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Conferences / Presentations     
  

• Bozbay Z., Karami A. and Arghashi V. (2018). The Relationship between 

Brand Love and Brand Attitude. The 2nd International Conference on 

Management and Business, Tebriz, Iran, 8-9 Mayıs, 1-10.     

     

• Karami, A., Bozbay, Z., and Arghashi, V. (2018). The Influence of Social 

Media Trust on Consumer Behavioral Intention in Tourism Industry. The     

2nd Conference on Management & Business, Tebriz, Iran, 8-9 Mayıs, 118.     

     
• Arghashi, V., and Fazlzadeh, A., (2015). The Evaluation of the Factors 

Affecting Brand love on Loyalty and Word of mouth advertising Evidence 

from Biscuit Brands in Iran. International Conference of Modern Research 
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