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 چکیسٌ

بض طیسبث یثطضؾ كیسحم ٗيا ؿبٖ اٍ٘ ثط٘س ثط زفبع اظ ثط٘س ثب ٘مف  یا٘
 یٍ٘طـ ٘ؿجز ثٝ فبنّٝ ٌصاض یٍّطيػكك ثط٘س ثب ٘مف سؼس یب٘دیٔ

ثبقس. ايٗ دػٚٞف، اظ ٘ظط ٞسف، اظ ٘ٛع سحمیمبر وبضثطزی  یٔ یاخشٕبػ
ايٗ سحمیك اظ ٔیبٖ سحمیمبر دیٕبيكی ثٝ قیٜٛ ٔمُؼی ا٘دبْ  ٚ اؾز

ٞبی حبنُ اظ  اؾز.زضدػٚٞف حبيط ثٝ ٔٙظٛضسدعيٝ ٚسحّیُ زازٌٜطزيسٜ 
ٚ اظ  SPSS.V24افعاض آٔبضی  دطؾكٙبٔٝ، ٔشٙبؾت ثب ٘یبظ آٔبضی اظ ٘طْ

زض لبِت زٚ ثرف آٔبضسٛنیفی ٚ  pls.V3 یافعاض ٔؼبزلار ؾبذشبض ٘طْ
ٚ چٙسٌب٘ٝ اؾشفبزٜ ٌطزيسٜ اؾز. خبٔؼٝ  یذُ ٖٛیضٌطؾ راؾشٙجبَی ثهٛض

زض  وبلا یديز بٖيدػٚٞف ٔكشط ٗيا یقبُٔ خبٔؼٝ آٔبضٔبضی دػٚٞف  آ
قٕبضـ اؾز . ثط اؾبؼ فطَٔٛ  طلبثُیوٝ غ  ثبقٙس یقٟط سٟطاٖ ٔ

 ی٘فط ثٝ ػٙٛاٖ ٕ٘ٛ٘ٝ آٔبض 384% ، سؼساز 95 ٙبٖیوٛوطاٖ زض ؾُح إَ
 حيثبقس.٘شب یؾبزٜ ٔ یثٝ نٛضر سهبزف یطیا٘شربة قسٜ ا٘سٚ ٕ٘ٛ٘ٝ ٌ

ؿبٖ اٍ٘  یب٘دیثط٘س ثط زفبع اظ ثط٘س ثب ٘مف ٔ یبضدػٚٞف ٘كبٖ زاز وٝ ا٘
ؿبٖ اٍ٘بض140/0ػكك ثط٘س ) ؿبٖ 148/0ثط٘س ثط زفبع اظ ثط٘س ) ی( ا٘ ( ا٘

( زض 290/0( ػكك ثط٘س ثط زفبع اظ ثط٘س )483/0ثط٘س ثط ػكك ثط٘س ) یاٍ٘بض
ٔؼٙبزاض زاضز ٚ  طیزض قٟط سٟطاٖ سبث چيا ؾٗٔحهٛلار  بٖئكشط بٖیٔ

 یا٘ؿبٖ اٍ٘بض طیزض سبث یاخشٕبػ ینّٝ ٌصاضٍ٘طـ ٘ؿجز ثٝ فب ٗیٕٞچٙ
زض  یاخشٕبػ ی( ٍ٘طـ ٘ؿجز ثٝ فبنّٝ ٌصاض125/0ثط٘س ثط زفبع اظ ثط٘س)

ؿبٖ اٍ٘بض طیسبث ( ٍ٘طـ ٘ؿجز ثٝ فبنّٝ 140/0ثط٘س ثط ػكك ثط٘س) یا٘
 بٖی( زض 02/0ٔثط زفبع اظ ثط٘س) ثط٘سػكك  طیزض سبث یاخشٕبػ یٌصاض

 زاضز. ٍّطيط سٟطاٖ ٘مف سؼسزض قٟ چئحهٛلار ؾٗ ا بٖئكشط

بض ،یٍ٘طـ ٘ؿجز ثٝ فبنّٝ ٌصاض :َای کلیسی ياصٌ ؿبٖ اٍ٘ ، ثط٘س یا٘

 ػكك ثط٘س، زفبع اظ ثط٘س

 

 

 

Abstract 
 
This research examines the effect of brand 
anthropomorphism on brand defense with the mediating 
role of brand love and the moderating role of attitude 
towards social distancing. This research, in terms of its 
purpose, is of the type of applied research, and this 
research was conducted in a cross-sectional way among 
survey research. In this research, in order to analyze the 
data obtained from the questionnaire, in accordance 

with the statistical needs of the SPSS V24 statistical 
software and the equations software. pls.V3 structure 
has been used in the form of descriptive and inferential 
statistics in the form of linear and multiple regression. 
The statistical population of this research includes the 
digital goods customers in Tehran, which cannot be 
counted. Based on Cochran's formula at a confidence 
level of 95%, 384 people were selected as a statistical 

sample using simple random sampling. The results of 
the research showed that brand anthropomorphism has a 
significant effect on brand defense with the mediating 
role of brand love (0.140 ) brand anthropomorphism on 
brand defense (0.148), brand anthropomorphism on 
brand love (0.483), brand love on brand defense (0.290) 
has a significant effect among the customers of Senh 
products in Tehran, and also the attitude Regarding 

social distancing in the effect of brand 
anthropomorphism on brand defense (0.125) Attitude 
toward social distancing in the effect of brand 
anthropomorphism on brand love (0.140) Attitude 
toward social distancing in the effect of brand love on 
defense From the brand (0.02) it has a moderating role 
among the customers of Sun H products in Tehran. 

Keywords:Attitude towards distancing, brand 

anthropomorphism, brand defense, brand love 
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