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Abstract

The current study aims to uncover the nature of the relationship
between brand coolness and word of mouth. These variables are
pivotal in marketing management literature and hold particular
importance for companies, as all strive for their brands to be
characterized by "coolness." This characteristic influences
customer perceptions and may stimulate word-of-mouth
promotion. To achieve the research objective, the researchers
distributed 350 questionnaires to employees of Pepsi Baghdad
Company, of which 325 were retrieved and deemed valid for
analysis. The number of questionnaires suitable for analysis was
(302) guestionnaires, and they were analyzed using the statistical
program SPSS V. 25 The research reached a set of conclusions,
the most important of which is that brand coolness has a direct
impact on word of mouth, as brand coolness will contribute to
increasing discussions among customers about the company.
Therefore, the research recommends the need for the company,
the research sample, and lragi companies in general, to pay
attention to their products in order to rise to the level of excellence.
He described it as coolness, which will benefit these companies

and improve their image from the customers’ point of view.

Keywords: brand coolness, word of mouth, Pepsi Baghdad
Company.
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