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ABSTRACT 
This  study  deals  with  the relationship  between  the  customer's value  and  the  
Customer’s  satisfaction  in reality  provides  a  framework  of  the  lack  of  managerial  
concept  that  what  is  preferred  to  the  customer  and  is  one  of  the  key  hindrances  of  
customer’s  loyalty  performance. Hence, the  house-utensil  buyers  of  Samsung  in  
Darrehshahr  City  with  a  sample  of  385  people  were  considered  as  the  participants  of  
this  study, The  data were  obtained  via  questionnaire. The main variables of the present 
study are: Performing  value, social  value, emotional  value, the  lost  emotions  and  the  
customer’s  loyalty. the  current  research  has  been  conducted  by  means  of  logistic  
Regression  with  applied  periodic  nature. The  results  have  shown  that  the  three  main  
performance  value, social  value  and  emotional  value  have  a  positive  and  direct  
relationship  with  customer’s  loyalty  but  a  negative relationship  between  the  lost  
emotions  with  customer’s  value.   
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INTRODUCTION 

 

 Now, in  global  economics, the  customers  play a key role  for  the  companies, and  the  companies  

cannot  we  indifferent  about  customers’  expectations. They  should  make  all  of  their  attempts  to  satisfy  

the  customers’  needs  because  they  are  the  only  resources  of  companies. So, the  first  principle  in the 

business  world  is making  the  values  based  on  the  needs  of  customers, today, we  live  in  the  serviceable  

so cal  and  economic  condition  which  increasingly  goes  on. Put  another  way, our  customers  need more  

care  and  services  in  comparison  to the  past. Today, companies  with  better  performance  in  various  

industries  are   moving  toward  protecting  customers’ right  and  attracting  their  loyalty, because  most  of  

the  markets  are  in  the  growing  process  and  the  completion  and  customer  attraction  are  increasing.  

 This  is  vital  for  companies  for  their  survival(Ranjbarian  and  berani , customers  to  prevent  the  

customers  tendency  toward  competition  so  that  they  can  meet  their  needs  and  hold  long  run  business  

with  them. Therefore, each  approach  that  can help  achieve  these  goal  will  be  more  focus  of  attention. 

The  purposeful  marketing  as  a  new approach  has  been  proved  to  bee  one  of  the  most  successful  

approaches(Cheu & et. al, 2005). In  Iran , the  organizations  feel  the  needs  and  attention  to the  customers’ 

needs  and  wants  and  move  toward  recognizing  the  customers’ wants. Training  and  attracting  loyal  

customers  is  the  basic  aim  of  every  organization .loyal  customers  act  based  on  mouth  to  mouth  

marketing  and  help  organization  development. With  regard  to  the  above  issues  and  their  importance  in 

today’s  business  world  most  of  the  organizations  are  to  address  the  effective  managerial  methods  in  

making  loyalty(khojaste, 2008). 
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Statement of the problem: 

 If  we sold an item  in  recent  years  without  taking  the  customer  into  consideration,    

 We  can  no  longer  act  this  way  and  if  we  act  in this  way  we  will  loose  the  customers  soon  and  

our  activities  stop. Certainly, the  information  from  the  mental  image  toward  goods  and  services  have  

been  offered  and  is  of  highly  importance. indeed, discovering  the  strength  and  weaknesses  of  on  

organization  culminates  in  appropriate  guidelines. To  do  so, a  system  should  be  created  to  make  a  

relationship  with  customers  in  order  to  make  them  motivated  to  reflect  the  defects  openly  and  to  be 

given  thanks  for  this (Hil, 2005). Almost two decades goes by from these research fields (Caruana, 1997).  

Quality  is  defined  as  the  providing  goods  and  services  for  use  which  needs  quality  planning, adaptation, 

accessibility  and  the  proper  place  for  rendering  services (Loyothetis, 1992). International  standards  

organization  defines  quality  as  the : all  the  products  or  services  characters tics  which  are  able  to  meet  

the  customers’ needs  (parasuraman & et al., 1991) when  customers  evaluate  services  quality  the  judge  

them  based  on  the  prior  criteria  in  their  mind. The  individuals’  expectations  about  services  is  effective  

more  than  the  previous  experiences.  If  the  customers  lack  the  needed  personal  experiences, they  may  

base  their  prior  to  buying  experiences  based  on  the  factors  such  as  commercial  advertisement  or  mouth  

to  mouth  advertisement. In  addition, the  expectations  vary  from  country  to  country  (lovelock  and  

Wright, 1999).one  of  the  categories  that  is  of  crucial  importance  in  attracting  the  customers  is  

considered  as  among  the  factors  a  having  a  role  in  succeeding  the  company's  customer  value. In  the  

current  customer  base  system  period, the  customer  value  is  a  weapon  in  attracting  the  customers.  

 The  management  relationship  with  customer  seeks  for  more  values  for  attracting  the  customers  and  

the  concrete  and  abstract  benefits. Tersi  and  wirsma(1995), believe  that  the  modern  competition  includes  

three  facts,  various  customers  seek  for  various  values, organizations  cannot  be  the  best  in all  aspects, 

they  should  limit  the  value  domains  they, focus  on  -them. As the value standards increases, the customer's 

expectations also rise. Therefore, organizations should have a continuous move to the front (Biggs & et.al, 

2006).  

 

Research purposes:  

 This  study  deals  with  investigating  the  effect  of  performance  value, social  value. And  emotional  

values, The  top  managers  with  considering  these  valuable  aspects  and  addressing  their  relationship  to  

their  loyalty  to  the  brand  will  be  able  to  use  environmental  opportunities  in  the  best  way. And be away 

from environmental threats. In the current paper we will use Wang (2004) model. 

 

Wang et al model: 

 Wang  et  al  in  a  research  done  in  china (2004) stated  the  customers’  value  as  the  independent  

effective  variables  upon  customers’ loyalty  (Wang & et.al  2004). These  independent  variable  are  as  

follows:  performance  values  social  values  emotional  values  lost  value.   

 In  this  model, the  three  first  variables  have  a  direct  relationship  with  loyalty  and  the  lost  value  

variable  has  a  negative  relationship  with  loyalty. 

  

Research Methodology:  

 This research was conducted in the city of darrehshahr. With  regard  to  the  lack  of  access  to  the  

customers  database, the  statistics  sample  was  unlimited. And  the  sample  included  all  those  who  buy  

Samsung  house  utensils. The sample consisted of 385 persons. 

 In  order  to  the  literature  of  the  present  study  by  using  the  library  studies  of  Latin  and Persian, 

books, magazines  and  internet  the  study  went  on . meanwhile  , to obtain  data ,the  reliability  and  stability  

questionnaire  with  standard  scale  was  provided  by  indirect  and  direct  reference  to  the  customers.   

 To  ensure  the  validity  and  reliability  of  the  questionnaire, the  professors’  and  experts’  management  

views  were  taken  into  consideration ,  and  the  revisions  were  made. 

 The  Chronbach  Alfa  was  used  in  the  present  study,  and  was  analyzed  by SPSS  software  as  0/862 .  

therefore , it  can  be  said  that  the  questions  were  reliable.  In  the  present  paper , the  regression  logistic  

analysis  was  used  in  determining  the  relationship  between  the  variable  and  their  meaningfulness  and  

their  final  effects. 

 

Research Hypotheses  

First hypothesis:  

Ho: The  performance  value  has  no  positive  and  direct  effect  on customer  loyalty.   

H1: The performance value has positive and direct effect on customer loyalty. 
Table 1: The final  effect  of  performance  value  on  customer  loyalty  and  the  test  error. 

Ho P. value Final effect Dependent variable Independent variable 

rejected %00 %62 Customer loyalty Performance value 
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Result:  

 The  amount  of  error  is  %00  and  is  less  than  %05. So, it is rejected with certainty of %95. As well, the 

final effect coefficient is %62. 

   

Second hypothesis: 

Ho: Social  value  hasn’t  a  direct  and  positive  impact  upon  customer  loyalty   

H1 Social  value  Has a  direct  and  positive  impact  upon  customer  loyalty.  

 
Table 2: The  final  social  value  variable  impact  on  customer  loyalty  and  the  test  error. 

Ho p. value Final effect Dependent  variable Independent  variable 

rejected %00 %51 Customer loyalty Social  value 

 

Result:  

 The  amount  of  error  is  %00  and  is  lees  than  %5. Therefore the   Ho is rejected with 95 percent of 

certainty. The final coefficient estimated is %51. So, with  regard  to the  information  told , there  is  a  

meaningful, direct  and  positive relationship  between  social  value  and  customer  loyalty. 

 

Third hypothesis: 

Ho: The  emotional  value  has  no  direct  or  positive  impact  on  customer  loyalty. 

H1: The  emotional  value  has  direct  or  positive  impact  on  customer  loyalty. 

 
Table  3: The  final  effect  of  emotional  value  on  customer  loyalty  and  test error. 

Ho P-value Final effect Dependant  variable Independent  variable 

rejected %00 %68 Customer  loyalty Emotional value 

        

Result: 

 The amount  of test error  is  %00  that  is  lower  than  %5. Hence, Ho is rejected with 95 percent certainty.  

The estimated coefficient effect is the probable 68 percent. 

So, according  to  what  was  said , there  is  a  meaningful  and  positive  relationship  between  emotional  value  

and  customer  loyalty  fourth  Hypothesis   

Ho: The  lost  data  havenot  a  direct  and  negative  impact  upon  customer  loyalty.  

H1: The  lost  data  have a  direct  and  negative  impact  upon  customer  loyalty. 

 
Table 4:  The  final  impact  of  lost  data  on  customer  loyalty  and  the  amount  of  test  error. 

Ho p-value Final impact Dependent  variable Independent  variable 

rejected %00 _%45 Customer  loyalty Lost  data 

 

Result: 

 The  amount  of  test  error  is  %00  that  is  fewer  than  %5.  So, with certainty it is rejected with 95 

percent. The estimated final effect is probably %45.  Therefore, according  to  what  have  been  said  there  is  a  

meaningful  and  negative  relationship  between  the  lost  data  and  customer  loyalty.  

 

Conclusion:  

 The  intensity  of  competition  in  the  markets  and  the  under sting  of  customers ’ keeping  caused  the  

organizations  make  attempts  for  long-run  relationship  with  customers  (Ranjbarian  and  Berari, 1387). With  

increasing  the  customers’  loyalty  the  marketing  share  and  the  income  increase As well. 

 Appropriate  strategies  for  marketing  for  making  the  customers  loyal  culminate  in  the  increase  rate  

of  loyalty  in long-run. In economic entities (Hamidizadeh, 2007). 

1. As  it  is  found  in  the  first  hypothesis  and  its  results, there  is  a  direct  and  positive  relationship  

between  customer  loyalty  and  performance  value  The  final  variable  effect  based  on  the  understood  

quality  variable  which  is  62  percent . it  is  understood  that  the  higher  performance  value  in  relation  to  

Samsung  house-utensils  has  increased  the  62  percent  of  customer  loyalty. therefore, considering  the  

objective  criteria    of  customers  as  a  measurement  is  highly  important.    

2.The  second  hypothesis  and  its  results  indicated  that  there  is  a  positive  and  direct  relationship  between  

social  value  variable  and  customer  loyalty. This has affected loyalty 51persent.  

3.The  third  hypothesis  and  the  results  showed  that  there  is  a  positive  and  direct  relationship  between  

emotional  value  variable  and  customer  loyalty  According  to the  estimation  the  final  effect  of  emotional  

value  variable  on  customer  loyalty  variable  is  almost  68  percent. This  shows  that  emotional  value  from  

Samsung  utensils  with  probable  68  percent  affect  customers  loyalty.  

4.The  fourth  hypothesis  revealed  that  there  is  a  meaningful  relation  between  the  lost  data  variable  and  

the  customer  loyalty  variable  . The  final  impact  of  customer  complain  on  customer  loyalty  is  nearly  45 
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percent. So, if  the  lost  data  be  into  consideration  seriously, the  probable  customer  loyalty  to  Samsung  

house  utensils  will  increase  45 percent. 
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