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Introduction

Today, marketing strategies in Iran's banking industry have undergone many changes.
In the past, the primary goal of senior bank managers was to attract new customers and
offer them diverse products, whereas today, bank marketing managers seek to
differentiate their organization's brand from competitors so that through a powerful
organizational brand, they can optimally perform many of their organizational activities
such as attracting and retaining stakeholders (customers, shareholders, employees, etc.),
offering new products and services, investment, capital attraction, etc. Logo design has
a high impact on customers' perceptions of the brand, and these perceptions are highly
useful in building brand image and brand personality (Kaur, 2019). Indeed, an effective
logo means customers have a positive perception of the design, and it can positively
affect the brand image and its personality. There are many characteristics in logo design
that can influence perceptions: a sense of modernity, a sense of aesthetics, a sense of
interest, and style. From Coleman's perspective (2011), service brand identity is a
strategic view of how a service brand should be perceived by its stakeholders to achieve
a clear understanding of that brand's personality. Brand identity is the sum of promises
an organization makes to consumers. A brand is a mental and spiritual movement that
must reside in the minds of consumers, buyers, and employees. A strong brand helps a
company differentiate itself in the market and express why its products or services are
uniquely capable of meeting customer needs (Coleman, 2014, pp.1068-1069).

A brand manager's intangible human, relational, organizational, and informational
capital affects brand management capabilities (i.e., a brand manager's power to manage
the brand effectively) (Cui et al., 2014, pp.148-149). Brand management capabilities
encompass broad areas; including brand development and enhancement (such as
creating, maintaining, and updating the brand image, creating a unique value position,
maintaining the alignment of brand value with customer type); brand communications
and interactions (such as identifying advertising targets, effectively conveying brand
messages, and evaluating brand interaction outputs); and brand relationship
management (such as creating a brand interaction among its customers, building and
strengthening the connection between the brand and its customers, and increasing brand
integrity). A brand manager who is capable of developing greater brand management
capabilities is more effective in brand development and management and is therefore
able to deliver more value in the market, which will also lead to greater brand
performance (Cui, et al., 2014, pp.148-149).

Brand equity is one of the most famous and important concepts in marketing, widely
discussed by marketing researchers and experts today. A brand or trademark is one of
the most important elements of marketing and success in an economic firm. Any
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economic firm can differentiate its goods and services from its competitors through its
brand and refer to its brand as a valuable and profitable asset. Brand equity is a set of
assets and liabilities linked to a brand, its name, and symbol that add to or subtract from
the value provided by a product or service to an organization and/or its customers. The
organization's brand performance is heavily influenced by this concept (Wang, et al.,
2015, pp.2235-2236). The higher the brand equity, the higher the brand performance,
and consequently the organizational performance will be, and all of this is made
possible under the umbrella of a powerful organizational brand. Unfortunately, despite
the increasing need for in-depth studies on brand equity, little research has been
conducted on evaluating brand equity in Iran's banking industry, and a research gap in
this area 1s evident. On the other hand, service organizations have the most interaction
with customers; therefore, in these types of organizations, the brand is considered an
important communication tool within the customer relationship management set, and is
valuable to customers for two reasons: first, it reduces consumer risk, and second, it
saves on decision-making costs (Skard et al., 2011). Also, a brand is one of the effective
signals in the market that a company uses due to information asymmetry in the market.
If customers become disappointed with a brand, all the company's investments and
future profits are at risk. Therefore, the brand acts as a lever, encouraging the company
to properly fulfill its commitments (Nysveen, et al., 2013, pp.419-420). Increased
competition in the service sector, especially banks, has caused financial institutions to
pay more attention to retaining current customers and striving to attract new ones; in
this regard, branding is among the organizational areas that assist organizations in this
path. In fact, when customers cannot compare the services of different banks with each
other, they usually use what they have at hand, such as the bank's image or brand, for
decision-making. Therefore, the tangible features of the bank along with its intangible
features must be considered in relevant studies.

The concept of organizational brand management is a multi-domain concept that goes
beyond the organization's marketing approach and actually encompasses all
organizational components and stakeholders. This is a relatively emerging concept with
a noticeable distinction from product branding, which, based on the type of brand
architecture strategy an organization chooses, can result in the product brand and the
organizational brand being the same. On the other hand, the organizational brand has a
high overlap with other organizational concepts such as organizational image,
organizational reputation, and organizational identity, and are sometimes mistakenly
used interchangeably in research (Balmer, 2012, pp.11). Therefore, there is no single
consensus on a model that can see all these concepts close to the organizational brand
together and also manage it within the organization. Only each model has examined this
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concept from an angle and stated elements in its model, and rarely have macro and
micro organizational concepts as well as intra-organizational and extra-organizational
elements been brought together in one model. Considering these and other previously
mentioned points, the research seeks to design an organizational brand management
model in the service sector - Bank Melli - using the System Dynamics technique.

Conclusion

In summary, the model obtained in the present research comprises, in order of priority,
15 categories and 54 concepts. The results and findings of the present research are
discussable from two comparative aspects: First, the final finding and achievement of
this research is a relatively comprehensive and complete model based on the
requirements and characteristics of the country's banking system, especially Bank Melli,
and is more suitable than other models presented by experts, given that they were
developed for communities other than the banking system. Other presented models were
for communities such as students, employees, nurses, or other non-educational
institutions and organizations, and if some were for banks, they were very brief, with
very little comprehensiveness and generalizability, and cannot be a suitable model for
the banking system. Although this model has similarities with other models, it has been
drawn as much as possible in accordance with the characteristics of the banking system,
particularly Bank Melli.

Second, the obtained model, compared to other models, shows greater
comprehensiveness in terms of dimensions, components, and derived indicators. This
has been compared with some domestic and foreign research, and while the model of
the present research benefits from most of their components and indicators, it has
identified and enumerated a number of new components and indicators, which is a
strength of the present research. The main achievement of the research is the model's
comprehensiveness and its localization for Bank Melli based on the current
characteristics of the banking system. The results obtained from comparing the present
model with other research are presented below.

The findings of the present research are in line with the findings of research (Abedi et
al., 2019; Azar et al., 2019; Rastegar et al., 2019; Hamidizadeh et al., 2018; Mehrnoush
& Tahmasebi, 2017; Abedi & Jamalo, 2017; Esfandani et al., 2016; Salarzahi et al.,
2016; Bazazi et al., 2015; Grace et al., 2020; Araja et al., 2020; Das et al., 2019; Freel
etal.,2019; Hunt, 2019; Chen etal., 2019; Vera et al., 2018; Jivanes et al., 2017; Mohan
etal., 2016; Gao et al., 2016). As can be observed, the obtained model is more complete
and comprehensive compared to other models. The reviewed research related to
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organizational brand management showed that, firstly, the conducted research was not
systematic and grounded in data. This means the effective factors were not completely
identified and mentioned; secondly, they did not look at the subject of organizational
brand management from all aspects such as internal, external, tangible, intangible,
controllable, and uncontrollable, whereas all the aforementioned aspects have been
addressed in the present research, and indicators and components have been identified
for each, demonstrating the model's comprehensiveness. However, in general, the
research conducted in this field has somewhat confirmed the indicators and components
obtained in this research.

Considering the results obtained in the present research, i.e., identifying 15 components
comprising 54 indicators for the organizational brand management model in Bank
Melli, the following recommendations are offered:

1. Preserving, strengthening, and consolidating social relations through:
o Creating conditions and establishing informal relations in banks.

o Providing conditions for interaction and communication with the
international academic banking community.

o Forming social associations in banks.

o Providing suitable conditions for establishing appropriate communication
among managers and between managers and experts and other
administrative staff.

2. Preserving, strengthening, and consolidating appropriate ethical behaviors in the
workplace through:

o Creating conditions for constructive competition among employees.

o Formulating and implementing laws centered on equality among
managers in the bank.

o Reducing administrative corruption and non-political behaviors in the
bank.

3. Preserving, strengthening, and consolidating employees' working conditions
through:

o Formulating appropriate organizational laws commensurate with the
status and position of managers and employees, and reducing the vertical
structure in the bank.
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o Comprehensive support from the bank for employees and managers in all
areas.

o Providing job security for managers, creating a match between the job and
their personality.

o Decentralization and appropriate scheduling of overtime activities with
managers' input, and flexible working hours.

4. Preserving, strengthening, and consolidating organizational culture through:
o Providing conditions for the free flow of information.

o Creating a system for criticisms and suggestions, freedom of expression,
and transparency in affairs.

o Granting freedom of action in work.

o Providing conditions for managers and employees to identify with the
bank.

5. Preserving, strengthening, and consolidating increased bank efficiency through:

o Planning to reduce employee absenteeism and commitment to presence
in the bank.

o Providing suitable conditions for employees in bank branches to reduce
transfers/relocations.

o Increasing the bank's overall performance through increased employee
efficiency.

6. Preserving, strengthening, and consolidating the bank's reputation and credibility
through:

o Hiring graduates with high academic quality and encouraging other
banking candidates.

o Utilizing the capacity of graduates to introduce the bank to other
candidates by providing them with suitable services.
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