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Abstract 

This study explores the relationship the tendency to trust and the intent to repurchase 

with respect to the moderating role of customer satisfaction in the selling companies of 

ceramic bricks in Golestan Province. This study is a descriptive study in the form of 

companies of ceramic bricks in Golestan Province that their number is infinite. 

According to Kerjesi and Morgan's table, size of the sample is 384 people and simple 

classified random sampling was chosen for sampling from the population. The tools of 

measuring was a questionnaire that to measure and assess the components of the 

variables such as tendency to trust, intention to repurchase, customer satisfaction and 

perceived value, the questionnaire of Chen et al (2015) was used. The used 

questionnaire is standard and has high validity. Its reliability according to Cronbach's 

alpha was obtained equal to 0.812 for perceived benefits, 0.796 for perceived risk 

variable, 0.826 for customer satisfaction and 0.865 for intention to repurchase.  For 

data analysis, Excel software, lisrel, SPSS was used to examine hypotheses and 

structural equations of the model. The results showed that there is a significant 

difference between the tendency to trust and the intent to repurchase with respect to 

the moderating role of customer satisfaction in the selling companies of ceramic bricks 

in Golestan Province. 

Keywords: perceived quality, perceived risk, customer satisfaction, intention to 

repurchase 

 

Introduction 

Today, the world economy has obvious and remarkable difference than before. In all 

over the world, organizations and businesses are trying to achieve to a privileged 

position through the unique advantages compared to other competitors. On the other 

hand, consumers and customers are always looking for suppliers who provide much 

better goods or services. Understanding this distinction guide the process of the 

selection of needed goods or services and help customers in deciding whether to pay 
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higher prices in receiving goods or services due to better providers. In these 

conditions, "trust" is considered as one of the most critical factors in the success of 

many companies and organizations and lead to an increase in flexibility and 

organizational effectiveness and is very helpful in program designing and precise 

strategy for the organization (Moeinzadeh Mir Hosseini et al., 2012). The presence of 

customer trust to companies, especially companies selling ceramic bricks of Golestan 

province will increase the company's relationships with customers and increases the 

possibility of not-in-person buying and not-in-person orders of customers from the 

company. In the study of Chen et al (2015) conducted on trust, they defined the "trust" 

as perceived benefits and perceived risks. The present study also examines the trust of 

customers of ceramic bricks companies in two dimensions of perceived benefits and 

perceived risks. In general, what increasingly produce competitive differentiation in 

production or service companies is surely Support and Customer Service in and around 

the product, not just the quality of the product itself. With the advent of competitive 

economy, concepts such as customer oriented and customer satisfaction, is considered 

as the foundation of business and organization that does not pay attention to it, would 

be removed from the market (Beikzad and Molavi, 2010). In this regard, due to intense 

competition and dynamics of economic, strategic and business policies are 

concentrated on maintaining and improving customer loyalty and increasing customer 

confidence in the organization (Athanassopoulos et al., 2001). Customer satisfaction in 

the organizations is one of the issues that have been of interest to many researchers. 

Theorists are continuing their efforts in this field to discover new models and methods 

that can obtain information on customer satisfaction. Marketing researchers have not 

yet agreed to define customer satisfaction worldwide. However, such structures have 

been discovered. Customer and his satisfaction is the key issue in the present 

competitive world and could provide a set of progress. In this regard, attention to this 

fact that what cases can help to increase customer satisfaction and their trust to be 

more accurately and completely effective, is necessary and important (Oliver, 2004). 

When customers are satisfied with the company, they tend to continue their 

relationships with the company and about the ceramic bricks company the customers 

will tend to maintain a business relationship with the company and always do their 

shopping from this company. Intention to repurchase is a desire that consumers 

purchase goods or services from companies that have already purchased it from the 

company and transfer their experiences to friends and relatives. Intent to repurchase is 

the personal purchase process from the same company and reasons to buy goods or 

services again is mainly based on previous shopping experiences. Compared to 
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attracting new customers, companies can spend less on marketing to retain old 

customers (Ying-Feng Kuo et al., 2009). 

So in this study we are going to answer this question whether there is a significant 

relationship between the tendency to trust and the intent to repurchase with respect to 

the moderating role of customer satisfaction in the selling companies of ceramic bricks 

in Golestan Province? 

 

2. Theoretical Foundations of the study 

Organizational Trust 

Shaw defines the "trust" as to believe in others because" we are dependent on others to 

achieve our demands. Charlton says that leaders rely on the staff; because we are 

dependent on others to achieve our demands. Charlton says that leaders trust to the 

staff to be done and leaders must match their words with deeds. A variety of 

definitions suggest that trust is a dynamic phenomenon that depends on the different 

interaction and factors that can be effective in building trust plan. The definition of 

interpersonal trust should pay attention to three elements: the potential cognitive 

consequences: dependence, a sense of security (Bidarian et al., 2013). Cognitive 

consequences; confidence is important but, at the same time, is problematic. Some 

researchers consider the implications of cognitive as a risk while others define it to 

uncertainty. However, researchers believe that their interactions need the trust that the 

cognitive results may be possible. Dependence: self-reliance on the opposite side. 

Some researchers refer to it. If a party does not need to depend on the other side, he 

will not trust him (Farhang et al., 2010). Emerson defines dependency as a source of 

power; in this case, when one side is dependent on the other side, the other side will 

apply power on it. In the literature, trust to interplay between trust and power has been 

noted; however, power and trust have not been clearly defined. A sense of security, in 

the trust, a person will face with cognitive consequences and to feel safe; at their 

discretion, will dependent on the other. Also if the things are not done on his desire, he 

should not be afraid, but in this respect, a sense of peace and relative security. Trust is 

effective in relationships between individuals and human groups. For example, trust in 

relationships between couples and parents and children, teachers and students, citizens 

and governments, doctors and patients, school administrators and teachers and 

managers and staff has an effective role. Attention to the concept of trust from 1980s 

to 1995s became more. This term has been studied from different views, for decades. 

Charlton believes that trust is as a non-negotiable continuous learning process in any 

relationship, such as trust to the child for the acceptance and delegate of the 
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responsibility. Robbins defines trust as follows: clear expect from the other to avoid 

opportunism, in words and in actions or decisions (Abbasi et al., 2011).  

 

Types of trust in the organization 

There are three types of trust in corporate communications: based on deterrence, based 

on knowledge, based on the identification. 

 

deterrence-based Trust 

The most fragile relationships are inhibited with trust based on deterrence. A breach or 

a mismatch may spoil the relationship. This form of trust is based on fear of retaliation 

when your trust is used. Those who relationships are as such, act what they say; 

because they fear from the consequences of failure to perform duties. Effective 

deterrence-based trust is effective as long as there is the possibility of punishment, the 

consequences of the work is clear and if that trust is violated, penalties really be 

applied. An example of deterrence-based trust is the relationships between managers 

and employees. Humans usually as a employee trust to his new employer, even if it 

relies on the experience that his confidence is low. This link is creative of the trusted 

authority and the punishment that can apply for the employee in case not doing the 

task (Ketabi et al., 2010). 

 

Knowledge-based trust 

Most of the communication is rooted in the knowledge-based trust. In other words, 

trust is based on predictability of behavior that is specific for interactive experiences in 

the past. Such trust is when the person has the necessary knowledge to understand staff 

adequately to can predict their likely behavior correctly. Knowledge -based trust rather 

than relying on deterrence, relies on knowledge. Knowledge from another and 

predictability of his behavior than contracts, penalties, and legal arrangements, that is 

usually deterrence-based trust. Such trust is formed gradually and further as actions 

that build trust and precious experience. Whatever you know better someone, you will 

have more correct predictions from his behavior in the future. Predictability boost 

confidence; even if you predict that the other is no longer reliable because of the ways 

of his abuse from the trust can be predicted. Whatever you communicate better and 

more regular with others, it will be more confident and more can be relied on him. 

Interestingly, in this level trust is based on knowledge and contradictory behavior does 

not cause failure in trust (Salimi et al., 2010).  
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Identification-based trust 

When it comes to the highest level of trust that there is an emotional connection 

between the two sides. This type of relation allows to one of the parties to act as the 

employer of the other side and is as the successor to that person in dealings between 

individuals. We call such trust identification-based trust. Here trust is because both 

sides are aware of their intention and respect to their wishes and aspirations. This 

mutual understanding as much progress that each of the two sides can act effectively 

rather the other. At this level, control is minimal. No need to take care of the other, 

because loyalty is unconditional. The best example of identification-based trust is 

long-term marriage of a happy couple. Husband gradually learns what is important to 

her wife and predicts the same acts, and the wife, in turn, knows that what is important 

for her husband to predict, without having to be asked. Increasingly recognized as 

another person can think, like others feels like another answer. In the business world 

today, most large companies have been broken rely on to identify links, which may be 

caused former employees. Promises have not been fulfilled, in what was once called 

the bond of unconditional loyalty, led probable that the kind of trust and confidence 

instead be based on knowledge (Yarmohammadian et al., 2013).  

 

Customer satisfaction 

Zeithaml et al (1990) believed that customer satisfaction is the balance between 

customer expectations and experience resulting from the use of that product or service. 

Oliver (1999) defines customer satisfaction as an assessment of the perceived 

difference between the previous expectations of the customer from a product or service 

and its actual performance from that product or service. Pizam and Ellis (1999) deifine 

customer satisfaction as a mental state which include feelings of well-being and 

pleasure when the customers have obtained what they expected from the product or 

service. Kotler (2000) defines customer satisfaction as pleasure or disappointment 

resulting from comparing the received performance of the product or customer 

expectations. Kim et al. (2003) emphasized that customer satisfaction is the attitude 

after the purchase through a comparison of the subjective quality of the product or 

service that a customer expects to receive through the exchange (Barutcu et al, 2011 ). 

For a company, customer satisfaction has several advantages. It increases customer 

loyalty, prevent from tendency of customers towards other companies, customer 

sensitivity to price decreases, reduces the cost of failure of marketing strategies and 

create new customer, reduces the cost of operation because of increase in the number 

of customers, and improves advertising effectiveness and ultimately increase the 

company's reputation (Kim et al., 2004). Several studies have conducted on the 
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relationship between service quality and customer satisfaction and customer loyalty 

and tendency to recommend to others in the consumer market and have confirmed 

customer satisfaction is an outcome of the quality of service (Host and Anderson, 

2004). Customer satisfaction from a company selling ceramic bricks effect on the 

tendency of customers to reuse their services and increase word of mouth advertising 

and creates different moods of loyalty (Bravo et al, 2009).  

 

Intention to repurchase 

Repurchase intention is the process of replicate the same purchases of goods and 

certain services from a company and its main reason is the experiences after purchase. 

Instead, companies can attract new customers, or cost less to retain their past 

customers. 

In marketing literature, numerous studies can be pointed which are mainly related to 

repurchase intention and perceived quality. In other words, the inferred quality of the 

intention has a positive effect on purchase. In a study conducted in the field of 

websites and online stores, Kuo notes that the quality of online services had a positive 

correlation with continued use of the website, reference to others and loyalty. Lee and 

Lin found that the perceived quality of online stores has a positive effect on repurchase 

intention. In recent years, corporate executives and marketing personnel have used 

from perceived value to evaluate plan to repurchase of customers. In discussing the 

relationship between perceived value and repurchase intention, many experts have 

considered the direct effect of perceived value on repurchase intention. Wang et al in 

their study concluded that perceived value has a positive effect on repurchase 

intention. Lin and Wang also emphasized the positive effect of perceived value on 

loyalty. It also noted that the consumer who had higher level of satisfaction, are more 

willing to buy again and recommend it to others. In other words, by increasing 

customer satisfaction, repurchase likelihood increases (Ranjbarian, 2012). 

 

3- Research background 

-Kazemi and Ramezani (2013) in a study titled "investigating the relationship between 

trust to the management and sharing knowledge and moderating role of fear of losing 

credibility and documentation of knowledge in Mashhad Municipality ", concluded 

that there is a significant relationship between trust to the management and sharing 

knowledge. 

Sajedifar et al (2012) in a study titled "Evaluation of the quality of electronic services 

in online customer confidence brokerage firms in Tehran " concluded that in brokerage 
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firms the quality of electronic services has a significant positive effect on customer 

confidence. 

-Alvani et al (2011) in a study titled "The Relationship between trust and knowledge 

sharing in training center of NAJA and affiliated centers " concluded that training 

center of NAJA and affiliated centers by increase the level of their participation in 

decision-making and distribution has attracted students to achieve their corporate 

objectives has been successful. However, more effort is needed. The level of trust in 

the seven dimensions is desirable in training center of NAJA and affiliated centers. 

This center in current conditions and relatively among the dimensions of the trust, has 

noted the best situation in participation and the weakest. Therefore, the management in 

the organization should make this feeling in the staff that their needs should be cared 

and they should be supported in terms of social management.  

Bakhtiari and Farzanegan (2012) in a study titled "the impact of customer trust on 

customer loyalty in retailing" and the achieved results showed that there is a significant 

positive relationship between customer trust and loyalty. 

-Hesing and Lee (2015), in a research titled "perceived service quality and price of 

services: the impact on the plan to repurchase in 484 passengers among airline 

passengers" and the results showed that there is a significant positive relationship 

between service quality and repurchase intention of the passengers with respect to the 

moderating role of understanding price of services variable.  

Chen et al (2015) in a study examined the moderating role of tendency and the impact 

of gender of customers in their behavior in online purchase and concluded that there is 

a significant relationship between perceived risk and customer satisfaction and also 

with respect to the moderating role that perceived benefits component plays in 

customer satisfaction and repurchase intention, a positive relationship is established. 

-Kovach et al (2015) in a study titled "the quality of Internet service providers and its 

impact on customer loyalty in 1231 users of ISP companies" and concluded that 

quality of service had a significant positive relationship with customer loyalty. 

 

Hypotheses 

1. There is a significant relationship between perceived benefits and repurchase 

intention. 

2. There is a significant relationship between perceived benefits and customer 

satisfaction. 

3. There is a significant relationship between perceived risk and repurchase intention. 

4. There is a significant relationship between perceived risk and customer satisfaction. 
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5. There is a significant relationship between customer satisfaction and repurchase 

intention. 

 

4-1- Conceptual model of the study 

 

 

 

 

 

 

Figure 1: conceptual model of the study  

 

5. Methodology 

This research is an applied research in terms of the goal because the result of the 

research in the population is applicable and also this research is testable in other 

communities. This study is descriptive in terms of method because the research have 

not been manipulated in the descriptive model are analyzed as they are. This study is a 

survey (field) study in terms of data collection, because sampling is done from the 

community. This study is a correlational study in terms of measurement, because the 

relationships between variables are measured. In this study, to collect data, library 

methods for theoretical bases and field methods for assumptions and goals were used 

and data was also collected through sources such as books, magazines, the Internet, 

and journals. 

 

Questionnaires  Number of 

questions 

Perceived benefits 5 

Perceived risk 9 

Customer satisfaction 2 

Repurchase intention 2 

 

In the present study, in the level of inferential statistics, Structural equation modeling 

using LISREL software was used. 

 

 

 

 

Perceived benefits Perceived risk 

Customer satisfaction 

Repurchase intention 
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6- Results 

 

 
 

Figure 1: structural model of the study in standard mode 

 

 

Figure 1 represents the factor loadings coefficients in standard mode which is in the 

range of (-1,1) and indicates the size of the relationship between the variables. 
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Figure 2: structural model of the study in a significant mode 

 

Figure 2 shows the significant factors that must be greater than 1.96 to relationships 

between variables at a significant level of 0.05 be significant. 
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Table 2: Results of direct and indirect relationships and significant coefficients of 

assumptions of the model 

Path  
Symbol  Path 

coefficient 
Significance  Test result  

Perceived benefits ------ repurchase 

intention 
PRI -- PB 0. 47 3. 41 Accept  

Perceived benefits ------ customer 

satisfaction 
SC -- PB 0. 29 3. 29 

Accept  

Perceived risk ------ repurchase intention PRI -- PR 0.76 3.25 Accept  
Perceived risk ------ customer 

satisfaction 
SC -- PR 0. 51 3.27 

Accept  

customer satisfaction ----- repurchase 

intention  
PRI -- SC 0.46 4.71 

Accept  

 

 

Discussion and conclusion 

- The results of the first research hypothesis that examines the relationship between 

perceived benefits and repurchase intention showed that the path coefficients of the 

relationship between perceived benefits and repurchase intention was obtained equal to 

0.47. It can be said that the perceived benefits causes an increase of 0.47 intend to 

repurchase of the companies selling ceramic bricks in Golestan province, in other 

words perceived benefits in increments of one, intend to repurchase increases 0.47 that 

shows the strong correlation between these two variables. T statistic for this 

relationship is also obtained equal to 3.41 t that represents that there is a significant 

relationship between perceived benefits and repurchases intention. This hypothesis is 

in line with the research of Hesing and Lee (2015), Chen et al. (2015), Havirila (2011), 

Bakhtiari and Farzanegan (2012) that the result of this study is consistent with the 

results of their research. 

The results of the second research hypothesis that examines the relationship between 

perceived benefits and customer satisfaction showed that the path coefficients of the 

relationship between perceived benefits and customer satisfaction was obtained equal 

to 0.29. It can be said that the perceived benefits causes an increase of 0.29 customer 

satisfaction for the companies selling ceramic bricks in Golestan province, in other 

words perceived benefits in increments of one, customer satisfaction increases 0.29 

that shows the strong correlation between these two variables. T statistic for this 

relationship was also obtained equal to 3.29 t that represents that there is a significant 

relationship between perceived benefits and customer satisfaction. This hypothesis is 

in line with the research of Hesing and Lee (2015), Shi et al. (2014), Seguro (2013), 

Amirshahi et al (2009), that the result of this study is consistent with the results of their 

research. 
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The results of the first research hypothesis that examines the relationship between 

perceived risk and repurchase intention showed that the path coefficients of the 

relationship between perceived risk and repurchase intention was obtained equal to 

0.76. It can be said that the perceived risk causes an increase of 0.76 intend to 

repurchase of the companies selling ceramic bricks in Golestan province, in other 

words perceived risk in increments of one, intend to repurchase increases 0.76 that 

shows the strong correlation between these two variables. T statistic for this 

relationship is also obtained equal to 3.25 that represents that there is a significant 

relationship between perceived risk and repurchases intention. This hypothesis is in 

line with the research of Hesing and Lee (2015), Chen et al. (2015), Havirila (2011), 

Bakhtiari and Farzanegan (2012) that the result of this study is consistent with the 

results of their research. 

 The results of the forth research hypothesis that examines the relationship between 

perceived risk and customer satisfaction showed that the path coefficients of the 

relationship between perceived risk and customer satisfaction was obtained equal to 

0.51. It can be said that the perceived risk causes an increase of 0.51 in customer 

satisfaction of the companies selling ceramic bricks in Golestan province, in other 

words perceived risk in increments of one, customer satisfaction increases 0.51 that 

shows the strong correlation between these two variables. T statistic for this 

relationship is also obtained equal to 3.27 that represents that there is a significant 

relationship between perceived risk and customer satisfaction. This hypothesis is in 

line with the research of Hesing and Lee (2015), Shi et al. (2014), Seguro (2013), 

Amirshahi et al (2009), that the result of this study is consistent with the results of their 

research. 

The results of the fifth research hypothesis that examines the relationship between 

customer satisfaction and repurchase intention showed that the path coefficients of the 

relationship between customer satisfaction and repurchase intention was obtained 

equal to 0.46. It can be said that the customer satisfaction causes an increase of 0.46 

intend to repurchase of the companies selling ceramic bricks in Golestan province, in 

other words customer satisfaction in increments of one, intend to repurchase increases 

0.46 that shows the strong correlation between these two variables. T statistic for this 

relationship is also obtained equal to 4.71 that represents that there is a significant 

relationship between customer satisfaction and repurchases intention. This hypothesis 

is in line with the research of Hesing and Lee (2015), Chen et al. (2015), Seguro 

(2013), Havirila (2011), Bakhtiari and Farzanegan (2012) that the result of this study is 

consistent with the results of their research. 

 



International Journal of Research in Management                                                                                         ISSN 2249-5908  

Available online on http://www.rspublication.com/ijrm/ijrm_index.htm                                      Issue 7, Vol. 4 (July  2017) 

©2017 RS Publication, rspublicationhouse@gmail.com Page 63 
 

The results of hypotheses testing 

Trust is one of the things that is very important for companies and trust, where 

customers are required to provide sensitive information is of the utmost; Because when 

an organization tries to build a relationship with customers, realizes that the strongest 

position in the minds of consumers is being reliablity. For this reason, gaining trust of 

customers has always been one of the primary goals in the creation of long-term 

relationship with our customers. In a world where the rate of customer loyalty to 

products and services are becoming less, the only way to protect the competitive 

position is having trust-based relationships with customers. The aim of this study is to 

investigate the relationship between the tendencies to trust with the intent to 

repurchase with respect to the moderating role of customer satisfaction in the selling 

company of ceramic bricks in Golestan Province. In this regard, five hypotheses were 

discussed that all the assumptions in the company selling ceramic bricks in Golestan 

province were confirmed. 

 

8- Suggestions 

Suggestions related to the first hypothesis (perceived benefits - intent to repurchase): 

- creating the necessary infrastructure to buy and recording order as unattended 

- formation of groups and channels for dialogue between customers and sales and 

marketing staff 

- giving equal weight to attended and unattended order 

- Pay attention to the delivery of goods and providing facilities for the distribution of 

goods as well and in the fastest time. 

Suggestions related to the second hypothesis (perceived benefits - customer 

satisfaction): 

- Increased security in providing services on attended and indirect orders 

- increased creativity and innovation in distribution 

- Increased product quality 

- Creating a quick and low-cost system to communicate with customers and addressing 

their problems 

Suggestions related to the third hypothesis (perceived risk - intent to repurchase): 

- addressing to complaints of customers and consider their demands. 

- Increased accuracy in the delivery of customer goods 

- Control of delivered goods to customers and minimizing errors 

Suggestions related to the fourth hypothesis (perceived risk - customer 

satisfaction): 

- Creating a need assessment to identify the wants and needs of customers 
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- considering the interests of customers 

- improving the service provided to the customers in order to create value for the 

customer 

Suggestions related to fifth hypothesis (customers satisfaction - intent to 

repurchase): 

Holding programs and lotteries and awarding prizes to loyal customers of companies 

to increase their motivation and loyalty. 

- Training sales staff for good communication with customers and comply with 

appropriate treatment and respect them 

- using company's loyal customers for advertising. 
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