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ABSTRACT  

Market of the heavy machinery industry is growing fast. Customers 

have choices in purchasing new or used equipment or they can decide 

to rent or leas. Today's brand concept embraces all the things that a 

product or service offers, including how a product shapes consumers' 

behavior. The brand's special value is the perception that consumers 

have to a brand, which is perceived by many factors. This research 

is based on the Keller model, which includes the main four criteria’s: 

brand awareness, brand association, perceived quality, and brand 

loyalty.  

The most important reason that customers would changes suppliers 

is the lack of providing services and products based on customer 

needs. Through this case study the company, TECHNOCAT, seeks 

to understand the correlation of the brand and customer re-

purchases, whether the value of the brand affects customer decisions 

in future purchases. The researcher conducted a survey study. The 

expert panels in the field validated a questionnaire; Cronbach’s 

alpha coefficient is 0.82 for reliability testing. Managers of the 

mining businesses and owners of machines are the target population. 

Statistical Package for Social Science (SPSS) version 23.0 with 

descriptive statistics and multiple regression were utilized for data 

analysis, and AMOS was used for the structural equations. The 

finding presented results from 132 respondents. The study showed 

that there is a significant relationship between brand equity with an 

intention to buy again. Furthermore, certain factors; awareness, 

quality, loyalty, and association with the intention of re-buying, have 

significantly influence on repurchasing. 
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I. INTRODUCTION 

There have been few studies on customer loyalty and 

powerful brand in the heavy machinery industry. The purpose 

of this study is to investigate the relationship between the 

brand and customer repurchase intention, whether the value 

of product brand may affect customer decisions in future 

buying. Promoting a brand name in many cases becomes an 

organization's strategy [11]. People who are branded are 

looking for quality or specific features that make it special or 

unique [19]. Customer loyalty is one of a particular product 

or trademarks is very important because it would be most 

property of a company. Empirical research shows that the 

cost of attracting a new customer is 25 to 411 percent more 

than the cost of maintaining current customers. Thus, adding 

up to 5% to the cost of maintaining its current customers can 

add up to 75% to the company's profitability. Of course, the 

analysis is based on the assumption that current customers are 

profitable. In other words, the value of their life cycle 

(realized revenue from the place they buy during the time they 

buy from the firm, minus the costs necessary to maintain 

them) is positive. Today, the brand concept is all that the 

product or service delivers Including how a product is 

shaping consumers' feelings and thoughts is a brand-name 

commitment to deliver value to consumers. There have been 

few studies on customer loyalty and powerful brand in the 

heavy machinery industry. The purpose of this study is to 

investigate the relationship between the brand concept and 

intention to repurchase. The heavy machinery industry has 

grown in the past years [19]. To increase sales, it is important 

to learn about customer behavior and product’s brand. 
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II. LITERATURE REVIEW 

Major Points: 

▪ Literature reviews on role of powerful brand and 

customer repurchase intention in heavy machinery 

industry. 

▪ Research hypothesis testing relationship between certain 

factors (brand awareness, brand association, perceived 

quality, and brand loyalty) and influence on buying. 

▪ A discussion on brand equity and customer loyalty. 

▪ Interview data from expert panels regard to utility criteria 

of business owners.  

[27] believed to measure the brand power concept, one of 

this method can always be brand equity or the nominal value 

of each share in the stock of that market and its intention in 

this. This researcher uses the brand equity to understand the 

relationship. 

III. HYPOTHESIS 

 

1. Brand equity has a significant effect on the re-purchase 

of machinery parts. 

2. Brand loyalty has a significant effect on re-purchasing 

in heavy machinery market 

The customer is like a blood vessel in the organization and 

having the information about the customer, the organization 

is capable makes it possible to produce goods and services 

tailored to the needs of the customers of the company.  

The survey findings show positive relationship between 

brand equity with intention to buy again. This research can 

assist the heavy equipment business to improve their strategic 

plans, product quality, and sales. The brand's Equity is the 

perception that consumers have of the brand, which is 

perceived by many of the factors undergoing change. Brand 

equity cannot be understood without taking into account and 

its resources. The factors that contribute to the creation and 

formation of brand equity in the minds of consumers. [3] for 

the first time introduced the brand equity dimension and, in 

later supplementary research, this research became finally to 

these dimensions (brand awareness, brand loyalty, and 

perceived quality as brand equity dimensions). Positive brand 

equity, in turn, can leads to higher earnings, lower costs and 

higher profits, and has direct effects on the organization's 

ability to make appropriate decisions about product price 

increases [15], the effectiveness of marketing 

communications, and the success of business develop.  

 

 
Fig. 1. Concept Model. 

IV. DEFINITION 

The definition of the customer depends on the market in 

which the transaction occurs. If the transaction is in a 

consumer market happens, the customer can be a consumer 

or a user or employee; but if it is in the industrial market, 

customer is a supplier. B2B markets include the complex 

relationships of market participants on both sides of the deal. 

Therefore, we can say that product markets in B2B 

environments are at least as efficient as consumer markets 

most likely more efficient. In addition, the positive range of 

customer satisfaction in B2B markets is at least as large as 

consumer markets [31] There are significant differences 

between the customer in the industrial or B2B markets and 

B2C markets. The most important difference is that the 

purchasing behavior different from the final consumer of 

goods and services.   

A. Quality 

Each product or service has different aspects that create 

expectations for the customer. They would expect after 

buying products to feeling happy.  

Major differences include: 

1 The consumer population in the consumer markets is 

larger than the industrial market.  

2. The volume of industrial purchases is usually higher 

than the volume of sales in consumer markets.  

3. The nature of relationship between the customer and 

seller in institutional markets is completely different [25]. 

4. Consumers generally have less knowledge in 

comparison of B2C’s customers for goods and services in 

B2B market. 

B. Repurchase 

The word re-purchase is described as a behavioral concept 

that tends to repeat a transaction to buy a product or service 

because of different internal causes [21]. Experts say that the 

intention to repeat consumer purchases is linked to their 

beliefs. Understand the consumer's quality of service is a one 

of main factor affecting the formation of a behavioral 

intention. Today, organizations believe that only by loyal 

customers they would be able to achieve long-term profits. 

Therefore, they are always striving to facilitate the customer 

re-purchase process. As most researchers have said, it is the 

intention to re-purchase the customer loyalty behavioral 

indicator. The brand should be able to capture the hearts and 

minds of its audience. In today's world where its markets are 

packed with products that are not physically different, 

creating a personality suitable for a brand can create a 

significant difference. 

C. Brand Equity 

According to the opinion of marketing researchers, the 

concept of brand strength can be considered as one brand 

equity [29] By considering this important point in this paper, 

the concept of brand is brand equity. Additionally, it is 

important to know tangible effects of raising customer with 

buying and profitability of companies. 

The brand value a value added for the company, trade and 

consumer brand that is granted to the product [3] recognizes 

brand equity as a set of assets and capabilities related to a 

brand that adds or deducts value for the product and service 

for the company, customers, or both. 

Loyalty 

Perceived 

quality 

Brand 

awarene
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Brand 
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1. Loyalty 

Brand loyalty has been defined in terms of behavioral, 

attitudinal and selective approaches [13]. In another, brand 

loyalty is under the so-called brand resonance that addresses 

the nature of customer-based relationships and the extent to 

which customers feel aligned with and fit with Come back 

[3]. 

2. Brand associations 

A brand association recognizes everything that is reflected 

by the brand's attributes in memory. Brand consistency and 

association can be seen in all forms and attributes associated 

with a commodity or aspects that are independent of the 

goods themselves. 

3. Brand awareness 

The buyer's ability is to identify and remind brand, 

specification, or logo brand that are in the particular category 

of products or services. Brand awareness refers to the power 

of intelligence groups about a brand in one's memory [2]. 

4. Perceived quality 

Customer perception of the quality or superiority of a 

product or service with the perception of "perceived quality 

as a definition" to the purpose of that product or service to the 

other products services available on the market. Usually when 

perceived value is at a high level, customers experience 

become positive about this brand and their satisfaction with 

the product or service increases, which plays an important 

role in creating customer loyalty to the brand [34]. 

 

V. METHODOLOGY 

Considering that the purpose of this research is to analyze 

the brand equity and its effect on repurchase intention, so data 

collected from owners of machinery. The statistical 

population of this study is consisting of 211 owners in this 

city. The method used in this research is stratified random 

sampling. Considering the fact that the number of studied 

populations is 211 of the miners in Isfahan city. For this 

reason, we used the formula "Krejcie Morgan" to determine 

the sample size. There were 141 distribution questionnaires, 

out of which 132 questionnaires were returned. Among the 

various types of questionnaires available in this study, the 

five-level spectrum Likert scale (1 to 5) (which is the lowest 

score and the fifth is the highest score). The designed 

questionnaire is a combination of standard questions and elite 

approvals for this strategy. 

 
TABLE I: VARIABLES AND NUMBER OF QUESTIONS FOR EACH VARIABLE 

Variable Number Questions 
awareness 1-3-6 

Quality 2-7-11 

Association 4-8-9-10 

Loyalty 11-12-13-14-20-21 

Brand equity 5-15 

Intent to re-buy 16-17-18-19 

 

A. Validity  

The concept of validity addresses the question of how 

much the instrument measures to what extent. It can be 

assured that the accuracy of the data obtained cannot be 

guaranteed without the knowledge of the validity of the 

measuring instrument [16]. In this research, to investigate the 

validity of the collective questionnaire of the past and present 

marketing experts have been used. 

B. Reliability of the Questionnaire 

Reliability is one of the technical features of measuring 

instruments [14]. Reliability determines that the measuring 

tool is in the same conditions give the same results. In this 

research, Cronbach's alpha method was used to determine the 

reliability of the test. Due to the variance of each of the 

questions as well as the variance of the whole test was 

obtained. Cronbach's alpha coefficient [32]. By utilizing 

SPSS we understand that our Cronbach's .82. Therefore, 

considering in the humanities research, alpha coefficient is 

higher than .75, so the reliability of the questionnaire can be 

evaluated well. 

 

VI. RESULTS 

A. Pearson Correlation Test  

The Pearson correlation coefficient, r, can take a range of 

values from +1 to -1. a value of 0 indicates that there is no 

association between the two variables. A value greater than 0 

indicates a positive association; that is, as the value of one 

variable increases, so does the value of the other variable. A 

value less than 0 indicates a negative association; that is, as 

the value of one variable increases, the value of the other 

variable decreases.  

B. Relationship between Brand Equity with the Intention 

of Re-buying 

This test show that the correlation coefficient of brand 

equity and intent- Re-purchasing, with 95% confidence, is 

statistically significant, so this correlation coefficient 

meaningful [12]. As a result, the zero assumption on the 

absence of the corresponding coefficient is rejected. The 

statistical results of the hypothesis 1, which is somewhat 

positive and therefore the main one is that the correlation 

coefficient is %846. It indicates a positive relationship 

between these two variables. In other words, it can be said 

with increasing levels Brand equity, rebate level also 

increases. Therefore, the main result can be in the form the 

following is stated: 

“There is a significant relationship between brand equity 

with the intention of re-buying”. 

C. Sub-hypothesis One 

The findings of the report indicate that the correlation 

coefficient of awareness and the intention of re-purchasing, 

with 95% confidence, are statistically significant, so this 

correlation coefficient is significant. As a result, the zero 

assumption on the absence of a corresponding coefficient is 

rejected. The results of the statistical analysis are the main 

hypothesis, which is a positive and therefore indicative of the 

relationship / expression, the correlation coefficient is 432% 

positive between these two variables. 

D. Second Sub-hypothesis  

The findings of the report indicate that for correlation 

coefficient of quality and repurchase, with 95% confidence, 

is meaningful significant. Therefore, as a result, the zero 

assumption is based on the absence of a corresponding 

coefficient. The results of the statistical analysis are the main 
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hypothesis, which is a positive and therefore indicates a 

correlation between the positive correlation coefficient of 

753% between the two variables. 

E. Third Sub-hypothesis 

The findings of the report indicate that correlation 

coefficient of association and purchase-reloading with 95% 

confidence are statistically significant, so this correlation 

coefficient is significant. As a result, the zero assumption on 

the absence of a corresponding coefficient is rejected. The 

results of the statistical hypothesis of the main hypothesis 

indicate that a positive amount and thus the relationship 

between the two is that the correlation coefficient of %661 is 

positive between these two variables. 

F. Fourth Sub-hypothesis 

Findings indicate that for correlation coefficient of loyalty 

and re-purchasing with 95% confidence, this correlation is 

significant. As a result, the zero assumption on the absence of 

a corresponding coefficient is rejected. The statistical results 

of the main hypothesis of the expression is that it is a positive 

and therefore indicative of a positive relationship/is the 

correlation coefficient of 782% between the two variables. 

The research model, which is based on research hypotheses, 

is shown in Table II. The coefficients are calculated after 

fitting the model to the collected data. 

 
TABLE II: RESULT OF MODEL 

Path Leverage t 

Brand awareness 

 

← 
Brand 

Awareness 1 
0/80  - 

← 
Brand 

Awareness 2 
0/82 6/68 

← 
Brand awareness 

3 
0/51 5/26 

Brand loyalty 
 

← Brand Loyalty 1 0/74  - 
← Brand Loyalty 2 0/82 9/36 

← Brand loyalty 3 0/83 9/43 

← Brand loyalty 4 0/87 9/92 
← Brand loyalty 5 0/77 8/72 

Intention to 

repurchase 

← 
Intention to 

repurchase 1 
0/61  - 

← 
Intention to 

repurchase 2 
0/90 7/44 

← 
Intention to 
repurchase 3 

0/69 6/39 

← 
Intention to 

repurchase 4 
0/80 7/02 

Perceived quality 

← 
Perceived quality 

1 
0/82  - 

← 
Perceived quality 

2 
0/89 9/44 

← 
Perceived quality 

3 
0/70 8/30 

Brand association 

← 
Brand 

Association 1 
0/77  - 

← 
Brand 

Association 2 
0/85 9/70 

← 
Brand 

Association 3 
0/77 8/80 

← 
Brand 

Association 4 
0/76 8/67 

Brand equity 
← Brand equity 1 0/50  - 
← Brand equity 2 0/54 4/49 

Brand awareness ← Brand equity 0/37 3/55 
Perceived quality ← Brand equity 0/18 2/09 

Brand association ← Brand equity 0/75 4/99 

Brand loyalty ← Brand equity 0/41 3/88 

Brand equity ← 
Intention to 

repurchase 
0/80 4/49 

 

As can be seen in Table II, for all the coefficients of values 

t are greater than 1.96 and therefore all of them are significant 

at the 95% level. 

Therefore, all the questions considered in the questionnaire 

have a significant role in explaining the research variables 

(brand awareness, perceived quality, brand association, brand 

loyalty, brand equity and repurchase intention). 

On the other hand, considering that the paths of brand 

awareness, perceived quality, brand association and brand 

loyalty to brand equity are significant and the path of brand 

equity to repurchase is also significant, the results are 

reaffirmed for research hypotheses. 

The Table III shows the good range indicators of the 

measurement model. If the values would be in this range, they 

indicate the suitability of the model for the collected data. 

 
TABLE III: MODEL FITTING MODELS 

(CFI) (TLI) (RMSEA) (SRMSR) χ2/df 

93/0  91/0  064 /0  069 /0  75/2  

χ2/df≤3; TLI, CFI≥0/90, RMSEA≤0/09; SRMSR≤0/10 

 
TABLE IV: CORRELATION OF BRAND EQUITY ITEMS WITH EACH OTHER 

 Awareness Quality Association Loyalty 

Awareness 

correlation 

coefficient 
1 0 /394** 0 /483** 0 /367** 

Sig. Value  000 /0  000 /0  000 /0  

Qty 132 132 132 132 

Quality 

correlation 
coefficient 

0 /394** 1 0 /691** 0 /616** 

Sig. Value 000 /0   000 /0  000 /0  

Qty 132 132 132 132 

Association 

correlation 

coefficient 
0 /483 ** 0 /691** 1 0 /527** 

Sig. Value 000 /0  000 /0   000 /0  
Qty 132 132 132 132 

Loyalty 

correlation 

coefficient 
0 /367** 0 /616** 0 /527** 1 

Sig. Value 000 /0  000 /0  000 /0   

Qty 132 132 132 132 

 

VII. CONCLUSION 

As the above research shows, brand equity has a significant 

impact on the intention to repurchase customers in 

organizations and companies. In this study, using the role of 

four variables of brand equity in increasing the intention to 

repurchase customers in customers in Technoct was 

examined. The present study was conducted by using 

randomized data collection method gathered by designed 

survey and analyzed with SPSS software to examine 

hypotheses.  

The proposed model is a proven model for predicting the 

results of data analysis and suggests that brand equity has a 

significant impact on repurchase intention. It can be 

concluded that if the brand equity that we used in this study 

as a concept of brand strength would increases, the intention 

to repurchase will also increase. 

In summary, with increasing brand power level, the 

intention to buy has also increased Also, the variables of 

quality, association, awareness, and loyalty have a significant 

relationship with brand power. 

The main hypothesis and brand equity have a significant 

effect on the repurchase intention of customers among the 

factors that make up brand equity. The greatest impact on 

repurchase is loyalty-quality-association and awareness, 

respectively. Also, there is a strong correlation 84% between 
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these two variables of repurchase intention as dependent and 

brand value as independent, that can reveal 71% of the 

changes, can be dependent on this level. 
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