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Abstract
Purpose: This study aims to design and explain a model for enhancing brand equity in Hyperstar chain stores in Shiraz. Given the
vital role of branding in creating competitive differentiation and retaining customers in highly competitive markets, this research seeks
to propose a conceptual and localized model for improving brand equity by incorporating components such as sustainable competitive
advantage, marketing strategies, and corporate image.
Methodology: This research is applied in terms of its objective and employs an exploratory mixed-methods design (qualitative—
quantitative) in terms of methodology. In the qualitative phase, the grounded theory approach based on the systematic model of Strauss
and Corbin was used. The qualitative sample included academic and executive experts familiar with branding. Through purposive and
theoretical sampling, 10 individuals (4 university faculty members and 6 branding specialists) were selected for semi-structured
interviews. The data were analyzed in three coding stages: open, axial, and selective. This resulted in the identification of 14
subcategories and 5 main categories, including causal, contextual, and intervening conditions, strategies, and consequences. In the
quantitative phase, the statistical population consisted of 118 employees of Hyperstar Shiraz, of whom 86 were involved in customer-
facing and marketing roles. A researcher-made questionnaire based on the qualitative findings was distributed among these 86
individuals, and 81 valid responses were collected. A census method was used for sampling, and the data were analyzed using
structural equation modeling (SEM) through Smart PLS software.
Findings: The results indicated that intervening conditions, particularly corporate social responsibility, had the greatest impact on
strategies for enhancing brand equity. Strategies such as implementing dynamic and adaptive marketing, creating customer value, and
optimizing brand image had the most significant effects on outcomes such as brand equity enhancement, increased purchase intention,
and creation of sustainable competitive advantage. Conversely, organizational factors did not have a significant impact on brand
strategies, contrary to expectations—an insight that may pave the way for future research on human resources and their role in
marketing strategies.
Conclusion: This study demonstrates that enhancing brand equity requires precise planning in areas such as social responsibility,
service differentiation, customer relationship management, and brand image building. The proposed model can serve as a practical tool
for brand and marketing policy-making in retail organizations and help strengthen the competitive positioning of brands.
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