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An Examination of the Impact of Cultural Values on

Brand Preferences in Tehran’s Fashion Market
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7. Conclusion and Implications

The results in this paper provided more evidence to the previous studies about culture and brand preference:
indicating that there is a positive relationship between cultural values and brand preference of consumers in Iranian
fashion market- as it was assumed in the first and foremost hypothesis of this research. It has also been proved that
about 40% of consumers’ brand preferences is defined by their values. The results of ANOVA testing confirm that
“sense of achievement” has the most effect on brand preferences. With regard to the domains mentioned by Kahle
and Chan and Rossiter, mentioned in the literature, customers in Tehran Fashion market tend to control different
aspects of their lives themselves and are less concerned with the approval of their social group which means that
marketers in sports clothes firms should devise for more individualistic brand character building plans and
advertising themes. As proved by the hypotheses test results, despite common belief that generally attributes
excitement to sports, “excitement” had the least endorsement in total brand preference variance explained by
cultural values items.
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