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Abstract
Aim and introduction: In high-tech industries, understanding the behavioral
patterns of Generation Z is crucial for fostering domestic brand love. This
demographic, born between 1996 and early 2012, is characterized by
technological proficiency and distinct purchasing behaviors. They tend to exhibit
lower loyalty to domestic brands but engage deeply with brands that align with
their values and offer innovative, technology-driven experiences (Martinez-
Estrella, 2023). Brand love—defined as a deep emotional connection between
consumers and brands—is particularly significant in high-tech sectors. High-tech
brands often leverage emotional attachment to mitigate perceived risks
associated with innovative products and to build trust, thereby enhancing
consumers’ willingness to adopt new technologies (Aboulnasr, 2019). Emotional
brand attachment also drives active consumer engagement, which is vital for
high-tech brands aiming to maintain competitive advantages (Choi, 2024). Social
media marketing plays a pivotal role in cultivating domestic brand love within
high-tech industries. Activities such as personalized content and interactive
campaigns increase domestic brand equity, loyalty, and repurchase intention
(Kumar, 2024). Furthermore, storytelling and experiential marketing strategies
effectively create emotional bonds with consumers (Schoenfelder, 2004).
Additionally, Generation Z places significant value on brands that operate
authentically and transparently. This generation seeks brands that tell their true
story and are honest about their values and performance. In other words,
"domestic brand transparency emerges as a key factor in Generation Z's
purchasing decisions" (McKinsey, 2023). Overall, brands that prioritize social
and environmental issues gain greater popularity among Generation Z, who seek
companies that fulfill their social responsibilities and strive to protect the
environment.
Methodology: From a goal perspective, this research falls under the category of
applied research. Given the nature of the subject matter, the study employs
qualitative methods, specifically grounded theory. Data collection was conducted
through both library and field research methods. The library method was used to
supplement and strengthen the theoretical framework and to access documentary
data for the document analysis phase. The field method facilitated the collection
of primary data and observations. Since the research topic necessitates field
investigation and the researcher’s direct engagement with the studied
community, interviews and observations were employed to gather the required
information. Rather than testing hypotheses, grounded theory involves
generating and constructing a theory derived from the social context, exploring
and extracting insights from the participants’ perspectives. The goal of
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employing grounded theory is to develop a theory that remains closely connected
to the collected data.

Finding: The findings reveal a structure comprising 260 initial codes, 236
secondary codes, 15 axial codes, and ultimately 42 selective codes, as follows:
The causal conditions for the domestic brand love model in high-tech industries,
with an emphasis on Generation Z consumer behavior patterns, consist of:
appealing brand identity and image, emphasis on values aligned with Generation
Z values, positive and meaningful brand experiences, and a precise
understanding of Generation Z consumers. The prevailing context encompasses
significant advancements in high-tech industries, pre-existing perceptions of
certain domestic brands, and consumer heterogeneity. Intervening conditions
consist of environmental characteristics, brand characteristics, and socio-cultural
values. Furthermore, the strategies identified in this research are leveraging
marketing mix elements, forming collaborative partnerships, and delivering
unique brand experiences. Ultimately, the consequences of this research include
increased adoption of innovations, stronger branding, and improved competitive
advantage for domestic brands.

Discussion and Coclusion: In today’s globally competitive landscape,
cultivating "brand love" is a vital and sustainable competitive advantage for
brands, especially in high-tech industries characterized by rapid innovation and
technological complexity. This is particularly relevant in Iran, where supporting
national production is crucial, requiring a deep understanding of the behavioral
patterns of Generation Z consumers (born between the mid-1990s and early
2010s). This generation, often referred to as "digital natives," values authenticity,
transparency, social responsibility, and personalized experiences. Therefore, an
effective model for fostering domestic brand love in these industries must go
beyond product quality to address emotional, social, and technological factors.

Keywords: Domestic Brand Love, High-Tech Industries, Consumer Behavior
Patterns, Generation Z, Grounded Theory.
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