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Abstract

This study aims to design and validate a context-specific conceptual model explaining the global branding process of Iranian high-
technology-based products. This research adopted a mixed-methods exploratory sequential design; in the qualitative phase, data were
collected through 20 semi-structured interviews with academic experts, managers of knowledge-based firms, and technology export
specialists and analyzed using grounded theory coding procedures, while in the quantitative phase, the extracted model was validated
through a researcher-developed questionnaire administered to 552 managers and experts and analyzed using Structural Equation Modeling.
Structural model results indicated that causal conditions significantly influence global branding (3=0.554), global branding has a significant
effect on global branding strategies (3=0.463), contextual conditions ($=0.309) and intervening conditions (=0.302) significantly affect
branding strategies, and global branding strategies significantly explain branding outcomes including economic, social, political, and
marketing consequences (3=0.666). The validated model demonstrates that successful global branding of Iranian high-tech products
depends on the strategic alignment of national resources, organizational capacities, target market regulations, and integrated marketing
and governance strategies, offering a practical roadmap for knowledge-based firms and policymakers.
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1 - Goodness Of Fit Statistics
2 - Measurement Model

3 - Chi-Square/ Degrees Of Freedom

4 - Comparative Fit Index (CFI)

5-SRMR

6 - Root Mean Square Error Of Approximation (RMSEA)
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Extended Abstract

Introduction

In the contemporary global economy, branding has evolved from a peripheral marketing function into a
strategic mechanism that shapes firms’ competitive positioning, legitimacy, and long-term sustainability in
international markets. Global branding, in particular, enables firms to communicate consistent value
propositions across borders while managing cultural, institutional, and technological differences among target
markets. This strategic importance becomes more pronounced in the context of high-technology products,
where perceived risk, technical complexity, and rapid innovation cycles significantly influence consumer
decision-making and market acceptance (Steenkamp, 2020; Truong et al., 2016). For such products, branding
operates not merely as a symbolic identifier but as a signal of quality, credibility, and innovative capability
(Keller, 2016; Kotler & Keller, 2016).

High-technology products are characterized by short life cycles, intensive research and development
requirements, and high levels of uncertainty from the consumer’s perspective. As a result, brand equity plays
a crucial role in reducing perceived risk and facilitating adoption, especially in international markets where
consumers may lack direct experience with the producer or the country of origin (Truong et al., 2016). Prior
studies indicate that strong brand awareness and positive customer experience significantly enhance brand
loyalty in technologically driven markets (Zhao et al., 2017). Consequently, firms operating in this domain
must adopt branding strategies that integrate technological excellence with coherent global narratives.

Recent developments in digital marketing and artificial intelligence have further transformed global branding
practices. Al-driven personalization, predictive analytics, and data-based trust mechanisms have enabled firms

to design more adaptive and customer-centric branding strategies (Isha & Isaacs, 2025; Jaiswal, 2025;



Sundari et al., 2025). At the same time, concerns regarding data privacy and digital trust have emerged as
critical mediating factors influencing consumer responses to digital branding initiatives (Said, 2025). These
dynamics highlight the necessity of aligning technological capabilities with ethical and regulatory
considerations in global branding efforts.

Social media and integrated marketing communications also play a central role in shaping brand reputation
and electronic word-of-mouth in global markets. Empirical evidence suggests that social media influence and
online brand communities significantly affect purchase decisions through enhanced brand reputation and
customer engagement (Juaton et al., 2025; Simamora, 2025). Moreover, customer participation in brand
value co-creation has been identified as a key driver of brand strength, particularly in emerging markets where
relational and experiential dimensions of branding are highly salient (Khademi et al., 2021; Shaikh &
Gummerum, 2025).

Another critical factor in global branding is the image of the country of origin. Studies demonstrate that country
image substantially influences perceived value and purchase intention, especially for high-tech and luxury
products (Vijaranakorn & Shannon, 2017). Firms originating from emerging economies often face the
challenge of overcoming unfavorable or ambiguous country-of-origin perceptions, which necessitates strategic
emphasis on quality signaling, compliance with international standards, and the construction of compelling
global brand narratives (Steenkamp, 2020). This issue is particularly relevant for Iranian high-technology
firms seeking to expand into global markets.

Despite Iran’s considerable human capital and technological potential, Iranian high-tech brands have achieved
limited success at the global level. Previous research points to deficiencies in international marketing agility,
organizational readiness, and coherent branding strategies as major barriers to global expansion (Khodami et
al., 2025). Additionally, insufficient integration of digital marketing tools and network-based marketing
approaches has constrained the international visibility of Iranian technology-based firms (Ismail et al., 2025;
Othman & Maarek, 2025).

From a methodological perspective, the development of robust conceptual models for global branding requires
the integration of qualitative insights and quantitative validation. Methodological studies emphasize the value
of exploratory and confirmatory factor analysis in identifying and validating complex latent constructs in
marketing research (Hidayat et al., 2018; Lloret et al., 2017; Sim et al., 2021). Mixed-methods designs are
particularly effective in capturing the multifaceted nature of branding phenomena, which encompass strategic,
organizational, and perceptual dimensions.

Recent literature on digital and luxury branding underscores the importance of strategic coherence across
digital channels and customer touchpoints in building strong global brands (Nunabee, 2025; Tam & Lung,
2025). Collectively, these studies reveal a persistent gap in the literature regarding comprehensive, context-
specific models that explain global branding processes for high-technology products in emerging economies.

Addressing this gap is essential for advancing both theory and practice in international branding.



Methods and Materials

This study employed a mixed-methods exploratory sequential design. In the qualitative phase, semi-structured
interviews were conducted with experts from academia, managers of knowledge-based companies, and
specialists in high-technology exports. The interviews were analyzed using grounded theory coding
procedures, including open, axial, and selective coding, to identify key categories and relationships relevant to
global branding.

Based on the qualitative findings, a conceptual model was developed and operationalized into a structured
questionnaire. In the quantitative phase, data were collected from a sample of managers and experts working
in Iranian high-technology and knowledge-based firms. The questionnaire items were designed to measure
causal conditions, contextual conditions, intervening conditions, branding strategies, and branding outcomes.
Data analysis was conducted using exploratory factor analysis to refine measurement items and confirmatory
factor analysis to validate the measurement model. Structural equation modeling was then applied to test the
hypothesized relationships among the constructs and to assess the overall fit of the conceptual model.
Findings

The results of the exploratory factor analysis supported the multidimensional structure of the proposed model,
with all retained items exhibiting satisfactory factor loadings and communalities. Confirmatory factor analysis
indicated strong construct validity and reliability across all latent variables, as reflected in acceptable fit indices
and internal consistency measures.

Structural equation modeling revealed that causal conditions exerted a positive and statistically significant
effect on global branding. Global branding, in turn, significantly influenced the formulation of global branding
strategies. Both contextual conditions and intervening conditions demonstrated significant positive effects on
branding strategies, indicating their critical role in shaping strategic decisions.

Furthermore, global branding strategies showed a strong and significant impact on branding outcomes,
including economic, social, political, and marketing-related results. The model explained a substantial
proportion of variance in branding strategies and outcomes, confirming its explanatory power and robustness.

Discussion and Conclusion

The findings of this study provide empirical support for a comprehensive, process-oriented understanding of
global branding in the context of high-technology products. The validated model demonstrates that successful
global branding is not an isolated marketing activity but the outcome of an integrated system involving
organizational capabilities, environmental conditions, strategic choices, and multidimensional outcomes.

The results highlight the importance of aligning internal resources with external market requirements and
regulatory frameworks when designing global branding strategies. The strong relationship between branding
strategies and outcomes underscores the strategic value of branding as a driver of both firm-level performance

and broader socio-economic impacts.



By adopting a mixed-methods approach, this study contributes to the literature by offering a context-sensitive
and empirically validated model that captures the complexity of global branding for high-technology products
in an emerging economy. The model provides a structured framework that can guide both scholars and
practitioners in understanding and managing the challenges of global branding in technologically intensive
industries.

Overall, the study concludes that global branding success in high-technology sectors depends on strategic
coherence, organizational readiness, and the effective integration of branding into broader governance and

market engagement processes.
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