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Abstract

The purpose of this study is to investigate the impact of consumer attitude on brand value creation in Refah chain stores.
This descriptive-correlational and survey-based study was conducted among customers of Refah chain stores. Using
Cochran’s formula, a sample of 384 customers was selected. Data were collected through a validated Likert-scale
questionnaire whose reliability was confirmed by Cronbach’s alpha (0.81). Structural equation modeling based on the Partial
Least Squares (PLS) approach was applied using SmartPLS to examine the conceptual model and test the hypotheses. Path
coefficients, t-values, and significance levels were calculated to determine the strength and direction of relationships among
the latent constructs. SEM results revealed that consumer attitude significantly and directly influences brand loyalty and
repurchase intention. Causal conditions showed strong positive effects on contextual conditions (f=0.827), intervening
conditions ($=0.725), and core categories (f=0.326). Key determinants such as shopping experience, brand advertising,
perceived product quality, and brand—customer interactions were identified as major drivers of positive consumer attitudes
and enhanced brand equity. Furthermore, a strong and significant relationship between strategies and outcomes was observed
(B=0.712). The findings demonstrate that consumer attitude plays a critical and foundational role in shaping brand equity
within Refah chain stores. Enhancing customer experience, improving advertising strategies, and strengthening perceived
quality can effectively boost loyalty and repurchase intentions. Focusing on consumer perceptions and emotional responses
provides a sustainable pathway for long-term brand value creation.
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Extended Abstract

Introduction

Brand equity has become one of the most critical strategic assets for organizations operating in competitive
markets, especially in retail environments where consumers are exposed to a large number of product
alternatives and promotional messages. Prior studies emphasize that consumer-based brand equity is shaped
through a set of perceptual, attitudinal, and behavioral mechanisms that consumers develop when interacting
with a brand (Allaway et al., 2011). Among these mechanisms, consumer attitude plays a central role, because
it functions as a bridge between consumers’ cognitive evaluations, emotional responses, and their eventual
loyalty behaviors (Veloutsou, 2015). The foundational literature on brand equity suggests that positive
attitudes emerge when consumers interpret brand-related signals—such as quality, experience, and
communication—as valuable and trustworthy, leading toward stronger intention to repurchase and recommend
the brand (Rambocas et al., 2018).

Employee—customer interactions also serve as a significant contributor to consumer attitude formation,
particularly in service-oriented contexts. Research has shown that employees’ behavior and rapport with
customers directly influence perceptions of brand value and strengthen consumers’ attitudinal responses
toward the brand (Biedenbach et al., 2011). Similarly, internal brand equity—derived from employees’
commitment, brand knowledge, and alignment with organizational values—has been found to shape external
brand perceptions in meaningful ways, especially in business-to-business environments where service
encounters strongly affect customers’ attitudes (Baumgarth & Schmidt, 2010). In the context of industrial and
retail brands, country-of-origin cues, product uncertainty, and future orientation have also been identified as
determinants of brand equity and are relevant to how consumers develop attitudes toward brands that operate
in highly dynamic markets (Chen et al., 2011; Marquardt, 2013).

In the Iranian marketplace, previous research has demonstrated that factors such as service quality, marketing
mix, brand associations, and employee performance can significantly predict consumer attitudes and brand
value creation in both service and product sectors (Doaei et al., 2011; Hosseini et al., 2013; Roshandel, 2016).
Additionally, digital transformation and online consumer communities have altered the mechanisms through
which attitudes are formed. Studies show that participation in online brand communities enhances value co-
creation, strengthens engagement, and ultimately reinforces the consumer’s psychological connection to the
brand (Ebadati et al., 2016; Jashari-Mani et al., 2024). These interactions enable consumers not only to
evaluate products but also to exchange meanings, identify with brand narratives, and solidify their attitudinal
orientations.
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Social media marketing has further expanded the opportunities for brands to influence attitudes by enhancing
visibility, enabling real-time communication, and facilitating co-creation processes that elevate perceived
brand value (Fazel & Harandi, 2024). Gamification strategies have similarly been shown to heighten
engagement, strengthen the emotional component of consumer attitude, and increase the perceived value that
consumers obtain from interacting with the brand (Subburayan et al., 2023). Meanwhile, studies on
professional sports branding have emphasized that associations, trust, and satisfaction shape brand loyalty
through attitude-based mechanisms, reinforcing the universal applicability of these theoretical foundations
across various industries (Kaynak et al., 2014).

Recent scholarship has highlighted that consumer attitude also serves as a mediator linking experiential and
relational components of branding to behavioral intentions. For example, the direct and indirect effects of
brand experience on perceived credibility and ultimately on customer-based brand equity demonstrate that
attitudes are constructed through complex, multi-stage psychological processes (Shafiei, 2016). This aligns
with conceptual frameworks showing that co-creation and co-destruction of brand value may coexist across
the consumer journey, meaning that attitudes can fluctuate depending on the context, experience, and platform
of interaction. Research in digital content marketing adds further evidence that value creation influences
psychological engagement and emotional evaluations, reinforcing the consumer’s attitude toward the brand
(Rostami et al., 2022).

Given these theoretical perspectives, consumer attitude emerges as a multifaceted construct that integrates
cognitive beliefs, emotional evaluations, and behavioral predispositions toward a brand. It is clear that
understanding consumer attitude is essential for brands seeking to create sustainable value, foster loyalty, and
strengthen market performance. Within the competitive environment of Iranian retail chains, where consumers
interact with brands through both physical and digital touchpoints, identifying the determinants and
consequences of consumer attitude becomes critically important.

This study contributes to the existing literature by empirically analyzing the role of consumer attitude in the
brand value creation process and examining how causal, contextual, and strategic factors shape this
relationship in a large retail chain. The findings extend current theoretical perspectives and provide evidence-
based insights into brand value creation pathways in emerging markets.

Methods and Materials

The present study employed an applied research design with a descriptive—correlational methodology. Data
were collected through a structured questionnaire developed based on established constructs of consumer
attitude, brand experience, brand value creation, and loyalty. The sample consisted of 384 customers selected
using Cochran’s sampling formula for large populations. A five-point Likert scale was used to measure all
items. Reliability was confirmed through Cronbach’s alpha, and validity was assessed using expert judgment.
Structural Equation Modeling (SEM) with the Partial Least Squares (PLS) approach was applied using
SmartPLS software. The model included latent variables representing causal conditions, contextual conditions,
intervening conditions, core categories, strategies, and outcomes. Path coefficients, significance levels, and
explanatory power indices were analyzed to evaluate the conceptual model.

Findings

The results demonstrated that consumer attitude significantly and positively influences brand loyalty and
repurchase intention. Path coefficients revealed that causal conditions exerted strong effects on contextual
conditions ( = 0.827), intervening conditions (B = 0.725), and core categories (B = 0.326), all of which were
statistically significant. Contextual and intervening conditions also had substantial positive effects on the core
category variable. Furthermore, strategies related to brand experience management and consumer interaction
significantly predicted brand-related outcomes (B = 0.712). The overall model indicated high explanatory
power, confirming that consumer attitude functions as a central driver within the brand value creation structure.
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Discussion and Conclusion

The results of this study confirm that consumer attitude is a pivotal determinant of brand value creation in the
retail sector. The findings illustrate that multiple layers of consumer experience—ranging from the quality of
interactions to the consistency of brand signals—shape attitudes that ultimately lead to loyalty and repurchase
behavior. The structural model demonstrates that consumer attitude is influenced by both internal and external
brand-related factors, including experiential, relational, and contextual components. These relationships
reinforce theoretical frameworks suggesting that attitudes evolve as consumers interpret and internalize brand
meanings and values.

The study further highlights that strategic brand management practices, such as enhancing customer
experience, improving communication, and ensuring consistent service quality, form effective pathways for
strengthening brand value. The findings underscore the need for organizations to focus not only on traditional
marketing components but also on relational and experiential elements that influence psychological
perceptions. Overall, this research contributes valuable empirical evidence supporting the centrality of
consumer attitude in brand value creation and offers a multilayered understanding applicable to both scholars
and practitioners seeking to enhance branding effectiveness in competitive retail environments.
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