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 Brand image is one of the most important issues for Customer buying preferences. In 

the present study, through descriptive approach with qualitative method and case study, 
we are investigating affective key factors on brand image. In addition by presenting a 

new model in accordance with the present condition of the organization we are going to 

discover the closest brand image model and affective factors on them The proposed 
study uses factor analysis to extract the most influencing factors and the sample size has 

been chosen from two major auto makers in Iran called Iran Khodro and Saipa. The 

questionnaire was designed in Likert scale and distributed among 264 experts. 
Cronbach alpha is calculated as %80, which is well above the minimum desirable limit 

of 0.70. Thus, from the sum of Twenty-three integers which was found by surveying 

literature and discovering interviews, five integers were identified as follows“Brand  
Position”, “brand Communications ”, “Product advantage”, “Product Position” and 

“previous perceptions” are  respectively  the  most important factors that create barriers 

to the export of medicinal plants  In  this paper  for  analyze the  data  use  from  spss  
and  Amos  softwares. 
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INTRODUCTION 

 

To identify and understand the concept of brand image must first be examined consumer attitudes and 

beliefs. Attitudes and beliefs of individuals is achieved through learning. People have specific attitudes about 

religion, politics, clothes, music, food, and almost anything. Individuals have a pattern for their attitudes And 

changes in these patterns will be hardly. The purpose of marketing is to create a brand image to attract people. 

Consumers should have clear image in their mind about the brand characteristics. These characteristics can 

include: quality, speed, low price, High prices and variety. Image, in fact, a combination of all those things that 

consumers think about the company, product or brand you know. the overall composition of all those things that 

consumers think about the company, the product and your brand. 

 

2. Research literature: 

2.1. Theoretical foundations of brand image: 

Reynolds and Gutman, believe that People who consider the brand image, as a character It is impossible to 

accept it  and this has been extended to factors beyond the physical aspect of the product. Others, on the 

contrary, believe that a brand image is composed of factors unrelated to the product itself. Friedman has devoted 

wide attention to psychological concepts, classification of states, preferences and emotional benefits - 

recognition. 

Reynolds and Gutman to discuss the components of brand image. They offered to a specified network 

memory associated with the major components that reflect the brand image. 

Bvlmr focuses on the nature of the individual's affiliation with the brand image. 

He emphasized on the assumption that the image belongs to the brand and he stated, repeating same image 

that can survive in people's minds and the mind is able to create an image that has been raised by consumer 

experience 

He believes Where the image is important, consumers will have a passive role. An image is guessed to 

consumers by marketing activities. 



1755                                                      Somayeh Hozouri and Majid Farnia, 2014 

Advances in Environmental Biology, 8(10) June 2014, Pages: 1754-1757 

 
Victor Fletcher shows, It is assumed that the financial sector  That focus on consumer characteristics such 

as price, quality, durability and reuse goods, While research conducted shows, The consumer chooses the brand. 

He also believes that brand Will have a huge impact on a company's product image 

. Rajyvbatra believes that Positive image of a brand is to increase market share . He concludes that such 

advertising will have a large impact on opportunities to buy and consume a product with different brands. In 

summary, the use of advertising must be such that the mental image of boost consumer. 

Chaudhuri [8] proposed a three-step procedure "free response" to the brand image collection, coding and 

scoring of free speech. 

Gwinner KP [10], focuses on the individual's dependence on the nature of the brand image. He emphasized 

on the assumption that the image belongs to the brand. And noted that the repetition of an image, it can live in 

people's minds And the mind is able to create an image and  This is motivated by the experience of consumer . 

He was at the place where the image is important, consumers will have a passive role. 

 

3. Research methodology: 

3.1 Data collection and sample: 

This study attempts to find the impactof brand image on Customer buying preferences. The proposed study 

uses factor analysis to extract most influence factors and sample size has been choosen from two major auto 

makers in Iran called Iran Khodro and Saipa.The questionnaire was designed in Likert scale and distributed  

among 264 peoples. To analyze the data, descriptive statistics were used to sort the data in the second part of the 

data analysis is performed based on statistical inference In this paper for analyze the data use from spss and 

Amos softwares. Factor analysis and structural equation analysis of the presumptive test was used. 

 

3.2. Assessing reliability: 

The reliability of the measurements in the survey was tested using Cronbach’s a. Hair et al. stated that a 

value of 0.70 and higher is often “considered the criterion for internally consistent established factors” 

.Cronbach alpha is calculated as 0/80, which is well above the minimum desirable limit of 0/70. The Cronbach’s 

a coefficients in parentheses indicating the internal consistency reliability of the measures (a = 0.803). 

 There are 23 variables and using factor analysis, We exract five factors where Kaiser-Meyer-Olkin 

Measure of Sampling Adequacy was 0/76(Approx. Chi-Square= 1000.490 df=253  Sig.=  0/0 00),which also 

confirms the results of our survey.  

 

4. Analysis and results: 

The proposed study designs a questionnaire and distributes it among 264 experts. Chronbach alpha is 

calculated as 0/80, which is well above the minimum desirable limit of 0/70 .   

Chronbach alpha has been calculated as 0/797 and table 1 demonstrates the results. 

 
Table 1: Reliability Statistics 

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha Based on Standardized 
Items 

N of Items 

.797 .803 23 

We exract factors where Kaiser-Meyer-Olkin Measure of Sampling Adequacy was 0/76(Approx. Chi-Square= 1000.490 df=253  Sig.=  
0/0 00),which also confirms the results of our survey. Table2 demonstrates the results. 

 

Table 2: KMO and Bartlett's Test 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .763 

Bartlett's Test of Sphericity Approx. Chi-Square 1000.490 

df 253 

Sig. .000 

 

4.1. Interpretation of the results of the factor analysis: 

The following table has been prepared based on the standard model. (see Table 3). 

 
Table 3: 

Important  
coefficient 

Indexes Factor Row 

.832 Trust the brand 

Previous perception 
1 
 

 

.642 Satisfaction of the brand 

.550 mental image of consumer 

.504 Information in the consumer's mind 

.838 Brand Product Price 
Product Position 

2 
 .774 Constant of the  prices products 
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.540  

Variety of Products 

 

 

 

 
 

.434 Previous attitude toward the brand 

Product advantage 3 .774 Stability of product quality 

.576 Performance of An product 

.408 Reputation of a brand 

brand Communications 4 .739 Advertising on the brand 

.523 Use of Advertising media 

.389 use Famous people  from the brand  

 

Brand Position 

 

5 
.888 Polls from customers 

.430 After sales service 

 

Regarding the results, we can offer 5 hypotheses that identified by exploratory factor analysis and by the 

Confirmatory factor analysis they reject and accept of and ranking of each of the components of Customer 

buying preferences. (see tables 4 and 5) 

 
Table 4: 

The main hypothesis p 
 

Estimate 

Reject the hypothesis Accept the hypothesis 

Brand Position P<0/001 2.934  Accept 

brand Communications P<0/001 2.480  Accept 

Product advantage P<0/001 2.898  Accept 

Product Position P<0/001 1.089  Accept 

Previous perception P<0/001 1.000  Accept 

 
Table 5 

Accept the 
hypothesis 

Reject the 
hypothesis 

Estimate 
 

p Alternative Hypothesis 

Accept  1.000 P<0/001 Trust the brand 
Accept  .734 P<0/001 Satisfaction of the brand 
Accept  .358 P<0/001 mental image of consumer 
Accept  .471 P<0/001 Information in the consumer's mind 

Accept  1.000 P<0/001 Brand Product Price 

Accept  1.645 P<0/001 Constant of the  prices products 
Accept  1.253 P<0/001  

Variety of Products 
Accept  .594 P<0/001 Previous attitude toward the brand 
Accept  .462 P<0/001 Stability of product quality 
Accept  .898 P<0/001 Performance of An product 
Accept  1.000 P<0/001 Reputation of a brand 
Accept  1.608 P<0/001 Advertising on the brand 
Accept  

 

 

.971 P<0/001 Use of Advertising media 

Accept  1.000 P<0/001 use Famous people  from the brand 

Accept  

 
1.293 P<0/001  

Polls from customers 
Accept  1.310 P<0/001 After sales service 

 

The impact of factors identified on the  Customer buying preferences (see table 6) 

 
Table 6: 

 

Dependent variable 
Factor Important  coefficient 

Customer buying preferences 

Brand Position 82/0  

brand Communications 81/0  

Product advantage 55/0  

Product Position 32/0 

Previous perception 20/0 
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Conclusions: 

Brand image  is one of the most important issues for Customer buying preferences. In this study, we have 

implemented factor analysis to detect the most important factors in building a Mental image. The 

implementation of factor analysis has provided five  factors including “Brand Position”, “brand 

Communications  ”, “Product advantage”, “Product Position” and “previous perceptions”.    

The first factor, “Brand Position”,  included three components where “Polls from customers” was number 

one important factor followed by “After sales service  ”, “Use of Advertising media”.The second factor, “brand 

Communications”  included three components where “Reputation of a brand “ was number one important factor 

followed by “Advertising on the brand”, “use Famous people  from the brand”.The third factor, “Product 

advantage”,  and the implementation of factor analysis has indicated that “Stability of product quality” was the 

most important items in this part of our survey followed by “Previous attitude toward the brand” and 

“Performance of An product”. Fourth factor, “Product Position” it includes that “Brand Product Price”, was the 

most important items in this part of our survey followed by “Constant of the  prices products” and “Variety of 

Products”.   

Finally, Previous perception was the last fact or with four  sub-factors  including “Trust the brand” and 

“mental image of consumer” and “Information in the consumer's mind” and “mental image of consumer “played 

more influencing role. 
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