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 چکیسٌ
لهس ٔكتط٤بٖ زض ٖسْ تطن قطوت ٚ ثطٚظ ضفتبضٞب٢ قٟطٚ٘س٢ اظ رب٘ت 

تٛا٘ٙس تأح٥ط ظ٤بز٢ ثط ٔٛفم٥ت  ٞب زض ظٔطٜ ضفتبضٞب٣٤ ٞؿتٙس وٝ ٣ٔ آٖ
٥ٌط٢ ا٤ٗ ضفتبضٞب  ؾبظٔبٖ ثٍصاض٘س. ثٙبثطا٤ٗ، ُٔبِٗٝ ٖٛأُ ٔؤحط ثط قىُ

٤بث٣ ٔكتط٢ ثب  ٞؿتٙس. ٞسف تحم٥ك حبيط ثطضؾ٣ تأح٥ط ٤ٛٞت ثؿ٥بض ٟٔٓ
پص٤ط٢ ارتٕب٣ٖ آٖ ثط ضفتبضٞب٢ قٟطٚ٘س٢ ٔكتط٤بٖ ٚ   ٚ ٔؿئ٥ِٛت ثط٘س

ٞب ثٛز وٝ ٘مف ٥ٔب٘ز٣ ؾطٔب٤ٝ ارتٕب٣ٖ ٥٘ع ٔٛضزثطضؾ٣ لطاض  لهس تطن آٖ
ٌطفت. ا٤ٗ تحم٥ك اظ٘ٓط ٞسف وبضثطز٢ ٚ اظ٘ٓط ضٚـ ارطا تٛن٥ف٣ ثٛز. 

٢ پػٚٞف حبيط ٔكتط٤بٖ ثب٘ه ؾپٝ زض قٟط تٟطاٖ ٚ حزٓ ربٔٗٝ آٔبض
٘فط  384ثطاثط ثب  ٘بٔحسٚز ربٔٗٝ ثطا٢ٕ٘ٛ٘ٝ ثط اؾبؼ فطَٔٛ وٛوطاٖ 

ٚ ثطا٤ٗ  ا٢ ا٘تربة قس ٥ٌط٢ تهبزف٣ ذٛقٝ ثٝ ضٚـ ٕ٘ٛ٘ٝثبقس وٝ  ٣ٔ
( غطة ٚ قطق رٙٛة، قٕبَ،) چٟبضٌب٘ٝ ٔٙبَك ثٝ تٟطاٖ قٟط اؾبؼ
 ٌطز٤س. ا٘تربة قٗجبت٣ ٔٙبَك ا٤ٗ ث٥ٗ اظ تهبزف٣ َٛض ثٝ ؾپؽ ٚ تمؿ٥ٓ

آٚض٢ قس ٚ ثط اؾبؼ ضٚـ ٔسَ  ٚؾ٥ّٝ پطؾكٙبٔٝ رٕٕ ٞب٢ ٔٛضز٥٘بظ ثٝ زازٜ
 SPSS  ٚSmart PLSافعاض  ٤بث٣ ٔٗبزلات ؾبذتبض٢ ٚ ثب اؾتفبزٜ اظ ٘طْ

زٞس وٝ تأح٥ط ٔخجت  ٔٛضز تح٥ُّ لطاض ٌطفت. ٘تب٤ذ پػٚٞف ٘كبٖ ٣ٔ
ط ضفتبض قٟطٚ٘س٢ ٔكتط٤بٖ ٔٛضز تبئ٥س لطاض ث ثط٘س٤بث٣ ٔكتط٤بٖ ثب  ٤ٛٞت

٥ِٛت پص٤ط٢ ارتٕب٣ٖ قطوت تأح٥ط ٔخجت٣ ثط ضفتبض  ٍ٘طفت. ِىٗ ٔؿئ
قٟطٚ٘س٢ ٔكتط٢ زاقتٝ ٚ ضفتبض قٟطٚ٘س٢ ٔكتط٤بٖ ٥٘ع ثطٖسْ لهس تطن 
ٔكتط٤بٖ تأح٥ط٢ ٔخجت زاضز. يٕٗ ا٤ٙىٝ ٘مف ٥ٔب٘ز٣ ؾطٔب٤ٝ ارتٕب٣ٖ زض 

پص٤ط٢ ارتٕب٣ٖ قطوت ثط  ٚ ٔؿئ٥ِٛت ثط٘س٤بث٣ ٔكتط٤بٖ ثب  احطٌصاض٢ ٤ٛٞت
 ضفتبضٞب٢ قٟطٚ٘س٢ ٔكتط٢ ٔٛضز تبئ٥س لطاض ٌطفت.

 کلیسي هايواژه
كتط٤بٖ ثب  ٤ٛٞت كتط٢، ثط٘س٤بث٣ٔ  ، ٔؿئ٥ِٛت ارتٕب٣ٖ قطوت، ضفتبض قٟطٚ٘س٢ٔ 

كتط٢  ؾطٔب٤ٝ ارتٕب٣ٖ، لهس تطنٔ 

 

 

 

 

 

 :َ ؿئٛ  Email: naser_seifollahi@yahoo.com *٤ٛ٘ؿٙسٜٔ 

 

 

Abstract 
Customer intention not to turn over the company and 
emergence of citizenship behaviors by them are among 

the behaviors that can have a great impact on the 
success of the organization. Therefore, studying the 
factors influencing the formation of these behaviors is 
very important. The purpose of this study was 
investigating the effect of customer-brand identification 
and corporate social responsibility on customer 
citizenship behaviors and customer turnover intention 
where in mediating role of social capital was also 

examined. This research was applied in terms of 
purpose and descriptive in terms of implementation 
method. The statistical population of the present study 
is Sepah Bank customers in Tehran and the sample size 
was selected 384 people based on Cochran's formula 
for an unlimited population, which was selected by 
cluster random sampling method, so Tehran city was 
divided into four regions (north, south, east and west) 

and then branches were randomly selected from these 
regions. The required data were collected by a 
questionnaire and analyzed based on structural equation 
modeling method using SPSS and Smart PLS software. 
The results show that the positive effect of customer-
brand identification on customer citizenship behaviors 
was not confirmed, but corporate social responsibility 
has a positive effect on customer citizenship behavior 

and customer citizenship behavior also has a positive 
effect on customers turnover non intention. At the same 
time, the mediating role of social capital in the 
relationship between customer-brand identification and 
the corporate social responsibility on customer 
citizenship behaviors was confirmed. 
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