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Abstract 

 

Recognizing the importance of keeping customers, organizations are looking for solutions to keep them. 

Customers will be loyal to the organization when the organization knows their expectations and acts to 

meet their needs. It takes into account the needs and demands of the customers in order to create customer 

loyalty. The purpose of this research was to investigate the impact of three functional, emotional and 

social values on satisfaction and the behavioural consequences affecting the satisfaction of clients, 

including the desire to continue the relationship, the desire to replace and recommend to others. The 

current research is descriptive and survey. The research questionnaire includes 26 items and the data 

collected from the complete review of the theoretical foundations and the selection of the members of the 

statistical sample using the available sampling method, to collect the necessary data, a 5-point Likert scale 

questionnaire was used, which is unknown 384 questionnaires were prepared and distributed among 

social security clients, and then the information was collected and measured using structural equation 

method and pls software. The research results showed that all three dimensions of value have a significant 

and positive effect on customer satisfaction. Also, the satisfaction of clients has a significant positive and 

strong effect on the desire to continue the social security relationship and to recommend social security to 

others. 

Keywords: Perceived value, customer satisfaction, willingness to continue the relationship, willingness 

to replace, recommendation to others 
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Introduction 

In general, service quality is the consumers' judgment about the service itself, while satisfaction is their 

judgment of how the emotional and emotional impact of the service on the consumer. According to 

Oliver, in order to judge the satisfaction of a product, it is necessary to experience it, but there is no such 

requirement to judge its quality. 

Customer satisfaction and increasing the long-term value of customers is one of the important goals of all 

businesses in today's competitive environment. Satisfied customers show a favorable behavioral response, 

they usually increase the long-term profit of the organization by repeating the purchase, recommending to 

others and staying away from competitors (Salens, 1993). 

Organizations, as one of the influential bases in the country's economy, are experiencing competitive and 

challenging conditions in recent years. In this situation, they should try to attract and satisfy customers by 

paying attention to their customers' needs and providing appropriate services. In many studies, service 

quality is considered the determining factor in customer satisfaction (Alwani et al., 2012). The quality 

received by the customer from the product is determined by the difference between expectations and 

received benefits (Zeitmal and Berry, 1985). Of course, it has been shown in some studies that the value 

received by the customer from the service can better justify the behavioral response of customers (Doregi, 

1996 and Carlsen, 2000). 

The customers of any organization are the focus of attention of that organization. Therefore, it is 

inevitable for service organizations to understand and understand the expectations of customers in order 

to satisfy their needs and provide appropriate services and even superior quality and beyond (Mousavi Jed 

et al., 2017). 

Today, it is the era of loyalty, including customer loyalty, employee loyalty, management loyalty, loyalty 

to society and principles, ideals and beliefs, etc. Many researches have shown that satisfaction is not the 

ultimate key to success and profitability. In fact, the concepts of marketing, which emphasized this 

importance until yesterday, no longer recognize it, but today only customers who have a sense of 

belonging to the organization are considered as profitable and long-term assets for the organization (Gay 

et al. N, 2008). 

In fact, the value received by the customer from the quality of service and relationship with the 

organization can cause satisfaction and the formation of the desired behavioral response of the clients. In 

this way, the main research question is: 

What is the effect of perceived value on the satisfaction and behavioral response of clients? 

Research literature 

Internal research 
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Saatchian et al. (2017) in a research titled "Relationship of service quality, satisfaction and loyalty with 

customers' intention to visit in the future" in physical fitness and aerobics centers of Rasht city showed 

that there is a significant and positive relationship between service quality and customer satisfaction and 

the intention to visit again. . 

Mohsenian (2017) has conducted a research entitled "Investigating the effect of customer relationship 

management on the satisfaction of citizens of Mashhad municipal areas" through the intermediary role of 

managerial innovation in the Iranian Islamic city model. The purpose of this research is to investigate the 

impact of customer relationship management on customer satisfaction through the intermediary role. 

Innovation among the citizens referring to Mashhad Municipality and the employees of Mashhad 

Municipality regions and as a result showed that only the relationship between customer relationship 

management and innovation is meaningful and approved and the rest of the relationships include: 

relationship between customer relationship management and satisfaction, relationship between innovation 

And the satisfaction and mediation of innovation between customer relationship management and 

customer satisfaction is not confirmed. 

Khawanjeh (2016) investigated the quality of services provided in the special economic zone of 

Amirabad port from the point of view of customers using the Seroqual model. The method of the present 

research is applied in terms of its purpose and descriptive in nature of contextualization. SPSS software 

was used. The results showed that the quality of the provided services and its dimensions include 

tangibles, reliability, guarantee, responsiveness and empathy from the point of view of the customers and 

are above expectations. In other words, the expectations of customers from the received services are met.  

Safaei (2016) in a research entitled "Investigation of two dimensions of customer's perceived value in 

banking services" studied the dimensions of customer's perceived value in Refah Bank branches in 

Tehran. The results of the research showed that the functional value has an effect on the perceived value 

of the customer, while the effect of the emotional value on the perceived value of the customer was not 

confirmed. 

Panahi Vanani et al. (2015) have conducted a research entitled "Investigation of the effect of pleasant 

services and trust on customer satisfaction", the results of the research show that pleasant services have a 

positive and direct effect on customer trust. When the service is enjoyable for the customer, it will gain 

his trust. As a result, the customer who enjoys the service and trusts the service provider becomes 

committed to the organization. Committed customers will be more satisfied with the organization and will 

eventually be loyal to the organization. 

Ranjbaran et al. (2015) in a survey research entitled "Analysis of the relationship between perceived 

value, perceived quality, customer satisfaction and repurchase intention" to investigate the factors 

affecting the repurchase intention of customers of Refah, Sarvand and Ataka chain stores. They paid in 

Tehran. The findings of the research showed that in chain stores, the perceived quality affects the 

perceived value as well as customer satisfaction and repurchase intention. In addition, perceived value 

affects customer satisfaction and repurchase intention. Customer satisfaction affects the intention to buy 

again. 
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Dost and Eskandari's task (2014) in the research entitled "Investigation of customer perception of the 

quality of electronic services in online stores" to investigate the dimensions of service quality in online 

stores (website design, reliability, trust, personalization, responsiveness) and the impact It focuses on the 

overall quality of services and customer satisfaction, and finally on their understanding and feelings, 

which lead to customers' purchase intentions. Descriptive research of survey type, statistical population of 

people with experience in online shopping and simple random sampling method. The results showed that 

the website design and personalization of the website had no effect on the purchase intention and the trust 

resulting from the website and the reliability of the sales site as well as the response to the customers were 

very important, which led to the understanding of the overall quality of the service and The satisfaction of 

the customer and finally the intention of the customers to buy from that store. 

Mousavi and Quaidi (2013) investigated the role of perceived value in trust and repurchase intention in 

electronic shopping among customers of travel agencies in Tehran. The results of data analysis of 635 

distributed questionnaires showed that customer satisfaction is affected by perceived value, especially 

monetary value. Also, the findings of this research confirmed the effect of customer satisfaction on 

customer trust and repurchase intention. 

Faryabi and Jafari (2013) examines the relationship between innovation and value creation, and the role 

of transformational leadership as a moderator in the relationship between innovation and the value 

received by customers is examined. The statistical population of the research consists of Iranian insurance 

branches and agencies in Tabriz city, 197 managers, employees and sellers of Iranian insurance branches 

and agencies were selected as the research sample. The data were collected both in the library and in the 

field (questionnaire). To verify the validity of the questionnaire from the point of view of the professors 

and to verify the reliability, Cronbach's alpha scale of 0.859 was used. To analyze the data, SPSS and 

AMOS software were used and The structural equation model method was used. The research findings 

show that innovation has a positive and significant effect β=0.52, P=0.000 on customer perceived value 

and the transformational leadership of managers moderates the relationship between the two, as well as 

the perceived value of customers. Positive and significant P=0.000, β=0.76 on the company's customer-

oriented performance. 

Seyed Aamiri et al.(2013) in a research entitled "Investigating the relationship between service quality 

and customer satisfaction and loyalty of public and private indoor sports facilities in Urmia city" 

investigated the relationship between service quality and customer satisfaction and loyalty of public and 

private indoor sports facilities in Urmia city. they paid The results of data analysis showed that there is a 

significant relationship between service quality and its subscales including "program quality, The quality 

of the facility, the quality of the interaction, with the satisfaction and loyalty of the customers. According 

to the results of the research, it can be stated that the requirement for the commitment and repetition of 

customer referrals is high quality of service, and this quality of service should be achieved by providing 

diverse and attractive programs and classes, knowledgeable trainers, high usability and attractive 

appearance of sports equipment, high morale. Interaction and attention to the trainer, providing timely 

guidance and understanding the special needs of each participant. 
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Ziyai et al. (2013) conducted a research entitled "Investigation of factors affecting customer satisfaction 

using the Seroqual model". The purpose of this research, which is the result of a field research, is the 

issue of service quality dimensions of Mellat Banks in Isfahan province and the level of people's 

satisfaction with the services. These banks are studied. The findings of this research also indicate that the 

four dimensions of reliability, responsibility, guarantee and empathy have an effect on customer 

satisfaction with the service quality of Mellat banks in Isfahan province, but the external and physical 

aspects of the service have no effect on customer satisfaction with the service quality. 

Foreign research 

Jigratnam (2018) investigated the effect of perceived value on customer satisfaction and behavioral 

response. A questionnaire was used to measure the variables of perceived value, satisfaction and 

behavioral response of customers. PLS software was used for analysis. The results of the analysis showed 

that the received value has a positive and significant effect on the satisfaction and behavioral response of 

customers. 

Carroll et al. (2017) in a research entitled "service quality and customer satisfaction (qualitative research 

concepts for luxury hotels)" with the aim of investigating whether managers and customers in luxury 

hotels have the same understanding of satisfaction and service quality and whether there is a difference 

between There are services offered by luxury hotels and customer experience. In this research, an 

interview with managers and guests of 5-star hotels in Taiwan was qualitatively analyzed, which includes 

understanding the definitions and perceptions of luxury hotels, service quality, and satisfaction. In this 

research, they have come to the conclusion that there is no basic definition in the understanding of 

managers and guests relatively. However, the two groups have different expressions to describe luxury 

and service quality and satisfaction; The managers' opinion about the satisfaction in the services provided, 

but the satisfaction from the guests' point of view was the value received for the price of the rooms and 

their luxury, as the quality of the service. 

Pisnik Korda and Snoj (2016) investigated the perceived quality of service in banking and its relationship 

with perceived value and customer satisfaction. Analyzing the data of 700 Slovak bank customers and 

showing that perceived quality is effective on customer satisfaction and perceived value. 

Sauternchivin et al. (2015) investigated the impact of perceived value on customer satisfaction and loyalty 

in a research. The questionnaire of this research was distributed among 253 real estate customers 

(buyers/sellers) in Bangkok, Thailand, and the data analysis showed that the perceived value in the 

dimensions of functional value (quality), functional value (price), social value, emotional value and value 

Communication is effective on customer satisfaction. 

Raza et al. (2014) distributed a questionnaire among 125 customers of luxury hotels in Pakistan to 

investigate the functional and symbolic value of the customers of luxury hotels in Pakistan. The results of 

data analysis showed that perceived value and service quality have a positive relationship with customer 

satisfaction and their return to the hotel. 
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Kane Walsh and Bartikoski (2012) investigated the effect of service quality and corporate social 

responsibility on customer loyalty and word-of-mouth advertising with the mediation of customer 

satisfaction variable and compared these factors in two countries, Germany and America. According to 

the results of this research, the effect of social responsibility on customer satisfaction and customer 

behavior was greater in Germany than in America. Based on these results, there is a strong relationship 

between corporate social responsibility and customer satisfaction, word-of-mouth advertising, and loyalty 

among German consumers compared to American consumers. On the other hand, the results show that 

German consumers attach more importance to the company's humanitarian responsibilities, while for 

American consumers, the company's economic performance is more important. 

In a study, Lee and Yun Jung Heo (2009) examined the effect of customer satisfaction on the relationship 

between corporate social activities and corporate value in hotels and restaurants in the United States of 

America. After examining 39 hotels and 43 restaurants, the results showed that the mediating variable of 

customer satisfaction has no moderating role between the social activities of the company and the value 

of the company in these hotels and restaurants. But it was found that positive actions of social 

responsibility had a positive effect on customer satisfaction and company value. 

Low and Bhattacharya (2009) in a research investigated the effect of corporate social responsibility on 

customers and, as a result, market value through the mediation of advertising. According to the results of 

this research, the advertising factor has an important effect on the relationship between corporate social 

responsibility and the specific risk of the company, meaning that companies that have high advertising 

costs can reduce their specific risk better than companies that do not incur this cost. 

Amy Wang (2004) has investigated the research titled "Investigating the role of emotional satisfaction in 

service issues and the relationship between emotional satisfaction and key concepts such as service 

quality, customer loyalty and relationship quality". The results of his research show that service quality 

has a direct relationship with emotional satisfaction, and a service organization must strategically 

emphasize important factors such as customer loyalty and relationship quality in order to maintain 

customers and long-term profitability. 

Research methodology 

In applied research using the cognitive background and information provided through basic research to 

meet human needs and improve and optimize tools, methods, objects and models in order to develop 

well-being and comfort and improve the level of human life. are placed (Hafez Nia, 2007). In descriptive 

research, the researcher looks for how the subject is and wants to know how the phenomenon, variable, 

object or subject is. In other words, this research examines the existing situation and deals with the 

regular and systematic description of its current situation and studies its features and characteristics and 

examines the relationship between variables if necessary. (Hafiz Nia, 2017) In descriptive research, the 

researcher can assess the working conditions, situation of the phenomenon, working methods, opinions 

and demographic information, and if necessary, examine and identify the relationships between the 

studied variables. In this research, the methods of library study and review of texts and contents of the 

materials as well as field methods such as questionnaires, interviews and observations are used. One of 
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the characteristics of descriptive research is that the researcher does not interfere in the position, status 

and role of the variables and does not manipulate or control them and only studies what exists, describes 

and explains it. Also, descriptive research may lead to the discovery of laws and the presentation of 

theory, this means that general knowledge is obtained through such research. In general, such research 

has a high scientific value and can lead to the discovery of facts and the creation of general knowledge 

and formulation of general theorems in all human sciences and knowledge. (same source) This research is 

considered part of applied research in terms of its purpose, and in terms of research method, it is 

descriptive-survey research. The statistical population of the present study is all clients of social security 

in Tabriz city. Using Cochran's formula, the sample size was estimated to be 384 people. The number of 

questionnaires distributed among clients is 390 and the number of questionnaires that were used in the 

data analysis section is 384 (90% return rate). 

Data analysis 

After ensuring the fit of the measurement and structural models and finally the overall fit of the 

ificance coefficients ofmodel, the research hypotheses can be tested according to the sign  z and the 

estimated standard effect coefficients. For this purpose, first, according to the significance level observed 

-for each of the relationships formulated in the model, the research hypotheses are tested and then the non

significant relationships are removed from the model to present the final model of the research .  

The most basic criterion for measuring the relationship between constructs in structural equation models is 

the significant numbers of t  .If the value of the t statistic is outside the rang (-1.96  to +1.96  ,it is significant at 

the  95%   confidence level, and if the value of the  t statistic is within this range, then the estimated path 

coefficient is not significant and the hypothesis is appropriate to it. is rejected The estimated impact coefficient 

is significant at the 99%   confidence level if the value of the  t statistic   be outside the range . Chart  (1) significant 

values of  T   It shows  the relationships between the variables in the conceptual model of the research  .According 

be said that there is a relationship between the hidden variables of the research to the significant values, it can 

model at the   99%   confidence level  .Path coefficients in standard mode are shown in Figure  1: . 
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Diagram 1: Structural model path coefficients 

In this diagram, the direction and intensity of influence of the variables on each other is specified. 

Within a structural equation model, each direct effect specifies and expresses a relationship between a 

dependent variable and an independent variable. Although a dependent variable in another direct effect 

can be an independent variable and vice versa .  

or transmitting ‡ and exogenous† or receiving variables* are divided into two types of endogenous

Each variable in the structural equation model system can be considered both as an §  .variables

endogenous variable and an exogenous variable. An endogenous variable is a variable that is affected by 

other variables in the model. On the other hand, an exogenous variable is a variable that does not receive 

any effect from other variables in the model, but has an effect on itself .  

Table No  . 1   shows the impact coefficients estimated in the conceptual model of the research along 

with their significance. Also, using the information provided in this table, each research hypothesis has 

been tested .  

Table (1):  The final results of the research hypotheses test  

hypothesis The relationship under test 
Path 

coefficient 
t-

value 
result 

1-1 → customer satisfactionFunctional value  0.30 6.44 confirmation 

1-2 master Referees Emotional value Reza T  0.39 10.77 confirmation 

 

* Endogenous 
† Downstream 
‡ Exogenous 
§ Upstream 
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1-3 master Referees Social value Reza T  0.26 6.20 confirmation 

2-1 
master Referees ← Desire to continue the  Reza T

relationship 
0.75 30.03 confirmation 

2-2 master Referees ← Willingness to replace Reza T  0.33- 5.55 confirmation 

2-3 master Referees ← Advice to others Reza T  0.69 22.60 confirmation 

As seen in the table above, all research hypotheses were confirmed .  

and the main model of the research, which was confirmed, an alternative e data In the analysis of th

model was also examined in which it was assumed that the functional, emotional and social value through 

the hidden variable of the second order of the received value on satisfaction . master Referrals have a 

significant positive effect .  

 
Diagram 2: T statistic  of the structural model of the alternative model  

As seen in Figure  2     ,the value of  T   Significance between perceived value and satisfaction master 

Rejhan is less than  1.96   be said that there is no significant relationship between these two and it can 

variables at the  95%   confidence level. In fact, in the case that the direct effect of functional, emotional 

the and social value and their indirect effect on satisfaction master Referrals are checked at the same time, 

indirect effect is not significant .  

Conclusions 

Hypothesis 1-1: Functional value has a positive significant effect on customer satisfaction. Based on the 

results of the questionnaire data analysis, this hypothesis was confirmed with a significant number of 

6.448 at a confidence level of 99%. Considering the path coefficient of +0.303, it can be said that this 

positive effect is moderate. These findings are consistent with the research results of Mohsenian (2017), 

Karol et al. (2017). 
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Hypothesis 1-2: Emotional value has a significant positive effect on customer satisfaction. According to 

the test's significance number of 10.775 and the path coefficient of +0.391, the significant and positive 

effect of emotional value on client satisfaction was confirmed at the 99% confidence level. These findings 

are consistent with the research results of Safai (2016), Raza et al. (2014). 

Hypothesis 1-3: Social value has a significant positive effect on customer satisfaction. According to the 

test's significance number of 6.205, the significant effect of social value on customer satisfaction was 

confirmed at the level of 99%. The path coefficient was +0.264, which shows the intensity of the 

moderate impact. These findings are consistent with the research results of Saatchian et al. (2017), Pisnik 

and Snoch (2016). 

Hypothesis 2-1: Clients' satisfaction has a significant positive effect on the desire to continue the 

relationship. According to the test's significance number of 30.035 and the path coefficient of +0.751, the 

significant and positive impact of emotional value on customer satisfaction was confirmed at the 99% 

confidence level. The path coefficient is +0.751 and shows a strong impact. These findings are consistent 

with the research results of Khavanjeh (2016), Sautrenchivin et al. (2015). 

Hypothesis 2-2: Customer satisfaction has a significant negative effect on the willingness to replace. 

According to the test's significance number of 5.557, the significant effect of customer satisfaction on the 

willingness to replace was confirmed at the confidence level of 99%. The path coefficient was also -

0.333, which shows a moderate negative effect. These results are consistent with the research findings of 

Ranjbaran et al. (2015), Karol et al. (2017). 

Hypothesis 2-3: Clients' satisfaction has a significant positive effect on recommending to others. 

According to the significance number of the test of 22.606, the significant effect of client satisfaction on 

recommending to others was confirmed. The path coefficient was +0.693, which shows the intensity of 

the strong impact. These findings are consistent with the research results of Panahi Vanani et al. (2015), 

Kane Walsh and Bartikoski (2012). 
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