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Abstract:

Elements of the promotion mix, especially sales promotion, play a major role in building brand equity across various brands. As their
effectiveness and efficiency increase, brand strength and value are also enhanced. Accordingly, the objective of this study is to investigate
the impact of the sales promotion mix and product innovation on brand equity in Mehraz Kavir Company. The statistical population of this
study comprises all major customers of Mehraz Kavir Company, totaling 50 individuals. A census method was applied, and questionnaires
were distributed among all customers. From the perspective of nature and methodology, this study is a descriptive research of a causal type,
and from the perspective of purpose, it is an applied research. For data collection, three standardized questionnaires were used: the Sales
Promotion Mix Questionnaire by Arianejad (2018), the Product Innovation Questionnaire by Naghavi Zadeh et al. (2013), and the Brand
Equity Questionnaire by Aaker (1991). The validity of the questionnaires was confirmed by the academic advisor due to their standardized
nature. The reliability coefficients of the questionnaires in this study were 0.81, 0.80, and 0.92, respectively. For data analysis, descriptive
indicators and structural equation modeling (SEM) were applied using SPSS and Smart PLS software. The results of the study showed that
both the sales promotion mix (path coefficient = 0.666) and product innovation (path coefficient = 0.601) have a direct and significant impact
on brand equity.
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Extended Summary

Introduction

In contemporary competitive markets, brand equity has emerged as a strategic asset that significantly influences consumer
behavior and organizational performance. As organizations increasingly compete not only on price or features but also on
perceived value, the significance of brand equity becomes undeniable. Brand equity refers to the value a brand adds to a product,
stemming from consumer perceptions and attitudes, and encompasses dimensions such as brand awareness, perceived quality,
brand associations, and brand loyalty (Aaker, 1997; Keller, 2008). The strategic importance of brand equity is evident in its role
in enhancing marketing effectiveness, customer retention, price premiums, and market share (Aaker & Joachimsthaler, 2000;
Buil & Martinez, 2013).

Among the key drivers of brand equity, the sales promotion mix stands out as a crucial component of marketing strategies.
Sales promotion—whether monetary (e.g., discounts and coupons) or non-monetary (e.g., gifts, events, sweepstakes)—has a
direct impact on consumer perceptions of brand value (Gardner, 2022). While monetary promotions are effective in boosting
short-term sales, they may sometimes undermine brand equity by reducing perceived product quality. In contrast, non-monetary
promotions have the potential to enrich brand associations and foster emotional attachment to the brand (Al-Hawary & Al-
Fassed, 2022). Therefore, effective implementation of sales promotion strategies requires an understanding of their nuanced
effects on brand equity components (Pakdel et al., 2025).

Parallel to the sales promotion mix, product innovation is recognized as a pivotal element influencing brand equity. Product
innovation refers to the development or enhancement of products with novel attributes that meet evolving customer needs and
differentiate the brand in saturated markets (Shah-Abadi & Heidari, 2023; Yao et al., 2021). Innovation drives consumer interest,
refreshes brand image, and ensures relevance in fast-paced market environments (Infante & Mardikaningsih, 2022). It also
strengthens perceived product quality and brand uniqueness, contributing to long-term brand loyalty (Nguyen-Viet, 2023;
Roshanazadeh et al., 2025). As organizations navigate the pressures of market saturation and customer fatigue, the integration
of innovation into brand strategies becomes essential for maintaining competitive advantage (Olazo, 2023).

Although prior research has extensively examined the independent effects of sales promotion and product innovation on
consumer behavior, fewer studies have explored their simultaneous impact on brand equity, particularly within the Iranian
industrial context. The present study fills this gap by examining how both the sales promotion mix and product innovation
influence brand equity in Mehraz Kavir Company, a prominent manufacturer in Iran. This research aims to provide empirical
evidence and managerial insights into how these two marketing levers can synergistically enhance brand value.

Methods and Materials

This study employed a quantitative, applied research design using a survey methodology. The statistical population included
all major customers of Mehraz Kavir Company (N=50). Due to the small population size, a census sampling approach was
applied, and a standard questionnaire was distributed to all participants. The sales promotion mix was measured using

Aryannejad’s (2018) standardized questionnaire comprising three dimensions: public relations, advertising, and personal
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selling. Product innovation was assessed using the scale developed by Naghooeizadeh et al. (2013), which includes 14 items
covering quality, time to market, distinctiveness, and market orientation. Brand equity was measured using Aaker’s (1991)
brand equity model, including 29 items across four dimensions: brand awareness, brand loyalty, perceived quality, and brand
associations. All scales were validated and confirmed by academic experts, and reliability coefficients (Cronbach’s alpha)
exceeded the acceptable threshold for each scale (sales promotion mix o = 0.88, product innovation a = 0.87, brand equity o =
0.94). Structural Equation Modeling (SEM) using SmartPLS and SPSS software was used for data analysis.

Findings

The results of structural equation modeling indicated that both the sales promotion mix and product innovation have a direct
and statistically significant effect on brand equity. The standardized path coefficient for the sales promotion mix was 0.666,
demonstrating a strong positive influence on brand equity. The coefficient of determination (R?) showed that the sales
promotion mix accounted for 44.3% of the variance in brand equity.

Further analysis of the dimensions of the sales promotion mix revealed that all three components—public relations ( =
0.482), advertising (B = 0.268), and personal selling (B = 0.179)—exerted significant positive effects on brand equity.
Collectively, these dimensions explained 59% of the variance in brand equity.

Regarding product innovation, the path coefficient was 0.601, indicating a significant and strong effect on brand equity. The
R? value showed that product innovation accounted for 36.2% of the variation in brand equity. When examining its components,
product quality (B = 0.418), distinctiveness (B = 0.393), and time to market (B = -0.115) significantly influenced brand equity,
while the market orientation dimension did not yield a statistically significant effect.

Discussion and Conclusion

The findings support the hypothesis that the sales promotion mix positively influences brand equity. This suggests that well-
designed promotional strategies can effectively enhance brand perception and strengthen the consumer—brand relationship. By
increasing visibility, fostering emotional connections, and delivering value-added experiences, promotional tactics such as
advertising and public relations contribute to building long-term brand loyalty. Furthermore, personal selling allows for
individualized interactions, helping consumers to develop trust and confidence in the brand. These results are consistent with
prior research highlighting the strategic role of integrated promotional tools in shaping favorable brand equity outcomes.

Importantly, the results affirm the nuanced understanding that different types of sales promotion tactics may produce varying
impacts on brand equity. While monetary promotions can boost short-term sales, non-monetary tools such as personalized
communication and experiential offerings appear more conducive to reinforcing long-term brand value. Hence, firms must
carefully balance short-term incentives with brand-building activities that sustain equity over time.

Moreover, the study confirmed that product innovation exerts a significant influence on brand equity, supporting the premise
that continuous innovation is key to maintaining consumer interest and competitive differentiation. Product innovations that
are perceived as high-quality and distinctive not only meet evolving customer expectations but also enhance brand prestige.
The observed negative coefficient for time to market may suggest that rushed launches, without adequate market readiness or
product refinement, could potentially harm brand perceptions. This highlights the importance of aligning innovation timelines
with quality control and consumer insights.

Interestingly, the market orientation component of product innovation did not significantly affect brand equity in this
context, possibly due to industry-specific dynamics or customer characteristics. This finding underscores the need for context-

sensitive strategies and calls for further exploration into the mechanisms through which innovation contributes to brand equity.
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Overall, the study contributes to the growing literature on brand equity by integrating two critical antecedents—sales
promotion and product innovation—into a unified empirical model. For practitioners, the results suggest that leveraging
targeted promotional efforts alongside structured innovation initiatives can synergistically enhance brand equity. Brands that
invest in building relational and experiential value through communications, while continuously evolving their product
offerings, are better positioned to succeed in volatile markets.

Future research could explore longitudinal effects, include cross-industry comparisons, or examine mediating variables such
as customer experience, perceived value, or brand authenticity. This would offer a more comprehensive understanding of how

brands can sustainably cultivate equity through dynamic and customer-centric strategies.
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