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Abstract

Component brand is one of the most valuable assets of any organization and managing it
in a proper way can pave the way for reaching the more market share and profitability in every
kind of industry such as hoteling. Personification of commercial brands is always an issue
considered by many researchers over the past decades. The brand personality plays a vital role
in business success, perceived increasing value, creating a strong relationship with customers,
loyalty and intention to repurchase. Accordingly, the present research has been conducted with
the purpose of studying the effect of brand personality within social networks on the attitude
and behavioral intentions with the appeal personality of the brand.

The present research is descriptive methodologically and applied objectively. It is a field
and survey study in terms of data collection. The population of this research includes 384
customers of three hotels Iranian, Khaneye Behrooziha and Marmar in the city of Qazvin.
Questionnaire was considered to be the best instrument of data collection due to the kind of the
research and quick access to the opinions of interviewees. SPSS software and Vimous were
used for analytical analysis of data. It should be noted that hypothesis investigation was done
by structural equations and path analysis. Based on the results of the test, responsibility has a
significant effect on the appeal of the personality of hotels in the city of Qazvin with 0.13
standard coefficients.

Activity has a significant effect on the appeal of the brand personality in the hotels of
Qazvin city with 3.06 standard coefficients. Aggressiveness has a significant effect on the
appeal of the brand personality in hotels of Qazvin city with 0.73 standard coefficients.
Simplicity has a significant effect on the appeal of brand personality of hotels of Qazvin city
with 0.72 standard coefficients. Emotion has a significant effect on the appeal of brand
personality of hotels in Qazvin city with 0.84 standard coefficients. The appeal of brand
personality has a significant effect on the attitude of hotels in Qazvin city with 0.32 standard
coefficients. The appeal of brand personality has a significant effect on behavioral intentions of
hotels in Qavin city with 0.62 standard coefficients.

Keywords: brand personality, social networks, attitude, behavioral intentions, brand
personality appeal
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