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Figure (1) Modified measurement model in the case of estimating standard coefficients
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Figure (2): Conceptual research model
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Extended Abstract

Introduction

In today’s highly competitive marketplace, brand attractiveness has become
a critical factor influencing customer perceptions, attitudes, and purchasing
decisions. This issue is particularly important in the agricultural products
sector, where consumers increasingly pay attention to product quality,
reliability, sustainability, and brand reputation. Agricultural brands that
successfully create positive emotional and cognitive connections with
customers are more likely to achieve customer loyalty and long-term market
success. In this context, customer satisfaction and customer knowledge
management have emerged as important mechanisms through which brand
attractiveness influences customer perceptions.

Materials and Methods

This study employed a descriptive-survey and applied research design. The
statistical population consisted of consumers of Golestan agricultural
products in Tehran. Based on the Krejcie and Morgan table and Cochran’s
formula, a sample size of 344 respondents was selected using proportional
cluster random sampling.

Data were collected through a standardized questionnaire consisting of four
constructs: brand attractiveness, customer perception, customer satisfaction,
and customer knowledge management. The validity of the questionnaire
was confirmed through content validity and confirmatory factor analysis,
while reliability was assessed using Cronbach’s alpha coefficient. The alpha
values for all variables exceeded 0.90, indicating high reliability.

Results and Discussion

The findings revealed that brand attractiveness exerts a significant positive
effect on customer perception (B = 0.83, T = 13.51). Furthermore, brand
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attractiveness significantly influenced customer satisfaction (f = 0.61, T =
15.72) and customer knowledge management ( = 0.62, T = 8.23).

The mediation analysis confirmed that both customer satisfaction and
customer knowledge management play significant intermediary roles in the
relationship between brand attractiveness and customer perception. The
results suggest that customers who perceive a brand as attractive tend to
experience higher satisfaction levels and acquire greater knowledge about
products and services, leading to more favorable perceptions of the brand.
These findings are consistent with previous studies emphasizing the
importance of brand attractiveness, customer satisfaction, and knowledge
management in strengthening customer relationships and building
sustainable competitive advantages. The results also demonstrate that
indirect effects through mediating variables are stronger than several direct
effects, highlighting the strategic importance of customer-centered
management practices.

Conclusion and Suggestions

The study concludes that brand attractiveness is a fundamental determinant
of customer perception in the agricultural products sector. Customer
satisfaction and customer knowledge management significantly strengthen
this relationship and contribute to positive customer evaluations of the
brand.Based on the findings, the following recommendations are proposed:
Golestan Company should enhance customer support services and
strengthen emotional engagement with customers to increase satisfaction
levels.Continuous improvement of product design, packaging quality, and
innovation can enhance brand attractiveness and strengthen customer
perceptions.The company should establish interactive customer knowledge
platforms, including digital communities and feedback systems, to facilitate
knowledge sharing and customer participation.

Organizing customer-oriented events and knowledge festivals can improve
communication with consumers and provide valuable insights for product
development.
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