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ABSTRACT

The increasing importance of brand management in turbulent competitive world of national and international markets requires further
efforts in the field of marketing research. This paper follows two basic purposes: First, to explore the relationship between the dependent
variable "purchase intention" and the independent variables "self-image", "Company’s Brand reputation" and "brand personality”. Second, To
explore an equation to determine the optimum combination of three variables "self-image", "brand reputation" and "brand personality" in
order to maximize the purchase intention. In this equation, either independent or dependent variables are gained by the discovery and
determining path coefficients. The study is used extensively for activists in the field of automotive industry.
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In twenty-first century due to increasing advances in technology and innovation, increasing competition
and demanding customers, brand management has become one of the most complex tasks. As the world
moves toward globalization, the move from marketing to brand management is necessary. Generally, two
general categories of company brand and product brand are classified. Compared with the company's
brand, product brand has absorbed more attention among researchers in the field of brand, Keller (2003)
has pointed out that the company's brand, is able to create an overall judgment immediately after
purchase. Compared with the product brand, the company's brand has an indirect influence on consumer
decision making [1]. This article focuses on both the product brand and the company's brand. Brand
reputation is a key factor to determine the success of a company [2]. and it is an essential part of a
company's reputation which is related to its past and future activities. Goldsmith et al. (2000) refers to a
company's reputation as the degree to which investors, customers and other supply chain components
believe in company’s honesty and expertise; this is similar to the definition of company's reputation.
"Company’s reputation" means to the extent that, according to customers’ opinions, a company can satisfy
customers by offering high quality products [3]. Fewer studies have been conducted on the impact of
brand reputation on customer decisions, than the studies on the validity of the whole [4]. But in recent
years and especially given the global financial crisis, branding or Brand making a company has attracted a
lot of attention. Brand reputation is composed of three parts: Expertise, likeability and accuracy [3]. Based
on the studies that have been done in the past, it can be concluded that the higher a company's brand
reputation, the higher customer’s purchase intention [2]. Another concept in marketing which has
attracted much attention is the brand personality; which refers to the relatedness of Human
characteristics and traits to the brand [5]. Visual personality of a brand can often be determined by what is
stamped in the customer’s mind and imagination: In fact, it is the personality characteristics of a
consumer who consumes the brand. Through the use of a brand, a consumer can improve his ideal and
real self [6]. It is also assumed that the characteristics of the product brand can have effect on
customers’ purchase intention [7]. This study aims to explore the relationship and effect of “brand
reputation" and "brand personality" on customers' purchase intention. Secondly, this study tries to
determine the optimum combination of brand reputation and brand personality and self-image
congruence, by using genetic algorithms. This means that with what combination of the four elements, and
with what range of emphasis Iran Khodro can maximize its customers' purchase intention.
Conceptual background and hypothesis development
Company’s brand reputation
Brand reputation means that to what extent the recipient believes that he presents the related source of
knowledge. Therefore, the expert can trust this source [8]. Source credibility can show the ads accuracy,
and hence, it affects the attitudes and purchase intentions along with the advertisements [9]. This concept
can be explored in three parts: Expertise, integrity and attractiveness [8]. Creditability can also refer to a
company's brand reputation. Recent studies have shown that a company's brand reputation plays an
important role in influencing customer purchase, the company's reputation and credibility of the advertiser
[4, 10]. In addition to all this, a company's brand reputation can illustrate the image associated with the
product's brand [11]. Company brands represent all accessories of the product’s brand, values, attitudes,
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evaluations, interests, relationships and the company's reputation. A company's brand reputation is
essential to the ultimate success of the company’s brand making strategy. If a company's brand reputation
is weak. It causes customers to be become skeptical about buying the company’s products. And doubt
whether the company has the ability to provide quality products [2]. [12] believed that a company's brand
reputation consists of several components that include Vision, culture, position, personality and
relationship with other shareholders and stakeholders of the company. As [5] stated that the brand's
identity consists of twelve dimensions, focused on four sides: Brand as a product brand as a person, Brand
as a company, and the brand as a [11]. In contrast, positive and strong reputation of a company's
brand also promotes brand image and equity, and therefore increase purchase intention [11]. Thus it can
be said that the perceived reputation of a company is positively related to sales; therefore, the first
hypothesis is proposed as:
First hypothesis: the higher a company's brand reputation, the higher purchasing intention
Product’s brand personality. The brand has personality and reflects personality characteristics to
customers and shareholders. In fact, the idea of brand's property originated from human features and
characteristics [13]. Brand personality means human characteristics that allocates to a brand [5, 14, 15].
Brand personality makes the client get involved with a particular brand, evaluate it, keep it in mind and
also maintain a strong brand [16, 17]. Aaker (1997) believes that the brand personality is different from
the human personality. In this respect the human personality and his personality traits will be reflected in
his behaviors, actions, attitudes, values and beliefs. But the brand personality is reflected in human
contact with the product and features that the brand represents. Keller (1993) argues that the brand’s
personality indicates symbolic values, which are beyond the tool like application of the product’s brand.
Customers can achieve higher self-esteem, through the use of selected brands and ascribe human
characteristics to them. Aaker (1997) offers a grading scale and a wider range of dimensions that can be
used to describe the brand personality, which include Devotion (being humble, being honest and being
cheerful); excitement (courage, being excited and being up to date); Complexity (being upscale and
attractiveness); resistance (being exterior and tightness). Having a strong and positive brand personality
will improve consumers' assessments about the brand and ultimately will lead to a better purchasing
intention [18]. Another model proposed by Bosnjak et al (2007) for the brand personality, its dimensions
include being raised, superficial, emotional and serious. Gyvns et al (2009) have proposed a different
model for the brand personality, which implies that the brand’s personality includes: accountability, being
active, simple, emotional and aggressive. In addition to all this, Fennis et al (2005) found that the brand
personality has a good influence on human personality traits such as being consistent, being clever,
conscientious and serious. In fact, some researchers have found that human personality and personality
of the brand are dependent on each other [18]. Wang and Yang (2008) also found that brand personality
is strongly and positively related to customer assessments about products. A large number of studies have
found that brand personality has a key role in the formation of favorable attitude toward the brand,
customer satisfaction, customer loyalty and recommendation of the brand to others [17, 16]. Therefore,
the second hypothesis of this study is:
The second hypothesis: product brand personality is positively associated with customer purchase
intention

Self-image
Based on the theory of self-image congruence, congruence between consumers’ self-image and branduser image can affect consumer behavior [19]. Congruence of the self-image can be divided into four
categories: Real, ideal, social, social ideal. Real Congruence relates to its congruence between the real
person and their thoughts about how a regular user should be specified. Ideal Congruence refers to the
comparison between the characteristics of a common user and what a typical user wants to be. Social
Congruence compares the features of a common user with what other important people see about these
characteristics. Ideal social Congruence compares the features of a common user with what he wants to
be seen by other important people. If Congruence is maintained between the individual’s self-image and
the brand’ self-image, self- Congruency occurs at a high level, and vice versa. The influence of self-image
congruence on brand choice, preference and loyalty has been widely studied in the marketing literature
[20]. Previous studies also have shown that self-image Congruence leads to a better assessment of the
product, higher satisfaction and more purchase intention [20, 19]. As a gap that is expected to be
examined in future research, Wang and Yang (2011) study deals with Advertising anecdotal and selfimage, which, on the basis of this study, can be used as independent variables. The present study
attempts to consider self-image as an independent variable to eliminate gaps in previous research.
The Third Hypothesis: high levels of self-image Congruence increases the customer purchase intention
Finally, this study is trying to investigate the relationships of each of the variables of self-image, brand
personality and brand reputation, with the customer’s purchase intention. In the second phase: we will
explore the modifying effect of the company's brand reputation on the relationship of self-image and brand
personality with the customer's purchase intention. Finally, using the technique of genetic algorithm, and
to maximize customer purchase intention, the optimum combination of the three variables of brand
reputation, personality and self-image is investigated.
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MATERIALS AND METHODS
Questionnaire and assessment tools
The questionnaire for this study was provided in two parts: The first part of the study is demographic
information; the second section is devoted to the questions that measure the study’s four main variables:
self-image, brand personality, brand reputation and purchase intention. The questionnaire was distributed
in the Persian language, and has been considered by many PhD students to be quite fluent with no
translation errors. Product brand personality is measured by using Aaker (1997) criterion: which, as earlier
noted in the study, includes devotion, competence, excitement, complexity and stimulation. Likert scale
includes five factors ranging from "strongly agree" to "totally disagree". Questions related to the company's
brand reputation has been picked from Ohanian (1990) and involves four items of "I Trust Company", "the
company claims are true" that measures Trust; "the company is good and skillful at the work she's doing"
and "the company is highly specialized" that measures Expertise. "The company is attractive" and "I love
the company's brand", represents the likeability of the company’s brand. Hence, The Company’s brand
reputation includes several elements that are attractiveness, reliability and expertise of the company. selfimage Congruence has been set by using Borax (1985) questionnaire, which includes these items: "the
company Brand’s image is matched with the image of my own"; " The brand image of the company,
reflects that who I am" ; " The people who are like me, use such brand" ; the company Brand’s image is
like a mirror, reflecting my own.

Validity and Reliability test
To gather data, a researcher-made questionnaire was used whose face validity was confirmed based on
the ideas of the experts. To measure its consistency, Chronbach Alpha coefficient was calculated.
Generally, for the questionnaire related to psychological tests, Chronbach Alpha value over 0.7 is
acceptable. For this study, Alpha value of 0.986 was achieved, confirming its high consistency [Table 1].
Table1: Reliability Test
Variable
Brand Credit
Brand Personality
Self-Image
Purchase intention
Total

Chronbach Alpha coefficient
0/71
0/84
0/83
0/8
0/8

Data collection and sample
The statistical population of this study is the Automobile owners of Iran Khodro Company in Tehran City.
Tehran is one of the biggest and the most populated cities in Iran which has several different personal cars
and Iran Khodro Company is one of the greatest car providers in Iran country. Iran Khodro Company is the
biggest automobile producer company which has 48% part and 57% worth of Automobile market share in
Iran. Iran Khodro Company is recognized as a biggest exporter in Iran industry. Thus, the statistical
population of this study is the Automobile owners of Iran Khodro Company in Tehran City. Sampling way in
this study, is nonrandom accessible. In this way, the researcher distributes questionnaires in crowded
places like Fuel stations and international exhibitions. So, in summary, considerable brand in this study is
Iran Khodro and product brands are: Samand (LX, Severn), Peugeot (405, 206, Pars), Dena, Rana. The
total number of questionnaires collected, is 410 and the number questionnaires after reviewing is 253,
which was usable.
Table2: Demographic information
Demographic variable
Gender
Age

Automobile type

www.iioab.org

Answers

Frequency

Female
Male
Less than 24
24-30
30-40
Above 40
Samand LX
Samand Souren
Rano
Peugeot

Percent
120
133
13
57
59
104
22
30
118
63

Cumulative frequency
percent
47
53
26.4
42.9
26.4
4.3
9.4
12.9
50.6
30
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As it is clear on the [Table 2], numbers of 53 percent of despondence are male and 47 percent are female
and most of them are within 24-30 years old. Moreover, types of despondence automobile are Samand LX,
Souren, Rano and Peugeot.
The research first target: Hypothesis analysis and the research conceptual model
To analyze data, a two-stage structural equations modeling, was used. First, measurement model fitness
was tested using confirmatory factor analysis; then, a path analysis was used to analyze the hypotheses. A
structural equation modeling developed the correlations between latent and observable variables. Here,
latent variables were main variables. Observable variables were the questions in the questionnaire, used
as a variable in the analysis software of PLS and final model.

First part: analyzing the measurement model
In [Table 3] confirmatory factor analysis (Kaiser Criterion) specifies the suitability of data for factor
analysis. This criterion is varying between 0 - 1. The amount of this criterion must be above than 0.5, if the
sample is suitable. For this study in table3, the criterion is 0.813, so, confirmatory factor analysis is
suitable for this data collection.
Table 3: Kaiser Criterion

Kaiser Criterion
Bartlett test

0.813
Rotation test

1516.205

Signal

0

Measurement model fitness
Although different kinds of tests, generally called Fit Indexes, are continuously being compared, developed,
and completed, there isn`t consensus on any single optimum test yet. So, various articles have
represented different indices and even famous programs of structural equations like Amos and Lisrel
software give several Fit Indexes [21].Those indices are classified by different methods from which the
most leading is classification of absolute, relative external and internal indices. Each of these indices is
between 0-1. Table 4 shows the Fit Indexes of the conceptual model in this research.
Table 4: The Fit Indexes of the conceptual model in this research
Index type

Index value

Absolute
Relative
External
internal

0.664
0.783
0.825
0.906

According to [22], Fit Indexes with the values over 0.7 are satisfactory while values less than 0.6 indicate
the weakness of the model. Zhang (2003) has also considered the values higher than 0.5 as pleasant
ones for model fitness. So, according to [Table 4], research model is fit and confirmed. Then, path analysis
results can be used and interpreted for hypothesis test.

Research hypotheses
This model shows the values of correlation among latent variables that in other words are visual
conceptions of the model. According to correlation values or coefficients, research hypotheses are
confirmed or rejected. In this part, first hypotheses and then their investigations will be represented:

First hypotheses: higher brand credit will caused the higher purchase intention.
In [Table 5 and 6 ]correlation coefficient of two variables is 0.219 and the coefficient is 0.48, implying that
48 percent of the changes in the purchase intention comes from the changes in Brand credibility amount.
Variance analysis table shows that regression model is significant. Coefficient table also revealed that
brand credit variable has a significant effect on purchase intention; because, it’s significant level is zero (<
0.05).

www.iioab.org
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Second hypotheses: brand personality of products is positively related to purchase
intention
In Table 5 and 6 correlation coefficient is 0.256 and determination coefficient is 0.65, implying that 65 %
of the changes in the purchase intention comes from the change in brand personality. Variance analysis
table also shows that regression model is significant. Coefficients table shows that brand personality
variable has a significant effect on the purchase intention; because, its significance level is zero.

Third hypotheses: higher levels of self-image, causes higher levels of purchase intention
As seen in [Table 5 and 6], adding self-image variable to the model, correlation and determination
coefficients of the model increase, implying that it improves purchase intention because of the self-image.
The regression model is also significant.
Table 5: Path analyzing for the total
Independence variable

Path coefficient

Test index

Significance

Result

Corporate brand

0.653

4.187

000

Confirmed

Brand personality

0.45

4.127

000

Self-image

0.436

3.562

000

Confirmed
confirmed

Table 6: Correlation and determination coefficients of the hypotheses
Model

Correlation

determination
coefficients

modified correlation

Brand credibility

0.256

0.65

0.062

Brand personality

0.257

0.71

0.064

Self-image

0.219

0.48

0.044

The second main target (optimizing by using Genetic Algorithm)
To determine the optimize level of four products (Samand, LX, Peugeot, Pride) is the second major target
of the present study. In fact, in this part the main goal is to understand how to maximize purchase
intention by concentrating on three variables of brand personality, brand credibility and self-image. For this
reason, genetic algorithm is used. In this way, path coefficients which are showing the strength and the
power of the path between two variables (purchase intention) and (brand credibility, self-image and brand
personality) has been used. So, it is trying to consider the relationship between variables separately as it is
mentioned in [Table7]
Table 7: Path analyzing for Samand product
Independence variable

Path coefficient

Test index

Significance

Result

Corporate brand
Brand personality

0.553
0.35

8.187
2.7

000
000

Confirmed
Confirmed

Self-image

0.136

5.255

000

confirmed

So, this formula is resulted for Samand product:
Brand credibility :X1 ،brand personality :X2 ،self-image :X3 ،purchase intention :Z
“. 553𝑋1 + .35𝑋2 + .136𝑋3 = 𝑀𝐴𝑋(𝑍)”
0≤X1, X2, X3≤100
It is assumed that the number of automobile for each kind of them is a stable number. Now, with regard to
produced automobiles, the level of priority for each three variables will be determined. In this way, the
resulted formula by using genetic algorithm, with assumed population: 100 and mutation rate of 0.07 is
analyzed. So, the results are as follow:
X1=0/46
X2=0/75
X3=0/68
Z= 0/226
It showed that this company must concentrate on brand personality, then self-image and the last on brand
credibility.

www.iioab.org
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RESULTS
maximizing purchase intention for LX product
This operation is the same as the last on data are presented on [Table 8]
Table 8: Path analyzing for LX product
Independence variable

Path coefficient

Test index

Significance

Result

Corporate brand
Brand personality

0.653
0.45

4.152
4.127

000
000

Confirmed

Self-image

0.436

3.562

000

confirmed

Confirmed

Brand credibility :X1 ،brand personality :X2 ،self-image :X3 ،purchase intention :Z

". 653𝑋1 + .45
The formula:
0≤X1, X2, X3≤100
So, the results are as follow:
X1=0/96
X2=0/75
X3=0/58
Z= 0/121
It showed that this company must concentrate on brand personality, then brand credibility and the last on
self-image.
maximizing purchase intention for Peugeot
This operation is the same as the last on data are presented on [Table 9]
Table 9: Path analyzing for Peugeot product
Independence variable

Path coefficient

Test index

Significance

Result

Corporate brand

0.453

4.100

000

Confirmed

Brand personality

0.25

2.157

000

Confirmed

Self-image

0.736

3.662

000

confirmed

Brand credibility :X1 ،brand personality :X2 ،self-image :X3 ،purchase intention :Z

". 153𝑋1
The formula:

0≤X1, X2, X3≤100

So, the results are as follow:
X1=0/83
X2=0/55
X3=0/39
Z= 0/226
It showed that this company must concentrate on brand credibility, then brand personality and the last on
self-image. As it is presented on [Table 10].
Table 10: Path analyzing for Reno product
Independence variable

Path coefficient

Test index

Significance

Result

Corporate brand

0.456

3.320

000

Confirmed

Brand personality

0.265

3.157

000

Confirmed

Self-image

0.236

3.062

000

confirmed

Brand credibility :X1 ،brand personality :X2 ،self-image :X3 ،purchase intention :Z
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". 153𝑋1 + .250𝑋2 + .736𝑋3 = 𝑀𝐴𝑋
The formula: 0≤X1, X2, X3≤100
So, the results are as follow:
X1=0/91
X2=0/263
X3=0/248
Z= 0/126
It showed that this company must concentrate on brand credibility, then brand personality and the last on
self-image.

CONCLUSION
Due to increasing advances in technology and innovation, increased competition and demanding
customers, brand management in the twenty-first century has become one of the most complex tasks. As
the world moves toward globalization, the move from marketing to brand management is necessary. The
paper was trying to explore the relationship of the brand personality, brand reputation and self-image with
the customers’ purchasing intention of Iran Khodro Company. Iran Khodro is one of the companies which
are exclusively active in manufacturing various cars; including some brands such as Samand Soren,
Samand LX, Peugeot 206 and Pride. The study will follow two main goals: firstly, to explore the relationship
of the three variables of self-image, brand reputation and brand personality with purchase intention.
Second, To explore an equation to determine the optimum combination of three variables "self-image",
"brand reputation" and "brand personality" in order to maximize the purchase intention. For this purpose,
410 questionnaires were distributed among owners of different types of Iran Khodro cars, but possible
analyzable questionnaires were 253. To achieve the first goal, the PLS software was used to determine the
path coefficients between dependent and independent variables. Then, the path coefficients are
calculated for each type of vehicle brands _including L. X, Soren, Dena and 206; to determine the optimum
combination of dependent variables to maximize purchase intention. It was considered that the company's
brand reputation is equivalent to variable X-1, brand personality to variable X-2, self-image to variable X-3;
and maximizing the purchase intention is regarded as the objective. Then each of the equations for each
product brands was put in the genetic algorithm. The results have shown that In the case of products such
as Reno, Peugeot 206 and Samand EL X, the emphasis should be on promoting the company's brand
reputation, the brand personality, and ultimately on its self-image, respectively. But this optimal
combination for Samand Soren is different and the emphasis should be on brand personality.
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