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ABSTRACT  
There is a variety of perspectives on branding. Some market experts believe that geographical factors are 

among the success factors of branding strategies and brand building. The present study aimed to 

investigate the fact that unique circumstances prevail on any particular region, and these circumstances 

affect priorities, tastes and finally preferences of a particular brand. In other words, this study examined 

the effect of geographical factors on branding. The descriptive-co relational analysis method was applied. 

The population included all suppliers of consumer goods. For practical purposes, a sample of 375 

suppliers was randomly selected. To analyze the data, statistical tests including Pearson correlation and 

Structural Equation Modeling (SEM) were carried out. Results showed that there are significant 

relationships between the research variables.  
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INTRODUCTION  
International companies are now considering the global arena to be market in connection with marketing 

the brands being standardized in line with the geographical supply locations. This subject has been 

polarized in academic and commercial perspectives, especially with the effect of the European single 

market, and the opening of Eastern Europe.  

In this regard, most perspectives have been examined by a list of side effects and not the major 

geographical factors. Regarding the developments of the definitions of branding, the issue can be 

explored in various aspects.  

The present study is to examine the effect of geographical factors on branding and apply the results to 

marketing and branding of companies producing consumer goods.  

Theoretical Framework  
Geographic Factors  

On a large scale, the effects of a region is among the geographical factors that human beings are always 

exposed to on land, at sea or in the plains and mountains, within primitive or civilized societies. Climate 

determines the residence of human, type of agricultural plants, housing, clothing and pests and diseases 

that must be fought (Whithback, 2014).  

Regional effects have been studied in relation to other geographical factors such as agricultural factors. 

Agriculture refers to the main activity based on farming, horticulture, animal husbandry and related 

affairs.  

Accordingly, agriculture encompasses a set of economic activities aimed at the range of food needs of 

society and production of raw materials for other sectors of the industry (Hosseini, 2001).  

Geographical factors listed above can have a significant effect on consumer tastes. Obviously, a change in 

regional factors entails a change in consumers' moods and tastes leading to consumption of different 

product (Novenkova & Kalenskaya, 2015). In the following, the concepts of strategy and branding are 

introduced in detail.  

Strategy  
The strategic quality usually refers to a balanced profile of each organization in relation to the 

environment and if organizations are studied in relation to the environment and with a systemic approach, 

it will be revealed that and knowledge about the environment and analysis of the variables thereof, are the 
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most fundamental missions of strategic management. Today, organizations need to understand the 

changing environment and pay attention to environmental issues to continue their activities to and this 

will not be possible unless implementing strategic management and thinking. Organizations are systems 

in which both constituents and whole are targeted and these have unique circumstances. Among the 

circumstances are attention to interests, goals, desires of those who are part of the system, larger systems 

that contain the organization, such as the community and other systems and those that are components of 

the very inclusive system (Eikat, 2005).  

Branding  
Early definitions of branding only focused on the development of marks, emblems and slogans and were 

mostly product-oriented. Today, there is general consensus among experts that a brand is so far beyond a 

name or a slogan that could be considered to be a set of physical, functional and psycho-social 

characteristics, beliefs and values associated with a given product or service. Branding refers to building 

and creating a distinct product or service. It is a key function in marketing, which involves definitions far 

more than marking a product.  

Trademarks play various key roles in addressing product design, customer relations and marketing 

communication.  

Today, most interpretations of branding focus on value-added and relations between the user and the 

trademark more objectively; address the addition of a higher level of emotional meaning of a product or 

service and enhance its value for customers (Mudambi, 2002).  

Advantages of Global Brands  

There are many benefits for companies that use global brands. Three of them are as follows:  

External demand  

International Customers  

Saving 

External demand is an important element of the global brand. Sales in a geographical area, creates 

demand in another area facilitating the recognition of the brand in other geographical areas. What people 

buy in a geographical region is the same product purchased in other countries. They receive information 

on a new item through news, television and magazines. To attract external demand, the brand should be 

the same everywhere and therefore the global brand is preferred over the local one (Novenkova & 

Kalenskaya, 2015).  

The second advantage of the global brand is to attract global customers, in that that people who travel to 

different parts of the world for trading or tourism are encountered with products with global brands in 

airports stores, such as cosmetics and cameras, goods that can be found in most places (Ahmadi et al., 

2008).  

The other advantage is the saving in that logo unification decreases the costs associated with packaging so 

that production costs are divided per more units of goods. It also entails a discount on the use of global 

media and reduces distribution costs.  

Another approach, which is under examination in this study, is the effect of geographical factors on 

branding. Brands could be designed based on pertinent geographical factors; and specific brands could be 

selected in every specific geographical area (e.g. Tide, Cher and Vizier).  

In case of problems, this helps easy withdrawal in order for a fresh entrance to the market with a new 

brand for another.  

About 10% of brands could be considered global. The study by Acnielsen (2001) revealed that there are 

only 43 global brands among the packaged products purchased by customers. 

Research Hypotheses  
Based on the above, the research hypotheses are as follows:  

H0: Geographical factors do not have a significant effect on branding strategy.  

H1: Geographical factors have a significant effect on branding strategy.  

Research Conceptual Model  
According to the hypotheses, the conceptual model is as follows: 
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Figure 1: The Research Conceptual Model 

 

MATERIAL AND METHODS 

Methods 

Population and Sampling  

This study examines the effect of geographical factors on branding strategy. In terms of the objectives, the 

research is considered an applied research study and in terms of the analysis method, it is descriptive of 

the co relational type.  

Hence, activists of distribution of consumer goods were studied as the population. Since the number of 

these individuals was out of the practical scope of the present study, the sample size was calculated 

through Cochran's formula.  

To determine the sample size in the population, Equation 1 was used.  

 
Where  

p: Estimate of variable quality ratio, (p = 0.5) 

Z: Unit normal variable value, corresponding to 95% confidence level, (1.96=z )  

: Allowable error value, (0.05)  

N: population size 

P-value is considered 0.5; since if P = 0.5, n could be maximized. This causes the sample to be 

sufficiently large (Momeni, 2001).  

Therefore, the sample size of the study is as follows: N = 384 

Thus, 384 questionnaire forms were distributed among the distributors of consumer goods. However, 375 

forms were returned. The questionnaire consisted of 23 items (geographical factors=15 items; and 

branding strategy=8 items). All items were measures based on a 5-point Likert scale.  

 

RESULTS AND DISCISSION 
In general, the data collection method could be divided into two categories including library and field 

methods. To review the research literature and background, the library method including reviewing s 

books, articles, pertinent research encompassing the variables under examination, as well as Internet 

database have been used. During the implementation phase, to achieve the required data of the 

respondents, the survey method was used.  

The questionnaire was developed by the researcher. The construct validity was analyzed using 

Confirmatory Factor Analysis with Smart PLS. The reliability was checked using Cronbach's alpha 

coefficient with SPSS v. 19. The coefficients for items related to the components of emotional relation, 

purchase intent, personality, and the overall questionnaire were 90%, 84.3%, 79.9% and 86.7% 

respectively.  

 

Geographical 

Factors 

 

Branding 

Strategy 

H1 
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Since all the coefficients were above the average reliability of 70%, the questionnaire had a good 

reliability. Confirmatory factor analysis was used to analyze the construct validity. SEM was used to 

verify the main research hypotheses.  

To test the hypotheses and to determine the effect of the latent variables, SEM was used with Smart PLS. 

First, Confirmatory Factor Analysis was used to examine the fitness of the measurement models, and then 

Path Analysis was used to assess the significance of the relationship between the variables and the model.  

Confirmatory Factor Analysis and Fitness of the Models  

Before entering the stage of testing the hypotheses as well as the conceptual model, it is necessary to 

ensure the accuracy of the measurement models. This is carried out through Confirmatory Factor 

Analysis, which is one of the old and valid scientific methods to measure the construct validity. It 

examines the relationship between a set of indices and factors and estimates factor loading. In fact, in this 

type of analysis the relationship between the latent variables (results) and observed variables (items or 

index) is examined.  

Factor loading represents the correlation of the factor with the index; as a result, its interpretation is 

consistent with the interpretation of the correlation coefficient.  

Confirmatory factor analysis checks whether data fits the pre-experimental severely limited structure that 

meet the resemblance conditions. Confirmation or rejection of significant factor loadings is carried out 

according to T-value.  

If this value is smaller than -1.96 and larger than 1.96, the relationship is confirmed.  

Results of Construct Validity of Indices Related To Main Factors of the Research Model  

The results of Confirmatory Factor Analysis of the indices related to three factors showed that all factor 

loadings and indices such as T and R2 statistics were at an acceptable level. All items related to three 

factors had factor loadings higher than 0.5 (Schumacher, 2009; Houman, 2011), i.e. the value of factor 

loading for all the items is acceptable.  

In addition, T-value was higher than 1.96 for all the items, i.e. all the relationships between each factor 

and the pertinent index was significant. The fitness indices of the measurement models related to all 

components indicated the appropriateness of the measurement models for relevant factors.  

 

Table 1: Results of Pearson Correlation 

 Banding Geo 

Banding 

Pearson Correlation 1 .926** 

Sig. (2-tailed)  .000 

N 375 375 

Geo 

Pearson Correlation .926** 1 

Sig. (2-tailed) .000  

N 375 375 

**Correlation is significant at the 0.01 level (2-tailed). 

 

Before discussing the fitted model, Pearson correlation coefficients were used for regression analysis in 

order to test the research hypotheses. The results of the regression analysis are presented in Table 1.  

According to the results of the Pearson correlation coefficient, H0 is rejected and H1 is confirmed at the 

99% level.  

Results of Path Analysis and Causal Relationships between Main Research Variables  
To determine the appropriateness of the Path Analysis model, fitness indices, were used. The results show 

that the Path Analysis model is very appropriate.  
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Figure 2: The Algorithm of the Model 

 

The results of the latent variables presented in Figure 2 show that the magnitude of the effect of 

geographical factors on branding is 0.94, which is above 0.3, indicating significance of this effect.  

 

 
Figure 3: The Significance of the Model (Bt) 

 

According to Figure 3, the calculation of the significant numbers shows that the causal relationships 

between geographical factors and branding are significant. Given the significance of this path, it could be 

argued that the relationship of geographical factors and branding (t = 109.70) is direct, positive and 

significant.  

Discussion  
In this study, the relationship of geographical factors and branding were discussed. The results of the 

research hypothesis showed that geographical factors change branding strategies adopted in consumer 

goods branding (given the factor loadings value of 0.94, and correlation coefficient of 0.92). As a result, 
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H1 was confirmed with a significant value of t=109.70 at the 99% confidence level. Accordingly, it could 

be concluded that the main hypothesis of the research, the effect of geographical factors on branding, is 

confirmed.  
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