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Abstract

Purpose: In recent years, finding out about the reputation of the brand has been one of the important concerns of bank
managers and policy makers, and from the point of view of the marketing managers of these units, it has been raised as
an issue. If banks can be active in this field, they will be able to influence the customet's trust, their level of satisfaction
and their loyalty.

Methodology: The current research aims to investigate the appropriate model of brand reputation development with
the approach of research synthesis and content analysis and model validation using PLS in Sepeh Bank Group in order
to increase and improve the brand reputation of Sepeh Bank.

Findings: The present study secks to examine the appropriate model of brand reputation development with the
approach of research synthesis and content analysis, and to confirm the model using PLS in Sepeh Bank, in order to
increase and improve Sepeh Bank's current account brand reputation. It was found that brand reputation is influenced
by brand quality, customer satisfaction, brand evaluation and customer satisfaction, and all of them lead to brand loyalty.

Originality/Value: In this article, the factors affecting brand reputation wete explained step by step using research
synthesis and thematic analysis, and then the final model was confirmed using the opinion of experts, and finally the
validation of the model was done.
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Figure 1- The process of reaching the basics of research.
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Figure 2- Searching and selecting texts.
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Table 1- Factors affecting brand reputation extracted from texts.
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Table 2- Specifications of the questionnaire used in the research.
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Figure 3- Conceptual model of research in p mode.
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Table 3- Direct effects of independent variables on dependent variables.
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Table 3- Continued.
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