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Context and Purpose: Given the global significance of tourism and its considerable
profitability for Iran, this study aims to investigate the factors influencing brand support
and loyalty among guests of five-star hotels in Mashhad. Brand support positively affects a
hotel's reputation, enhancing its brand image within competitive environments and social
interactions. Additionally, brand loyalty contributes to attracting more travelers to the
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August 26, 2024 methodology to examine the factors affecting brand support and loyalty among guests of
five-star hotels in Mashhad. Data were gathered using a descriptive-correlational approach,
and their analysis was conducted quantitatively. The sample comprised 384 guests from
these hotels. The measurement instruments included validated questionnaires from
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customer engagement moderates the relationship between brand value congruence and
brand identity. Conclusion: This research illustrates that brand value congruence, mediated
by brand identity, significantly impacts brand support and loyalty within five-star hotels in
Mashhad. It is essential to consider cultural values and customer identities, as aligning these
values can enhance customer acceptance. Additionally, customer engagement positively
influences the relationship between brand value congruence and brand identity. Therefore,
hotel managers should take these factors into account to bolster customer loyalty.
Originality /value: Considering the existence of a research gap in branding science in the
Iranian tourism industry, conducting interdisciplinary research in consumer behavior
management, marketing management, and tourism management can provide broad
insights to help tourism businesses.
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Extended Abstract

1. Introduction

Today, the tourism and travel industry is
considered one of the essential pillars of
economic development for any country. In
this context, countries worldwide strive to
establish a positive image in the minds of
travelers to be perceived as desirable
destinations, enabling them to benefit
from the numerous advantages associated
with tourism development and increased
travelers. According to the World Travel
and Tourism Council, the tourism industry
accounts for 6.1% of the global gross
domestic product, and the competition to
attract travelers is intensifying. Brands
play a key role in building strong
relationships  with  customers, and
customer awareness of brands has also
gained greater significance. However,
customer skepticism toward brands has
posed challenges. Creating shared value
between the customer and the brand,
along with value congruence, leads to
increased loyalty and support for the
brand. Furthermore, customer
engagement with the brand and a strong
brand identity can enhance loyalty and
participation on social media. Ultimately,
given the global significance of tourism
and its considerable profitability for Iran,
this study aims to investigate the factors
influencing brand support and loyalty
among customers of five-star hotels in
Mashhad. It also aims to identify existing
gaps within the Iranian tourism industry.

2. Research Methodology

This applied research gathered data using
descriptive survey and correlational
methods, with the statistical population
consisting of all customers staying at five-
star hotels in Mashhad, assumed to be
unlimited in number. A non-probability
convenience sampling method was used to

collect the data, and the sample size was
determined to be 384 individuals based on
Morgan's table. The methods employed
included library research to review the
literature and survey research to collect
guests' opinions. The questionnaire
contained demographic questions and
valid items. Its validity and reliability were
confirmed using confirmatory factor
analysis and Cronbach's alpha coefficient,
indicating the high quality of the research
instrument.

3. Research Findings

The main finding is that brand value
congruence has a significant impact on
brand support and loyalty through brand
identity. Brand value congruence refers to
the alignment between the personal values
of customers and the values of the brand.
In five-star hotels in Mashhad, customers
emphasized the importance of aligning
their cultural values with those of the
hotel. Interviews revealed that guests seek
a personal identity in their chosen hotels.
Therefore, hotel managers should pay
special attention to the guests' identities
and align the hotel’s identity with them. It
is noteworthy that the result of this
research hypothesis is consistent with the
studies by Yoshida et al. (2021), Seifollahi
and Dehghani Ghahnavieh (2024), and
Rather et al. (2022). Additionally, customer
engagement has a moderating effect on
the relationship between brand value
congruence and brand identity, which can
enhance the overall impact. Based on the
literature, customer engagement has
three components: eager participation,
mindful attention, and social relationships.
The findings of this research indicate that
these interactions and attention to brand
characteristics help strengthen the brand
recognition of the hotel. In this regard, the
study by Rather et al. (2022) also indicates
the positive moderating effect of
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engagement on the relationship between
brand value congruence and brand
identity. Studies by Vivek et al. (2012) and
Abou-Shouk and Soliman (2021) have also
shown results similar to those of the
current research.

4. Conclusion

Given the moderating role of customer
engagement in the relationship between
brand value congruence and brand
identity, hotel managers should enhance
the aesthetic appeal of the hotel's facade
and structure to create a safe and
attractive environment that fosters
tranquility and engagement among
customers. This environment should be
intentionally designed to evoke a sense of
superior branding in customers. To
facilitate this, hotel staff must recognize
the significance of their roles in promoting
brand awareness and improving service
quality and undergo adequate training.
Moreover, considering the positive
influence of brand value congruence on
brand identity, it is recommended that
hotel managers establish a more effective
connection with customers' travel
aspirations by providing promotional gifts
and branded merchandise. Additionally,
given that the positive effect of brand
identity on brand support has been

affirmed in this study, managers must
employ targeted advertising through mass
media and leverage word-of-mouth
marketing to enhance brand awareness
and service associations while clearly
articulating their service identity to
tourists, thereby bolstering brand
reputation. Finally, given that brand
identity positively influences brand
loyalty, implementing an easily accessible
and timely customer complaint response
system will significantly impact customer
loyalty. This approach also calls for
comprehensive training in interpersonal
communication and technical aspects.
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