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ABSTRACT 

The main objective of this research is to study the indirect effects of brand 

heritage on repurchase intention of mediatedby the customer perceived value. 

To achieve this objective, standardized questionnairewas released among 

retail Tehran steel market vendors, and finally 384 questionnaires were used 

in the analysis hypotheses. Confirmatory factor analysis (CFA) is a 

statistical technique used to verify the factor structure of a set of 

observedequation modeling techniques. Using two LISREL software, 

confirming or reject the hypotheses has been demonstrated. This research is 

surveybased on data collection and is correlational due to examine 

relationships between variables. The result of the study also indicated thatthe 

impact of commercial realized value, functional and social value was 

confirmed on the use intention. But the impact of symbolic and emotional 

value was not confirmed on the use intention this. 

Keywords: brand heritage, to be reusable, social value, functional value, 

business value, emotional value, symbolic value 

INTRODUCTION 

Knowledge of consumer behavior study how and why 

the consumers' purchasing decision process to use and dispose products, ideas, services or 

experiences (Solomon, 2008). Consumers are aware of their need during a routine first, then 

search for information, select the desired option, and at a later stage show satisfaction or 

dissatisfaction with their decision. 

Once consumer is satisfied with his choice and will rely on it,and come back to the same 

goods or services and willrepurchase and use it. Repurchase intention is the motivation and 

willingness of consumers to repeat purchase behavior that a buying behavior occurs as a 

consequence of perceived value of the product brandand ultimately leads to the use and 

purchase of goods or services (Woodruff, 1997). Repurchase intention refers to the Purchase 

behavior that is the vital goal for company success and probably the most important 

concept in marketing.On average, loyal customers are worth up to 10 times as much 

as their first purchase, and this why the companies are trying to keep them. Factors affecting 

repurchase intention are as follows: customer satisfaction, purchase behavior in the past, 

brand loyalty and quality. Of these factors, customer satisfaction acts on repurchase intention 

as the most important predictor. (Kitchanthorn, 2010) 

Considering the importance of this issue among marketers, brand communication and 

marketing necessary to enhance understanding and increasing the brand purchase value and 
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favorable purchasing behavior became more evident and substantial efforts in this field was 

formed. (Curasi& Kennedy, 2002). 

The consumer's perceived value of a good or service affects the price that he or she is willing 

to pay for it. The concept of value for money is related to economic utilitarianism and 

includes theories related to purchase value is offered by some researchers who believe that 

consumers decided to purchase their product brand only because of the value and financial 

benefits(Dodds et al, 1991). On the other hand, some researchers such as reifruofbelieve that 

perceived value is concerned with the consumer's personality and culture; so that the 

customers with the purchase of a brand product try to show personal, social identification and 

lifestyle between groups in which they live. This approach assumes that consumers 

purchasing a product and economic value do not only think to the interests of a brand and the 

product looked as part of their identity (Fournier, 1998). 

In another approach, brand perceived value is considered as an emotional state resulting in 

consumer internal/physical state, and a chance and allows him/her to respond to questions and 

enjoyable experiences of their own pleasant consumption. Consumers establishan effective 

communication with the product and seek enjoyable emotional experiences (Elliott, 1997). 

According to a study ofWuestefeld et.al (2012) brand heritageis effective on customer 

perceived value and based on the comprehensive model brand purchase value of Tsai the 

customer perceived value is effective on repurchase intention. In this study, a comprehensive 

model of brand purchase value of Tsai and the brand heritage of Wuestefeld are checked for 

hybrid models, namely,the effect on repurchase intention to mediate the perceived customer 

value is studied in Tehran steel market. 

LITERATURE REVIEW & HYPOTHESES 

Traditions and heritage are not the only time frame of the past but also includes present and 

future and are grown more than a decade and/or even centuries. Brands backgroundshave 

spent time to build a meaningful and rich past, andto benefit from a background helps to 

create a brand in accordance withthe present and future conditions.A brand that has been 

infused with a track recordstates authenticity and trustworthiness andcan provide leverage for 

brand(Aaker 1996 and George 2004).Empirical evidence increasingly suggests thatshoppers 

when purchase decisions are not only influenced bytangible attributes such as price and 

quality but also are influenced by intangible attributes such as confidence andbrand 

association (Cretu and Brodie 2007 and Muramby et al. 1997). One dimensionof a brand 

identity is to be found inthe record sequence and stability and longevity andInner values and 

the use of symbols and especially in an organizational belief that is an importantheritage. (Ord 

2007) 

Following their perception and brand image branding consists of different class backgrounds 

with their own criteria, which require a specific policy to achieve effective leadership and 

management. According to Aaker (2004) heritage is an important value, especially for brands 

stimulant partnership that addsbrand basics and credibility and differentiation. Today, the 

concept of heritage (history) draws upon the identity of the brands that are extremely strong 

and helps them increase in value, especially when they are reinterpreted in a contemporary 

horizon (Aaker, 2004). Considering the problems arouse passions and interests which are 

evident from is of the high degree of importance (Aaker, 1996). 

Repurchase intention means "personal judgment about purchasing a particular service from 

the same company and to continue effective communication with it." (Hellier et al, 
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2003).According to Fornell(1992) repurchase intention means "desire to reuse by the 

consumer of a service provider in the future". (Fornell, 1992). Jackson sees this concept as 

"consumer behavioral intention shows his willingness to continue the increase or decrease a 

service provider of a service". He believes that the willingness leads to repurchase the same 

brand, same product and the same company in the future. (Kitchanthorn, 2010) 

Blackwell in his study defines the repurchase intention as assessing how to purchase a product 

or service used in the future and believes that product and service quality has a direct impact 

on this concept (purchase intention). He believes that the repurchase intention acts as a certain 

behavior to purchase intention, predictor customer purchase behavior to plan and spend 

money for purchasing a product or service. Repurchase intention program includes a review 

of the available options and select a product or service from two or more available brands and 

spend time and money to do this. (Lin and chen, 2009) 

Based on the comprehensive of brand purchase valueof Tsai,customer perceived value affects 

customer repurchase intention (Wuestefeld et.al (2012)). One of the first studies on customer 

perceived value is related to Woodruff. According to him, global competition and the slow 

economic and industrial growth led companies to improve their performance through quality 

management. 

Other category on customer value of some scholars asShethet al., offer the following five 

categories: 

  1. Functional value, 2.Social value, 3. Emotional value 4. Epistemic value 5. 

Conditionalvalue 

Other categories show different aspects of this concept (perceived value), 1. Product value, 2. 

Use value, 4. Possession value, 5.Total value 

Customer value means to receive the preferential customer value and to evaluate product 

features, performance characteristics and the next decision to re-use it to achieve the goals and 

needs. The customers will be satisfiedby receivingthe reasonable quality and price by the 

provider company of the services or product brand and this satisfaction leads to form 

customer perceived value at a high level and increasing his repurchase intention. 

As stated,repurchase intention will be increased following the customer satisfaction. Many 

factors affect satisfaction, but according the study conducted by Woodruff, the two main 

factorsof quality and the productperceived prices lead toformation perceived value or brand 

value in the eyes of the customer. The amount of this value indicates customer satisfaction 

and ultimately repurchase intention. (Woodruff, 1997) 

Olaruet al. in anarticle assumes that the ratio of servicesperceivedinterest, communications 

and money to the perceived disadvantage leads to the formation of perceived value and this 

value affects consumer repurchase intention. If the consumer received full satisfaction of the 

product or service will suggest his used brand to others. (Olaru et al, 2008) 

According to the study ofDoddset al., there is a significant relationship betweenbuyer 

perceived value and purchase intention. In addition,Cwan and Oh stated that the customer 

perceived value affects the past and future purchase behavior as an important predictor of 

purchase intention behavior. (Lin and chen, 2009). 

Porasuraman and Grewelexamined perceived value from four aspects: 1. Acquisition value, 

2. Transaction value, 3. In-use value, 4.Redemption value. (Parasuraman et al) 
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Holbrooke also believes that the customerperceived value is known as the basic concept of 

relational exchanges and understanding of the benefits and the expected losses from the 

repurchase. (Pertick, 2002) 

Tsai (2005) reviews brand purchase value from three symbolic dimension, and trade 

offsentiment in three categories of products proved that customersuse the perceived value as 

the main factor assessing theperceived features of the product to decide on the repurchase 

intention. (Tsai, 2005) 

Menget al.confirmed by reviewing the researchesin the field of entertainment services that 

perceived value is a tradeoff connection between the perceived benefits andmonetary and 

non-monetary costs with a high degree of personal involvement and regular activities. The 

concept of repurchase intentionis studied from both social psychology and marketing, andis 

examined based on social exchange theory shows insocial dimension, and from the marketing 

perspectiverepresents a defense strategy of some companies for customer retention and 

increase the number of loyal customers. 

According to the study byDoddset al., there is a significant relationship between buyer 

perceived value and hispurchase intention. In addition, Cowan and Oh expressedthe customer 

perceived value as an important predictor of purchase intention that affects past and future 

purchase behavior. (Lin and chen, 2009) 

Seth et al., in their research examinedthe factors influencing customer choice at the time of 

purchase and why a brandisselected among other brands. They found that: (1) customer 

choice is a set of multiple values. 2. Multiple values are independent of each other. These 

values are defined as follows: 

Functional value: the customer perceived benefits of a product is about the use, possession 

and its physical characteristics. Traditionally, this is the main reason of customer choice based 

on a reasonable calculation process. 

Social value: is related to customer value in the socio-cultural groups to show his character 

and identity. Customers use the products perceived value as a symbol of his use to others. 

Emotional value: includes the emotional needs to use a product. Customer will select 

exposing to advertising on the subconscious and non-cognitive and sensory stimuli to his own 

brain. 

Epistemic value: relates to unknown customer value leading to his attention in the discovery 

of new and diverse products and experiences. Innovator consumerseeks new experiences to 

pleasant experiences and to meet the needs of their curiosity to make selection. 

Conditional value: includes the immediate needs of the customer and his efforts to meet the 

increased demand created for appropriate conditions to achieve thefunctional and emotional 

interest. 

The results of this study on 200 consumer ofvarious products shows people at the time of 

purchasing a product or a brandare seeking to meet their individual needs based on a decision-

making system. (Sheth et al, 1991) 

Sweeney et al.(1996)according to Shethet al. on the impact of multiple values at the time of 

purchase checked the use of three dimensions of use: functional, social and emotional. To 

review thecustomer opinion revealed that contrary to Sheth viewpoint, five values stated in 

his research affect the interactions between individuals purchase behavior. Sweeney in his 



Asian Journal of Management Sciences& Education   Vol. 5(3) July 2016 
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ 

Copyright © 2016                           Leena and Luna International, Chikusei, Japan. 

49 |  P a g e                  (株) リナアンドルナインターナショナル,筑西市,日本 

ISSN: 2186-845X  ISSN:  2186-8441 Print 

www.ajmse. leena-luna.co.jp 

 

research found that there is an overlap between social and emotional values. (Sweeney et al, 

1996) 

Sweeney and Soutar,five years later, using a scale of 19 choices, studied the customers’ 

perceptions of their products and brands. The study was conducted in the retail sector in order 

to discover the consumption values and its impact on the buyers’ attitudes and behavior 

conducted and it was found that four dimensions emotional, social, quality/performance and 

monetary value of consumers were important at the time of purchase. Retail customers decide 

to buy from a store by understanding their requirements values. The researches in the field of 

customer marketing indicated changing the focus of marketers considering the preceding 

cognitive aspects of customer decision making toward creating the emotion and identity for 

the customers.According to Sheth, it was initially supposed that consumption multiple values 

act at the time of purchase of a product separately from but later it was proved that 

organizational commitment, proper functioning of product, and quality of service in retail and 

store employee communications with consumers to interact with each other affect consumer 

decisions. 

On the other hand, it can be said that perceived value differs from the satisfaction. Satisfaction 

relates to customer evaluation after buying or using a product or service but as an evaluation 

indicator causes to formthecustomer attitudes towards a product or brand. In the study, the 

results of reviewing the customer opinion showed that the Australian major cities are not 

looking only functional value (economic) at the time of purchase product but also to provide 

the need of fun, entertainment (emotional) and the need to identity (social value). The 

importance of these values is differentfor customers of various commodities, so the customer 

of the durable goods place more priority to the emotional valuein their choices. Another 

important point is the ability to store employees to create social and emotional value for 

customers. (Sweeny and Soutar, 2001) 

Hall et al. have found that in addition to the different needs of customers, opportunities and 

type of acquisition targets also affect perceived value of product or brand. The customers 

based on the urgent or planned need accorded different priorities in determining the perceived 

value. They, reviewing the perceived value of customers of alcoholic drinks found that 

Sweeney model cannot be used for all types of products. Sweeney model was studied in 

durable household goods, but Hall et al. research showed that for a short-lived product such as 

drinking, the following factors simultaneously causes the formation of customer perceptions: 

1. Emotional / Social 2. Perceived risk 3. Quality 4. Perceived price. 

The results also showed that for an ephemeral product, social and emotional values play more 

prominent role interacting with each other than othervalues. The reason is exposing the 

customerin purchase position and his efforts to show aspects of his identity using a product. In 

other words, the intangible values play more prominent role in non-durable goods classthan 

the value of tangible values (applications). (Hall et al, 2001) 

Sirgy and Joharin their research reviewedself-organization means the fitness of brand image 

and customer’s sense of self. They believed that the functional fitness will be examined of 

two dimensions: Functional fitness and self-fitness. Marketers have used these two 

dimensions to position and brand recognition in compliance with customer perceptions and 

the brand image. The fitness of self,points to the relationship between brand image and ideal 

self-image, actual self-image andthe real image and the ideal of the customer society that is 

examined psychologically. The other side of functional fitness, including coordination 

between customer beliefs about the functional specifications of brand compared with its 

reference. Sirgy and Joharreviewing the relationship and interaction between these two fit on 
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the loyalty of customers to a store found thatfunctional fitnessat high level of consciousness 

andself-fitness at a low level of awareness affect shaping customer perceptions and their 

assessment of the characteristics of the product or brand. They believe that customersusethe 

fitness of the location and the time of purchase, the degree of involvement with the brand and 

brand awareness at the same time and in an interactive communication and functional fitness 

and the selfto decide about a product (Sirgy and Johar, 1999). 

Kantamneni and Coulson in their research concluded that the following values purchase 

affectthe customer perceptions about a product or brand: 

Core valueincludes functional benefits, reasonable quality, reliability, scalability, durability 

and ability to meet customers' satisfaction. Marketers regardless of this part of the product 

cannot sell their goods. 

Personality value: expresses self- character and identity of customers and a means of 

expression and display it in the eyes of others. 

Emotional value: includes the aesthetic characteristics of a product or brand that will be 

received through the customer senses. Convenient and beautiful design, packaging and 

product appearance features help to enhance the value to customers. 

Economic Value: reflects the customer evaluation of brand name, store name, perceived price 

andeconomic interests of a product or brand among them. 

In their research with a comprehensive review of its input affecting the brand purchase value 

proved that the social, emotional and functional dimension simultaneously interact with each 

other form customer perceptions. (Kantamneni and Coulson, 1996) 

According to the above, hypothesis arises as follows. 

H1: brand heritage has a significant impact on symbolic value. 

H2: brand heritage has a significant impact on emotional value. 

H3: brand heritagehas a significant impact on functional value. 

H4: brandheritage has a significant impact on trade off value. 

H5: brand heritage has a significant impact on social value. 

H6: symbolic value has a significant impact on repurchase intention. 

H7: emotional value has a significant impact on repurchase intention. 

H8: functional value has a significant impact on repurchase intention. 

H9: social values has a significant impact on repurchase intention. 

H10: commercial value has a significant impact on repurchase intention. 

                     The analytical model of this study 

Analytical framework 
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METHODOLOGY  

For the major purpose of the study, in the field of research is the applied research – based on 

the methods is survey. To collect the data, based on five-point Likert scale, a questionnaire 

was used. To study the validity of the questionnaire, the studywas examined according to the 

content and construct validity. The precise definition of each of the structures, measures of 

structure and scale of any combination of these criteria was to ensure content validity of the 

questionnaire. In order to assess structure validity, a pre-test was taken consisted of 30 

samples. According to test-retest of Cronbach's alpha coefficient of the questionnaire was 

estimated at 0.823, the high rate of 0/7 and is at an acceptable level. 

The questionnaires were distributed among retailers and market vendors in Tehran steel 

market and 384 questionnaires were collected. To approve or reject hypotheses, structural 

equation, modeling and software LISREL was used. 

Data analysis 

To test the research hypotheses using structural equation modeling, software output 

indicates that the structural model is fitted to test hypotheses (2 χ to df ratio is less than 3). 

RMSEA =0.005 is also the suitability of the structural model. The GFI, AGFI and NFI are 

respectively 0.94, 0.93 and 0.96, which indicates relatively high fitness model.The 

continuation of the structural model is shown at significant coefficients in the standard 

estimation. 
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Results to confirm or reject the hypotheses can be seen in the table below. 

Table 1. Results to confirm or reject the hypotheses 

 Hypotheses 
Path 

Coefficient 
   t-value Result 

1 
Impact of brand heritage of 

symbolic value 
3880 3868 13806 Confirmed 

3 
Impact of  the brand heritage  on 

emotional value  
3890 3886 10831 Confirmed 

0 
Impact of brand  heritage on the 

business value  
3879 3863 11808 Confirmed 

4 
Impact of brand heritage on 

functional value 
3880 3868 13836 Confirmed 

5 
Impact of brand  heritage on the 

social value 
3855 38033 6893 Confirmed 

6 
Impact of  symbolic value on 

plan to reuse  
3811 38313 3897 Rejected 

7 
Impact of  emotional value on 

plan to reuse  
3833-  38348 1806-  Rejected 

8 
Impact of  business value on 

plan to reuse  
3813 38314 3831 Confirmed 

9 
Impact of  functional value on 

plan to reuse  
3887 3875 4897 Confirmed 

13 
Impact of  social value on plan 

to reuse  
3839 38384 0899 Confirmed 
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CONCLUSION  

According to the test results of hypotheses, it was perceived thatbrand heritage has 

asignificant and positive impact on all aspects of perceived value by the customer. Therefore 

hypotheses 1 to 5 were confirmed. Of the five variables of symbolic value, emotional value, 

trade off value, functional value and social value, the effect of two variables of symbolic 

value and emotional value was not confirmed on customer re-use intention (hypothesis 6 and 

7 was rejected), the results were determined based on the tradeoff value, functional value and 

social value is effective on customer re-useintention. (Hypotheses 8, 9 and 10 were 

confirmed). 

Zeithaml on his definition of perceived value believes that quality and price are associated 

with each other as the main motivation of customers in the purchase. He believes that 

customersaccording to the calculations of perceivedbenefits ratio to lost things will judge and 

decide about perceived value oftheir purchase. In this study, it was concluded that the brand 

heritage causes the understanding the tradeoff value, functional value and social value by the 

customer will increase perceived tradeoff value, functional value and social value perceived 

by the customer leading to a customer re-use of banking services. 
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