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The contextual changes of the present age have altered the former order of personal and social relations in such a way that the
creation of a new order is accompanied by an epistemic crisis; the crisis of knowledge of new relationships has rendered past
valuations inefficient and invalid. In this regard, Kotler considers authenticity as the most influential element in this era of
achieving sustainable development and customer trust, and since the production of university knowledge is the key to sustainable
development, today it is faced with quality issues. This study aimed to investigate the effect of two marketing strategies, namely,
authentic marketing and pragmatic marketing, through paradigm shifts as a solution to the epistemic crisis of brand authenticity.
The research method of this study is based on quantitative and descriptive survey. The case study consists of Iranian students of
Islamic Azad Universities (IAUs) stratified random sampling and sample size based on Morgan table were 385 people. Data were
collected and distributed by questionnaire. The structural equation modeling technique with partial least squares approach and
SmartPLS2 software were used for data analysis. The findings indicate that both authentic marketing and pragmatic marketing are

more effective on brand authenticity through paradigm shift.

1. Introduction

In 1965, Kotler considered the transaction as a “social ex-
change” process in a paper that describes the concept of
marketing as a social exchange process. Accordingly, the
purely economic viewpoint of marketing is a mistake of
proximity and it hinders the development of marketing
science [1]. Also, in his book entitled the third age of
marketing, Kotler calls marketing as the era of value crea-
tion, and marketing managers, instead of treating people as
consumers, regard them as people with the brain, heart, and
soul; marketing is not a process that only marketers follow in
their relationship with the consumer [2]. Consumers also
use marketing in their daily communication. Third-age
marketing sees customer as a human being; the human being

has four basic elements: a body, a mind that has the ability to
think and analyze independently, the heart that can feel the
emotions, and the spirit or philosophical center of the body;
hence, he considers authenticity or credibility as the most
effective element of the new age in creating sustainable
development [2].

In a world full of complexity, customers are looking for
companies that meet their deep needs for social, economic,
and environmental justice in mission, vision, and values. Not
only do they seek to meet their functional and emotional
needs in the products and services they choose but also
meeting spiritual needs is important for them. Third-age
marketing moves the concept of marketing to ideals, values,
and spiritualties and believes that consumers are perfect
people and their needs and expectations should not be
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ignored. Therefore, third-age marketing combines “emo-
tional” marketing with “spiritual” marketing [2].

In the book Evolution and Evaluation, Sheth and Sisodia
[3] explain the evolution of marketing concepts in two
aspects of philosophy of science and the universe. Cultural
marketing is the second most important marketing element
of the third age. Third-age marketing is an approach that
does not overlook the concerns and interests of global cit-
izens. Marketers of the third age must understand the
problems of the community that are related to their business
[2]. The concept of community interest is considered in the
new definition of the 2008 American Marketing Association.
According to this definition, marketing is a set of activities
and processes for establishing communication, supply, and
exchange of proposals that are valued for consumers, clients,
partners, and society [2].

How can companies create value in their business
models? As a response to this fundamental question, Richard
Barrett believes companies can look at levels of spirituality in
their business models, like humans. He found that human
level of spiritual motivation can be considered in the mission,
vision, and value of companies [4]. The warning of Iranian
economists to the crisis of value created in Iranian consumer’s
desire to constantly buy foreign products, which includes
types of products from low-level needs to social situations,
makes it necessary to redefine the creation of a new way of
producing value in Iranian society [5]. Various studies on
Iranian universities highlight the existence of significant
challenges and ambiguities in its brand validity, for example,
investigating the attitude of faculty members [6].

Salehi Omran found that one of the most important
reasons for faculty members’ migration is driving factors such
as low income, feeling of discrimination and inequality in
society, dissatisfaction resulted from injustice, and job inse-
curity and stressors which are the causes of depression [6].

In the realm of paradigms, scientific riddles are made or
solved. Cowan says as long as the service paradigm is suf-
ficient to solve the riddle, but when you can no longer serve
and the methods, concepts, metaphysics, and tools, norms
that constitute the paradigm lose their effectiveness; at this
time, scientists are so unhappy with their scientific work that
they envy the clowns, as the physicist Koven Wolfgang
quotes. It is here that the paradigm is in crisis and the fields
of paradigm rotation and the new scientific revolution are
formed [8].

Given today’s customers’ need for authentic values and
the inefficiencies of existing paradigms to gain customer
trust and producing sustainable value, the inefficiency of the
paradigm in the Iranian higher education system in pro-
ducing the original brand of this study examines two original
marketing strategies: first authentic marketing in order to
construct and deepen concepts through dialectics in lan-
guage based on social platforms and the latter with prag-
matic marketing in order to achieve authenticity in practice
through the experience of theoretical reason in social or
dialectical practice, which is examined by the mediating
variable of paradigm shifts (from object-based ontology to
phenomenology of existence) to their effect on the original
brand.
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2. Review of Literature

2.1. Theoretical Background. According to the Oxford
Dictionary, authentic means “original and without a copy;
genuine” [9]. In marketing, it means the same; it means
creating a dialogue between your brand and your audiences
that are natural and real. It is not necessarily true or ethical,
as many people believe; it is a kind of strategy that you can
use to build deeper communities based on trust and em-
pathy. Authenticity is essential for a new business [10],
which uses the Latin word “authenticus” and the Greek word
“authentikos” meaning “acceptability, credibility, trust, and
not imaginary, false, or imitation and in accordance with the
principle.” [11] This is what you share. The credibility is to
believe in your character, writer, or company [12].

The brand’s position alone is not enough. Completion of
this process requires a distinction between authenticity for
the human soul, which creates a sustainable value in the
economy, society, and environment; hence, it is the only
element that affects third age of honesty, authenticity, and
credibility marketing [2]. A new concept of consumer brand
credibility suggests that a credible brand is trustworthy, cares
for its consumers, helps them define and build their identity,
and represents continuity from the past to the future. [13].
Because their credible brands are a meaningful source of
identity building, they must have credible behaviors [14].
Valid brands are real, reliable, and meaningful [10]. Credit is
increasingly recognized as a desirable brand attribute. Brand
originality refers to a brand that is honest and realistic [10]
and distinguishes its credible brand through intimacy,
commitment to quality, and relevance to its heritage [12].
Valid brands can have the ability to have the ability to
communicate with consumers at the emotional level
through their quality symbols [13]. A new concept of
credible brand indicates that a credible branding brand for
consumers is helping them define and build their identity
and represent continuity from the past to the future [13].
Valid consumption is suitable for a wide range of consumer
objects and activities that have the potential to create
meaning [15]. Significant investments have been made in
developing brand values and consistently favorable behavior
over time [13]. Since valid brands are defined as symbolic
resources [14] that help consumers define the meaning of
their lives [11], they benefit from them and have a com-
petitive advantage in terms of building strong relationships
with consumer brand [13, 15]; the impact of brand origi-
nality on the emotional affiliation of a consumer is different
in a variety of situations [13]. Despite high level of agreement
in the correct relationship with consumer behavior and its
relation to truth, integrity, and transmission of meaning to
consumers, literature is characterized by a diverse and di-
vided approach, and the focus of attention is to be con-
sidered in an attempt to accept a generally accepted notion.
Given this view [14], the nature of credit in consumption is
debatable. “This challenge extends to the field of brand, while
there is still a lack of a general definition of credit [13].

The marketing and consumer research literature ac-
knowledges that attempts to consume credibility are due to
the loss of traditional sources of meaning and personal
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identity linked to postmodernity [14, 16, 17]. Credibility, as
an idea expressed in philosophy and literature, was created
in Europe in the 18th century. But moreover, there were a
number of widespread and interwoven developments, all of
which were related to modernity, which is a complete ex-
pression: the slow recession of belief in the cosmic order with
the fixed and undeniable social roles, the idea of coping with
the individual's autonomy (with his claim for inner depth,
dignity, and self-responsible liberty), and the emergence of
capitalism, labor, wage, and authority of science and en-
lightenment demand rationality [18]. The key point is that
these aspects of modernity were prerequisites for stimulating
ideal credibility. In other words, this originality was a
product and a reaction against modern life. In this regard,
authenticity is like Orthodox religion. Jean-Jacques Rous-
seau, a philosopher and novelist of the eighteenth century,
pointed out each of the authentic elements: (1) the concept is
that we all have a unique and authentic principle (2) that
exists within us (3) must be discovered by ourselves (often in
terms of nature) and (4) what we want to express, even in (5)
the negotiations of social agreements [18], for example, Holt
[19] explained that Adorno “sees the danger of this term in
accepting it by those who continue to believe it and expe-
rience an imaginary reality that they share through the
power of communication.”

This interest in “interconnectivity” requires that we, by
choosing interpretive methods, understand human behav-
ior. Human science should not be a model of natural science
but should find ways to understand and interpret human
communication. These paths must be “hermeneutics “or”
interpretational “(more like a conversation) [20].

Postmodern society is, namely, characterized by frag-
mentation, confusion, emptiness, alienation, and by a crisis of
morality and identity. Hence, people have become more
concerned with identity, meaning, and values [21] but also
with nostalgia and history. By conceiving authenticity as
constructed and thus as an experience or as a perception,
constructivists overcame some dilemmas based on the as-
sumption that authenticity can be experienced and judged
only from the “outside”—from a historical, cultural distance
with intellectual proficiency (of anthropologists or curators in
museums). This discussion is obfuscated by another im-
portant question, namely, to what authenticity actually per-
tains (i.e., what can be authentic). Here, Wang [22] draws a
sharp distinction between the authenticity of objects and
existential authenticity which can be entirely unrelated with
each other. For him, existential authenticity is not object-
based but activity-based and can be divided into two di-
mensions: intrapersonal (bodily feelings) and interpersonal
(self-making). In a similar vein, Steiner and Reisinger [23]
claim that existential authenticity and object-based authen-
ticity are entirely different concepts and cannot be explored
concurrently. Apart from introducing two basic types of
authenticity (i.e., object-based and existential), these di-
verging views also reflect the incommensurability of different
epistemological and philosophical positions that have a stake
in the conceptualization of authenticity. The “liberation” of
existential authenticity from object and place, namely, relies
on existentialist and phenomenological traditions [24].

Sen and his colleagues [25] relied on a field experiment
involving a real-world instance of corporate philanthropy to
shed light on both the scope and limitations of the strategic
returns to corporate social responsibility (CSR). In partic-
ular, the authors demonstrate that the impact of CSR in real
world is not only less pervasive than what has been previ-
ously acknowledged but also more multifaceted than what
has been previously conceptualized. The findings indicated
that contingent on CSR awareness was rather low, and
stakeholders did react positively to the focal company not
only in the consumption domain but also in the employment
and investment domains as well. Stakeholder attributions
regarding the genuineness of the company’s motives
moderated these effects.

2.2. Authentic Marketing. Authentic marketing is a strategy
for organizations to validate their business goals in a credible
action [26]. It seeks to increase brand’s desirable charac-
teristics, which requires sustainability of capital resources in
developing brand value and extending this behavior over
time [13]. Because the symbolic source is helping the con-
sumer in his definition and the meaning of his life, in this
strong bond, the brand gains trust and growth [27].

In this study, authentic marketing will be surveyed in four
dimensions: authentic marketing paradigm, authentic value,
social platform development, and authentic marketing mix.

Companies may derive their promised legitimacy from
the interests of parties in conversational relations; this is the
concept of rhetoric in Heidegger’s view [28].

Because of the interference of the interpretive mentality
with the use of dialectics, truth may not be derived from
method in philosophical hermeneutics, that is, through
questionable answering to the issue at hand [29].

It is also possible to understand the meaning of inter-
pretive approach through recognition of conceptual approach
and phenomenology that are considered as interpretative
approaches. The conceptual method of interpretive approach
is an attempt to reveal meaning; there is no real starting point
for achieving meaning, since each understanding contains the
previous understanding (hermeneutic period) [30]. Based on
an extensive review, Hollebeek and Mackey [31] conceptu-
alized DCM as the creation and dissemination of relevant,
valuable brand-related content to current or prospective
customers on digital platforms to develop their favorable
brand engagement, trust, and relationships (vs. directly
persuading consumers to purchase). They also developed a
conceptual framework that identifies important consumer-
based DCM antecedents, including uses-and-gratifications-
(U&G-) informed functional, hedonic, and authenticity-
based motives for DCM interactions. DCM’s first tier,
intrainteraction consequences, includes consumers’ cogni-
tive, emotional, and behavioral engagement that fosters
brand-related sense making, identification, and citizenship
behaviors, respectively. These in turn trigger DCM’s second
tier, extrainteraction consequences, of brand trust and atti-
tude, which successively contribute to the development of
DCM'’s third tier: value-based consequences of consumer and
firm-based brand equity.



Authentic values are the opposite of Maslow’s pyramid.
In fact, creative people have a strong belief in Maslow’s
reverse pyramid. Spirituality’s valuable aspects are imma-
terial life, enduring realities in creative communities, and
businesses that respond to their spiritual needs. The future
value proposition of marketing is the supply of spirituality.
Value-added business modeling is the new infrastructure of
third-age marketing [2].

One way for collective value creation appropriate to
customer creativity is a business platform. Platforms create
value through interaction; they create and shape interaction
between external producers and external consumers. An im-
portant part of the role of the platform is to create the in-
frastructure for the formation of interactions and to determine
the framework and rules governing these interactions [32].
Social media is an online application, platform, or media that
facilitates interactions, collaborative work, or content sharing
[33]; interactions with social media fundamentally change the
dynamics of brand and customer communication, and the
motivation for developing user-generated content (UGC) on
social media also changes [34]. Authentic marketing is a type of
postmodern marketing that emphasizes the phenomenology of
consumer existence. In postmodern marketing, customers pay
for the symbolic meaning of the product, so the main mar-
keting mix is product enrichment, price paradox, presence of
sales, and participation in product promotion [35].

2.3. Pragmatic Marketing. The word “pragmatism” in Farsi
has been translated into “religion of originality of practice,”
“practical expediency,” “pragmatism,” “correction,” “expe-
diency,” and “scientific aptitude.” The word is derived from
the Greek root Prassein meaning to do. Pragmatism is a
method of solving or evaluating rational problems, as well as
a theory of the kinds of identifications we are prone to
acquire. Called pragmatism, or principle of action, this
school considers the truth is in practice which has benefit
and, in other words, the meaning that which is in our mind
must have better results in action [36].

Pragmatic marketing is examined in this research with
four dimensions: pragmatics, problem-based, evolutionary
product, and strategic management and pragmatic mar-
keting. “Pragmatic-oriented” has a conceptual footprint: we
provide practical and meaningful solutions to the problems
that product managers face [37].

Pragmatic marketing is a product development process
based on experience planning adaptability, retesting, and
readaptability as long as the final result, both theoretically
and practically, has evolved as a better product. The first step
in pragmatic marketing is to discover what the customer
wants to buy. Pragmatic marketing involves understanding
market problems by conducting interviews with customers
as well as potential customers to understand their critical
issues. This measure is also important to understand why
potential customers and clients have evaluated a productin a
particular way, and it also includes an assessment of the
strengths and weaknesses of competition [38].

The strategic management process of pragmatic mar-
keting is a framework; this pragmatic marketing framework
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improves a standard language for one’s entire product team
and provides an outline of the key activities needed for
profitability and marketability of problem-oriented prod-
ucts, which includes the following steps: market, focus,
business, planning, empowerment, and support [39].

2.4. Paradigm Shift. The shift in paradigm is reminiscent of
Thomas Cowan and his famous book the Structure of the
Scientific Revolution [40]. Paradigm is the epistemic and
social horizon and space that provides the grand parachute
rotational pattern. Basic concepts are important in every
paradigm. Every paradigm contains values, norms, and tools
that become important to us and turns into insignificant
tools. The set of these tools, norms, assumptions, concepts,
and habits are formed in a cyclical context called the par-
adigm, as Cowan puts it. The community of researchers and
scientists breathe in a paradigm, and their science takes place
in the paradigm [8]. The business paradigm is a set of rules
that delineate boundaries and illustrate how to act and solve
problems within it.

Inspired by the historiography of science, Jules Arthur
Barker proposed a paradigm shift. With the paradigm
shifting, the return to the zero point is happening and all
competitors have to start the game off. Newcomers can seize
opportunities to compete with industry players and win. The
decline of Swiss watchmaking and the emergence of Japa-
nese watchmaking is an example of this type of change [8].
The growing trend of consumers working together has
impacted businesses. Companies no longer have complete
control over their brand because they are competing with the
collective power of consumers. This growing consumer
trend that restricts marketers’ activity is what Vip Forrest has
called brand theft. Nowadays, companies have to collaborate
with their consumers. This starts when marketing managers
listen to their consumers to understand their minds. When
consumers play a key role in creating value through the
cocreation of products and services, more advanced part-
nerships occur [2].

In today’s age, when word-of-mouth advertising has
become a new medium and consumers trust strangers in
their community more than corporations, brands without
authenticity have no chance of survival. There are also lies
and deception on social media, but due to the collective
wisdom of consumers, it will quickly be exposed [2].

For over 60 decades, marketing concepts have been
vertical. In order to regain trust, a consumer trust system
must be designed and implemented. The new system of
gaining consumer confidence is horizontal. The time has
come for the end of the divide between marketers and
consumers [2]. Consumer growth, out-of-structure changes
that have limited the ability for consumers to control
consumers, and the new wave technology have made
marketers face the crisis of responding efficiently to new
relationships. Accordingly, the present study explores the
effect of changing ontology from object-oriented to phe-
nomenology of existence and changing ontology to dialectics
in language and practice in the context of sustained cus-
tomer interaction [41].
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“Creating originality in marketing” is partly seen as a
paradox, and “all human economic entities are cognitively
fraudulent—meaning within themselves without credi-
bility—and yet its output can be phenomenologically real,
that is, it is perceived as valid by the people who buy it” [41].

The existential phenomenological paradigm has a con-
textual (context-centered) perspective in which experiences
emerge as a pattern out of context. Ontologically, the expe-
rience and the world can be understood as a coherent unit that
underlies the burden of social, empirical, and interpersonal
issues with the individuals or groups who see it. Epistemo-
logically, it has a subjective negotiating position. That is, it is
assumed that the researcher and the subject are interacting in
such a way that the findings are interpolated and interpreted
in the course of the research. In this active and passive ap-
proach, cognition is one and knowledge is produced and
reproduced in an interactive, relational, and contingent
process. The knowledge generated in the interaction process
has been evaluated and rethought, and as a collaborative
product, it has helped to explain and understand the social
world of the subjects. The logic of the research is explanation,
interpretation, and rethinking, meaning that the researcher
seeks to extract and understand the pattern that emerges from
the context. It is a holistic research strategy that relates the
relevant descriptions of everyone’s experiences to the overall
context of the world of life [20].

The existo and existee verb in Latin means leaving from
appearing. The term is also common to being and ontology,
but it refers to being aware of a reality in the philosophies of
existentialism; in other words, existence refers to the par-
ticular way of human existence and from existentialism to the
authenticity of existence. Kant’s and Habermas’s knowledge
entails adopting a “dialectical approach” that emphasizes the
unity and plurality of rational knowledge. In Kant's view, any
human knowledge, whether theoretical or practical, requires
rational justification and a passage of critique. And he de-
duced the principles of theoretical and practical reason in a
transcendental way from within human experience and
cognition. These principles are in fact the general, necessary,
and prior conditions of any possible experience [42]. Drawing
on these articles, the authors articulate what researchers can
do to break boundaries and enhance the impact of their
research. They also indicate why engaging in boundary-
breaking work and enhancing the breadth of marketing’s
influence is good for both individual researchers and the fields
of consumer research and marketing [8].

The new ecology of learning, in the face of its tech-
nological and technological practices, reveals profound
paradigm shifts that have broad dimensions of thought,
communication, behavior, and culture. Previous conven-
tional training has been subject-oriented and cognitive-
based, while new paradigms are process-oriented and
communication-based. Closed, elitist, and one-way
teaching patterns (one-way and vertical transfer of infor-
mation from professor to student) are transitioning to
open, inclusive, two-way, and horizontal interactive pat-
terns of free information exchange. 84.2% of the respon-
dents perceive corporate culture as a threat to academic
authenticity [8].

3. Model

The conceptual model derived from qualitative research is
data-based that overlaps with in-depth interviews with
marketing experts and those in other fields (economics,
philosophy, sociology, and psychology), concepts, coding,
and analysis of modern day articles and theories. The re-
search model is shown in Figure 1.

4. Hypotheses

There are three views on the concept of originality: objective,
constructive, and existentialist. Objective perspective refers
to authenticity as an objectively measurable quality of an
entity that is evaluated by experts. According to the con-
structivist view, credibility is a prediction of consumer
beliefs, expectations, and perspectives on an entity [22]; the
existentialist perspective considers authenticity as belonging
to the self rather than to the external entity [41]. Kolar and
Zabkar [41] examined it as objective and existentialist ap-
proaches. The model of this study considers the effect of two
marketing strategies of authenticity: the original marketing
being a postmodern marketing with the existentialist per-
spective of authenticity and pragmatic marketing being a
pragmatist marketing that takes the objective view of au-
thenticity which deals with language and practice through
paradigm shifts to phenomenology of existence with
epistemology.

4.1. Main Hypotheses

(1) Authentic marketing has a significant influence on
the paradigm shift.

(2) Pragmatic marketing has a significant influence on
the paradigm shift.

(3) The paradigm shift has a significant influence on the
original brand.

(4) Original marketing has a significant influence on the
original brand with the mediating role of paradigm
shift.

(5) Pragmatic marketing has a significant influence on
the original brand with the mediating role of para-
digm shift.

5. Methods

The present study is a quantitative research in terms of
approach, in which the researcher collects data with pre-
determined tools that result in the statistical data, and is of a
descriptive type. In descriptive research, the researcher seeks
out how and what he wants to know about the phenomenon
or variable. In other words, this study examines the status
quo and systematically describes its current status, explores
its features and traits, and examines the relationship between
variables if necessary [44]. Since the purpose of this study is
to describe the presentation of a native model for authentic
marketing and pragmatic marketing and their interaction
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FiGure 1: The authentic and pragmatic marketing process model [43].

and contrast, this research is considered as a descriptive
study.

Surveying is a way to obtain data about the views,
beliefs, opinions, behaviors, or characteristics of a group of
members of a statistical community through research.
More formally, Ross, Wright, and Anderson define sur-
veying as follows: “Surveying is a set of standardized
methods used to gather information about individuals,
families, or larger collections. Data are collected by asking
people who are regularly selected and grouped into sample
groups” [45]. Therefore, this research is a survey type. In
the quantitative section, the descriptive survey research
method was used to evaluate the described phenomenon.
The statistical community can be defined as follows: all
elements and individuals that share one or more attributes
on a given geographic scale (global, regional, local, or
spatial) [44]. The statistical population of this study is
students of selected Azad universities (Anzali, Tehran
Markaz, and Tonekabon). Due to the extent of selected
universities, the stratified random sampling method was
used. In stratified sampling, the units of the study pop-
ulation are grouped into categories that are more homo-
geneously variable in order to minimize variations within
groups. Then, some samples are randomly selected from
each class [44]. Thus, the selected free universities were
divided into three classes, Anzali, Tehran center, and
Tonekabon, assuming that the students of the free uni-
versities were homogeneous. Then, at each free university,
student consensus centers such as corridors, campus, and
classrooms were selected, and the researcher randomly
referred to student consensus centers, and after giving a
brief explanation of the research topic, students were asked

to fill out a questionnaire if they were university students.
And the sample size calculated 385 people based on
Morgan’s table. Questionnaire was used for data collection.
The questionnaire contains several questions about the
variables measured by the study population. These ques-
tions are constructed using specific techniques as well as
scales so that the desired information can be gathered from
the study population or sample [44]. The questions in this
section are also designed based on a 5-point Likert range.

6. Finding

6.1. Descriptive Statistics. Descriptive statistics specify the
general characteristics of the population under study and its
general characteristics for other researchers. In addition, this
knowledge can be used to generalize the results to other
communities or to design future research questions for other
communities. The descriptive statistics of the research are
described in Tables 1 and 2.

6.2. External Model (Measurement Model). Are the questions
for measuring variables properly selected? Confirmatory
factor analysis (CFA) is used for this purpose such that the
factor loading of each marker with its construct has a sig-
nificant ¢ value at 5% error level that is to be outside the
range of —1.96 and —1.96, and also the factor loading of each
marker with its construct is greater than 0.5; this marker is
then accurate enough to measure that structure or latent
traits [46]. For this purpose, confirmatory factor analysis was
performed on questionnaire items as described in Tables 3
and 4.
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The measurement model of the research variables is
presented in two levels of significance and standard coef-
ficients in Figures 2-5.

6.3. Internal Model (Structural Model). An intrinsic model
(structural model) describes the relationships between la-
tent variables and determines how much of the variance of a
latent variable is explained by other latent variables.
Regular indices for testing are used to evaluate the model,
including R?, path coefficients, and critical coefficients. In
Figures 6-9, the internal model of research for research
hypotheses in both standard and significant states can be
observed.

R 2, or coefficient of determination, indicates the effect
that exogenous variables have on an endogenous variable.
Chin [47] identified three values of 0.19, 0.33, and 0.67 as the
criterion values for weak, medium, and strong values.

Wetzels et al. [48] identified three values of 0.01, 0.25,
and 0.36 as weak, moderate, and strong values for GoF.
Tables 5 and 6 show the internal fitting of the model.

It can be observed that the goodness of fit index for all
the hypotheses is in the strong range. That is, the internal
model is robust enough to test hypotheses and the test results
can be statistically reliable.

6.4. Testing Hypotheses. Based on the internal model ob-
tained from the research hypothesis test, the validation or
rejection of the research hypothesis will be examined. To
confirm or reject the hypotheses, a significant coeflicient (¢-
statistic) is used; if the ¢-statistic is greater than —1.96 or less
than —1.96 (at 5% error level), the hypothesis is confirmed
and a significant relationship is obtained between the two
hidden variables. The results of the hypothesis analysis are
presented in Tables 7 and 8.

Commentary: the significance of hypotheses 6, 14, 22,
24, 35, and 30 is consistent with Beverland’s research
[15] that the output of authenticity must be phe-
nomenologically real and internally valid; it is con-
sistent with research findings of Kotler et al. [2] and
Frosh [52] that consumers no longer want to consume
alone and are themselves the creators of new lifestyles
and that creation of the consumers has entered the
process of value creation to solve social, cultural, and
economic problems and they are no longer passive and
have become innovators seeking the spiritual and
cultural world; it is also consistent with research results
of Zohar and Marshall [53], Davis [18], and Kotler
et al’s research [2] that clergy and spirituality are
valuable aspects of immaterial life and sustainable re-
alities in creative societies. Accordingly, it is suggested
that to validate their brand internally, selected uni-
versities can use students’ presence and creativity to
produce new styles and innovations in solving social,
economic, and cultural issues by shifting the paradigm
of phenomenology to make their role as a spiritual and
cultural institution in society more desirable.

7
TaBLE 1: Frequency distribution by age category.
Age range Frequency Percentage
18-28 years 337 54.5
28-38 years 159 25.7
38-48 years 102 16.5
48 years and more 20 32
Total 618 100
TaBLE 2: Frequency distribution by education level.

Education Frequency Percentage
Bachelor’s degree 197 31.9
Master’s degree 351 56.8
Doctorate 70 11.3
Total 618 100

TasLE 3: Factor loading and significance of questions (first-order
analysis).

Variable Question Factor loading ~ Significance
AAl 0.5 13.49
AA2 0.54 14.92
AA3 0.62 17.46
AB1 0.76 39.49
AB3 0.51 11.94
Authentic marketing AC1 0.80 45.69
AC2 0.86 66.21
AC3 0.85 66.48
AD1 0.88 93.13
AD2 0.76 37.11
AD3 0.73 33.22
BA1 0.66 25.38
BA2 0.78 45.24
BB1 0.83 56.39
BB2 0.83 53.59
BB3 0.84 56.25
Pragmatic marketing BC1 0.87 40.21
BC2 0.78 39.47
BC3 0.61 18.39
BD1 0.83 56.16
BD2 0.82 49.15
BD3 0.85 59.72
CAl 0.65 22.56
CA2 0.58 16.89
CB1 0.74 31.63
CB2 0.72 28.76
CB3 0.72 30.01
Paradigm shift CC1 0.79 51.00
CcC2 0.75 38.53
CC3 0.76 48.10
CD1 0.79 47.48
CD2 0.83 67.33
CD3 0.76 34.55
D1 0.89 111.84
Original brand D2 0.90 96.34
D3 0.74 28.13
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TaBLE 4: Factor loading and significance of questions (second-order analysis).

Variable Question Factor loading Significance
AAl 0.82 39.88
Authentic marketing paradigm AA2 0.84 49.95
AA3 0.84 40.51
AB1 0.81 40.22
Making social platforms AB2 0.73 19.68
AB3 0.81 37.29
ACl1 0.88 80.91
Authentic marketing mix AC2 0.93 139.68
AC3 0.87 50.75
AD1 0.91 113.12
Authentic values AD2 0.85 49.09
AD3 0.83 42.49
Pragmatism BA1 0.85 44.82
§ BA2 0.92 131.40
BB1 0.93 125.46
Problem-oriented BB2 0.91 84.94
BB3 0.92 104.45
BC1 0.89 78.74
Evolutionary product BC2 0.89 68.85
BC3 0.76 31.59
BD1 0.88 78.98
The process of strategic formulation of pragmatic marketing BD2 0.92 102.04
BD3 0.93 108.89
. . CAl 0.91 89.58
Epistemological change CA2 0.88 56.03
CB1 0.88 58.40
Ontological change CB2 0.93 100.97
CB3 0.94 104.96
CC1 0.86 76.88
Consumer growth cc2 0.84 51.63
CC3 0.90 97.78
CD1 0.83 49.37
Out-of-structure changes CD2 0.90 118.03
CD3 0.85 59.01

Commentary: disapproval of hypotheses 7, 8, 9, 15, 16,
17, 23, 25, 31, 32, 38, 39, with Parker et al.’s research.
[32] and Dragon’s [54] research that platform is
business place. Platforms create value through in-
teraction and new social arrangements that develop
concepts over time. It is also not consistent with the
research conducted by Ferahbod and Yousefinia [35]
that customers pay money for symbolic meanings in
the postmodern marketing, indicating that in the
study community, building social platforms and
making meaningful products do not necessarily have
a significant relationship with paradigm shift. In
addition, there is no significant relationship between
ontology and epistemology on brand originality in
this society and further research is needed in these
cases.

Hypothesis 1. Original marketing has a significant effect on
paradigm shift.

HO: original marketing has no significant effect on
paradigm shift.

H1: original marketing has a significant effect on the
paradigm shift.

The path coefficient of the authentic marketing effect on
the paradigm shift is 0.15 and has a ¢ value of 3.40. The ¢ value
for this parameter is calculated to be more than 2.58.
Therefore, the null hypothesis is rejected with 99% confi-
dence. That is, there is a significant relationship between the
authentic marketing and the paradigm shift and the au-
thentic marketing is effective on the paradigm shift.
Therefore, this research hypothesis is accepted.

The significant impact of authentic marketing on
paradigm shifts is consistent with the results of Kotler [2]
and Moulard et al. [49]. The relationship between au-
thenticity and spirit or philosophical center of human and
the phenomenon of originality is consistent with the
existence of the phenomenon, showing that authentic
marketing of university is effective on the community
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FIGURE 3: The external model of first-order hypotheses in general significance state.

through changing paradigm shift and there is a need for
original marketing with a new ontology to offer genuine
value, create new concepts, and enhance the quality of
community spirituality.

Hypothesis 2. Pragmatic marketing has a significant effect
on the paradigm shift.

HO: pragmatic marketing has no significant effect on
the paradigm shift.

HI1: pragmatic marketing has a significant impact on
the paradigm shift.

The path coefficient of the effect of pragmatic mar-
keting on the paradigm shift is 0.63 and has a t value of
15.35. The t value for this parameter is calculated to be
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FIGURE 4: The external model of second-order hypotheses in the general standard state.

FIGURE 5: The external model of second-order hypotheses in the general significance state.

more than 2.58. Therefore, the null hypothesis is rejected
with 99% confidence. That is, there is a significant re-
lationship between pragmatic marketing and paradigm
shift and pragmatic marketing is effective on the para-
digm shift. Therefore, this research hypothesis is
accepted.

The significant effect of pragmatic marketing on the
paradigm shifts is consistent with the research results of Bell
and Brown [50] and He et al. [51] who incorporated the
practical attitude of pragmatic marketing to confront the
consequences of their beliefs; the problem solving process in
the social practice and the reinforcement of science and
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FIGURE 7: The internal model of first-order assumptions in general significance state.

practice in an interactive approach between university and ~ Hypothesis 3. The paradigm shift has a significant effect on
industry showed that universities will be able to establish a  the original brand.

sustainable interaction between philosophy and practice
through a paradigm shift in pragmatic marketing, leading to
sustainable resource growth.

HO: the paradigm shift has no significant effect on the
original brand.
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FIGURE 8: The internal model of second-order hypotheses in the general standard case.
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FIGURE 9: The internal model of second-order hypotheses in the general significance state.
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TaBLE 5: Calculation of internal model fitting (first-order analysis).
Variable Communality R?
Authentic marketing 0.52 0.00
Pragmatic marketing 0.62 0.00
Paradigm shift 0.55 0.55
Original brand 0.72 0.59
Goodness of fit index 0.59
TaBLE 6: Calculation of the fit of the internal model of second-order hypotheses.
Variable Communality R?
Authentic marketing variable 0.69 0.00
Building social platforms 0.62 0.00
Authentic marketing mix 0.80 0.00
Authentic values 0.75 0.00
Pragmatism 0.79 0.00
Problem-oriented 0.85 0.00
Evolutionary product 0.72 0.00
The process of strategic formulation of pragmatic marketing 0.83 0.00
Epistemological change 0.81 0.17
Ontological change 0.84 0.53
Consumer growth 0.75 0.43
Out-of-structure changes 0.74 0.50
Original brand 0.72 0.66
Goodness of fit index 0.59
TaBLE 7: Results of partial least squares analysis for first-order research hypotheses.
Number of Path Significance
hypothesis Hypotheses coeflicients value Test result
H1 Authentic marketing has a significant effect on the paradigm shift. 0.15 3.40 Confirmed
H2 Pragmatic marketing has a significant effect on the paradigm shift. 0.63 15.35 Confirmed
H3 The paradigm shift has a significant effect on the original brand. 0.77 46.92 Confirmed
Ha Original marketing has a agnlﬁcant impact on the quglnal brand with 011 Confirmed
the mediating role of paradigm shift.
Pragmatic marketing has a significant impact on the original brand
H5 with the mediating role of paradigm shift. 048 Confirmed
TaBLE 8: Partial least squares analysis results for second-order research hypotheses.
Number of Hyvpotheses Path Significance Test
hypothesis P coefficient value result
H6 The authentic marketing paradigm has an impact on the ontological 012 248 Accepted
change
H7 Building social platforms has an impact on ontological change 0.10 1.76 Rejected
H8 The original marketing mix has an impact on the ontological change 0.02 0.27 Rejected
H9 Authentic values has an effect on epistemological change 0.06 0.80 Rejected
H10 Pragmatism has an effect on the epistemological change -0.13 2.07 Accepted
H11 Problem-centeredness has an effect on epistemological change 0.25 3.73 Accepted
HI12 The evolutionary product has an impact on epistemological change 0.16 2.43 Accepted
H13 The process of strategic formu.latlon of pragmatic marketing has an 0.06 0.68 Rejected
impact on epistemological change
H14 The original marketing paradigm has an impact on ontology change 0.10 2.48 Accepted
H15 Building social platforms has an impact on ontological change 0.06 1.72 Rejected
H16 The authentic marketing mix has an impact on ontological change 0.01 0.14 Rejected
H17 Authentic values have an impact on ontological change 0.02 0.36 Rejected
H18 Pragmatism has an effect on ontological change -0.07 1.52 Rejected
H19 Problem-centeredness has an effect on ontological change 0.13 2.37 Accepted
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TasLE 8: Continued.
Number of Hvpoth Path Significance Test
hypothesis ypotheses coefficient value result
H20 The evolutionary product has an effect on ontological change 0.19 3.40 Accepted
21 The process of strategic formulation 'of pragmatic marketing has an effect 0.41 5.77 Accepted
on ontological change
H22 The original marketing paradigm has an impact on consumer growth -0.14 3.51 Accepted
H23 Building social platforms has an impact on consumer growth 0.07 1.61 Rejected
H24 Authentic marketing mix has an impact on consumer growth 0.18 2.87 Accepted
H25 Authentic values have an effect on consumer growth -0.03 0.59 Rejected
H26 Pragmatism has an impact on consumer growth 0.16 3.22 Accepted
H27 Problem-centeredness has an impact on consumer growth 0.12 2.19 Accepted
H28 The evolutionary product has an impact on consumer growth 0.08 1.76 Rejected
H29 The process of strat.egic formulation of pragmatic marketing has an 027 420 Accepted
impact on consumer growth
H30 The authentic marketing paradigm has an effect on out-of-structure ~010 275 Accepted
changes
H31 Building social platforms has an effect on out-of-structure changes 0.04 0.81 Rejected
H32 Authentic marketing mix has an effect on out-of-structure changes 0.05 0.89 Rejected
H33 Authentic values has an effect on out-of-structure changes 0.13 215 Accepted
H34 Pragmatism has an effect on out-of-structure changes 0.05 1.00 Rejected
H35 Problem-centeredness has an effect on out-of-structure changes 0.14 2.56 Accepted
H36 Evolutionary product has an effect on out-of-structure changes 0.09 1.98 Accepted
H37 The process of strategic formulation of pragmatic marketing has an effect 0.38 6.14 Accepted
on out-of-structure changes

H38 Epistemological change has an effect on the authentic brand -0.02 0.86 Rejected
H39 Ontology change has an effect on the authentic brand -0.02 0.56 Rejected
H40 Consumer growth has an effect on the authentic brand 0.39 9.47 Accepted
H41 Out-of-structure changes have an effect on the authentic brand 0.49 11.58 Accepted

H1: the paradigm shift has a significant impact on the
original brand.

The path coefficient of the effect of paradigm shift on the
original brand is 0.77 and has a ¢ value of 46.92. The ¢ value
for this parameter is calculated to be more than 2.56.
Therefore, the null hypothesis is rejected with 99% confi-
dence. That is, there is a significant relationship between the
paradigm shift and the original brand and the paradigm shift
does not affect the original brand. Therefore, this research
hypothesis is accepted.

Significance of paradigm shift’s effect on original brand is
consistent with research results of Ferasatkhah [8] on the need
to change paradigm shift when relationship regulation comes
with epistemic crisis, and it shows that changing the paradigm
shift of the selected universities can add to their brand au-
thenticity and contribute to their sustainable value creation.

Hypothesis 4. Authentic marketing has a significant impact
on the original brand with the mediating role of paradigm
shift.

HO: original marketing does not have a significant
impact on the original brand with the mediating role of
paradigm shift.

H1: original marketing has a significant impact on the
original brand with the mediating role of paradigm shift.

Given the confirmation of the first path, i.e., the effect of
original marketing on the paradigm shift, as well as the
confirmation of the second path, ie., the effect of the

paradigm shift on the original brand, all paths related to this
hypothesis have been confirmed; therefore, the null hy-
pothesis is rejected with 95% confidence. That is, authentic
marketing has a significant impact on the original brand
with the mediating role of paradigm shift. Therefore, the
paradigm shift variable plays a mediating role here.
Moreover, the effect of original marketing with the medi-
ating role of paradigm shift on the original brand is 0.11.
The significant impact of authentic marketing by shift
paradigm on original brand is consistent with the research
results of Gharabagh [29] and Shiroudi [30] in relation to the
phenomenological effect of philosophical hermeneutics on
deep understanding of phenomena and their asymmetry in
existence and the creation of transcendental concepts based on
the lived experience of each person, through hermeneutic
understanding of concepts in dialectics based on language. On
this basis, the selected universities can change their ontology to
the phenomenology of existence and dialectics in the concepts
that are effective in shaping their original brand content.

Hypothesis 5. Pragmatic marketing has a significant impact
on the original brand with the mediating role of paradigm
shift.

HO: pragmatic marketing does not have a significant
impact on the original brand with the mediating role of
paradigm shift.

H1: pragmatic marketing has a significant impact on
the original brand with the mediating role of paradigm
shift.
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Given the confirmation of the first path, i.e., the im-
pact of pragmatic marketing on the paradigm shift, and
the second path confirmation, i.e., the effect of the par-
adigm shift on the original brand, all paths related to this
hypothesis have been confirmed, so the null hypothesis is
rejected with 95% confidence. That is, pragmatic mar-
keting has a significant impact on the original brand with
the mediating role of paradigm shift. Therefore, the
paradigm shift variable plays a mediating role here.
Therefore, the effect of pragmatic marketing with the
mediating role of paradigm shift on the original brand is
0.48. Significance of pragmatic marketing through para-
digm shift of the original brand is consistent with the
research results of Heidari [42] and Hatami Nejad et al.
[36] which considers the dialectical and progressive view
as a social, ever-changing, and evolving phenomenon.
They have always been negative and replaced by positive,
progressive, and revolutionary elements. Universities can
recognize the negative practical consequences of the
theories and target them to increase the utility of society
by shifting the paradigm shift to the phenomenology of
existence and the dialectics of science and practice be-
tween academia and industry.

Significance of hypotheses 10, 11, 12, 19, 20, 21, 26, 27,
29, 37, 36, and 35 is consistent with research results obtained
by Hatami Nejad et al. [36] and Anderson [55]; pragmatic
marketing should address the problems of the community
and improve the current state of society. It is also consistent
with Nutinsky Pragmatic Marketing Strategic Marketing
Planning Form [39] and the Pragmatic Institute [37].
Similarly, selected universities can produce evolutionary
products to respond to economic, social, and cultural
problems by strategically planning pragmatic marketing.

The hypotheses 13, 18, 28, and 34 are not consistent with
the results of Anderson [55], Zandieh [56], and Hatami
Nejad et al. [36]. Pragmatism means theoretical reasoning,
and it suggests that pragmatism does not necessarily have
ontological change in the studied community. And social
change as well as evolutionary product has no significant
relationship with consumer growth, in which case more
research is needed.

The significance of hypotheses 40 and 41 is consistent
with research results of Sarokhani and Abdolmaleki [57]
regarding the increase and interference of channels of
comprehensiveness in the new technology era that imposes
conditions of out-of-structure changes on societies. Society
faces multiple valuations that dispute credits such as au-
thenticity and disbelief. It is also consistent with research
results obtained by Zickmund [2, 28] that in the current age,
when word of mouth has become a new medium, consumers
trust strangers in their community more than corporations.
Businessmen without authenticity will have no chance of
survival. On this basis, it is recommended that selected
universities plan to increase their authenticity based on
continuous and sustained interaction with the students in
order to gain more existence due to consumer growth in
value sharing and increasing conflict of value socialization
channels.
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7. Conclusions

Since the customer trust in brands has diminished and the
validity of the value presented by the brand has been de-
creased, achieving brand authenticity is essential to pro-
ducing sustainable value. Given that in the new technology
era, vertical communication has transformed marketers and
customers into horizontal communications and that their
creators and marketers have been competing with them,
engaging more customers in the value chain of the company
and adding brand authenticity have led the organizations to
produce goods of sustainable value.

Marketing with phenomenological ontology is a kind of
postmodern marketing, and its methodology is a combi-
nation of structured and semistructured methods.

On the other hand, by reducing the quality, increasing
the orientation of the universities and the degree of com-
munity orientation that results in the decrease of the level of
culture and the growth of the society, the purpose of this
research is to show that in the age of globalization, new
generation technology and communication rationality,
universities To achieve brand authenticity, what can produce
sustainable value requires paradigm shifts in ontology and
epistemology in their view of students, and to be phe-
nomenological rather than object and commodity, and seek
through sustained interaction with them to gain their inner
creativity and experience so that they can generate value and
culture in the community which can creat a sustainable
growth.

Elements of paradigm shift, namely, consumer growth
and out-of-structure changes, affect brand authenticity, so
universities can create the atmosphere of emergence and
emergence of students’ talent and their ongoing en-
gagement with themselves, with industry, society, and
culture until they can manage the out-of-structure
changes and guide it towards social, cultural, and spiritual
alternatives.

The goal of changing ontological view in university is to
avoid considering the customer as an instrument; getting
internal experience, creativity, and sustained customer in-
teraction are key to sustainable knowledge development.
Sustainable value production is not separate from economic
growth, but it sustains growth, and this paradigm shift, while
developing the knowledge economy, affects the quality of
university-produced product, making it a prominent and
authentic cultural institution, because brand originality has
content in social interaction.

7.1. Limitation. This research studied the students of the
selected Islamic Azad universities, because it is the first study
on the interaction of the main and pragmatic marketing in
the country and because of the researcher's limitation to
study all social groups in Iran
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