INTERNATIONAL REVIEW
Special Issue No.2, Part |

BUSINESS MANAGEMENT AND
NTREPRENEURSHIP
ROUND TABLE

4 MAY,2017,TEHRAN,IRAN

GUEST EDITOR:

DR. MUHAMMAD SHOAIB FAROOQ
INSTITUTE OF BUSINESS AND

MANAGEMENT, UNIVERSITY OF ENGINEERING AND
TECHNOLOGY, LAHORE - PAKISTAN

ISSN 2217-9739



Special Issue of International Review, No.2, Part |

Business management and entrepreneurship

Guest editor: Dr. Muhammad Shoaib Farooq

ISSN 2217-9739
-- Responsible person for publication

Prof. Dr Jovan Zivadinovic,director
Editor in Chief

Prof. Dr Mirjana Radovic-Markovic

Technical secretary
Ma.Sladjana Vujicic

Publisher
Faculty of Business Economics and Entrepreneurship,Belgrade,Serbia



Special Issue of International Review, No.2, Part |

Business management and entrepreneurship

Guest editor: Dr. Muhammad Shoaib Farooq

CONTENTS

IDENTIFICATION AND RANKING THE AFFECTING
COMPONENTS ON EXPORT AND INVESTIGATION
OF ITS EFFECTS ON ECONOMIC GROWTH IN IRAN

ST L 4 (o I S T4 - o [T

THE IMPACT OF KNOWLEDGE MANAGEMENT ON
ORGANIZATIONAL COMPETIVENESS
(CASE: SAMAN INSURANCE FIRM)

Hamed Bozorgkhou, Raheleh Panbehchi .........ccccooiviiiiii i

THE EFFECT OF CUSTOMERS’ OFF-LINE BRAND
IMAGE ON THEIR OFF-LINE AND ON-LINE BRAND
USE IN BANKING SERVICE (CASE STUDY: BANK MELLAT)

Gholam Hossein Ghasemi, Manijeh Haghighinasab, Arezoo Mahmoodani ..........c.cccceceveiienes

STUDYING THE IMPACT OF FINANCIAL LEVERAGE
AND FINANCIAL PERFORMANCE INDICATORS ON
DIVIDEND POLICY OF ACCEPTED COMPANIES IN
THE TEHRAN STOCK EXCHANGE

Atlas Atbaytaki, Akbar Eftekhari Aliabadi ...........cccooiiiiiiiiie s

STUDY OF THE PROPOSED NATIONALLY APPROPRIATE
MITIGATION ACTIONS TO REDUCE GREENHOUSE
GASES EMISSION IN TEHRAN SEWAGE PROJECT

(A CASE STUDY OF TEHRAN SOUTHWEST WASTEWATER
TREATMENT PLANT)

A. Riazati, H. Akbarian Tefaghi, F. HEMMAaLi.........cccooiiiiiiiii s

THE ROLE OF SOCIAL NETWORKS IN EMPOWERING
TEACHERS OF CONSERVATORY SCHOOLS OF
DISTRICT 11 OF TEHRAN

S. Ali Akbar Ahmadi, Fariborz MalakouUtian ..........ccceeieiciiiiiiiccie e



INVESTIGATION OF THE RELATIONSHIP BETWEEN

AUDIT FEES OF SPECIALIZED INDUSTRY AUDITORS

AND COMPLEXITY OF FINANCIAL STATEMENTS

(CASE STUDY: COMPANIES LISTED ON TEHRAN

STOCK EXCHANGE)

Saeid Farzadfar, ZOhreh Hajina............ccooiiiiiiiiiie e 85

IDENTIFYING THE FACTORS AND INVESTIGATING

THE RELATIONSHIP BETWEEN FINANCIAL RISK

AND UNUSUAL RETURN SHARE IN THE BANKS OF

THE TEHRAN STOCK EXCHANGE

Milad Ghajar Sarkolateh, Ali Reza Modanlo JOIDary ..........cccocevveiiinieiieie e 95

AN INVESTIGATION OF THE RELATIONSHIP

BETWEEN WORK-FAMILY CONFLICT AND

QUALITY OF WORK LIFE OF EMPLOYEES

IN SOCIAL SECURITY ORGANIZATION

Parvaneh Doodman, Abbas Gholtash, Seyed Javad Hashemi Ardakani ............ccccccevovevviieicicinnnnnn, 113

STUDY THE COORDINATES OF METHODOLOGY IN FUTURES STUDIES
AADDAS SOIBIMENT ..ttt et et e e sttt e e s et eeessabeeesabateesebaeeesaabbesesabaesessabenesabaneeias 119

INVESTIGATE THE SIMULTANEOUS IMPACT

OF BUSINESS ETHICS AND RELATIONSHIP

QUALITY ON CUSTOMER LOYALTY; CASE STUDY:

IRANIAN AGRICULTURAL BANK CUSTOMERS

Ahmad Ali Yazdanpana, Mohammad Amir Arab, Seyyed Mousa Tabatabae ...........c.ccoceevevrennnnen. 129

EXPLORES THE CONCEPT OF NARCISSISM

IN RELATION TO CONSUMER BEHAVIOR IN

MARKETING

Maryam Nabhani, Shahrzad Chitsaz, Hamid SaEedi...........ccccovrviieiieiieene e 149

POLITICAL CONNECTIONS AND STOCK RETURNS
Sanaz Gouran, Kouroush Parsa Moien, AKbar Bagheri ..........cccvevviieiieiieeie e se e 159

THE IMPACT OF LEADERSHIP STYLES ON

CORPORATE ENTREPRENEURSHIP AND

ORGANIZATIONAL INNOVATION

(CASE STUDY: BRANCES OF BANK

MELLAT IN KERMANSHAH CITY)

Mohammadi Osmanvandi Abdolvahid, Ahmadi Hadi, Mohammadi Sara...........ccccceevveiiiieeiiiineens 171

THE EFFECT OF BOARD OF DIRECTORS STRUCTURE ON
MANAGERIAL ABILITY (SOME EVIDENCE FROM IRAN)
Soleiman Farhoodi, Behzad GhOrDaNI .......c..coceiieeiiiiieccie ettt 185

FUTURE STUDY APPROACH FOR HOUSING

DEMAND VIA EMPLOYEE HOUSING COOPERATIONS

IN THE CITY SANANDAJ OF IRAN

Kumars Ahmadi, Mohhamad Tghi ADOINGSSANI ..........ccviiiiiiiiiie s 199

THE ROLE OF EMPLOYEE EMPOWERMENT AND ITS RELATIONSHIP WITH JOB
SATISFACTION (CASE STUDY: 15 KHORDAD HOSPITALS IN VARAMIN CITY)



Amir Hossein Amirkhani, Ali Rostami, Afsaneh Beyranvand.............cccccovereiiienenienc e 221

INVESTIGATING THE EFFECT OF KNOWLEDGE-BASED
LEADERSHIP ON INNOVATION PERFORMANCE WITH
MEDIATING ROLE OF KNOWLEDGE MANAGEMENT
(CASE STUDY: MTN IRANCELL COMPANY)

Esmaeil Shokri, Alireza Soleiman Mafi, Amir Hossein Amirkhani, Seyede Elham Miraei ............... 231

MEASUREMENT OF THE EFFECT OF SPIRITUAL

INTELLIGENCE ON THE EXCITEMENT OF EMPLOYEES

OF HOSPITALS IN AMOL CITY

(MAZANDARAN UNIVERSITY OF MEDICAL SCIENCES)

EZatol1ah MONAMMAGT .....eeiiieiiis ettt et s ettt e s st e e e s bt e e s st e e e s sabbeessasbteessabeneesibreeas 241

INFORMATION TECHNOLOGY ROLE IN INTELLIGENT

STAFF EMPOWERMENT BASED ON SKILL

RECOMMENDER MODEL

Amir Hossein Amirkhani, Zohreh Bahman Isfahani, Leila Aghaie, Mohammad Ali Kaffashi .......... 249

STUDY OF THE RELATIONSHIP BETWEEN

ACCOUNTING QUALITY AND THE DEGREE OF

CONCENTRATION OF DEBT OF COMPANIES

ACCEPTED IN THE TEHRAN STOCK EXCHANGE

[V (o ES o £ W D= o TN/ RO URRTR 259

EVALUATION OF THE RELATIONSHIP OF

LEADERSHIP STYLES AND THE EXTENT

OF STRESS IN PARSIAN BANK EMPLOYEES

Farhad Ghorbanizadeh Shirazi, Somaye Ghajari ..........ccccovviviiiiiiieiece e 269

INVESTIGATING CREDIT RISK MANAGEMENT IN BANKS
Mehrdad Ghanbari, Bahman Kianirad, Bahareh Jamshidinavid .............cccccevvviivieiii i 281

STUDY OF AUDITING QUALITY EFFECT ON THE

RELATIONSHIP BETWEEN FREE CASH FLOW AND

REPORTING QUALITY IN THE ACCEPTED

CORPORATIONS OF TEHRAN STOCK EXCHANGE

Hadis Nazarbigi Dehbalaei, Babak Jamshidi Navid, Mehrdad Ghanbari............c.ccocooeiiniciinnnnnne 289

THE IMPACT OF ORGANIZATIONAL CITIZENSHIP

BEHAVIOR ON ORGANIZATIONAL PERFORMANCE

WITH RESPECT TO MEDIATOR VARIABLE CORPORATE

ENTREPRENEURSHIP IN MAZANDARAN GOVERNMENT AGENCIES

Seyyedeh Zahra Hosseini Daronkolaee, Ghasem Sadeghi, Zoha AMOIE ........cccvevvevererenenieseeenenenn, 301

RELATION BETWEEN CORRUPTION, BANKING SECTOR

DEVELOPMENT AND STOCK MARKET DEVELOPMENT

IN THE MIDDLE EAST COUNTRIES

Sadegh Agha Amiri, Masood Khodapanah ............ccceiiiiiiiinieiee e 321

THE NEW REFERENCE DESIGN FOR DEVELOPING THE
MARKETING STRATEGY USING THEMATIC ANALYSIS
Samira Bekr, HAMEA IMANSOUIT ......cocveiiirieiitieictie et steeeetie e sree e sree s sraessbee s sreessbaessbeessbaessbeessneessraessreessnns 329



THE EFFECT OF AUDIT QUALITY ON COSTS STICKINESS

IN MANUFACTURING COMPANIES LISTED IN TEHRAN

STOCK EXCHANGE

Ras00l Abdi, MOStafa ADGi...........c.eiiiiriiiiii et sbe e bbb ere e 343

EFFECT OF THE MORAL INDIVIDUAL FACTORS ON MORAL BEHAVIOR
DEVELOPMENT IN ACCOUNTING PROFESSION
Mohammad Reza Nikbakht, Mohammad Reza Mehregan, Hossein Safari, Javad Masoudi .............. 357

AN INVESTIGATION ON THE EFFECT OF POLITICAL

RELATIONSHIPS AND ACTIVITIES ON THE TAX

AVOIDANCE IN TEHRAN STOCK EXCHANGE LISTED FIRMS

Mohammad Esmaeil Khabbazzadeh, AKDar Zarei .........ccccceveieiie i 377

THE INVESTIGATION OF ONLINE MARKETING ON
BRAND LOYALTY OF ONLINE COMPANY OF DIGIKALA
Y Y7 T4 T S T 0 1 ST 387



Faculty of Business Economics and Entrepreneurshipinternational Review Special Issues (2017 No. 2, Part I) 7

ORIGINAL RESEARCH PAPER

IDENTIFICATION AND RANKING THE AFFECTING
COMPONENTS ON EXPORT AND INVESTIGATION OF ITS
EFFECTS ON ECONOMIC GROWTH IN IRAN

Samad Karrari
Department of economics and management, Maku Branch, Islamic Azad
University, Maku, Iran

Abstract

Today, most developing and developed countries compete with each other on appropriate business market as well as
access to more markets to do exports and increase the power of this leverage for their favor in international arena.
The aim of this study is to identify and rank the effective indicators on exports and its effect on economic growth in
Iran. The research method is descriptive-survey. The reliability coefficient obtained through Cronbach's alpha was
87%, which indicates the reliability of the scale. Based on the results of analysis, 24 affecting indicators were
identified using component analysis, eight components with particularly high value including legislation, structure,
funding, finance market, security system, export strategy, competitiveness and investment. The eight components
explained totally 56/386 percent of variance of all variables. At next step, DEMATEL technique was used to determine
the most effective index and the diagram. The results of this technique determined the legislation indices as the most
effective technique. At final step the identified components on six economic activity areas using Breda technique were
studied and the results indicate that these components have the greatest impact on the field of construction activities

in the country.

JEL classification: F43

Keywords: Effective indicators, exports, economic growth, component analysis, DEMATEL techniques, legislation
1. INTRODUCTION

Iran witnessed vast changes in its economic system after the revolution, including emphasis on non-oil
exports, rapid population growth, inflation and unemployment. These environmental changes have created
opportunities and threats for Iranian manufacturers. Iran's economy relies heavily on oil export revenues
and macroeconomic variables will involve in severe fluctuations by following universal oil prices over
time (Haghighi, 2009). One of the most common activities in the field of foreign trade is businesses that
take place between companies, other industrial and business institutions as import and export of goods and
services (Salahuddin & Gow, 2016; Shin & Wickramasekera, 2010). It is no doubt that the importance and
the important role of export in favorable shift of foreign lever trade for the interest of economy are clear to
all. A state for all is clear. In today industrialized world, the base of most international conflicts and
political development-seeking context of world powers are to win good market as well as access to more
markets for their exports and increasing the power of the leverage in their interests and its reduction in
disadvantage of current competitors in international area (Akhavi, 2008). Export and import issue cannot
be studied regardless of other economic issues must turn the country economy in the form of
interconnected rings.

2. STATEMENT OF THE PROBLEM

One of the concerns of developing countries in recent years at international trade is their low
competitiveness ability. They should resolve their problems such as supply constraints, national production
capacity and increase business efficiency (Sa'adat, 2010). Export causes economic development and
provides dynamic context for other industries (Shin & Wickramasekera, 2010).
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operation (Ogawa & Tanaka, 2012). Evidence and studies show that entrepreneurs begin exports after
getting familiar with different experiences of exporting businesses. Gathering data from foreign markets is
one of the most important parameters for export (Silvente & Gimenez, 2007). The most low-risk entry to
foreign markets is export. Sales through export have the lowest allocation of resources and changes on
internal program of company (Esmaeilpour, 2011). Many governments present numerous projects in the
field of export financing for production of export goods to export or sale at foreign (Tarom sery, 2010).
For a country, export will bring more jobs, positive trade balance and more other advantages (Shin &
Wickramasekera, 2010). Over the past few years, different effectiveness mechanisms of foreign business
on economic growth have been taken into consideration (Ryburn, 2016; Kyeremanteng, 2016). In one of
the mechanism which has been taken into consideration recently, the impact of business on growth has
been studied through inside gross production and its growth on partner countries. In this context, economic
conditions of trading partners will effect on economic growth, i.e. economic growth of trading partner
economies is considered one of the components affecting long-term economic growth (Akhavi, 2010).
With this approach, the results of macroeconomic performance of trading partners on economic growth
have become important and it is essential to investigate this relationship (Salmani & Fatahi, 2008). One of
the essentials for production boom and economic growth in each country is the rule of reliability and
economic security for economic actors. (Devece, et.al, 2016; Tritsch & Arvor, 2016). Economic growth
means expanding and developing economy's facilities and capacities in one-time horizon, and the
distribution of income considers distribution way of these facilities among the population. After many
years of emphasis on growth and development, modern economic literature emphasizes on poverty
alleviation (Mehrgan, et al., 2008). The role of institutions in economic growth has been emphasized by
many economists; but some believe that components such as human fund and resource abundance decrease
the role of institutions. In recent decades, economists have turned their attention to the role of institutions
in economic growth of a country. This shift in approach was because it seems that conventional economic
approach is not responsive to modern issues that countries face. Specifically, the failure experience of
structural adjustment policies has been led to this conclusion (Padaash, et al., 2011). Now access to
economic growth has become a national demand (Kamijani, et al., 2013). This research seeks to identify
and rank the components affecting import-based-export, and investigating its effect on economic growth in
Iran.

3. THEORETICAL FOUNDATIONS

Export means transfer of goods or issuance and transmission of goods from one place to another. Most
traditional and popular way to international markets is to export goods (Saadat, 2010). Export is a known
method and has a long history in international business. Many manufacturing companies have started to
develop their international activities by export goods and later they gradually turned to other methods to
enter foreign markets (Haghighi, 2009). In classical theories of international trade, export is characteristic
of foreign trade and still it is considered the most important foreign market entry strategy. Usually,
exporting a company means exporting a commodity produced by a company inside the country. Exporters
often are supported by the government, as export increases domestic production and employment, and
reinforces the balance of payments of countries. It should be noted that looking at exports as getting rid of
the surplus is a short-term view and real export requires long-term commitments in planning. Export as
development of internal market that operates in greater volume and beyond internal market seems easy,
but it is one of the causes of many failures which has been occurred so far in exports (Saadat, 2010).
Theoretical studies and empirical evidence have shown that countries with developed financial systems
enjoy long-term and rapid economic growth. Developed financial markets have significant positive impact
on productivity and economic growth so that they cause long-term and higher growth (Jahangard, 2011).
Dr. Cyrus Parvizian and Neda Azarakhsh (2010) in a study titled ((new financing instruments in
development of export, the latest financing funds)) have addressed the methods of structured finance and
some of the most important. In this research two new financing methods, i.e. Forfitting (definitive liability
purchase) and Componenting have been described and believe that these two methods are applicable
financing mechanisms all around the world and companies can use these methods for to financing. Mr.
Mohammad Reza Saadat (2010) in a study titled ((small and medium-sized businesses in Iran;
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impediments to business growth and identification of export capacity)) in the institution of Business
studies and research carried out in collaboration with Trade Promotion Organization of Iran investigated
the experiences of 13 countries on development ways of small and medium-sized businesses. In this study,
based on economic models, 10 provinces with the highest number of businesses and 10 commaodity groups
with the highest comparative advantage were identified and finally on the basis of SWOT analysis the
solutions of export development for small and medium businesses of Iran have been designed. In this
study, components such as inside and outside unfavorable rules and regulations, lack of working capital to
finance export, inefficient banking systems in support of exports, inability to repay international loans,
lack of coordination in banking system with global banking system, lack of proper notices about export
financing resources, the risk from exchange rate changes of components affecting export development of
small and medium-sized export businesses have been discussed. Zahra Hosseini (2009) in her master's
thesis titled ((the investigation of components affecting export market-orientation actions and export
performance in manufacturing companies)) looking for components affecting export market-orientation
actions and export performance in 30 manufacturing companies in Mashhad. For this purpose, the effect of
capability, affiliation and coordination components of export on variables such as export market-
orientation actions and export performance were evaluated. And also the relationship between export
market-orientation actions and export performance, as well as regarding to export environment in
modifying this relationship were evaluated. Results show the effect of capability, affiliation and
coordination components of export on export market-orientation actions. In addition, export market-
orientation actions have positive effect on export performance and then export satisfaction. Karpak and
Topcu (2010) in a study titled ((small and medium businesses in Turkey: the framework of network
analysis to prioritize components affecting success in export)) have prioritized the components affecting
the success of small and medium businesses in Turkey using network analysis process. The results of this
study indicate that components such as business's life cycle, competition intense, regulations and policies
and the place of facilities can affect the success of small and medium businesses. Silviano Perez & Diego
Rodriguez (2012) in a study titled ((Dynamics of export and research and development in small and
medium businesses)) have studied data collected from export sector, and research and development of
small and medium Spanish language businesses between 1990 to 2006. They concluded that the
interaction between research and development and export in small and medium businesses will increase
chances of success in businesses in exporting their goods and also, creating innovation, export rules and
strategy have significant role in export of these businesses. Allen Riding et al. (2012) in a study titled
((Financing exporters through new investments)) investigated the way of financing small and medium new
exporting and non-exporting businesses. They concluded that small and medium exporting businesses
generally seek financing from foreign sources because the projects of small and medium enterprises have
difficult to receive loans and the need for appropriate policies to develop and support new firms and also
amending the laws pertaining to export are too much. Ginger Turner (2011) in a study titled ((Financial
geography and access as determinants of exports has studied 27 active areas in the field of exports in 120
countries. He concluded that business financial access through loan application process from banks and the
inside financial channels effect on export process. Kuznets (2005) in his article ((economic growth and
income inequality discussed this hypothesize that in the course of economic development of each country,
the income inequality increases first and after remaining fixed at a certain level, it gradually reduces. The
results of this research confirm Kuznets's hypothesis (Mehrgan, et.al, 2008).

Research Purposes

To identify components affecting export.

To determine relationships between components identified diagram.

To determine the amount of the element of identification on economic growth.
Research Questions

What are the components influencing export?

How is the diagram of the relationship between the components identified?

How is the level of the effect of the components identified on the economic growth of Iran's?
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Research Methodology

This study in terms of its aim in an applied research and in terms of data collection is descriptive (hon-
experimental) and is considered field study. In this study, data collection

Method is library-field. The study population according to variables includes academics, economic
advisor, public administrators, CEOs of small and medium businesses and export and import expert. In
order to gather the research data, questionnaire was used. In designing the questionnaire questions the
required accuracy was paid in order to design simple and clear questions. To test the reliability, a
prototype contained 30 pre-test questionnaires and Cronbach's alpha coefficient was calculated. Alpha
obtained was 87%, which indicates the scale reliability. In order to assess the validity, we interacted with
the experts and the questions were reviewed. Given the number of variables 311 questionnaires were
distributed, ultimately 300 questionnaires were analyzed. In this research to determine the causes,
exploratory component analysis was used using Spss software. To determine the level of impact and draw
the diagram DEMATEL technique with Excel software was used. This technique was designed in the late
1971 AD to study complex issues and to structure a sequence of information. DEMATEL technigque which
is one of decision making type based on pair comparison, using the judgment of experts in extracting a
system and systematic structuring them with applying the principles of graph theory represents a
hierarchical structure of system components along mutual interaction, so that it determines the impact of
these relations in numerical rating form. DEMATEL technique is applied to identify and assess the
relationship between the criteria used and the mapping of network relations. Since the directed graphs can
show the relations of the elements of a system better, so this technique is based on the graphs that can
divide involved components into two groups, cause and effect; and form the relationship between them as
an understandable structural model. This technique has nine steps. During the first step to fifth, obtained
information and the diagram are plotted. In the fifth step the intensity of the relationship matrix system is
formed. The sixth step is related to matrix formation, the relative intensity of direct relations. The relative
intensity is calculated from the direct and indirect relationships at the seventh step. At the eighth step of
the diagram of indirect relations with the possible relative intensity from them, and the final step, the
sequence of elements' influence on each other are determined (Asgharpour, 2008).

4. RESEARCH FINDINGS

After reviewing previous study and interacting with experts, 24 indicators were finally selected. In Table
(1) each index with corresponding symbol is shown for analysis.

Tablel. Indicators symbol in component analysis

Inside rules & regulations

Document credits system

outside rules & regulations

Financing chain

Bank system

Type of facilities guaranty

Financing system

Export strategy

Inside financing resources

Competition at inside markets

outside financing resources

Competition at outside markets

Credit evaluation system

Momentary policies

Currency fluctuations

Financial policies

Economic-political stability

Payment method

Money and capital market

Government incentives on exports

Prohibitions

The amount of working capital for
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export financing

Supply and demand conditions Ability to repay international loans
Source: Author

First, to confirm the size of the selected data in performing component analysis test, Bartlett and KMO test
are used. According to Table (2) since the amount of KMO test is 0/805, then the data are appropriate to
perform component analysis. Additionally, the result of Bartlett test (1214/408) which is significant at 0/01
error level, shows that the correlation matrix between the items, the matrix is not similar and single, it
means there is high correlation among the items inside each component, on one hand, however there is no
correlation between the items of one component with other components, on other hand.

Table2. Testing the effectiveness/ of samples selected for component analysis

.870

1214.408
276
.000

Source: Author

At next step we must investigate that what percent each component could determine from variables set
variance. This problem is understandable through table 3. Only components that their eigenvalues are
higher than one are selected from this table based on Kaiser Test, which is known Kaiser-Guttman
formulation or eigenvalue. In this study, eight components have eigenvalue higher than one. Other
components with less values than one are also deleted from the components. As shown in table3, the first
component has the greatest portion (18/733 percent with 4/496 eigenvalue) and the eighth component has
the lowest portion (4/413 percent with 1/059 eigenvalue) at explaining the variance of 24 indicators. In this
study, to extract the components in terms of exploratory property of the research discoveries, the Principal
Component (PC) analysis was used.

Table3. The total explained variance

1 779 | 18.733 18.733
2 1683 | 7.013 25747 saos | 18733 18.733 22860
3 1521 | 6.339 32.086 25747
4 1312 | 5.468 37.553 1683 | 7.013 32.086 2.701
5 1.224 | 5.009 42.653 15211 6.339 37,553 1.546
6 1144 | 4766 47.419 13121 5.468 42.653 1.836
7 1.093 | 4554 51.973 1.224 1 5.099 47.419 1914
8 1.059 | 4.413 56.386 1.144 | 4.766 51.973 1.220
. oo o e 1.093 | 4554 o 1.645
: 99 3.9 37 1059 | 4413 56. 1.222
24 406 | 1.690 100.000

Source: Spss output

At figurel gravel test invented by Cottell has been shown. In some references this test is called Scree
Cottell. This test is one of the most common graphic methods for selecting the appropriate number of
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components on eigenvalues. The gravel graph also confirms the results of Kaiser test on previous table. As
shown in Fig.1, eight components have eigenvalues higher than one.

Scree Plot
[¢
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w A
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il B
o—»_«‘
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00—”—_‘)
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Component Number

Figurel. Gravel Graph

Table 4 shows correlation matrix between the items and extraction components with eigenvalues greater
than one rotation before the rotation. The correlation between the items and components varies between -1
and +1. The purpose of component analysis is to explore and explain the observed correlations. To achieve
this goal, not turning solutions do not work. The reason for this is that it is difficult to identify the
components that have a large number of component loads and on one hand, Klein believes that there is no
ideal and complete solution in component analysis and in fact we are facing endless complete set which in
terms of mathematics are equivalent. Cottell believes that we cannot trust the results of component
analysis without rotation.

Table4. correlation matrix between the items and extracted components before rotation

1 2 3 4 5 6 7 8
216 | 005 | 9B oo | 572 W A | 2
127 200 | 02| 212 | 32 ol B | e
350 50 | o0 | ooa | ooee | 00| S| ars
486 a7 | 0| s | asn | DB o 273
563 386 | o | -2e1 | -awa | DD | DR | 067
203 | -127 | 73| s07 a6 | i | 0| an
517 045 | 9% | o8 | 227 T | e | 089
547 o099 | | 408 o | 2 o | oo
511 132 - 000 | -317 | % o 141

24 . . * . . * . .
277 -.068 239 -.200 030 252 -l 165

Source: Spss output

Rotation of components means turning component structure into a simple structure from component load
that is to ease more the explanation of this structure. The rotated components explain the original solution,
the common variance (correlations) well. In this Direct ABLIMIN method was used to achieve an inclined
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simple structure. At orthogonal methods the loads of pattern matrix and structure matrix are the same, but
it is not the case in inclined methods. The results of structure matrix are shown in table (5).

Table5. Structure matrix

Components
1 2 3 4 5 6 7 8
173 276 449 325 247 210 .043 -.159
.092 136 -.034 .047 -.052 841 -.018 071
-.017 .678 .007 .062 -.095 120 -.264 157
164 .738 212 .100 -.140 .034 -.072 -.073
.366 .633 .019 .068 -.402 103 042 -.090
.074 -.011 .072 711 .039 -.030 -.028 -.027
.385 AT7 -.133 403 .022 .079 -.232 -131
292 .336 .032 .584 -.260 125 -.236 273
2 408 .517 -.034 .086 -.265 -.305 .023 .065
199 151 173 -.255 -.044 145 -.610 .042

Source: Spss output

Pattern matrix composed of variables' weights. Towards the inclined methods for interpreting the results,
the pattern matrix must be used to determine the load of each variable on the components. The results of
matrix of pattern matrix are shown in Table (6). At this stage, the absolute value of each variable loads on
each component are discussed, and if a variable has a high load on a component, it will be place on
concerned component.

Table6. Component Model

1 2 3 4 5 6 7 8
X1 .095 .238 441 290 341 .180 104 -.129
X2 .087 .065 -.074 .042 -.068 .848 -.016 075
X3 -.205 712 -.034 -.039 .020 .092 -.254 155
X4 -.015 .736 .160 -.025 .000 -.003 .002 -.065
X5 244 547 -.063 -.064 -.304 .094 142 -.099
X6 -.013 -.123 .060 737 .065 -.009 .010 -.039
X7 257 .387 -.210 .306 130 .080 -171 -.152
X8 131 170 -.026 512 -174 151 -.158 .259
X9 311 455 -.082 -.049 -.155 -311 120 .051
X24 130 118 113 -.336 031 143 -.599 .061

Source: Spss output

According to Klein (2012) argues that in component analysis both rotation methods, i.e. orthogonal
(varimax) and inclined (Direct ABLIMIN) must be tested if the inclined rotation is approach to orthogonal,
orthogonal rotation is useful; for this purpose, in this study, the orthogonal rotation (varimax) was also
used. The results of rotation method were different from the results of inclined (Direct ABLIMIN) so that
the results were common only in three components among eight components, so the results of inclined
rotation method (Direct ABLIMIN) were used to continue the analysis steps. The results of component
correlation matrix which were obtained from varimax rotation are shown in table (7).



14 S. Karrari / International Review Special Issues (2017 No. 2, Part 1)

In table (8) component correlation matrix is shown. This matrix shows the correlation between the
components. Positive correlation coefficient shows direct relationship and negative correlation coefficient
shows inverse relationship between the components. This correlation varies between -1 and +1. Each
component has complete correlation with itself, so number 1 has been shown in matrix row. If the
correlation coefficient is equal to +1, the correlation coefficient is complete and direct. This means that by
increase of one component, the other component will be certainly increased. If the correlation coefficient is
equal to -1, the correlation coefficient is complete and inverse. This means that an increase in one
component, the other component will be definitely reduced. If the correlation coefficient is between 0 and
1, the correlation will be imperfect and direct. This means that by increase of one component, the other
component will be increased relatively. If the correlation coefficient is between 0 and -1, the correlation
will be inverse and imperfect. This means that by increase of one component, the other component will be
reduced relatively. And if the correlation coefficient is equal to zero, there is no linear relationship
between both components, but it is possible that there is nonlinear relationship. For example, in this study,
there is incomplete and direct correlation between first and second components.

Table7. Component correlation matrix

1 2 5 4 5 6 7 8
121 273 -.243 .328 -.085 455 -.119 192
.062 .094 .028 .017 .014 -.046 .088 .849
-.107 .657 .010 -.039 .282 -.001 213 .108
.076 126 .082 .018 041 .183 .022 .018
.306 .588 331 -.030 -.102 -.049 .037 112
.050 -.054 -.040 718 .008 .057 .073 -.015
321 444 -.090 344 .183 -.178 -.054 .095
235 218 .145 465 .206 -.011 399 156
.364 471 162 -.029 -.078 -.078 .156 -.292
.185 107 -.013 -.312 592 143 -.026 150

Source: Spss output

Once the optimum numbers of components have been determined among components, it is time to
categorize the variables at extracted components. Component loads show the correlations of variables with
the components. For example, in this study 13, 15, 16, 17 and 20 have shown a high correlation with
component one. At final stage of analysis, the components should be named. While naming each
component, it should be considered that it should be done regarding variables' common meaning that
components have significant component loads. In other words, the names should provide appropriate
conceptual cover the variables. Of course, naturally variables that their component loads are higher, are
more important at naming and have more effect on the name or title chosen to show the concept of a
component. In table (9) named components have been shown with corresponding indicators.

In next step after identifying effective components for structuring and ranking the components,
DEMATEL method was used based on the effect intensity. DEMATEL method is a method that is
commonly used to study complex problems. Relative intensity of components' direct and indirect
relationships is shown in the table (10).
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Table8. Component correlation matrix
1 2 3 4 5 6 7 8
1 1.000 .230 .088 162 -.120 -.025 -.156 .001
2 .230 1.000 .069 167 -.176 .042 -.085 .006
3 .088 .069 1.000 .036 -.094 .028 -.092 -.072
4 162 167 .036 1.000 -.061 -.029 -.068 .023
5 -.120 -.176 -.094 -.061 1.000 .042 .090 -.012
6 -.025 .042 .028 -.029 .042 1.000 .023 -.014
7 -.156 -.085 -.092 -.068 .090 .023 1.000 .004
8 .001 .006 -.072 .023 -.012 -.014 .004 1.000

Source: Spss output

Table9. Named components

Source: Author

Table 10. Relative intensity of direct and indirect relationships
X1 X2 X3 X4 X5 X6 X7 X8

X1 0/047 | 0/339 | 0/341 | 0/244 | 0/057 | 0/407 | 0/406 | 0/239
X2 0/273 | 0/611 | 0/398 | 0/391 | 0/327 | 0/734 | 0/610 | 0/365
X3 0/081 | 0/220 | 0/489 | 0/601 | 0/097 | 0/264 | 0/371 | 0/408
X4 0/115 | 0/317 | 0/548 | 0/578 | 0/138 | 0/381 | 0/754 | 0/577
X5 0/031 | 0/286 | 0/166 | 0/156 | 0/037 | 0/344 | 0/218 | 0/155
X6 0/070 | 0/166 | 0/177 | 0/198 | 0/085 | 0/199 | 0/396 | 0/354
X7 0/086 | 0/309 | 0/260 | 0/276 | 0/103 | 0/371 | 0/505 | 0/432
X8 0/039 | 0/116 | 0/284 | 0/203 | 0/047 | 0/339 | 0/338 | 0/199

Source: Author

After calculating the relative intensity of direct and indirect relationships to determine the possible
structure, the order of components' influence on each other was evaluated.
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Table 11. The order of components' influence on each other

1/430 | 1/604 1/669 2/125 2/385 2/561 3/549 | 3/786

X5 X8 X6 X7 X2 X4 X3 X1

1/168 | 2/880 2/975 2/999 3/037 3/656 0/411 | 0/465
Source: Author

The most total row (R) indicates the components' order that strongly influence on other components; the
most total column (J) indicates the components' order that is influenced. The actual location of each
component is determined by the columns of R-J and R + J at final hierarchy, so that R-J indicates the
position of a component (along the length axis of widths). In the case of positive R-J of this position, it
will be an entrant and in the case of negative R-J, certainly it will be an influenced.

Figurel. Diagram of effective and effect-taking components

R + J represents the total intensity of a component (along the lengths axis) both in terms of intrant and
being influenced. As shown in Table (12), is substantially carried out psychological operations against the
rioters was selected as the most important component in the success of special operations police unit with
urban unrest. Ranking other components is shown in the table (12).

Tablel2. Prioritize the components

Crald
1 71205 Legislation X4
2 6/823 Structure X2
3 5/384 Financial resources X7
4 4/644 Financial market X6
5 4/484 Supply system X8
6 2/972 Export strategy X3
7 2/598 Competitiveness X5
8 2/590 Funding X1

Source: Author
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The final hierarchy of the direct and indirect relationships is shown in Figure (2).

As shown in figure (2) four components: funding, export strategy, structure and competitiveness of the
other effective components. After determining the intensity of the effectiveness of identified components,
the effect of these components on different areas of the economy was investigated. The symbols of study
areas include:

Steps of rankings areas were performed using Breda linear allocation method as follows:
The first step- ranking 5 domestic production areas for 8 components by any economic experts

A decision-making group of 26 experts (K=26) ranked 5 options (M=5) for 8 components. The results of
ranking of the first expert were extracted as Table (4). D2 and D3 and . . . D2 matrices are set in a similar
way.

-10-,51

Figure2. Position of components at the possible hierarchy

Tablel3. Symbols of the economy areas

Industry and mining A1
Agriculture A2
Transportation A3
Construction A4

Oil and gas As

Source: Author

Tablel4. The results of ranking of the first expert

A1 3 3 2 3 4 5 3 3
A 4 4 2
A3 4 4 1 2 1 1 5 4

N
(6]
N
=
ol
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As 1 1 5 1 3 4
As 5 2 3 5 5 3 4 1
Source: Author

N
N

The second stage- ranking areas for each component by 26 decision-makers and forming matrix R;:

All views of 26 experts, for each indicator are summarized in one of the matrix Rj (with 8 indicators).

Matrix R1 (ranking the areas for X1 index by 26 economic experts) are as follows. R2 and Rz and . . . Rg
matrices are set in similar way.

Tablel5. Ranking areas for each j indicator

1 2 3 4 5 6 7 8 9 26
A 3 2 3 3 5 1 5 4 5 3
A 2 5 4 5 4 2 2 3 2 2
As 4 3 2 4 3 4 3 5 1 4
As 1 4 1 1 2 5 1 2 3 5
As 5 1 5 2 1 3 4 1 4 1

Source: Author

The third step- rate conversion of each matrix of R}, for j component for each p decision-maker (26
decision-makers) to Breda number, Bj Breda matrix is formed.

Tablel6. Breda Matrix (Bj)

1 2 3 4 5 6 7 8 9 26
A 2 3 2 2 0 4 0 1 0 2
Az 3 0 1 0 1 3 3 2 3 3
As 1 2 3 1 2 1 2 0 4 1
A 4 1 4 4 3 0 4 3 2 0
As 0 4 0 3 4 2 1 4 1 4

Source: Author

The forth step- to form group agreement matrix (Rg) the rankings are calculated for all indicators of total
row of each Bj matrix, so the final rate of each item for each j indicator is achieved by group agreement.
Then, for Rg as group and for all indicators, we have:

Tablel7. Rc as a group

5 2 1 3 5 1 2 2
4 3 2 | 4/5 3 2 3 5
3 5 3 | 4/5 2 3 5 3
2 4 5 1 1 4 1 1
1 1 4 2 4 5 4 4

Source: Author

The fifth step- forming weighty matrix (Qg): due to the weights of the indicators, for each five rank from
five operation area, one weighty matrix is resulted of group agreement as below table:

Tablel8. Weighty matrix (Qc)
1 2 3 4 5

At 0/26107 | 0/27178 [ 0/13354 0 0/33361
Az 0 0/22516 | 0/36466 [ 0/29375 | 0/11643
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1 2 3 4 5

As 0 0/11705 |0/49138 |0/06677 [0/32480
A« |0/34086 [0/25247 |0/01042 |0/24413 [0/15212

As 0/39807 |0/13354 0 0/39535 |0/07304
Source: Author

The six step- Linear Allocation Problem-solving

Max: 0.26107h,, +0.27178 h , + 0.13354h + .+ o.07304h,,
St. equation(1)
E;:, hij = 1 1=1,2,3,...,5 equation{2)
¥, hij=1 = 123,05 equation(3)
hik=10.1 i.j=1\2\3-----5 equation(4)

The seventh step- Final prioritizing the areas using Hungarian method include:
A3<A5<A<AI<A4
Tablel9. Final prioritizing

Economic area
Construction First rank
Industry and mining Second rank
Agriculture Third rank
Oil and gas Forth rank
Transportation Fifth rank

Source: Author
5. CONCLUSIONS

Economic cooperation has experienced rapid development in recent years. Development of the cooperation
has been appeared in trade and international investment propagation. Trade development and international
investment has caused the countries to influence the macroeconomic performance of each other. Therefore,
the policy-makers have given priority to the development of cooperation in order to accelerate economic
growth. The present study has been performed to identify and rank the factors affecting exports and their
impacts on economic growth. In this study, after determining 24 indicators by the experts and using
content analysis method, using exploratory factor analysis of eight components affecting export. The first
component is legislation. This component explains more than 18% of the variance. Indicators that have
been located on this component include: sanctions, political and economic stability, legislation and internal
regulations and laws, foreign regulations and laws, financial policies. The second component is structural
component that explains more than seven percent of the variance. Variables that have been located on this
component include: banking system, currency fluctuations, monetary policy, government incentives in the
export credit valuation system. Similarly, the identified components of exploratory component analysis
have been shown in table (9). At the next step, to rank the identified components, DEMATEL technique
has been used that the results put the legislation component at the first rank. Finally, the identified
components have been studied on 5 areas of economic activity of
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the country by Breda method and the results indicate that these components have the most influence on
construction activity area at the country. According to the results of the study it is suggested that:

e To use various supportive methods and structures at export area.

e To review banking system to facilitate affordable credit to small and medium-sized firms in
export sector.

e To reform and review of laws that confine the activity of active domestic companies at export.

e Inthe field of domestic companies active in exports

e To approve legislation in order to liberalize foreign investment, giving priority to investment in
small and medium export firms.
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Abstract

Organizational knowledge is embedded in procedures, individual employees, systems, which shaping the way that the
tangible organizational assets and resources are used in order to create competitive advantage for organization. In
today's competitive world, productivity affect by different factors and knowledge competitive advantage as influencing
factor can benefit firms. The aim of current research is to investigate the role of knowledge management on
organizational competitiveness. Finding of research (according to Cocran 196 insurance executives were asked)
supported all hypothesis. Finding show that knowledge sharing had significant impact on Tacit and Explicit
knowledge. Beside it Knowledge sharing had highest impact on Explicit knowledge of organization.

JEL classification: D83

Keywords: Knowledge Management, Organizational Competitiveness, Tacit knowledge, Explicit Knowledge.

1. INTRODUCTION

Organizational management main objective is to ensure effective and efficient use of its diverse resources
such as labor, capital, materials, energy and information in order to achieve competitiveness and to
increase productivity. lIranian firms strive to maintain high productivity through competency and
dissemination of policies.

Recently, the resourced-based view (RBV) model of competitiveness has emerged (Grant, 2016)
supported by theories on the growth of the firm and firm resources. The RBV posits competitiveness to be
based on firms’ resources, i.e. whatever a firm owns and uses in production. In addition to owning

resources, another model — the core competence model (Prahalad et al, 1999) posits that firms need to

possess core competences -- distinctive, rare, inimitable characteristics a firm requires to be competitive.

In today’s rapid technological change, companies are in constant and incessant struggle to maintain

competitive advantage through market differentiation by providing superior products and services. Among
various methods, the management in organizations are increasing their focus on employees’ know-how,
past experiences and expertise in their quest to excel in achieving their goal. Additionally, improving the
communication among employees as well as changing the organization’s culture to a share-what-you— know
is integral in todays’ organizations. They could only achieve this by capturing the employees’ know-

how and its dissemination throughout the organization.

Clearly, Knowledge has become an asset, next to labor, land and capital (Sher & Lee, 2004). Even though
some forms of intellectual capital are transferable, internal/personal knowledge is not easily articulated,
captured, retained, disseminated and reused. In fact, knowledge is a valuable asset that must be managed.
The basis of Knowledge management is to fine strategy that the right knowledge with the right shape put
in the right people. (Milton et al, 1999). This research demonstrates organizational success as a by-product
of the critical success factors of implementing Knowledge management. Organizational knowledge is
embedded in processes, procedures, individual employees, systems, and also culture which shaping the
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way that the tangible organizational assets and resources are used in order to create value for the firm. In
today's competitive world, productivity as a philosophy which is based on improvement strategy, forms the
most important aim of any organization; therefore, knowledge management promises to create the proper
structure and the necessary technological infrastructure in organization and human-driven placement. In
addition, using employee's share knowledge can help organizations to achieve their goals as knowledge
based organization (Ghasemi, 2001). The aim of current research is to investigate the role of knowledge
management on organizational competency.

2. LITERATURE REVIEW
2.1. KNOWLEDGE MANAGEMENT

Knowledge resides in the individual’s brain and only when it is articulated and/or captured becomes
encoded in organization processes, documents, products, services, facilities and systems provided that the

employees have the intention to share their what they know. In addition, other factors such as the
employee’s skills to articulate his/her knowledge and most importantly their awareness of the importance
of sharing their know-how and expertise and its effects on the organization’s competitiveness and
productivity. These are fundamental keys of the knowledge creation culture in most organizations.
Knowledge creation is integral, as knowledge is the only sustainable competitive advantage which is the
result of learning. Furthermore, the creation and transmission of knowledge is seen as strategically
significant as one of the fundamental processes that determine the ability of organizational learning and
innovation (Salmador & Bueno, 2007). To answer the question of what is knowledge in an organization it
can be said that it is all about action, focused innovation, pooled expertise, special relationships and
alliances; also, it is value-added behavior and activities.

KM cycle involves both, creation or the acquisition of knowledge by an organization. Knowledge creation
involves developing new knowledge or replacing existing knowledge with new content (Nonaka, 1994).
Chen (2010) recognized two main categories of Knowledge: Explicit knowledge and Tacit knowledge.
Explicit knowledge mainly refers to the structure knowledge expressed by text, images and symbols,
which can be taught verbally and learned by textbooks, reference materials, databases, etc. Tacit
knowledge only exists in people's minds, which is difficult to express by words, symbols, images media.
The management of explicit knowledge is relatively easy; you can use information systems, such as code
and database to set knowledge base. The explicit knowledge is achieved through teaching, training. The
explicit knowledge is the basis for innovation. But the management of tacit knowledge is relatively more
difficult. Tacit knowledge contains many knowledge cheats such as the work of know-how, experience,
perspective and values, which implies more innovative ideas. These are the essence of the core
Competitiveness. (Serban & Luan, 2002). Thus, knowledge management is the process of capturing,
developing, sharing, and effectively using organizational knowledge.

Organizational knowledge is the interplay between two types of knowledge, Tacit and Explicit. Tacit
knowledge is in people minds and is the result of past experiences, know-how, expertise etc and cannot be
captured and shared easily. Explicit knowledge on the other hand is imbedded in the organization’s
processes, routines, books, images, symbols and can be easily made accessible and available to whomever
is seeking specific knowledge. In this research we posit that in order to boost organizational
competiveness, tacit and explicit knowledge had key role by offering the organization a superior value
proposition based on this knowledge. To create a knowledge sharing culture the organization needs to
encourage people to work together more effectively, to collaborate and to share - ultimately to make
organizational knowledge more productive (Gurteen, 1999).

2.2. KNOWLEDGE SHARING

The old paradigm was “knowledge is power” But today we posit that the real organizational power
is in the sharing of what employees know and change the motto of organizations to the effective “sharing
knowledge is power”. The purpose of knowledge sharing is to help an organization as a whole to meet its
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business objectives. If people understand that sharing their knowledge helps them do their jobs more
effectively then knowledge sharing will become a reality (Gurteen, 1999).

Successful knowledge management applies a set of approaches to organizational knowledge—including its
accumulation, utilization, sharing and ownership. Indeed, KM can be seen as a strategy that assists
organizations to use knowledge to envisage, make and control the whole decision making process (Kong,
2009). Even with the low level of knowledge sharing that goes on today — if you do not make your
knowledge productive than someone else with that same knowledge will. You can almost guarantee that
whatever bright idea you have someone else somewhere in the organization will be thinking along the
same lines. By sharing knowledge, there is possibility to gain more than lose. Sharing knowledge is a
synergistic process. If | share a product idea or a way of doing things with another person — then just the
act of putting my idea into words or writing will help me shape and improve that idea (Gurteen, 1999).

If people understand that sharing their knowledge helps them do their jobs more effectively; helps them
retain their jobs; helps them in their personal development and career progression; and help the
organization as a whole to be more productive and effective; rewards them for getting things done; and
brings more personal recognition, then knowledge sharing will become a reality. Knowledge is perishable
and is increasingly short-lived. If knowledge not shared, then it rapidly loses its value. Even with the low
level of knowledge sharing that goes on today — if employees do not make their knowledge productive
than someone else with that same knowledge will. By sharing knowledge, employees gain more than they
lose. Sharing knowledge is a synergistic process — employees get more out than they put in. If one staff
share a product idea or a way of doing things with another person — then just the act of putting my idea
into words or writing will help him/her shape and improve that idea and improve Tacit & Explicit
knowledge.

2.3. KM AND ORGANIZATIONAL COMPETENCY

Though described as a major business resource and a key source for attaining long-term CA (Gold et al.,
2012), little evidence has been found of the direct effects of IT alone and performance correlations while

at the same time, if existing (though not significant), frequent negative correlations suggest that IT may
worsen a firm’s competitive position (Powell and Dent-Micallef, 2011).

Organizational social resources generally comprise the sum of the actual and potential resources available
that derive from the network of relationships possessed by a human or in a social unit (Nahapiet and
Ghoshal, 2012). Lee and Choi (2003) propose that the ability of organizational structure, organizational
culture, and people as the three critical dimensions of social KM resources to encourage the multifaceted
activities associated with successful implementation of KM has been found to be a key distinguishing
factor of successful firms. These valuable resources typically evolve over a long period of time through
the accumulation of organizational operation experience (Gold et al., 2001), and thus, become hard to
acquire and complex to duplicate. When effectively combined with the strong technical KM dimension
they will become a unique organizational KM infrastructure capability which provides a sustained
Competitive advantage (Chuang, 2014).

The value that knowledge management lies in increasing individual, team and organizational efficiency
through the use of knowledge management tools (information technology). The higher the level of
capturing knowledge (explicit or tacit) with information technology tools, the better the KM result (Lee &
Choi, 2003).

Competency can be reached with the combination of precision and optimal use of manpower and material
resources available and Efficiency is determined through performance. Efficiency and effectiveness are
two important components of Competency and they are normally affected by different factors. But the
Competency in organization is a series of coordinated and planned actions to improve the program and
better use of talents, facilities, spaces and places. These practices design and implement in modern
program (Tavari, 2008).

Most of the available studies relating to KM have considered organizational knowledge as a significant
asset for gaining competitive advantage and as a significant contributor to the success and survival of any
organization within a highly competitive business environment (Zack et al, 2009).
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Akgiin et al. (2006) argue that an urgent change in customer needs may initially lead design engineers to
deny these changes are really needed and to refuse to alter original plans so as to avoid the additional stress. For
organizational competitiveness to take place at the organizational level, some cultural barriers

should be introduced in order to ensure that organizational members have adequate knowledge and experience
to perform their responsibilities (Hernandez et al., 2010). According to Barney (1986) a firm’s

culture, defined as a complex set of values, beliefs, assumptions, and symbols that define the way in which
a firm conducts its business and can be a source of sustained competitiveness. According to the noted
relations, research hypothesis is as below:

H1: Knowledge sharing effect Tacit knowledge of organization

H2: Knowledge sharing effect Explicit knowledge of organization

H3: Tacit knowledge effect knowledge management of organization
H4: Explicit knowledge effect knowledge management of organization

H5: Knowledge management effect Organizational competiveness

Tacit
Knowledge

Organizational
Competitiveness

Knowledge /
shating \

Knowledge
management

Explicit
Knowledge

Conceptual Model
2.4. METHODOLOGY

Sampling procedure of current research done among Saman insurance firm executives (in Tehran
branches). Cochran sampling model was used for our sample community to make sure that we had proper
size of samples, and considering Cochran formula with 0.05% level of error, and 95% assurance level, we
found out that the sample size shouldn’t be less than 196. The credibility of the questionnaires was tested
by using the content credibility method. Beside it in order to calculate Cronbach alpha coefficient and
determining the reliability of questionnaire, we have used SPSS software. The results demonstrated that
alpha for the overall questionnaire was 0.87 which demonstrates high level of credibility.

2.5. DATA ANALYSIS RESULTS

It is very important to ensure the reliability and validity of research findings. This can be achieved by both
emphasizing the adequacy of the research design and the quality of the measurement procedures
employed. In order to validate the instruments, this study will perform validity and reliability tests. All the
Reliability values of each construct are greater than the benchmark of 0.70 which recommended by Yin
(2003) as good indicator of reliability.

Table 1. Assessment of reliability

Research Number of Reliability
construct Item (Cronbach’s alpha)
Knowledge sharing 5 0.85
Tacit knowledge 5 0.82
Explicit knowledge 5 0.90
Knowledge management 5 0.88
Organizational competiveness 5 0.81

Source: Author
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The analysis of this study show high significance of the theoretical foundation of research’s variables,
and consequently all hypotheses were supported using Multiple Regression method. The results for the
analysis of the variables analyze is shown in following table.

The results of all Hypothesis show that, all independent variables had significant positive impact on
dependent variables so all hypothesis were supported (at the level of p<0.05).

Table 2. Final Results of Hypothesis

Unstandardized Standardized
Coefficients Coefficients t Sig Result
B Std. B
Error

Hypothesis 1 0.79 0.118 0.84 6.791 0.000 Supported
Hypothesis 2 0.85 0.076 0.93 11.260 0.000 Supported
Hypothesis 3 0.82 0.131 0.88 8.015 0.000 Supported
Hypothesis 4 0.90 0.153 0.91 6.455 0.000 Supported
Hypothesis 5 0.84 0.100 0.86 8.484 0.000 Supported

Source: Author

The results of first Hypothesis show that, Knowledge sharing had positive significant impact on Tacit
knowledge of organization (B=0.84). Consequently, the hypothesis was supported

Results of second Hypothesis show that, Knowledge sharing had positive significant impact on Explicit
knowledge of organization. (B=0.93). Consequently, the hypothesis was supported

Results of thirth Hypothesis show that, Tacit knowledge had positive significant impact on knowledge
management of organization. (B=0.88). Consequently, the hypothesis was supported

Results of forth Hypothesis show that, Explicit knowledge had positive significant impact on knowledge
management of organization. (B=0.91). Consequently, the hypothesis was supported

Results of firth Hypothesis show that, Knowledge management had positive significant impact on
Organizational competiveness. (B=0.86). Consequently, the hypothesis was supported

3. CONCLUSIONS

This research intention was to investigate the existence of a positive impact of knowledge management on
organizational competiveness. A survey study of 196 senior executives in the insurance industry provides
strong support for the research model proposed. For this research, a new survey was developed and tested,
and it proves to be a successful and justified new measure of knowledge management constructs in any
organization. A direct result of this research is also a newly defined knowledge management model that
consists of two empirically tested constructs (Tacit knowledge & Explicit). This model proves that the
chosen constructs are a good measure for defining competiveness of organization. The results of this
research also have several implications. First, the feedback from business practice supported the
theoretical framework and hypotheses proposed in survey. The most important finding is that knowledge
management components positively affect knowledge management of organizational which finally give
firms better competitiveness.

In terms of practical implications, the paper attempts to provide Iran's insurance firms executives,
especially those from SMEs in the construction industry, with a better understanding about how firms
need to be effectively managed to improve their overall KM infrastructure capability to leverage, exploit,
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and sustain a Competiveness. In addition to consider a combination of tacit and explicit knowledge
resource, managers should fascilitating sharing of knowledge through firms to overcome cultural barriers
and strengthen their contribution to long-term performance.

Although many researchers have proposed different frameworks for assessing better productivity, this
survey was conducted to identify and to understand components that play a role in a successful
productivity which was competiveness. A major limitation of our work at the present stage is the absence
of an empirical test. But understanding that the present work is the first and necessary step toward such a
test, this limitation may be overlooked. It is our hope that when our model and proposed hypotheses are
tested, the results would be very valuable to practitioners and academicians. More specifically,
practitioners would be able to appreciate the effectiveness of various KM components, and be able to
orientate their resources to those that are more beneficial to them in market.
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Abstract.

The advent of new technologies in communications and their development manifests the necessity to use the online channels
of service providers such as internet banking. Hence, the integration of offline and online brand management in banking
service is considered as one of the main priorities. This study aimed to investigate the effect of off-line brand image on the
customer's use of offline and online brand in banking service. In this regard, the effect of off-line variables including off-line
brand belief, off-line brand attitude, off-line brand use and their matching variables in the online environment have been
tested by structural equation modeling. The present study is an applied study in terms of purpose and is a descriptive -survey
study concerning data collection procedure. The sample size included 380 people who were selected randomly by multi-stage
cluster sampling method. The results indicated that off-line brand image affects off-line and on-line brand belief directly and
affects customer use of off-line and on-line banking service indirectly.

Also, similar to on -line variables, there was a positive and significant relationship between off-line variables. On-line brand
belief and attitude had a significant impact on customer’s off -line brand attitude and brand use. By a focus on online
banking service and their improvement, Bank Mellat can save customers’ time and money maximally and create

a positive image about on-line service in their minds.

JEL classification: M30

Keywords: Multi-channel banking, Off-line and on-line brand image, Brand belief, Brand attitude, Brand use

1. INTRODUCTION

Nowadays, the service industry is changing all over the world. New technologies have changed service
delivery to customers in many service organizations. It can be stated that the most powerful force to create
changes in today's competitive environment is information technology and telecommunications. Many big
retailers use multi-channel strategies that increase customers’ loyalty due to easy access and diversity in
distribution channel. This is while, Internet growth has provided a good opportunity for the emergence of on-
line retailers and many traditional retailers tend to use Internet as an accessible, simple and low-cost tool in
order to sell and deliver their goods. In this regard, many banks around the world tried to extend their

brands from offline environment to online environment and provide electronic services since they know
their survival is related to speed of service delivery and awareness of customers’ demands. Through
e-banking services, bank customers can do their banking operations in their favorite time and space and

banks can also benefit from lower operating costs due to the reduced number of employees and branches. This
study tries to determine the effects of customers’ brand image on their off-line and on-line brand use in
Bank Mellat so that managers can take sound decisions about how to use off-line brand image for brand extension to

online environment, strengthen brand position in customers’ mind and finally gain sustainable
profitability.

Banking is considered as one of the most important infrastructural services in any community that impacts
greatly on the growth and development of economy and the business. The development of information
technology and communications, the increasing growth of transactions and e-commerce business globally
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and the need for banks to transfer funds have led large banks in developed countries and developing
countries to pay attention to different approaches of e-banking such as Internet banking. In many aspects,
service delivery in Internet banking is done similar to traditional ways. The main difference is that Internet
banking allows customers to access their account information and perform their banking operations and
transactions via the Internet regardless of location. By the proposition of Iran's membership in the World
Trade Organization and the entry of foreign competitors into financial markets, Iranian banks need to
develop their services in line with technological changes and advance their service delivery channels from

offline to online environment. However, the transition from traditional banking to e-banking services requires
investment and adoption of changes in banks’ structure. To this end, banks need to align their

activities and benefit from brand extension before providing any new service with integrated brand management
in both off-line and on-line environments. Unfortunately, in developing countries banks usually try to imitate
the banking system of developed countries and provide on-line services. However, they fail to do this
completely due to the lack of required investigation and study. In this case, Iranian banks are not an exception.
Therefore, for optimal utilization of brand transfer to online channel in banking

services, different studies should be done about the mutual effects of services provided in both offline and
online environments to investigate the integrity of brand management as well as the effects of customers’
off-line brand image on off-line and on-line brand use. Increased competition, changing business environments,
globalization and development of information and communication technologies are the important variations that
forced the banking and financial service industry to change. The demand for financial services and the behavior
of consumers for such services is rapidly changing. By transition of customers from traditional banking to e-
banking, new strategies are required in order to attract customers and retain existing customers (Karjalnoto,
Koivumaki, Salo,2003) Nowadays, many banks worldwide offer their services electronically. Iran will also be
affected by integration of global economy, and there is no choice other than to turn to e-banks in the long run.
Meanwhile, the number of customers with technological understanding has been increased who prefer
information technology-based service distribution systems rather than to get these services through bank's
employees (Joseph, Stone, 2003). The development of Internet use and its popularity among different groups of
people in Iran has created potential needs in the field of e-banking services. Obviously, one of the success
indicators of Investment in Bank Mellat in the field of information technology and e-banking is the adoption and
actual use of these services by customers. Despite many internet banking services provided by this bank, no
study has yet done to determine the effects

of customers’ off-line brand image on their actual use of online and offline channels. Accordingly, the need for

such research is obvious. This study presents a model that investigates the way Bank Mellat’s off-line
brand image affects the use of online and offline channels by customer.

2. LITERATURE REVIEW
2.1. BRAND IMAGERY

Creating a positive brand image requires marketing programs that link favorable, unique and powerful
associations with brand in consumer mind. The concept of brand equity from customer's perspective doesn’t
discriminate between brand association source and method of forming these associations. Power, utility and
uniqueness of associations in the minds of consumers are considered important in order to create brand equity.
This means that consumer mental associations of brand can be formed in different ways (beyond marketing
activities), from personal experience of product to information gained from diverse sources like news, reports,
other media tools, even word of mouth advertising or customer perception of the brand, name, logo,
manufacturer company and country, distribution network, company location and etc. (Keller, 1993).

Marketers must be able to recognize the impact of these factors and consider them in designing their
communication strategies with the audience (Keller, 1993). Consumers form beliefs about various attributes and
benefits of brand in their minds. Brand attributes are descriptive features that describe a product or service in the
best way. Brand benefits refer to the concept of value and meaning associated with characteristics of each
product or service in the minds of individuals. In general, personal experience can create the most significant
associations of brand attributes and benefits in the mind and is very effective in consumers' decisions. Mouth of
word advertising plays an important role particularly for restaurants, banks,
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entertainment centers and other service centers. Figure 4-2 shows how consumers assess the importance of
various reasons for choosing a brand (Keller, 1993). Information resources of the company as "advertising
activities" often create the least effective associations in consumers’ mind and thus can easily be changed.

To overcome this problem, the company's marketing communication program tries to extend brand-related
information in the minds of consumers and link them with their current knowledge by the use of innovative and
new methods. and new is considered appropriate to extend this information his current links. Thus, companies
constantly expose consumers to repeated communication activities of the company in order to ensure that
recalling information in their minds happens easily and rapidly. However, Star bucks, google, Red Bull and
Amazon.com are companies that have been able to create rich and positive image in the minds of consumers
without using intensive advertising programs and spending high costs (Keller,1993) argues that brand
perceptions and mentality are the base for brand purchase intention and brand value. In today's highly
competitive environment, the mentality and distinct image of the product is very important. When products
become more complex and market becomes crowded, consumers rely more on the image of

product in their minds than actual attributes of that product. According to Acker, one of the brand

perceptions that can be used to differentiate one’s own products from others is Customer benefit
(Aaker,1991).

On the other, Marketers can use the positive brand perception of consumer to increase their market share,

prepare attractive advertisements and direct their future products. However, the problem is that brand
perceptions are remained in consumers’ memory rather than in the mind of market leaders.

Although no approach has been detected about identifying and measuring brand perceptions and mentality,
a point of view accepted by most experts is Keller’s associative network memory model (Keller,1993)
considers brand image and brand awareness (brand recall and recognition) to be the two components of
brand knowledge by consumers. He classifies brand associations (and therefore brand image) into three
categories:

1. Attributes: attributes are descriptions that describe a brand. For example, what a consumer thinks
about a brand or what relationship he/she has with its purchase or consumption. Keller
distinguishes between non-product-related attributes (price, packaging, user imagery, usage
imagery; the last two can also produce brand personality attributes) and product-related attributes
(quality, product function).

2. Benefits: benefits are personal values given by a consumer to the attributes of a brand. In fact,
attributes are benefits a consumer thinks, consumer can obtain from a brand consumption. These
benefits are classified into: Functional (often linked to physiological needs), Experiential (what
it feels like to use the product), and Symbolic (a need for social approval or self-esteem).

3. Brand attitudes, defined as consumers’ overall evaluations of a brand (Karjaluoto, Mattila,
Pento, 2002).

2.2. ONLINE BRAND IMAGERY

Website awareness and website image as two important factors in the quality of online brand websites.
The website image is related to customer perception of website. Also, this perception can be associated
with advertising tool, verbal communication, website design (browsers, reliability, quality of information
provided, the personalization and perceived value, download speed and easy access to website), corporate
features (support, security, privacy, reliability and product features) by marketers (Wi-Suk, 2005).

2.3. BANK BRAND IMAGE

In the banking industry, the concept of retailing refers to a type of banking in which bank transactions are
directly done with customers rather than with other institutions and banks. In this type of banking, checking and
savings accounts, mortgages and loans, credit cards are used. According to this definition, the concepts of brand
extension in multi-channel retailers can be extended to banks, which offer different services through online and
offline channels. In the last two decades, technological innovations have created a new environment in the
banking sector. Increased competition in the financial service sector has led managers to pay increasing attention
to banking strategies that distinguish their service from other financial institutions.
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Therefore, banks spend million dollars annually for advertising and communication campaigns in order to
achieve a privileged position in the minds of customers.

Since the services offered by banks are easy to duplicate, thus service differentiation is a very difficult
task. In addition, while banks invest their budget annually in positioning and creating distinctive image,
but they fail to do this. Strong brand image is a good option to reduce perceived risk and gain acceptable
competitive advantages. Creating a strong brand image about a bank causes the increase of customer
preferences to use banking services and their loyalty and competitive advantage for the bank. Research on
the image of banking industry shows that this concept has multiple dimensions such as brand belief, brand
attitude and brand use Mandel, Lachman, Orgler, (1981), as cited by (Bravo, Montaner, Pina, 2010). Van
Heerden, Puth (1995) emphasized on the importance of dynamism, reliability and stability in the services
provided as well as factors affecting identity. In another study conducted by LeBlanc, Nguyen (1996)
service delivery, physical environment, availability of services, employees were identified as factors
affecting financial institutions brand. And also compared bank brand image in traditional banking and
internet banking and found that among indicators affecting bank brand image are new dimensions such as
honesty to carry out banking operations via the Internet, availability and data security. Generally, most
studies on bank brand image have focused on customer's perception of bank and variables like the way to
provide service (attractiveness and innovation in service delivery and service variety), availability (easy
and rapid use, welfare factors) and reputation (honesty and commitment) are the most important variables
mentioned in the literature review (LeBlanc, Nguyen,1996).

3. RESEARCH HYPOTHESES

3.1. MAIN HYPOTHESIS

Offline brand image of bank Mellat’s customers has a signifant effect on their offline and online brand use.
3.2. ALTERNATIVE HYPOTHESES:

H1: offline brand image has a signifant effect on offline brand belief.
H2: offline brand image has a signifant effect on online brand belief.
H3: offline brand belief has a signifant effect on online brand attitude.
H4: offline brand belief has a signifant effect on online brand attitude.
H5: online brand belief has a signifant effect on offline brand attitude.
H6: online brand belief has a signifant effect on online brand attitude.
H7: offline brand attitude has a signifant effect on offline brand use.
H8: offline brand attitude has a signifant effect on online brand use.
H9: online brand attitude has a signifant effect on online brand use.
H10: online brand attitude has a signifant effect on offline brand use.

3.3. RESEARCH CONCEPTUAL MODEL

Figure 1. Conceptual model
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4. RESEARCH MYTHOLOGY

This research is a descriptive -survey — correlational study. It is descriptive since it occurs naturally and no
experimental manipulation doesn’t occur. Since it gathers a detailed description of existing situation so that

to use them for improving or moderating the situation and provides reasonable plans to make the situation
better, it is a survey study. This study aims to investigate the relationship between variables and their
impact on each other, thus it is a correlational study. Also, the current study is an applied study concerning
purpose since it has applicative results. The population included all customers of Bank Mellat in Tehran
city, who used the services provided in different branches and online banking services of this bank. Bank
Mellat has 316 branches which are equally distributed in six regions. A first, regions 1 and 5 were selected
randomly, which were included a total of 110 branches of Bank Mellat in Tehran province, among which
10 branches (five branches in each region) were selected randomly. In each branch, respondents were
selected (N=380) by an employee who was responsible for online banking affairs of customers. To gather
primary data, the questionnaire was used, which was distributed among participants. At last, 205
questionnaires were collected, among which 195 questionnaires were used for analysis (return rate=54
percent). To survey respondents, five-points Likert scale was used. the questionnaire included closed
questions and were prepared in two sections: section 1 included offline brand questions (bank branches)
and section 2 included online brand questions (bank website). These two sections were prepared to
measure research variables in the model. Table 1 indicates the questions related to each variable. In order
to measure the reliability of research tool, 40 questionnaires were distributed among customers and Alpha
Cronbach coefficient was calculated for the questions of each construct. The calculated value was higher
than 0.7 for all constructs, which indicates the questionnaire is reliable (Table 2). To measure construct
validity, confirmatory factor analysis was used through Lizeral software package.

Table 1. Variables, Questions and Resources related to them

Variable | Questions | Reference
Independent variable
. . 14 (Bravo, Montaner, Pina, 2010;
Offline brand image 12-13-14 Khosrow, 1384)
Mediator variables
How to present 1-2-3 (Bravo, Montaner, Pina, 2010;
_ service Khosrow,1384)
%fflnzje Accessibility 4-5 (Bravo, Montaner, Pina, 2010)
ran
belief Bank employees 6-7-8 (Bravo, Montaner, Pina, 2010)
!3ank 9-10 (Bravo, Montaner, Pina, 2010)
environment
Offline brand attitude 18-19-20 (Adis, Kim, 2013, Chang, Chen,
2008)
Service delivery 1-2-3 (Wi-Suk,Lennon, 2009)
online
accessibility 4-5 (Cheng, Patterson, 2007)
o = (Morgan-Thomas,Veloutsou,2013;
Online Interactivity 6-7-8 Smith, 2005)
brand Website 9-10 (Wi-Suk, 2005)
belief environment
general
perception of the |11-12-13-14-15 (Wi-Suk, 2005)
web
Website security 16-17-18 (Lin, Lee, 2012)
Online brand attitude (Jung, Kim, Kim, 2014)
Depended variables
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Variable Questions Reference
Offline brand use 15-16-17 (Birgelen, Joong, Ruyter,2006)
Online brand use 18-19-20 (Jung, Kim, Kim, 2014)

Source: Author
4,1. DATA ANALYSIS

Table 2. Standard values and t values (significance level) of research variables
Standard

Variable | Row Offline brand image values T-Values
The public are informed about services
1 provided by Bank Mellat branches 0.81 12.78
desirably.
The time to receive the services of Bank
2 Mellat branches is desirable. 08 12.56
A variety of services are presented to
3 customers by Bank Mellat branches. 0.76 11.67
4 ;’:Se; access to Bank Mellat branches is 0.(0) 1321
_ 5 Bank Mellat has extensive branches across 085 12 47
Offline Iran.
brapd 6 The behavior of_Bar_lk Mellat employees 0.79 1236
belief with customers is friendly.
7 The employees o_f Bar)k Mel!at brgnches 072 10.89
are professional in doing their duties.
8 The employees of Bank Mellat branches 0.69 1035
are well-dressed with good appearance.
9 The_ beauty of Bank Mellat branches is 078 1235
desirable.
10 The_ cleaning of Bank Mellat branches is 0.95 1651
desirable.
The facilities within Bank Mellat branches
1 (Water coolers, chairs, etc.,) are desirable. 0.67 10.31
Bank Mellat always meets my future needs
12 by offering new services through 0.63 8.26
Offline branches.
_ brand 13 Bank I_\/Iellat always complies with its own 092 1215
imagery commitments for customers.
14 The p_erformance of Bank Mellat branches 068 9.16
is desirable.
Bank Mellat branches are my first choice
15 to conduct all banking affairs. 0.88 1535
Offline 16 I will use Bank Mellat branches in the 0.9 1573
brand
use future for all banking affairs.
I will recommend opening an account in
17 Bank Mellat branches to others. 0.93 16.60
18 My attl_tude to use the services of Bank 085 1245
. Mellat is desirable.
Offline — -
In my opinion, referring to Bank Mellat
brand 19 . o h 0.8 10.69
. branches for banking affairs is essential.
attitude -
20 | feel that referring to Bank Mellat 087 1161
branches for banking affairs is pleasant. ' '
Online 1 Bank Mellat's website contains full 0.8 13.37
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Variable | Row Offline brand image Stjaggzsrd T-Values
brand information about the services provided.
belief 2 Bank Mellat website is regularly updated. 0.89 15.66
Navigation within Bank Mellat's website
is easy.
3 (navigation means to search different 0.86 14.89
pages in order to find the desired
information)
4 ;:gddownload of Bank mellat 's website is 081 13.22
5 Signs on the bank Me_llat 's website shows 0.92 15.92
where we are at any time.
6 Bank Mellat's website allows interaction 077 12.29
between customers and bank.
Reference instructions and help texts make
! easy to use bank Mellat's website. 0.80 13.03
8 Interbank transactions with other banks 058 8.60
through bank Mellat's website is possible ' '
9 Website environment of bank M_ellat 077 1205
(colored texts, images) is appealing
10 We_b_sne L:_iyout of bank Mellat has 082 13.07
facilitated its use.
By different Internet browsers, the website
1 of Bank Mellat can be easily accessed. 0.70 10.92
12 | The use of bank Mellat’s website has 0.77 12.59
facilitated banking affairs.
I can do banking transactions better by
13 using the website of Bank Mellat. 0.82 1368
14 Bank Mellat uses advanced information 0.84 1436
technology to meet my future needs.
15 Using bank Mellat’s website does not 0.64 9.76
require much mental effort
In bank Mellat’s website, the necessary
16 security mechanisms (authentication, 0.80 11.71
access rights, etc.) are used
I'm sure my account transactions on bank
17 Mellat’s website cannot be hacked by 0.58 8.25
other people.
18 I will use bank Mellat’ s website in the 091 16.32
future.
Offline 19 I will continuously use the website of bank 093 1711
brand
use Mellat for banking affairs.
20 I would recommend Bank Mellat’s 091 16.11
website to others.
In general, my attitude to the website of
. 21 Bank Mellat is desirable. 0.86 16.32
Offline
brand 29 The use of bank Mellat’s website is 0.82 13.30
attitude pleasant
23 In my opinion, the use of bank Mellat’s 0.80 11.56
website for banking affairs is essential. ) '

Source: Author
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According to Table 3, the calculated values for model fit indexes of research variables were acceptablel.
Thus, questions are matched with their own constructs. Therefore, the relationship between constructs or
hidden variables is supported.

Table 3. Model fit indexes of research variables

Variable xZ/df RMSEA GFI NFI CFlI RMR
Offline brand belief 2.171 0.078 0.9 0.95 0.92 0.91
Online brand belief 2.175 0.078 0.91 0.96 0.94 0.9
Offlinebrand use-attitude 2.3725 0.079 0.9 0.91 0.93 0.92
Online brand use-attitude 1.665 0.059 0.93 0.94 0.95 0.9
Offline imagery 2.45 0.057 0.94 0.91 0.9 0.93
Structural model 2.00 0.043 0.92 0.91 0.92 0.9

Source: Author

Normal distribution of data was examined by Kolmogorov-Smirnov test and significance levels for all
variables was more than 0.05. Therefore, the null hypothesis of this test indicating the normal distribution
of data for each of the variables, was accepted. Also, sample adequacy for analysis was appropriate using
Bartlett test and KMO index (0.875). To study model fitness with the realities of Iran National bank, a
questionnaire was used as data collection tool. For this end, five-point Likert scale was used. At first, data
were entered into Excel software, then the causal relationships between variables in the proposed
conceptual model was tested by the use of structural equation modeling (SEM) in LISREL 8.8 software.
Table 3 indicates the structural model has good fitness. In other words, the observed data are consistent
with conceptual model to a large extent. Therefore, this model is reliable to test research hypotheses and
could also be the basis for future studies.

| o

Figure 2. The results of structural equation modeling

1. y2/df <3, RMSEA < 0.08, GFI & NFI & VFI > 0.90, RMR< 0.05
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5. CONCLUSIONS

In this study, we tried to investigate the relationship between offline brand image of Bank Mellat and use
of services provided by branches (offline brand) and Internet banking (online brand). Research model
included 10 hypotheses which were tested by structural equation modeling and LISREL software. In
addition, 8 hypotheses were supported and 2 hypotheses were rejected. The results indicated that off-line
brand image affects off-line and on-line brand belief directly and affects customer use of off-line and on-
line banking service indirectly. In research conceptual model, similar to online variables, there is a
positive and significant relationship between offline variables. Although online brand belief and online
brand attitude affects offline brand use and offline brand attitude significantly, their mutual relationship
has not been supported.

* H1: offline brand image has a significant impact on offline brand belief.

The first hypothesis related to the effect of offline brand image on offline brand belief is supported (R2:0.96,

= 11.62). Offline brand image has a positive and significant impact on offline brand belief. In other
words, a good offline brand image improves offline brand belief. This is in line with the study results of
(Wi-Suk, Lennon,2009).

» H2: offline brand image has a significant impact on online brand belief.

The second hypothesis related to the effect of offline brand image on online brand belief is supported
(R2:0.96, &= 11.62). Offline brand image has a positive and significant impact on online brand belief. In

other words, a good offline brand image improves offline brand belief. This is in line with the study results
of ((Wi-Suk, Lennon,2009).

+ H3: offline brand belief has a significant impact on offline brand attitude.

The third hypothesis related to the effect of offline brand belief on offline brand attitude is supported
(R2:0.80, &= 4.64). this means that a good offline brand belief improves offline brand attitude. This is in
line with the study results of (Wi-Suk, Lennon, 2009).

+ H4: offline brand belief has a significant impact on online brand attitude.

The fourth hypothesis related to the effect of offline brand belief on online brand attitude is rejected
(R2:-0.06, £-0.56) . this result is in contrast with the results obtained from (Wi-Suk, Lennon, 2009) study. In
fact, offline brand belief of Bank Mellat doesn’t have any significant impact on online brand attitude. The
entry of Bank Mellat in private banking requires competitive advantage so that it can distinguish its services
from other banks and modify and change the negative image of customers concerning bank services as state-
owned bank. In this regard, Bank Mellat has tried to obtain competitive advantage in Internet banking and
modify change the negative image of customers. As the results indicates offline brand belief of Bank

Mellat didn’t have any impact on the variables of online brand use by customers.

* HS: online brand belief has a significant impact on offline brand attitude.

The fifth hypothesis related to the effect of online brand belief on offline brand attitude is supported (RZ:-
0.33, a= -2.08). Offline brand belief has a negative impact on online brand attitude.

Thus, it can be stated that the negative impact of online brand belief on offline brand attitude of customers in
Bank Mellat is insignificant. Therefore, Bank Mellats should moderate this negative impact by improving
customers’ offline image and attitude as well as creating a good sense of service use in their branches.

« H6: online brand belief has a significant impact on online brand attitude.

The sixth hypothesis related to the effect of online brand belief on online brand attitude is supported

(R2=0.78, &=7.07). Online brand belief has a positive and significant impact on online brand attitude. In
other words, a good online brand belief improves online brand attitude. This is consistent with the study
results of (Wi-Suk, Lennon, 2009).

* H7: offline brand attitude has a significant impact on offline brand use.
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The seventh hypothesis related to the effect of offline brand attitude on offline brand use is supported
(R2:0.35, &= 5.62). Offline brand attitude has a positive and significant impact on offline brand use. In

other words, a favorable offline brand attitude increases offline brand use and service use in the different
branches of Bank Mellat. This is consistent with the study results of (Wi-Suk, Lennon, 2009).

« H8: offline brand attitude has a significant impact on online brand use.

The eighth hypothesis related to the effect of offline brand attitude on online brand use is rejected
(R2:0.04, &= 0.81). Offline brand attitude didn’t have any impact on online brand use.

* H9: online brand attitude has a significant impact on online brand use.

The ninth hypothesis related to the effect of online brand attitude on online brand use is supported

(R2:0.93, &= 13.14). Online brand attitude has a positive and significant impact on online brand use. In
other words, a favorable online brand attitude increases online brand use and website service use. This is
consistent with the study results of Wi-Suk,Lennon (2009) and Sung Joon (2002).

* H10: online brand attitude has a significant impact on offline brand use.

The tenth hypothesis related to the effect of online brand attitude on offline brand use is supported (R2:0.65, =
9.42). Online brand attitude has a positive and significant impact on offline brand use. In other words, a
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Mellat isn’t in good situation.

causes customers don’t experience a good feeling when they refer to bank

The results show that web security is the most important factor in online brand belief. In this regard, Bank
Mellat should build customers’ trust by updating and testing security systems as well as providing
appropriate promotional messages. Web interactivity has been proposed as the second factor affecting online
brand belief in Bank Mellat. Thus, to improve the online brand belief of customers in Bank Mellat, it is
suggested that bank can create the opportunity for more interaction with customers within website through
updating website content and receive their opinions and wants so that to improve website interactivity and
customers’ use.

In addition, improving interbank interactions through website, providing useful instructions concerning the
favorable use of website and even assigning a page for different subjects by an attention to customers’
interests are recommended to improve online brand belief of customers in Bank Mellat. According to table 47-4,
the factor of Web Site Special Services of Bank Mellat (customers’ club) is ranked in the lowest level
among other factors affecting online brand attitude. Thus, it is recommended that Bank Mellat use this factor for
more interaction with customers. Establishing advertising campaigns aimed at encouraging customers to join the
club and providing special services to customers through club can be an effective method to create a more
favorable attitude to the website and a more favorable image of Bank Mellat online brand.

6. SUGGESTIONS FOR FURTHER STUDIES

e Repeating this study in public and private banks to compare results and generalize to banking
service.

¢ Identifying factors affecting the integration of brand management in both online and offline
environments in multi-channel marketing.

e Studying the relationship between other elements of brand like brand identity, brand awareness
and brand image in both online and offline environments.

e Studying the relationship between brand's perceived quality and perceived risk, customer service
or product in multi-channel marketing.

e Measuring performance satisfaction in off-line environment on online brand attitude and use.

e Identifying customer preferences to purchase from online and offline environments and their
differences.

7. LIMITATIONS OF THE STUDY

In this study, data were collected by a questionnaire which itself is inherently limited.The present study
was conducted only in Bank Mellat as a case study, thus we should be cautious when generalizing findings
to banking services. This study was conducted in the field of banking services, thus for its generalizability,
the presented model must be re-examined in other organizations.
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STUDYING THE IMPACT OF FINANCIAL LEVERAGE AND
FINANCIAL PERFORMANCE INDICATORS ON DIVIDEND
POLICY OF ACCEPTED COMPANIES IN THE TEHRAN STOCK
EXCHANGE
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Abstract

The main purpose of this research is studying the impact of financial leverage and financial performance indicators
on dividend policy of accepted companies in the Tehran Stock Exchange. The statistical sample is included 102
companies and the research period is from 2011 to 2015. The dependent variable is included dividend policy,
independent variables of financial leverage, economic value added, market value added, return on assets ratio and the
ratio of market value to book value, and control variables are included company size and systematic risk. Information
gathering method in the Theoretical Foundations section is library method, and data have been extracted in the test
section of the hypotheses from the financial statements and the Tehran Stock Exchange website. The data analysis
method is also multiple correlation and regression test. The results of the research are shown financial leverage has a
reciprocal and significant effect on dividend policy. Also, financial performance indicators on dividend policy have
direct and significant impact.

JEL classification: G10

Keywords: Profit Dividend Policy, Financial Performance, Economic Value Added, Market Value Added, Return on
Assets

1. INTRODUCTION

Dividend policies are one of the elementary finance companies that are analyzed by complex financial
models and one of the issues that most financial experts face with it (Backer et al., 2012). It is believed
that dividend dividends are considered as a good predictor of future financial performance of firms. It
suggests that analyzing dividend and its changes over time can provide useful information about company
financial performance and ability. It will provide investors with a view to create a future cash flow (Miton,
2012).

Financial scholars such as Miller and Rock (1985) and John and Williams (1985) and other scholars have
shown that dividend 