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The impact of the brand's visual identity
In enhancing customer value
A field study on clients of the
Telecommunications sector in Syria

Abstract

Studies in the field of customer value are relatively recent studies, as
most of these studies sought to explore the results of the rules of this
marketing structure, trying to embody the great importance of this
strategy as a tool to assist organizations in fortifying their existing
customers and attracting new ones, ensuring their survival and ability to
compete. The current study aimed to test the role of the brand's visual
identity and its impact on the components of customer value according to
the Customer Value Strategy Determinants Model provided by Rust,
namely: benefit value, brand value, relationship value and the role of the
brand's visual identity in each of these wvalues. , in the
telecommunications sector

the role of the brand's visual identity in each of these values. , in the
telecommunications sector. shed light on the concept of the visual
identity of the brand, and draw the attention of organizations to the need
to achieve harmony between the visual identity and the dimensions of
customer value. As for the research sample, a sample of purchasing
customers was selected and it amounted to (200) individuals, and a
questionnaire was distributed to the research sample for the purpose of
verifying the research objectives and reaching To the nature of the
relationship between the variables (independent and variable). The results
of the research indicate that: There is no statistically significant
relationship between the visual identity of the brand and the value of the
benefit in the studied sector, and the visual identity of the brand explains
46% of the variation in the value of the mark. Finally, the visual identity
of the brand explains (59%) of the variation in the value of the
relationship with customers.

Keywords: visual identity , visual identity brand visual identity,
customer value, benefit value, brand value, value of customer relations.
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G . (Tsai, 2011,p:521-534) dabiie Y st Gubal 22y 520 Vsl
Al el o adal iy oLl el 8 Gl ade i
i) e S Ale LIS (a1 Ll Laslid 4358 oo Slad iyl
Seiders, Voss, Grewal and ) isuill alaa¥) Y Jseasll (55831 45 usil
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salasls (i) el 1ol GLaaY) Al (1) a8y Jsaal)

dgsimal) [ A a8 )l | Agiaal) | LV A a8 2l
L5,y Pearson
Pearson

e end) Aoy Adlatal) JlAI | Aadlall Ay puad) 4selly Aklaial) Jalaal

el

0.000 0. Y1 |0.000 0.776" X1
668"

0.000 | 0.654"° Y2 | 0.000 0.792" X2
0.000 | 0.632" Y3 | 0.000 0.881" X3
0.000 | 0.541° Y4 | 0.000 0.821" X4
0.000 | 0.696" Y5
0.000 | 0.771° Y6
0.000 | 0.769" Y7
0.000 | 0.785" Y8

0.01 0.01

Correlation is significant at the | Correlation is significant at the

0.01 level (2-tailed) 0.01 level (2-tailed)

"SPSS 20 ”GAL.IJ..\ C:’tu : JJAAAM
Jssias lan dm iy A axdl pe Jipas JS Tl of Galaal) Jsaall oy oD
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:Cronbach’s Alpha Jalas .2

zsbis Lo day (a4l Gfjlal)l lE Wbl Cronbach’s Alpha (ulia aadiuy
L samsas hlaall Bria e Sldy Gl 1S 1 e oyl Ll (1-0) oo 4lad

o L) Re s gas Rndia (s2e o Cighsll 5 13 LaBa 53 2l uld b

p ) LS il clS g s lig Sl Jales Slial ehaly  Slas) dalail

Al clyrial #Lig Sl Jales (2) 8y Jsaall

Flis S Wl Jalas Gad | s ) ALY sae

sl

0.785 4 X A latl) Al Ay peadl 4y gl
0.672 8 yeMandl daghy dilaial) Jalall
0.771 12 O chle aaa

"SPSS 20 "G.AU).j CjLu . JLAA&\

ol i (2 2all Apilly elgas Ciaidl chlie Jae o Baadl Gladl Jsaall e

Zsbt ¢ Lig S Wl Al of Gum e iy Alaian aia pubiial) Jesd dally

rlpa Bl LAl Ll

Adlall 4y ) Aogd) cp ABde gy pday Jodi ) o J6Y) Ldajdl) jLga
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dadial) daddy A jlatl) dadlall A panl) Liggl) ¢ geu Bl Y Jalaa Cp (3) ?BJ Jgaal)

\Value Asymp. Std. Error® Approx. T° |[Approx. Sig.
|interval by Interval Pearson's R |.334 .021 2.124 .060°
Spearman
|Ordinal by Ordinal 332 .021 4.653 .060°
Correlation
N of Valid Cases 200

'SPSS 20 "zaliy gilis 1 jduadl
dagdy dyylall lall 4y ad) dsell o Bl W) o Galid) Jsaaldl e Jaadls
0. 334/ a5 A 4 Gsnnm LY Jelas of Cim Capraa Lalii)) xdial)
Lisgd) O A jasn ABe agag atay ¢ ALY Luzjdll Jii : 1aY) Luajdll LA

cugpall g Ul 3 Aadiall dady 4yl Adlall 4 puad)

Al & ) Asgl) (o ABNe apag aday Jsi AN Apca AY Lgal
Aaad) dagdy 4 jlal)
2 (4) &) Jsaall 8 LS il el sy Aal) )l person Jalas ¢lja) o

Aadlal) daghy 4l Aadlall & pasll dggd) (o Ggmau BLEN) Jalaa (i 1(4) o8 Jg2ad)

Value Asymp. Std. Error®  |Approx. T Approx.
Sig.

Interval byPearson's

.681 .006 4.442 .000°
Interval R
[Ordinal bySpearman

.682 .035 3.122 .000°
Ordinal Correlation
N of Valid Cases 200

"SPSS 20 "G.A\.'\_)g C:’tu ZJ.J...A.AJ\
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dagdy Ayl dlall 4y mdl) dysell s L) o Galad) Jsaadl (e Jaadls

0. 681/ a5 digman 4iad (ysmnyn BN dalae (f Can Lo i ol Al

o LS ilS iy o) JlaaV) st SLaa) alyal 3 il dppase oLl

:Jgaall

L) Al j)aad) la (5) o) dssn

IModeI |R R Square Adjusted R [Std. Error of the Estimate
Square
1 .681 463 391 .886
Faladialy Jlaai¥) zisal 535 JUEA) (6) by Jgaa
Model Sum of Squares Df Mean Square F Sig.
1 Regression 12.008 1 12.008 27.167 | .000b
Residual 87.516 198 442
Total 99.524 199

Adlal) Aad B 4 lacl) Aadall 4 pead) Ayged) i (7) B Jgaa

Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 1.772 213 8.319 .000
A panl) 4l
723 .041 .681 17.634 .000
A ladl) dadlall

'SPSS 20 "zaliy gilii @ juaall
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Aasell e yudy Cum ((gsine JLEAYE Ml 0.05 (e Ji 25 0.000 sl
- (Al Dl dad) lall y il (b e %47 dpladll Ladlall Ay ial
(7) Jsandl e Cam Y=a+bxX Lpwdl Jaall jlaaiy) dsles S5 Liad (S
e il sy (LlasV) las Jae ) JlasiV) Jalas ey 1.772 505 culill of aas
N33y 4y ¢ Aplaall Akally Al Aoy 5l Sy 4l imay 0.723 ) aial)
O gl ¢ aals dayy Aplaall Aadlall dgpuall dysell dad s Jla 4723 ldia
el sl 8 ol a il ol gan Apladll Adlall dyyaall dgell e 0Ly

tAlaleal) muai

Ll Adlall 4 padl) Liggll 0.723 +1.772 = Ay jlasl) Adlal) dasd

doggd O A aga ABe agag @ ALIEN dida il Juds (A A Al Al DA
Al Adlal) dady A jladl) Aaall & pald)

Al 4 padl) Aygell cp ABMe agag ada J o5 ) AN s 8l Ll

Al Loy 4y el
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\VValue Asymp. Std. Error®  |Approx. T° [Approx.
Sig.

Interval byPearson's

.768 .001 5.241 .000°
Interval R
|Ordinal bySpearman

167 .042 4.312 .000°
Ordinal Correlation
N of Valid Cases 200

'SPSS 20 "zl geilis 1 jaadll
Aagdy dyylactl) Adall Ay yadd) Ayl G Bl W1 o o) Jgaall (e Jaadls
0. 768/ a5 diman aiad Gsupm BLEN) Julra o Cua (558 L)) AL

o LS ilS ililly Do) JlasiV) Judss SLaa) elyal 3 il dppase oLl

:d;d;j\
Lol dd) jlaaiy) st (9) a8 Jgaa
IModeI IR R Square  |Adjusted R|Std. Error of the Estimate

Square

1 768 .589 .583 531
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Model Sum of Squares Df Mean Square F Sig.
Regression 11.536 1 11.536 961.333 | .000b
Residual 2.396 198 012
Total 13.932 199
ABal) Aad B 4 lasl) Adlall 4 puad) Ayged) LG (11) A8 Jgaa
Model Unstandardized] Standardized T Sig.
Coefficients Coefficients|
B Std. Error Beta
(Constant)l  0.453 113 4.008 .000
dlall 4 ya) 4 g
) 778 .057 768 13.649 .000
Ll

A A i Aglal) Aadlall Agpaad) Aysell o Bilaad) Jsandl e Jaadls
Gslasd Aysinall Aad () BadU Fladl) aladiuly jlaadl) g 3sai sasa Al aieg
Apsell Haiie yady G (gsine LAVl Ll 0.05 G J81 25 0.000
Lol Sy (A dad) il i) (s (e %59 Aplall Ladlall 4y
o a3 (11) dsaall (e im Y=a+bX Loyl dadd) jlasiy) dalee (€0
el Ly il o3l (LlaaV) lad Jae ) LlasiV) Jales dady 2453 s il
e Jla 778 ey ol adly ¢ A day sl (S 4l imey 0.778 2ol
Ayl dysell 5508l of ol ¢ Banly Ay Al Aadlall dyyuall dyell dad

laleall oy il i) 8 a5 Al S gan Aplaall Aadlall
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