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ABSTRACT

The brand equity is an popular and important reteasubject in marketing and brand management.
The main purpose of this study was to a comparativdy of brand equity from customers prespectatistical sample
of this study include 384 customers of Mellat bamid Tourism bank of Iran, which were selected bylyapg random
and proportional stratified sampling method. (19&tomers of Mellat bank and 192 customers of Taurksank).
One limitations were identified only two banks jEipated. The obtained data were analyzed withuge of independent
t- test. The result of the research indicated thate is a significant difference between branditggiiom customers
prespective and dimensions of it (brand awarenssseived quality, brand loyalty and brand assamijtin between

the customers of Mellat and Tourism banks.
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INTRODUCTION

For more than a decade, the concept of brand edpaisy interested academics and researchers duesto th
importance in today's marketplace of building, meiming and using brands to obtain strategic adged
(Lin and Kao, 2004). This concept refers to thenmdea that a sevice or product's value to custenibe trade and the
firm is somehow increased when it is associatedentified over time with a set of unique elemethit define the brand
concept. Clearly, such equity endowments come fcoment or potential customers learning which ieflaes how the
services or products is encoded and acted upowisuemers. Farquhar (1989) noted that brand ecgiib§tén referred to
as the added value to the firm, the trade, or thetoeners with which a brand endows a service oduymrb similarly,
McQueen (1991) proposed that brand equity refetoeds the difference between the value of the @drskrvice or
product to the customers and the value of the serer product without that brandingleasuring the equity of a brand
and determining its value are a must for predictimg loyalty of one's present customers and alspiieng new ones
(Zaichkowsky, Parlee and Hill, 2010}t is clear that brand equity accrues over time eistomers learning and
decision- making processes. Therefore, there iseal mo know how customers learning and choice pemseshape and
drive brand equity formation. This paper attempiscbmpare multi dimensional of brand equity fromstomers

prespective of Mellat and Tourism bank (as twoilarprivate banks).
Brand Equity

Marketing researchers regard brand equity as aoriapt concept (Keller an Lehmann, 2006) and itiésved
from different perspectives (Aaker, 1996; Kellef03; Lassar, Mittal, & Sharma, 1995; Motameni & Biwkhi, 1998;
Park & Srinivasan, 1994; Yoo & Donthu, 2001). Aak#991) defined brand equity as a set of brand s.sset liabilities

linked to a brand, its name and symbol, that addrtsubtract from the value provided by a producservice to a firm
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and/or to that firm's customers. Keller (1993) defifrand equity as the differential effect of brakmbwledge
(consisting of awareness and image) on consumspomee to the marketing of the brand. finally, Raisal., (2000)
defines brand equity to be the customer's subjeddivg intangible assessment of the brand, abovebagdnd its
objectively-perceived value. In summary, brand Bqisi a perception that extends beyond mere faritilito an extent of
superiority that is not necessarily tied to spectictions. Therefore, Keller (2007) suggests to dase positive
contributions and manage brands properly, compaméesl to develop strategies which encourage thetgrof brand
equity. Aaker (1991) proposed that brand equityaisnulti dimensional concept whose first four coranir equity
dimensions are brand awareness, perceived qualidpd association and brand loyalty. Brand eqeisgarchers omits the

fifth of Aaker's dimensions, other proprietary brasdets, since this component is not pertinenigtomers.
Brand Awareness

The first dimension, brand awareness, deals withathiéty of customers to recognize and recall thatrand
offers a certain product or service category (Aal&91; Keller, 1993). Aaker (1996) proposed thaari8l awareness
represents the strength of the brand’s presentleeimmind of the target audience along a continuBrand awareness
refers to whether customers can recall or recogaizbrand, or simply whether or not they know abaubrand
(Keller, 2008). Therefore, Brand awareness affectstomers decision-making. Brands that customeosvkare more
likely to be included in the customers' considemtset (Hoyer and Brown, 1990; MacDonald and Shaqggo).

Consumers may use brand awareness as a purché&serdbeuristic (MacDonald and Sharp, 2000).
Perceived Quality

The second dimension, Aaker (1996) found that peede quality is considered a core facet across
customers-based brand equity construct because ibéen associated with the willingness to payce remium, brand
purchase intent, and brand choice. Perceived guslét a higher level of abstraction than any Hjeattribute and differs
from objective quality as Perceived quality is maién to an attitudinal assessment of a brand (Aak@96b; Keller,
1993; Zeithaml, 1988). A definition that has gairsmine level of acceptance views perceived quatittha customer’s
judgment of the overall excellence, esteem, or sopey of a brand (with respect to its intendedrpases) relative to
alternative brands.

Brand Loyalty

Many marketing researchers belive that brand lgyalises from positive brand perceptions and dffact
(Chaudhuri and Holbrook, 2002; Jacoby and Chesth®it8; Yoo et al., 2000). Aaker (1991) defined Bramyhlty
as the attachment a customer has to a brand. DidkBasu (1994) noted that brand loyalty, impliesoag term
commitment to repurchase involving both repeatetdopage and favorable attitudes. Lassar et al9FL®roposed that
brand equity stems from the greater confidence thatomers place in a brand than they do in its etitgps.
This confidence translates into customers’ loyaitgt their tendency to pay a premium price for thendr Keller (2003)

operationalized brand loyalty as the basic soufastomer-based brand equity.
Brand Association

Some researchers (i.e., Aaker, 1991; Keller, 2008emeyer et al., 2004) noted that brand assonmtéye
usually grouped in the form of product and srvietated like brand performances and non productemlattributes.
Aaker (1991) defines brand association as anythetgtead in memory to a brand. Research on brandciasiem

has mainly focused on brand image. Aaker and Ké&itgh consider brand image as a set of brand ad&ow. Brand
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association is an important brand equity dimensiomg with perceived quality when a company consigxtension and
positioning of its brand. Brand associations akeagb related to a product or service category. Tdreycriteria used

by customers to assess a product or service.
RESEARCH METHODOLOGY

The current research from the goal poit of viewrnisapplied paper; from methodology point of viewléscriptive

and from the point of view of conduct is a survegaarch
Research Population and Sample

This study is a descriptive correlationegearch. The Statistical population of this studgsists customers of
Mellat and Tourism banks. Since the statistical ytation is large (the statistical population is asx than
50,000 customers) and all of bank’s customers ateamailable, We used the infinite population thecran formula.
Using a random sampling for study consisted of 88dtomers were selected the Cochran formula. (18fmers of
Mellat bank and 192 customers of Tourism bank).

_ z%pq _ (1.96)(1.96)(0.5)(0.5)
n=-2= (0.05)(0.05) (1384
Data Collection Instrument

In this study, standardized questionnaires to cblieformation Yoo et al.(2006) for brand equity svased.
This questionnaire has been prepared in the 5-tfddkert's scale of “completely disagree to complgt agree”.
The content validity of the questionnaire has bagoroved by experts and professors of this fieldl the reliability level

of it has been obtained to be 0.891 by cronbadplsaatest, which indicates a proper reliabilitytieé questionnaire.
Research Findings

This section of the paper is related to statiscallysis and report of the research data. Afterectilig the
guestionnaires, their data have been entered tSB®S software ver.19 and were analyzed with intbgd t-tests and

the findings are as per the following.
Research Hypothesis 1

There is a significant difference between branditggitom customers perspective in between custonoérs

Mellat and Tourism banks.

Table 1: Statics Related to Brand Equity

Variable Group Mean Deviation T df Sig
. Customers of Mellat bank| 4.2184 1.1182
Brand equity - -2.986 | 382| 0.000
Customers of Tourism bank 3.9108 1.3454

The value of t- statistic is observed to be -2.88placed in the rejection area gfwhich indicates the existence
of significant difference between the mean of the groups. The 95% level of certainty indicateg thare is a significant
relationship between the brand equity from custenpErspective in between customers of Mellat andri$m banks.
With referring to the mean value of the two growje, see that the mean customers of Mellat bank 842 more than

customers of Tourism bank (3.9108).
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Research Hypothesis 2

There is a significant difference between the brawdreness from customers perspective in betwestioroers

of Mellat and Tourism banks.

Table 2: Statics Related to Brand Awareness

Variable Group Mean | Deviation T df Sig
Customers of Mellat bank| 4.4283 1.0825
Customers of Tourism bank 3.9876 1.2816 -3.147| 382] 0.000

Brand awareness

The value of t- statistic is observed to be -3.A@laced in the rejection area gfwhich indicates the existence
of significant difference between the mean of the groups. The 95% level of certainty indicateg thare is a significant
relationship between the brand awareness from gstoperspective in between customers of MellatTandism banks.
With referring to the mean value of the two grouje, see that the mean customers of Mellat bank 88y more than
customers of Tourism bank (3.9876).

Research Hypothesis 3

There is a significant difference between the geeckquality from customers perspective in betweestomers

of Mellat and Tourism banks.

Table 3: Statics Related to Perceived Quality

Variable Group Mean Deviation T df Sig
Perceived| Customers of Mellat Bank | 4.3607 1.1429

Quality | Customers of Tourism Bank 3.9714 1.4052

-3.328 | 382 | 0.000

The value of t- statistic is observed to be -3.82@laced in the rejection area gfwhich indicates the existence
of significant difference between the mean of the groups. The 95% level of certainty indicateg thare is a significant
relationship between the perceived quality fromauongrs perspective in between customers of Mefldtourism banks.
With referring to the mean value of the two growje, see that the mean customers of Mellat bank Q#)3&8 more than

customers of Tourism bank (3.9714).
Research Hypothesis 4

There is a significant difference betwélea brand loyalty from customers perspective imeen customers of

Mellat and Tourism banks.

Table 4: Statics Related to Brand Loyalty

Variable Group Mean | Deviation T df Sig
Customers of Mellat Bank| 4.4381 1.0584
Customers of Tourism Bank 3.9249 1.3957 -2.969 | 382 0.000

Brand Loyalty

The value of t- statistic is observed to be -2.86placed in the rejection area gfwhich indicates the existence
of significant difference between the mean of the groups. The 95% level of certainty indicateg thare is a significant
relationship between the brand loyalty from custemeerspective in between customers of Mellat aodri€m banks.
With referring to the mean value of the two growe, see that the mean customers of Mellat bank 8443 more than

customers of Tourism bank (3.9249).
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Research Hypothesis 5

There is a significant difference between the brasgbciation from customers perspective in betveestomers

of Mellat and Tourism banks.

Table 5: Statics Related to Brand Association

Variable Group Mean | Deviation t df Sig
Brand Association Customers of Mellfalt bank | 4.0639 1.0138 3027 | 382! 0.000
Customers of Tourism bank| 3.8243 1.2584

The value of t- statistic is observed to be -3.82@laced in the rejection area gfwhich indicates the existence
of significant difference between the mean of the groups. The 95% level of certainty indicateg thare is a significant
relationship between the brand association frontoousrs perspective in between customers of Mefldtourism banks.
With referring to the mean value of the two grouje, see that the mean customers of Mellat bank 89)0i& more than

customers of Tourism bank (3.8243).
CONCLUSIONS

This study aimed a comparative study of brand gduitm customers prespective in Mellat and Tourlsamk

(as two Iranian private banks). The results of idmsearch indicated that there is a significanteddifice between brand
equity and dimensions of it (brand awareness, perdequality, brand loyalty and brand associatiam)between
the customers of Mellat and Tourism bank. The tesufl the study may reflect the implementation @uatomers-based
strategy, which managers use to satisfy custonieter'ests, specially in Tourism bank. Also, to #stablishment brand
image, they should be seen as a reinforcement fnketing programmes launched to stimulate awareriegalty
and association among their customers to thesedbramth regard to the results of study, dimensiohdrand equity
should be noticed more in Tourism bank. The emalirstudy reported here is limited by a relativitpadl sample and

statistical techniques.
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