TAY e -TQ+Y axtio VLY JLM# c).;g’b J.aoﬁ (O b)lo.w crg.'f.m.b 2,90 cu.m.l)’ hﬁbu ‘09.15 A PY] 1299

939 S pjly) Cxbio 53 jaw (Gl owlol S jlo iy (2 buolinw
ol
oyl e oty ¢ eloza] pgle 0aStilae S5l oo bjgal 09,8 Jludiily =)
Zareigz@gmail.Com : Jyzus sdiws g5 Juo! *

A EATANYAA S L)»)JAJ CJ)L

A R TARYRY SR R
LXWCS

P Sop sty Golns g sl ()5 S pd (sladelyy Jl (S G e ol 5 1001 plgie 4 A8 ABLS 5 392 o 0590l
el 9395 (S pilg Catio )3 s Gile ki (eolol Glajls i (e dlie cpl (Lol Ban s juo ki Glsie 4 93 (Bpme sl S
Oibgh GBS S e Gl a8)T pbul oF ool edlitn | b g odg oS po b imgh 3,5, Cuw ] (63)5 Bun bl | ol iagh
2 9 Cuol 009y ddly lislodos anlas Gledbl g5l ,5 )5l Wlodgs s e 5,058 5 (DS G805 68 (S pily) Camio (55
A pbool AtlaS.t oS ))8le 5 5l eslin 1L g o Julow b baosly Julow g 435565 03,8 Jo b g ks gl | anbas VY plol I o gg0xe
BT 5 (2313 (oMbl g sel ol o5 (b Jald 5,368 (S pily) Cartio )3 o (il ol (slajli g 45 ol (L el gl
5 SY guaste Cuslio 3 Slas 0AiS B pas ool ; (2B g (il daols ljllanl g Glous a4 dsgh g Colid 0aiS' A pan (Jawecuns

09> u.»Lm;,JlB »l "J 5l Cwnlys PREEESRNES Lmufalni g wles
Jolis g (655 Byan b b jB il o «dljl ¢ g Jo
Jlesl 5l slod ynS dield Jolds o jlare ol jbdy )le 395 o0
(s ) e ¥ giue Jb3, Gl Shle ;Ko b Bolyie 5 conl
ol Gy jlasme Jlatwgd Hldy g juw )b com jlaceo b, 5500 L3,
Aot ioly e aw SbyliL Sl (Ve v o)) San 5 o))
Sl x5 Car & b C8 b sl 0dd o 2] Spas
g amaly 4 Ll &S wimd o plin leind 4 48 o 1l 1) e
ol (M) hlSen 5 gyl (ioy99)md (o Cuanl pluguss]
4 )Jl.o.uc L;lo).@@ .\3|93 P Sl 9 U_>\).|o D jaw C;\fy.m
B u\/ym Aﬂ)‘ .(\\c" ‘QI)M 9 Lﬁl)‘b) .\.w.x.u u\.!ym
- J8) sl 383U 50 Jgamme 0SB e ol Spd (IS cuaS
35 il g Wl 0 & QeS8 (1T ()Sen g 598
» posdhe s Yiaisl 15 oty e G Slus 4
Ol 5 plwel GLel) 505 inled Dol (BAS B pns ad
o) Caodl Hloie 4 lojls olulid coge o Ly cpdly (VFe
‘SU;QJIQJJ C.Lzm).) By o L.és);w Cuw g b_\:{.!)f Cow § b 4
@ gy Sp Gy (W) ohlen 5 ol (igy9) 935 0
ok U <SG o Xy 405 )0 DD e 35w My gl 031l o
b oVgame cpl o U djlo e 0B 1) (BaSpns  Jaoco
5 kiSyd Glp GBS Gpae wp Claear Sl S s
(Rahbar & Abdulvahid, 2011) cul cueal 3l &Y g
J‘.’.)‘>)') omd)‘mwow ‘u_la.A}(.aW) JJ){ .)9.\»4:4>9JL5
Gpao bl Gglite Cuwl (SKen Cajlaze Hlatwgd &Y gao
Sl Cann jlasmo 4 05T HEALS b yne lgic a ]y 295 a5 SEAS
Iy Camjlase b culio Y game B o saled oy S o

FA.Y

Kl oo lojle ) eleal g (Jaoxecin ) sla )l (jlwanales
Sl olls

" . Mmon . KLU . non, .n
uMJJZJ ¢ 9)3?u5'3‘3?)l9‘1 ¢ W)Ja.m ¢ )A..MJJ..»).;

Aodde -
b Bl pesus jormiey UB) J oglite (SYsame bx)
Zarei & Mahmoodi pachal, 2019; Nguyen )
S 5l Y guaze (90l (sl o oS | f(&TOUIOuse, 2021
oyl 8 &y G 35 ) 9 5 waly (o0l caald (S5
Vg Jlo 5l oS a5 (0YAY (o)l 5 Jbb (3ge5e) Cul
3929 4 S5 g adgl dlge 0o j0 &S Slacudgiste > 4 ¢s3Me
ekt (gl b lojlo g ol ord yiig S by <ol Conl ool
5 ke sloalh 5l e ol il (B slad ()
3 e (Cassia & Magno, 2019) sl awsls 3¢5 dgeial
) 2298 S 1 35250 Culd) il 4 i L (VTAY e
-2l cunl 4y (VL x5 g wlansly gyt i g cols) > 4
Raj & Aithal, ) slals 59 5Sles (il58l 53 dopuiali cla
ool sl (ol CucnlaS agpuiel sl o)l ol 5SS ‘(2018
medld 5SS les s {IYAY () San 5 ) Cawl B3 5505
O 4dybbgd (shiedgw b iy balyy sl 4 yoxie oS cnl slo
Keller & Parameswaran, ) wlo o obyie 5 <8
L 2lB) 2929 L S 1> 2011; Hinson et al., 2020
YL dgw duils &S mud gl by @wlie OV gase
sl (Konecnik & Gartner, 2007) ¢ lSen yigp (sl oo
sl ahls 93> 5 435 e 3wl (Mahmoodi pachal, 2019
(Krystallis & Chrysochou, 2013) ) Sscws 5,
sl o laplejlo g (b it sl (351 lml (e g 00d Cgua
L Slods g LY 51 54 (gl by bawgs yido doe by
Sl (YAY o)l o Jlob o9 Aghaei et al., 2014)
B oS I lasgerme cunjlame (ol (slo)ld) ogpde
Wlolws! olod oy b 5 10 a5 Aiud Com jlars 4 Cund


mailto:Zareigz@gmail.com

TAY e -TQ+Y axtio VLY JLM# c).;g’b J.aoﬁ (O b)lo.w crg.'f.m.b 2,90 cw.a.l)’ hﬁbu ‘09.15 A PY] 1299

ol y lodl o 4y b Mol brasbae 5l U (sS4 sy (i
S ,l58le 5l eolatul b g o5 Julow b beodly Julow g 43505 sl
388 s yo dus Jolis o3 o A5 ploul 4,0, 5,4 Atlas.ti
@bl g oy sl el G5l SISy gy )15 L

anlas b o yope w)biizx (oSN azman (63)l0 | Lk
00,5 ool laaslas 385 (gjlwosly ¢ B aig

=Wy

oy BV dgr )3 W ggacme )3 &S gl (S5 anlas
s 08 )33 0 5 (2 paastie )35 0 (S pjlf Cxine
5o dd )l (wlid )8 55 0 wlids )5 Syae gyl ja5 & dgy Cans
09,5 ;a3 5l 55y B )5 VY g 5 45 0 1390 158> Sy (gl i
Jlo 0 B¥e 5 F ol ¥o BT 50 o Tr i ¥ o o
gy Jlo b YL L0

2350 (sl Sl Jl3dlp 5 3l edlit sl b gjlsodly 5l any laenae
b 9 pf Jebod jledliiwl b aslae slaosly b 515 oo
Jlod 3550 (55570 (551358 g (Bl () HSUST L (I35 w8
Y Gl a8 Ve gpgome )15 2l ol olal 18,5 )3
SIS 1)) ol V Jods kel Cud 4 (5y950 IS 5 g ol
L3t slass’ jl ladiges 5 ()92 (slaS g al5tl slasS Jol s
bl e W o s Jodo cpl &S oSilad a0 o ol
Sl 23l Jold 9355 (S pilg) Cnivo )3 jaw (gilusip (ol
wlio 3)Skos lojlw )3 (elaial 5 oo Cj lo 55
090 3 @S e Jlaome Gy (21T 5 Sl (Y guae
5 Olra i 4 dag 5 COld g Sl el 5 Shjsel o Slojls
il oo dmely il ezl

o3y (i ey bazea I 055 calos skl 1 5 anled QL]
OFRF i 5 ) 3l L) 551, 395 o] clajls 5
iy Uiyl S e S sl ) (Sl ) lalllas gl
L Sl ol g BB g bame Jlabb g s S gane 4
Bl alie OV aamme 4 Cund (gyudin Jlo Y game )l
Sy jogad » Jslie wlidss (Leszczynska, 2014)
slajlinie lold 4 & odngh 68T Lol Cusl 0nd bl o
Pl )13y 9395 (S pilyd Cto )3 s iludin e (eulal
Pl (So9ll 5 I3 o ) (S 9995 (S pilg) sl o
~Cgmles (S0 4 g9o9e (g ol cordol gmen (o IS
o Sl g sl 03933l Canivo (pl pogad 3 (Jacecunj gl
SRS g g Sl Canj e I cales Sl 3 (S Sl
b 50 gow jl gden (S pilyd Cio d Jld slaeS b Wy
390 (oobol Slajls i (lolid Ji> 4 3l ingy (wlul ool
Olrl 2 9355 (S pilg) cato e ilesip Gl uln b
sl e

Geiod el (g, —¥

mURRgR 952 259y K il g 039 (63,8 B jlas I Sl iy
lolid gl Ban 4ol 4 drgi b 2980 e (&S sl
ST 30 (o9 W sl o ik ool lajls i
S oY o (IS5 gy SSASES e 395 o aald
S35 Sl dilodgy Cunsj laume (533 9 (IR (S 3 c9)355
ol 4 dog by Cunl 039 dBl lidlwdes sdslas GleMb
Pl 3l g E0om0 )3 sl 0392 (6 s il Wiges o> (el SHo
oS ol Lno s (635 Ll 1p3,8 Jiols o)l gl dnlina VY
o> ol 4 e 9 390 Jol s Bl bl sloaslas

W o j1 045 21 o] GBS .Y Jouia

L s diged

Sl gbas’ 9w slaas

Lo b basye Jluwo &) dngi 4y j8lg olizel (ol (Slojlo (LS,
Olpde o 53 U35 S gl Gy o 4y a2 g 0Ll 40O xnbo

bl Seudd Canb 4 Cund B Glojle LS abL Slejle
sl ol o pie Lol lbg 5l Jaorecun j Sib )8 sl

O )S sr e J55)

Olpde o (gl b3l

Lo jl cllis cyglyl Ul

Capb & 2o

Congj by 4y g

S b S e N

e e o SE

Camj slo 55 (ojle aidles

e G Ol 4 aa g

- ol o sl g Jasre
o & 2y

Cong jlamo 4 d>gi

Pl S

Cony bz 8,1 (la )3,
oLyl

Slejle (5] plaie 4 (d92 jam

SilSinb

Caaabs jouds US,l°

Joo b e plgioes sl 413l o canlio CueS B jow SV g
Cuto 56 0aiS Bpme > CutsS jogad )3 dlaiel sloul oy g 09

cuslis

CadsS & g dloel

Y guaee Jaoes Cagj 3 Slas Y guazes culio 3)Slos

o Ay S

FA-¥



TRY A ¥ domio Y€+ Y Jho carly Juad cogus 0 ykowd cinid 8,93 cuunnt 3 bauro sl sl

Al a3V b Wb A g Y game
2 e (P YR gL Rk Gy Jaaze culio Cuds

s 01555 by ST 130
Cunsj baymo 4y
oo @ s 1l QA8 0 35 2l5s Co (Bly o slai .\J X ")JEHJ Cpan apee Canj 25T 5 i

=5 "

a dngs Sl 5 s bagoea ] LS A iy il asoee o el itk S
JIEYESTCIE S A N
e
cals

yauoeds il anbl (SIS i Cans ) bayse 4 o 0SB juas ST

ol dsols Sl yg s g5 lauxe

g2 3lgd St fow Juwyy (RIS (g2 e 03l slm] 9 SRS Jelge
)5 Eopd Glojle 99y 5l b Slosls > Jolss

Slojbe g9y G5

2 et Jpol gy
Olejle
et Sigel 4 25
ey lame J IS5 3l

g el Jruoyy 4 p5Y (slabigel 1
pll B lehidl (lojle )3 (Jaomecin; Jool gug s 4 o
A

Sy el g 5590l

axol> ol)llas] & do o5
3905 (Ll Ty 5 31 ool Syl 1l o6l o 1 5 s Sl 4 a5 5l
dnol> Slous 5 4 d g
Sl €8 lbcuglgl 95 cunl droly juo slajls - del> e
anel> 5l g b lajly 4 a2

e QUi 1) 9,995 (S p3lg) Carivo )3 e (gl g1 (ol (S50 (2l S T SIS bl (A 15810 5 aled (295 ) USS
Lol daaliio B Jaw ol )3 Jolge ol 51 0108 32 £08 IS g o (g5lwii pr owla! b5l b

osiluingd

ciblas Cuglgl sl |}
Gy y bz 1 H

4 1gsi
G buzs

Slolill 4y azgr
whizs

LBy cslaylisy
SlS)IS Causyj bumo

o ola iyl syl ainlgi - N wrasub i)l
welalzl g Glaumo Cuay | e oI5 3w
B alsic 4 391 juw
wilojluw iyl
01iiS Lpno BT ksl

Sy e @ S i o ks ) wiloy T e ' olojls a3 Jolse

[Coron ]

4y azgr g ol
SlyUail g Slzazyi
asols

[[© e s pisol w oo |

23 whzo Juw Jgaol zug)s
ulojlw

I slayli @ azei
Ohlatil 4 dzgy asolz wil g wlas

asol>

SISl 381 5 (2955 9,395 (Sx @l Cariuo ;3 samw (gl (ourluo! 5L (o od Jore Y SIS

520




TAY e -TQ+Y axtio VLY JLM# c).;g’b J.aoﬁ (O b)lo.w crg.'f.m.b 2,90 cw.a.l)’ hﬁbu ‘09.15 A PY] 1299

2 Sl p3Y (hjgel gk i bame & 4255 4 38 L
3 B o S, oMbl 35 5 25 sla bigel (wnl 1N s
Q> g CAld Wil lojle aeylad joowe (0 ogad oyl
ool oo il sloili i 503 5l dnsle sl § Gl
Bpa o g Bud drels baw 5 a5 Cuw | joade (Sloj jow (gilo L
Ny Bua dxols &S Jjgo 0 008 Gy cuw lite pundd BaS
Al ixe o Glojlw Sl WSS (A jow N Glgis 4,
lolid od b (S pfld (oS b pulol ol 2oy
GBan drol> )l b 1) 555 glacalad cazels s 5 5 il ezl
ol il e 500 5l Y gaste cuslio 3 Slas . dind Gubas
015 lwlid Lo yb slasS Lolul 5 ] o (gjlo iy (el 00
o3> 93 o 3 ) Jpamo oS 5 Sos g0 (S 3 Shas (sl
Dged iy Jg—aza (Bly (dgiew i 9 S CudS Gl
SYE ChdS @ e e 4y da g LS > BaiS' S, e
L2 b S oS b Gl (0 SV )1 dag s 0ad gyl 5
OBMS B yman (g 3)90 WSty (ameciinj Jlows
Y gazme sl 3 G (g5l 35 Gl il g Al
loile (g3 93 p3Y 05531 bl l3y05 1 305 SIS kS 51 S 1
Ol el jow il sl oad lolid (Slajliie 5o )
o il dip dpedig (sl (B 03500 5l sy lajl LS
4 oS e oot (a1 5 G (izpen 3L 1355
ol line 4 (G3losipy b lolid Jow (63Lokip Ly Olgie
5ty ol ol gl 55 sl 2428 Gy o ) 3 S5y
ol 0SB pn s (1D ) Hlaite pga i S dw 0 A & (Sloj
A3 g0 patdS jew Ny olyie 4y S Sloj oS Byan 353
25l ash Jasecan; Plae pogas 5 S5 28T 4 il o«
Ol 4 bgye Bluwe 4 G g bamo 51 BT 8Ll e
biye (L1 29 23 Sloreal (gdn pB )3 5 blos (il
e Canj i b (BAS G pae oLl pae Ojgo 53 5k
sinlgs g s s I (Bly o slasiyy parid 55 bl

..)9..)

& 5 ot €
Cxiwo jd jaw Slodip owlol il yin ololids @ adllas oyl
Gygme NSNS anlh il Lelwl i .cd by gy095 Sy pjly)
ool | el s 3 &y (5950 35 5 el A ¥Y L VY
il i lais 4 (gyemme SSF gl ol jl odel Cuwd 4 gl
e Jols 995 (S pilyd Contio )3 o il By (o Lo |
3 8des glojlow 3 (sloial 5 (aee cn lo 5] 55l
@A Gy e Jaue ) BT 5 5 Y game cowlio
Grg gcall g gle , eMbl g hjeel (Slosls (193 L33
oS ol iy sl e g dresly Glillanl g Glxs s
952 olejlow 3 (sloial g (Jaecnj lagh))l oilwansles
sl 9395 (S pilg) caxino )3 o (Gilokip ool il i
o 55y oildisnles gl o5 sl 3 58 slaaS
003 QS s et (35 Jold sleal g (laecuny
A ¢ Cansj s 5l cblas Coglol Gl ol pie juw pazl
(oo & g o Laiome 4y M (S D Sy e o el
(Pl ame Cong Ll 4 g (o (e e S5
GEhl Olgs 4 35 e (U i lane 8L (sla 3
Cogflae 4y d2g g Cannb jouds GUSHE (ilo S b Slejle
S mlio b cbcS b & i g bl ol 2 el
@) et b )l Gl jew silwodin sl 9955
Ol 9 QU ()3 9 4y 35 plojl (Lol Joo| lsie
g Cuwl Slojlw (1950 (gile Kid s wiojls yol opl.iad dclis ] des
S lgis 4 CS 5 (B g e il N lp &S CS e
Dged oyd CSpb 09y Sl (sl G barmo (ol 0513
9 e Mg Sap 8 L ol Slojlw (lpde 5 WS
Olgis 1) G j lazes 5 00d Sialod oy j bazme b clie
S bl 4l ol ol 4 g Sl Glolu eyl (S
23,5 Lol Giagh cul )3 45 s il sajbigie 5 %0
ol Gl se Ml g Gsjsel (853 slarl sl s, Mol 5 (3590l
et hjsel 4 298 lojls 3 (amacn Syl gy
OPse porde oyl ol | | Gy basro LS8 ca i

&

2l G b 555 SV gm0 & olosido a5 s e il i (080 +) o (el ool ecs il ol olinily i, -

YA-Y O a)Lo.AfJ A D)s.)

Sl s 252 (Sitanly b o it e BT 2 350 Jolge (g (IF+ 1) 030 (o3 (Sgmpo due 58T ol 2> =

FEXO YN g b

RRAREE (\ ')Y‘c L;Alf))b L_SL&:J).A.&:‘) o ..\)): b))? U"))l » )49.6 dhbd)?u (\Y“\;) Lo)_\.o.?u (d9)MA> “_)uo)’l ﬂ_;lf 5QM§)J ‘)5)3‘JJ -

e Jilus ogad ) lued S oKy ylgoniily 3,Sles 5 (5,55 (8 (o)l (WWAF) L ools ¢ s g o8 IS ol ¢ Sley —

.5

AANAARAY pRe ¥ D)LQ..fB N 0599 «Ca ) L:.oyuo 9 UL“‘""l 4\1.’>u


http://he.srbiau.ac.ir/article_13666.html

TAY e -TQ+Y axtio VLY Jl.w c).;g’b J.aoﬁ (O b)lmw crg.'f.m.b 2,90 cc.«m.;)’ b.g?u ‘09.1.9 A PY] 1299

S sS llasl z s )l (65835 dale Ky o9 (55 (MYAY) omld (2)l5 9 cj (Sl (535000 —

S yily dddllan (S D Ly bl (g3 paly oo Al (VF ) dabold csiue (olual ( Jlon o e o das L) o)yl (59505 —
FYE-YFY (00) VO . o508 o pdo (slouimng}s

Aghaei, M., Vahedi, E., Safari Kahreh, M., & Pirooz, M. (2014). An examination of the
relationship between Services Marketing Mix and Brand Equity Dimensions, Procedia - Social
and Behavioral Sciences,109, 865-968

Cassia, F. & Magno, F. (2019). A framework to manage business-to-business branding
strategies. EuroMed Journal of Business, 14(2), 110-122.

Konecnik, M., Gartner, W. C. (2007). Customer-based brand equity for a tourism destination.
Annals of Tourism Research, 34(2), 400-42.

Hinson, R.E., Osabutey, E., Kosiba, J.P. & Asiedu, F.O. (2020). Internationalisation and
branding strategy: A case of the English Premier League’s success in an emerging market.
Qualitative Market Research, 23(4), 747-766.

Keller, K., & Parameswaran, M. (2011). Strategic brand management: Building, measuring,
and managing brand equity. Pearson Education India.

Krystallis, A., Chrysochou, P. (2013). The effects of service brand dimensions on brand loyalty.
Journal of Retailing and Consumer Services, 1-9.

Leszczynska, A. (2014). Willingness to Pay for Green Products vs Ecological Value System,
International Journal of Synergy and Research, Vol. 3, pp. 67-77.

Nguyen, A., & Ozcaglar-Toulouse, N. (2021). Nation branding as a market-shaping strategy:
A study on

Raj, K., & Aithal, P. S., (2018). Literature Review of Impact of Branding on Base of the
Pyramid Markets with Special Reference to India (March 6, 2018). International Journal of
Applied Engineering and Management Letters (IJAEML), 2(1), 43- 63.

Rahbar, E., Abdul Wahid, N. (2011). Investigation of green marketing tools’ effect on
consumers’ purchase behavior. Business Strategy Series, Vol. 12 No. 2, pp. 73-83.

Zarei, G., & Mahmoodi pachal. Z. (2019). Examining the effect of brand equity dimensions on
domestic tourists’ length of stay in Sareyn: the mediating role of brand equity, Asia Pacific
Journal of Tourism Research. 24(5), 404-421.

Fa.Y



TAY e -TQ+Y axtio VLY JLM# c}.ag’b J.»aﬁ O g b)lo.w ‘,,M 29 cw.l} hg?u '09.15 A PY] 1299

Identifying the basic prerequisites of green branding in the auto

spare parts industry

Ghasem Zarei'”
*1- Associate Professor, Faculty of Social Sciences, Department of Business Management, University
of Mohaghegh Ardabili, Ardabil, Iran
“Email Address: Zareigz@gmail.com

Abstract

Introduction

Creating products that are different from competitors is becoming more difficult day by day (Zarei &
Mahmoodi pachal, 2019; Nguyen & Toulouse, 2021); Because in today's world, the products are
physically similar and the competition has increased compared to before (Mahmoudi Pachal and Zarei,
2017). From another point of view, since 1960, due to the restrictions that have arisen in the field of
raw materials and energy, the competition between companies has increased, and in order to survive in
this competitive environment, organizations must use their assets more effectively. have their own
visible and invisible (Cassia & Magno, 2019; Hosni et al., 2012). Due to the increase in existing
competition, companies have paid great attention to customer satisfaction and retention and have paid
great attention to the importance of intangible assets in increasing their performance (Raj & Aithal,
2018); One of these intangible assets that is very important for organizations is the brand (Hosni et al.,
2013); Branding is one of the activities that lead to long-term mutually beneficial relationships between
the company and customers (Keller & Parameswaran, 2011; Hinson et al., 2020); Because despite
competitors with similar products, brands are tools that create higher profit margins, better cooperation
paths (Konecnik & Gartner, 2007), creating differentiation and increasing the value of products and
services in the markets (Zarei & Mahmoodi pachal, 2019). And they are considered among the valuable
assets of businesses (Krystallis & Chrysochou, 2013) and while creating value for customers and
organizations, they are a reason for customers to pay more for some goods and services (Aghaei et al.,
2014; Mahmoudi Pachal and Zarei, 2017). From a conceptual point of view, environmentally friendly
behaviors are a set of people's actions towards the environment, which in a wide range, include all
feelings, desires and preparations to preserve and protect it in formats such as transportation, recycling,
consumption It is compatible with nature, energy consumption, etc. The term pro-environmental
behavior includes a wide range of actions and is synonymous with other terms such as environmentally
responsible behavior, environmentally friendly behavior, green behavior, and environmentally friendly
behavior (Daraei et al., 1400). Green marketing literature has led to the emergence of the category of
green consumerism. Companies that implement green marketing orientation send a message to
stakeholders that they care about society and the ecosystem (Norouzi Ajirlu et al., 1401). The idea of
green products in design and packaging can give a distinctive face to products (Daraei et al., 1400).
Providing green products also affects the overall perceived quality of the product by the consumer (Del
Afrooz et al., 2016). Companies that pay attention to environmental issues in their production and
marketing process will probably create more favorable images in the minds of consumers (Baghban
Baghstan et al., 1400). Having a green brand causes the organization to be recognized as giving
importance to the environment and makes the brand famous at the international level (Norouzi Ajirlu
et al., 1401). The definition of the brand can be equally extended to the green brand. As a result, the
green brand is a name, design or symbol that is harmless to the environment. Creating an environmental
brand enables consumers to differentiate between these products and the products of organizations that
harm the environment. Understanding the effect of consumers' purchase decisions is important for
companies and products (Rahbar & Abdulvahid, 2011) and according to the benefit of the
environmental brand, the way consumers decide to buy environmentally friendly products may be
different. Consumers who consider themselves as environmentally conscious consumers will prefer to
choose products that are suitable for the environment and in this way show their support for the
environment and their emotional needs as well. to satisfy (Ramadani and Tahshani, 2016). The results
of recent studies show that consumers value green and pro-environment products more and are willing
to pay more to buy these products than similar products (Leszczynska, 2014). Different researches have
been done regarding green brands, but so far no research has been done to identify the basic
prerequisites affecting green branding in the auto spare parts industry. Auto spare parts is one of the
industries affecting air pollution, along with petrochemical industries, and this issue has added to some
environmental sensitivities regarding this industry. Green branding can be a step towards protecting the
environment on the one hand and the brand reputation of companies active in the auto spare parts
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industry on the other hand. Based on this, the current research seeks to identify the basic prerequisites
needed for green branding in the auto spare parts industry in Iran.

Methodology

The current research is applied in terms of its purpose and is considered as a qualitative research in
terms of its approach. . Considering that the purpose of the research is to identify the basic prerequisites
of green branding, it is therefore considered an exploratory research. The research participants were
auto spare parts industry experts, academic experts and environmental experts. The data collection tool
was semi-structured interviews, and considering that the criterion for determining the sample size was
theoretical saturation, in total, theoretical saturation was achieved after conducting 17 interviews.
Theoretical saturation means that no new findings are obtained in the final interviews and the researcher
concludes that the codes resulting from the interviews have so-called reached the saturation level. Data
analysis was done by theme analysis using Atlas.ti qualitative software version 9.1.7. Theme analysis
includes three stages of open coding, central coding and selective coding. For the validity and reliability
of the research, things like multiple coding, reviewing the text with the interviewees, and the detailed
implementation of the interviews were used.

Results

The interviewees of the research were 17 people in total, 7 people were experts in the spare parts
industry, 5 people were academic experts and 5 people were environmental experts. 6 people had a
bachelor's degree, 5 people had a master's degree, and 6 people had a doctorate degree. 5 were women
and 12 were men. In terms of age group, 3 people were under 30 years old, 5 people were 30 to 40 years
old, 4 people were 40 to 50 years old, and 5 people were over 50 years old.

The data of the interviews were analyzed using Atlas-T1 software. The interview data were analyzed
using theme analysis and open coding, selective coding and axial coding. Based on the results of the
axial coding process, 110 open codes, 33 selective codes and 6 axial codes were obtained. Based on the
results of the coding process, the basic prerequisites for green branding in the auto spare parts industry
include the institutionalization of environmental and social values in the organization, proper product
performance, consumer environmental knowledge and awareness, intra-organizational motivation,
training and information and Knowing and paying attention to society's preferences and expectations.

Conclusion

The present study showed that the institutionalization of environmental and social values in the
organization is one of the basic prerequisites for green branding in the auto spare parts industry. The
identified sub-codes for the institutionalization of environmental and social values include green
personal value of employees, green personal value of managers, instilling the priority of environmental
protection, commitment to nature, commitment of company management, commitment to the
environment, attention to health. The green thinking of top managers is attention to environmental
requirements, benevolence, pro-environmental behavior of employees, being green as an organizational
value, culture building, employees caring for nature and attention to the environment. Based on this, it
can be said that the companies active in the auto spare parts industry should accept environmental values
as the basic principles of their organization and spread them among their employees and managers for
green branding. This requires internal organizational culture, and it can be said that for green branding
and introduction of the company as an environmentally friendly company, it must first start from within
the company. Organizational employees and managers must be completely coordinated with the culture
of green production and appropriate to the environment and accept the environment as one of the
organizational priorities and believe in it. Another prerequisite for green branding that was identified in
this research is education and information. The sub-dimensions of education and information include
promoting environmental principles in the organization, attention to environmental education,
employees' awareness of the environment. Based on this concept, it can be said that paying attention to
the environment is not possible without necessary education. Therefore, necessary trainings and
sufficient information in this regard should be at the center of the organization's activities. Recognizing
and paying attention to society's preferences and expectations is one of the other prerequisites for green
branding. Green branding is possible when it is interpreted appropriately by the target community and
consumers. If the target society does not consider the brand as a green brand, the efforts of the
organization will be meaningless. Based on this, auto spare parts companies should adapt their activities
to the expectations of the target community while identifying the expectations and preferences of the
society. Proper performance of products is one of the other prerequisites identified for green branding.

2.4
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Based on the sub-codes identified for quality performance, product quality performance can be defined
in both areas of overall quality and actual greenness of the product. Besides paying attention to the
environment, consumers also pay attention to the quality of the purchased goods. Low-quality or low-
quality products will not be accepted by consumers, even if they pay attention to environmental issues,
so for green branding, it is necessary for the company's products to have sufficient quality. The
necessary motivation within the organization is one of the other prerequisites identified for green
branding. Managers and employees of the organization should have sufficient motivation to promote
green branding. Also, environmental knowledge and awareness of the consumer was identified as a
prerequisite for green branding. Branding means creating a brand in the minds of consumers. In fact,
the main activity of branding comes to a conclusion when the intended image is created in the mind of
the consumer. A consumer recognizes a brand as a green brand when he has sufficient knowledge and
awareness about environmental issues and, while having sufficient knowledge of the environment,
reconsiders the issues related to it, and in the next step makes his purchase decisions. associate with it.
If consumers are not familiar with environmental knowledge, they will be unable to distinguish real
green brands from green claimants.
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