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ABSTRACT

Background: The main question of this study was that what is the relation between national creditability of the brand
and symbol the Red Crescent and the effectiveness of this brand and symbol on 1) The social assistance, 2) the social
works 3) Encouraging people to assist 4) The successes of the operations of executive managements in times of
disasters and crises?

Methods: This investigation was conducted as a case study and a dedicated study in relation to the earthquake in East
Azerbaijan Province that happened in 2013, the study population included 3500 people among donors and volunteer
for aid working who collaborated with the Red Crescent Society in the earthquake relief. The sample size of research
was estimated 346 people according to the Cochran formula with 5% probability of error and a structured
questionnaire was the tool of data collection.

Results: The influence of the name and brand of the Red Crescent Society of the Islamic Republic is moderate and
significant in social assistance in social work in people’s willingness to assist and in the success of the operations of
executive managers in times of disasters and crises.

Conclusion: In the earthquake in Azarbayejan influence of the name and brand of the Red Crescent Society of the
Islamic Republic is affective in social assistance in social work in people’s willingness to assist and in the success of
the operations of executive managers in times of disasters and crises.

Keywords: Brand and symbol of Red Crescent Society, Incidents and crises

INTRODUCTION

Iran, according to the United Nations Development
Programme, is considered as one of the 10 accident-full
countries in the world at the beginning of
2005. According to the report, Iran in the last ten years,
has suffered from the highest number of people who were
killed annually due to earthquake in the world.*?

Lessons from the disasters that occurred in the past, have
shown that almost immediately after the incidence of
each crisis, the first response for rescuing the injured and

trapped people, is seen by volunteer people with strong
incentives but without the necessary training in this field
and without regard to their health and personal
safety. Although such measures may lead to save some
lives but in most cases, the actions of such
paramedics, cause serious injuries and numerous
problems. The main purpose of the search and rescue is
to optimize operations and minimize the causalities
caused by it.*®

To achieve these goals, the search and rescue
networks peruse three pillars of vulnerability assessment,
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specifying comprehensive facilities to deal with the
risk and a balance between vulnerability and facilities for
coping with causalities. Planning and organization in the
search and rescue in the accidents should be done
according to the initial estimated needs. Organizations
without a basic understanding of the effects of disasters,
the immediate needs of the affected area, the status quo
capacities and local or regional response to event, attempt
to send or provide grant aids, however probably they send
aids which are unnecessary, inappropriate, and lead to
rework for local authorities to apply them for survivors.®®

To avoid the difficulties resulted in trying to do this kind
of arbitrariness in accidents, disasters and crises, the
efforts must be  pre-programmed  with  salient
practice. The decision making to perform a rescue
operation should be based on the two following factors:
1) Regarding all status quo risks and 2) Doing the best for
the greatest possible number of affected people’ and
planning and making necessary coordination in order to
avoid overlapping of responsibilities and carrying out
parallel and iterative works in the field of search and
rescue, preparing required guidelines for preparation in
the search and rescue according to the country’s
policies, planning for provision of equipment needed to
temporary  housing, nutrition and health  of
victims, planning the initial estimation of losses and
damages, planning for special required education for
related organizations involved in the search and rescue,
planning to supply equipment and facilities for the search
and rescue, planning for the identification of non- state
domestic and foreign aids and acquiring the aids in these
crises, support, coordination and monitor the performance
of specialized working groups and the search and rescue
of provinces, are of tasks which can be considered for the
purposes of search and rescue.’**?

Nevertheless, due to the nature of the issue and the input
question which was stated at the beginning of the
statement of the problem section and also due the recent
responsibility of the Red Crescent Society and the Red
Cross, as the custodian of the country's search and rescue
and since in fact, this is a charitable NGO organization
that during its 90-year history, from the first day until
now, has been active in all crises and has done a lot of
efforts in the relief and rescue and these efforts include
the services related to some sections of the society, such
as the search and rescue organization and using a variety
of theoretical and practical knowledge and technical
capabilities of individuals and the system as the main
organ responsible for the search and rescue in the
country,™ what is its role and credit in order to affect the
management of disasters and crisis?

So far, no research has been conducted on the evaluation
of the role of the brand and symbol of Red Crescent of
the Islamic Republic on the effectiveness of crisis
management. So the main question of this study was how
and to what extent is the national credit of the brand of
Red Crescent and the effectiveness of this brand and sign

on 1) The social assistance, 2) The social works 3)
Encouraging people to assist 4) The successes of the
operations of executive managers as the main entity
which are custodians of rescue and relief in times of
disasters and crises?

METHODS

The recent research in terms of research design is
descriptive (non-experimental) and the descriptive and
survey method was used. This research in terms of
objective is an applied research and its purpose is to
develop the practical knowledge of the Red Crescent in
time of the accidents. This study in terms of the nature of
the data is among the surveys where the quantitative data
is obtained from the questionnaire and the data is used for
data analysis. In general, the population of the study
includes all persons who according to information taken
by the Red Crescent, helped victims of unpredicted
accidents such as floods, earthquakes, fires, landslides
and granted people’s aids to the Red Crescent Society of
the Islamic Republic of Iran.

Based on existed information and statistics, 3,500
prominent and well-known donors of the country in the
field of accidents and crises are included that in this
study, 3500 donors who actively participated in the
earthquake of East Azerbaijan, were studied. Since
studying the total population in the scientific research is
not possible due to facing with the time, cost and
manpower limitations, therefore, by using random
sampling, only a part of the subjects is going to be
studied. Since the size of the population of the study is
3,500 people of donors and volunteer paramedics who
also worked with the Red Crescent and their information
is recorded and available, they also helped victims in
West Azerbaijan earthquake or were present in the
region.

According to Cochran formula, the sample size in this
study was estimated 346 people with a 5% probability of
error. After the formation of the theoretical framework
and raising hypotheses and the theoretical model, the
questionnaire are developed considering the size of and
representatives of the research. The questionnaire
includes questions that every 10 questions assess one of
the 4 items that presented in the survey questions. In this
study the Cronbach’s alpha is used to estimate the
reliability coefficient.

The Cronbach’s alpha coefficient is known as one of
reliability or trustworthiness coefficients. Investigating 30
questionnaires in form of pre-test and calculating the
Cronbach’s alpha coefficient which was 0.75, the
reliability of the study questions is confirmed. The t-test
was used to assess the normal distribution of data and
according to data normality, the parametric tests were
used. The one-sample t-test was used to evaluate
hypotheses.
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RESULTS

Between the 346 respondents to the questionnaire, there
were 251 men and 95 women. Namely men with the
percentage of 72.5, more than women, answered to the
questions. According to this fact that in the statistical
population of the Red Crescent donors, the number of
men was greater than women, this is evident in the
sample and the number of respondents. This means that
most of the respondents (144 respondents) who constitute
41.5% of the total are between the ages of 31 to 40
years. The respondents with ages 41 to 50 with a
frequency of 109 (31.5 percent) are in the next level. Of
the 346 respondents, most of respondents with a
frequency of 185 and 30.1 % of the total, were educated
(Associates’ degree - bachelors’ degree - MA) and 3
others have not mentioned their education. Also in the
second rank, there are respondents with education
(illiterate, primary, middle and secondary) with a
frequency of 104 people. Most respondents (37 percent)
didn’t mention their income. The frequencies indicate
that there were 90 respondents with incomes between 500
thousand to a million, the lowest frequency is related to
the 13 respondents who have announced their income
over two million Tomans.

Table 1: Description of the main variables of the

research.
Items No. Min Max Mean =SD |
Social 32.45 =
346 10 50
assistance 10.4
30.43
Social works 346 10 50
12.3
The executive
managements in
37.87 £
times of 346 10 50
13.6
disasters and
crises
Encouraging 33.56 £
346 10 50
people to assist 12.4

The Table 1 above shows that the mean score of the
successes of the executive managements in times of
disasters and crises are the most and the mean score of
social works is the least.

Table 2: The Kolmogorov Smirnov test for assessing
normality of the respondents’ views.

e

No. 346

The Mean + 165.67 *
normal SD 21.7
parameter  Negative -0.0118
K-S value 1.22
Significance 0.0102

Based on the above tables in terms of the distribution of
the scores of the subjects, the various descriptive indices
show that the distribution of the sample is normal or
quasi- normal. Because a significant probability of 0.102
is greater than 0.05, thus, assumption of normal
distribution of the data is accepted. Furthermore,
according to the obtained indices and according to the
scales of predictor variables and the criterion is interval
and therefore the collected data is quantitative.
Meanwhile, based on the central limit theorem, it can be
concluded that the data distribution tends to the normal
distribution. So in order to test the research hypotheses it
is possible to use parametric tests.

In this section with respect to the raised hypotheses in
this study and also considering the measurement scale of
desired variables, the one-sample t-test was used.

The first hypothesis

The role of the brand and the symbol of the Red Crescent
of the Islamic Republic are significant in the social
assistance of the country’s accidents and crises.

Table 3: Role of the brand and the symbol of the Red
Crescent of the Islamic Republic in the social
assistance.

Confidence
Interval
High Low

Signific-

ance

Social
assista 36.6 1.6 0.005 24.73 32 28
-nce

Given that the probability of significance value (0.005) is
less than the significance level (0.05), with a probability
of 95 percent, the null hypothesis is rejected. In other
words the impact of the brand and symbol of the Red
Crescent of Islamic Republic on the social assistance in
the times of disasters and crises is in a significant level of
impact and higher then middle level and given the table
of the summary of descriptive statistics, we see that the
obtained mean is 32.46 and the theoretical mean is about
30.

The second hypothesis
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The role of the brand and the symbol of the Red Crescent
of the Islamic Republic is significant in the social works
of the country’s accidents and crises.

Table 4: The role of the brand and the symbol of the
Red Crescent of the Islamic Republic in the social
works.

Mean Confidence

Signific-

Item t ance differe _Interval
Social o6 16 0023 1616 238 245
work

Given that the probability of significance value (0.000) is
less than the significance level (0.05), with a probability
of 95 percent, the null hypothesis is rejected. In other
words the impact of the brand and symbol of the Red
Crescent of Islamic Republic on the social works in the
times of disasters and crises is in a significant level of
impact and higher then middle level and given the table
of the summary of descriptive statistics, we see that the
obtained mean is 30.43 and the theoretical mean is about
30.

The third hypothesis

The role of the brand and the symbol of the Red Crescent
of the Islamic Republic is significant for encouraging
people to assist in the country’s accidents and crises.

Table 5: The role of the brand and the symbol of the
Red Crescent of the Islamic Republic for encouraging
people to assist.

Mean
differe

Sianifi Confidence
ignimc- Interval

Item t df
i ance

_ SUEE High  Low
Encour
a0iNg  ge g 106 0.000 4745 491 547
people

Successes of

the operations of executive managements in times of
disasters and crises.

Table 6: The role of the brand and the symbol of the

Red Crescent of the Islamic Republic in the successes

of the operations of executive managements in times
of disasters and crises.

Confidence
Interval
High

differ-
the operations
of executive
managements
in times of
disasters and
crises

193 106 0.000 21.496 1423 27.89

| to assist

Given that the probability of significance value (0.000) is
less than the significance level (0.05), with a probability
of 95 percent, the null hypothesis is rejected. In other
words the impact of the brand and symbol of the Red
Crescent of Islamic Republic to encourage people to
assist in the times of disasters and crises is in a significant
level of impact and higher then middle level and given
the table of the summary of descriptive statistics, we see
that the obtained mean is 33.56 and the theoretical mean
is about 30.

The fourth hypothesis

The role of the brand and the symbol of the Red Crescent
of the Islamic Republic is significant in the successes of

Given that the probability of significance value (0.000) is
less than the significance level (0.05), with a probability
of 95 percent, the null hypothesis is rejected. In other
words, the impact of the brand and symbol of the Red
Crescent of Islamic Republic in the successes of the
operations of executive managements in times of
disasters and crises is in a significant level of impact and
higher then middle level and given the table of the
summary of descriptive statistics, we see that the
obtained mean is 37.87 and the theoretical mean is about
30.

DISCUSSION

The study showed that the impact of the brand and
symbol of the Red Crescent of Islamic Republic in the
social works, the social assistance, for encouraging
people to assist and in the successes of the operations of
executive managements in times of disasters and crises, is
middle and significant.

The first hypothesis

The role of the brand and the symbol of the Red Crescent
of the Islamic Republic is significant in the social
assistance of the country’s accidents and crises. In other
words the impact of the brand and symbol of the Red
Crescent of Islamic Republic on the social assistance in
the times of disasters and crises is in a significant level of
impact and higher then middle level and given the table
of the summary of descriptive statistics, we see that the
obtained mean is 32.46 and the theoretical mean is about
30. The results of the present study are consistent with
the study of Aghamiri et al. (2013). Given the results of
this study, it seems that in sum, the efficiency of the Red
Crescent Society due to the immense scope of the
incident, especially about the distribution of the required
items between people and also health care services, was
very good.™

The second hypothesis
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The role of the brand and the symbol of the Red Crescent
of the Islamic Republic is significant in the social works
of the country’s accidents and crises. In other words the
impact of the brand and symbol of the Red Crescent of
Islamic Republic on the social works in the times of
disasters and crises is in a significant level of impact and
higher then middle level and given the table of the
summary of descriptive statistics, we see that the
obtained mean is 30.43 and the theoretical mean is about
30. The results of the present study are consistent with
the study of Aghamiri et al. (2013).

The third hypothesis

The role of the brand and the symbol of the Red Crescent
of the Islamic Republic is significant for encouraging
people to assist in the country’s accidents and crises. In
other words the impact of the brand and symbol of the
Red Crescent of Islamic Republic to encourage people to
assist in the times of disasters and crises is in a significant
level of impact and higher then middle level and given
the table of the summary of descriptive statistics, we see
that the obtained mean is 33.56 and the theoretical mean
is about 30. The results of the present are consistent with
the study of Esfandiar (2013) which investigates the
voluntary activities in the Red Crescent.

Undoubtedly promoting the volunteering culture in the
world and pandemic existence of volunteers without
financial and material expectations and merely on the
basis of pure human nature that God has deposited in
humans, can have a significant effect on all facets of
society especially in economic and social areas. So it
seems that the participation of volunteers in society and
promotion of culture of volunteering, in addition to
facilitating the countries’ access to development, can
revitalize the human’s pure values in different countries.
Moreover, responsibility of volunteers for community
can be a revival of human values and beliefs and lead
communities to the growth and excellence.

The fourth hypothesis

The role of the brand and the symbol of the Red Crescent
of the Islamic Republic is significant in the successes of
the operations of executive managements in times of
disasters and crises. In other words, the impact of the
brand and symbol of the Red Crescent of Islamic
Republic in the successes of the operations of executive
managements in times of disasters and crises is in a
significant level of impact and higher then middle level
and given the table of the summary of descriptive
statistics, we see that the obtained mean is 37.87 and the
theoretical mean is about 30. The results of the present
study are consistent with the study of Aghamiri et al.
(2013) in the field of the successes of the operations of
executive management of the Red Crescent in the
operation of the Azerbaijan earthquake. The first
suggestion: considering the first question and hypotheses’
result that role of the brand and the symbol of the Red

Crescent of the Islamic Republic is significant in the
social assistance in times of accidents and crises,
therefore, it is suggested: a comprehensive executive
program be considered in terms of assistance in the Red
Crescent Society and after disasters, the consent of
injured people from the Red Crescent services be
examined.™

The second suggestion: considering the second question
and hypotheses’ result that role of the brand and the
symbol of the Red Crescent of the Islamic Republic is
significant in the social works in times of accidents and
crises, therefore, it is suggested: the Red Crescent Society
considers special programs in terms of the psychological
and social support in its programs and enhances the
special teams for psycho-social support in the
volunteering level. ™

The third suggestion: considering the third question and
hypotheses’ result that the role of brand and the symbol
of the Red Crescent of the Islamic Republic is significant
to encourage people to assist in times of accidents and
crises, which has been emphasized by Esman and Vphoff,
thus, one of the important ways to welcome people from
organizations and NGOs, is that they have the selection
right in their organizational structure. These researchers
have suggested that the Non-Governmental Organizations
should consider the internal and external factors to recruit
and organize popular participation, as follows:

1. The sensitivity to membership and motivate
members to participate;

Preventing the dominance of powerful groups;

3. Encouraging and supporting the operational activities
of members;

Organizing for an effective service delivery;
Organizing for communication with other local
organizations and governmental organization (Saidi,
2003, pp. 32 and 33)

n

o s

The forth suggestion: considering the forth question and
hypotheses’ result that the role of brand and the symbol
of the Red Crescent of Islamic Republic is significant in
successes of operations of executive management in
times of accidents and crises, so it is suggested that to
conduct a successful search and rescue operation,
following vital seven steps always be considered:

The first step: Collecting information and assessing
available facts; as the estimated number of potential
victims, injured people and survivors, climatic
conditions, potential hazards such as fire, collapse of high
rise structures, power, water, other vital arteries outages.

The second step: Assessment of damages; this issue will
be widely discussed in the section on assessment.

The third step: Identifying and providing resources; in
this step, the number of personnel, tools and required
equipment and the level of access are determined.
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The forth step: Prioritizing saving measures; in this step
the priority of actions are determined that are required to
search, rescue and relief.

The fifth step: Preparing the program; about how to
deploy staff and with whom order, who is responsible for
directing the operations, what are the duties of each
member, how is the operation process, all are defined in
the program.

The sixth step: Conducting the operations in accordance
with the program;

The seventh step: Evaluating the progress of the
operation.

Obviously, the information which will be obtained from
each of these steps, is important for the success of the
search and rescue operation. The set of these steps is
called "analytic estimation 7” which is the basis for
further decisions and planning in the management of
search, rescue and relief."* In order to achieve better and
more comprehensive knowledge about the role of the Red
Crescent in the times of crises and applying it in the crisis
management, the following are recommended: It is
suggested that in the subsequent studies about the Red
Crescent Society, in particular, the specific role of this
organization in the crisis management and considerable
and effective subjects of reliefon the audience, be
investigated to determine the subjective preferences of
people and their expectations from this search and rescue
organization agency at the time of crisis. It is
recommended that the agencies involved in disaster
management which are among the main rings in crisis
management, by  collectively  determining  the
organizational priorities in times of crisis, take an action
to prepare a comprehensive study on these subjects in
order to it be used as reference for subsequent researches.
It is proposed that the crisis management organization, in
a separate study, examines the issues of interest to people
in times of crisis and through this research achieves a
model, a model on which it be possible to timely and
correctly inform people in times of crisis.

It is suggested that in addition to quantitative research, in
later research, the qualitative methods (interviews and
discourse analysis) be used to gather expert’s opinions in
the field of executive management and aggregate their
views to benefit more from the media in times of crisis.

CONCLUSION

The influence of the name and brand of the Red Crescent
Society of the Islamic Republic is moderate and
significant in social assistance in social work in people’s
willingness to assist and in the success of the operations
of executive managers in times of disasters and crises
in the earthquake in Azarbayejan influence of the name
and brand of the Red Crescent Society of the Islamic
Republic is affective in social assistance in social work in

people’s willingness to assist and in the success of the
operations of executive managers in times of disasters
and crises.
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