‘sjlf)).le ‘:'0“)-1\-\.0 09; 66)‘.\;.“9 3 w)_’M o ’S o -‘o Gdlf}.op °|§ .|o

sl axle 1 Solgils ol g pb

Slobinl s gale 4 5o

ATAY ol pledal o8l ¢ b1k 25 (S 55L S e 16 580

AYAY ol (o) ol ol&asls o b0 (2ol )5 ¢ S5 550 Cu o 10yl (ol y I8

NIV bl ol ) olRzils o S8 53l ppote 1ol )8

@Sas adbs (g lalus 5 o e 0aSiSls ()8 e o oKl (Ol 00l A jiegl S ulie a1 0

CATDIFFAAYY 5 - AVVTIFFYYA 1 oyili

syavoshy@yahoo.com s g yiSI! Gy

sivavooshi@hormozgan.ac.ir

www.siyavooshi.ir o lw ©g

fgamats sl S

oMl (2l 150 ¢ 2l l5L Gz (i p (links


mailto:syavoshy@yahoo.com
mailto:siyavooshi@hormozgan.ac.ir

ouh (gt T (g

5 5 S e bl Sliios o ol syt b BLS) o e «linld 5 03y g prie e el s S50 e ladliser ol el 5l a5 e L5,

100 )‘)f)-‘ ‘5& olf)lS

(OB 02 olRails jolid slaasly ol 55 10 10515 (g 0aisS 155 5« o mhaw )0 (3le Ojg0 44 (5135 ) W 9 polic Claiil g Alhb -

(O 0,2 oBils 69Lo.».>| 9u.i..®)3 Coglre 08,57 (6 0asuS 155 ‘Gl.nela.w)o Gl 9 (5 98> Sygo (5,155 ) )J‘ LS)ﬁ g/.»SJLod# L @Lo.wigl.b ol ‘5)wa).’ -

(oS Gl

A ags Ol 5 1VAR sl Ola )5 50,0 olKtils ol Lazil (b + «60 )5 (59,50 9y Sl g Wiy Cag ko ol cple samele o il @

AYAF (8 e oBils il jlacl ( oYOY (60 3315 (60,509, — 2yl Clbxd o)l (cple csedo ( Logl @

oY lo 3l lows ¥
OB oo sladlain 3y S 13 169,50 dxlllas (LSS 4y Cos o550 szl g pdscadginn sl (6,5 ojlail g s ((VF 0 0) GiglS gz g tanb ol el e o gl -
ANV o lads o 0,90 laly Sl mbie Cu pyowe doliladgs

Ve 098 (6, X0,5 drwgd g 53, aelip dslilad oyl 0,55 andllas 3550) 58,5 ()8, EOLes 5 oL,k aBeel slal 36 sy OV F ) ol (gl gt ¢ SUlo taebls ¢ e
Yea-YYY Y o les

- Siyavooshi, M., Abedin, B., & Dehghani Dashtbani, M. (2020). Investigating the Antecedents of Brand Citizenship Behavior in financial institutes. Journal
of International Marketing Modeling, 1(2), 78-92.
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- Siyavooshi, M., Foroozanfar, A. & Sharifi, Y. (2018). Effect of Islamic values on green purchasing behavior, Journal of Islamic Marketing, DOI
10.1108/JIMA-05-2017-0063.
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- Azizpour, R., Abbasnejad, T., & Siyavooshi, M. (2016). Effective Factors on Purchasing Intention of Cosmetics and Health Products in Tehran

City. International Journal of Academic Research in Business and Social Sciences, 6(11), 449-458.

- Tizro, A., Khaksar, E. & Siyavooshi, M. (2015).The Impact of Social Responsibility on Corporate Performance, Management and Administrative Sciences
Review,Volume 4 Issue 3, pp.539-554.
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- Siyavooshi, M., Sanayei, A., & Fathi, S. (2013). SMS Advertising and Consumer Privacy: Analysis of Factors Affecting Consumer Willingness to send and
Receive Information in Permission and Data based SMS advertising. New Marketing Research Journal, 101-124.
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