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Applying a qualitative meta-composite approach in order to provide a brand
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Abstract

The purpose of this study was to provide a brand repositioning model for companies active in
the electricity industry. For this purpose, a systematic evaluation and analysis of the results
and findings of the previous research has been done with the approach of qualitative research
and meta-composite tool, which includes seven steps. In this method, by searching for the
keyword of brand repositioning in various databases, 2349 studies were found in the period of
2012 to 2022 AD and 1391 to 1401 AD. Out of 2349 found works, 1657 works in terms of
title, 384 works in terms of abstract and 246 works in terms of text were not consistent with
the purpose and questions of this research; Therefore, these works were left out, and only 62
works that were in the field of brand repositioning and were in line with the purpose and
questions of the present research both in terms of title and content, were selected for meta-
combination analysis and presentation of brand repositioning model. became By studying and
carefully examining the finalized sources, components and indicators of brand repositioning
of companies active in the electricity industry were extracted from each of the sources, which
include financial strength, quality, price, delivery, service, marketing, customer satisfaction
and management. human resources. In total, the pattern of brand repositioning of companies
active in the electricity industry was identified and classified in the form of 8 components and
71 indicators.
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Figure 1: The seven stages of the meta-composite qualitative method (9)
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Table 1: Research questions along with their parameters
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Table 2: Research criteria

Lo 3 talome
Ly e Lol slaadlge lulid L
_ . X ) (Ga50 Ll
s @l pslaie & 50 05> 53 Jlb sloeS )5
L Oladlles (gl V¥ V-1YRY
uE e sl sl Lo

B cldlas gl YeYY-Y Y
2945 5l @)l 5 BB plsl e

Sz lp e slaojly w5 aad (o) p
Al GO g 28,8 18 eolatuwl 0,90 Gilgh o eallde
Wgd Ll gt sl WojleandS 5l cegiie dcgorme
@4y bV Jguz) 005 Sjpe b3k o U
@ "y sazme Sl o3lgaldsT )8 (L 50 45!
Al dxgl 30 osly pl 4 bbgsins o cawl aid, IS
Sl el 0sSUsS  cleelSil o siax
sloalis sl ol 2l 5 55l s cllpol Sy
g Dbl 3550 ol (2l SleMbl glaoll 5 (5
Wyl e Wbl 5 sliwl 55,0 oyl ale e
sz cale Sl oS, «)iS by i el oS,

st lapleel 51 G Al ools Fuwly aw) cpl jo Zitae
b 6 )BT i o 5 s 09d (S ol aie; cpl o
5 badlse 4 i Ll jo a5 wigd cailxS axlllas o
Wy osame oLl o NS SE 5 e ola
o Ll C)T G L asby e 05 0 Jd sbas,d
YOy Gl g oo Sl Slej o3l abl oo
obey b gaudyem VF-) B AYAY 5 oM Y-YY B
2 0xd plal slaiagsy 5l 95 Spme Gy b
30 b ey sl gl Jle jo oSl el aise) ol
059> ;o Jld eSS i W saxe G;L:oli;l:- A

JOWPCETRESCIN S

oan b sl IS a4 lusl jo 0 ip9 > o
Oge Wopllis

CVlis 5| sl e Slallas aiepllss 5 535 £5,5 sl
el i alasle ulal  laaghy o easliolly
4 el Joo g 0ads jasuiie Gloj ol Ghegly Saa L
(30,5 (gmy 9 DI Y Jga 25

@ gy sle llys azly Gl giegh @y cnl o
e s ons sblae 5 el Sl oS5l
Gz NEg% gy (nl 1 wad sl asllas
Blo o ead jiiie gliagh p 1) 053 wieplls



VFe¥ )LQ)./?Y o)l.mi)/dlg.)‘)‘l.g C,u).i..\.od.lm

of

Slye (VL g VL @ pladl p5 iz o dl> e
Sy clite 5 fiedae mle 4 olows b ol azdl
IS b gillae w90 (] (2l Jelos g o 5o oolici
aolie Il w05,5 o Dbl o2 Led Wiy, &)l T4y asY
20,5 Bl Ll 5l solaws g o awslie ylgie L,
9 KW 4.;..>L>JJ odile ‘5§L’ 0)‘9.41 o.\:.S% SR N e
\-\3\)5..’ Jaa)‘s’ as é)LA )‘ Lgo‘d.x.? R Lasoa,&> 3y L:
u.uL..u‘ » o 4...9..4_1 &’L..A 6.,\.!.: ralf )Q LA J«AD'
Rl 09 B S )y p B e D50 4 0ulS
)\b as A.hby ‘51.:1.;.4 la..m o )l ) m,\SLc éla éil...a
J....S; )|)5 oolazw! Sy90 G’Lef J...L‘x.sj ‘3...9.7!3

ool cll LYY 5l as aes oo olis L 0y, )l
SIYEF g 0aS> Ll 5l SIYAY (g Sl 51 STAFQY
Slopas ol gaaxd OYlgw 5 Baa L e Gl
SIEY L g aiad anslas LS U1 el cpl plo sassla
Al ep g Woe Wy dazme b Kl a0 oS
ol Sipgh SVl 5 Ban b lgie Jlai 5l e g olgie
@l g S plE ey a0 Jolow lp sy Ll pen
R VW) ul?w‘ JJ).] Sz ‘5:[; ol.ial} dgf.n

S S 5 ol 1 e 5550 oSl Sl
2 iyl e o S i 5 o
CoiS b Jol oS o S lae o O b ad S L
2P S7se g eimber bhallie (Jlo lp onsb
xS 1B arg 95 path slaalSy
VA0 cilizee Sedbl ool ) sy § s

RESOET

O3 3O g (GoalS (Lol Y Jeux
Table 3: Search keywords in the research

Sols sleojly

sl Jolae e

Brand positioning Ny b oKl

Brand repositioning Xy daze b oKl

Brand repositioning saze (b ol (slasil !

strategies RO

el (ygio 9 Lo sl g gomimer ipgu dl> yo
o3lg 9ulS” oluol p &Yl § (5t (ot pll 5l
Ol e Raegh W aisgs canlie gl oles Julos

ks (619 cewbio 501 Ll (gl Lod wigy @yl oY ST
Figure 2: Trend chart for selecting suitable works for analysis




N Gy o 5o Jlad slbcS 1b ai iy dsazme b oKle 668 @l jelaie 4 oS 5108 S 0,0, (65,5 @

Gl sl asls § badlse Jols sl 5l slas’ o OYlo g g0l OleMbl I 2wl o)l al> o
Gr oo Jd GlacS L W sazme obell godd ol le 38 (ow)p g anlllas b al> 0 (pl o
Sl oo osalie BT Jgao 0 a5 ol gl Sl 5l s e slaasly iegh slalyw 5 Slaal b Gl

By o 53 Jlad e ph W dazme (2b oy le 2 105 5T e sl gaadlge :F Jgua
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