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 تشسػی ػَاهل هَثش تش اسصؽ ًام تجاسی دس تاصاس ّای ػاصهاًی

 )) هطالؼِ هَسدی ؿشکت ًیلپش ((

 
 فشصاًِ خلیلی . 2  ًیوا ػثاػی دسکی -1  

 داًـجَی کاسؿٌاػی اسؿذ ، داًـکذُ هذیشیت ٍ ػلَم اًؼاًی ، داًـگاُ آصاد ٍاحذ اتْش ، ایشاى 1

 حذ اتْش ، دکتشی اقتصاد صٌؼتیاػتادیاس داًـگاُ اصاد ٍا -. فشصاًِ خلیلی 2

 

 

 
 

  چکیذُ
اثعاض خوـ آٍضٕ اعلافبر زضاٗي دژٍّص ، دطسطٌبهِ ٍ اسٌبز ٍ هساضن هَخَز زض ضطوز ثَزُ ٍسقساز هطشطٗبى سبظهبًٖ  

دطسطٌبهِ زض  812هَضز ثَزُ وِ ثب اسشفبزُ اظ ضٍش ًوًَِ گ٘طٕ سػبزفٖ عجمِ ثٌسٕ ضسُ سقساز  055ضطوز حسٍز 

دطسطٌبهِ لبثل ثطضسٖ زضٗبفز گطزٗس. زازُ ّبٕ زضٗبفشٖ اظ  850هبًْب سَظٗـ ضس ، وِ زضًْبٗز سقساز ه٘بى اٗي سبظ

زازُ ضسُ ٍ  SPSS ٍsamart PLSخبهقِ آهبضٕ خْز سدعِٗ ٍ سحل٘ل سَغ٘فٖ ٍ آظهَى فطضِ٘ ّب ثِ ًطم افعاضّبٕ  

% ثسسز آهس ٍ زضًْبٗز ولِ٘ فطضِ٘ ّبٕ 50ل گعاضضبسٖ زضهَضز افشجبض دطسطٌبهِ ٗب آلفبٕ وطًجبخ وِ زض حس لبثل لجَ

ضٍاثظ ّوجسشگٖ زض هسل هفَْهٖ سحم٘ك ًطبى زازُ اسز وِ ّطچْبض فبهل و٘ف٘ز سحم٘ك هَضز سبٗ٘س لطاض گطفز ٍ 

 ازضان ضسُ ، ٍفبزاضٕ ٍ آگبّٖ اظ ًبم ٍ ًطبى سدبضٕ ثطاضظش ٍٗژُ ًبم ٍ ًطبى سدبضٕ ً٘لذط سبث٘ط هسشم٘ن ٍ هقٌبزاضٕ زاضز.
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Abstract 
Data relating this study have been collected by questionnaire and available documents at 

the company. The number of customers of the company has been about 500 people who 

were classified through stochastic sampling method. 218 questionnaires were distributed 

among these organizations. Finally, 205 acceptable questionnaires were received. The 

data obtained from statistical universe for descriptive analysis and testing research 

hypotheses were injected into such software as SPSS and Samart PLS and some reports 

on the validity of questionnaire or Cronbach Alpha acceptable at %75 were obtained. In 

conclusion, all research hypotheses were verified and correlations in the conceptual 

model illustrated that all four elements of perceived quality, loyalty and brad awareness 

and brand association have direct and significant effect on special value of Nilper brand 
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