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ABSTRACT

In recent years, chain stores have experiencedkggiowth and used marketing strategies of advertesgt and

branding to expand their business. The aim of tigly is to examine the effects of consumptionegakn

perceived value and purchase intention of custornéiRefah Chain Store of Sanandaj City. The prestrty is

survey-description in methodology, and an appliedearch based on structural equation modeling ijedtve.

Measurement tool is a questionnaire based on Almeskemodel (2013) and Kaunas’ (2013) distributedoaig a

sample of 384 people including customers of RefadirCStore of sanandaji City randomly chosen. Figgi of this

study indicate a significant relationship betweamiables of the research and a good fit for theabBshed pattern.
Thus, consumption values affect customers’ perdeidue, consumption values affect customers’ @geh
intention and perceived value affects customerstipase intention in Refah Chain Stores of Sanaigj. Also

based on findings of study of figures, significanteesearch conceptual pattern and good fit far fosed pattern
are confirmed.

Keywords. consumption value, perceived value, purchasefiot@nchain stores

INTRODUCTION

In today's competitive and changing business enwmient that the power of retailers and the custonuEmand
level is continuously growing, expanding long-teredationship with customers is vital and necesdarythe
success and survival of producers (Giovanis et28l13).Marketing science attempts to influence the consame
thought and reaction (Kotler& Armstrong 2011). Cemer branch in marketing investigates how peoplé an
organizations choose and buy their services andugts in order to meet their needs and desiress@oer
behavior is not an easy problem, nor is it easyrtderstand consumer behavior by his/her behavittenfpt to
understand consumers’ behavior is an interdisa@pjirknowledge where different sciences such asokmypi and
psychology are used to explain the reason for goessi behavior in the market. Identification ofghieason of
behavior can be great help to marketing (Seyyedden&Esfidani, 2012).

Purchase intention is a kind of decision-making #tadies the reason to buy a particular branddmgemer (Shah
et al.,, 2012). Mirabi et al (2015) define purchasention as a situation where consumer tendsugoabcertain
product in certain condition. Purchase intentiorantea consumer prefers to buy a product or a sewlich he/she
feels he/she needs or has an attitude or percegibioat. In other words, purchase intention meanswwoer returns
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to the product because he/she has evaluated tlieigirand concluded that it is worth buying (Kell2Q01).
Inclination to purchase a brand occurs not onlyattitude toward that brand but by considering adfdtrands
(Hussain Shah et al, 2012). Criteria for purchagtention are often used to identify likelihoods faroducts
purchase during a given period of time. Day argims$ voluntary criteria can be more effective thmsahavioral
criteria in achieving customer decision becausdoouers may be compelled to purchase (Hu, 2010)cHage
intention is influenced by others’ opinions as wadl unpredicted factors. Unpredicted factors magngh the
consumer’s intention just when he/she is goingcto Bhus, preference or even purchase intentios doe always
lead to a real purchase. These factors may heftdar purchase behavior, but may be ineffectivea fesearch
carried out in 2013 “Consumers’ Purchase Intentior-oreign brand Products” was tested for relaiop between
purchase intention and perceived behavioral canfitoé relationship between these two variablessigisficant as
aresult (Junghwa Son et al, 2013).

Customer value theory (Woodruff, 1997) stressesrtiportance of understanding customer perceptiébnalae-in-
use and building the customer value hierarchy mdligbpliers are supposed to learn about custonhee vereate it
and develop delivery processes. Yet, the value tnmtsis complex and its use within the literaturaries
considerably (Olaru et al, 2008). Perceived valle essential result of marketing activities hierefore seen to be
an element of the first order within relationshipnketing (Roiget al, 2006). Delivering superior value to
customers is indisputably a main task for serviomd in today’s competitive marketplace(Hansen af 2008)
because higher customer value increases custoitigiaston; thereby instilling customer loyalty; h, in turn,
creates higher profit due to increased volume tiegufrom repeat purchases and positive word-of-#m@Liu et al,
2007). Typically, most definitions and conceptuatians focus on the economic worth of tangible ootes. For
example, one view is that value is the economidhwof a bundle of physical goods and servicesithakchanged
for some price (Hansen et al, 2008). Ulaga andeEg@006) maintain the trade-off notion, but theyess the
multifaceted nature of the benefits and sacrificethis trade-off, shifting the focus away from gérles to some
extent. As a contrast, Wilson (1995) defines vatua relationship as the outcomes that result feooollaborative
relationship that enhance the competitive abilibéshe partners. Current literature indicates thatceived value
can be defined as a multidimensional structurg, given disagreement between researchers in ekpjathe
implication of the perceived value it can be sdidttperceived value is a multidimensional dynamibjective
complex concept (Fernandez & Bonillo, 2007). Thedty of Consumption Values (TCV) proposes a franréved
analysis for understanding consumer choice in gelarariety of consumption situations. TCV summajze
parsimoniously, contributions from economics, stody, anthropology, psychology, marketing and consu
behavior (Pousa & Nufiez, 2014). The TCV is basedhose axiomatic propositions: (1) choice is a fiorc of
multiple consumption values (notably functionalnditional, social, emotional and epistemic valu@) these
consumption values make differential contributiomgsny given choice (although some values may beersalient
than others); and (3) these consumption valuesiratependent (Sheth et al., 1991a, 1991b). The yheas
originally presented in 1991, and since then it basn used to explain consumer choice in fieldgiesrse as
higher education (Lai, To, Lung, & Lai, 2012), tegers’ smoking behavior (Albaum et al, 2002), tetbgy
adoption (Hedman & Gimpel, 2010; Turel et al, 2028) ethical consumption (Green & Peloza, 2011V Has
shown substantial explanatory as well as presedptiower in more than 200 studies concerning thecehof
buying versus not buying, the choice of productetyand the choice of brand type (Sheth et al., 491 The
conceptualization of value is still under debatedifically whether it should be treated as a unighsional or
multi-dimensional construct (Sanchez-Fernandezlaiedta, 2007). On the strength of recent reviewsih et al.
(2004) and Sanchez-Fernandez and Iniesta (20073Jigre with the view that treating consumer valseaamulti-
dimensional construct dominates current researih.réason and motivation that underlies purchasiogt goods
or services can be explained by consumption vallesg and Schiffman,2000). Therefore, while explain
consumer behaviors related to consumption valukesthSused Newman and Gross’s (1991) consumptiamesal
theory in several studies (Park and Rebolt, 208@g basic consumption values that affect consunpeederence.
These are named as functional, emotional, conditjcocial and epistemic values. Any or all of desumption
values may affect the consumer behavior. Seveharatisciplines (such as economics, sociology, reév®anches
of psychology, marketing and consumer behaviorsd abntributed to the theories and research rel@teatiese
values (Sheth et al. 1991b).

In marketing literature, various studies can be tineed that have investigated relationship betwesurchase
intention and perceived quality (Alexandris et2002). In other words, perceived quality has atpasieffect on
repurchase intention. In a study carried out onitkernet stores, Kuo (2003) suggested that ordergices quality
had a positive effect on continuous use of welsgiig: recommendation to others as well as custorimyalty. Lee
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& Lin (2005) also found out that perceived quabfyonline stores had positive effect on repurchatsntion. With
respect to the above materials, three hypothestssafesearch are as follows:

H1: consumption values affect customers’ perceivedevédr Refah Chain Stores of Sanandaj City.
H2: consumption values affect customers purchasetinotein Refah Chain Stores of Sanandaj City.
H3: perceived value affects customers’ purchase it Refah Chain Stores of Sanandaj City.

Functional Value
Product Value

Product

Social Value

Perceived
\/aliie

Service Value

Emotional Value
Relationship Value )
Consumption

Values

Epistemic Value

Conditional Value

Purchase
intention

Diagraml: research conceptual model
(Sour ce: consumption value (Ali Almokar ami 2013), Product Perceived Value (Kaunas 2013), pur chase intention (Diallo, 2012))

MATERIALSAND METHODS

The present research is a description of a spewificlition or phenomenon. Thus it is a descriptiegearch in
nature and methodology, and an applied researabjective. As it seeks to study the relationshipreen two
variables with given parameters and model, it iss@tered as a correlation research based on staleguation
modeling. With respect to time and execution, itaicross sectional research. Statistical populatimmprises
customers of Refah Chain Store of Sanandaj Cityesunlimited statistical population, Cochran fotenwas used
to determine sample size based on which 384 pemete considered. The questionnaire used in thidysivas
extracted based on Ali Almokarami consumption vadtendard questionnaire (2013), Kaunas producteperd
value (2013) and Diallo purchase intention (201®)luding 42 questions composed of two parts. Panas
designed to obtain general features of respondemtsise of Refah Chain Store services includingettions. Part
2 evaluates each research pattern variable froponeents’ viewpoints including 38 questions. Toedetine the
validity of the questionnaire, first questions wesamined using experts’ guidance then universibtygssors’ ideas
were taken into account. Now using exploratory andfirmatory factor analysis, validity of each qu@s and
constructs was confirmed. To measure questionahititiy, a primary sample including 30 questionsaapretest
questionnaire was distributed, then using dataiddafrom questionnaires, confidence coefficienswalculated
using Cronbach alpha by SPSS21 software. And foali@s of consumption value, product perceivedi®#abnd
purchase intention, it was 0.907, 0.953, and Or&8pectively.

Data analysis

Statistical analyses and findings lead researdiogrard more knowledge of orientation and prepaeegtound for
future studies. Descriptive- deductive statisti@maalysis methods were used to test the collectalidahis study.
Regression analyses as structural equation modekng used to examine hypotheses and proposednzatte
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Descriptivefindings

Results from collected data on participants’ deraphbic features in the present study indicated 4h29% of
respondents were women. In addition, age distdioutif respondents showed that 2.49% were underedts\old
and 8.50% were above 35 years old. 5.74% of respuadad bachelor and lower degrees, and 5.25%nhater
and higher degrees. Results for history of storelmse of respondents indicated that 7.67% hadtarfiof less
than 5 years and 3.32% had a record of more thaars.

Deductive findings

In deductive part, first Kolmogorov- Smirnov teshsvused to examine the data distribution and adfiion of their
normality. Results of this test showed that siguaifice level for all variables was higher than @08 all variables
data distribution was normal and it was requiredge parametric tests.

Diagram 2 shows significant figures for the struatunodel. As it is shown in the diagram, all estied parameters
in the structural model are at significant leveldathese parameters signs were all positive indigathat
relationship of hidden variables with each othed anth their own apparent variables was coordinatédich is
consistent with predefined conceptual relationshipsTable 1, fitness criteria of structural modee presented.
Given the significant figures and values for fitaesiteria, model and data have acceptable fittltessthe research
model validity is confirmed.

Standard estimation coefficients of structural mioale presented in diagram 3 which shows the effat@ of
variables in each other.

Table 1. model fit criteriaresearch

index Optimum | result
Fldt 3.00> 0.97
GFI (Goodness of Fit Index) 0.90< 0.98
RMSEA(Root Mean Square Error of Approximatiop) 0.80> 0.00
RMR(Root Mean Square Residual) 0.05> 0.018
NFI (Normed Fit Index) 0.90< 0.99
NNFI (Non-Normed Fit Index 0.90< 1.0C
CFI (Comparative Fit Index) 0.90< 1.00
PRV 1238
12.81= " FU¥V
0.00
\ SEV ]2 32
10.57 @ 7.72
1225 SOV .
\13.40 552 88— REP |=1133
10.92 3.63
o) / -
12. 73= 1 EMF 426 GSHI [=11.17
11.99 o 0.00
19.34
11.01
” / GSH2 |=1094
1240= COV 70,10
13,53\
GSH3 [=11.04
12.70=~ POV
GSH4 [=115]

Chi-Square=49.45, df=51, P-value=0.53555, RMSEA=0.000

Diagram 2: modified model for significance (t-value)
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Diagram 2 shows the modified model for coefficiesignificance 9t-value). This model actually testé
measurement equations (loading factor) and stralctequations using t statistic. Based on this mogdath

coefficient and loading factor is significant ag8%evel if t statistic value is beyond -1.96 - +4..9

PRV (=072
071~ FUV
0.53
SEV [=072
0.53
T REV =063
0.51
0.69 GSHI =032
6 o 0.83
/ 0.84
/ _ — ‘
0.6~ s GSH2 =030
0.51\
GSH3 |=03I
069 POV
GSH4 |=-035

Chi-Square=49.45, df=51, P-value=0.53555, RMSEA=0.000
Diagram 3: modified model for standard coefficient estimation

Preliminary model does not have optimal fit crisefThus modification needed were made on this mawilfinally
after 4 modification stages, the final approved eldéslshown in diagram 3.

For better understanding, structural model testltegare summarized in Table 2.

Table 2. structural model test results

path dir ect impact I ndirect effect Squared
From To Path Coefficient T-Value Path CoefficienTT- Value Total Effect M u|t|p[e
Correlation
Consumption Values Product Perceived Value 0.81 285 - -- 0.81 0.65
Consumption Values Purchase intention 0.82 4.26 104 3.73 0.93 0.96
Product Perceived Value Purchase intention 0.51 3 3.6 0.51 )
CONCLUSION

Given hypothesis 1, path significance value betwasmmsumption value and product perceived valueabées is
(8.52) which is bigger than 1.96. Thus relationdbgween these two variables is supported at 99%icty level.
Path coefficient between the two variables is esta at 0.81 indicating that for any unit of chaimgeonsumption
variable, product perceived variable will chang®10units. Also, multiple correlation coefficient tifis path was
estimated as 0.65 indicating that consumption vataable accounts for 0.65 of changes in prodwtgived
value variable.

Given hypothesis 2, path significance value betwammsumption value and Purchase intention variakl€4.26)
which is bigger than 1.96. Thus relationship betwtese two variables is supported at 99% certdavgl. Path
coefficient between the two variables is estimated.52 indicating that for any unit of change onsumption
variable, Purchase intention ceived variable wikuege 0.51 units. Also, multiple correlation coaéfnt of this path
was estimated as 0.93 indicating that consumpti&uaevvariable accounts for 0.93 of changes in Ragetintention
variable.
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Given hypothesis 3, path significance value betwesrduct perceived value and Purchase intentioraias is
(3.63) which is bigger than 1.96. Thus relationdbgtween these two variables is supported at 99%iocty level.
Path coefficient between the two variables is estiith at 0.51 indicating that for any unit of chamgeroduct
perceived value, Purchase intention variable vhiirgge 0.51 units.

Of note, variable multiple correlation square farghase intention was 0.96 indicating that consionptalue and
product perceived value variables all together antfor 96% of changes in purchase intention éeia

In recent years, major changes in culture of custsirpurchase and expansion of chain stores idiatry have
been observed. Also more competitive business gthese has required chain stores to develop andtamain
competitive advantage and longtime relationshighvatistomers. Thus, they seek a long time relatipnalith
customers and offer similar services and behawiertd non-differentiation of customers. The patiemposed by
Ranjbarian et al (2011) effectively explains relaship between perceived quality, perceived vatwstomer
satisfaction, and repurchase intention in chairrestoThus the important problem facing chain staseshat
regardless of gender, income, education, sociatiposinterest and previous purchases of custontbey offer
their services and proposals. In such a situatios,necessity to boost relationship between consuared Refah
stores, experience of interaction with consumersoffgring products and services through retailersai big
challenge (Ranjbarian et al, 2011). ThereforeaReThain Stores Company must achieve this undelis@that
change is an essential necessity and considersigroers’ key demands on these stores is the kesufaress.
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