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rand personality in regard to students¢ .. ] Sl e 5 L i
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Social Sciences of University of il S ey L (5 WVe)  fage
Mazandaran (N=307). Having ~used® =" &= %= om0 & L= oEIR
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attempted to determine the statisticﬁ~ T S els faet ool
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types. The research method was® br Seasd ((Jsadller 5 Olxs Loy
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research components of  brand?™ 2" o7 T G e o
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choosing the Univssity of Mazandara
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