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Abstract

Purpose: The present study aims to examine the effect of consumer behavior patterns on brand attachment and to analyze the moderating role of brand
heritage in this relationship. Understanding consumer behavior has long been a central concern in marketing and brand management, as purchasing
decisions are shaped by psychological, social, cultural, and economic factors that can foster emotional bonds with brands. Brand heritage, as an intangible
asset, enhances perceptions of trust, authenticity, and stability, thereby strengthening consumers’ attachment to the brand. Given the rapid changes in
markets and increasing competition, exploring how consumer behavior influences brand attachment—and how brand heritage amplifies this influence—
is especially important for long-established brands such as Minoo. This research seeks to address the existing gap in domestic literature regarding the
moderating role of brand heritage in this context.

Method: This study is applied in purpose and descriptive—survey in nature. The statistical population consists of consumers of the Minoo brand in the
cities of Urmia and Tabriz. Since the population is unlimited, a sample size of 384 was estimated using Cochran’s formula, and to ensure greater accuracy,
580 valid questionnaires were analyzed. A simple random sampling method was used. Standardized questionnaires related to consumer behavior patterns,
brand heritage, and brand attachment served as measurement instruments. The reliability of the instruments was confirmed using Cronbach’s alpha. Data
analysis was conducted in two sections: descriptive statistics using SPSS, and inferential analysis using SmartPLS, due to the non-normality of the data
and the need for structural equation modeling.

Findings: The results of the first hypothesis revealed that consumer behavior patterns have a significant effect on brand attachment. This indicates that
various behavioral types—such as complex buying behavior, dissonance-reducing behavior, habitual buying, or variety-seeking behavior—shape
consumers’ emotions, attitudes, and experiences toward the brand, ultimately fostering emotional attachment and long-term loyalty. The results of the
second hypothesis demonstrated that brand heritage significantly moderates the relationship between consumer behavior patterns and brand attachment.
In other words, when a brand possesses strong historical roots, authenticity, and a compelling narrative identity, the influence of consumer behavior on
brand attachment becomes stronger and more pronounced.

Conclusion: The findings highlight that attention to consumer behavior patterns is essential for creating emotional bonds and enhancing loyalty.
Additionally, brand heritage functions as a symbolic and cultural asset that deepens and reinforces the strength of these attachments. Therefore, it is
recommended that marketing managers focus on analyzing consumer behavior throughout all stages of the buying process and emphasize the brand’s
history and authenticity in communication strategies. Doing so can foster stronger emotional connections, increase long-term loyalty, and help establish
sustainable competitive advantage. These insights offer practical guidance for designing more effective marketing strategies for long-established and
competitive brands.
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