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ABSTRACT 
With expansion competition and saturation of many markets and continuing changes in the 

environment and demographics, companies faced with the fact that today as in the past 
companies not face with a growing economic system and emerging markets. Today, every 

customer has its special value and companies should be fight to gain a larger share of the fixed 

market or to reduction. Marketers up to the yesterday thought to find customer and group sales 
was seeking to hunt new customers, but, in view of today, marketing means «growth of the 

customer, means according to the satisfaction and communicate effectively with him and the 

quality of the relationship with the brand in his view». So that customer loyalty is considered one 
of the crucial component of competition in the world marketing. The purpose of this study is 

checking the quality of the customer relationship with the brand and norms regarding the 

relations of dependence and the warmth of customer with his loyalty to the brand. The aim of the 
present study is practical and is according to research correlation that with the use of a 

questionnaire and measurement method is collected date required. The population of this 

research, are students of Isfahan city which with the use of sampling method by randomization 
were collected 300 acceptable samples. The analysis of data done by using SPSS and LISREL 

software that the results of the research show that dependence on brand and tribal brand with 

related norms, is a significant relationship and between tribal brand, dependence on brand and 
involvement with the product category with the brand relationship quality there is a positive and 

significant relationship and according to research findings the impact of brand relationship 

quality and norms related to brand loyalty also is approved.  
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INTODUCTION 

 

 In today’s global markets, owning a strong and well-known brand is considered as a competitive advantage 

for organizations and to gain this advantage organizations should strive to maximize loyalty and satisfaction of 

customers. Usually, the trade organizations of country, not consider new methods of relationship to the customer 

and over time, lose most of their customers. In the researches has found that 62 percent of unsuccessful 

organizations, not considered effective customer loyalty. Both customer and organization benefit of brand 

advantages. Of course, the customer faithful programs, the first time began in the airline industry of USA in 

1978 and it was stressed on central control of extended service air. Was at this time marketing finds very high 

place. In areas where the market was more focused and intense competition, marketing programs is focused on 

maintaining customer, by increasing and creating lateral services and research paid in services to attract and 

retain customers (HAMIDIZADEH and GHAMKHARI, 2009). When consumers is having experience one time 

the use of a brand, feeling more comfortable with it, tendency to use up that product goes up. Brands are 

information about quality of goods, operation and other aspects of the product and cause customer is tolerant 

less risk. Brand gives meaning to their owners and also is considered part of their wealth (NASIRIPOUR and 

his fellows, 2008). Institutions is loyal with understanding customer needs and finding ways to satisfy them 

through innovation, maintain and improve of the quality and most importantly, have customers which can 
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maintain profitability and maintain their survival in a competitive market. Customer loyalty in fact creates a 

competitive advantage for company because loyal customers apply due to savings on marketing costs 

(HOSSEINI and REZAEE, 2011). Despite the importance of brand limited research was conducted on quality 

relationship and norm relationship. The population of present research is intended Apple brand customers in 

Isfahan and researcher in this study plans examine effect of relationship norms on customer loyalty to the brand.  

 

2. Theoretical foundations: 

2-1- Brand loyalty: 

 AKER in 1991 has identified brand loyalty as a key determinant of brand choice and brand equity. He states 

that brand loyalty based on customer often is main core of brand equity (SCHOENBACHLER and ET AL, 

2004). JUVALJI and MOBERG have defined brand loyalty in association with behavioral, perception and 

optional perspective. In this case, behavioral approach is based on the purchase of a particular brand is tied 

together view comment of customer preferences about the brands. AKER defined brand loyalty as a situation 

that points out how likely is it one customer turned to other brand, especially when that brand makes changes in 

price or other product features (JAVADIN and SHAMS, 2009).One of the most complete definitions of brand 

loyalty suggested by JACOB and OLSON in 1970. They have defined brand loyalty as a non-accidental result, 

long existence of behavioral responses and made a mental shopping process by some of specific decision units 

which are considered more than a brand (LIN, 2010). KATLER defined customer satisfaction as the degree to 

which the actual performance of a company, estimates customer expectations and customer have feeling 

satisfaction and otherwise feeling dissatisfaction. Customer importance for organizations can describe as blood 

in the body, because no organization without customer for organizations can’t continue to their survival and 

activity.Customer-centric organizations doing all their efforts for customer satisfaction and their loyalty and will 

equip all their material and human resources. Loyal customers can bring great benefits to an organization. They 

cause continuous flow of profits, reduce marketing and operational costs and increase reference and in the face 

of competing development efforts, protect the organization (BEIKZADEH and BEHBODI, 2009).  

 

2-2- Brand dependence: 

 Dependence formed in early childhood. The process of formation of dependence continues in the total 

length of life. Individual is dependence to a friend, domestic animals, places and things. Dependence to things 

can be due to discomfort and grief while the lack of access to the things. Dependence brand is reflection of 

brand relations which is formed over time. Brand satisfaction and trust brand are leading to dependence brand. If 

brand leads to satisfaction and consumers have trust to it, brand dependence is developed. The long and final 

result of relationship with the brand, is the brand dependence that in exchange shape current shopping behavior 

and future buying intentions of consumers. Positive emotional experience during a visit to the store may be 

cause to facilitate attachment to a particular brand. Emotions when dealing with the brand in stores leaves 

influence on customer responses and in future processes create retrieval of bias. This affair is accomplished 

through finding inferential mechanisms as psychological symptoms that contain retrieving memories associated 

with positive emotions. Dependence of consumers is dependent to some extent in their perceptions about the 

brand character and level of interaction with play role and promotion of personality through this brand character 

(ASHTIANI and MIR, 2011). 

 

2-3- The quality of brand relationship: 

 The quality of brand relationship is represent a viable alternative for the concept of brand loyalty that often 

is used. These indicators up to today have been in relation to the measurement of power and strength of the 

relationship between consumer and brand. Contact with positive brand leads to a strong emotional attachment of 

consumer to brand and as a result leads to a higher plan for repurchase of the brand in order to maintain and 

develop a good relationship (HUBER and ET AL, 2010). One of the desirability of customer in choosing a 

product, is valid brand. In many markets brand is special identity for a product or process and link them to a 

particular group of the society. From a psychological standpoint such goods in addition to application 

appearance, raises individuation and self-confidence for customer, hence the customer is ready to pay different 

prices for it. Moreover, top brand unconsciously is the concept of better quality product for customer. The 

customer by purchasing a product brand, believes that has received valuable thing instead of his money. The fact 

is that brand, alike capital and technology and new materials have role in creating value added for an 

organization (SAMADI and his fellows, 2008).  

 

2-4- Brand warmth: 

 Warmth defined as an unstable emotion, mild, positive in connection with physiological arousal and 

obtained by direct experience or from family relationship, love and friendship. Create and build friendship 

between customers and providers of identified services especially in explaining loyalty is known in relation to 

helpful service (MATTSSON and LEMMINK, 2002).  Much research refers to the role of emotions in the 
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construction of identity based on consumption. As a result, it is proposed that warm brands are stronger 

representatives to identify of their counterparts (cold brand). More specifically warm brands, most likely are 

more abstract in the higher of brand meanings related to identity (SAUER and ET.AL, 2012).  

 According to theoretical principles and research of earlier researchers the following assumptions is 

considered for research: 

Hypothesis 1: Brand dependence has effect on norm relationship. 

Hypothesis 2: Tribal brand has effect on norm relationship. 

Hypothesis 3: Brand warmth has effect on norm relationship. 

Hypothesis 4: Involvement product category has effect on norm relationship. 

Hypothesis 5: Brand dependence has effect on the quality of brand relationship. 

Hypothesis 6: Tribal brand has effect on the quality of brand relationship.  

Hypothesis 7: Brand warmth has effect on the quality of brand relationship. 

Hypothesis 8: Involvement product category has effect on the quality of brand relationship.  

 

3- Conceptual model: 

 In this research have tried to check the quality of brand relationship and norm relationship as a mediator 

variable with regard to customer loyalty 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1: Research Conceptual model. 

 

4. Methodology: 

 Considering that the aim of this study is find norms relationships and the quality of brand relationship on 

brand loyalty, method of this study is solidarity kind and according to the data collection required, is survey and 

in terms of target is applications. The method of data collection of this research, is consisting of library and 

field. Through library studies literature on the subject of research is done and is used questionnaire for collecting 

data among customers of Apple brand. 

 The study sample, which has been Apple brand customers among students of Isfahan were 298 

questionnaire, 124 men and 174 women that show 59 percent are single and 40 percent married. Also, about 54 

percent of people have 26-35. However, about 48 percent have a bachelor’s degree, 38 percent master degree, 

19 percent junior college diploma and 1 percent Ph.D. Table 1.Statistical properties demographic characteristics 

of 298 respondents has come.  

 Model research formed of variables brand loyalty, quality of brand relationship, norm relationship, brand 

dependence, brand warmth, tribal brand and involvement with the product category. In the questionnaire is used 

54 questions with LILRET’s arrange of five options (1= completely disagree, 5= completely agree) which after 

approval by supervisors and advisor for validity distributed among students. To determine the reliability of the 

questionnaire is used CRONBACH’s alpha coefficients that the alpha coefficient obtained from the whole 

questionnaire by way of SPSS 18 software obtained 0/966 which points out the reliability of the questionnaire. 

Table 2 show that amounts of CRONBACH’s alpha and the number of questions related to the variables.  
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Table 1: Demographic specifications. 
Variable Group Frequency Percent 

Gender men 124 41.6 
women 174 58.4 

Marital status Single 176 59.1 
Married 122 40.9 

Age Under 25 117 39.3 
26-35 years old 160 53.7 
36-45 years old 19 6.4 
46-55 years old 2 0.7 

Level of education Junior college 49 19.4 
Bachelor 143 48 
Master 103 34.6 

PH.D 3 1 
Sum 298 100 

 
Table 2: Calculation of reliability of questions related to the questionnaire. 

Source CHRONBACH’s 
alpha 

Number of  
questions 

Number of 
questions of 

questionnaire 

Variable 

Katharina S. VALTA , 2013 0.702 3 1-3 Brand dependence (BD) 

0.901 13 4-16 Norm relationship (RN) 

0.900 11 17-23 
51-54 

The quality of brand 
relationship (BRQ) 

0.835 4 24-27 Brand loyalty (BL) 

Cleopatra VELUTSOU & Luiz 
MOUTINHO , 2009 

0.922 16 28-43 Brand tribal (BT) 

Sauer& et al. 
،2012 

0.762 3 44-46 Brand warmth (W) 

0.840 4 47-50 Involvement with product 
category (PCI) 

- 0.966 54 1-54 Total questionnaire 

 
4-1- The analysis of data: 
 In this research describe the demographic data of research has done by using of descriptive statistics, 
frequency tables and pie, bar charts and data by using of SPSS 18 software have analyzed investigation of 
confirmed relationship between variables and factors through confirmatory factor analysis and structural 
equation techniques by using of LISLERT 8.72 software which is one of the most popular software in order to 
implement these models, is used in order to test hypotheses with the aim of evaluation at the same time, directly 
or indirectly relations among variables. 
 
4-2-1- original model: 
 Investigation measurement models with t statistics of standard rate and error value in different factors. 
Provided to the numbers of observed variables of measurement equation.Each equation included path coefficient 
between observed variables and latent variable, measurement error of observed variable, with its significant test 
based on the characteristic t and also the amount of R2 that is the coefficient of determination or the proportion 
of explained variance by latent variable. 

 
Table 3: Analysis of coefficients and the value of t for brand dependence index. 

Items Standard rate T statistics The coefficient of 
determination 

Error 

Q1 0.74 13.54 0.54 0.066 
Q2 0.66 11.83 0.44 0.074 
Q3 0.67 11.98 0.45 0.057 

 

Table 4: Analysis of coefficients and the value of t for brand warmth index. 

Items Standard rate T statistic The coefficient of 

determination 
Error 

Q44 0.76 14.17 0.58 0.052 

Q45 0.73 13.49 0.53 0.051 
Q46 0.75 13.96 0.56 0.051 

 

Table 5: Analysis of coefficients and the value of t for tribal brand index. 
Items Symbol Standard rate T statistic The coefficient of 

determination 
Error 

The degree of compatibility with 
lifestyle 

DFL 0.90 19.54 0.81 0.042 

Passion in life PIL 0.76 14.96 0.57 0.053 
Acceptance of the reference group RGA 0.79 15.94 0.63 0.048 

Visibility of brand in society VBS 0.51 9.08 0.26 0.045 
Collective memory CM 0.54 9.62 0.29 0.047 
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Table 6: Analysis of coefficients and value of t for involvement product category index. 
Items Standard rate T statistic The coefficient of 

determination 
Error 

Q47 0.71 13.50 0.51 0.051 
Q48 0.76 14.97 0.58 0.049 
Q49 0.85 17.56 0.73 0.048 
Q50 0.81 16.31 0.66 0.047 

 
Table 7: Analysis of coefficients and value of t for norm relationship index. 

Items Symbol Standard rate T statistic The coefficient of 

determination 
Error 

Correlation S 0.81 - 0.66 - 
Flexibility F 0.79 14.98 0.62 0.041 

Mutual relation R 0.79 15.08 0.63 0.045 
Information exchange IE 0.71 13.06 0.50 0.045 

 

Table 8: Analysis of coefficients and value of t for the quality of brand relationship. 
Items Symbol Standard rate T statistic The coefficient 

of determination 
Error 

Trust T 0.80 - 0.64 - 
Committed relationship CR 0.85 16.75 0.72 0.051 
Relationship satisfaction SR 0.62 11.11 0.38 0.047 

 

Table 9: Analysis of coefficients and value of t for brand loyalty index. 

Items Standard rate T statistic The coefficient of 

determination 
Error 

Q24 0.77 - 0.60 - 
Q25 0.80 14.32 0.64 0.065 
Q26 0.78 13.84 0.61 0.063 
Q27 0.69 11.99 0.47 0.067 

 

 All variables have t statistic were larger the amount of 1/96 also the coefficient of their determination was 

suitable so none of items not removed of model then continue the work with other items (questions) and paid the 

review of the model. 

 

4-2-2- Confirmation of model: 

 As you can see the amount of x2 to the degree of freedom is equal to 2/35 and smaller than 3 which is right 

value. Low levels of this index represent little difference between the conceptual model of research with all data 

research. Also the amount of RMSEA is equal to 0/068 and smaller than the amount of 0/08, in addition to x2, 

whatever the level of index RMSEA is less, model is benefit better fit. And (CFI, IFI, NNFI, NFI) indexes is 

larger than the amount of 0/9 and GFI and GFI indexes is larger than the amount of 0/8. So, showed a good fit 

model and is approved.  

 
Table 10: Investigation of fitness index. 

Indexes Amounts 

Chi-square 656.90 
Degree of freedom 279 

Chi-square with degrees of freedom 2.35 
RMSEA 0.068 

GFI 0.85 
AGFI 0.82 
NFI 0.97 

NNFI 0.98 
IFI 0.98 
CFI 0.98 

 

 Figure2 points out model in significant numbers. Numbers on track is also indicate the amount of t-value 

for each track. If this value is not meaningful in the output software is shown in red color. In this analysis, the 

amount of t statistic for seven routes is larger than 1/96 and as a result is significant and for the two routes brand 

warmth to norm relationship and the quality of brand relationship and one route involvement with the product 

category to norm relationship is not significant. 

 

4-2-3- Structural model (path analysis) of research: 

 After reviewing the confirmatory factor analysis and approved models in this section with the structural 

analysis paid to test research hypotheses.For testing research hypotheses has been enjoying structural equation 

modeling. The structural model of this research in standard mode is shown in the figure.  
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Fig. 2: Model in significant numbers (t-value). 

 

 Figure 3 points out the general model in the standard estimate. Only in the standard estimate there is a 

possible compare between observed variables explanatory latent variables and also with regard to the standard 

coefficients it can be said related committed relationship (0/85), trust (0/80) and relationship satisfaction (0/62) 

variables in order have the highest impact in manufacturing quality relationship variable also correlation 

variable contains the highest impact in manufacturing norm relationship variable. However, degree of 

compatibility variable or life style have more impact in manufacturing tribal variable. In the following figure 

standard coefficients of model research is summarized along with t statistic of each track. 

 

 
Fig. 3: Model in the standard coefficients. 

 

 Table 11 shows that the coefficient of determination for norm relationship variable estimated 0/81 and 

indicating that brand dependence, tribal brand, brand warmth and involvement with product category variables 

altogether can explain 81 percent of changes norm relationship. With regard to the standard rate and t statistic it 

can be said brand dependence (0/69), tribal brand (0/21) variables have the highest impact on norm relationship 

variable (the highest coefficient of standard path) and warmth brand and involvement with product category 

variables have not significant impact.  

 Also, the coefficient of determination for the quality of brand relationship variable estimated 0/89 and is 

shown that brand dependence, tribal brand, brand warmth and involvement with product category altogether can 

explain 89% of changes the quality of brand relationship. With regard to the standard rate and t statistic it can be 

said tribal brand (0/62), brand dependence (0/22) and involvement with product category (0/21) variables in 

order have the highest impact on the quality of brand relationship variable and brand warmth has not significant 

impact. 

 However, the coefficient of determination for brand loyalty variable estimated 0/81 and is shown that norm 

relationship and the quality of brand relationship variables altogether can explain 81% of changes brand loyalty. 



658 

 

 

With regard to the standard rate and t statistics it can be said the quality of brand relationship (0/72) towards to 

norm relationship (0/22) have more impact on brand loyalty variable.  

 
Table 11: Summary of standardized coefficients, the coefficient of determination, t statistics and result. 

Tracks Standard rate T statistics The 

coefficient of 

determination 

Result 

Brand dependence-norm relations 0.69 7.73 0.81 Accept 

Tribal brand-norm relations 0.21 1.98 Rejection 

Brand warmth- norm relations -0.02 -0.22 Rejection 

Involvement with product category- norm relations 0.10 1.32 Rejection 

Brand dependence- the quality of brand relationship 0.12 3.35 0.89 Accept 

Tribal brand- the quality of brand relationship 0.62 7.05 Rejection 

Brand warmth- the quality of brand relationship 0.02 0.23 Rejection 

Involvement with product category- the quality of brand 

relationship 

0.21 3.44 Accept 

Norm relationship- brand loyalty 0.22 2.71 0.81 Accept 

The quality of brand relationship- brand loyalty 0.72 8.08 Accept 

 

4-2-4- Discussion and conclusion: 

Hypothesis 1: brand dependence have impact on norm relationship. 

 According to table 11 the absolute value of t statistic is equal to 7/73 and larger than 1/96, namely in the 

level of confidence, 95% brand dependence has significant impact on norm relationship and the amount of 

impact is equal to 0/69 and is positive (direct). Namely, by increasing the level of brand dependence, the level of 

norm relationship also increases. 

Hypothesis 2: Tribal brand have effect on norm relationship. 

 With regard to the absolute value,t statistic in table 11is equal to 1/98 which is larger than 1/96, namely in 

the level of confidence 95% tribal brand has significant impact on norm relationship and the amount of the 

impact is equal to 0/21 and is positive (direct). Namely, with increasing tribal brand, the level of norm 

relationship also increases.  

Hypothesis 3: Brand warmth has impact on norm relationship. 

 With regard to the absolute value, t statistic is equal to 0/22 and is smaller than 1/96, namely, in the level of 

confidence 95% brand warms has not significant impact on norm relationship. 

Hypothesis 4: involvement with product v=category has impact on norm relationship. 

 With regard to the absolute value, t statistic is equal to 1/32 and is smaller than 1/96, namely, in the level of 

confidence 95% involvement with product category has not significant impact on norm relationship. 

Hypothesis 5: brand dependence has impact on the quality of brand relationship. 

 With regard to the absolute value, t statistic is equal to 3/35 and is larger than 1/96, namely, in the level of 

confidence 95% brand dependence has significant impact on the quality of brand relationship and the amount of 

impact is equal to 0/22 and is positive (direct). Namely, with increasing the level of brand dependence, the 

quality of brand relationship is also increases. 

Hypothesis 6: tribal brand has impact on the quality of brand relationship. 

 With regard to the absolute value. T statistic is equal to 7/05 and is larger than 1/96, namely. In the level of 

confidence 95% tribal brand have significant impact on the quality of brand relationship and the amount of 

impact is equal to 0/62 and is positive (direct). Namely, with increasing tribal brand, the quality of brand 

relationship is also increases. 

Hypothesis 7: brand warmth has impact on the quality of brand relationship.  

 According to table 11 the amount of absolute value of t statistic is equal to 0/23, namely, in the level of 

confidence 95% brand warmth has not significant impact on the quality of brand relationship. 

Hypothesis 8: involvement with product category has impact on the quality of brand relationship. 

 With regard to absolute value, t statistic is equal to 3/44 and is larger than 1/96, namely. In the level of 

confidence 95% involvement with product category has significant impact on the quality of brand relationship 

and the amount of impact is equal to 0/21 and is positive (direct). Namely, with increasing involvement with 

product category, the quality of brand relationship is also increases. 

Hypothesis 9: norm relationship has direct impact on brand loyalty. 

 According to table 11 absolute value of t statistic is equal to 2/71 which is larger than 1/96, namely, in the 

level of confidence 95% norm relationship has significant impact on brand loyalty and the amount of impact is 

0/22 and is positive (direct). Namely, with increasing norm relationship, the level of brand loyalty also 

increases.  

Hypothesis 10: the quality of brand relationship has direct impact on brand loyalty. 

 Absolute value of t statistic is equal to 8/08 which is larger than 1/96, namely, in the level of confidence 

95% the quality of brand has significant impact on brand loyalty and the amount of impact is equal to 0/72 and 

is positive (direct). Namely. With increasing the quality of brand relationship, brand loyalty also increases. 
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Suggestions: 

 Since the population of this study has been consumers of Apple brand in Isfahan and may be in different 

societies and cultures is having different results.Therefore, it is recommended that this research is done on other 

brands and other societies and cultures and also is recommended to the marketing managers to the success of 

brand fits with industrial have activity in it look to their brand loyalty as the pivotal and the main of the success 

of their brand because successful companies to achieve market leadership have much attention to their brand 

loyalty and through their loyal customers gain a large share of the market. And also is recommended to the 

marketing mangers of companies that are developed an appropriate program due to the ability of the company to 

advance and promote the company which are active in it. Companies must pay attention to this point that by 

using the quality of brand relationship and norms relation in providing new products can cause improve the 

company’s brand loyalty by customers and is suggested to the other researchers that in the future research are 

using other methods if possible except questionnaire.  
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