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ARTICLE INFO ABSTRACT

Article type: Background: Psychology has a special place in marketing studies. Reputation, identity and image of the

Research Article brand are the main psychological characteristics of brands that have a significant impact on pleasurable
shopping and create loyalty and attachment in customers. However, there is a research gap regarding the

Article history: impact of the important variables of psychological characteristics of brands and customer Delight in the
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2022 Aims: The main purpose of this research was to investigate the effect of the psychological characteristics

Received in revised form of the brand on the customer Delight in the purchase process.

27 October 2022 Methods: Based on the purpose, this research is an applied research and based on the nature of the method,
it is descriptive-survey. The statistical population of this research included customers of chain stores in

,zoggzepted ol [pBEEaE Ilam province in 1400. For sample selection, 384 people were selected using the table of Karjisi and

Published  Onlin 23 Morgan (1970) and based on the simple random sampling method. The tool of this research is a standard
ublishe € questionnaire in the field of research variables. Francioni et al.'s questionnaire (2021) was used to measure

September 2023 the brand's psychological characteristics variable, and Azouji and Azadenia's questionnaire (2016) was
used to measure the customer Delight variable. The content validity of the questionnaires was confirmed

Keywords: by expert professors, and their reliability was confirmed using Cronbach's alpha coefficient. Structural

Brand, equations and Lisrel software were also used for data analysis.

psychological Results: The results showed that the psychological characteristics of the brand have a significant effect

characteristics of brand, on the customer Delight when shopping, at a significance level of 95%. Brand reputation, brand identity,

customer delight and brand image have a significant effect on customer Delight when shopping at a significance level of

95%.

Conclusion: When shopping, customers pay attention to the psychological characteristics of brands, and
if they have a proper understanding of these characteristics, their level of satisfaction with the purchase
increases, and they become excited and happy. By planning and strengthening their psychological
characteristics, brands affect customer satisfaction and increase the probability of repeat purchases and
increase the volume of customers' purchases.
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Introduction

The latest issue that has recently been noticed in the
field of marketing in Iran. A subject that is the result
of interdisciplinary studies in the field of "marketing"
and "psychology". Today, the science of psychology
plays an important role in advancing most jobs and
activities in public and private institutions, especially
sales, which is the ultimate goal of a marketer
(Ovidio-Aivan et al.,, 2021). The psychological
characteristics of brands guide the behavior of
consumers and have a significant impact on the
decision to buy products when shopping (Maritz &
Tobias, 2022). According to today's psychology, each
person encounters different brands between 3,000 and
10,000 times every day. But many consumers still do
not understand the full psychological impact of many
commercial messages, but one thing is very clear:
brands play a large role in this increasingly rich and
complex landscape (Sara & Chang, 2016). Brands
also have psychological characteristics that have been
mentioned in various studies. In their study, Francioni
et al. (2021) introduced three characteristics, brand
reputation, brand identity and brand image as
psychological characteristics of brands. The
psychological characteristics of brands are influential
in the formation of customer satisfaction and loyalty.
These characteristics have a significant impact on the
attitude of customers towards the brand (Al-Madrasi
& Abroui, 2015). The reputation and credibility of a
brand means the view and understanding of
customers, shareholders and the market as a whole
towards that brand. In other words, it is the peak of
emotions that a customer experiences in connection
with a brand when buying goods or receiving
services. In many commercial markets, brand
credibility and reputation will have a strong influence
on purchase decisions, which may be different from
the effect of brand image on specific products
(Oghatian et al., 2021). Researchers have found that
reputation increases people's willingness to buy
products, both for the first time and for repeat
purchases. Brand reputation is a category that helps
customers to choose goods and services from among
other goods and services and the company can have a
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say in the competitive market (Asghari Sarem et al.,
2021). Brand identity consists of values, how to
communicate with the product, communication with
the audience, and basically the same feeling that you
want people to experience when interacting with your
brand. In fact, brand identity can be seen as a business
personality and a promise that you try to fulfill in
order to increase customer loyalty and customer
retention rate (Piran & Safavi, 2019). Brand identity
helps consumers understand the existence of a
distinctive brand and register it in their minds. Of
course, the brand identity does not only include the
brand logo and is something beyond that. The logo is
part of the brand identity. Brand identity is a
collection of all the elements that a company creates
to present the right image to its consumers. Brand
identity makes you instantly recognizable to your
customers. Audiences associate brand identity with
your product or service, and this determines the
relationship between you and your customers and
their loyalty to your brand. If you want to enjoy
benefits such as customer loyalty, brand recognition,
trust and continuous growth, having a strong brand
identity is very important (Tahri & Hamdi, 2021).
The Dbrand image consists of, A set of
communications about things like product features,
benefits, or price, organized in meaningful ways in
the minds of consumers. The brand image is actually
a perception of the brand in the minds of the
customers of that brand. It means a set of beliefs,
thoughts and sometimes feelings that a customer has
about a brand. The brand image can be different
according to the number of customers, and therefore
the most important task of any business is to create a
uniform brand image in the minds of customers
(Khaki & Karampour, 2017). Psychological
characteristics of brands play a key role in their
success. Success in any organization and business in
the group is the presence of loyal and satisfied
customers with their products and services. Today,
due to the existence of highly competitive markets,
customer satisfaction is not considered as a
competitive advantage but as a must in organizations.
For this reason, in order to attract and retain
customers, it is not enough to provide them with a
good product or service, but an emotional connection
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must also be established with them. So that when
customers buy from the desired brand, because of the
level of satisfaction beyond their expectations, they
are excited and delighted (Rafiei, 2015). In order to
delight customers permanently, a customer-oriented
organizational structure should be designed
according to the type of product or service (Dehghan
& Khairandish Borojni, 2015). One of the ways to
increase sales and sustainability in the business world
is to increase customer satisfaction and delight
customers. Organizations that try to delight and
surprise their customers with various actions, usually
create a more favorable position in the minds of
customers (Tarighi, 2018). Brands guide the
movement of consumers. In this way, the
psychological characteristics of brands, by
influencing the mentality of customers, become the
basis for creating satisfaction and delighting
customers. Limited studies have been done on
customer satisfaction. Among other things, we can
refer to the study of Azouji and Azadnia (2016),
which in a study investigated customer loyalty in
Kalardasht City Commercial Bank and finally
reached the conclusion that one of the important
drivers of customer loyalty in Bank Tejarat is the
strength of the brand. In a study, Foroughi et al.
(2016) have identified and prioritized the factors that
are effective in favoring small banking customers of
Tehran Agricultural Bank and finally reached the
conclusion that; Related factors b.
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Method

The current research is applied in terms of purpose,
because it is used to solve a scientific problem, and in
terms of descriptive-correlational method, and in
terms of the method of collecting information, it is
survey (field). Because its purpose is to describe the
conditions or phenomena under study as well as the
relationship between the variables of the research that
was conducted in the field. The field method refers to
a method in which the researcher must go outside to
collect information and collect the required
information by referring to people and establishing
direct communication with the analysis unit, be it
individuals, groups or organizations. The statistical
population of this research includes customers of
chain stores in llam city. Due to the fact that there is
no accurate statistics of their number, therefore, the
size of the statistical population is considered
unlimited. 384 people have been selected for sample
selection according to the formula of unlimited
population size. The sampling method in this research
was a simple random sampling method.

Results

The results showed that the psychological
characteristics of the brand have a significant effect
on making customers happy while shopping. Brand
reputation, brand identity, and brand image have a
significant impact on making customers happy while
shopping.

Hypothesis  independent variable  dependent variable  Standard coefficient ~ T-value
1 Brand reputation 0.74 9.88
2 Brand Identity customer delight 0.78 10.17
3 Brand image 0.80 10.43

Considering that all the significant numbers are
greater than 1.96 and the correlation coefficients are
also positive, it can be said that; Brand reputation,
brand identity and brand image have a positive and
meaningful effect on customer satisfaction.

Conclusion

Customers are the final and main judges of the quality
of products and services of any organization. In the
past, it was believed that if customer satisfaction is
achieved, loyalty will follow, but today we see that
satisfied customers are also drawn to more valuable

products as soon as they appear. Consequently,
satisfaction is not enough, and you must always be
innovative and create value for customers if you want
to have loyal customers. The higher stage of
satisfaction, that is, when customers get satisfaction
beyond the expected satisfaction, is called the stage
of delighting customers. This stage is considered a
sensitive and key stage for brands. It may be possible
to direct satisfied customers to another brand, but it is
rare to direct satisfied customers to another brand.
Enthusiastic customers have high loyalty to brands
and when buying, their first choice is a brand whose
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products they are enthused about. This research was
conducted with the aim of investigating the effect of
psychological characteristics of the brand on the
attraction of customers. According to the research
literature, three hypotheses were designed and
formulated. After collecting research data using a
standard questionnaire and analyzing them using
Lisrel software, all three research hypotheses were
finally confirmed. The psychological characteristics
of the brand (brand reputation, brand identity and
brand image) have a positive and significant effect on
customer satisfaction. These results are consistent
with some results of previous studies. Including the
study of Azouji and Azadnia (2016), which showed
that brands and their characteristics have an effect on
customer satisfaction. Donald et al. (2019) also
showed that brand culture has an impact on customer
loyalty. The results of the study of Maritz and Tobias
(2022) are also in line with the results of this research.
They showed in their study that the choice of a brand
and its preference over other brands is influenced by
the psychological characteristics of brands.
According to the obtained results, the following
suggestions are recommended:

There are many factors that determine a brand's
reputation, but none is more important than customer
service. How a business interacts with customers
determines how it is perceived by the public, which is
why brands need to go beyond customer service. A
bad experience is enough to drive away a customer
for life, but with a good experience, they will be able
to retain customers and achieve customer satisfaction
in addition to customer satisfaction.

Just like various marketing activities, branding and
the process of creating brand identity also require
continuous review. Conducting market research leads
to a general view regarding the effectiveness of the
activities and the stability of this identity in all
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marketing channels, the brand's popularity among the
audience, as well as the strengths and points that can
be improved, and this information is used for
improvement.

Considering that communication with customers is
one of the appropriate ways for advertising, growth
and development and increasing brand value, and in
order to increase the level of brand loyalty and brand
value and meet the needs of customers, create a stable
and favorable image in the minds of customers. used
related advertising marketing activities. Customer
relationship management is one of the factors that
have an impact in this field. Therefore, it is
recommended that chain stores implement the
customer-oriented process and its principles and rules
under the supervision of experts.

Due to the change in customers' tastes and
expectations that occur over time, it is suggested that
the process of identifying and knowing the needs of
customers should be done continuously.

Among the limitations of the research, the lack of
research attitude in some respondents and the lack of
permission for the researcher to do fieldwork, the lack
of accuracy of the subjects in completing the
questionnaire can be mentioned.
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