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Abstract

The present research was conducted with the aim of explaining the effect of brand
coolness on brand happiness, loyalty and E-WOM through the mediating role of
masstige brand value, and it is a type of applied research. In this research, in order to
obtain the correct data from the survey of the statistical sample, first a questionnaire
was designed and distributed to the experts, to select a brand from among the different
mobile phone brands as the masstige brand be identified and established. The
statistical population of this research is the users of Samsung mobile phones. Number
of samples was estimated at 384 people based on Morgan's table for the unlimited
population, and for more certainty, 443 answers collected as a sample from the
relevant population were examined. The sampling method is Convenience Sampling
method and the research tool is a standard questionnaire. The research hypotheses
were also tested through factor analysis and SmartPLS4 software. Based on the
hypotheses test, the effect of brand coolness on brand love is positive and significant.
the effect of brand love on masstige brand value is also positive and significant.
masstige brand value also has a positive and significant effect on brand happiness,
brand loyalty and electronic word of mouth (E-WOM). The effect of brand happiness
on brand loyalty and the effect of brand loyalty on E-WOM is also positive and
significant. Finally, brand coolness has a positive and significant effect on brand
happiness, brand loyalty and E-WOM both directly and indirectly through the
mediating role of masstige brand value. According to the results, marketers, sellers
and activists of the mobile phone industry must by relying on the characteristics of
coolness and masstige brand and continuous innovations, try to strengthen their
competitive advantages over others and gain customers satisfaction and loyalty.
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