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Abstract

Objective: Consumers' attitude towards advertising plays a key role in influencing
the dimensions of brand equity. Considering the ever-increasing competition
between companies and the challenge of attracting new customers and keeping
current customers, companies should seek to improve customers' attitudes and
reduce their doubts about advertisements. In this regard, persuasive knowledge
management has a significant role in achieving this goal. Therefore, the present
research was carried out with the aim of identifying the programs and consequences
of persuasive knowledge management with the method of fuzzy cognitive mapping.
Methodology: The present research is an exploratory research in terms of practical
purpose in terms of gathering information. Also, this research is a mixed type of
research based on qualitative and quantitative research. The statistical population of
the research in the qualitative part is the experts and customers of the cosmetics
industry, 30 of whom were selected using purposeful sampling and based on the
principle of theoretical saturation. Also, the statistical population of the research in
the quantitative part is the customers of the cosmetic and health industry, and due to
the unlimited population, 384 of them were selected using Cochran's formula and
available sampling method. The data collection tool in the qualitative part is an
interview and in the quantitative part is a questionnaire. The validity and reliability
of the interview was confirmed using content validity and theoretical validity and
intra-coder inter-coder reliability. Also, the validity and reliability of the
questionnaire was measured by content and retest validity. To analyze the data in
the qualitative part, the content analysis approach and the coding method were used
using Atlas software, and in the quantitative part, the fuzzy recognition map
method was used.

Findings: The findings of the research include the identification of programs and
consequences of knowledge management of persuasive customers.

Conclusion: Consumers' skepticism towards marketers' persuasion efforts is an
important factor that can be formed in the consumer's mind by seeing and obtaining
information about companies' activities and products, and irreparable consequences
such as suspicion of the company's hidden motives, which leads to resistance to
persuasion and attitudes It creates a disadvantage for the brand, for them and
destroys their efforts. The management of persuasive knowledge in consumers will
cause their positive evaluations towards the brand and advertising and will be the
basis for changing their attitude in a favorable direction for the brand. Also,
improving the persuasive knowledge of customers will improve the reaction and
response of consumers to advertising messages and will generally have a significant
positive effect on their evaluation and perception of the brand. The findings of the
research show that the most important knowledge management programs are
persuasive, improving the power of brand discourse, electronic word-of-mouth
advertising, positioning and creating a favorable mindset, customer perception
management, and customer experience management. Also, the most important
consequences of persuasive knowledge management include a positive attitude
towards marketer and brand motivation, less resistance to persuasive efforts,
adaptive response to marketing efforts, non-critical understanding of advertising
messages and reduced consumer sensitivity to marketing actions.
Keywords: Persuasion knowledge, persuasion knowledge management, Cosmetics
industry, fuzzy cognitive map
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