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Abstract:

Purpose: In today's competitive markets, creating strong brand equity is
essential for a company's financial success. The existing literature has not yet
identified the influence process and influence of brand image on brand
equity. Therefore, it is very important to identify the potential factors of
brand equity and the relationships between them, such as brand attachment,
brand attitude, and brand image. Decision makers can pay more attention to
these stimuli to strengthen the special value of the brand, so this research
aims to develop knowledge related to brand identity, brand image,
attachment, attitude, trust and commitment to the brand and to investigate its
impact. Research on brand equity in the household appliance industry and
providing solutions to increase brand equity were carried out. The home
appliance industry was chosen because it is very attractive to middle-income
developing countries. Also, in this study, a conceptual model has been
presented that shows the relationships between customers' perceptions of
brand image and identity and brand equity.

Method: research philosophy; Affirmative, objective; descriptive,
orientation; Application and strategy; is navigation. The statistical sample of
consumer research is an Iranian brand active in the home appliance industry.
A questionnaire was used to collect data. From Morgan's table, 400 people
were determined as the sample size, and then the online questionnaire was
sent to the target audience. The sampling method used in this research is
simple random sampling. In order to analyze the data and test the research
hypotheses, the methods of inferential statistics, structural equation modeling
and model fit were used. Also, SmartPLS software has been used to check
the research hypotheses during two stages of checking the fit of the research
model and then testing the hypotheses.

Findings: The findings showed that brand identity and brand image with
brand attachment, brand attachment with brand attitude, trust and
commitment; Also, brand attitude has a direct and meaningful relationship
with brand trust, brand trust with brand commitment, and brand attitude, trust
and brand commitment with brand value.

Conclusion: Some findings acknowledge that the creation and appropriate
selection of symbols, designs, colors, characters, sounds, and everything
related to the associations and perceptions of consumers towards their brand,
increases consumer attachment. Increase compared to that brand. Distinct
mission and vision, quality products and services, content production and
personalization of orders create a favorable image. They should also improve
psychological, motivational stimuli, product innovation, and consumers'
perceptions of the brand in order to increase consumers' attitude and
attachment.

Keywords: attachment theory, Brand equity, brand identity,brand
image, expectancy value theory.
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