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ABSTRACT 
 

This research seeks to investigate the factors related to the nature of the organization 

and its role in brand identity. The research was conducted in the field of biological 

industry. Razi Institute is the leader of the vaccine industry in terms of a variety of 

products and production of more than 70% of the country's market needs and is a 

propitious case for studying this industry. The model from the results of the 

qualitative method was examined using the structural equation modeling method. 

Because of the exploratory nature of the model and the non-normal distribution of 

the variables, variance-based methods were employed to predict the results of the 

hypotheses. The statistical population comprised 1,870 individuals, including sales 

representatives, inoculation centers, and veterinarians. A 40-item questionnaire was 

distributed among 251 participants, with an 80% response rate. The adequacy of this 

tool was confirmed using Bartlett's sphericity test. The variables of the model 

included eight exogenous latent (independent) variables, two endogenous latent 

(dependent) variables, two moderating variables, and one mediating variable. A total 

of 15 hypotheses related to relationships between variables were examined in various 

internal and external model analysis tests. In the end, the hypotheses were checked 

through factor loadings and impact factors. The variables of the model with a 

coefficient of determination of 0.731 could predict the model at a close-to-strong 

level. The obtained fit (goodness-of-fit=0.593) showed that the model had high 

reliability and tested the hypotheses with 97% precision. 

  

Keywords: Brand community identity, Brand identity, Industry identity, 

Organizational identity, Strategic group identity 
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1. Introduction 

"Identity" is a concept constantly subjected to change, modernity, 

and dynamics due to its process-based nature. It is a transhistorical 

phenomenon and is repeatedly reinterpreted over time. Having an 

identity in the first place means “To be”, followed by being 

distinct. Identity is an ongoing search for meaning, and because of 

this, it is not a fixed but a multi-layered structure (nested identities) 

(10). The concept of identity in today's era is one of the most 

abstract and complex concepts that management science deals 

with from different perspectives of human sciences. The 

importance of the nature of the organization in post-modern 

management is that the organization is not a phenomenon that is 

defined merely by its founders and managers, but it compasses 

various dimensions of actions within and outside the organization, 

which interact in a communicative manner and, like dominoes, are 

both effective and dependent. Accordingly, identity lacks a fixed 

and objective essence and its manifestations can vary depending 

on the conditions of place, time, and history (8). Contrary to the 

view of structuralism that tries to show identity as a fixed concept, 

it is worth mentioning that identity is a historical and non-fixed 

concept. This phenomenon is related to "time and situation". 

Corporate identity is one of the most important parts of the nature 

of the organization, which is created by the manager. This identity 

originates from a dedication to pursuing goals with a futuristic 

perspective. The manager's diverse strategies determine the sense 

of identity perceived by those outside the organization (1). The 

common narratives that employees collectively create for their 

meaning are considered another kind of being that creates the 

identity of the organization (7). Individual and collective 

experiences as well as different interpretations, in other words, 

corporate identity, are a process of collective production, which 

after being created, acts as a frame or lens. The time horizon of the 

collective identity is retrospective and originates from the 

organization's history (8). The organization's identity can be 

defined as a structural combination of corporate culture, corporate 

history, structure, and strategy. It is clear is that identity is self-

referential meaning, that is, how an organization defines itself (4). 

The corporate identity is created by the manager, whereas 

organizational identity depends on the relationship between the 

employees and the organization, the commitment of the 

employees, and the identity employees take or create from the 

organization (6). The managers of the organization are generally 

looking for success following an ideal future, which is usually 

presented to the organization in the form of different strategies; in 

other words, senior managers have defined the identity of the 

organization in strategies that are mostly determined based on the 

goals and objectives of the future; however, employees shape their 

identity from the culture and history of the organization; in other 

words, it is the perspective of the employees from the 

organization's history that defines the future for them (22).  

H1: The corporate identity variable affects the organizational 

identity variable. 

H2: The employees' perspective variable has an effect on the 

organizational identity variable. 

The history of the organization, as one of the important 

components of the organizational identity, has been studied by 

strategists in the last decade as it plays a role as an important and 

main factor in building the unconscious mind of the organization, 

which is the involuntary behavior of the organization and an 

important factor in the interpretation of employees (24). The 

history of the organization shapes the subconscious minds of the 

employees and this issue is a perceptual filter that defines the 

efficiency and inefficiency of the organization's strategy and the 

degree of employees' cooperation with the strategy which is the 

adaptation of the past or the future of the organization (18). The 

use of the term “Rhetoric” emphasizes the fact that the history of 

the organization can be constructed; in other words, the way of 

expressing the history based on the corporate’s goals and 

strategies can be the point of connection between the 

organization's past and future (17). Historical rhetoric limits 

organizations in the construction of identity and should be 

considered an important source (9). The organizational identity 

also reinterprets the historical rhetoric; in other words, there is a 

kind of interaction between the organization’s history and the 

current identity in re-reading the history of the organization (21). 

H3: The historical rhetoric variable of the organization affects the 

organizational identity variable. Organizational image is simply 

defined as how the organization is perceived. Usually, definitions 

related to identity are a combination of marketing and 

organization theories. Organizational image is created by the 

market and the organization’s environment and is returned to the 

organization (23). Normally, organizations disregard the existing 

image in the public perception and seek to formulate 

organizational image unilaterally (3). In postmodern companies, 

the organization-environment separation has disappeared and 

there is no more distinction between "we inside the company" and 

"those outside the company" (16). Corporates may define a unique 

vision, have a superior product, and provide efficient distribution; 

however, if they fail to communicate the primary advantages of 

the brand to the customer, the organizational identity and brand 

image might develop independently, resulting in a lack of 

alignment between the two (20). 

H4: The organizational image variable has an effect on the 

organizational identity variable. 

Brand identity is the most valuable asset of technology-oriented 

organizations. Brand identity is the meaning and stories that have 

been incorporated into the brand from the company (17). Brand, 

as a symbol carrying multiple connotations, serves as an 

embodiment of the organizational identity, establishing a 

reciprocal link between the perspectives of market actors and the 

company (14). The identity of creativity is intertwined with 

various abstract factors that are based on social cognition. 

Building a successful brand identity requires engaging customers 

in the process that involves creating a coherent story of the product 

and the company (2). Certain research studies have concentrated 

on psychological aspects, such as brand personality, emphasizing 

primary and secondary traits, self-image associations, visual 

identity, and related subjects. On the other hand, some have placed 

greater emphasis on sociological aspects alongside psychological 
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dimensions. As a result, rather than focusing on brand personality, 

they have employed the term "brand identity," exploring concepts 

such as brand culture, brand community, and organizational 

image (11). Customers do not merely receive value; instead, they 

actively contribute to value creation, competitive strategy, and 

innovation processes; this emphasis on the brand community has 

become a focal point in modern marketing (5). Brand is 

considered a part of social construction that has a personal and 

social identity. Organizational identity also plays a fundamental 

role in this combination and creates a unique inner feeling in the 

consumer (12). Brand community denotes a social structure 

developed by the company around its brand, fostering enduring 

and secure relationships while cultivating emotional ties between 

customers and the brand (25). The conscious and unconscious 

development of brand communities has a significant impact on the 

behavior of the brand community. Brand community aims to 

engage both active customers and inactive ones who passively 

follow the company's activities, to convert the latter into active 

community members. A cohesive brand community leads to 

word-of-mouth recommendations and brand protection. When 

individuals have a meaningful connection with the brand's 

community identity, they tend to dismiss negative information 

about the organization and brand as a potential threat (15). 

H5: The primary identity variable has an effect on the brand 

identity variable. 

H6: The visual identity variable has an effect on the brand identity 

variable. 

H7: The organizational identity variable manifested in the brand 

affects the brand identity variable. 

H8: The brand culture variable has an effect on the brand identity 

variable. 

H9: The brand image variable has an effect on the brand identity 

variable. 

H10: The brand community identity variable affects the brand 

identity variable. 

H11: The brand identity variable has an effect on the 

organizational identity. 

Environmental dimensions: Whereas organizational identity 

relates to specific product-level actions (the “what”), industry 

identity outlines the players, norms, and boundaries of the 

competitive space (the “who”), and strategic group identity 

addresses the approach to competition (the “how”) (10). 

Adaptation and differentiation are considered two approaches in 

identity building. Adaptation involves aligning with industry 

executives and competitors, as well as comprehending the 

industry's rules and maintaining a presence within it. 

Differentiation is achieved when the organization eventually 

reaches adaption and seeks to create value differentiation with the 

experiences gained (8). Corporates follow adaptation or 

differentiation strategies based on various factors, such as brand 

strength, diversity in the product portfolio, and the level of 

organizational maturity. Successful companies that are at the 

maturity level of the organization's life have reached the capability 

and knowledge management necessary at the industry level with 

the adaptation strategy, and this is when they can take the position 

of the leader in the industry with differentiation strategies (19). 

H12: The industry identity variable has a mediating role in the 

relationship between brand identity and organization identity and 

has a significant effect on this relationship. 

H13: The strategic group identity variable has a mediating role in 

the relationship between brand identity and organizational identity 

and has a significant impact on this relationship. 

H14: The business maturity variable has a significant moderating 

role in the effect of brand identity on organizational identity. 

H15: The business maturity variable has a significant moderating 

role in the effect of industry identity on organization identity. 

H16: The business maturity variable has a significant moderating 

role in the effect of the strategic group identity on the 

organizational identity. 

In this section, based on the subject literature and explained 

hypotheses, the conceptual model of the research is presented in 

Figure 1. 

 

2. Materials and Methods 

In complex models where the distribution of data is not normal, 

variance-based methods are used to predict the results of 

hypotheses (18). The statistical population included 1,870 

individuals from sales representatives, inoculation centers, and 

veterinarians in Iran. Bartlett's sphericity test was used for 

sampling adequacy, and according to (x2=8233.895, df=495, 

P=0.000) KMO was equal to 0.818, which was higher than the 

value of 0.7, and therefore, the adequacy of the sample was 

confirmed. The obtained model as well as the researcher's 

questionnaire were derived from the qualitative studies conducted 

by the researcher and was tested by quantitative methods based on 

the topic-related literature and field interviews conducted at this 

stage. The questionnaire consisted of 40 items rated on a Likert 

scale. A total of 251 questionnaires were sent, and with a response 

rate of 80%, 201 questionnaires were used in the analysis of 

structural equation modeling, whose structural model is presented 

in Figure 2.  

2.1 Data analysis 

Initially, a homogeneity test was performed, and 0.6 was used as 

the comparison basis (18). The results are presented in Table 1, 

and the indices above the cut-off point were accepted. Reliability 

was checked through three methods. Based on the results of 

reliability data in Table 2, the output model was reliable. 

Cronbach's alpha measured the correlation between questions, 

while composite reliability (CR) assessed the correlation among 

questions in the model structure, and shared reliability gauged the 

correlation in the model. In assessing convergent validity, the 

initial criterion was that the average variance extracted (AVE) 

should be greater than 0.5. The AVE values for all the latent 

variables in the research exceeded 0.5, meeting this criterion. 

According to Fornell and Larcker (1981), AVE > 0.5 meets the 

first criterion of convergent validity for the research model. The 

second condition of convergent validity (i.e., CR>AVE) was also 

confirmed (Table 3). 
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Fig. 1. Theoretical framework: PI: Primary identity; VI: Visual identity, POI: Perceived organizational identity; BC: Brand culture; B-Im; 

brand image; BCI: Brand community identity; BI: Brand identity, In-I: Industry identity; SGI: Strategic group identity, OI: Organizational 

identity; Co-I: Corporate identity, EP: Employee perspective; O-Im: organizational image; OR: Organizational rhetoric. BM; Business 

Maturity 

 

 

Fig. 2. Structural model: PI: Primary identity; VI: Visual identity, POI: Perceived organizational identity; BC: Brand culture; B-Im; brand 

image; BCI: Brand community identity; BI: Brand identity, In-I: Industry identity; SGI: Strategic group identity, OI: Organizational identity; 

Co-I: Corporate identity, EP: Employee perspective; O-Im: organizational image; OR: Organizational rhetoric 
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DQ3 
  

0.838     
 

  

EQ1 
   

0.827    
 

  

EQ2 
   

0.799    
 

  

EQ3 
   

0.795    
 

  

FQ1 
   

 0.83   
 

  

FQ2 
   

 0.85   
 

  

FQ3 
   

 0.74   
 

  

HQ1 
   

  0.789  
 

  

HQ2 
   

  0.803  
 

  

HQ3 
   

  0.81  
 

  

IQ1 
   

   0.67 
 

  

IQ2 
   

   0.868 
 

  

IQ3 
   

   0.689 
 

  

JQ1 
   

    0.794   

JQ2 
   

    0.872   

JQ3        0.845   

MQ1         0.896  

MQ2         0.894  

MQ3         0.65  

OQ1          0.904 

OQ2          0.928 

OQ3          0.827 

 

Table 1. Homogeneity test 

 

Variables CR EVE Alpha 

VI 0.602 0.523 0.679 

P0I 0.764 0.663 0.736 

BC 0.737 0.649 0.729 

B-Im 0.734 0.651 0.733 

BCI 0.756 0.665 0.747 

Co-I 0.724 0.641 0.721 

EP 0.624 0.559 0.656 

O-Im 0.787 0.702 0.786 

In-I 0.83 0.675 0.759 

BGI 0.891 0.787 0.865 

 

Table 2.Examining the reliability of the research 

 

Variable AVE CR 

VI 0.523 0.602 

P0I 0.663 0.764 

BC 0.649 0.737 

B-Im 0.651 0.734 

BCI 0.665 0.756 

Co-I 0.641 0.724 

EP 0.559 0.624 

O-Im 0.702 0.787 

In-I 0.675 0.83 

BGI 0.787 0.891 

 

Table 3. Examining convergent validity (average variance extracted and composite reliability) 

 



Kalvandi et al / Archives of Razi Institute, Vol. 79, No. 3 (2024) 519-528  

 

524 

Divergent validity was assessed using three tests of the cross-

loadings method, the Fornell and Larcker criterion, and a multitrait-

multimethod matrix. In the cross-loadings matrix, as shown in Table 

4, each research question exhibited a correlation with its respective 

variable that was at least 0.1 higher than its correlation with other 

variables, which indicated the appropriateness of the divergent 

validity of the outer models of the research. The results of the 

Fornell and Larker method, as presented in Table 5, showed that a 

variable in the model interacted more with its indicators than with 

other variables, and the root of AVE for each variable was greater 

than the correlation between that variable and other variables. The 

divergent validity between the latent variables of the model was 

confirmed in this test. In the multitrait-multimethod test for 

divergent validity, as shown in Table 6, it is evident from Henseler 

and Ringle's (2015) findings that all variable pairs in the research 

outer model exhibited a Heterotrait-Monotrait Ratio of less than 0.9. 

In general, according to the previous two tests, the validity of the 

research model was confirmed. Through conducting tests to 

confirm convergent and divergent validity, it can be asserted that 

this reflective outer model demonstrates construct validity. The test 

of the rhetorical variables of the organization and the central identity 

of the brand were performed as the formative latent variables in the 

model. The coefficient test works similarly to confirmatory factor 

analysis in formative variables (18). The variables that had a 

significant weight remained. Table 7 demonstrates that the 

formative variables are higher than 0.06. A cross-validated 

communality (CV com) was used to check the quality of the final 

outer model. Three values were compared, including 0.02 as weak, 

0.15 as medium, and 0.35 as strong (18). As presented in Table 8, 

all the main variables of the model exhibited CV com values at a 

very strong level, signifying the very high quality of the outer 

reflective model in the current research The hypotheses of the 

conceptual model were tested based on Path coefficients and 

significance tests, and according to the opinion of  Hair (2014),  

predict the results for the statistical population.. The results of the 

path coefficients test are presented in Table 9. The prediction 

precision of the endogenous latent variables (R2) for the endogenous 

variable of organizational identity was estimated at 0.735, and the 

adjusted R-squared was 0.731. Three values of 0.25, 0.50, and 0.75 

have been introduced as criteria for weak, medium, and strong 

values for the R2 criterion (18). The variables of the model could 

predict the behavior of the organizational identity with a coefficient 

of determination of 0.731 at a close-to-strong level. The cross-

validated redundancy (CV RED) prediction quality test for the 

endogenous variable of organizational identity yielded a value of 

0.391, indicating that the overall quality of the inner model for the 

main endogenous variables ranged from strong to medium-to-high 

levels. In the examination of fit, according to Ringel (2016) who 

matched the researcher's observations in the sample with the 

society's reality, the index values of standardized root mean square 

residual (SRMR) were firstly calculated in the software and then 

compared with the cut-off point of 0.08. The value of the 

SRMR=0.073 index was smaller than the corresponding cut-off 

point, which showed the fit of the overall research model, thus 

revealing the match between the observations and the reality 

(goodness-of-fit=0.593). Considering that the value of the index was 

much higher than 0.36, it can be concluded that the general model of 

the research had a very good fit and could test the hypotheses with a 

precision of up to 97%. 

2.2 Mediation Variables Analysis 

 Based on the variance accounted for (VAF) of 0.997 and using the 

bootstrapping method to match the Mediation analysis algorithm 

(Table 10), it can be concluded that the industry identity variable 

was a strong mediator in the relationship between brand identity and 

organizational identity. Moreover, according to VAF = 0.991, 

strategic group identity was a strong mediator for two brand identity 

and organizational identity variables. 

2.3 Moderating Variables Analysis 

The Moderating variable was mentioned in the hypothesis test, and 

the Moderating variable hypotheses are presented in Table 11 along 

with the results. 

 

3. Results 

The results of the first hypothesis showed that according to studies 

(3), corporate identity affected the success of the organization's 

strategies. According to its minor significance, the long-term 

policies of the Razi Institute have only contributed marginally to 

market development. Based on the findings of the second 

hypothesis, the employees of the Razi Institute have been assessed 

as having a low effect size in meeting their organization's market 

obligations, and the organization has been able to turn the 

capabilities of its employees into a competitive advantage in a low 

effect size. The results of the third hypothesis indicated a gap 

between the organizational image (how the organization is seen) 

and the reflective organizational image (how others see us). Overall, 

the organizational image of the Razi Institute forms a significant 

connection among vaccine purchasers, yet the resulting effect size 

was low. The findings of the fourth hypothesis aligned with 

previous research (16) and confirmed its significance as a variable in 

the model. Nonetheless, the obtained effect size indicated that the 

organization has not effectively portrayed its 100-year history as a 

strength. The results of the fifth hypothesis demonstrated that, as 

perceived by market actors, the efficacy of the vaccine, its effects 

and potential complications after administration, and consistent 

vaccine distribution in the central identity variable significantly 

influenced the brand identity; however, the impact was weak. The 

findings of the sixth hypothesis revealed that the visual identity 

index played a significant role in the model. However, its low effect 

size suggests that the organization currently employs very traditional 

approaches in the design and appearance of its products, and has not 

achieved favorable outcomes in brand identification. The results of 

the seventh hypothesis indicated that highlighting the presence of 

skilled scientists in organizational narratives had a more significant 

influence on brand identity compared to other factors. This was 

demonstrated in the context of the development of the new COVID 

vaccine and scientific speech. The general results of confirming the 

hypothesis were in line with previous research (4, 6) and a study by 

Hay and Brown (2013) which indicated that introducing a new 

product and enhancing the product portfolio helped to strengthen 

Razi Institute's brand identity. 
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VI 

 

POI 

 

BC 

 

B-Im 

 

BCI 

 

Co-I 

 

EP 

 

O-Im 

 

In-I 

 
BGI 

 
B C D E F H I J M O 

BQ1 0.7 0.207 0.417 0.417 0.472 0.332 0.346 0.264 0.413 0.25 

BQ2 0.738 0.55 0.332 0.352 0.463 0.437 0.477 0.396 0.379 0.163 

BQ3 0.681 0.431 0.288 0.347 0.088 0.381 0.133 0.466 0.225 0.27 

CQ1 0.613 0.931 0.432 0.608 0.41 0.591 0.491 0.743 0.46 0.255 

CQ2 0.511 0.809 0.432 0.514 0.338 0.538 0.338 0.565 0.423 0.181 

CQ3 0.465 0.684 0.437 0.467 0.233 0.451 0.334 0.586 0.259 0.165 

DQ1 0.372 0.521 0.833 0.627 0.411 0.517 0.288 0.504 0.55 0.265 

DQ2 0.318 0.273 0.742 0.435 0.552 0.561 0.543 0.355 0.457 0.128 

DQ3 0.483 0.465 0.838 0.616 0.426 0.527 0.507 0.498 0.606 0.298 

EQ1 0.402 0.414 0.597 0.827 0.521 0.519 0.529 0.419 0.633 0.335 

EQ2 0.556 0.495 0.632 0.799 0.689 0.663 0.529 0.485 0.671 0.320 

EQ3 0.296 0.678 0.458 0.795 0.341 0.614 0.544 0.62 0.428 0.146 

FQ1 0.382 0.383 0.564 0.671 0.839 0.531 0.518 0.425 0.683 0.304 

FQ2 0.429 0.261 0.425 0.385 0.857 0.484 0.597 0.454 0.49 0.22 

FQ3 0.401 0.344 0.377 0.499 0.745 0.59 0.558 0.466 0.62 0.117 

HQ1 0.504 0.519 0.563 0.703 0.759 0.789 0.747 0.626 0.813 0.291 

HQ2 0.342 0.482 0.504 0.561 0.332 0.803 0.455 0.432 0.477 0.153 

HQ3 0.445 0.555 0.514 0.518 0.444 0.81 0.581 0.623 0.305 0.022 

IQ1 0.279 0.328 0.212 0.416 0.452 0.435 0.67 0.442 0.3 0.067 

IQ2 0.318 0.479 0.472 0.63 0.523 0.653 0.868 0.657 0.543 0.264 

IQ3 0.444 0.257 0.51 0.414 0.728 0.583 0.689 0.458 0.557 0.155 

JQ1 0.541 0.573 0.553 0.667 0.482 0.601 0.556 0.794 0.658 0.339 

JQ2 0.376 0.699 0.434 0.465 0.437 0.596 0.646 0.872 0.339 0.113 

JQ3 0.412 0.689 0.434 0.443 0.458 0.586 0.567 0.845 0.5 0.263 

MQ1 0.375 0.434 0.624 0.67 0.633 0.572 0.54 0.505 0.896 0.369 

MQ2 0.505 0.459 0.584 0.646 0.721 0.725 0.634 0.598 0.894 0.311 

MQ3 0.275 0.229 0.426 0.421 0.425 0.256 0.339 0.309 0.65 0.514 

OQ1 0.293 0.183 0.31 0.308 0.237 0.107 0.152 0.219 0.457 0.904 

OQ2 0.283 0.281 0.257 0.365 0.279 0.201 0.25 0.291 0.476 0.928 

OQ3 0.272 0.187 0.209 0.193 0.191 0.213 0.199 0.238 0.387 0.827 

 

Table 4.Investigating the divergent validity through cross-factor loadings 

 

Variables 

 

VI 

 

POI 

 

BC 

 

B-Im 

 

BCI 

 

Co-I 

 

EP 

 

O-Im 

 

In-I 

 
BGI 

VI 0.706          

P0I 0.655 0.814         

BC 0.489 0.53 0.806        

B-Im 0.525 0.655 0.701 0.807       

BCI 0.493 0.409 0.568 0.65 0.815      

Co-I 0.545 0.651 0.661 0.746 0.656 0.801     

EP 0.463 0.482 0.546 0.662 0.657 0.655 0.748    

O-Im 0.53 0.78 0.566 0.629 0.548 0.71 0.705 0.838   

In-I 0.484 0.475 0.671 0.72 0.741 0.673 0.636 0.595 0.821  

BGI 0.317 0.25 0.292 0.334 0.27 0.196 0.229 0.284 0.499 0.887 

 

Table 5. Examining divergent validity through the Fornell-Larcker criterion method 
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Variables 

 

VI 

 

POI 

 

BC 

 

B-Im 

 

BCI 

 

Co-I 

 

EP 

 

O-Im 

 

In-I 

 
BGI 

VI           

P0I 0.581          

BC 0.804 0.722         

B-Im 0.857 0.892 0.744        

BCI 0.82 0.539 0.769 0.847       

Co-I 0.891 0.889 0.712 0.713 0.87      

EP 0.833 0.715 0.826 0.689 0.659 0.621     

O-Im 0.847 0.727 0.741 0.827 0.718 0.829 0.717    

In-I 0.755 0.604 0.886 0.739 0.748 0.838 0.899 0.743   

BGI 0.492 0.304 0.36 0.405 0.322 0.251 0.299 0.342 0.695  

 

Table 6. Divergent validity index of HTMT 

 

formative variable T Statistics P Values 

AQ1 -> pI 3.14 0 

AQ2 -> pI 7.115 0 

AQ3 -> pI 3.145 0 

KQ1 -> OR 2.054 0 

KQ2 -> OR 2.222 0 

KQ3 -> OR 4.341 0 

 

Table 7. Significance table of formative variable weights 

 

Variables CV COM 

VI 0.257 

P0I 0.442 

BC 0.404 

B-Im 0.466 

BCI 0.335 

Co-I 0.495 

EP 0.37 

O-Im 0.534 

In-I 0.326 

BGI 0.381 

 

Table 9. Quality of outer model (cross-validated communality) 

 

Hypotheses Path coefficient P VALUE T VALUE Effect size Analysis 

H1 0.81 0.00 36.928 0.047 Significant with a weak effect 

H2 0.739 0.00 19.861 0.034 Significant with a weak effect 

H3 0.837 0.00 31.405 0.261 Significant with medium effect 

H4 0.81 0.00 36.792 0.169 Significant with medium effect 

H5 0.868 0.00 60.63 0.157 Significant with a weak effect 

H6 0.733 0.00 17.385 0.147 Significant with medium effect 

H7 0.851 0.00 95.754 0.116 Significant with a weak effect 

H8 .0768 0.00 31.345 0.004 Significant with a weak effect 

H9 0.853 0.00 60.634 0.051 Significant with a weak effect 

H10 0.827 0.00 51.709 0.031 Significant with a weak effect 

H11 0.83 0.00 23.722 0.076 Significant with a  minor effect 

 

Table 8. Path coefficients and significance tests 

 



Kalvandi et al / Archives of Razi Institute, Vol. 79, No. 3 (2024) 519-528  

 

 

 

527 

 

 

 

 

 

 

 

 

 

The results of the eighth hypothesis demonstrated that brand culture 

had a significant effect on the model, highlighting the importance of 

brand culture, which was consistent with the results of another study 

(13). Foreign brands are preferred over Iranian products in the 

country. The findings of the ninth hypothesis showed that the variable 

of brand image had a significant relationship with brand identity in the 

model, which was in line with the findings of a study (1). However, 

the effect size indicated a weak correlation between the organizational 

image and the brand image. This suggests that the brand image is 

shaped by a distinct environment. The results of the tenth hypothesis 

showed that the brand community identity had a significant 

relationship with the brand identity in the model. The average effect 

size indicated that it played a significant role in strengthening the 

brand. Consistent with the results of another study (5), this research 

discovered that brand production involves a mutually joint 

relationship. The findings of the eleventh hypothesis aligned with 

previous research (3,23) and confirmed its significance as a variable in 

the model. Nevertheless, the weak effect size obtained is since all the 

effects of the previous factors in the hypothesis are effective and each 

of the components can have a negative or positive effect on the 

relationship between the brand and the organization. The components 

of the brand identity including Primary identity (PI), Visual identity 

(VI), Perceived organizational identity (POI), Brand culture (BC), 

brand image (B-Im), and Brand community identity (BCI) were 

examined separately and suggestions were presented for each one. 

When examining the twelfth hypothesis as a mediating variable, the 

Sobel and bootstrapping tests revealed that the industry identity 

variable was a strong mediator in the relationship between the brand 

identity and organizational identity variables. Iran Veterinary 

Organization and the Ministry of Health, as industry organizations, 

define competition boundaries, norms, and requirements. In the 

thirteenth hypothesis, the strategic group variable was a strong but 

inverse mediator in the relationship between the brand identity and 

organizational identity variables. The inverse effect of the mediator 

variable also showed that competitors had played a more active role in 

the market, and the role of Razi Institute was smaller than its  

 

 

 

 

 

 

 

 

 

competitors. When investigating the final three hypotheses (i.e., 14-

16) concerning the moderating role of maturity, the findings suggested 

that business maturity played a moderating role in the relationship 

between the organization and the brand. However, the impact was 

limited, indicating that organizational maturity was perceived as 

lacking by the respondents, leading to a negative effect on the 

relationship. 

4. Discussion 

To create a powerful brand identity, it is highly important to pay 

attention to several components. The first component is the 

organizational identity, which is the origin of any action. To align 

organizational identity with brand identity, it is recommended to 

systematically engage in communication with market stakeholders, 

particularly clinicians and representatives. Emphasis should be placed 

on initiatives, such as regular brainstorming sessions, practical vaccine 

training programs, and reinforcing brand association. This approach 

will foster proximity between the organization and the market, 

providing an opportunity to turn the organizational identity into 

market culture. The second component, competitors, must be taken 

into account as key industry stakeholders. It is essential to conduct 

benchmarking to learn from competitors' packaging techniques to 

enhance the visual identity. It is also important to observe the 

production of polyvalent vaccines distributed by competitors, as well 

as model their pricing strategies, discount offerings, and distribution 

methods. The third component was the industry identity, which 

consisted of two dimensions: technology and institution. By focusing 

on industry-specific technological demands, such as developing 

recombinant vaccines, adopting innovative packaging methods, and 

producing polyvalent vaccines, it is feasible to align with industry 

requirements. Communication with national organizations, such as the 

Iran Veterinary Organization and the Ministry of Health, and 

international organizations, such as World Health Organization and 

World Organization fir Animal Health, is necessary to be 

continuously followed up to inform, align, and influence the rules of 

the game in the industry. The fourth component was the community 

 

 
Path coefficients Result Analysis 

H12 

0.83 

VAF=0/997 Strong Mediation with a strong effect 
a=0.722 

b=066 

H13 

0.83 

VAF=0/997 Strong Mediation with an inverse effect 
a=0.335 

b=-0.067 

 

Table 10. Results of Mediation Variables 

 

 
T Statistics P Values Path coefficients Analysis 

H14 2.091 0.038 - 0.093 significant and negative relationship 

H15 0.564 0.573 0.016 The hypothesis is rejected 

H16 4.223 0 0.241 significant and direct relation 

 

Table 11. Results of Moderating Variables 
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identity of the Razi brand, comprising provincial sales representatives, 

clinicians, and major industrial farms, serving as a crucial pillar for 

sustainability in the industry. Currently, only some provincial 

representatives are active in the development and protection of the 

Razi brand. It is suggested to utilize communication strategies to turn 

passive representatives and clinicians into active ones to strengthen the 

identity of the brand community. 
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