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ARTICLE INFO ABSTRACT
Brand image is one of the most important marketing concepts that increases
Article History consumer perception of the brand through brand citizenship behavior,
Date Received: 12 February 2025 which is behavior beyond the formal roles of the organization. In the present
Date Revised: 7 April 2025 study, the effect of brand citizenship behavior dimensions on brand image
Date Accepted: 3 May 2025 on ATA airline employees was investigated along with the presentation of
Date published: 6 July 2025 a model of this research. The statistical population of this study included

ATA airline employees who were selected as the statistical sample of the
research using simple random sampling method and using Morgan table,

Keywords and the research questionnaire was distributed and collected among 127
Brand citizenship behavior, employees. Lisrel software version 8 and SPSS software version 20 were
Brand image, u_sgd to fanalyze t_he data. The results (_)f the study showed that brand
ATA Airlines. citizenship behavior affects the brand image by 58 percent. Also, the

dimensions of brand citizenship behavior, which include helping behavior,
brand attention, brand enthusiasm, chivalry, brand self-development, brand
development and brand endorsement, each have a positive and direct effect
on the characteristics, benefits and positive attitude towards the brand.
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