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 چکیدٌ
 است، ٔتىی ٞب اضظش ثط اضظش، ثطاي ذّك ثٙیبٖ اضظش سبظٔبٖ

ٞسف اظ . است سبظٔبٖ شیٙفقبٖ ا٘تؾبضات تطجٕبٖ وٝ ٞبیی اضظش
ثٙیبٖ ثط ذّك اضظش  سبظٔبٖ اضظش طیتأث یپژٚٞص ثطضس ٗیا٘جبْ ا
است. اذلاق وبضي  یجب٘یثب ٘مص ٔٞبي زا٘ص ثٙیبٖ  ضطوتزض 
زا٘ص ٞبي  ٔسیطاٖ ضطوت٘فط اظ  530آٔبضي پژٚٞص ضبُٔ ٝ جبٔق
آٟ٘ب  بٖیثٛزٜ وٝ اظ ٔ ي ضٟط تٟطاٖفّٓ ٚ فٙبٚض يٞب  پبضن بٖیثٙ

. س٘سی٘فط ثب استفبزٜ اظ فطَٔٛ وٛوطاٖ ثقٙٛاٖ ٕ٘ٛ٘ٝ ا٘تربة ٌطز 222
استب٘ساضز ٔحمك  پژٚٞص اظ پطسطٙبٔٝ يٞبطیسٙجص ٔتغ يثطا

وطٚ٘جبخ  يآِفب ّٝیپطسطٙبٔٝ ثٝ ٚس ییبیٚ پب سیاستفبزٜ ٌطزسبذتٝ 
٘طْ  ّٝیٞب ثٝ ٚس زازٜ ُیٚ تحّ ٝیلطاض ٌطفت. پس اظ تجع سییٔٛضز تأ
ٞٓ ثػٛضت ثٙیبٖ  سبظٔبٖ اضظشوٝ   سیاس ٔطرع ٌطز اَ یافعاض پ
ذّك ٔٛجت ٞبي آٖ  اذلاق وبضي ٚ ِٔٛفٝ كیٚ ٞٓ اظ عط ٓیٔستم

ثب شیٙفقبٖ ٔطتجظ ثب ضجىٝ اضتجبعبت اضظش ٚ ثٟجٛز ضٚاثظ سبظٔبٖ 
ٞبي سبظٔب٘ی ٔٛجت ثٟجٛز  ٌطزز. ضفبیت ٔسبئُ اذلالی ٚ اضظش ٔی

تػٛیط سبظٔبٖ زض ٍ٘بٜ شیٙفقبٖ ٔستمیٓ ٚ غیط ٔستمیٓ ٚ تمٛیت آتیٝ 
ٌطزز. ٕٞچٙیٗ اظ سبظٔبٖ ٞبي ثبلازستی ا٘تؾبض ٔی ضٚز  سبظٔبٖ ٔی

اذلالی زض ضجىٝ وٝ زض ضاستبي حُ تقبضؼ ٔٙبفـ ٚ ضفبیت ٔسبئُ 
وست ٚ وبض ضاٜ ضا ثطاي ذّك ضٚظ افعٖٚ اضظش ضطوت ٞبي زا٘ص 

 .ثٙیبٖ فطاٞٓ ٌطزا٘ٙس
 کلیدي هايواژه
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Abstract 

Value-based organization relies on values to 

create value, values that translate the expectations 

of the organization's stakeholders. The purpose of 

this study is to investigate the effect of value-

based organization on the value creation in 

Knowledge-based companies with the mediating 

role of work ethics. The statistical population of 

the study included 530 managers of Knowledge-

based companies of Science and Technology 
Parks in Tehran, of which 222 people were 

selected using Cochran's formula as an example. 

The standard researcher-made questionnaire was 

used to measure the research variables and the 

reliability of the questionnaire was confirmed by 

Cronbach's alpha. After analyzing the data by 

PLS software, it was found that the value-based 

organization, both directly and through ethic 

values as one of the values emphasized by the 

organization, causes the value creation and 

improves the relationship of the organization with 
the stakeholders related to the communication 

network. Compliance with ethical issues and 

organizational values improves the image of the 

organization in the eyes of direct and indirect 

stakeholders and strengthens the future of the 

organization. Also, upstream organizations are 

expected to provide a way to create more and 

more value for knowledge-based companies in 

order to resolve conflicts of interest and comply 

with ethical issues in the business network. 
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