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Abstract:

In this research, the effect of price satisfaction and cognitive image of classification on
loyalty and retail confidence building with the role of mediatory brand equity validation are
discussed. The method of this research is descriptive and has a field survey. The statistical
population of this research consisted of customers of troka in Tehran. The sample size was 384,
based on the Cochran formula. The data were collected from the Rubio et al. (2016)
questionnaire. Data analysis was performed using descriptive statistics such as mean,
frequency, minimum, maximum, and standard deviation for describing the society. In the
inferential statistics, Kolmogrov's statistical technique was used to determine the normality of
the data and to perform the path analysis using the software of Emus accepted. Results and data
analysis showed that price level satisfaction affects brand loyalty. Price level satisfaction affects
retailer loyalty. Price-level satisfaction affects retailer confidence. The perceived image of the
collection affects the loyalty to the brand of the store. The perceived image of the collection
affects retailers' loyalty. The perceived image of the collection affects retailer confidence.
Loyalty to the store brand affects retailers' loyalty. Loyalty to the store brand affects retailer
confidence. The brand modifies the relationship between store brand loyalty and retailer loyalty.
The brand modifies the relationship between store brand loyalty and retailer confidence.
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