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Abstract

Objective: Brand-oriented leadership is considered a
type of internal branding and its purpose is to promote
the brand within the organization and from the
employees. The current research was carried out with
the aim of explaining and analyzing the brand-oriented
leadership in industrial organizations using the Q
approach.

Methodology: This research is classified as a mixed
research in terms of practical purpose and in terms of
nature and method. The statistical population of the
research is made up of managers of industrial
organizations, 19 people were selected as a statistical
sample using the purposeful sampling method and
based on the principle of theoretical adequacy.
According to the research approach in the qualitative
part, first with 19 interviews, the space of discourse was
obtained, and by using their views and opinions,
samples, cue options, and finally, a set of cues were
obtained. Then, in the quantitative part of the research,
using Spss21, the data obtained from the qualitative part
were analyzed and examined.

Findings: The findings of the research show that
promoting  positive  attitude, promoting  brand
citizenship  behavior, brand adherence, positive
portrayal of the brand, inducing emotional attachment
to the brand, strengthening internal branding and
transferring brand identity are eight mental patterns of
managers in line with brand-oriented leadership in the
organization. They are industrial.

Conclusion: By communicating the brand identity to
the employees, brand-oriented leaders will lay the
groundwork for internal and external branding. In fact,
by making the organization's brand image look positive
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the customers in dealing with the boss.Keywords: and also making it attractive, they first attract the
brand, brand-oriented leadership, industrial support and support of the main stakeholders of the
organizations, Q approach. organization, i.e. the employees, regarding the brand,

and the employees respond well to the expectations of
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