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 In the world of business today, any business has found the importance of selecting 
appropriate brand for companies and provided products and services in markets. An 
appropriate brand for a product can influence on the status of the product in a market, 
which per se can influence on the success rate of the product and also achievement of 
more market share. In the line with an appropriate brand, individuals should attempt as 
much as possible to achieve required information. Seeking behavior in humans and 
methods of information seeking and retrieval has significant roles in humans’ access to 
information. When an individual seeks something and demands to achieve it, it means 
that that individual has started to seek. The objective of the present study is to 
investigate the factors affecting information seeking behavior and its relationship with 
selecting brands. It is a descriptive-correlational study and its population consists of the 
customers of one of the Refah chain stores in Isfahan. The sample size equals 80 
participants according in simple sampling method. The data were collected by 
questionnaire. The validity of the questionnaire was confirmed using Amos and by 
getting advise from the experts.  To confirm reliability, the Cronbach’s alpha 
coefficient was used and it was 78%. The results showed that Iranian families are more 
inclined to seek information through external resources like media and electronic 
resources and less inclined to trust their prior knowledge regarding a brand.   
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INTRODUCTION 

 
 We are living a in world which is full of unknown phenomena and in order to enhance our own knowledge 
regarding to these phenomena and understand our surrounding world, we need information and to access 
information necessarily we need seeking information. Spagnoli et al. [29] in their article, investigate the role 
which information seeking behavior plays in the process of organizational socialization. In addition, Rehan and 
Guan [27] in an article investigate information seeking behavior in individuals. Information seeking behavior 
means different models which individuals use in seeking information. Information seeking behavior can be 
divided into two steps: the first one is seeking internal information. Internal information is due to the 
consumer’s previous experience. If the problem is not solved by the first stage, the consumers will apply the 
second one which is the external information seeking behavior. The resources of accessing external information 
are divided into four groups. The first resource is the others’ attitudes and ideas. The second one is the 
advertisement of media which provide much information about different products. The third is the influence due 
to comparing similar products to each other, and the last is professional information like internet, books or 
personal manuals. Principally, every country, nation or geographical region has its own specific attitudes, 
beliefs, rituals, and culture. Iranians have their own customs. These customs influence on individuals’ purchase 
culture. For example, in some countries, people prefer domestic products, while in other countries; people are 
advocates of products with foreign brands or in some others, the decision of purchase is burdened on ladies, in 
some others on gentlemen or even children. These diverse behaviors result in occurring different purchase 
cultures in different countries. 
 The consumer’s purchase behavior is always considered as an important issue in marketing and to 
understand it one should seek information. The consumer’s behavior can be explicated as: a set of activities 
which directly occur in line with getting, consuming and throwing away the products or services. These 
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activities include decisions which occur before or after these measures. Perceptions and feelings, physical states, 
beliefs and social issues alongside knowing individuals lead to forming the consumer’s behavior and based on 
this, the ways of information seeking (like retrieving information from friends or scientific books or TV 
advertisements ...), purchase choices, the consumer’s preferences and individuals’ communicationsoccur. In this 
process, the duty of business managers is to identify these behaviors through market studying and market 
research and adopting appropriate marketing strategies to be able to reach these objectives by this way.  
 The main necessity of perceiving the customer’s behavior and his inclination is a part of the process of 
resourcing by the customer, which in this line, the concept of marketing mix (4p) is highly important. In general, 
the customer in purchasing products and services on the one hand does not have complete information of the 
factors of marketing mix and on the other hand, pursues the achievement of advantages from the provided 
products. Marketing mix indicates the basic activities of the marketing managers. 4p is the acronym of four 
words of product, price, promotion and place. The marketing plan includes decisions regarding product, price, 
promotion and distribution. These four factors are among the most factors to which marketing managers 
appropriate the company’s resources (Morteza Zahedi). Each of which these mixes influences on consumers’ 
behavior in selecting brands.  
 According to Philip Cotler, a brand can be considered as a name, expression, sign, symbol or layout or a 
combination of them which can be defined in line with definition and distinction of products and services of a 
seller compared to other sellers which result in distinguishing them from other competitors. In Persian, there are 
multiple equivalents like: brand, commercial name and sing, mark and symbolThe American Marketing 
Association defines a brand as: a name, term, design, symbol, or any other feature that identifies one seller's 
good or   service   as   distinct   from   those   of   other   sellers. Nowadays, the role of brand in influencing and 
surviving in consuming markets, for producers of products and services and is totally obvious. Economists and 
sociologists believe that when a commercial product with its own special brand leads to appealing consumers’ 
trust in consuming markets, in fact it results in the consumers’ loyalty in continuing to purchase the product. 
Therefore, trust in a brand means loyalty to the produced product and is an appropriate tool for the continuity of 
its purchase. Koh et al. [20] in an article “the influence of brand reputation in the performance of a company” 
state that the community of those customers was the multinational restaurants in US. In designing the concept of 
a trademark (brand) some issues are important: its understandability for all employees, its acceptability for the 
public, its inspiriting inside and outside the organization. The structure of the concept of a successful trademark 
should be designed in such a way that all employees will be able to understand and perceive it and also be 
expressible for others as well as be observable in employees’ behavior. 
 In a competitive environment of today, it is necessary that the managers of institutes improve their abilities 
in determining the important factors of selecting brands for those parts of a market in which are inclined to 
attract and service. The managers of institutes should recognize that what is important for their customers in 
their target markets and how the weak and strong points of their competitors are compared to each other. Girifin  
presents loyalty and buying cycle by introducing and presenting the repurchase loop. He explains that this 
process as the most basic attitude to loyalty, proposes a reason that there is no loyalty without repurchasing. 
Ehrenberg [11] states that loyalty and changing a brand do not influence the purchase decision, purchase 
decision is only dependent on the customers’ characters. Johnson  explains that the decrease in loyalty to a brand 
is an imaginative issue. 
 The main objective of a market is beyond selling and usually the final objective of building a sustainable 
commitment between a particular brand and a special group of customers, which this commitment building is a 
process including introducing, acquainting, preferring and at last in case of the product being successful, 
establishing loyalty. Advertisement provides most of the prerequisites of the stages of introducing and 
acquainting, while factors including price, proper installment sales conditions, products quality and brand 
reputation are factors affecting customers’ preference and factors including after sales services and guarantees 
can lead to satisfaction and at last loyalty in the customer. On the one hand, organizations and companies in a 
period of time when are considered under different titles as “knowledge age”, “post-industrial age”, “the age of 
information community” and “globalization age” are always competing each other by identifying and studying 
consumers’ behaviors regarding gaining a competitive advantage. In general, some studies can be done to find 
out the answers regarding the type of purchase and the purchase amount and its place of consumers, but being 
aware of the reasons of consumers’ or customers’ behaviors is not so easy because most of the answers related 
to these questions are available in the consumer’s mind, thought and brain. Concerning the issue that it has been 
observed a great research gap in literature of this subject in Iran, the present study is to investigate the reasons 
and factors affecting the selection of brands after reviewing the literature related the issue. After presenting the 
findings based on used software, at last in the conclusion, it is attempted to present some suggestions for further 
research.  
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Review of Literature: 
Information needs: 
 We are living in an information community and need information in our everyday lives. Laymen, 
organizations, children, and even famous people require information in every point of their lives. A modern 
society needs using information for enhancing production. According to Kemp, information need is the fifth 
important need (after breathing air, water, food and shelter) for human beings. The word “information” is an 
umbrella term which includes other aspects like information needs, information seeking behavior and 
information using behavior.  
 To access information, the first step is to identify the information needs in the desired field. Information is 
needed in every stage of the life and all people need information like education, research and so on in their 
everyday lives. Information needs are different from one person to the other. Information needs are that 
information which is fulfilled through servicing and library issues.  Kumar [21] confirms that the differences are 
in: 1. Attitudes and beliefs, 2. objectives, 3. capabilities, 4. Applications, 5. Communications attitudes, 6. Habits, 
7. Cultural backgrounds, 8. Resources used by them. Heron and Chen state that information needs are created 
for a specific issue in a certain situation [17].  
 The objective of marketing is the customer’s satisfaction; and the requirement for customers’ satisfaction is 
the identity of their needs, demands, tastes, considerations, desires, capabilities and limitations. Marketers can 
identify the factors affective their own consumers’ behaviors and find out the amount of influence of each factor 
on their behaviors by accessing such information. When marketers access such knowledge and awareness, they 
will be able to present a product which is more consistent withconsumers’ needs and demandsor in other words, 
provide goods which is the outcome of the factors affective the consumers’ behaviors fulfills the maximum of 
their satisfaction. However, accessing such knowledge is not usually easy and necessitates spending much time 
and expenditure because consumers do not usually follow codified principles and logical arguments and even in 
some cases, the reason of occurring a behavior is not identified by themselves. 
 Information seeking behavior is a set of activities which an individual does for fulfilling his information 
needs. Information seeking behavior includes seeking information, seeking methods, seeking challenges and the 
factors affecting it. The essential component in information seeking behavior is information needs. Questions in 
minds, which cause individuals to answer them,as well as the process of finding the answers to these internal 
needs create the behaviorwhich is called information seeking behavior. 
 Among Iranian families, the information seeking needs is mainly supplied through TV, radios, magazines 
and newspapers, dialogue with others, books, CDs and Videos, internet and so on. The amount of using each 
resource is dependent on the individual’s personality and literacy, people around him and other abundant items.  
 
Information seeking behavior: 
 Seeking behaviors in human beings and the methods of seeking and retrieving information have a great role 
in humans’ accessing information. When an individual is seeking something and demands to access it, it means 
that that individual has sought something. The process of seeking information is different form one person to the 
other.  
 Information seeking behavior is the method or process of seeking information. Information seeking 
behavior is dependent on the kind of individuals’ information needs. Therefore, information is due to a behavior. 
In this case, when an individual is able to identify his own need and identifies his own objective and the kind of 
used information resources, blurts information behaviors. According to the situational theory, an individual can 
react to a message through seeking or processing information [3]. 
 Strategies regarding using inforamtion seeking include direct information resources, hypotheses, thematic 
guides and search engines [17]. Concerning the selection of goods and a brand, the consumer should seek 
information. Decisions made regarding consumption, demands for raw materials, transportation, technical 
services or establishment and appropriation of resources causes some industries to be successful and the others 
to be failed. Therefore, the consumer’s information behavior is an important factor in economic boom and bust 
in commercial activities. The main factor in succeeding marketing and advertisement strategies is the 
consumer’s proper understanding. This issue is important for both profit and non-profit organizations. The 
consumer’s behavior is not only limited to purchase, but includes three activities of getting, consuming and 
throwing away.  
 Consumers’ purchases are severely under the influence of their cultural, social, personal and psychological 
features. Cultural factors enjoy the highest and deepest influences on consumers’ behaviors. A marketer should 
acquire knowledge regarding the role which the consumer’s culture, subculture and social class play. Social 
factors consist of small groups, family members and the social status and role. Personal factors include life style, 
age, gender, economic status, job, and so on, and four psychological factors include motivation, perception, 
learning and beliefs. Companies should consider these factors closely while codifying their own marketing 
policies. The concept of mental involvement increasingly plays an important role in explicating consumers’ 
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behaviors. The consumer’s mental involvement is a motivational force which results in the behavior and action 
in the consumer. The consumer’s mental involvement is a resource for explaining the differences in the degrees 
of both mental and physical efforts of the consumer and his decision making [30].  
 
Brand selecting: 
 Nowadays, a brand is the part and parcel of marketing strategies [22]. Many of the best and well-known 
companies around the world like Proctor and Gamble and Mars are structured around their own brands [5]. 
Brand identity like investment for an organization and its products produces value, and consequently 
enhancement of the brand in many cases changes into the organization’s strategy. Brand identity is the same as 
brand nature. The most important and unique characteristics of a brand are appeared in brand identity. Professor 
Kopfer believes that brand identity is a determiner of individuality, ideas and objectives, values and identifying 
signs. According to Kopfer, the difference between identity and image is that identity is something which we 
are, while an image is an interpretation which a consumer acquires from a seller during communication with 
him. A part ofbrand identity appears in in its visual effects like color and plan of the brand. Although 
determining the visual identity of a brand is considered a necessary and primary step, it cannot cover all 
dimensions of identity.  
 One of the most important issues of marketing science is the concept of consumer’s behavior. In recent 
years, the consumer’s culture is moving gradually towards one of the most powerful factors and elements 
affecting forming individuals and societies. From the perspective of marketing strategy, understanding purchase 
models of different brands from consumers is very important and one of the objectives of marketers in studying 
consumers’ behavior and learning is to motivate them to be loyal to the brand. Loyalty to a brand is one of the 
main reasons of selecting the products of that brand by consumers. Oliver  defines loyalty as having deep 
commitment for repurchasing or supporting a desired product or service which in spite of the presence of 
situational influences and competitors’ marketing attempts, results in repurchasing a brand or a set of products 
of a brand in future. The concept of loyalty was created in 1940s for the first time. At that time, loyalty was a 
one-dimensional concept. After that in 1944 and 1945, two different concepts were created regarding loyalty: 
“brand preference” which later was presented as attitudinal loyalty and “market share” which later was 
presented as “behavioral loyalty”; thirty years later, the concept of loyalty entered the academic literature and 
researchers found out that loyalty can be a combination of attitudinal and behavioral loyalties. While loyalty to a 
brand has a direct influence on long-term stability of a brand, changing the brand because of decrease in loyalty 
to the brand and accepting other brands, is occurred in such a way that consumers’ sentiment to test other 
alterative brands increases [28]. 
 Before creating loyalty, the customer should be familiar with the brand. Familiarity with the brand can be 
achieved through watching advertisement, interacting with selling agencies, testing and consuming the product 
and so on Tam, [31] and through a high level of trusting a brand positively influence on the decision of purchase 
[25].  
 Studies show that the brand image has the potential to play the modifying role between relations of 
customers’ loyalty and understanding public relations. Keller shows that in an increasing network economy, 
understanding customers’ sentiment for linking a brand compared to existing units like the individual, place, 
thing or brand is very important [26]. 
 Because of many changes in the competitive work environment of today, branding successfully is 
considered as one of the most important and best methods of business and results in the stability of the 
competitive status of a product against increase in retailors’ power [1]. Nowadays, creating powerful brands is 
prioritized by many organizations because the advantages which it creates.Research regarding branding also 
applies the concept of power. There are evidences which show that brands exercise power over the influence on 
purchase decisions and customers’ sentiment to pay surcharge [1,9]. As power influence on efficacy of relations 
and strategies in marketing channels, selling and advertising, it can play a central role in conditions of creating a 
brand [10]. According to Keller [19] a brand power is dependent on how much remains in the consumer’s mind. 
Powerful brands produce identity for a company. As power influences on efficacy of relations and strategies of 
marketing channels and selling and advertising, it can play a central role in conditions of creating a brand. By 
extending the general definition of power to the conditions of brand creating, the social power is considered in 
the form of a part of the particular value of a customer-centered brand regardless whether this concept naturally 
is considered cognitive or communicative. Therefore, it is expected that the higher the social power of a brand 
grows, the higher the particular value of the customer-centered brand is Heidarzadeh et al. [15]. 
 There is a correlation between the consumer’s character and the character of a brand. Consumers often 
consider human aspects for brands by giving personal characteristics to them, and marketers often reinforce 
these perceptions by positioning brands. Personal characteristics of a brand provide symbolic sense or emotional 
value which can contribute to individuals’ brand preferences and are more viable than functional characteristics. 
Successfully positioning the characteristics of a brand in a level of a certain product requires measuring models 
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which are able to distinguish the unique characteristics of a brand from those characteristics which would be 
common for all brands in that level of the product [13].  
 The importance of packing design and packing illustration as tools for communicating with the consumer 
and selecting trademarks are continuously growing. To fulfill the communicative objectives, it seems necessary 
that adequate information is obtained regarding the consumer’s psychology by producers. This issue is 
necessary in order to understand the consumer’s feedback to goods packing. Product packing is a kind of 
science, art and technology supporting products against pollution and threats due to transportation and proper 
storage of goods. In the domain of marketing, packing is an attractive method for transferring messages in the 
relation between a product and a customer. In addition, it provides this possibility that different products will be 
protected in a unified way. Therefore, it is necessary that many attempts would be made to enhance the efficacy 
of packages. Consequently, the old media also have changed their path towards advertisement when purchasing 
[4]. 
 
Background of research: 
 Spagnoli et al. [29] wrote an article as “information seeking behavior: implicit and explicit strategies during 
the organizational entry process”. The purpose of this paper is to investigate the mediating role played by 
information-seeking behavior during the organizational socialization process. This study pursues behaviors 
(implicit and explicit) which play mediating roles in relations between character (extroversion, experience and 
conscience), organizational variables (POS and LMX) and social organizational outcomes (mastery in operating, 
social integration, role ambiguity, role conflict). The analysis was conducted using SEM. The survey data were 
collected from 316 police officers who were in their first six months of working life. The results showed that 
these two pieces of information following behaviors seems to be related to different paths which character is the 
changing social link and interaction with organizational outcomes. The findings of this study provide useful 
traces for understanding better the role that information seeking behavior plays in the process of socialization 
and the importance of social support of newcomers.  
 Hwan Lee [16] in his research investigates the influence of the role of the status of customers’ network on 
information seeking behavior of experts and novices. The results showed that in the function of the status of 
customers’ network, when information seeking is about networks or products related to the networks, experts 
and novices behave differently. Experts in the center of the network seek the information related to the network 
more than other kinds of information, while novices in such a status seek information related to a product more 
than other. The findings showed that desire for power (social or personal) acts as a mediating variable among 
these relations. Regarding the importance of social networks in the customer’s decision making showed 
customers’ network influences on experts’ and novices’ information seeking behavior.    
 Yi & Gong [33] in their article investigates the value of a customer in a behavioral scale. This scale has two 
dimensions: the first one is the customer’s participation behavior and the second one is the customer’s 
citizenship behavior. From the point of view of them, each of these dimensions has its own components. The 
components of the first dimension include information seeking, information facilitating, valid behavior and 
personal reaction and the components of the second dimension include feedback, defense, help and change. The 
scale which they designed is multi-dimensional and hierarchical and indicates the internal consistency 
reliability, the construction validity and legal validity. This study also showed that the customer’s participation 
behavior and the customer’s citizenship behavior indicate different models of predictions and results.  
 Rehan and Gunn [27] in an article investigate information seeking behavior in individuals. Firstly, they 
used an experimental study including 23 participants. In the next stage, using questionnaire, they conducted the 
research in a real population including 179 participants. This research states: it is true that search engines are 
facile for investigating online realities; however sometimes finding specific kinds of information is difficult. The 
studied behavioral signs indicate that the user in searching encounters problems. When a user encounters 
problems in finding information, he starts to use more diverse and advanced information, and consequently 
spends more time for searching his own desired information. They found out that these seeking behaviors are 
approximately available in all individuals who will be successful in finding their own desired information. 
 Timmers & Glas [32] conducted an article titled as “Developing scales for information-seeking behavior”. 
The main purpose of this paper is to describe the development of an instrument designed to measure 
information-seeking behavior of undergraduate students during study assignments. Findings – Four scales were 
found within a 46-item survey on information-seeking behavior: a ten-item scale for applying search strategies 
(a=0.68), a 14-item scale for evaluating information (a=0.74), a six-item scale for referring to information 
(a=0.81) and a 12-item scale for regulation activities when seeking information (a=0.75). The validity of these 
four scales was confirmed using Cronbach’s alpha coefficient. These four scales of information seeking 
behavior can be used to monitor and evaluate this behavior of students in higher education.  
 Kumar & Tomkins [21] in their article describe the online information seeking behavior. In this article, a 
study was conducted in a large scale on the users’ online seeking behaviors based on three kinds of seeking 
including web searching, multimedia searching and item searching. Most of the users who were present in this 
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study were seeking information in the fields of E-commerce and online goods purchase. The results showed that 
approximately 10% of all online visitors and totally more than 21% of all visitors found their desired pages. 
They concluded that the effects of seeking in online activities are more important than something which they 
had predicted in doing this issue and that the effects of the structured data in seeking will be very effective in 
product seeking.  
 Koh et al. [20] in their article investigate the influence of brand reputation in the performance of a 
company. The population of this study was the customers of multi-national restaurants in US. The hypothesis of 
this study was that initially the company achieves benefits from the increase in recognition and its brand 
reputation (positive effect), but little by little, the benefits from the recognition and brand reputation decreases 
and finally changes into the costs for the company (the negative effect or without effect). It means that there is a 
reverse U correlation between reputation and its benefits for the company. Indeed, the results reject the presence 
of a reverse U correlation and confirm a linear correlation. The findings of this study also show that brand 
reputation, in general, has a positive influence on the value performance of the company; however, there is no 
significant correlation with accounting performance. In addition, the results showed that brand recognition has 
no significant correlation with measuring the value and accounting performances of the company.  
 Grace & O’Cass [14] investigate the dimensions of a brand from the perspective of consumers. In this 
study, six structured interviews and six non-structured interviews were conducted. In addition, 527 
questionnaires were distributed which 17 questionnaires were deleted. 256 investigated questionnaires were 
related to retails and 254 of them to Banks. In this study, the dimensions of service brand name in the forms of 
the evidence of trademark (like the core service, employees’ service, brand name, service overview, price value 
for money, consistency with personal attitudes and feelings) and communication of the brand name(controlled 
and uncontrolled) were investigated. All seven hypotheses of this study in investigating a positive correlation 
between the dimensions of the brand name and other variables (satisfaction, attitudes and decision making 
regarding the selection of a brand name) were confirmed.  
 Frutos & Higuera [12] in their article investigate one of the extensive studies which is conducting regarding 
information seeking, i.e. Six Project supervised by Jones. The objective of Six Projectis to develop a valid 
international ranking of information seeking information for achieving a consensus about information seeking 
behaviors. This study is focused on individuals who have been less investigated in studies concerning 
information seeking behavior. This project consists of a set of primary case studies in different countries. In 
these studies, instruments like questionnaire, observation, personal interviews and users’ reports are used for 
data collection.  
 Berne et al. [6] have done a research titled as “factors affecting information seeking information involving 
in prices. This study pursues Price Information Survey Behavior (PISB) in food stuffs retail market. In this 
study, they used a model presented by Urbany et al. The results show that: 1. Neither do the considered 
variables as economic savings nor the considered variables as the limitations of seeking understood by 
consumers show a common structure. 2. Highest predicted power has been shown by the existing variables in 
the human’s abilities. 3. The advantages of the psychology of power show a significant prediction. That power 
is prediction in which market motivation has positive coefficient. 4. The consumers with higher ages are more 
inclined to compare prices. 
 Among the commonest and more updated issues which are not considered by many individuals are 
purchase and consumption. May be some people remind of the daily purchases as only bargaining and getting 
discounts and less think that behind every purchase and consumption there is a model which is dependent on 
psychological conditions. Every individual, according to culture, personality, income, life style and ... has 
different purchase and consumption. Consequently, he obtains his desired information for purchase differently, 
which this issue is highly significant for salesperson and marketers and the improvement of economic 
conditions. Accordingly, the present study investigates different factors which cause different information 
seeking behaviors in different individuals.  
 
The conceptual model of the research: 
 The conceptual model of the research proposed by the researcher is as follow: 
 
Hypotheses: 
1. Demographical factors like age, gender, education, job and income influence on brand selection among 
families. 
2. Social factors influence on brand selection among families. 
3.  Behavioral factors influence on brand selection among families. 
4. Personal factors influence on brand selection among families. 
5. Internal factors including previous information in the individual’s memory influence on brand selection 
among families. 
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6. External factors including family and friends, advisors and experts, media, books and journals as well as 
articles and internet influence on brand selection among families. 
 

 
Fig. 1: The conceptual model of theresearch. 
 
Methodology: 
 The present survey study employs a descriptive-analytical method. This study describes and analyzes the 
status quo in information seeking and brands and as well as the mutual interactions between them within 
families. To investigate the research hypotheses Pearson correlation analysis was used. Correlation analysis is 
an instrument for determining the type and degree of the correlation of each quantitative with another one. 
Correlation coefficient is one of the criteria used in determining the correlation of two variables. This criterion 
shows the intensity of correlation and also the type of correlation (direct or indirect). The population of this 
study includes the customers of one of the Refah chain stores in Isfahan. According to Cochran formula, an 80-
particiapnt accidental sample was selected. To collect the required data, the library and filed methods were used. 
To collect data, note taking was used to extract and codify the information related to the topic and also the 
researcher-made questionnaire of information seeking behavior. In addition, because in this research, the criteria 
of information seeking behavior and brands are qualitative, to quantify them, the five-point Likert range was 
used. The collected data were classified by SPSS and then the considered variables were analyzed by SPSS and 
AMOS to test the research hypothesis. To be sure of the validity, the impact(factor loadings) of every question 
of the questionnaire was investigated separately by Amos. The results of the present study confirmed the 
validity of the questionnaire. Also the ideas and attitudes of experts’ and professors of the field of management 
were used for ensuring the validity. The reliability of the questionnaire also was tested as 78% using Cronbach’s 
alpha in AMOS.   
 
Findings: 
 In the present study, first of all, the results were analyzed by SPSS and then the analyzed data were 
presented for more assurance using AMOS. 
 
Table 1: The results of analyzing model using SPSS. 

variables The amount of F Pearson correlation 
coefficient 

Level of 
significance 

The amount of β The amount of T 

Demographical 
factors 

28.118 0.578 0.000 0.578 5.303 

Behavioral factors 38.658 0.639 0.000 0.639 6.218 
Social factors 52.437 0.695 0.000 0.695 7.241 

Personal factors 34.569 0.618 0.000 0.618 5.880 
Internal factors 22.577 0.536 0.000 0.536 4.751 
External factors 57.387 0.711 0.000 0.711 7.575 

 
 The first hypothesis: demographical factors influence on brand selection among families. 
 As observed in the above table, the amount of F for this hypothesis equals 28.11. Pearson correlation 
coefficient is 57% which indicates a relatively high correlation between demographical factors and brand 
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selection. The level of significance in this research is considered 95%. The level of significance 0.000 (lower 
than 5%) indicates totally significant correlation of these two variables. According to the results, it can be 
claimed that the first hypothesis is confirmed. 
 The second hypothesis: behavioral factors influence on brand selection among families. 
 As observed in the above table, the amount of F for this hypothesis equals 36.65. Pearson correlation 
coefficient is 63% which indicates a high correlation between behavioral factors and brand selection. The level 
of significance 0.000 (lower than 5%) indicates totally significant correlation of these two variables. According 
to the results, it can be claimed that the second hypothesis is confirmed. 
The third hypothesis: social factors influence on brand selection among families. 
As observed in the above table, the amount of F for this hypothesis equals 52.43. Pearson correlation coefficient 
is 69% which indicates a high correlation between social factors and brand selection. The level of significance 
0.000 indicates totally significant correlation of these two variables. According to the results, it can be claimed 
that the third hypothesis is confirmed. 
The fourth hypothesis: personal factors influence on brand selection among families. 
As observed in the above table, the amount of F for this hypothesis equals 34.56. Pearson correlation coefficient 
is 53% which indicates a moderate high correlation between personal factors and brand selection. The level of 
significance 0.000 indicates totally significant correlation of these two variables. According to the results, it can 
be claimed that the fourth hypothesis is confirmed. 
The fifth hypothesis: internal factors influence on brand selection among families. 
As observed in the above table, the amount of F for this hypothesis equals 22.57. Pearson correlation coefficient 
is 61% which indicates a high correlation between internal factors and brand selection. The level of significance 
0.000 indicates totally significant correlation of these two variables. According to the results, it can be claimed 
that the fifth hypothesis is confirmed. 
The sixth hypothesis: external factors influence on brand selection among families. 
As observed in the above table, the amount of F for this hypothesis equals 57.38. Pearson correlation coefficient 
is 71% which indicates a very high correlation between external factors and brand selection. The level of 
significance 0.000 indicates totally significant correlation of these two variables. According to the results, it can 
be claimed that the sixth hypothesis is confirmed. 
For more assurance regarding the accuracy of the results, the SPSS was used from the data obtained from Amos. 
The conceptual model of the present research designed using Amos is shown below. As shown in below figure, 
information seeking behavior includes demographical, behavioral, social, personal, internal and external 
dimensions. This relation is shown by the arrows of information seeking behavior to its dimensions. The present 
study investigates the influence of information seeking behavior on brand selection which is shown by arrows in 
the Figure 2. 
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Fig. 2: The structural model of the research using Amos. 
 
In the following lines, the results of analysis for the model are presented. 
 As shown in the following table, regarding the absolute indices, it should be said that non-significant chi-
square (CMIN) equals 8.43 and the level of significance (p) shows a desired result. The number of free 
parameters for the codified model whose amount is 21, shows that the researcher, in codifying the model, did 
not consider spending of the degrees of freedom and this situation is acceptable.  
 
Table 2: The results of analyzing model using AMOS. 

The index type Index Persian equivalents for indices The research model 
 NPAR free parameters for the codified 

model 
21 

Absolute CMIN 
DF 
P 
 

Non-significant Chi-square 
Degree of freedom 
Significance level 

8.43 
9 

<0.013 

Relative RMSEA 
CMIN/DF 

The index of Root Mean Square 
Error of Approximation 
Chi-square to degrees of 

freedom 

0.000 
0.937 

Adaptive TLI 
CFI 

Tucker-Lewis FitIndex 
ComparativeFitIndex 

1.024 
1.000 

frugal PNFI 
PCFI 

Parsimony Normed Fit Index 
Parsimony Comparative Fit 

Index 

0.507 
0.600 

 
 Regarding the relative indices, it should be said that in this table, the amount of relative Chi-square 
(CMIN/DF) is 0.937 which indicates an acceptable situation for the model. Also the amount of Root Mean 
Square Error of Approximation for the determined factorial model (RMSEA) indicates acceptability of the 
model.  Tucker-Lewis fitness index (TLI) equals 1.024 and Comparative Fit Index equals 1.000 and because 
their amount are more than 2.491, therefore based on these indices, the codified model is considered acceptable. 
In the above table, Parsimony Normed Fit Index (PNFI) equals 0.507 and Parsimony Comparative Fit Index 
(PCFI) equals 0.600 which both indicate acceptable amounts. According to the observable results in the below 
table, the studied model is acceptable. As indicated in fig.2, the positivity of all regression weights or factor 
loadings (on the line of every variable) indicates reasonable and acceptable results of the theoretical framework 
of the chart.  
 Based on the results obtained from both software programs, external factors have the most influence on 
brand selection. These factors are obtained by studying articles and journals and searching in the internet. The 
social factors are standing in the second rank. But the rest of the factors have different ranks in regarding these 
two software programs; however these differences are not significant.  
 In the following table the order of the factors using the results of two software programs is indicated. 
 
Table 3: Comparing the order of the factors in SPSS and AMOS. 

Ranking by 
SPSS 

External factors social factors Behavioral 
factors 

Personal 
factors 

Demographical 
factors 

Internal factors 

Ranking by 
AMOS 

External factors social factors Behavioral 
factors 

Personal 
factors 

Demographical 
factors 

Internal factors 

 
Results: 
 In the competitive environment of today, it is necessary that the managers of institutions improve their own 
abilities in determining important factors of brand selection for parts of the market in which they intend to be 
attracted and service. The managers of institutions should recognize what is important for their customers in 
their target market and how their strengths are compared to those of their competitors. This study has 
investigated the influence of information seeking behavior and its relationship with brand selection among the 
customers of one of the Refah chain stores in Isfahan. 
 In most of the articles mentioned here, information seeking behavior has been investigated based on the 
internet and virtual libraries. For example, Kumar & Tomkines in their research, divided informationseeking 
behavior based on three kinds of seeking including web searching, multimedia searching and item searching. 
However, in the present study, information seeking behavior is investigated through different ways like the 
internet, real and virtual libraries, experts, knowledgeable people, laymen, the previous knowledge of 
individuals, and other resources. In addition, in no one of these articles, the relationship of information seeking 
with brand selection has not been considered. Therefore, the present study is the first step regarding this field 
and its results totally is not comparable with the results of other studies regarding this filed. The closest research 
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to the present study is the one done by Koh et al. they in their article which is about the influence of brand 
reputation on the performance of a company, concluded that brand reputation, in general, has a positive 
influence on the value performance of the company; however, there is no significant correlation with accounting 
performance. The other research is done by Grace & O’Cass [14] which investigate the dimensions of a brand 
from the perspective of consumers. In this study, the dimensions of service brand name in the forms of the 
evidence of trademark (like the core service, employees’ service, brand name, service overview, price value for 
money, consistency with personal attitudes and feelings) and communication of the brand name (controlled and 
uncontrolled) were investigated. All seven hypotheses of this study in investigating a positive correlation 
between the dimensions of the brand name and other variables (satisfaction, attitudes and decision making 
regarding the selection of a brand name) were confirmed.  
 As a whole, regarding the results obtained from testing the research hypotheses and by referring to the 
conducted statistical analyses, it can be concluded that external information which an individual access using 
studying articles and journals and searching in the internet have the most influence on brand selection. Library 
and internet resources are considered as main resources of supplying information needs. Although print 
resources are still considered as main resources of supplying information needs, internet and electronic 
resources are being considered more and more.  In this media, much information is present in the forms of e-
journals, e-books, web sites and internet informing centers, open-access journals and so on and customers can 
use these resources to find required information regarding different brands. Therefore, it is necessary that 
information of these resources be updated and these resources be used more and more as massive information 
resources for marketing and advertising. Social factors are standing in the second rank. These factors include the 
attitudes of family and friends and leaders’ attitudes, the status which every individual takes among different 
social groups, the existing modes in individual’s life and envy and rivalry. Envy is a negative issue which is 
commoner among women. The third rank is related to behavioral factors. These factors are rooted in 
individual’s purchase behavior and include loyalty and interest to a brand, understanding the existing realities in 
that brand, brand evaluation regarding the faults existing in the products of that brand and the obsession which 
individuals blurt while purchasing. Personal factors are standing in the fourth rank. These factors are concerning 
the method and amount of individuals’ efforts for information seeking and the time and cost which they should 
spend for this seeking. Demographical factors including gender, age, income and education are standing in the 
fifth rank and internal factors are standing in last one. By internal factors we mean the information which an 
individual has achieved regarding his desired brand during his life and by referring to them, selects his desired 
brand. As a result, this individual does not need information seeking. Regarding the results obtained from this 
research, it can be discussed that Iranian people are conservative regarding their brand selection and before they 
want to select a trademark or brand, they are pursuing updated and appropriate information while they achieve 
much of this information through internet, advertising in media, journals and books and brochures of goods. 
Accordingly, it is necessary that customers be aware of different types of information and also different 
information conduits each of which is important by its own.  
 Because the present study was conducted using questionnaire, like any other survey study it was 
encountered limitations. Some of the limitations of this research are as follows:  
 Because the participants came to the store for the issue of purchasing, they did not want to fill out the 
questionnaire and consequently this matter resulted in a small sample for conducting this study. 
 In some cases, the participants accidentally filled out the questionnaire for disclaimer, which lie detector 
questions caused that the researcher repeat some of the questionnaires. 
 
Suggestions: 
 Regarding the researcher’s limitations in conducting the present study, there are some suggestions for future 
researchers:  
 They should consider a population different from the population of this research and select a larger sample. 
 They should consider control variables for each of the main variables of the research.  
 They should open the independent variable which is brand selection and evaluate the influence of 
information seeking behavior on each of these variables. 
 They should conduct a similar research in foreign country and compare its results with the provided results 
in Iran. 
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