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Abstract 

In today's world, buyers make decisions in the buying 

process, There are many questions and more and many 

problems, while a variety of different products and 

products have led customers to choose from a wide variety 

of options. In such a situation, reaching customers who 

visit the company not only once but also repeatedly and 

from their services and products, and this relationship 

always remains stable, A significant competitive 

advantage for any business. The relationship marketing 

approach, while establishing a long-term relationship with 

the customer, It is able to attract more customers and 

loyalty to the organization by identifying, reinforcing and 

improving activities that are important and valued 

customers. Therefore, the purpose of this study was to 

investigate the role of relationship marketing and customer 

satisfaction on customer re-purchasing decisions, along 

with the analysis of the company's image effect as a 

mediating variable on this decision in the insurance 

industry. The data gathering tool in this research was a 

questionnaire of the STO surveyed by experts, sales 

representatives and marketers of Iran Insurance Company 

in Khuzestan province; In addition, structural equation 

modeling technique and AMOS and SPSS softwares have 

been used to provide a model and check hypotheses. The 

findings of this study confirmed the positive and 

significant effect of relationship marketing and customer 

satisfaction on customer re-purchase decision and the 

effective role of the company's image on this relationship. 

Accordingly, the more the relationship between marketing 

and the level of customer satisfaction is more and more 

favorable, Areas of determination The customers will 

redeem from the company. In addition, these two variables 

can also increase the likelihood of customers re-

purchasing the company through its impact on improving 

the image of the customer in the minds of customers. 

Key words: relationship marketing, customer satisfaction, 

corporate image, customer re-purchase decision 

 

1. Introduction 

Today, customer attention has been the foundation of 

marketing success. Hence, in the current world, the 

business of each customer has its own value And dynamic 

organizations are always striving to change their 

marketing strategies and approaches, in addition to 

attracting more customers and influencing their buying 

behavior, Continuing its relationship with them and 

ensuring this short-term and long-term profit, in addition 

to maintaining current customers and reducing the cost of 

attracting new customers. One of the most successful 

approaches in this field is the relationship marketing 

approach. Relationship marketing thinking, through the 

development of long-term, beneficial links, seeks to create 

mutual benefits for both parties. This active and strong 

link has many advantages for the organization and the 

client (gazizadeh, 56: 1390). In fact, this kind of marketing 

violates the traditional marketing approach focused on 

sales growth and focuses on developing a more functional 

model. This method, in addition to attracting the customer 

to customer retention, also means less costly than 

attracting a new customer (Lynn, 89: 2003).  

In fact, affiliate marketing encompasses all the steps that 

the company takes to identify and deliver better services to 

its valued customers. Relational marketing is a continuous 

process for identifying and creating new values for 

customers in which mutual benefits are taken into 

consideration. And these benefits are shared with him 

during his lifetime. Therefore, considering the importance 
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of attracting and retaining customers in the way of 

achieving the highest goals of the organization, the 

purpose of this article is to investigate the role of 

relationship marketing and customer satisfaction on the 

decision to buy customers from the company, along with 

the role of the company image as the mediating variable in 

the industry. Insurance. 

 

1-1.Relationship marketing 

In today's competitive market, while customers have a lot 

of questions and likes and plenty of choices to make in 

order to decide on the purchase process, and the variety of 

products has made it possible to make many choices 

ahead, Businesses are also well aware that it is vital to 

have long-term and profitable conditions and to have a 

high level of customer loyalty for all companies, and they 

must always watch and monitor the interaction between 

themselves and their customers. By providing them with 

the right understanding and understanding of the needs 

and values of customers, valuable goods and services, to 

create satisfaction and loyalty in them, to prevent their 

customers from changing their competitors (Kutler, 90: 

2004). In this regard, relationship marketing is one of the 

most successful approaches. The concept of relationship 

marketing was officially defined by Leonard Barry in 

1983, and it was mentioned as a factor in attracting, 

retaining and enhancing customer relationships.  

Grunrouss then created the goal of marketing, Maintaining 

and strengthening customer relationships, in such a way 

that the goals of both parties involved in the transaction 

are realized through mutual exchanges and fulfillment of 

obligations. Many marketing analysts consider 

relationship marketing as an attempt to maintain 

customers and expand relationships with them and 

understand and manage customer-supplier relationships. 

Marketing is a strategic relationship to identify, build, 

maintain, and improve relationships with the two groups 

of customers and stakeholders, which are based on mutual 

trust. 

 To implement and apply the principles of real-world 

communication marketing, managers must have different 

factors, such as market situation, information equipment, 

customer database, the ability of customers to use 

information systems and other environmental and other 

factors to create a warm and friendly relationship. Apply 

with customers and pay attention to the fact that the 

implementation of any method, Will vary in time and 

place (Rahimnia, 49: 1391).  

Rizan et al. (2014) believe that relationship marketing 

through satisfaction and commitment significantly affects 

customer re-purchases. Gadfar (2013) also affects the 

positive effects of relationship marketing tactics on 

customer loyalty. The basis of relationship marketing is 

the creation of links between the company and the 

customer. Therefore, the development of customer-to-

customer relationships requires the creation of one or more 

links between the parties (Lynn, 84: 2003). Successful 

relationship marketing is important in creating loyal 

customers, desirable mouth-to-mouth reputation, and cost 

reduction to find new customers (Olivia, 109: 2006). In 

fact, in the relationship marketing, customer satisfaction is 

a factor determining success or failure of the company. 

Therefore, companies seek to maintain and loyalty of 

customers through satisfaction. Research has shown that 

the cost of attracting new customers due to advertising and 

marketing costs is higher than the cost of maintaining 

current customers. Companies have found that losing a 

customer is more than losing a customer is more than 

losing a sale, but it means losing the entire flow of 

purchases that the customer could have done throughout 

his life or when he was a customer. (McKenna, 78: 2012). 

Accordingly, only the organizations in the field of 

competition will have the right positions to focus on their 

activities to meet the demands of customers and meet their 

needs. Because the high levels of satisfaction create a 

positive image of the mindset of the customers and 

encourage them to do a redistribution and mouth-to-mouth 

promotion of the company's products and services. Ashley 

et al. (2005) divide the dimensions of relationship 

marketing into three categories. These dimensions include: 

1. Financial benefits: Product and service providers use 

economic benefits such as prices, discounts, free products, 

and other discounts to ensure customer loyalty. 

Researchers believe that maintaining money is an 

incentive to encourage relationships with a service 

provider. In general, this post marketing relationship 

involves interactions that the company has established 

through pricing strategies with its customers. 

2. Social factors: Participating in implementing a value-

based approach to a customer, he tries to strengthen his 

social relationships with the client, This is done through a 

personal, personal, and intimate relationship with the 

client. In this case, the company wants to establish 

relationships with customers through intimate 

relationships with customers. 

3. Structural links: Another way in which companies 

increase customer value is to provide the customer with 

specific gadgets or computer communications so that the 

customer can use them to handle orders and inventory of 

goods and Managing other things like this. 

 

1-2. Customer satisfaction 

Customer Satisfaction is one of the most important 

components in the customer's decision to maintain or 

modify the product or service. 
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 Satisfaction is the core of marketing. Customer 

satisfaction is a feeling or tendency towards a product or 

service after it is used (Welch, 201: 2004). Satisfaction is a 

kind of post-purchase evaluation that leads to a general 

sense of the deal. Traditional marketing paradigm sees 

satisfaction as a kind of cognitive assessment that puts 

expectations in the face of perceived performance. If 

performance is less than expectations (negative 

discrepancy), the customer is dissatisfied and if it is equal 

to expectations, The customer is satisfied, and if it is more 

than expectations (positive discrepancy), the customer will 

be very pleased or pleased (Ghazizadeh, 2011). In other 

words, satisfaction, the sense of desirability or 

disadvantage of a person is determined by comparing the 

performance of the received product or service 

(perceptions) with his expected performance of the 

product or service (expectations). Satisfaction is an 

emotional reaction or a state of mutual understanding and 

cognition (Prattan, 67: 2004). Therefore, there is a positive 

emotional satisfaction that results from the use of goods or 

the receipt of service in a person. The feeling is about the 

confrontation between customer expectations and supplier 

performance. If the goods and services that the customer 

receives has the same level of expectations, he will feel 

satisfied. If the level of services and goods exceeds the 

expectations of the customer, it will lead to tastes and 

lower levels of service and goods about expectations will 

lead to dissatisfaction. In this research, a service quality 

evaluation model has been used to measure customer 

satisfaction. In this model, ParamaSurman et al. (1985), 

five dimensions of service quality that affect customer 

satisfaction include: 

1) reliability: the ability to provide services accurately and 

accurately in accordance with what is promised to 

customers; 

2) Accountability (Responsibility): The desire to help 

meet customer needs and provide timely services; 

3) Guarantee and guarantee: the ability and suitability of 

employees to provide reliable and trustworthy customer 

service; 

4) Empathy (special attention to the customer): Paying 

special attention to each customer, in other words, dealing 

with the customer in such a way that the customer accepts 

that he is important to the organization for the services he 

is referring to and understands him. 

5) Physical Dimensions (Tangible, Appearance): This 

dimension includes physical facilities, equipment, 

facilities, public spaces, staffing, and communication 

channels. 

 

1-3. Corporate image 

Today, for organizations seeking a competitive advantage, 

customer satisfaction is a key issue. Therefore, in order to 

reach satisfied customers, in addition to market research, 

advertising and promotions, Advertising and promotions 

also emphasize the development of appropriate 

infrastructures in order to be able to provide conditions, 

through the provision of services and products, in addition 

to meeting the needs of customers, so that customers can, 

through the quality and value of the deduced goods and 

services, be able to obtain the true satisfaction of the hands 

Find (Harandi, 50: 1390).  

One of the concepts that can be defined as the reflection of 

the organization reflected in the minds of the consumer is 

the company's image. The image of the company is 

described as a general image shaped in the minds of the 

general public. 

 A company image can be characterized by various 

physical and behavioral characteristics of the company, 

such as the name of the business, the architecture, the 

types of products and services, The customs, ideology, and 

the impact of the quality of communication are interrelated 

with anyone who engages with the customers (Rahimnia, 

1391). Some of the owners have introduced the company 

image as an important factor in the overall valuation of the 

company's services. Isaac (2012), the image of the 

company is an important factor in creating and 

maintaining loyalty among customers. Mayaky and 

Mokhtar (2012) have a meaningful positive relationship 

between the company's image and the customer's intention 

to buy. Therefore, since service organizations are in a 

competitive environment, creating a favorable image of 

the company in the minds of customers in order to build 

loyalty in them, One of the strategic issues.  

Hence, in the field of service activities, companies should 

seek to illustrate to gain competitive advantage, because 

understanding the customer's image of the organization 

will help administrators to determine the degree of image 

alignment with the needs of the target market and correct 

it in case of inappropriate use. Rand (Harandi, 98: 1393). 

In other words, knowing about the benefits of illustration 

in the minds of the customer helps managers by 

developing integrated marketing strategies to create an 

optimal image in the minds of consumers (Yaleva, 2006). 

Also, a positive mental image is seen as vital to the ability 

of an organization to maintain its position on the market, 

because it reflects the issues that the organization has in 

the minds of the customer and affects customer 

perceptions of the organization's operations. In fact, the 

company's image serves as the customer's filtering tool for 

the quality, satisfaction, and value of the organization's 

services and simplifies the decision-making process. The 

experience of obtaining quality services in an exchange 

approach leads to customer satisfaction and its decision to 

reuse the services of the company (Yu, 14: 2013). The 

company image is a tool that increases customer 
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knowledge about the features of the company's products 

and services and reduces risk in purchasing decisions. It is 

one of the elements that can be used to build trust and 

maintain corporate customers. To be used. Levitt (1965) 

suggested that the corporate image includes concepts of 

reliability, reputation, and trust created by good or bad 

company activities. In this research, the company's image 

is divided into four sections: 

1- Access to services: This refers to the extent to which 

customers have access to the services provided by 

the company. 

2-  Service provided: expressing the service features 

provided by the company. 

3- Security: It includes security of data and information 

and customer deposits. 

4- Fame: Famous is a perception that develops over 

time and focuses on the behavior of the company 

(Flavia et al., 2005). 

1-4. Customer resell decision 

Today, organizations have come to believe that they can 

only achieve long-term profits by repeating their 

customers' purchases. The intention of re-purchasing, 

repeat customer purchases or customer beliefs to continue 

to buy from a particular company in the future is a 

behavior based on recognition and sensitivity (White, 432: 

2010). The experts believe that the possibility of engaging 

in a behavior such as the possibility of returning to a 

service provider and introducing it to family and friends in 

the future is part of the buyer's decision-making process in 

which the consumer, based on his satisfaction or 

dissatisfaction with The previous purchase attempts to re-

buy (Arian, 67: 1397).  

The intention to re-buy or re-buy customer's decision is to 

judge someone about re-purchasing a given service, taking 

into account current conditions and similar situations of 

the same company. It also indicates the possibility of re-

use of the service provider in the future. In other words, 

the behavior after the purchase is the desire of the 

customer to buy goods and services from the same store 

and transfer their shopping experience to friends and 

relatives, in other words, the intention to re-buy means to 

judge the individual about re-purchasing a designated 

service, taking into account the conditions Current and 

similar situations from the same company. It also indicates 

the likelihood of using a service provider in the future. 

Behavior after purchase means the customer's willingness 

to buy goods and services from the same store and transfer 

his shopping experience to friends and relatives. 

Confirmation of the possibility of engaging in a particular 

behavior and in part, the possibility of returning to the 

service provider and introducing it to the family, Friends 

and others in the future represent a stage in the purchaser's 

decision-making process, in which the consumer resells on 

his satisfaction or dissatisfaction. A high mental uptake of 

the shopping channel, services, and products leads to a 

desire to re-buy, and this desire for customer re-

engagement in the medium to long term leads to 

purchases. Several studies have shown that customer 

satisfaction with services and goods is a factor in the 

willingness or unwillingness of customers to re-purchase 

and other behavioral purposes, such as advising others.  

It was also determined that the quality of received services 

is one of the most important factors affecting the re-

purchase of organizations (Palmer, 76: 2009). Martiniow 

(2001) believes that the interest of marketing researchers 

in making purchasing decisions is due to their relation to 

buying behavior. Ahamlambert (2006) considers intention 

as a mental state that reflects a person's decision to behave 

and believes that having a better understanding of 

consumer behavior can help marketers better communicate 

with groups The goal is to help (Ramiha, 2013). 

 In their studies, Cronin and Taylor (1992) found that the 

satisfaction that occurs after the first use of a brand 

(product / service) leads customers to reuse it. Arian et al. 

(1397) found that customer satisfaction and its 

dimensions, including satisfaction, happiness, and 

satisfaction with the intention to re-buy customers have a 

significant effect. 

 

2. Conceptual model and research hypotheses 

After studying the library and reviewing the literature of 

research as well as studying the methods and models used 

in previous studies, the conceptual model of research is 

presented in the following figure. 

figure 1. Conceptual model of research 
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3. Research hypotheses 

1) Relationship marketing has a significant effect on 

customer re-purchasing decisions. 

1-1) Relationship marketing through the corporate image 

has a significant effect on the customer re-purchasing 

decision. 

2) Customer satisfaction has a significant effect on 

customer re-purchasing decision. 

2-1) Customer satisfaction through the corporate image 

has a significant effect on the customer re-purchase 

decision. 

3) The image of the company has a significant impact on 

the customer re-purchase decision. 

 

4. Research Method 

The present research is applied in terms of the nature of 

the subject and its objectives, and in terms of the 

implementation of the survey types. The tool for collecting 

information is the questionnaire. The study population 

consists of 357 experts, sales representatives and insurance 

marketers in Khuzestan province; The sample size was 

determined using the Cochran formula of 185 people. In 

order to confirm the formal and content validity of the 

questionnaire, the views of professors and experts were 

confirmed. Also, the validity of the constructs of the 

questionnaire and the dimensions of each of them have 

been verified by using a confirmatory factor analysis 

technique, and the significance of the factor loads of each 

of these dimensions and terms related to the structures is 

confirmed. The reliability of the questionnaire was also 

calculated using Cronbach's alpha coefficient (α = 0.87). 

However, in this study, structural equation modeling 

technique and AMOS and SPSS software were used to 

present the model. 

 

 

5. Research findings 

5-1. Descriptive findings 

To better understand the context of the statistical society 

and the research variables, before analyzing the statistical 

data, the demographic data of the sample members are 

described in Table 1 below.

 

Table 1. Results of descriptive research findings 

Variables Indicator Number Frequency 

Sex 

femal 143 0/401 

Man 214 0/599 

 

 

age 

Less than 30 years 87 0/243 

Between 30 and 45 years 135 0/378 

Between 46 and 60 years old 79 0/221 

More than 60 years old 56 0/156 

 

education 

Diploma and diploma 63 0/176 

Bachelor 147 0/411 

Masters degree and higher 91 0/254 

 

organization level 

Senior Managers 33 0/092 

Marketing and sales experts 78 0/218 

Resellers and marketers 247 0/689 

 

Based on the findings in Table 1, 40.1% of respondents 

are female and 59.9% are male. Most respondents are 

between the ages of 30 and 45 and under 30 years of age. 

The level of education is higher for undergraduate and 

post-graduate students. In addition, the highest percentage 

of organizational aspect belongs to sales representatives 

and marketers, and then to sales and marketing experts. 

 

 

5-2. Inferential Findings 

Deciding whether a model is fit is based on several 

indicators, not an indicator. Therefore, in order to assess 

the fit of the model, it is necessary to report a wide variety 

of indices, since different indices reflect different aspects 

of fitting the model. Suitable fitness indexes included chi-

square x2, GFI (fitting index), AGFI (good fit adjusted 

index), CFI (comparative fit index), and NFI (softened 
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fitness) and NNFI (softened softness) Jacob et al., 2003). 

The quantitative fit indices in this study are shown in 

Table 2. 

 

Table 2. Results of model fitting indices 

Indicator 𝒙𝟐
𝒅𝒇  GFI CFI RMSEA AGFI NFI NNFI 

Limit 3< <0/9 <0/9 0/9 <<0/8 <0/9 <0/9 

Amount calculated 2/96 0/91 0/91 0/88 0/48 0/92 0/91 

 

Generally speaking, in the application of Amos software, 

the indicators obtained for the model alone are not the 

reason for the maturity or non-fitness of the model, but the 

indices are interpreted with each other. Based on the 

results presented in Table 2 which represents the most 

important of these indicators, the conceptual model of the 

research has a good fit. In the following, the conceptual 

model of the research is shown in the meaningful terms of 

the coefficients in Fig. 2. 

 

Figure 2. Conceptual model of research in a meaningful state

 
 

To test the hypothesis, a partial index and a significant 

number have been used. The condition of the significance 

of a relationship is that the value of the first index for the 

relationship is less than 0.05, or the value of the second 

indicator (t-value) from the positive and the negative is 

1.96. Be The results of confirming or rejecting the 

hypotheses related to the research variables are shown in 

Table 3

. 

 

Table 3. Effect of load factor and significance level calculated 

  View variables Factor load Significance 

level 

t-value 

 

Customer 

resell 

decision 

CR1 Individual judgment about buying 0/81 0/001 61/32 

CR2 Mental Contraception Compared to Shopping 0/43 0/001 48/92 

CR3 The desire to re-buy the company 0/76 0/001 57/28 

CR4 Introducing the company to others 0/61 0/001 54/36 

CR5 Loyalty to the company 0/54 0/001 46/26 
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Based on the results of Table 3, it can be said that for all 

the variables of customer re-purchase decision, all 

indicators have a meaningful weight And at 99% 

confidence level, they have been able to make a 

meaningful load

.Table 4. Estimated factor loads and their significance level 

Components  View variables Factor load Significance level t-value 

Relationship 

marketing 

MR1 Financial interests 0/48 0/001 51/42 

MR2 social factors 47/0 0/001 39/47 

MR3 Structural links 53/0 0/001 42/61 

Customer 

Satisfaction 

CS1 Reliability 0/71 0/001 31/52 

CS2 responsiveness 0/68 0/001 51/66 

CS3 Guarantee and guarantee 0/63 0/001 45/13 

CS4 Sympathy 0/59 0/001 35/46 

CS5 Physical Dimensions 0/57 0/001 39/21 

Corporate 

image 

CI1 Access to services 0/67 0/001 43/42 

CI2 services rendered 0/63 0/001 40/38 

CI3 Security 0/49 0/001 35/36 

CI4 the fame 0/51 0/001 38/02 

 

 

Fig. 3. Conceptual model of research in the state of standard coefficients and factor loads

 
 

 

Table 5. Direct effects, t-statistics and outcome of the effect of research variables 

Research variables The standard 

coefficient (β) 

t-value Significance 

level 

Result 

Relational marketingCorporate image 0/26 1/98 3/244 approved 

Relational marketing             Customer resell decision 0/38 2/15 2/456 approved 

Customer satisfactionvvCorporate image 0/55 3/55 4//361 approved 

Customer satisfactionvCustomer resell decision 0/56 3/48 4/051 approved 

Corporate imageCustomer resell decision 0/45 2/13 4/587 approved 
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According to the results presented in Table 5, and since all 

the assumptions are calculated as the value of a small 

index and a significant number, it is more than 0.05 and 

more than 1.96 and less than -96.9, respectively. 

Therefore, the main assumptions First, second and third, 

and the first and second sub-assumptions are confirmed. 

 

Table 6. Calculation of Indirect Impact Coefficients through Path Analysis Approach 

Hypothesis The role of the mediator variable Result 

1-1 Relational marketingCorporate imageCustomer resell decision approved 

2-1 Customer satisfactionCorporate imageCustomer resell decision approved 

 

According to the results presented in Table 6, the 

relationship marketing and customer satisfaction through 

the company image in the minds of the customer affect the 

decision to redeem it from the Iranian insurance company. 

In other words, by changing the relational marketing 

tactics or reducing or increasing customer satisfaction, In 

other words, by changing the relationship marketing 

tactics or reducing or increasing customer satisfaction, the 

utility level of the corporate image in the minds of 

customers decreases or increases and influences the 

decision to buy or not to re-buy the customer from the 

company's insurance services. 

 

6. Conclusion and suggestion 

In today's business world, senior executives have 

identified customers as the core of business activities, and 

the success of organizations and companies depends on 

the effectiveness of the image provided by the 

organization and its products to customers. The 

importance of this happens when the strategy of the 

industrial industry, such as the insurance industry, 

intensifies competition and increases the number of 

market participants, the issue of customer satisfaction, 

corporate image, customer loyalty, and such issues are 

more than ever discussed. The purpose of this study was to 

investigate the role of relationship marketing and customer 

satisfaction on the customer re-purchase decision and the 

effect of the company's mental image mediation on them 

in Iran's insurance company. The decision to re-buy the 

customer (re-purchase intention) Repeat customer 

purchases from specific brands after using the same brand 

or customer's belief in continuing to buy from a specific 

company in the future. The intention to buy again is a 

behavior based on cognition and emotion, and as most 

researchers have said, it is the intention to re-purchase the 

customer loyalty behavioral index And it is a factor that 

affects the relationship between the future of the customer 

and the organization, the profitability of the company and 

its success. The findings of this study confirmed the 

positive and significant effect of relationship marketing 

and customer satisfaction on customer re-purchase 

decision. Accordingly, the more the relationship marketing 

and the level of customer satisfaction are more and more 

favorable, the areas of customer determination to re-

purchase the company through the improvement of the 

company image in the minds of more customers is 

provided. The results of the main hypothesis of the first 

one, based on the positive and significant effect of 

relationship marketing on customer purchasing decisions, 

show a positive and significant relationship between these 

two variables, so that by increasing the utilization of 

relationship marketing dimensions and attributes, The 

likelihood of customers to re-purchase insurance from the 

company increases. This finding is consistent with the 

findings of Rizan et al. (2014), Gadfar (2013), Palmair et 

al. (2007), Jalali et al (1392) and Bagheri (2011). The first 

sub-hypothesis of this study was also found to confirm the 

significant relationship between marketing and customer 

purchasing decisions through the company image. This 

finding is consistent with the results of Harandi et al. 

(2013). Therefore, it can be said that optimal visualization 

through relationship marketing can have an effect on the 

desire to re-purchase insurance services from the 

company. In examining the second main hypothesis, the 

significant effect of customer satisfaction on the intention 

to re-buy customers was confirmed. This finding is 

consistent with the results of studies by Takatos et al. 

(2006), Gonzales and Prado (2007), Sherkhodaie et al. 

(1394). Therefore, insurance companies should have close 

relations with insurance buyers, especially buyers of non-

compulsory insurance, in order to provide appropriate 

services, in order to provide them with satisfaction with 

the knowledge of the need of customers and leading them 

to provide the services they deserve. Bring backThis 

hypothesis was confirmed in the second hypothesis based 

on the positive effect of customer satisfaction on customer 

purchasing decisions through positive image of the 

company. Therefore, it can be admitted that customer 

satisfaction as a result of the service experience received is 

influenced by the perceived quality and perceived value of 

customers, and customer satisfaction is influenced by its 

attitude and mindset towards company and re-purchase 

from the company. It is suggested that the Iranian 

insurance company create value for customers and their 

satisfaction and create a positive image of the company's 
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services, and will encourage the customers to re-buy and 

loyalty to the company to benefit from lowering the cost 

of attracting new customers. Finally, a positive and 

significant relationship between these two variables was 

found in the third hypothesis on the relationship between 

corporate image and customer mindset with the intention 

of re-purchasing the company's services. This finding is 

consistent with the results of Chang and Chen (2008), 

Vaio et al. (2011), Eiken Simonen et al. (2012) Said 

Ardakani (1394). Therefore, considering the importance of 

creating the desired mental image in customers, especially 

in the service sectors, and the effect of this image on 

customer behavioral characteristics, Iran's insurance 

company must adopt strategies to create a positive mental 

image for potential and actual customers in relation to 

Repossess and loyalty to the company's services. 
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