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Abstract

The notion of brand equity is so complicated that there is a wide range of interpretations of it in
the literature. In the previous fifteen years, brand equity has grown in significance as the means of
comprehending the objectives, processes, and broad impacts of marketing (Reynolds & Phillips,
2005). Given this, it is not surprising that, indicators which measures various facets of brand equity
have turn out to be a part of a set of marketing performance metrics (Ambler, 2003). So, identifying
and assessing a relationship between brand equity and marketing performance or outcomes will be

valuable for both product and service-based organization.

The aim of this research is to determine the degree to which, using a critical literature analysis-
based methodology, the brand equity dimensions like as marketing communications, brand
awareness & associations, service quality, customer satisfaction, and brand loyalty have an impact
on brand equity simultaneously and distinctly in the context of service branding. Thus, the purpose
statements or research objectives of this study are - to develop a theoretical Customer-Based
Service Brand Equity Model, to review and deeply assess the relationships among the marketing
communication tools and service quality dimensions to enhance brand equity, to scrutinize the
relationship between customer satisfaction and brand loyalty on brand equity, to pinpoint the

strategies derived from this Customer-Based Service Brand Equity Model.

This research is exploratory in nature and is based on a critical analysis of the literature. This study
concentrates on the service industries and uses a total of 370 resources, including scholarly journals
and books, based on the English language and was published within 25 years. Then, a couple of
research gaps are discovered, six key variables are identified, and several hypotheses are

formulated.

The critical analysis of the literature review reveals that the current brand equity measuring
methods need to be modified as brand equity models are used for measuring brand equity, and
research needs to be expanded to create a single, standardized measurement tool that will keep up
with the changing nature of the world, as this study explores different angles of brand equity and

service marketing concepts. Thus, the customer-based service brand equity model is proposed. The
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proposed Customer Based Service Brand Equity Model (Figure: 32) consists of six main
dimensions, which are Marketing communications options, brand awareness & associations,
service quality dimensions, customer satisfaction, brand loyalty, and brand equity. Each of these

dimensions can be subdivided into several dimensions.

The current study is offering managers a holistic approach to developing effective brand strategies.
The three major strategic implications of this research are- selecting marketing communication
options and allocating budget onto it, identifying service failures and recover those by providing
superior services, finally diagnosing and classifying loyal customer base to offer customized

service.

Brand equity gives marketers a crucial strategic link between their present and future (Keller et,
al., 2015). Thus, to increase the profitability over the long haul of the company, brand
management, and service marketing must work together to deliver high-quality experiences more

effectively.
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CHAPTER: 1

INTRODUCTION

1.1 Prologue

Given how complicated the idea of brand equity is, the variety of ways it has been conceptualized
in the literature could be because of the "elephant and blind men™ myth (Ambler, 2003); various
research addressing various facets of this intangible asset. An extensive stream of research with
significant consequences for theory and practice is expected, and the usefulness of a consumer-
perceived, consumer-based brand equity measurement provides several new areas for investigation
and elaboration. Surprisingly, there are just a few empirical studies that describe The distinct
features of brands and various factors that affect how brand equity aspects relate to service brand
equity. In this section, the background of the study, problem statement, research objectives, a brief
literature review, research gaps and potential contributions, research methodology, conceptual
framework for proposed Customer-Based Service Brand Equity Model, scope of the research,

definitions of key constructs, organizations of the study are addressed in turn.

1.2 Background of the study

In marketing theory and practice, brand equity is undoubtedly the most crucial concept. Since the
term's introduction in the late 1980s, practitioners and scholars alike have come to recognize the
significance of conceptualizing, assessing, and managing brand equity. Due to this, there are now
a number of frequently different points of view regarding the dimensions of brand equity, its
influencing factors, appropriate research vantage points, and approaches for measuring it. A wide
variety of definitions and methodologies for assessing brand equity have been put forth, the most
of which are predicated on the definition itself: The added worth that a product has because of its
specific brand (Farqurah, 1989). Aaker and Keller have the two leading conceptualizations of
brand equity. Brand equity as a collection of brand assets and liabilities associated with a brand,
including its name and symbol, that increase or decrease the value that a product or service brings

to a company and/or its clients (Aaker, 1991). Consumer-based brand equity is defined as the
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differential effect of brand knowledge on how consumers react to a brand's marketing (Keller,
1993). Most of the circumstances these models are applicable for measuring brand equity for both
product and service brands. However, service is different from product. Because services are
intangible in nature that not permit packaging, labeling, and displaying like as, the case of products.
Likewise, Berry (2000) emphasizes that in-service companies, branding is very important: “Strong
brands enable customers to better visualize and understand intangible products. They reduce
customers’ perceived monetary, social, or safety risk in buying service, which are difficult to

evaluate prior to purchase”.

Branding is just as pertinent to services as with product. Product intangibility mean that brand
development is more suitable or imperative for services than goods, but their application varies in
certain situations. Brand development is crucial in services, known the intrinsic difficulty in
differentiating products that absence physical variances (Zeithaml, 1981) and strong rivalry within
service markets, many of which have been liberalized. The indistinctness of services creates the
need of buying services from a trustworthy place which could be an alluring offer for customers.
Because a strong brand is fundamentally an assurance of future satisfaction. From the customer’s
point of view, service brand is a blend of what the company says about a brand, what outsider says
about a brand, and in what way the company ultimately delivers the service. A service brand then
observed. Therefore, as service is different from product, the current brand equity measuring
method needs to be modified, and research needs to be expanded in order to create a single,
standardized measurement tool that will keep up with the changing nature of the world, as this
study explores different angles of brand equity and service marketing concepts. Hence, the
customer-based service brand equity model is suggested (Figure: 18 Proposed Dimensions of a
Customer Based Service Brand Equity Model), which comprised marketing communications,
brand awareness & associations, perceived quality/customer experience/service quality, and brand
loyalty dimensions. The new robust model assists in advancing theoretical knowledge of CBSBE

and guiding managers in a holistic approach to develop effective brand strategies.
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1.3 Problem Statement

Determine the degree to which, using a critical literature review-based methodology, the brand
equity dimensions like as marketing communications, brand awareness & associations, service
quality, customer satisfaction, and brand loyalty have an impact on brand equity simultaneously
and distinctly in the context of service branding. Thus, the purpose statements or research
objectives of this study are the following-

1.4 Research Objectives

1. To develop a conceptual framework for Customer-Based Service Brand Equity Model.

2. To review and deeply assess the relationships among the marketing communication tools
and service quality dimensions to enhance brand equity.

3. To scrutinize the relationship between customer satisfaction and brand loyalty on brand
equity.

4. To pinpoint the strategies derived from this Customer-Based Service Brand Equity Model.

1.5 Brief Review of the Literature

Understanding the brand equity concept is essential to determine the brand's significance in
marketing strategies. Presumably, the knowledge that customers have developed about the brand
as a result of the company's investment in earlier marketing campaigns, is one of the most useful
assets for increasing marketing productivity. Given that future brand strategies will be shaped by
the content and memory structure of the brand, managers have to critically evaluate how their
marketing programs impact consumer learning and, in turn, recall brand-related information.
(Keller 1993, 2). These arguments indicate the role of marketing communications in building brand
awareness & associations and eventually brand equity. However, financial valuation concerns are
not very important if there is no underlying value created for the brand or if managers are unable
to build lucrative brand strategies to capitalize on that value (Keller 1993, 1-2). In a nutshell, when

considering brand equity from the perspective of the consumer, it is advantageous since it makes
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specific recommendations for marketing strategies and tactics, in areas where research will be

useful to support management decision-making.

1.5.1 Brand Equity

Brand equity has value for both a firm and a customer and can be defined in a variety of ways. For
example, “the differential effect that brand knowledge has on consumer response to the marketing
of that brand” (Keller 1993). Likewise, “cash flow differences between a scenario where the brand
name is added to a company product and another scenario where the same product does not have
the brand name” (Simon & Sullivan, 1993). Whereas, “favorable impressions, attitudinal
dispositions, and behavioral predilections” (Rangaswamy et al., 1993). There isn't a single,
accepted perspective on how to define and quantify brand equity. At this point, the following, some

well-known brand equity models (BEM) are discussed-

1.5.2 Brand Equity Models

According to Aaker’s (1991) brand equity model, the foundation of brand equity is formed by both
the tangible and intangible assets of brands. According to Aaker (1991), brand equity is a collection
of five types of brand assets and liabilities that are connected to a brand, its name, and a symbol
and that either increase or decrease the value that a product or service offers to a company, its
customers, or both. These categories of brand assets are 1) brand loyalty, 2) brand awareness, 3)
perceived quality, 4) brand associations, and 5) other proprietary assets (e.g., patents, trademarks,
and channel relationships). The company and its clients can benefit from these assets in
several ways. The end value for the client complies with the start of adding value to the company.
The fundamental components of brand equity are included in this model; without them, brand
equity cannot form. Alternatively, this approach does not demonstrate how marketing

communications contribute to the development of brand awareness, associations, and brand equity.

Brand Equity Ten (Aaker, 1996) comprises ten sets of measures that are grouped into five
categories. The first four groups are the major dimensions of brand equity- loyalty, perceived

quality, associations, and awareness; which embody customer perceptions of the brand. The fifth
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group includes two sets of market behavior measures which are obtained from market-based
information. Market behavior or brand performance measures include market share, market price,
and distribution coverage information that can be obtained from the market. Brand Equity Ten
measures are applicable across diversified products and markets. They are designed and inspired
by the four dimensions (brand loyalty, perceived quality, brand associations, and brand awareness)
of the Brand Equity Model developed by Aaker (1991). The model does not provide explicit
information on how marketing communications impact the brand equity dimensions. But, Aaker
(1996) mentioned that the elements of the brand targeted by the communication program should
be part of the measurement system. Further, market share, price level statistics, and distribution
coverage information are difficult to gather and hard to interpret because of the disorganized
market with diverse channels, different variant brand/product offerings, and complex sets of
competitors.

Customer-based brand equity, or CBBE, has been defined by Keller (2008, p. 70) as the unique
impact that brand knowledge has on how consumers react to that brand's marketing. In a broader
view, brand knowledge is formed by brand recognition and recall and these two are created through
marketing communications. In light of this, it can be said that marketing communications are the
sources of creating brand awareness and brand associations. An essential first step in developing
brand equity is raising brand awareness by becoming more familiar with the brand through
repeated exposure (for brand recognition) and creating strong associations with the appropriate
product category or other pertinent purchase or consumption cues (for brand recall). These
statements reflect the role of marketing communications in building brand awareness &
associations and eventually brand equity. Keller et al., (2015) point out that When consumers are
able to fully comprehend a brand's attributes and benefits, direct experience plays a crucial part in
forging the strongest brand connections and influences their purchasing decisions. For example,
experiencing buying a shirt will be completely different from buying a service or medical treatment
like a gall bladder operation. When developing marketing communication plans, marketers should
take into consideration the influence of these information sources and manage them as much as

feasible.


Mahamudul Hasan
Typewritten text
Dhaka University Institutional Repository


Dhaka University Institutional Repository

Brand Resonance Pyramid is developed by Keller in 2001. According to Keller (2001), a brand is
built up by sequentially establishing four steps and six ‘brand building blocks’ with customers.
Thus, the accomplishment of the goals set forth in the preceding step is a prerequisite for each of
the four climbing phases, each consisting of six blocks. These six building blocks have both
rational and emotional routes. Because most successful brands are built up by mounting both sides
of the pyramid. Six building blocks are brand salience, brand performance, brand imagery, brand
judgments, brand feelings, and brand resonance; each of which has several key drivers.
Furthermore, in the pyramid upper left side consists of rational blocks like- performance and
judgments- upper right side consists of emotional blocks like feeling and imagery. Therefore,

brand building blocks be able to take ladders in their specific light.

Brand Resonance Pyramid concept tries to build brand equity from the perspective of the consumer
both an individual and organization or an existing or prospective customer (Keller, 2008). This
pyramid provides a unique perspective on describing brand equity and the procedure of building,
measuring, and managing a strong brand. In contrast, the impact of marketing communications on
creating brand awareness, associations, and brand equity are not shown explicitly. However, Keller
et al., (2015) mentioned that the "front end" of marketing initiatives and the potential intangible

value they may create are typically given more weight in brand equity.

Brand Value Chain Model (2003) was developed by Keller and Lehman. According to Keller and
Lehmann (2003), it is a methodical approach to evaluating the causes, effects, and methods of
brand equity as well as the process by which marketing initiatives generate brand value. The brand
value chain has some elementary properties. The foremost route indicates the four stages of the
brand value chain. The next route shows multipliers in the middle of these stages. To influence the
effect of one stage on the succeeding stage are the functions of these multipliers. Overall, these
four stages and three multipliers will allow managers to assess the value of their brand and can

recommend where improvements are crucial.

The brand value chain is a methodical framework for assessing the causes and effects of brand
equity based on how marketing activities generate value for the brand. It is the unique benefit of

this model because in other models the sources of brand equity by marketing activities are not
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shown explicitly. Customer mindset is the second stage of the brand value chain which includes
awareness, associations, attitudes, attachment, and activity factors. In this model marketing
program investment, market performance, shareholders value, program quality multiplier,
marketplace conditions multiplier, and investor sentiment multiplier- are shown explicitly which

remains ignored by other models.

Although this brand value chain helps to measure the financial return of developing the brand,
Brand Equity Factor is absent in this model. In this model, the interrelationships among brand
equity dimensions are not shown. Each of the four stages and three multipliers have some measures
which may have interconnections or correlations; Because the value creation emerges in sequence.
However, those cannot be assessed by the brand value chain model. Marketing communications'
impact on brand equity dimension are not shown. In some cases, the creation of value might not
transpire in sequence. For example, the stock analysis may react to an ad campaign and these react

directly to their investment assessments.

Following the literature review, it is evident that in brand equity models, four dimensions are
common brand awareness, brand associations, perceived quality, and brand loyalty. Although
different models explain each of the dimensions with different terms, the functions of these
dimensions are alike. Another thing is shared in all of these models, the developers of these models
expressed implicitly marketing communications' impact in establishing brand equity, more
especially in creating brand awareness and associations. However, in most situations, these models

are applicable for measuring brand equity for both product and service brands.

1.5.3 Service Brand Equity

Alternatively, the product and the service are not the same. Because services are intangible in
nature that not permit packaging, labeling, and displaying like in, the case of products. Brand
development is crucial in services, known as the intrinsic difficulty in differentiating products the
absence of physical variances (Zeithaml, 1981) and strong rivalry within service markets, many of
which have been liberalized. The indistinctness of services creates the need of buying services
from a trustworthy place which could be an alluring offer for customers. Because a strong brand

is fundamentally an assurance of future satisfaction. From the customer’s point of view, a service
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brand is a blend of what the company says about a brand, what outsider says about a brand, and in

what way the company ultimately delivers the service. A service brand is then observed.

1.5.4 Service Brand Equity Models

Berry (2000) has developed a Service Branding Model. The model depicts the relationships among
the dimensions of a service brand such as the company’s presented brand, external brand
communications, brand meaning, customer experience with the company, and brand equity. Berry
(2000) mentioned that the company’s presented brand is part of the brand image that the company
controls and circulates through all personal and impersonal channels. The core purpose of
presented brand communications is to reinforce the brand. Coordinated and controlled
communication messages lead to brand awareness, customer’s recall, and recognition of the brand.
The higher and more positive the brand awareness, the robust the brand image and the more
distinctive the brand equity of a service company has. Conversely, non-controllable external brand
communications involve information that is powerful because they are apparent to be trustworthy
and fair to customers. It may also have favorable or unfavorable consequences for the service
brand. These presented brand and external communications have the most inspiration for new
customers who lack substantial or direct expertise with the company’s service and shape what the
company stands for. External brand communications show a dotted-line relationship to brand
awareness and brand meaning as opposed to the presenting brand's bold-line influence on brand
awareness. The dotted lines may become bold in severe circumstances where publicity is widely
disseminated and attention-grabbing or word-of-mouth becomes prevalent (Berry, 2000). Brand
meaning is the throng of customers’ associations or customer experience with the brand. Although
brand meaning mainly originates from customer experience, it is also formed by the company’s
presented brand and external communications. Brand awareness and brand meaning (brand
associations) substantially enhance the brand equity of the experienced customers, however, their

level differs.

In Berry’s (2000) model, the sources of creating brand awareness and brand meaning are displayed
clearly. Customer experience or the service performance of the company the role of human labor

in building a service brand- is a unique dimension unequivocally shown in this model which is not
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common to other brand equity models. The company’s controllable communications and non-
controllable communications are shown separately which is easily measurable and uncommon to
other brand equity models. Finally, the links among service brand equity elements are shown
explicitly. In contrast, marketing communications' impact on brand equity dimension is not shown

directly. Brand loyalty is not taken into account in this model.

There are some similarities between Berry’s (2000) Service Branding Model and the
Communications and Service Marketing Triangle (Zeithaml et al., 2013). Both models are
stressing the significance of Integrated Service Marketing Communications (ISMC). For example,
the sub-dimensions of the company’s presented brand and customer experiences with the company
of Service Branding model are harmonized with the sub-dimensions of external marketing
communications, internal marketing communications as well as interactive marketing of
Communications and Service Marketing Triangle. In addition, these two models express that
customer experience or the core service performances are the key products of a service-based
organization and have a more prevailing impact over marketing communications. Both activities
like delivering communication messages and service performance should be accompanied in a

unified way.

There are some similarities between Berry’s (2000) Service Branding Model and SERVQUAL’s
(1988) Model. The sub-dimensions of the company’s presented brand of Berry’s (2000) model are
matched with the sub-dimensions of tangibles of SERVQUAL’s (1988) model. Besides, the sub-
dimensions of customer experiences with the company of Berry’s (2000) model are harmonized
with the sub-dimensions of tangibles, reliability, responsiveness, assurance, and empathy of
SERVQUAL’s (1988) model. Therefore, it can be argued that the concept of service quality and
customer experience are identical. It is appropriate to regard, customer experiences and service

quality as one dimension or construct.

There are some similarities between Service Branding Model (2000) and Brand Value Chain
(2003) Model. Both these models explained the impacts of marketing communications in building

brand awareness and associations. The role of employees and trade people in the Brand Value


Mahamudul Hasan
Typewritten text
Dhaka University Institutional Repository


Dhaka University Institutional Repository

10

Chain (2003) is harmonized with the sub-dimensions of customers’ experience in the Service
Branding Model (2000).

In a nutshell, there are two distinct factors that possess a higher influence on the service brand
equity model. The first is marketing communications, and the second is customer experiences, or
more generally, service quality. This study explores different angles of brand equity and service
marketing concepts the current brand equity measuring method needs to be modified, and research
needs to be expanded in order to create a single, standardized measurement tool that will keep up

with the changing nature of the globe.

Service quality or customer experience should be considered as a vital dimension for building and
measuring a service brand. Service quality means meeting the requirements of customer
expectations (Lewis & Booms, 1983) besides, from a customer viewpoint, the disparity between
what customers believe they are getting from a service and what they really expect (Parasuraman
et al., 1985). The conception and assessment of service quality views have historically been
regarded as the most contentious and divisive issues in the literature on service marketing (Brady,
Cronin, 2001). In short, how service quality is conceptualized and quantified are very challenging
tasks because service quality evaluations are extremely complicated processes that may operate at
multiple levels of abstraction. Thus, the present study makes a substantial addition to the
assessment of diverse service quality models in light of the transformed business situation and the
credentials of the necessity for prevailing model adjustment in the contemporary environment. The
crucial explanations about each model are considered after a brief discussion. Following is a brief

summary of the models:

1.5.5 Service Quality Models

Service quality (in a Gap Analysis Model), according to Parasuraman et al. (1985), is a function
of how well or poorly performance matches expectations across the quality criteria. Based on a

gap analysis, they created a model for service quality. The model's numerous gaps are shown as:

Gap 1: A discrepancy between what consumers expect and how management perceives them.
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Gap 2: The difference between management's beliefs of consumer expectations and service quality
specifications.

Gap 3: The discrepancy between service quality requirements and the actual service provided.
Gap 4: How do service delivery and customer communications differ?

Gap 5: Disparity between consumer expectations and how services are actually received.

The model is a resource for analysis. It allows management to systematically identify discrepancies
in service quality between numerous factors which affect the quality of the offering. From the
perspective of the customer, it can help management identify the important service quality
components. However, this concept fails to explain how to precisely measure the measurement

gaps at various levels.

Gap Analysis Model (1985), was developed by conducting exploratory research. This exploratory
study further improved with the ensuing SERVQUAL scale for gauging consumers' opinions of
service quality (Parasuraman et al., 1988). The initial 10 service quality elements were reduced to
five at this point: dependability, responsiveness, tangibles, assurance (communication,
competence, credibility, courtesy, and security), and empathy, which focuses on access and
knowing/understanding the customers. In 1991, the term "should" was replaced with "would," and
in 1994, the total number of elements was reduced to 21, but the five-dimensional structure
remained the same. Later, SERVQUAL was improved. The four gaps revealed in the authors'
research from 1985 were further described and characterized by them, in addition to this empirical
research. The majority of components, according to this enlarged model, concern the control and

communication procedures used by corporations to manage their workforces.

The SERVQUAL model offers a basic framework It is applicable in a range of service
environments and industries and may be tailored to match the specific requirements of a given
company. This scale can be used periodically to monitor consumer opinions about a certain
company's level of customer service in comparison to the competition. After analysis, data can be

visually presented to make it simple to see strengths and weaknesses in relation to the competitors.
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Furthermore, implementing SERVQUAL and monitoring customer expectations and perceptions
of service may boost cross-selling opportunities, employee benefits, profit margins, and financial
performance in addition to enhancing customer retention, loyalty, and positive word-of-mouth.
But if customers are measured too frequently, they may lose interest in providing accurate answers
(Shahin, 2006). In contrast, the GAP model (1988) has allegedly led to a blurring of the lines
between the two notions of Service Quality and Customer Satisfaction (Ladhari, 2008). Instead of
emphasizing the results of the service, the SERVQUAL model focuses on the service process
(Babakus & Boller, 1992). Also, the administration of the SERVQUAL E and P versions seems to
be boring and occasionally confusing to responders., which includes two administrations such as
expectation measurement and perception measurement (Bouman & van der Wiele, 1992). Data

quality is endangered by boredom and confusion.

Service quality is a precursor to consumer satisfaction, which significantly affects purchase
intentions, according to Cronin and Taylor (1992, p. 65). The authors of the performance-only
(1992) model, contrasted calculated difference scores with perception to come to the conclusion
that only perceptions are a better predictor of service quality. By demonstrating that service quality
is a reflection of customer attitudes and the performance-only (1992) they created SERVPERF, a
performance-only service quality measurement, as an enhanced method of assessing service
quality. In brief, the concept of and metrics for measuring service quality should be an attitude.
Customer satisfaction is a prerequisite for service quality, which may influence purchase intentions
more effectively. In comparison to SERVQUAL, the performance-based SERVPERF is more
effective because it immediately results in a 50% decrease in the quantity of items while producing
superior results. However, as people from different cultures would have different expectations and
scripts for the service encounters, the model does not have a decent ranking on the goodness of fit
index when considering diverse cultures. The model has to be tested in sectors with substantial

involvement.

A comprehensive model of Service Quality, Customer Value, and Customer Satisfaction Model
was put out by Oh, (1999). The process of making decisions after completing a purchase is the
main emphasis of the suggested paradigm. Towards the paradigm, arrows point in the causative

directions. This model takes into account important factors like perceptions, service quality,
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customer satisfaction, customer value, and repurchase intentions. The intention to spread positive
word of mouth is finally characterized as a direct, integrated function of perceptions, value,
satisfaction, and repurchase intentions. The model offers proof that a customer's perceived value
plays a big part in their decision-making process after they make a purchase. It is a direct precursor
to customer satisfaction and plans for repeat purchases. The findings also show that perceived
pricing has no relationship to perceived service quality and a negative impact on perceived

customer value.

This model can be utilized as a conceptual foundation for consumer decision-making and firm
evaluation performance. This model offers guidelines and objectives for customer-focused
business initiatives also. In contrast, this model has to be made more universal to account for

various service contexts. Fewer items are used to measure the model variables.

The Antecedents and Mediator Model (Dabholkar et al., 2000) illustrates a thorough model of
service quality that examines its antecedents, outcomes, and mediators in order to give readers a
clearer grasp of the idea at hand. The relevant aspects associated with service quality are better
conceived as components or antecedents in this model, which also looks at the connection between
customer satisfaction and behavioral intentions. The antecedent's model can give a thorough grasp
of service quality and the methodology used to create these evaluations. An improved predictor of
behavioral intentions is customer satisfaction. Consumers assess many elements of the service but
also create a unique overall assessment of the service quality (which is more complicated than just
adding the parts). Further, when attempting to determine customer ratings of service, a significant
mediating function was discovered, supporting the notion that it is crucial to assess customer
satisfaction apart from service quality. However, this model has practical issues because it is not
employed to ascertain the correlation between additional variables and service quality very
successfully (Martinez and Martinez, 2010). Due to the existence of dimensions and
subdimensions, the RSQS model entails a fairly complex statistical method (Martinez & Martinez,
2010). There is no empirical support for the hierarchical structure (Ladhari, 2008). Regarding the

number of things to be used in various retail service situations, there is much dispute.
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The review of these models revealed several issues for assessing the quality of the services,
arguments, and model concerns. The vast most definitions and models concur that idea that
consumers should compare their expectations for service quality with their perceptions of actual
service quality. Additionally, it is noted that the outcome and measurement of service quality
depend on the environment, circumstance, need, and other elements of the service. These
requirements demand a constant effort to learn, validate, and modify the current measurement of

service quality.

Customer satisfaction and service quality are two distinct variables, despite their relationship,
according to researchers like Berry et al. (1988), Dabholkar et al. (2000), Oliver (1993),
Parasuraman et al. (1986, 1994), Schneider and White (2004), and Spreng and Mackoy (1996).
While satisfaction relates to a particular transaction, service quality is a general or all-
encompassing attitude toward the excellence of the service. This suggests that satisfaction is more
situational (Parasuraman et al. 1986). Service quality, according to Schneider and White (2004),
IS a customer's assessment of the service itself, which is descriptive and factual, whereas
satisfaction is more of an assessment of how the service affects the customer emotionally, which
is more evaluative generally based on emotion. Further investigation revealed that it may be more
accurate to see service quality as an antecedent of client satisfaction (Oliver 1993, Parasuraman et
al. 1994, Spreng and Mackoy 1996, Dabholkar et al. 2000). Since they discovered empirical data
demonstrating that service quality is an precursor of customer satisfaction, Spreng and Mackoy
(1996) adapted an Oliver (1993) model. To put it another way, the Spreng and Mackoy (1996)

model suggests that customer satisfaction is an effect of service quality.

Dabholkar et al. (2000) further clarified the relationship between service quality and customer
satisfaction by discovering that the latter acts as a mediator between the former and behavioral
intentions. Additionally, Dabholkar et al. (2000) discovered that while service quality is more
closely linked to specific factor judgments regarding the service, customer satisfaction is a
considerably better predictor of behavioral intentions. According to Schneider and White (2004),
the customer satisfaction construct is used to diagnose how customers feel and their behavioral
intentions, whereas the service quality construct is used to diagnose how the organization executes.

In order to maximize sales and the organization's net profit, behavioral intentions in the marketing
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management literature relate to buying intentions, specifically to customer loyalty and the intention

to repurchase.

According to Olorunniwo et al. (2006), customer satisfaction in retail banking fully mediators the
impact of service quality on purchase intentions, but only partially mediates the impact in the
accommodation sector. A mediating connection is one in which a third variable influences the path
connecting two variables (e.g., service quality leads to customer satisfaction that drives patronage
intentions or brand loyalty). Others contend that service quality is either industry- or context-
specific, contrary to Levitt's (1981) suggestion that an attempt to conceptualize the concept of

service quality as a whole may be fruitless (Cronbach 1986, Babakus and Boller 1992).

This description of the relationship between service quality and customer satisfaction makes the
assumption that customer retention must be earned. They are essential for a business because they
preserve sales, margins, and profits, boost existing customer loyalty and value, encourage cross-
product purchases, differentiate brands, prevent the entry of new brands, compete with rival loyalty
programs, and other things. Repeat business, attracting profitable clients, collecting additional data
on clients, rewarding devoted clients, and other strategies are all part of customer retention for the

purpose of increasing revenue (Reinartz and Kumar 2002).

In many service research and customer satisfaction models, intentions, which are arbitrary
judgments about how a person will behave in the future, are typically used as dependent variables
(Boulding et al., 1993; Soderlund and Ohman, 2003). This implies that intention is a complex
variable and must be influenced by independent variables. On the other hand, repurchase intent
was acknowledged as a valid service outcome by Butcher (2005) and was also viewed as a
quantifiable outcome. As opposed to Soderlund and Ohman (2003) who view repurchase
intentions as expectations. Repurchase intention, in general, refers to a person's assessment of
whether to repurchase a specific service from the same company, bringing into consideration their
current circumstances and expected future ones (Hellier et al. 2003, p. 1764). Therefore,
repurchasing a brand is not the same as being devoted to it. Situational considerations or a lack of
brand preference on the part of the customer may cause a repurchase. Repeat business is thus one

of the results but by no means the key to establishing loyalty. When a customer actively promotes
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a brand without receiving compensation, brand loyalty has been formed. Marketers should be

interested in the factors influencing loyalty as well as repurchasing itself.

According to Mcllroy and Barnett (2000), loyalty in the business world refers to the customer's
dedication to doing business with a certain company, making regular purchases of their goods and
services, and endorsing those offerings to friends and acquaintances. On the other hand, Customer
loyalty entails, according to Anderson and Jacobsen (2000), the outcome of a company providing
a benefit to a customer in order to keep or increase their purchases from the company. They
claimed that genuine customer loyalty is developed when a customer actively promotes a business
without receiving remuneration. Furthermore, Oliver (1997) characterized customer loyalty as a
firmly held commitment to regularly buy or use a favored good or service in the future, even in
the face of outside influences and advertising campaigns that would persuade them to change their
minds. Sirohi et al. (1998) also recommended using consumer loyalty, such as repurchase
intentions, intention to buy more items in the future, and intention to recommend products to
others, to quantify purchase intents. As seen from the definition above, there is no distinction
between brand loyalty and customer loyalty. Customer or brand loyalty is a more sophisticated
concept and includes a broader meaning than patronage, behavioral, and repurchase intentions.
Therefore, the brand loyalty concept is used in this research instead of patronage, behavioral, and

repurchase intentions.

1.6 Research Gaps and Potential Contributions

Primarily, the critical analysis of the literature review reveals that all other brand equity models
are built on the foundation of the models developed by Aaker (1991, 1996) and Keller (1993).
However, they implied, the role that marketing communications play in establishing brand equity,
particularly in raising consumer awareness and fostering associations with the product or brand.
Furthermore, their model doesn't adequately depict how the various brand equity components are
interrelated with one another. Berry's (2000) model, on the other hand, clearly outlined the role
that marketing communications play in raising brand equity through the creation of brand
awareness, brand meaning, and customer experience or service quality. However, Berry’s (2000)
model was incapable to demonstrate how brand equity is influenced by brand loyalty. For that

reason, the current brand equity measuring methods need to be modified as brand equity models
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are used for measuring brand equity, and research needs to be expanded in order to create a single,
standardized measurement tool that will keep up with the changing nature of the world, as this
study explores different angles of brand equity and service marketing concepts. Thus, the
customer-based service brand equity model is suggested which comprised marketing
communications, brand awareness & associations, perceived quality/customer experience/service
quality, and brand loyalty dimensions.

Figure: 18 Proposed Dimensions of a Customer-Based Service Brand Equity Model

Source: Author’s Own Creation

Secondly, the development of brand awareness is necessary for brand association (Aaker &
Alvarez del Blanco, 1995). In keeping with Yoo & Donthu's research (2000), brand association
and awareness are merged as one dimension rather than applying brand association as a distinct
dimension. On the other hand, consumer perceptions of overall excellence or superiority are
referred to as perceived quality (Zeithaml, 1988; Aaker and Jacobson, 1994) of a product or service
compared to substitutes. This definition of perceived quality perfectly matches with the definition
of service quality. Perceived quality cannot essentially be impartially determined- because
perceived quality itself is a summary concept (Aaker 1991). That means it is a mixture of several
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elements like service quality. Furthermore, the sub-dimensions of customer experiences with the
company of Berry’s (2000) model are harmonized with the sub-dimensions of tangibles, reliability,
responsiveness, assurance, and empathy of SERVQUAL (1988) model. Therefore, it can be
claimed that the concept of service quality and customer experience are identical. It is appropriate

to regard customer experiences and service quality as one dimension or construct.

Thirdly, despite its critics, the SERVQUAL model is the inspiration for all other service quality
models. Regarding the development and assessment of SERVQUAL Parasuraman et al. (1985),
Cronin and Taylor (1992) developed Performance-Only Model called SERVPERF. They
contrasted computed difference scores with perception and came to the conclusion that only
perceptions, rather than expectations, are a superior predictor of service quality. They also
mentioned that service quality and satisfaction are required to be measured independently, as they
are two distinct constructs. But in the SERVPERF model quantitative relationship was not
clarified. On the other hand, the GAP model has apparently directed a blurring of the lines between
the two notions of Service Quality and Customer Satisfaction (Ladhari, 2008). Moreover, instead
of emphasizing the results of the service, the SERVQUAL model focuses on the service process
(Babakus and Boller, 1992). Another criticism of the SERVQUAL model is that because it uses a
performance and expectation scale to measure service quality, it takes a long time to administer
that may elicit an improper response from the respondent at the time of data collection. Given these
facts, a new linkage model is proposed that considers the performance-only components of the
SERVQUAL model. As opposed to measurements of expectations, this linkage model is going to
take customer satisfaction and patronage intent into account like as Antecedents and Mediator
Model of Dabholkar et al., (2000) and the Linkage of Service Quality model of Olorunniwo et al.
(2006). Finally, Customer satisfaction and brand loyalty function as a result generator for the
company, and this new model makes it simpler for responders to understand the relationships.
Furthermore, in this research, the brand loyalty concept is used instead of patronage, behavioral,
and repurchase intentions. Because Customer or brand loyalty is a more sophisticated concept and

includes a broader meaning than patronage, behavioral, and repurchase intentions.
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Figure: 31 Proposed New Linkage Model for CBSBEM

Service Customer Brand
Quality Satisfaction Loyalty

Source: Author’s Own Creation

1.6.1 Managerial and Strategic Contributions

The current study is offering managers a holistic approach to developing effective brand strategies.

1.6.2 Selecting Marketing Communication Options and Allocating Budget Onto It

In this study, it is identifiable theoretically and will be quantifiable empirically from the proposed
customer-based service brand equity model (Figure: 32), how marketing communications affect
brand awareness & associations and brand equity directly. A variety of communication techniques
can be used to accomplish a range of objectives, and each has its own benefits. So, it's essential to
employ a range of communication channels, as each one contributes in a unique way to creating
or maintaining brand equity (Keller, et al., 2015). On the other hand, Budget allocation models,
however, place more of an emphasis on factors such as the stage of a brand's life cycle, the firm's
goals and budget, the characteristics of the product, the amount of the budget, and the media
strategy of rival companies, as marketing communication budget and its impact/effectiveness
details may be more difficult to obtain (Kenneth et al., 1995). In this research, the CBSBE model
is directorial, in figuring out how managers should allocate their communication budget among
various marketing communications options, based on how those options would affect brand
awareness & associations, and brand equity, besides how to implement effective strategies without

raising the cost.
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1.6.3 Identify Service Failures and Recover those by Providing Superior Service

The model is also beneficial to determine the effects that various service quality dimensions have
on service quality and how service quality affects customer satisfaction. This model is capable of
identifying service failure and customer dissatisfaction. Then, recommend service recovery to
avoid service failure and reduce customer dissatisfaction. Therefore, discovering and eliminating
service breakdown and problem sources is typically necessary to convert unsatisfied customers
into satisfied ones. There are four service recovery options are available to deal with customers
like as, respond quickly, provide appropriate communication, treat customers fairly, and cultivate
relationships with them (Zeithaml, et al., 2013). Instead, there are four service recovery strategies
offered for handling customer problems including encouraging and tracking complaints, learning
from recovery experiences, learning from lost customers, and making the service fail-safe
(Zeithaml, et al., 2013). Hence, delivering high-quality services that satisfy clients while remaining

cost-effective for the business, is the key to success in many service organizations.

1.6.4 Diagnosing and Classifying Loyal Customer Base to Offer Customized Service

The CBSBE model is obliged to provide an indefinable and quantifiable view of how satisfaction
affects brand loyalty. According to observations: there are three effects of customer loyalty: 1)
Revenue increases as a result of existing clients and referrals, 2) Costs reduction as a result of
lower acquisition costs brought on by the efficiencies of serving returning customers, and 3)
Employee retention rises due to increased job pride and satisfaction, reinforcing customer loyalty
and resulting in further cost reductions as hiring and training expenses decrease and productivity
increases (Reichhheld 1993). Likewise, the well-known 20-80 rule states that up to 80% of profits
may come from the top 20% of customers (Kotler, 2007). A four-level pyramid or customer
profitability tiers are suggested by (Zeithaml et al., 2001), which includes- platinum, gold, iron,
and lead segments of customers. Typically, customer tiers are determined by profitability and
servicing requirements. Each customer segment receives a service level that is personalized
depending on its needs and value to the company, as opposed to all customers receiving the same

degree of support.
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1.7 Research Methodology

This research is exploratory in nature and is based on a critical analysis of the literature. This study
concentrates on the service industries and using a total of 370 resources, including scholarly
journals and books, based on the English language and was published within 25 years. Desk
research is conducted using a variety of search engines and the university library's resources. For
this research endeavor, information is gathered from a number of sources, including books,
newspaper and magazine articles, specialized databases, and websites. As for examining each
source, it's crucial to assess each one to see how accurate the information it presents. Reliability
and trusted sources, objectivity, author credentials, credibility, concise & organized, applicability,
and timing are examples of standard evaluation criteria (Burkhardt & Macdonald, 2010). A set of
standards for assessing the information have been used during this literature review. Then, using
those 370 materials, a couple of research gaps are discovered, six key variables are identified, and

several hypotheses are formulated.

1.7.1 Six Key Variables

1. Marketing communications

2. Brand Awareness & Associations
3. Service Quality

4. Customer Satisfaction

5. Brand Loyalty

6. Brand equity

1.7.2 Research Hypothesis

H1: There is a positive impact of marketing communications on brand awareness and associations.
H>: There is a positive impact of marketing communications on brand equity.

Ha: There is a positive impact of brand awareness & associations on brand equity.

Ha: There is a positive impact of service quality on brand awareness & associations.

Hs: There is a positive impact of service quality on brand equity.

He: There is a positive impact of service quality on customer satisfaction.



H7: There is a positive impact of customer satisfaction on brand equity.
Hg: There is a positive impact of customer satisfaction on brand loyalty.

Ho: There is a positive impact of brand loyalty on brand equity.

1.7.3 Mathematical Model

Ycesee = Bo+ P1MC + B2 BAA + B3 SQ + B4 CS+ Bs BL + B BE + €1

This model shows the mathematical relationships among six variables of the CBSBE model.
Here,

Ycesee = Dependent Variable

Customer-Based Service Brand Equity

Bo = Intercept of the Line

B1 MC = (Slope of the Line) Marketing communications (Independent Variable)
B2 BAA = (Slope of the Line) Brand Awareness & Associations

B3 SQ = (Slope of the Line) Service Quality (Independent Variable)

B4 CS = (Slope of the Line) Customer Satisfaction (Independent Variable)

Bs BL = (Slope of the Line) Brand Loyalty (Independent Variable)

Bs BE = (Slope of the Line) Brand equity (Independent Variable)

e1 = Errors terms associated with the i th observation
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Finally, a conceptual framework for the customer-based service brand equity model is developed

and a mathematical model is presented. In this study, a conceptual framework is formed by an

inductive process, where independent parts (in this case, concepts) are put together to form a larger
map of potential relationships. Akintoye (2015) asserts that the conceptual framework is typically
employed by researchers when preexisting theories are inapplicable or insufficient to establish a
solid framework for the inquiry. A model or conceptual framework is used to describe the

synthesis. While developing the conceptual framework for the CBSBE model (Figure: 32), the

guidelines provided by Maxwell, (2005); Sinclair, (2007) and Dix, (2008, p.18) are followed. In

the CBSBE model, the relationships among the six dimensions or key variables of that model

are explained.
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1.8 Conceptual Framework for Proposed CBSBEM

Figure: 32 Proposed Customer-Based Service Brand Equity Model

Marketing
Communications

Source: Author’s Own Creation

Figure: 32 depicts that, the proposed Customer Based Service Brand Equity Model consists of six
main dimensions, which are Marketing communications options, brand awareness & associations,
service quality dimensions, customer satisfaction, brand loyalty, and brand equity. Each of these
dimensions can be subdivided into several dimensions. Furthermore, each of dimensions directly
and positively have an impact on brand equity. Marketing communications have a direct and
positive impact on brand awareness & associations and brand equity. Service quality have an
impact on brand awareness & associations, customer satisfaction and brand equity. Finally,
marketing communications, brand awareness & associations, service quality, customer satisfaction

and brand loyalty have a direct and positive impact on brand equity.
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1.9 Scope of the Research

As this study is based on a literature review, the research hypotheses are not tested here

empirically. There are some limitations:

1. It is necessary to conduct an empirical analysis of the proposed customer-based service
brand equity model.

2. The variables or constructs will change depending on the service industry.

3. For less experienced researchers, the measurement technique may be complex and time-

consuming.

1.10 Definitions of Key Constructs

Marketing communications
The ways in which businesses try to educate, convince, and remind customers—directly or

indirectly—about the goods and names they carry (Kotler et al., 2009).

Brand Awareness

Both brand recall and brand recognition contribute to brand awareness. When given a brand as a
cue, brand recognition refers to a consumer's capacity to verify prior exposure to the brand. When
presented with a product category, the demands that the category fulfills, or a purchase or usage
scenario as a cue, consumers' capacity to recall the brand from memory is known as brand recall
(Keller et al., 2015).

Brand Associations
Brand associations can refer to features or advantages of a brand. Characteristics that describe a
product or service are called brand attributes. The significance and personal value that customers

associate with the features of a product or service are known as brand benefits (Keller et al., 2015).
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Service Quality
Lovelock et al. (2011) Service quality is a continuously achieving or surpassing customer

expectations from the standpoint of the user.

Customer Satisfaction
Kotler et al. (2009), satisfaction is a reflection of an individual's assessments of the perceived

performance (or outcome) of a product in comparison to their expectations.

Brand Loyalty
consumer preference for a specific brand, as seen by their ongoing purchases of it (Belch & Belch,
2015).

Brand equity
The distinct impact that brand knowledge has on how consumers react to a brand's marketing
(Keller 1993).

1.11 Organizations of the Study
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Chapter Two: Methodology

Chapter Three: Literature Review
Part one- Customer-Based Brand Equity Model: A Critical Analysis
Part Two- Service Quality Model and Critics

Chapter Four: Discussion
Part One- Developing Conceptual Framework for Service Branding
Part Two- Theoretical Contributions
Part Three- Managerial and Strategic Contributions

Chapter Six: Summary

Chapter Seven: Limitations, Conclusion, and Future Directions
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1.12 Epilogue

This chapter served as the framework, for the dissertation. It introduces the problem statement and
objectives are stated, the research is justified, certain definitions are provided, and a brief
discussion and justification of the methods used is given as well. The dissertation can move

forward with a thorough description of the methodology in Chapter 2.
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CHAPTER: 2

METHODOLOGY

2.1 Prologue

This research entails the development of a conceptual framework for the Customer-Based Service
Brand Equity (CBSBE) Model. In addition, an in-depth analysis of the relationships among brand
equity, marketing communications, brand awareness and associations, service quality dimensions,
customer satisfaction, and brand loyalty. And finally, an overview of the strategies derived from
the CBSBE model. Therefore, this study is exploratory research that is based on a critical literature
analysis or narrative analysis. According to Yardley (2022, pp. 2,3), “in literature review-based
dissertations, your original contribution to knowledge comes from your critical synthesis of the
existing literature to generate new insights into your topic. Your dissertation is unique because

this is likely the first time anyone has approached the literature posing the questions you have”.

2.2 Research Design

This research is exploratory in nature and is based on a critical analysis of the literature. A critical
literature study, “goes beyond the mere description of identified articles and includes a degree of
analysis and conceptual innovation” (Grant & Booth, 2009, pp. 93). Besides, exploratory research
has a number of implications, that directly pertain to the goals of this study. For instance,
exploratory research focuses mostly on comprehending the topic and identifying variables
(Srivastava & Rego, 2011). It is a preliminary examination of a theoretical idea through the use of
preexisting theories and the creation of an initial hypothesis (Malhotra et al., 2011). Clarifying the
challenges with the research problem and gathering information and insights to assist in strategy
development (Malhotra et al., 2011). Finally, a more advanced research strategy for further
research (Malhotra et al., 2011). Additionally, Simon and Goes (2011) present some

recommendations that can assist in outlining the theory and directing research.



28

In this study, The following flowcharts provide illustrations of how these recommendations are

been implemented: -

Identifying the primary issue driving the research study

Recognizing the key variables of the research

¥

Utilizing a keyword search, reading and analyzing recently published, pertinent

literature on the research

Presenting a list of potential study-relevant constructs and variables

Taking into account how the variables relate to the theory

¥

To locate the concepts and theories most compatible with the researcher’s thinking,

repeat the search while adding the word "theory™ to the keywords

Analyzing the points raised by each theory and emphasizing their applicability to the

study
.

Taking into account other theories that oppose the researcher’s viewpoints.

9

Considering the drawbacks of the theory that has been chosen, which the
investigation’s target problem can help resolve or for which logical justifications can
be offered

Source: Adapted from Simon and Goes (2011)

This study, which is based on a narrative or literature analysis and concentrates on the service
industries, used a total of 370 resources, including scholarly journals and books, based on the
English language and was published within 25 years. Desk research is conducted using a variety
of search engines and the university library's resources. For this research endeavor, information
are gathered from a number of sources, including books, newspaper and magazine articles,

specialized databases, and websites.

2.3 Selection Procedures and Standards for Choosing Information Sources

Due to the fact that this study is based on literature, for the purpose of this review, several databases
are accessed to find reliable and trusted sources. In order to get a basic idea of the kinds of articles

that are available, Google, Google Scholar, and the University's Central Library are used. In terms
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of Google and Google Scholar, broad search phrases are initially utilized to compile a list of
primary source research publications, including online scholarly texts and peer-reviewed journals.
In the beginning, I utilized a simple search of brand equity models, service quality models, service
branding context, and managing brands. | am able to find a better list of more precise terms and
cross-referenced articles from the paper titles and research data produced from Google Scholar

using those search criteria.

| am able to get the materials, | needed for my research through the University of Dhaka's Central
Library's online and printed books, journals, and periodicals, as well as its search database
selection. The internet sources that are used are published by experts in their professions, published
on trustworthy websites, including in reputable periodicals, and on websites run by reputable
research organizations. To help me choose search phrases, | took guidance from my supervisor

and the Central Library's research staff.

The vast majority of given references come from prominent and well-known scholarly text
publishers like Pearson, McGraw-Hill, Sage, and Wiley. Authors are selected depending on their
decades of experience conducting academic and corporate research, their reputation in the
academic community, and their publications in recognized journals. The search engines are
confined to exclusively searching peer-reviewed journals while looking for germane information.
The selection of journals and papers is based on the reputations of the publishing houses as well
as the credibility of the author and researcher. For example, a number of databases, including
Google Scholar, Emerald, JSTOR, Research Gate, Elsevier, Sage, Springer, Scopus, Taylor &
Francis (humanities and social sciences), Wiley online books, Science Direct, etc., are used to find
articles and validate that they are authentic. The selection of papers is then potentially narrowed
down and broadened beyond this, depending on whether sufficient materials are attained at the
level of the title, abstract, and keywords. Different processing steps are then utilized to make

certain that the articles that have been selected actually address the issues highlighted.

As for examining each source, it's crucial to assess each one to see how accurate the information
it presents. Reliability and trusted sources, objectivity, author credentials, credibility, concise &

organized, applicability, and timing are examples of standard evaluation criteria (Burkhardt &
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Macdonald, 2010). A set of standards are followed for assessing the information used during this
review. First, based on the research aim of this study, sources are examined to determine whether
they are consistent with the objectives of the literature review. Authors are selected based on their
credentials, number of scholarly texts and papers, and years of research experience. Additionally,
the accuracy of the information published in journals is verified through authenticity checks that
consider the author's credibility as well as the reputations of the publications and journals. After

thorough checking, all the information is presented in a concise and organized manner.

Reading the articles and considering their applicability to the subject under research is necessary
to ensure this. Along with database searches, a lot of books and articles are found using cross-
referenced. Due to their relevance and suitability in light of the goal of this literature review, each
of the search phrases utilized is chosen. | also searched for the kinds of journals that typically
publish research articles relevant to the study, in addition, to these main criteria. |, therefore,
considered articles that have been focusing on my research objectives more significance. | also
checked journals that would represent each respective field. Finally, 1 looked for claims that

supported appropriate research, including both theoretical and practical relevance.

2.4 Key Variables, Research Hypothesis, and Mathematical Model

The selection of 370 English-language resources from the past 25 years is based on the
aforementioned selection criteria for information sources. Then, using those materials, |
discovered a couple of research gaps, identified six key wvariables, and formulated

several hypotheses (see Table: 1, next page).
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Key Variables

Research Hypothesis

Mathematical Model

1. Marketing communications

2. Brand Awareness &

Associations

3. Service Quality

4, Customer Satisfaction

5. Brand Loyalty

6. Brand equity

H,: There is a positive impact of marketing
communications on brand awareness and associations.

H.. There is a positive impact of marketing communications

on brand equity.

Ha, There is a positive impact of brand awareness &
associations on brand equity.

H4, There is a positive impact of service quality on brand
awareness & associations.

Hg: There is a positive impact of service quality on brand
equity.

Hg: There is a positive impact of service quality on
customer satisfaction.

H;: There is a positive impact of customer satisfaction on
brand equity.

Hg: There is a positive impact of customer satisfaction on
brand loyalty.

Hg: There is a positive impact of brand loyalty on brand
equity.

Yeasse= P+ Bt MC + B BAA + Py SQ + b, CS+ B BL
+ ﬁsBE ey

This model shows the mathematical relationships
among six variables of the CBSBE model.

Ycesae = Dependent Variable
Customer-Based Service Brand Equity

Bo = Intercept of the Line

B1MC = (Slope of the Line) Marketing
communications (Independent Variable)

Pz BAA = (Slope of the Line) Brand Awareness &
Associations

p: SQ = (Slope of the Line) Service Quality
(Independent Variable)

P4 CS = (Slope of the Line) Customer Satisfaction
(Independent Variable)

Pz BL = (Slope of the Line) Brand Loyalty
(Independent Variable)

Pe BE = (Slope of the Line) Brand equity
(Independent Variable)

e = Errors terms associated with the /th
ohservation

Source: Author

2.5 Procedures Followed for Developing Conceptual Framework

Finally, a conceptual framework for the customer-based service brand equity model is developed

(see chapter 4: part one), and a mathematical model is presented (eee Table:1). In this study, a

conceptual framework is formed by an inductive process, where independent parts (in this case,

concepts) are put together to form a larger map of potential relationships. Akintoye (2015) asserts

that the conceptual framework is typically employed by researchers when preexisting theories are

inapplicable or insufficient to establish a solid framework for the inquiry. In these circumstances,

it is necessary for the researcher to "synthesize" the various viewpoints on a specific issue that

have been expressed in the literature, combining both theoretical and empirical data. A model or

conceptual framework is used to describe the synthesis.
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While developing the conceptual framework for the CBSBE model, the following eight factors are

taken into account:

Connector: It relates the research to already-established theories, models, constructs, and/or
concepts (Maxwell, 2005; Sinclair, 2007).

Converter: It turns relevant keywords into concepts that are understood by the research
community (Maxwell, 2005; Sinclair, 2007).

Gap spotter: It indicates a gap, suggesting the necessity of the research (Maxwell, 2005; Sinclair,
2007).

Decipherer: It assists in grasping the problem or phenomenon under study (Maxwell, 2005;
Sinclair, 2007).

Guide: It directs or informs specific study elements (Maxwell, 2005; Sinclair, 2007)
Standpoint: It is a lens through which the phenomenon of research is scrutinized (Maxwell, 2005;
Sinclair, 2007).

Correctness: “Does it accurately represents what its significance to?”” (Dix, 2008, p.18)

Completeness: “Does it cover all the relevant phenomena and issues”? (Dix, 2008, p.18).

Following the conceptual model development for the CBSBE model, the relationships among the
six dimensions or key variables of that model are explained (see chapter 4: part one). Last of all,
the theoretical and managerial contributions of this model are described (see chapter 4: part two
and three).

2.6 Epilogue

As this study is based on a literature review, the research hypotheses are not tested here
empirically. But this study succeeded in achieving all four of the research objectives. In this section
selection procedures and standards for choosing information sources, key variables, research
hypotheses, mathematical model, and procedures followed for developing a conceptual framework
are discussed elaborately. There are some future directions (see chapter:6) for more advanced
research or empirical research. In the next Chapter:3, review of the literature are going to be

discussed.



33

CHAPTER: 3
LITERATURE REVIEW

3.1 Part One: Customer-Based Brand Equity Model: A Critical Analysis

3.1.1 Prologue

The strong brands are not just co-incidents. They require introspective and creative preparation.
For building or managing a brand, anyone must vigilantly develop and execute ingenious brand
strategies. In this section of literature review part one- definitions of brand equity, approaches for
measuring customer-based brand equity, best approach for measuring brand equity, several brand
equity models for both products & services with benefits & restrictions, research gaps and research

contributions are discussed.

3.1.2 Definitions of Brand Equity

Brand equity can be defined in numerous ways and it has worth mutually to a company and to a
customer. Fundamentally, “branding is all about endowing products and services with the power
of brand equity” (Keller, 2008, p.59). Across the diverse set of opinions, brand equity actually
explains why different outcomes resulted from the marketing of a branded product or service than
an unbranded product or service. This literature is emphasized the following different definitions
of brand equity:

e “Aset of brand assets and liabilities linked to a brand, its name, and symbol that add to or
subtract from the value provided by a product or service to a firm and/or to that firm’s
customer” (Aaker 1991, 15).

e Farquhar (1989) “Added value endowed by the brand to the product”.

e Lassar, Mittal and Sharma (1995) “The enhancement in the perceived utility and

desirability a brand name confers on a product”.
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e Park and Srinivasan (1994) “The difference between overall brand preference and multi-
attributed preference based on objectively measured attribute levels”.

e Yoo et al., (2000) “The difference in consumer choice between a branded and unbranded
product, given the same level of features”.

e Kotler and Keller (2006) “A bridge between the marketing investments in the company’s
products to create the brands and the customers’ brand knowledge”.

e Yasin et al., (2007) “Consumers’ favoritism towards the focal brand in terms of their
preference, purchase intention and choice among brands in a product category, that offers
the same level of product benefits as perceived by the consumers”.

e “A differentiated, clear image goes beyond simple product preference” (Barwise 1993).

e “The value attached to a brand because of the powerful relationship that has been developed
between the brand and customers and other stakeholders over time” (Keegan et.al., 1995).

e “The incremental price that a customer will pay for a brand versus the price for a
comparable product or service without a brand name on it” (Keegan et.al., 1995).

e “A brand is not the name of a product. It is the vision that drives the creation of products
and services under that name. That vision, the key belief of the brand, and its core values
is called identity. It drives vibrant brands able to create advocates, a real cult and loyalty”
(Kapferer, 2008).

e “A product of the total net brand support of customers and other stakeholders that is

determined by all communication interactions of the company” (Duncan and Moriarty

1998).

The foregoing review of the definitions discloses that brand equity can be considered as a decision-
making concept, as a monetary intangible asset, as an affiliation concept or as a customer-oriented
notion from the viewpoint of the individual consumer. Furthermore, brand equity cannot be
expressed by a single concept. In fact, brand equity ought to be assumed as a multi-dimensional
concept. In addition, the customer-based brand equity concept offers direction about how brand

equity can be measured.
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3.1.3 Approaches for Measuring Customer-Based Brand Equity

There are several approaches available for measuring brand equity:

1. By identifying and monitoring customers' brand knowledge (like as the thoughts, feelings,
images, perceptions, beliefs, etc.) that linked to the brand, an indirect approach can assess
the possible causes of customer-based brand equity. Marketers need to have a broad
perspective on all aspects of a brand's marketing activity in order to ascertain the many
effects on brand knowledge and the ways in which changes in brand knowledge affect

conventional consequence indicators, like sales.

2. A direct approach can assess how brand awareness affects how customers respond to
various aspects of the marketing program. Marketers need to recognize that the brand
knowledge created by the company's continuous marketing programs has a substantial
impact on the brand's recall value, which in turn affects the long-term performance of all

upcoming marketing initiatives.

3. By subtracting customers' preferences for the tangible aspects of a product from their

overall brand preferences, a residual approach examines the brand's worth.

4. A valuation approach prioritized the financial worth of brand equity for the purpose of
accounting, mergers, acquisitions, brand licensing, fund-raising, brand portfolio decisions,

or for other reasons.

3.1.4 Which approach is the best?

The first and second methods conceptualize brand equity from the consumer’s perspective. And,
the third and fourth methods conceptualize brand equity from the firm’s perspective. Moreover, it
is clear from the above four classifications of conceptualized brand equity that there are two

common inspirations for measuring brand equity.
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First, for A strategy-driven source of inspiration to boost marketing output like as higher costs,
greater competition, and flattening demand in many markets, firms seek to increase the efficiency

of their marketing expenses.

A second reason is monetarily based inspiration to assess the brand's value more precisely for
accounting purposes in order to value an asset to be included in the balance sheet or for the merger,
acquisition, or other reasons. If there is no underlying value for the brand that has been developed
or established, or if managers are unable to capitalize on that value through successful brand

initiatives, then financial valuation concerns are of little consequence (Keller 1993, 1-2).

The two strategies may and should be used together because they are complementary. In other
words, for brand equity to be a useful strategic tool and influence marketing decisions, marketers
need to have a thorough understanding of the origins of brand equity, how it influences desired
outcomes like sales, and how these sources and results change over time, if at all.

The brand knowledge that consumers have acquired from the company's prior marketing program
investments is arguably one of the most useful assets for enhancing marketing productivity.
Managers must be aware of how their marketing programs impact consumer learning and, in turn,
recall for brand-related information, as the content and memory structure of the brand will

determine how successful future brand tactics are (Keller 1993, 2).

In essence, the idea of brand equity strengthens the importance of the brand in marketing strategies.
It is advantageous to conceptualize brand equity from the perspective of the consumer since it
makes specific recommendations for marketing strategies and tactics in areas where research will

be useful to support managerial decision-making.

3.1.5 Several (BEM) Brand Equity Models

Although brand equity has increased the importance of the brand since its inception, the concept
has been used in marketing strategy for managerial significance and research initiatives. However,
the issue is that the concept has been ambiguously defined for a number of different purposes,
which is confusing. There isn't a single, accepted perspective on how to define and quantify brand

equity. At this point, the following, some well-known brand equity models (BEM) are discussed-
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3.1.5.1 BEM:1 Aaker’s Brand Equity Model

Brand Asset and Liability Dimensions

Brand equity is built on the tangible and intangible assets of a company. Aaker (1991) terms The
five categories of brand assets and liabilities that are associated with a brand, its name, and symbol
and that increase or decrease the value that a product or service provides to a company, its clients,
or both are collectively referred to as brand equity. These categories of brand assets are 1) brand
loyalty, 2) brand awareness, 3) perceived quality, 4) brand associations, and 5) other proprietary
assets (e.g., patents, trademarks, and channel relationships). These assets endow with various
benefits and value to the firm and its customers, as shown in Figure: 1. The resulting customer

value befits a beginning for providing value to the firm.

Figure: 1 Aaker’s Brand Equity Model
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- Brand Extension
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- Competitive advantage

Brand Loyalty

Other Brand Assets

Source: Adapted from Aaker (1991)

Customers Value

There are three main ways that brand equity benefits the customer (Aaker 1992, 31). First, brand
equity dimensions can aid a customer to interpret, process, collecting, and repossessing an
enormous amount of information about products and brands. Second, they may also have an impact

on the confidence that customers have in their purchasing choice. For example, a customer may
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find themselves more at ease with a brand that they have regularly used, see as having great value,
or are familiar with. Third, by collecting the client's satisfaction after using the goods, the

perceived quality and brand associations of the product provide value to the customer.

Firms Value

There are at least six ways that brand equity adds value to the company (Aaker 1992, 31-32). First,
if the potential customer has a high-quality perception of the brand, any marketing programs from
the firm will be more effective because it will cucustomers’attention and induce them to buy that
product. Consequently, brand equity can improve the efficacy and efficiency of marketing
programs. Second, brand equity dimensions like brand awareness, brand associations, perceived
quality can reinforce brand loyalty by increasing customer satisfaction and providing motives to
buy the product. Third, brand equity will generally deliver greater margins for products by
allowing premium pricing and dropping promotional costs. Fourth, brand equity can arrange for
support for evolvement by brand extensions. Fifth, strong brand associations and high recognition
provide distribution channel members less uncertainty doing business with a firm having a
product’s visual impact on the store shelf and in the promotion. Finally, brand equity averts

customers from switching to a competitor and thus, creates a competitive advantage.

3.1.5.2 Brand Equity Dimensions of Aaker’s Model

Brand Loyalty

Brand loyalty can be interpreted in a variety of ways, such as frequent purchasing, brand
satisfaction, brand likeability, and genuine commitment. Aaker’s (1991) model signifies that brand
loyalty provides several strategic benefits, if loyal or satisfied customers be able to managed
properly. Loyal group of customers can help to decrease marketing costs, since it is much less
pricey to keep an existing customer rather than attracting new ones. This loyal group provides
trade leverage over other in the distrubution channel because of having strong brand reputation
and high brand recognition. New customers can be reassured by loyal customers, who can also
raise brand awareness. Furthermore, since a company has the resources to stay up to date with

market developments, devoted clients will give it time to react to threats from the competition.
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Brand Awareness

Brand awareness refers to a potential customer's ability to identify or remember that a particular
brand is associated with a particular product category. Brand awareness creates value in diverse
means. The anchor that allows various associations to be connected to the brand is provided by
brand awareness. Recognition lends a feeling of familiarity to the brand, and consumers choose
well-known brands. Familiarity may suffice in the lack of incentive to engage in attribute
evaluation because consumers prefer to purchase well-known brands. Brand awareness can be a
signal of commitment which gives assurance to use the brand. The initial step in the purchasing
process is usually to choose a few brands to look at and to enter this sizable or noteworthy group,

brand awareness may be essential (Aaker 1991, 63-67).

Perceived Quality

Consumer perceptions of overall excellence or superiority are referred to as perceived quality
(Zeithaml, 1988; Aaker and Jacobson, 1994) of a product or service compared to substitutes. This
definition of perceived quality perfectly matches the definition of service quality. Perceived quality
cannot essentially be impartially determined, because perceived quality itself is a summary
construct (Aaker 1991, 85-86). That means it is a mixture of several elements. Perceived quality
is appreciated for several reasons. Perceived brand quality is often a compelling argument for
purchasing. It involves persuading which brands should be nominated, which brands should be
included in and excluded from the consideration set. A brand's primary positioning feature is where
it falls on the perceived quality spectrum. The option of charging a premium price is provided by
a perceived quality advantage. The price premium has the potential to boost earnings and/or furnish
resources for brand development. Moreover, distributors, retailers, and other channel participants
may find perceived quality to be significant, which could help with distribution. Channel members
are driven to cart brands that are well-regarded. Utilizing the brand name to launch new product
categories or extensions is another way to take advantage of the perceived quality. When it comes
to perceived quality, a powerful brand will be able to gain traction and start the process of finding

a higher chance of success than a weak brand (Aaker 1991, 86-88).
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Brand Associations

Product attributes, consumer benefits, uses, lifestyles, product classes, competitors or rivals, and
countries of origin are a few examples of brand associations. An association can influence how
information is processed and remembered or recalled, offer a point of differentiation, give
consumers a cause to make a purchase, foster good attitudes and feelings, and act as the foundation
for brand extensions. The connections or associations that a well-known brand name conveys can
influence purchasing decisions and undermine customer satisfaction (Aaker 1991; Aaker 1992,
31).

3.1.5.3 Benefits and Restrictions of the Brand Equity Model

Benefits

1. This model contains the basic dimensions of brand equity without those dimensions’
brand equity cannot be formed. So, it serves as the basic model which leads to forming
other brand equity models.

2. This model explains how both the company and the customer benefit from brand
equity.

3. The dimensions/constructs of this model can be easily interpreted and measured.

4. Survey will be easier and cost will be lesser because this model has fewer dimensions

with indicators.

Restrictions
1. The impact of marketing communications on creating brand awareness and
associations is not shown.
2. The impact of marketing communications on the brand equity dimension is not shown.

3. This model is not applicable for service brands
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3.1.6 Enhancement of Aaker’s Brand Equity Model

Aaker (1991) brand equity model is well-known for the structured, influential evaluation model in
brand equity area, having a vivid influence in this arena. Later Aaker (1996) improved the brand

equity model as Brand Equity Ten taking ten dimensions.

3.1.7 BEM: 2 Brand Equity Ten

Brand Equity Ten (Aaker, 1996) comprises of ten sets of measures which are grouped into five
categories (see Table: 2). The first four groups are the major dimensions of brand equity- loyalty,
perceived quality, associations and awareness; which embodies customer perceptions of the brand.
The fifth group includes two sets of market behavior measures which are obtained from market-
based information. The four brand equity dimensions are deliberated concisely with the model of
Figure: 1. So, here and now, the fifth group which includes two sets of market behavior measures
will be detailed (see Table: 2).

Table: 2 The Brand Equity Ten

Loyalty Measures

Price Premium
Satisfaction/ Loyalty

Perceived Quality/ leadership measures

Perceived Quality
Leadership

Associations/ Differentiation Measures
Perceived Value
Brand Personality
Organizational Associations
Awareness Measures
Brand Awareness

Market Behavior Measures

Market Share
Price and Distribution indices

Source: Adapted from Aaker (1996)
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Market behavior or brand performance measures includes market share, market price, and

distribution coverage information can be obtained from the market.

Market Share

Market share information provides an effective and complex mirror image of the brand’s standing
with customers. Rising or falling of market share indicates the status of the brand with the

competitors’ brand.

The biggest problem is that market share indicators are responsive to the short-term strategies that
often undermine brand equity (Aaker, 1996). Because market share can grow due to unrelated
factors like brand building activities (price incentives, promotions) are ineffective or cut back

(Aaker, 1996). So, market price and distribution indices should be measured with market share.

Market Price and Distribution Coverage

It is vital to measure the relative market price at which the brand is being sold. That means, the
prices of several varieties of the brand weighted by their relative sales volume need to be obtained
(Aaker, 1996).

Market share or sales data are also extremely sensitive to distribution coverage because they are
affected when a brand gains or loses a major market or expands into another geographic region
(Aaker, 1996).

3.1.7.1 Benefits and Restrictions of Brand Equity Ten

Benefits

1. Brand Equity Ten measures are applicable across diversified products and markets.
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2. They are designed and inspired by the four dimensions (brand loyalty, perceived
quality, brand associations and brand awareness) of Brand Equity Model which was
developed by Aaker (1991).

3. They are also predisposed by Brand Asset Valuator and EquiTrend, the two foremost

exertions to measure brand equity across product classes.

Restrictions

1.

Brand Equity Ten measures require a survey that will be costly, inopportune, time

consuming and hard to contrivance and comprehend.

Some of the measurements of Brand Equity Ten may suffer from a lack of sensitivity like
organizational associations and brand personality may be very steady and thus, not
replicate the dynamics of the market.

In this Brand Equity Ten measures the interrelationships among brand equity dimensions

are not shown.

The impact of marketing communications on creating brand awareness and associations

are not shown.

The impact of marketing communications on the brand equity dimension are not shown
explicitly in this model. But Aaker (1996) mentioned that the elements of the brand targeted

by the communication program should be part of the measurement system.

Market share, price level statistics and distribution coverage information are difficult to
gather and hard to interpret because of disorganized market with diverse channels,

different variant brand/product offerings and complex set of competitors.
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3.1.8 BEM: 3 Keller’s Brand Resonance Pyramid

Keller (2008, p.70) defines customer-based brand equity or CBBE as “the differential effect that
brand knowledge has on consumer response to the marketing of that brand”. That means brand
equity synchronizes from differences in consumer reaction which are the result of consumer
knowledge and actions towards a brand affected by marketing activities. In a broader view, brand
knowledge is formed by brand recognition and recall and these two are created through marketing
communications. So, it can be mentioned that marketing communications are the sources of
creating brand awareness and brand associations. Hence, with the purpose of building a strong
brand marketer must ensure and take it as a challenge that consumer has the proper kind of
information, experiences, and interactions with the goods and services, in addition to marketing
initiatives, in order to establish the ideal associations between the brand and the intended consumer

ideas, feelings, perceptions, opinions, and experiences.

Figure: 2 Keller’s Brand Resonance Pyramid
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45

Brand Resonance Pyramid is created by Keller in 2001 (Wang et al., 2011). Keller (2008)
inaugurated brand resonance pyramid (Figure: 2) which depicts that a brand is build up by
sequentially establishing four steps and six ‘brand building blocks’ with customers. That means
each of the four ascending steps having six blocks is hinge on successfully achieving the objectives
of the previous one. These six building blocks have both rational and emotional routes. Because
most of the successful brands are build up by mounting both side of the pyramid. Six building
blocks are brand salience, brand performance, brand imagery, brand judgments, brand feelings and
brand resonance; each of which has several key drivers. Furthermore, in the pyramid upper left
side consists of rational blocks like- performance and judgments- upper right side consists of
emotional blocks- feeling and imagery. It is not necessary for brands to achieve high scores across
all the different dimensions and categories that comprise each of the basic brand values (Keller,
2015). So, brand building blocks be able to take ladders in their specific light.

3.1.8.1 Brand Equity Dimensions of Keller’s Model

Stage: 1 Identity:

The first stage of the pyramid which establishes the proper identification of a brand by crafting

brand awareness with the customer.

Brand Salience:

The initial segment of the brand salience pyramid gauges a range of factors, including brand
awareness and the frequency and ease with which the brand is remembered in different contexts.
Here, brand awareness refers to consumers’ ability to recall and recognize the brand under different
conditions and to link the brand name, logo, symbol, and so forth to certain associations in memory
(Keller et al., 2015, p.84). An essential raising brand awareness through increased familiarity with
the brand through frequent exposure is the first step in building brand equity (for brand
recognition) and forming strong connections with relevant purchase or consumption cues, or the

right product category (for brand recall) (Keller et al., 2015).
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A well-designed marketing program can frequently complete the step of building brand awareness
in a relatively short amount of time. Similarly, a lack of a relatively widespread awareness of the
brand's dimensions and qualities prevents consumers from responding in a strongly hopeful
manner. The more a consumer experiences the brand by seeing, hearing, thinking, linking through
brand name, symbol, logo, character, packaging, or slogan, including advertising, sales promotion,
sponsorship, event marketing, publicity, public relations, and outdoor advertising the more like he

or she can strongly register the brand in memory (Keller et al., 2015).

Specifically, brand awareness helps customers understand what products and services are sold
under the brand name and the category in which the brand competes. It also clear-cuts customers
that which needs are designed to satisfy by the brand. So, brand salience has two sub-drivers:
category identification and need satisfied. Thus, brand that consistently generates enough revenue
and that customers think of in a range of contexts where it might be used or consumed is considered

very salient.

Stage:2 Meaning:

By connecting consumers' perceptions of tangible and intangible brand associations, the second

stage of the pyramid establishes the proper brand meaning for a company.

According to Keller’s (Figure: 2) model, Performance- and imagery-related brand connections

make up the two main categories of brand meaning.

Aside from marketing activities, there are also more ways that consumers might associate brands:
from direct experience; online surfing; through information from other commercial or nonpartisan
sources such as Consumer Reports or other media vehicles; from word of mouth; and by
assumptions or inferences consumers make about the brand itself, its name, logo, or identification
with a company, country, channel of distribution, or person, place, or event (Keller et al., 2015,
pp.51). So, a marketing program's effectiveness is measured by the development of favorable
brand associations, which occur when customers depend on a brand's features and benefits to

satisfy their requirements and wants. This leads to the establishment of a favorable brand attitude.
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Brand performance:

It is the second block of the pyramid which serves the rational needs of the consumers. In fact,
Brand performance addresses customers' more practical needs by concentrating on the product or
service's actual performance. Brand performance is triggered by five key categories of features
and benefits that characterize the expressive qualities and personal values that customers associate
with the good or service, as shown in the Figure: 2.

Brand Imagery:

It is the third block of the pyramid and the second main types of brand meaning which serves the
psychological and social needs of the consumers. Brand imagery is more about people's emotional
perceptions of a brand than it is about what the brand actually does. It speaks to the more ethereal
parts of a brand. Four main types of intangibles are shown in the Figure: 2.

Stage 3: Response:

In this step of the pyramid elicits the right consumer responses to the brand.

Brand Judgments:

It is the fourth block of the pyramid. Brand judgments are rational associations consisting
consumers’ personal opinions and evaluations about the brand. As per, Figure: 2 four main types
of brand judgments are quality, credibility, consideration and superiority.

Stage: 4 Relationships:

The final step of the pyramid focuses on forging pertinent brand relationships with customers.
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Brand Resonance:

It is the sixth and last block of Keller’s model. The form of relationship and the level to which
consumers perceive themselves to be familiar with the brand is referred to as brand resonance. The
most valuable brand building block, brand resonance, diverts a perfectly harmonious link between
the brand and its customers. Customers that experience a brand closely and actively seek out
opportunities to interact with it and spread word of mouth about their experiences have a high level
of brand loyalty through appropriate brand resonance. Businesses that are able to achieve
resonance and kinship with their clients should be able to obtain a number of important advantages,
including higher pricing points and more skillful and successful marketing campaigns. Therefore,
brand builders should use brand resonance as a benchmark and a framework for understanding
their brand-related marketing activities (Keller et al., 2015). In addition, in order to foster brand
loyalty and resonance, marketers need to make sure that consumers' experiences with the product

meet, if not surpass, their expectations.

Keller (2015) characterized resonance regarding the degree of activity generated by this loyalty or
recurrent purchase rates, the intensity, or depth, of the emotional bond that customers have with
the brand, and the degree to which customers look for brand information, events, and other devoted
customers. Four categories are derived from these two brand resonance dimensions are shown in

the Figure: 2.

3.1.8.2 Role of Marketing Communications in Creating Brand Awareness and Associations

“The power of a brand lies in what is resides in the minds and hearts of consumers” (Keller et al.,
2015, p.43). An essential first step in developing brand equity is raising brand awareness by
becoming more familiar with the brand via repeated exposure (for brand recognition) and creating
strong correlations with the relevant product category or other relevant cues related to buying or
consumption (for brand recall). These statements reflect the role of marketing communications in
building brand awareness & associations and eventually brand equity. Keller et al., (2015) point
out that the role of direct experience in creating when consumers are able to fully comprehend a

brand's attributes and benefits, they have the most influence over their decisions. For example,
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experiencing the buying of a shirt will be completely different from buying service; medical

treatment like gall bladder operation. These paragraph leads to one possible hypothesis-

Hi: There is a positive impact of marketing communications on brand awareness and
associations.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)

Instead, company-influenced sources of information, for example advertising, are frequently likely
to form the weakest linkages and, as a result, are most easily altered. In order to overcome this
barrier, marketing communication initiatives employ creative messaging that allows customers to
amplify brand-related content and apply it to existing knowledge. Over time, they exposed
consumers to frequent communication and verified that there are several retrieval cues serving as

reminders.

Keller et al., (2015) stated that there are various ways by which consumer can form brand
associations except marketing activities-
e from direct experience;
e online surfing;
e through information from other commercial or nonpartisan sources such as Consumer
Reports or other media vehicles;
e from word of mouth; (it is important for restaurants, entertainment, banking, and personal
services).
e and customers' assumptions or judgments about the brand, its name, logo, or associations
with a company, country, distribution method, or specific person, place, or event.

Marketers should assess the influence of various information sources by managing them as much
as possible and taking them into proper consideration when creating marketing communication
plans. The success of brand-building marketing initiatives ultimately depends on consumers'
responses and behaviors, even while marketers have a responsibility to create and carry out the

most effective and efficient programs possible.
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3.1.8.3 Greater Revenue and Lower Costs

Keller’s model generates strong customer-based brand equity can have a lot of advantages,
including increased revenue and reduced expenses. Customer-based brand equity has several
advantages that fall within- (1) growth-related factors (e.g., how well a brand can draw in new
clients, withstand engaging in competitive activities, create line extensions and cross national
boundaries), and (2) variables that affect profitability (e.g., brand loyalty, premium pricing, lower
price elasticity, and grater trade leverage).

Positive customer-based brand equity also benefits the company in ways that aren't directly related
to the goods or services it offers. For example, it can help attract more skilled employees, attract

more interest from investors, and garner more support from shareholders (Keller 1998, 53-68).

3.1.8.4 Resemblances Between Aaker’s Model and Keller’s Model

Figure: 3 Resemblance Between Aaker’s (1991) and Keller’s (2001) Model
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1. Figure: 3 show that Salience is similar term of Brand Awareness. The first block of the
pyramid, known as brand salience, gauges a variety of factors, including brand awareness

and how frequently and easily the brand is recalled in different contexts.



51

2. Performance, imagery, judgement and feelings are alike term of Brand Associations.
Besides this performance, imagery, judgement and feelings are also reflecting brand

meaning, image and perceived quality (Figure: 3).

3. Resonance is analogous term of Brand loyalty (Figure: 3).

4. Three sub-dimensions’ price, organizational associations and brand personality are similar

in Aaker’s and Keller’s model (Figure: 3).

5. Like Aaker’s model Keller’s model also generates benefits for the customer and the firm.

3.1.8.5 Benefits and Restrictions of Brand Resonance Pyramid

Benefits

1. This model is applicable for both product and service brands.

2. Brand Resonance Pyramid is not just a model, it provides a unique perspective on
describing brand equity and the procedure of building, measuring and managing a
strong brand.

3. Brand Resonance Pyramid concept addresses brand equity from the viewpoint of the
customer, whether they are a current or potential client, an individual, or an

organization (Keller, 2008).

4. One of the vital arguments reinforced by the Brand Resonance Pyramid is that a strong
brand has duality-it appeals to both the head (rational) and the heart (emotional).
Uniting these two permit brands to create an arduous brand position.

Restrictions

1. In this model the interrelationships among brand equity dimensions are not shown.
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2. The impact of marketing communications on creating brand awareness and associations
are not shown. However, Keller et al., (2015) mentioned that the "front end” of marketing
programs and any possible intangible value they may create are typically given higher
weight in brand equity.

3. The impact of marketing communications on the brand equity dimension are not shown.
In Keller’s model the effects of marketing communications are not exposed overtly. Keller
et al., (2015) argued that to optimize their brand-building potential, marketers are more
likely to give the steps the right attention and full realization if they are recognized clearly
and defined as specific goals.

3.1.9 BEM: 4 Brand Value Chain Model

Keller and Lehman created the Brand Value Chain Model in 2003. An organized method for
evaluating the causes, effects, and processes of brand equity as well as the ways in which marketing
initiatives build brand value (Keller and Lehmann, 2003). The brand value chain (Figure:4) has
some elementary properties. The brand value chain's four stages are shown on the leading path.
The next route shows multipliers in the middle of these stages. To influence the effect of one stage

on the succeeding stage are the functions of these multipliers.

Figure: 4 Brand Value Chain
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Stage-1of the model shows that the brand value creation process originates when the firm invests
in a marketing program in such areas like product, communications, trade, employee and other.
Success depends on the program quality multiplier and qualitative components of the marketing
program determine how much of an investment can transfer or multiply farther down the chain.
Besides, program quality multiplier such as distinctiveness, relevance, integrated, value and
excellence; determine how much the first stage influences the second stage, customer mind-set. In
order to, attain a higher return on investment from marketing program expenses, a meticulously
planned and integrated, germane, distinctive and well-conceived marketing program should be

implemented. Otherwise, these expensive efforts do not produce sales.

Stage-2 shows that the related marketing activity has an impact on the mindset of the consumer.
The customer mind-set comprises of- the SA’s: awareness, associations, attitudes, attachment, and
activity- the whole thing that subsists in the minds of customers pertaining to a brand for example,
thoughts, feelings, experiences, images, perceptions, beliefs, and attitudes. These dimensions are
hierarchical in nature and each dimension drives another dimension to climb up. The value created
from the customer mind-set depends on multipliers connected to marketplace conditions for
instance, competitive reactions, support from channels and intermediaries, finally customer size
and profitability. Market performance will be satisfactory while channel members provide strong
support, competitors are unable to afford a big threat, and a sizable number of profitable clients
are drawn to the brand.

Stage-3 explains market performance can be measured in the marketplace by price premiums, price
elasticities, market share, expansion success, cost structure, and profitability. Functions of the first
four factors are brand’s ability to charge a premium, to drive sales, to increase revenue streams,
and marketing expenditures can be decreased whereas keeping same effectiveness. Lastly, the first
five factors regulate a brand’s ability to devour lucrative sales. In addition, these six factors
eventually lead to shareholder value. But investor sentiment multiplier is required to include in the

calculation of shareholder value.

Stage- 4 explains that a variety of criteria are taken into account by financial analysts and investors

when evaluating brands and making investment decisions, which leads to an appraisal of
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shareholder value. Market forces such as market dynamics, growth potential, risk profile and brand
contribution can affect the ultimate evaluation. The finishing stage of the brand value chain is
shareholder value. Three important indicators in this stage are the stock price, price/earnings ratios,
and market capitalization. Stockholders that invest in strong brands will receive higher returns at

lower risk.

Overall, these four stages and three multipliers will allow managers to assess the value of their

brand and can recommend where improvements are crucial.

3.1.9.1 Resemblances Between Brand Resonance Pyramid and Brand Value Chain Model

Figure: 5 Resemblances Between Brand Resonance Pyramid (2001) and Brand Value
Chain (2003) Model (Customer Mind-Set)
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1. The brand value chain offers managers guidelines and other responsible persons to identify

wherever and in what way value is formed and where to advance that progression.

2. Many factors can hinder value creation process and some of them are uncontrollable in
nature, for example, investors’ sentiment multiplier. Identifying these factors is important
to outlook the relative success or failure of a marketing program to create value for the
brand.

3. This model delivers a comprehensive road map for tracking value formation. Each of the
stages and multipliers has a set of measures by dint of marketing research and intelligence

can assess it. These can be assessed through quantitative and qualitative customer research.

3.1.9.1.2 Benefits and Restrictions of Brand Value Chain Model

Benefits
1. A structured framework known as the "brand value chain™ is used to assess the origins and
results of brand equity based on how marketing initiatives generate value for the brand. It
is the unique benefit of this model because in other models the sources of brand equity by
marketing activities are not shown explicitly.

2. Brand marketing's financial influence on investments and expenses can be grasp easily

from this model.

3. This model can provide value for customers, company and shareholders across product and

service brands.

4. In this model marketing program investment, market performance, shareholders value,
program quality multiplier, marketplace conditions multiplier and investor sentiment

multiplier- are shown explicitly which remains ignored by other models.
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5. The second step of the brand value chain is customer mind-set which includes awareness,

associations, attitudes, attachment and activity factors, those are similar to the factors of

brand resonance pyramid (Figure: 5).

Restrictions

1.

Although this brand value chain helps to measure the financial return of developing the

brand, Brand Value or Brand Equity Factor is absent in this model.

In this model the interrelationships among brand equity dimensions are not shown.
Each of the four stages and three multipliers have some measures which may have
interconnections or correlations; For example, rising and falling of stock prices
(shareholder value) can have an important effect on (marketing program investment)
employee morale and motivation. However, those cannot be assessed by brand value

chain model.

It is not demonstrated how marketing communications affect the brand equity
dimension. The process of creating value might not always happen in that order. For
example, stock analysis may react to an ad campaign and these reacts directly into their

investment assessments.

While this brand value chain helps to assess the financial return of developing the
brand, some of the relationships cannot be measured directly or each element cannot

be measured independently. Because the value creation emerges in sequence.

The results of the value chain model fluctuate depending on the product or market
segments and the marketing communications effect on them. For example, societal
accountability, customers may be affected by marketing efforts gradually over time,
and a niche market may score highly but only within a very specific subset of

consumers.
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3.1.10 BEM: 5 Brand Dynamics Pyramid

BrandDynamics (1996) pyramid was developed by a renowned marketing research agency
Millward Brown. This model was developed to find a way of systematically diagnosing the factors
why one person might have a high loyalty for a brand while another might have a low loyalty.
BrandDynamics model (Figure:6) is a visual representation of the strength of the emotional and
practical bonds that customers have with a brand. This model illustrates that BrandDynamics is a
hierarchical model which has five levels- presence, relevance, performance, advantage, and
bonding. Depending on how they respond to brands and the mounting hierarchy of an increasingly
intense relationship, consumers fall into one of five stages. That means, this pyramid can
systematically detect the factors supporting the brand’s consumer loyalty. Comparing the pattern
among brands reveals relative strengths and weaknesses as well as areas where firms should

concentrate their efforts to demonstrate their ties of loyalty.

Figure: 6 Brand Dynamics™ Pyramid
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Source: Adapted from Millward Brown (1996)

Presence- A brand should craft an active presence in the market. Mere brand awareness is not
enough, brand should be active and dynamic to attract customers attentions. Because, a review of
brand tracking data collected by Millward Braown demonstrated that, even very early on,
successful brands are distinguished from the competition because they are seen as active and

dynamic beyond their stature in the market (Dyson et at., 1996).
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Relevance- A brand must have the capabilities to fulfill consumer needs in terms of functional and

emotional, but an acceptable price is an added prerequisite.

Performance- A brand’s performance refers to a generic perception of product acceptability
(Dyson et at., 1996). Brand performances must exceed competitors’ brands in the market. Because
continuous innovation is necessary for any brand to uphold its positions in the marketplace by

ensuring that its product is better than the competition.

Advantage- The brand must offer a unique proposition to consumers which reveal that it has some
advantage over its competition. Advertising can be used to enhance the product experience by
raising expectations and focusing selective perception on the rewards of the brand (Farr and
Brown, 1994). Furthermore, advertising can also raise the status and interest of a brand by creating

a radiance of excitement, uniqueness, and supremacy (Branthwaite and Swindells, 1995).

Bonding- A winning brand forges a unique relationship with the consumer throughout its
distinctive mixture of perceived attributes. From brand awareness (Presence), to acquaintance and
research (Relevance and Performance), to experience (Advantage), the relationship has progressed

until it is bound as the sole brand to be taken into consideration (Dyson et at., 1996).
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3.1.10.1 Resemblances with Other Brand Equity Models

Figure: 7 Resemblances with the Brand Resonance Pyramids (2001) and
Brand Dynamics Model (1996)
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1. Both models are like pyramid (Figure: 7).

2. They have starts with the notion like everything is ingrained in customers' thoughts
(Figure: 7).

3. They are representing the strength of the bonds that customers have both functionally
and emotionally with a brand (Figure: 7).

4. 1t is a hierarchical model which has five sequenced stages - presence, relevance,
performance, advantage, and bonding like the steps of the Brand Resonance Pyramid -
identity, meaning, responses, and relationships as well as three blocks of the Brand
Resonance Pyramid such as salience, sub-dimensions of judgements (consideration,

performance or quality, superiority) and resonance (Figure: 7).
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3.1.10.2 Benefits and Restrictions of Brand Dynamics Pyramid

Benefits
1. This pyramid can be applicable to different brands, categories and across

geographic boundaries.

2. Survey or tracking study conducted by BrandDynamics system does not require a
complex approach. It is easy to implement, interpreted and convenient because it
will take only 15 minutes to complete the survey.

3. Itis capable of providing acumens into brand’s essential strengths and
weaknesses, and guide planned marketing action to reinforce its competitive

situation.

4. 1t empowers the client to assess the probable effects of diverse marketing

activities and make the right selections.

Restrictions
1. In this model the interrelationships among brand equity dimensions are not shown
overtly.

2. Marketing communications' effects on creating Presence (brand awareness and

associations) are not shown explicitly.

3. Marketing communications' effect on brand equity dimension are not shown visibly.

3.1.11 BEM: 6 Brand Identity Prism

“A brand is not the name of a product. It is the vision that drives the creation of products and

services under that name. That vision, the key belief of the brands and its core values is called
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identity. It drives vibrant brands able to create advocates, a real cult and loyalty” (Kapferer, 2008).
This explanation of brand is distinctive because it expresses the brand by brand identity which
helps to build brand equity and loyal customer groups. Identity express the brand as a unique and

can be changed with the changes in the marketplace.

Figure:8 The Brand Identity Prism or Pyramid
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Source: Adapted from Kapferer (1996)

Brand Identity Prism or Pyramid was developed by Kapferer in 1996. Brand identity is represented
by a hexagonal prism, the shaded area in the Figure:8. These are the six facets which delineate the
identity of a brand as well as the frontiers within which it is allowed to modification or improve.
These six facets are all interrelated and form a well-structured pyramid. The content of one facet
significances that of another. The brand identity prism includes a perpendicular partition
(Figure:8). The aspects to the left-physique, relationship and reflection-are the social aspects which
provide the brand its external communication. All three are noticeable aspects. The aspects to the
right-personality, culture and self-image-are those assimilated within the brand itself, which

provide the brand its internal communications. Six aspects are: -

Physique

It means the physical specificities and qualities of a brand. For example, common design features,

standard features, a set of colors or these can be the things that would allow a customer to quickly
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separate a brand from the other brands in the market. Hence, physique is the brand’s strength and

its concrete added value.

Personality

The term “personality” stands for the character of the brand which can make contacts with
consumers in some specific ways, organizations try to make consumers’ grasp that they have truly
set up an individual with a certain character that constantly speak to them. For example, if a brand
attempt to be humorous in most of the marketing communications of the organization, consumers
may swiftly come to associate that brand with a funny personality. Besides if a brand craft

marketing messages around social causes, then the brand can be seen as a greater purpose.

Culture

Culture is the basis of the brand’s thrusting influence. The cultural aspect denotes to the elementary
values leading the brand in its external signs (product and communication). This is the essential
aspect and exist in at the core of the brand identity prism. The culture of the brand establishes link
between brand and organizations. Many companies are noticeably representing the country of their
origin effects. For instance, the cloth of Arong always highlights the value of Bangladesh; the
country of its origin. Brand culture plays a vital role in segregating brands. It specifies the
philosophy whose values are embodied in the products and services of the brand. Culture is the
basis for most bank brands too: picking a bank means picking the kind of rapport with money one
desires to have. For example, the customers of nationalized Sonali Bank will be quite different
from the foreign Bank like Standard Chartered.

Relationship

The term “Relationship” indicates the rapport amid the customers’ and the brand. The relationship
feature is vital for banking brands and services in common. A brand can represent some precise
bond between two people. There are a number of implications designed for the way brand deeds,
provides facilities, communicates to its customers. When customers feel like they are truly
connected with the brand in a manner that is more substantial because they are likely to come back

again and again.
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Reflection

Consumers will merely feel linked with a brand if they sense like they ‘fit in” through the culture
of that brand’s business. Reflecting the consumer is not labelling the target; rather, the customer
should be mirrored as they wish to be seen as an outcome of using a brand. Consumers indeed use
brand to build their own identity. In the cosmetics industry, the mania to look younger model must

concern the brand’s reflection, not certainly their target.

Self-image

Here the word “Self-image” postures for a reflect thought by the targeted group itself. The idea is
simple that the buyer of a particular brand wants to accept an assured feeling about him or herself
due to acquiring an item from the brand. For example, luxury car buyers will purchase it in large

part because of the mark on the hood.

3.1.11.1 Benefits and Restrictions of Brand Identity Prism

Benefits
1. Brand Identity Pyramid empowers understanding the brand, its potential, and its powers

through management and its agencies.

2. It aids to improve brand placement in the market and the development of a brand

strategy.

3. It permits the branding team will work to ensure that the message is delivered

consistently through packaging, design, advertising, and other marketing actions etc.

4. How far a brand can be expressively stretched to connect with different items and

market groups depends in part on its essence and style.

5. This pyramid is applicable for both product and service brands.
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Restrictions
1. Inthis model the interrelationships among brand identity aspects are not shown overtly.

2. How marketing communications affect the process for creating ‘Brand Theme” are not

shown explicitly.

3. Marketing communications' effects on a brand's identity aspects are not shown visibly.

3.1.12 BEM: 7 Brand Asset Valuator Model (BAV)

BrandAsset Valuator model has developed by Young and Rubicum in 1994. It includes the
extensive database of brand-related data driven by consumers. The BAV model is elaborative
because it describes how brands develop, how they encounter challenges, and how they overcome

them.. BAV model is explained by four pillars and power grid chart.

Figure: 9 Brand Asset Valuator Model
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Four Pillars of BAV

In BAV, brand health consists of four essential elements. (Figure: 9) Each pillar is follow-on from
several metrics that reflect the various facets of customers' brand perceptions. When combined,

the four pillars show the progression of a brand's development.
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The essential condition for lucrative brand building is Energized Differentiation. It
quantifies the unique selling points of a brand and halts its growth and progress. It
helps to charge premium price and regularly treated as the primary brand pillar that
helps to explain estimation multiples such as market value to sales.

The extent to which a brand can satisfy the needs of consumers and the potential

franchise or saturation of the brand are both measured by relevance.

The degree to which people find a brand appealing is measured by its esteem. Esteem

is allied with loyalty.

Knowledge measures in what way consumers are personally responsive with a brand.
It is connected to the brand's saliency. Superior knowledge equates to superior

potential.

Rapport Midst the Pillars

Analyzing the relationship between these four "Pillar Patterns™ of a brand reveals how the pillars

interact to convey a story about the opportunities and strength of the brand. Here are few basic

relationships, for example: -

1.

In the market, a brand is considered upright and responsive when its Energized
Differentiation surpasses its Relevance. Through inspiring Relevance, it now has the
ability to channel this point of difference and enthusiasm into structure significance for

customers.

Yet this suggests commoditization if a brand is more Relevant than Differentiated.
Although the brand is elegant and appropriate in the eyes of consumers, it is clearly
identical with other brands in the same category. Therefore, Customers either stick with
it or pay more for it, as the Energized Differentiation is absent. In this case, price, habit,

and convenience become factors that influence brand choice. (Keller et al., 2015).
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Brands that are leaders are powerful in both Energized Differentiation and Relevance

pillars, ensuing in consumer craving as well as market saturation.

3. When a brand's perception is higher than its knowledge, it indicates that consumers
appreciate what they perceive about the brand and, as is customary, wish to learn more

about it in anticipation of future advancements.

4. However, consumers believe they know more than enough about a company if their
brand knowledge exceeds Esteem's, and they are not interested in learning more. In this
instance, knowledge is a weakness that the brand needs to work to overcome in order

to attract more customers.

The Power Grid

The Power Grid is a graphical methodical demonstration created by Brand Asset Valuator that
incorporates the two macro proportions of Brand Strength, which comprises Energized
Differentiation and Relevance, and Brand Stature, which includes Esteem and Knowledge.
(Figure: 10). The PowerGrid uses sequential quadrants to illustrate the stages of a brand's life

cycle. There are also the four pillars in it.

Figure: 10 Power Grid
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Typically, a brand starts in the lower quadrant, where it must first establish its purpose for presence
and create Relevant Differentiation. The "up™ movement from there into the upper left quadrant
denotes greater Differentiation, followed by Relevance in addition to starting to advance Brand
Strength. Brand leaders typically have high levels of both brand strength and brand stature, placing
them in the top right quadrant, which is known as the leadership quadrant. This quadrant, which
expresses that brand leadership is a role of the pillar measurements, can contain both more
established and relatively new firms. Brands that fail to maintain their relevance and differentiation
and hence their brand strength start to deteriorate and go "down" toward the lower right quadrant.

These brands become vulnerable for both the company and competitors.

3.1.12.1 Resemblance with Other Brand Equity Models

There is a lot of similarities among the BAV model, the brand resonance model and brand
dynamics model. The four factors in the BAV model can easily be related to specific components
of the two other model (Figure: 11).

Figure: 11 Relationships Among Brand Dynamics (1996), Brand Resonance Pyramid
(2001) and Brand Asset Valuator (1994) Models
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BAV’s Differentiation relates to brand superiority (sub-dimensions of judgements) of brand

resonance model and advantage and performance of the brand dynamics model. Relevance relates

to Brand considerations (sub-dimensions of judgements) of brand resonance model and relevance

of the brand dynamics model. Esteem relates to resonance of the brand resonance model and

bonding of the brand dynamics model. Knowledge relates to salience of the brand resonance model

and presence of the brand dynamics model.

3.1.12.1.1 Benefits and Restrictions of Brand Asset VValuator Model

Benefits

1.

It helps to provides brand positioning, brand extensions, joint branding projects, and
other tactics intended to evaluate and guide brands and their growth are among the

strategic brand management tools for planning (Keller et al., 2015).

BAV is comprises financial metrics which can be useful to ascertain the role that a

brand plays in the valuation of a business.

BAV embodies an exclusive brand equity research device including four pillars and
power grid charts. Besides by comparing brands transversely within classifications,
BAYV is capable to lure the widest potential decisions about how customer based brand

equity is created and developed or vanished.

The primary advantage of the BAV model is that it provides extensive category-neutral

descriptions and profiles across numerous brands (Keller et al., 2015).

Applicable for both product and service brands.

Restrictions

1. In this model the interrelationships among brand equity dimensions are not shown

overtly.



69

2. The impact of marketing communications on creating ‘Knowledge’ are not shown

explicitly.

3. Marketing communications' effects on brand equity dimension are not shown

visibly.

4. The model is not allied openly to product characteristics and benefits.

3.1.13 BEM: 8 Equity Engine

In 1997, Research International has developed Equity Engine (Figure:12) a comprehensive model
of brand equity. This model combines the affinity measures with performance measures in order
to provide an assessment of overall equity. Finally, the equity measure is joint with price to provide

a closer marketplace estimate in what manner consumers combine brand associations to make final

decisions.

Figure:12 Equity Engine™ Research International
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Affinity is the emotional and intangible benefits of a brand. It has three key dimensions: -

Authority: It express the status of a brand, either as a time-honored leader or as a pioneer in

revolution.
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Identification: It explains the familiarity between customers and a brand and how well customers

feel the brand matches their personal needs.

Approval: It means the way a brand fits into the varied social environment and the intangible rank

it grasps for specialists and friends.

Performance includes the perceived functional benefits of the brand. It has two key dimensions’

product and service associations.

3.1.13.1 Resemblance with Other Brand Equity Models

Figure: 13 Resemblance among Brand Resonance Pyramid (2001), Equity Engine (1997)
and Brand Value Chain (2003) Models
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1. It explains elements that are both emotional and logical in building brand like the

Resonance, Brand Dynamics and Brand Asset Valuator models.

2. The dimensions and sub-dimensions of the Equity Engine model are related to the
elements that comprise the Brand Resonance model and Value Chain model. Authority
is related with the credibility of Brand Resonance model. Identification with the
consideration, approval with the brand imagery, affinity with the resonance, and the
functional aspects of a product or service contribute to performance with the brand
performance of Brand Resonance model. And price of Equity Engine is related with

the sub-dimension of brand performance’s price.

3. This model includes price measure like the market performance stage of the brand value

chain.

3.1.13.1.2 Benefits and Restrictions of Equity Engine

Benefits

1. The Equity Engine can offer investigative information about a brand.

2. This model expresses the mixed nature of brands and their importance when it comes to

both emotional and rational factors in building brand equity.

3. Itincludes price measure to draw quantitative result.

4. This model is applicable for both product and service brands.

Restrictions

1. In this model the interrelationships among brand equity dimensions are not shown overtly.

2. Marketing communications' effect on brand equity dimension are not shown visibly.
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The preceding analysis of the literature indicates that in brand equity models, four dimensions are
common like as brand awareness, brand associations, perceived quality, brand loyalty. Although
different models explain each of the dimensions with different terms, the functions of these
dimensions are alike. Another thing is shared in all of these models, is that the developers of these
models are expressed implicitly that the influence of marketing communication in building brand

equity, more specially in creating brand awareness and associations.

3.1.13.1.3 Service Branding is Different from Product Branding

Most of the circumstances these models are applicable for measuring brand equity for both product
and service brands. However, service is different from product. Because services are intangible in
nature that not permit packaging, labeling, and displaying like as, the case of products. For
example, it is not thinkable to package and display medical or financial service organizations in
the same way as automobiles or cosmetics companies’ packages and displays their products. Berry
(2000) emphasizes that service companies are especially intrigued in branding: “Strong brands
enable customers to better visualize and understand intangible products. They reduce customers’
perceived monetary, social, or safety risk in buying service, which are difficult to evaluate prior to
purchase. Strong brands are the surrogates when the company offers no fabric to touch, no trousers

to try on, on watermelons or apples to scrutinize, no automobile to test drive.”

Branding is just as pertinent to services as with product. Product intangibility mean that brand
development is more suitable or imperative for services than goods, but their application varies in
certain situations. Brand development is crucial in services, known the intrinsic difficulty in
differentiating products that absence physical variances (Zeithaml, 1981) and strong rivalry within
service markets, many of which have been liberalized. A resilient brand “a safe place for
customers’ (Richards 1998). The indistinctness of services creates the need of buying services
from a trustworthy place which could be an alluring offer for customers. Because a strong brand
is fundamentally an assurance of future satisfaction. From the customer’s point of view, service
brand is a blend of what the company says about a brand, what outsider says about a brand, and in

what way the company ultimately delivers the service. A service brand then observed.
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A product, has its own brand. For example, Pran juice, English Anti-lice shampoo, Premier sweets
all are highlighting their product features their product features in marketing communications and
information. But for a service, company is the primary brand. For example, Bangladesh Eye
Hospital and Lasik Center, Fantasy Kingdom, Bank Asia- all are focusing their companies rather
than individual services that their company offers in their marketing communications and
information. Hence, the service brand becomes the company’s method of integrating marketing
communication. However, there is merely one academic model in the literature that theorizes
service brand equity. As service branding is different from product branding, the brand equity

model for service will be different.

3.1.14 BEM: 9 Berry’s Service Branding Model

Figure: 14 Service Branding Model
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Berry (2000) has developed a Service Branding Model (Figure: 14). The model depicts the
relationships among the dimensions of a service brand such as company’s presented brand,
external brand communications, brand meaning, customer experience with the company, and
brand equity. Berry (2000) mentioned that company’s presented brand is the part of the brand
image that the company controls and circulates through all personal and impersonal channels. The
core purpose of presented brand communications is to reinforce the brand. Coordinated and
controlled communication messages lead to brand awareness, customer’s recall and recognition of

the brand. The higher and more positive the brand awareness, the robust the brand image and the
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more distinctive the brand equity of a service company has. Then, the non-controllable external
brand communications involve information that are powerful because they are apparent to be
trustworthy and fair by customers. Nevertheless, it can have also positive or negative effects on
the service brand. These presented brand and external communications have the most inspiration
on new customers who have little or no direct experience with the company’s service and shape
what the company stands for. External brand communications show a dotted-line relationship to
brand awareness and meaning as opposed to the presenting brand's bold-line influence on brand
awareness. The dotted lines may become bold in severe circumstances where publicity is widely
disseminated and attention-grabbing or word-of-mouth becomes prevalent (Berry, 2000). These

paragraph leads to possible hypotheses-
H1: There is a positive impact of marketing communications on brand awareness &
associations.

(In the conceptual framework portion- see chaper:4 part one, further specifics will be covered)

Brand meaning is the throng of customers’ associations or customer experience with the brand.
Although brand meaning mainly originates from customer experience, it is also formed by the
company’s presented brand and external communications. Therefore, brand meaning, is similar to

brand associations or work as a brand association.

Customers experience are the total product of a service-based organization. As the executive vice
president of global advertising at American Express clearly states, “Service brands are not created
solely in advertising. In fact, much of a brand’s equity stems from the direct consumer experiences
with the brand. We partner with (a relationship marketing company) to help us manage consumer
experiences with our brand across all products and services -Card, Travel, Financial Services, and
Relationship Services-via all direct channels, including phone, Internet, and mail” (Bell and
Leavitt, 1998). These experiences become tremendously persuasive. If customer experiences with
service deviate from the presented brand communications, customers will think that
advertisements do not accurately reflect their experiences.. These paragraph leads two possible

hypotheses-
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Ha: There is a positive impact of service quality/customer experience on brand awareness &

associations.
Hs: There is a positive impact of service quality/customer experience on brand equity.

(In the conceptual framework portion- see chapter:4 part one, further specifics will be covered)

Brand awareness and brand meaning (brand associations) together contribute to brand equity to
the experienced customers, however their level differs. Customer experiences mysteriously shape
brand meaning, just as brand meaning mysteriously influences brand equity. This harmonized with
as Keller (1993) pointed out, brand equity is the differential effect of brand awareness and meaning
combined on customer response to the marketing of the brand. These paragraph leads to possible
hypotheses-

H2: There is a positive impact of marketing communications on brand equity.

Ha: There is a positive impact of brand awareness & associations on brand equity.

(In the conceptual framework portion-see chapter: 4, part one, further specifics will be covered)

3.1.14.1 Brand Equity Dimensions of Berry’s Model

Company’s Presented Brand

The presented brand is the communication controlled by the company. It conveys company’s
uniqueness and persistence through the core elements like as advertising, service facilities, the
appearance of service providers, name and logo of the company with their visual presentation,
united with advertising theme lines, messages as well as symbolic associations. The effective
presentation of the presented brand contributes directly to brand awareness. These controllable

presented brands include: -

Advertising is a non-personal presentation and promotion of a company’s proposing by an
identified promoter and in paid form. Prevailing advertising practices include television, radio,
newspapers, magazines, outdoor signage, and the Internet. Companies’ advertising budgets and

should be synchronized with new and traditional advertising vehicles.
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Sales promotion refers to the short-term incentives such as coupons, premiums, discounts, and

other activities that provoke customer purchases and expanse media expenditure.

Public relations refer to the actions that shape a favorable company image with a firm’s

communities through publicity, news media relationships, and public events.

Direct marketing refers to the use of mail, telephone, fax, e-mail, and other communication tools
to converse straightly with specific clients to attain a direct reaction.

Personal selling is face-to-face demonstration through an illustrative via the firm, to generate sales
and form customer relationships. In business-to-business companies, personal selling and
advertising can be integrated through the crafting of advertising materials that salespeople dispense
to customers. These integrated messages will help to inform customers as well as keep sales people

fully informed of the promises the company is making.

External brand communications

External brand communications are information that customers find fascinating regarding the
company and its offerings that is non-controllable by the company. It is like an independent source
which includes word-of-mouth communications and publicity by which customers can gain
awareness and form amazes about a brand. Usually, external brand communications influence

fewer people than a company’s presented brand.

Word-of-mouth Communications

Word-of-mouth currently known as word-of-mouse communications are very common with
services because of the nature of service as it is intangible, heterogeneous, simultaneous production
and consumption lastly perishable. While the moments of picking the wrong service supplier are
austere, service customers are particularly willing for word-of-mouth or third-party reliable
sources because of unbiased, experience-based information. Thus, word-of-mouth activity often is
high preceding a customer’s choice of a doctor, attorney, automobile mechanic, or college

professor (Berry and Parasuraman 1991).
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Publicity
Publicity similarly can be persuasive in developing service brand. The blend of reach or coverage

besides trustworthiness can impact on both brand awareness and brand meaning.

Co-ordinate External Communications

Proliferation of new media make it challenging for coordinating all the external communication
vehicles that send information to customers in order to manage brand image. Traditional
communication medium includes advertising, company websites, sales promotion, public
relations, direct marketing, and personal selling; besides many forms of new media like as social
media, digital signage, blogs, mobile advertising, many forms of internet advertising, and
increasing usage of product placement in movies and television all complicate the goal of
coordinating messages.

Brand meaning

Brand meaning refers to the customer’s central opinions about the brand. It is the customer’s
portrait imprinted of the brand with its associations. Brand meaning is what immediately comes to
consumers’ mind if you mention Arong and Nipun. Both companies are general-merchandise.
Brand awareness is high for both companies; brand meaning is different. Cultural Heritage are
Arong’s main appeal. Bright, comfortable storefronts, a wide assortment of clothing, and quick
checkouts are some of secondary appeals. Moreover, brand meaning is the throng of customers’
associations with the brand. Brand meaning basically initiates from customer experience but it as

well formed by the company’s presented brand and external communications.

Customer experience

Customers experience are the main product of a service-based organization. Service brands cannot
be created merely in advertising. Actually, much of a service brand’s equity stems from the direct
experiences of consumers with the brand. It means the experiences of customers with the company,
customers interactions with the company employees and other company displays are the elements
that shape the service brand which could be more powerful than any marketing messages. These
paragraph leads to possible hypotheses-

Hio: There is a positive impact of service quality/customer experience on brand equity.
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(In the conceptual framework portion- see chapter:4, part one, further specifics will be covered)

Brand equity

Company presented brand, external brand communications and customer experiences have an
impact on brand awareness and brand meaning which in turn, affects brand equity. Brand equity
could be progressive or deleterious. Service companies can build strong brands through creating
distinctiveness of a brand, maintaining message consistency, performing the core service well,

reaching customers passionately, and finally connecting their brands with reliance.

3.1.14.2 Resemblance with other Service Marketing Model

Figure: 15 Resemblance Between Service Branding Model (2000) and Communications and
Service Marketing Triangle (2013)
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Source: Resemblance Model is Organized for this Study by Author

Figure: 15 depicts, the resemblance between two models, Berry’s (2000) Service Branding Model
on the left side with the Communications and the Service Marketing Triangle (Zeithaml et al.,
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2013) on the right side. Communications and the Service Marketing Triangle displays an enriched
type of the service marketing triangle, highlighting that the customer who are receiving service are
the focal point of two kinds of communication. First, external marketing communication which
embraces the old-fashioned communication canals such advertising, sales promotion, public
relations, and direct marketing. Second, interactive marketing communication which comprises
the messages that employees provide to customers through communication canals like as personal
selling, customer service center (customer service interactions and service encounter interactions),
social media, and servicescapes. Third, internal marketing communications must be able to
facilitate information commencing the company to employees is precise, thorough, and steady with
anything customers are inquiry or sighted. A service company must be sure that these three types
of communications are consistent both among themselves and with those sent through external
channels. For example, if any bank marketing communication was changed regularly and swiftly
to meet competitive offerings, as well as the bank staffs training in the new offerings did not keep
pace with the changes in advertising. The consequences will be customers expecting new accounts

and rates to be available, and employees will be embarrassed because they do not inform.

The servicescapes, in particular, can have a significant impact on the physical evidence's ability to
influence the customer experience (Zeithaml et al., 2013, pp. 298). It ensures quality and the
viewpoint of the customer. Facility interior design, equipment, signage, layout, air
quality/temperature, sound/music/scent/lighting, parking, landscape, and other tangibles like
business cards, stationary, billing statements, reports, employee dress, uniforms, brochures, web

pages, virtual servicescapes, etc. are all included in servicescapes (Zeithaml et al., 2013, pp. 295).

There are some similarities between the concepts of two models:

1. Both models are stressing the significance of Integrated Service Marketing
Communications (ISMC). For example, the sub-dimensions of company’s presented brand
and customer experiences with the company of Service Branding model are harmonized
with the sub-dimensions of external marketing communications, internal marketing
communications as well as interactive marketing of Communications and Service

Marketing Triangle.
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2. These two models express that customers experience or the core service performances are
the key products of a service-based organization and have more prevailing impact over
marketing communications. Both activities like as delivering communication messages and

service performance should be accompanied a unified way.

3.1.14.3 Resemblance Between Service Branding Model and SERVQUAL Model

Figure: 16 Resemblance Between Service Branding (2000) and SERVQUAL (1988) Model
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Figure: 16 portrays, the resemblance between two models, Berry’s (2000) Service Branding Model
on the left side with the SERVQUAL (1988) Model on the right side. Service quality or
SERVQUAL (1988) model has developed by Parasuraman and his colleagues. SERVQUAL is
seen as a universal measurement instrument and can be pragmatic across diverse set of service
industries. It is constructed on the proposition that customers can evaluate a firm’s service quality
by comparing customer’s perceptions of the service with customer’s expectations. It has five

dimensions’ tangibles, reliability, responsiveness, assurance and empathy; each with several sub-
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dimensions. This model's primary goal is to deliver high-quality service by finding out where
service delivery is weak and improve it quickly.

There are some similarities between the concepts of two models:

1. The sub-dimensions of company’s presented brand of Berry’s (2000) model are matched
with the sub-dimensions of tangibles of SERVQUAL (1988) model.

2. The sub-dimensions of customer experiences with the company of Berry’s (2000) model
are harmonized with the sub-dimensions of tangibles, reliability, responsiveness, assurance
and empathy of SERVQUAL (1988) model.

Therefore, it can be claimed that the concept of service quality and customer experience are
identical. It is appropriate to regard, customer experiences and service quality as one dimension or

construct.

3.1.14.4 Resemblance Between Service Branding Model and Brand Value Chain

Figure: 17 Resemblance Between Service Branding (2000) and Brand Value Chain (2003)
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In both of these models, explained the impacts of marketing communications in building
brand awareness and associations.
The role of employees and trade peoples of Brand Value Chain (2003) is harmonized

with the sub-dimensions of customers’ experience in Service Branding Model (2000).

3.1.14.5 Benefits and Restrictions of Service Branding Model

Benefits

1.

In Berry’s (2000) model, the sources of creating brand awareness and brand meaning are

displayed clearly.

Customer experience or the service performance of the company the role of human labor
in building a service brand- is a unique dimension unequivocally shown in this model
which is not common to other brand equity models.

The relationships among service brand equity dimensions are shown explicitly.

Company’s controllable communications and non-controllable communications are shown

separately which is easily measurable and uncommon to other brand equity models.

Restrictions

1.

The impact of marketing communications on the brand equity dimension is not shown
directly. In fact, this model display, how the Company’s controllable communications and
non-controllable communications have an impact on brand awareness and brand meaning

which in turn effects brand equity.

This model is fundamentally applicable for service brand.

This model ignores brand loyalty dimension.
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In a nutshell, a brand's strength or physical condition can only be partially assessed by any one
measure of brand equity. For instance, a blood pressure machine just records a person's body
weight, whereas a scale records both their systolic and diastolic pressure. Brand equity is actually
a multifaceted idea that is sufficiently sophisticated to call for a wide variety of metrics. Moreover,
the diagnostic potential of marketing research is enhanced when numerous measurements are
applied, and managers are more likely to comprehend what is happening to their brands and, maybe
more importantly, why (Bhattacharya et al., 2000). Essentially, the idea of brand equity
emphasizes the importance of the brand in marketing strategies. This study explores different
angles of brand equity and service marketing concepts the current brand equity measuring method
needs to be modified, and research needs to be expanded in order to create a single, standardized

measurement tool that will keep up with the changing nature of the globe.

Nine brand equity models are summarized in Table: 3 in light of the discussion above. These
studies seek to fill a knowledge vacuum in the field and will suggest a new scale or methodology

for evaluating the brand equity of customer-based services.
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Name of the Name of the Dimensions of the Applications Benefits Limits
Developers Models Models
David Brand Brand Loyalty, Product 1. Basic model having 1. Impact of marketing
Aaker Equity Brands five dimensions. communications on
(1991) Model Brand Awareness, ) creating brand awareness
. . 2. Provides value for & associations are not
Perceived Quality, both customer and firm. | shown.
Brgnd Associations 3. Easily interpreted and | 2 jmpact of marketing
an measured. communications on the
Other Proprietary 4. Survey cost will be brand e'::]uny dimension
Assets. minimal. Is not shown.
3. Not applicable for
service brands.
David Brand Loyalty Measures, Diverse 1. Applicable for 1. Costly and time-
Aaker Equity Ten . Product diversified products and consuming survey.
(1996) Perceived ] Classes and markets.
Quality/Leadership Markets 2. Some of the
Measures, 2. Designed and inspired measurements of Brand
. by Aaker’s (1991) brand Equity Ten are not
Associations/ equity model. replicating the dynamics
. - of the market.
Differentiations 3. Inclined by Brand
Measures, Asset Valuator and 3. Interrelationships
Awareness Equity Ten Models. among prand equity
dimensions are not
Measures, and shown
m::;ejtrel':;ehawor 4. Impact of marketing
' communications on
creating brand awareness
& associations are not
shown.
Kevin Lane Brand Salience, Product and 1. Applicable for both 1. Interrelationship
Keller Resonance Service product and service among brand equity
(2001) Pyramid Performance, Brands brands. dimensions are not
) ) shown.
Imagery, 2. Provides a unique
Judgement, perspfec_tlve on _ 2. ImpacF of_marketlng
describing brand equity communications on
Feeling, and as well as processes the creating_br_and awareness
way of building, & associations are not
Resonance. measuring, and shown.

managing a strong brand.

3. Measurable from the
perspective of individual
customers, organization,
and existing and
forthcoming customers.

3. Impact of marketing
communications on
brand equity dimensions
are not shown.
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Name of the Name of the Dimensions of Applications Benefits Limits
Developers Models the Models
Kevin Lane Value Chain 4 Stages Financial 1. Explicitly showing 1. Brand Value/Brand
Keller Model ) Outcomes of the impact of marketing Equity factor is absent in
(2003) Marketing, the Brand communications on this model.
creating the sources and o
Program outcomes of brand 2. Interrelationships among
Investment, equity. brand equity dimensions
Customer are not shown.
Mindset 2. Financial outcomes- )
’ brand marketing 3. Marketing
Market expenditure and communications' impact
Performance, investment can be easily | UPOn brand equity
and clenched from this dimension are not shown.
Shareholders model. 4. Some of the
Value. 3. Provides value for relationships cannot be
. customers, company measured directly because
3 Multipliers and shareholders across the value creation emerges
Program product and service In sequence.
i brands. .
Quality, 5. Results of VValue Chain
Marketplace 4. Provides a Model fluctuate depending
Conditions, and comprehensive road on the product/ market
map for assessing segments and the effect of
Investors quantitative and marketing communications
Sentiment. qualitative customer on them.
research.
Millward BrandDynamics Presence, Product and 1. Applicable to 1. Marketing
Brown Pyramid Service different brands, and communications' influence
(1996) Relevance, Brands categories and across on the brand equity
Performance geographic boundaries. dimension are not visible.

Advantage, and

Bonding.

2. Survey/ tracking
study will be easy to
implement, interpret,
and convenient.

3. Provides insights into
the brand’s essential
strengths, and
weaknesses and guide
planned marketing
actions.

4. Assess the probable
effects of diverse
marketing activities and
make the right
selections.

2. Interrelationships among
BE dimensions are not
shown overtly.

3. Impact of marketing
communications on
creating the Presence
(brand awareness &
associations) are not
shown explicitly.
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Name of the Name of Dimensions of Applications Benefits Limits
Developers the the Models
Models
Kapferer Brand Physique, Product and 1. Apprehend the brand, its 1. Inter-relationships
(1996) Identity ) Service power and opportunities. among brand identity
Prism Personality, Brands aspects are not shown
2. Improve brand strategy overtly.
Culture, and formulate the brand’s
Relationship, positioning. 2. ImpacF of_marketmg
communications on
Reflection, and 3. Develc_Jp and ) creating ‘Brand Theme’ are
communicate consistent not shown explicitly.
Self-Image. messages through _
marketing communications 3. Impact of marketing
channels. communications on Brand
. Identity aspect are not
4. Applicable for both shown visibly.
product and service brands.
5. Pertinent to diversified
product and market
segments.
Young and Brand Differentiation, Product and 1. Delivers an array of tools 1. Inter-relationships
Rubicum Asset Service for strategic brand among brand equity
(1994) Valuator Relevance, Brands management. dimensions are not shown
overtly.
Esteem, and 2. Determine brand’s
Knowledge. contribution to a 2. Impact of marketing

company’s valuation.

3. Embodies exclusive BE
research devices and is
capable to lure the widest
potential decisions.

4. Offers rich category-
agnostic explanations and
profiles.

5. Suitable for both service
and product brands.

communications on
creating ‘Knowledge’ are
not shown explicitly.

3. Marketing
communications' impact
upon brand equity
dimension are not shown
visibly.

4. Not related openly to
product characteristics and
benefits.
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External Brand
Communications,

Customer
Experience with
Company,

Brand Awareness,
Brand Meaning, and

Brand Equity.

overtly.

2. Customer experience or
the company's service
performance is one of its
distinctive features. visibly
shown in this model.

3. The relationships among
service brand equity
dimensions are shown
explicitly.

4. Company’s controllable
communications and non-
controllable
communications are
shown distinctly and easily
measurable.

Name of the Name of Dimensions of the Applications Benefits Limits
Developers the Models
Models
Research Equity Affinity (Authority, Product and 1.Offer investigative 1. Inter-relationships
International Engine Identification, and Service information about a brand. among brand equity
(1997) Approval), Brands dimensions are not
2. Express both the shown overtly.
Performance rational and emotional
(Product and reflections in building 2. Marketing
Service), brand equity. communications'
impact upon brand
Equity, and 3. Includes price measure equity dimension are
) to draw quantitative result. not shown visibly.
Price.
Leonard Service Company’s Service 1. The sources of creating 1. Marketing
Berry (2000) Branding Presented Brand, Brand awareness and brand communications'
Model meaning are shown impact upon brand

equity dimension are
not shown visibly.

2.Ignores brand loyalty
dimension.

3.Model is fundament

tally applicable for
service brand.

Source: Author

Table: 3 outlines the four common aspects of brand awareness, brand associations, perceived

quality, and brand loyalty. Although several models use various terminology to describe each

dimension, these dimensions all serve the same purposes. On the other hand, there are two distinct

factors that have a greater influence on the service brand equity model. The first is marketing

communications, and the second is customer experiences, or more generally, service quality.
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3.1.16 Research Gap and Contribution

“In Literature review-based dissertations, your original contribution to knowledge comes from
your critical synthesis of the existing literature to generate new insights into your topic. Your
dissertation is unique because this is likely the first time anyone has approached the literature
posing the questions you have” (Yardley, 2022, pp. 2,3). Therefore, the previous literature analysis
indicates that came before, it demonstrates that all other brand equity models, are built on the
foundation of the models developed by Aaker (1991, 1996) and Keller (2001). However, they
implied at, the role that marketing communications play in establishing brand equity, particularly
in raising consumer awareness and fostering associations with the product. Furthermore, their
model doesn't adequately depict how the various brand equity components interact with one
another. Berry's (2000) model, on the other hand, clearly outlined the role that marketing
communications play in raising brand equity through the creation of brand awareness, brand
meaning, and customer experience or service quality. However, Berry’s (2000) model was

incapable to demonstrate how brand equity is impacted by brand loyalty.

Figure: 18 Proposed Dimensions of a Customer Based Service Brand Equity Model
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Source: Author’s Own Creation
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The current brand equity measuring method needs to be modified, and research needs to be
expanded in order to create a single, standardized measurement tool that will keep up with the
changing nature of the world, as this study explores different angles of brand equity and service
marketing concepts. Thus, the customer-based service brand equity model is suggested (Figure:
18 Proposed Dimensions of a Customer Based Service Brand Equity Model), which comprised
marketing communications, brand awareness & associations, perceived quality/customer
experience/service quality, and brand loyalty dimensions. Additionally, the development of brand
awareness is necessary for brand association (Aaker and Alvarez del Blanco, 1995). In keeping
with Yoo and Donthu's research (2000), brand association and awareness are merged as one
dimension rather than applying brand association as a distinct dimension. On the other hand,
consumer perceptions of overall excellence or superiority are referred to as perceived quality
(Zeithaml, 1988; Aaker and Jacobson, 1994) of a product or service compared to substitutes. This
definition of perceived quality perfectly matches with the definition of service quality. Since
perceived quality is a comprehensive notion in and of itself, it cannot be ascertained objectively
(Aaker 1991, 85-86). That means it is a mixture of several elements like service quality.
Furthermore, the sub-dimensions of company’s presented brand besides external brand
communications of Berry’s (2000) model are matched with the sub-dimensions of tangibles of
SERVQUAL (1988) model. In addition, the sub-dimensions of customer experiences with the
company of Berry’s (2000) model are harmonized with the sub-dimensions of tangibles, reliability,
responsiveness, assurance and empathy of SERVQUAL (1988) model. Therefore, it can be
claimed that the concept of service quality and customer experience are identical. It is appropriate

to regard customer experiences and service quality as one dimension or construct.

3.1.17 Epilogue

In this section, several brand equity models are discussed with the benefits and restrictions.
Research gaps and contributions are identified and explained. Service quality models with critics
are going to be described in the next section.
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3.2 Part Two: Service Quality Model and Critics

3.2.1 Prologue

The need to deliver services of a higher quality than those of the competition at an agreed-upon
price is motivated by factors such as globalization, an increase in the use of internet resources,
increasing customer awareness, etc. Because by providing service that meets or exceeds
customers’ expectations is vital to thrive and endure in this cutthroat commercial world (Lee et al.,
2000). In this section of the literature review part two, the definition of service quality, different
models of service quality, and the relationships among various concepts are going to be discussed.

Research gaps are identified and research contributions are explained.

3.2.2 Definitions of Service Quality

Customers examine the service delivery process and unique conditions when evaluating the quality
of a service rather than just the end result (Gronroos, 1990; Kotler, 1994). Most recent studies have
followed the majority of earlier studies in considering perceptions of service quality as depending
on numerous aspects or components. Given that service consists of a complex set of both explicit
and implicit features (Gronroos 1984; Parasuraman et al., 1988), it seems sense to presume that

customers' total evaluations should include assessments along these attributes.

Service quality is not thought of as a distinct construct, but rather as a combination of various
dimensions or components. However, there isn't a consensus on either the characteristics or
information contained in the dimensions. SERVQUAL is a scale used to measure and manage
service quality. The system's originators, Parasuraman, Zeithaml, and Berry, have continued to
develop, spread, and promote the technology through a number of publications since it was initially
published in 1985 (Parasuraman et al., 1985; 1986; 1988; 1990; 1991a; 1991b; 1993; 1994,
Zeithaml et al., 1990; 1991; 1992; 1993). The conception and assessment of service quality views
have historically been regarded as the most contentious and divisive issues in the literature on

service marketing (Brady, Cronin, 2001).
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Gronroos (1983) expresses service quality as a paradigm which illustrious between technical and
functional quality that means what and how these are done. Later, his work is extended by
Parasuraman, Zeithaml and Berry, they argued that as the nature of service are intangible,
heterogeneous, inseparable, perishable; The consumers' overall perception of the organization's
and its services' relative superiority or inferiority can be used to determine service quality (Bitner
& Hubbert, 1994) or as the customer's evaluation of the service's general excellence or quality
(Zeithaml, 1988). In these standings, service quality means meeting the requirements to customer
expectations (Lewis & Booms, 1983) besides, from a customer viewpoint, the discrepancy
between what customers believe to be true service performance and what they expect

(Parasuraman et al., 1985).

The way that service quality is conceptualized and measured are very challenging tasks because
service quality evaluations are extremely complicated processes that may operate at multiple levels
of abstraction. As a result, the discussion of service quality needs to be restructured to reflect the
present business environment. In order to support both researchers and practicing managers, with

the help of this study, a new model will be developed by identifying research gaps.

3.2.3 Service Quality Models (SQM)

The present study makes a substantial addition to the assessment of diverse service quality models
in light of the transformed business situation and the credentials of the necessity for prevailing
model adjustment in the contemporary environment. The crucial explanations about each model

are considered after a brief discussion. Following is a brief summary of the models:

3.2.3.1 SQM 1: Technical and Functional Quality Model (GrOnroos, 1984)

A company needs to understand how consumers perceive quality and how service quality is driven
in order to compete successfully. In order to ensure customer satisfaction, a business must balance
the perceived and expected quality of its services. Three elements of service quality were

recognized by the author, namely: technical quality, functional quality and image (Figure: 19).
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Figure: 19 Technical and Functional Quality Model
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1) Technical quality refers to the standard of what the customer actually receives as a result
of their connection with the service provider and is significant to both the customer and
their assessment of the level of service quality.

2) The technical result is obtained through functional quality. This is significant to him and
his or her opinions on the service they have received.

3) For service businesses, corporate image is crucial, and it is reasonable to assume that this
will be formed primarily by the technical and functional quality of the service, along with
other considerations (tradition, ideology, word of mouth, pricing and public relations).

3.2.3.1.1 Benefits:
1. Service quality is influenced by the organization's corporate image, technical excellence,

and functional quality. Technical excellence is secondary to functional quality.

3.2.3.1.1 Limits:
1. The model merely listed the technical, image, and functional components of service quality

without identifying the methods or instruments used to measure these components.
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3.2.3.2 SQM 2: GAP Analysis Model (Parasuraman et al., 1985)

Service quality, according to Parasuraman et al. (1985), is determined by the differences between
what is achieved and what is expected along the quality dimensions. Based on a gap analysis, they

created a model for service quality (Figure: 20). The model's numerous gaps are shown as:

Gap 1: Management doesn't know what consumers expect, hence there is a discrepancy between
what consumers expect and how management perceives them.

Gap 2: Inadequate service-quality standards, or the difference between management's beliefs of
consumer expectations and service quality specifications.

Gap 3: The discrepancy between service quality requirements and the actual service provided, also
known as the service performance gap.

Gap 4: How do service delivery and customer communications differ, i.e., do promises match
delivery?

Gap 5: Disparity between consumer expectations and how services are actually received. This gap
varies depending on the size and direction of the four gaps related to the marketer's side of the

service delivery quality.

3.2.3.2.1 Benefits:
1. The model is a resource for analysis. It gives management the ability to methodically

identify discrepancies in service quality between many aspects that influence the quality of
the offering.

2. This paradigm focuses on the outside world. From the perspective of the customer, it can
help management identify the important service quality components.

3.2.3.2.2 Limits:
1. Simply an exploratory study.

2. The concept fails to explain how to precisely measure the measurement gaps at various

levels.



Figure: 20 GAP Analysis Model
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3.2.3.2.3 Extended Model of Service Quality or SERVQUAL

Figure: 21 The Extended Model of Service Quality or SERVQUAL
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This exploratory study was improved with their ensuing SERVQUAL scale for gauging

consumers' opinions of service quality (Parasuraman et al., 1988). The initial 10 service quality

elements were reduced to five at this point: dependability, responsiveness, tangibles, assurance

(communication, competence, credibility, courtesy, and security), and empathy, which focuses on

access and knowing/understanding the customers. In 1991, the term "should" be replaced with

"would," and in 1994, the total number of elements was reduced to 21, but the five-dimensional

structure remained the same. Later, SERVQUAL was improved. The four gaps revealed in the

authors' research from 1985 were further described and characterized by them, in addition to this

empirical research (Figure: 21).
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The majority of components, according to this enlarged model, concern the control and

communication procedures used by corporations to manage their workforces.

3.2.3.2.3.1 Benefits:

1.

It can be used periodically to monitor consumer opinions about a certain company's level
of customer service in comparison to the competition. After analysis, data can be visually
presented to make it simple to see strengths and weaknesses in relation to the competitors.
It gives a company the chance to evaluate the performance of its service quality on the
basis of each dimension individually as well as the overall dimensions.

It enables the company to divide its customers into various groups according to their unique
SERVQUAL scores.

The SERVQUAL model offers a basic framework It can be utilized in a range of service
settings and industries and tailored to match the specific requirements of a given company.
It is applicable across a range of empirical settings, as well as in other countries and
cultural settings. Academic scholars are very interested in service measurement because to
the SERVQUAL instrument. The instrument has been used as the foundation for measuring
methods in papers that have been published and aim at service quality in a number of
situations, including brokers of real estate (Johson, Dotson, and Dunlop, 1988); medical
professionals that practice privately (Brown and Swartz, 1989); programs for public
recreation (Crompton and Mackay, 1989); a patient clinic at a dentistry school, a business
school placement center, and a tyre shop (Carmen, 1990); motor carrier companies
(Brensinger and Lambert, 1990) (Boulding et al., 1993; Ford, Joseph and Joseph 1993);
Discount and department stores (Finn and Lamb, 1991; Teas 1993); an electric and gas
utility company (Babakus and Boller, 1992); hospitals (Babakus, Mamgold, 1992; Carmen,
1990); fast food, dry cleaning, banking, and pest control (Cronin and Taylor, 1992);
advanced learning (Boulding et al., 1993; Ford, Joseph and Joseph 1993).

The SERVQUAL gap analysis approach appears to be a reasonable and simple idea, and
the questionnaire is also pre-described and adaptable as needed.

Implementing SERVQUAL and monitoring customer expectations and perceptions of
service may boost cross-selling opportunities, employee benefits, profit margins, and

financial performance in addition to enhancing customer retention, loyalty, and positive



97

word-of-mouth. But if customers are measured too frequently, they may lose interest in

providing accurate answers (Shahin, 2006).

3.2.3.2.3.1 Limits:

1.

The GAP model (1988) has supposedly led the distinctions between the concepts of
customer satisfaction and service quality to become less clear (Ladhari, 2008).

Babakus and Inhofe (1991) also raised the notion that a social desirability response bias
could be triggered by expectations. It's possible that respondents are driven to follow the
"I-have-high-expectations™ social norm. Moreover, more research is required to
understand how expectations are created and alter through time, according to Wotruba
and Tyagi (1991).

Instead than emphasizing the results of the service, the SERVQUAL model focuses on
the service process (Babakus and Boller, 1992).

In certain industries, the service quality domain may be factorially complex, whereas in
others, it may be very straightforward and one-dimensional according to Babakus and
Boller (1992). They essentially contend that the number of service quality parameters
varies according to the specific service being supplied.

The respondents seem disinterested and even confused by the administration of the E and
P versions of SERVQUAL, which includes two administrations such as expectation
measurement and perception measurement (Bouman and van der Wiele, 1992). Data
quality is endangered by boredom and confusion.

The timing of the two administrations is another topic Carman (1990) discusses. He faults
Parasuraman et al. for requiring respondents to complete both questionnaires in one
session. Respondents were asked in Parasuraman et al., (1988) study to express their
perceptions and anticipations stemming from their experiences over the preceding three
months. Carman also stated that it was unjust to require clients to complete an inventory
of their expectations prior to getting service and an inventory of their perceptions

immediately following service.
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3.2.3.3 SQM 3: Attribute Service Quality Model (Haywood-Farmer, 1988)

According to this model (Figure: 22), a service provider is considered to be of "high quality" if it
regularly satisfies the needs and expectations of its clients. This suggests that the first stage in

creating a service quality model is the categorization of qualities into different groups.

Figure:22 Attribute Service Quality Model
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Source: Adapted from Haywood-Farmer (1988)

Services typically have three fundamental characteristics: physical facilities and processes;
behavioral aspects; professional judgement. Many different components make up each attribute.
Each collection of characteristics in this model, as seen in Figure, creates the triangle's apex. A
client may believe that he will be treated according to his sequence if there is too much attention
placed on procedures. While focusing too much on one of these factors at the expense of others
may be appropriate, it might be disastrous. The author attempted to map various service settings
into this model according to the level of contact and interaction, labor intensity, and level of service
customization. Services that, for example, are more closely aligned with the model's physical
facility and process attribute are those that have low labor intensity and client contact

customization (utilities, transportation of goods, etc.). The model therefore implies that additional



99

consideration must be given at this time to ensure that equipment is dependable and simple for

customers to use.

3.2.3.3.1 Benefits:
1. This model offers a framework for categorizing service organizations along three

dimensions for better quality management.

2. It has the ability to increase comprehension of the ideas behind service quality and offer
guidance on how to direct marketing efforts toward the most appropriate customer
segment.

3. This approach is helpful both during the planning phase and on occasion as the service and
perhaps client preferences change.

3.2.3.3.2 Limits:
1. There is no information regarding the measuring scale provided by the proposed model.

2. The model falls short in giving management guidance on the approach and steps that may

3. be taken to recognize service quality issues and then keep an eye on them.

3.2.3.4 SQ4: Synthesised Model of Service Quality (Brogowicz et al., 1990)

Even if a consumer has not yet used the service but has heard about it through word of mouth,
advertising, or other media channels, there may still be a gap in the service's quality. Therefore, it
IS necessary to take into account both real customers' evaluations of the service quality received as
well as those of potential consumers. This concept makes an effort to combine conventional
managerial structures, service design, and marketing initiatives. The goal of this model is to
pinpoint the elements of service quality within a traditional planning and management framework,
implementing, and controlling. As seen in Figure 23, the synthesised model of service quality takes
three variables into account when determining how technical and functional quality expectations

are affected: company image, external influences, and traditional marketing activities.
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Figure: 23 Synthesised Model of Service Quality
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3.2.3.4.1 Benefits:

1. Inany industry, managers can increase the achievement of their service offerings by
using this model and related managerial activities.

2. Inorder to prevent or reduce the gap in service quality, This methodology pinpoints
crucial elements that require methodical managerial oversight throughout planning,
execution, and control.

3.2.3.4.2 Limits:

1. Empirical studies are required to ascertain how much each of the three variables weighs
in relation to shaping expectations.

2. The best way to combine physical and human resources to provide the necessary level of

technical and functional service quality is not discussed.
3. The model needs to be adjusted for various service situations because it is not universal.
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3.2.3.5 SQM 5: Performance Only Model or SERVPERF Model (Cronin and Taylor, 1992)

Consumer satisfaction is a predicate of service quality and has a major impact on purchase
intentions, according to Cronin and Taylor (1992, p. 65). This sentence leads to two possible
hypotheses:

He: There is a positive impact of service quality on customer satisfaction.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)
Hg: There is a positive impact of customer satisfaction on brand loyalty.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)

The authors of the performance-only (1992) model, contrasted calculated perception-based
difference scores to come to the conclusion that only perceptions are a better predictor of service
quality. By demonstrating that service quality is a form of consumer attitude and that performance-
only (1992) They contended that a measure of service quality is a better way to gauge service
quality using the framework of Parasuraman et al. (1988) regarding the conception and assessment
of service quality, SERVPERF—a performance-based service quality measurement—was
established.
Figure: 24 Performance Only model (SERVPERF)

Dimension I Dimension k
e S ")

Source: Adapted from Martinez and Martinez (2010)

They claimed that SERVQUAL (1991) confuses attitude and satisfaction. They said that the
adequacy-importance model can be used to operationalize the concept of service quality as being
"akin to an attitude." They specifically argued that service quality is determined by Performance
rather than "Performance-Expectation.” With the presumption is that the product's perceived
ability to satisfy customers can be conceptualized as the product's degree of conformity to the

qualities of the consumer's ideal product.
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3.2.3.5.1 Benefits:
1. The concept of and metrics for measuring service quality should be an attitude.

2. In comparison to SERVQUAL, the performance-based SERVPERF is more effective
because it immediately results in a 50% decrease in the quantity of items. while producing
superior results.

3. Customer satisfaction is a prerequisite for service quality, which may influence purchase

intentions more effectively.

3.2.3.5.2 Limits:
1. As people from different cultures would have different expectations and scripts for the

service encounters, the model does not have a decent ranking on the goodness of fit index
when considering diverse cultures.

2. The model has to be tested in sectors with substantial involvement.

3. The various construct measures have not all been looked at.

3.2.3.6 SQM 6: Satisfaction-Service Quality Model (Spreng and Mackoy 1996)

This model (Figure: 25) makes an effort to improve comprehension of the concepts of perceived
service quality and customer satisfaction. Customer satisfaction, which significantly influences
purchase intentions, is a function of service quality, according to Cronin and Taylor (1992, p. 65).
As a result, a model of perceived service quality and satisfaction was developed (Spreng and
Mackoy, 1996) (SQM®6). This model leads to two possible hypotheses:

He: There is a positive impact of service quality on customer satisfaction.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)
Hg: There is a positive impact of customer satisfaction on brand loyalty.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)

The model highlights the connection between total service quality and customer satisfaction and
expectations, perceived performance desires, desired congruency, and expectation
disconfirmation. Ten advising attributes are used to measure these (convenience in making an

appointment, friendliness of the staff, advisor listened to my questions, the advisor provided
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accurate information, the knowledge of the advisor, the advice was consistent, advisor helped in
long-range planning, the advisor helped in choosing the right courses for career, advisor was

interested in personal life, and the offices were professional).

Figure: 25 Satisfaction-Service Quality Model
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3.2.3.6.1 Benefits:
1. The attribute-based paradigm is preferred when determining service quality assessments

for technologically based self-service choices.
2. The total affect model is also supported.

3.2.3.6.2 Limits:
1. This paradigm does not emphasize how service quality is obtained and implemented.

2. The approach falls short in giving recommendations for raising service quality.

3.2.3.7 SQM 7: Service Quality, Customer Value and Customer Satisfaction Model (Oh,
1999)

A comprehensive approach that combines customer value, service quality, and customer
satisfaction was put out by the author (Figure: 26). Decision-making that occurs after a purchase
is the main emphasis of the suggested paradigm. Towards the paradigm, arrows point in the

causative directions. The model takes into account important factors like perceptions, service
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quality, customer satisfaction, customer value, and repurchase intentions. The intention to spread
positive word of mouth is finally characterized as a direct, integrated function of perceptions,
value, satisfaction, and repurchase intentions. The model provides evidence that a customer's post-
purchase decision-making is significantly influenced by their perceived value. It is a direct
precursor to customer satisfaction and plans for repeat purchases. The results also demonstrate that
perceived pricing negatively affects perceived customer value and has no bearing on perceived

service quality. This model leads to two possible hypotheses:

He: There is a positive impact of service quality on customer satisfaction.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)
Hg: There is a positive impact of customer satisfaction on brand loyalty.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)

Figure: 26 Service Quality, Customer Value and Customer Satisfaction Model
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3.2.3.7.1 Benefits:
1. The model can be utilized as a conceptual foundation for consumer decision-making and

firm evaluation performance.

2. This model offers guidelines and objectives for customer-focused business initiatives.

3.2.3.7.2 Limits:
1. The model has to be made more universal to account for various service contexts.

2. Less items are used to measure the model variables.
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3.2.3.8 SQM 8: Antecedents and Mediator Model (Dabholkar et al., 2000)

Figure illustrates a thorough model of service quality that examines its antecedents, outcomes, and
mediators in order to give readers a clearer grasp of the idea at hand. The relevant aspects
associated to service quality is preferable to think as precursors or constituents. in this model,
which also looks at the connection between customer satisfaction and behavioral intentions. This
model leads to two possible hypotheses:

He: There is a positive impact of service quality on customer satisfaction.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)
Hs: There is a positive impact of customer satisfaction on brand loyalty.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)

Figure: 27 Antecedents and Mediator Model
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3.2.3.8.1 Benefits:

1. Customers evaluate several aspects of the service, but they also formulate a distinct
evaluation of the service quality as a whole (which is not a simple sum of the parts).

2. The antecedent's model can give a thorough grasp of service quality and the
methodology used to create these evaluations. Customer satisfaction is a more accurate
indicator of behavioral intentions.

3. When attempting to determine customer ratings of service, a significant mediating
function was discovered, supporting the idea that measuring customer satisfaction

independently of service quality is vital.
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3.2.3.8.2 Limits:

1. Regarding the number of things to be used in various retail service situations, there is
much dispute.

2. Additionally, it is not a universal model usable in all retail sectors. Researchers contend
that the impact of variables including environment, cost, distance, promotion, etc. has not
been taken into account.

3. The model has practical issues because it is not employed to ascertain the connection
between service quality and other variables very successfully (Martinez and Martinez,
2010).

4. Due to the existence of dimensions and subdimensions, the RSQS model entails a fairly
complex statistical method (Martinez & Martinez, 2010).

5. There is no empirical support for the hierarchical structure (Ladhari, 2008).

3.2.3.9 SQM 9: Internal Service Quality Model (Frost and Kumar, 2000)

The authors developed an internal service quality model based on the idea of the GAP model
(Parasuraman et al., 1985). Front-line staff and internal suppliers, or support staff, are the
customers in a large service organization. The model (Figure: 28) assessed the attributes and how
they interact to determine the quality of the service. The difference between the expectations of
front-line employees (internal customers) and support staff (an internal supplier) is exemplified by
the internal gap 1. Internal gap 2 is the significant difference in service quality between what was
obtained and what was expected, leading to an internal service performance gap. The third internal
gap pertains to front-line employees, sometimes known as internal customers. The reason for the
disparity is that front-line staff members' perceptions of the quality of service from support staff

(internal suppliers) differ from their expectations.
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Figure: 28 Internal Service Quality Model
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3.2.3.9.1 Benefits:
1. Understanding internal customers' and internal suppliers' perspectives and expectations is

crucial to determining the perceived quality of internal services.

3.2.3.9.2 Limits:
1. It must be universal to all internal contexts.

2. No consideration is given to the model's response to environmental changes.

3.2.3.10 SQM 10: Internal Service Quality DEA Model (Soterio and Stavrinides, 2000)

When evaluating a bank branch's success, it's crucial to take service quality into account. The
branch may record a large amount of sales as well as profits, but due to declining service quality,
it will lose its competitive advantage over time. The authors offered a service quality model that a
bank branch might utilize to guide its resource allocation. The approach offers guidance on how
such metrics might be incorporated to improve service quality rather than attempting to build
service quality measures. The model identifies underutilized resources. Consumable resources like
persons, space, time, etc. and the number of accounts in various categories make up the two sets
of inputs for the model. The model's output is the perceived level of service quality among branch
employees. According to the clientele, the data envelope analysis (DEA) model (Figure: 29)
evaluates branches based on how well they are able to translate these resources (inputs) into their
desired degree of service quality (outputs). The DEA model will pinpoint underachievers and offer

recommendations for their improvement. While the input minimization DEA model will
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demonstrate how much fewer consumable resources can be used to maintain the same level of
service quality, the output maximization DEA model will demonstrate how much more service
quality can be achieved with the same amount of consumable resources. The development of the
DEA-based model appears to have resulted from the need among practitioners for a strategy to

maximize service quality with limited inputs (Soteriou and Stavrinides, 2000).

Figure: 29 Internal Service Quality DEA Model
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Source: Adapted from (Soterio and Stavrinides, 2000)

3.2.3.10.1 Benefits:
1. Identifies the resources that could be more effectively used to create higher levels of

service quality.

3.2.3.10.2 Limits:
1. Does not offer a means of evaluating the quality of the services.

2. The model disregards different bank performance metrics.

Eleven service quality models are summarized in Table: 4 in light of the discussion above.
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Table: 4 Summary of the Service Quality Models

Name of the Name of the Dimensions Critics
Developers Models
Gronroos, Technical and Technical Quality, How to measure this model is not specified.
1984 Functional ) )
Quality Model Functional Quality and
Corporate Image
Parasuraman GAP Analysis Reliability, Responsiveness, Simply an exploratory study.
etal., 1985 Model Competence, Access, ) ]
Courtesy, Communication, The concept fails to explain how to measure
Credibility, Security, precisely.
Understanding/ I_(nowmg the Blurring of the lines amid Service Quality and
customers, Tangibles ) .
Customer Satisfaction.
- — Focuses on process rather than results.
Parasuraman | SERVQUAL Tangibles, Reliability,
etal., 1988 Model Responsiveness, Assurance Respondent confusion stems from the
and Empathy SERVQUAL scale's complexity.
The timing of the SERVQUAL scale seems to
have bored and bewildered the respondents.
The negative questions on the scale lead to
confusion among responders.
Haywood- Attribute Service Physical Facilities, Process How to measure this model is not specified.
Farmer, 1988 | Quality Model and Procedures,
Inadequate justifications for actual
People’s Behavior, implementation
Conviviality and Professional
Judgement
Brogowicz et | Synthesised Company Image, Require empirical confirmations.

al., 1990

model of service
quality

External Influences,

Traditional Marketing
Activities,

Technical and Functional
Quality Expectations

Need to be examined for various service
configurations.
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Customer Value and
Customer Satisfaction
Model

Perceived Service Quality,
Perceptions, Perceived
Customer Value, Customer
Satisfactions, Repurchase
Intentions, Word of Mouth

Name of the Name of the Models Dimensions Critics
Developers
Cronin and Performance Only Reliability, Assurance, Need to be applied universally in all
Taylor, 1992 Model Responsiveness, service settings.
SERVPERF Tangibles and Empathy Establishing quantitative linkages is
necessary.
Spreng and Satisfaction-Service Desires, Perceived Not draw attention to how service
Mackoy 1996 Quality Model Performance, Expectations, quality is established and applied.
Desires Congruency, ) o )
Expectations Disconfirmation, Makes insufficient suggestions for
Overall Service Quality, improving the service quality.
Overall Satisfaction
Oh, 1999 Service Quality, Actual Price, Perceived Price, The model has to be made more

universal to account for various
service contexts.

Less items are used to measure the
model variables.

Dabholkar et

Antecedents and

Reliability, Personal Attention,

It is not an all-inclusive approach.

Service Quality

al., 2000 Mediator Model Comfort, Features, Service )
Quality, Customer The model has challenges with
Satisfactions, Behavioral application.
Intentions .
The model uses a rather sophisticated
statistical technique.
There is no evidence to support this.
Frost and Internal Service Expected Service, Perceived It must be universal to all internal
Kumar, 2000 Quality Model Service, Service Delivery, contexts.
Support Staff Perception of No consideration is given to the
Front-Line Expectations and model's response to environmental
Translation of perceptions into changes.
Service Quality Specifications
Soterio and Internal Service Consumable Resources, Does not offer a means of evaluating
Stavrinides, Quality DEA Model the quality of the services.
2000 Account Structure and

The model disregards different bank
performance metrics.

Source: Author

The review of these 11 models for measuring service quality brought to light a number of
problems, arguments, and model concerns. It is clear that there is a lack of both a conceptual
definition and model of service quality as well as an operational definition that is generally

accepted for use in measuring service quality. Nonetheless, the overwhelming majority of models
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and criteria lend credence to the notion that customers ought to assess the real quality of services
by contrasting their expectations and perceptions of them. Additionally, it is noted that the outcome
and measurement of service quality depend on the environment, circumstance, need, and other
elements of the service. The difficulty of the subject is further increased by this. These
specifications necessitate a continuous effort to understand, verify, and improve the way that

service quality is currently measured.

3.2.3.12 Service Quality and Customer Satisfactions are Two Different Dimensions

Although they are two distinct variables, customer satisfaction and service quality are related.,
according to researchers like Berry et al. (1988), Dabholkar et al. (2000), Oliver (1993),
Parasuraman et al. (1986, 1994), Schneider and White (2004), and Spreng and Mackoy (1996).
While satisfaction pertains to a specific transaction, service quality is a general or all-
encompassing attitude toward the excellence of the service. This suggests that satisfaction is more
situational (Parasuraman et al. 1986). Service quality, according to Schneider and White (2004),
is a customer's assessment of the service itself, which is descriptive and factual, whereas Customer
satisfaction is more of an evaluation, often based on emotion, of the emotional impact the service

has on the consumer.

3.2.3.13 The Relationship Between Service Quality and Customer Satisfactions

Further investigation revealed that it may be more accurate to see service quality as an antecedent
of client satisfaction (Oliver 1993, Parasuraman et al. 1994, Spreng and Mackoy 1996, Dabholkar
et al. 2000). Since they discovered empirical data demonstrating that service quality is an
antecedent of customer satisfaction, Spreng and Mackoy (1996) adapted an Oliver (1993) model.
To put it another way, according to the model of Spreng and Mackoy (1996), service quality has

an impact on customer satisfaction. This paragraph leads to possible hypotheses:

He: There is a positive impact of service quality on customer satisfaction. (In the conceptual

framework portion- see chapter: 4, part one, further specifics will be covered.)
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3.2.3.14 The Relationship Between Service Quality, Customer Satisfaction and Brand
Loyalty/Patronage Intentions/Behavioral Intentions/Repurchase Intentions

Dabholkar et al. (2000) further clarified the relationship between service quality and customer
satisfaction by discovering that the latter acts as a mediator between the former and behavioral
intentions. Additionally, Dabholkar et al. (2000) discovered even though specific factor
assessments about the service are more strongly correlated with service quality, customer
satisfaction is a far stronger predictor of behavioral intentions. According to Schneider and White
(2004), the customer satisfaction construct is used to diagnose how customers feel and their
behavioral intentions, whereas the service quality construct is used to diagnose how the
organization executes. In order to maximize sales and the organization's net profit, behavioral
intentions in the marketing management literature relate to buying intentions, specifically to

customer loyalty and the intention to repurchase.

According to Olorunniwo et al. (2006), while it only partially mediates the influence in the
accommodation sector, customer satisfaction in retail banking entirely mediates the impact of
service quality on purchase intentions. A mediating connection is one in which a third variable
influences the path connecting two variables (e.g., service quality leads to customer satisfaction
that drives patronage intentions or brand loyalty). Others contend that service quality is either
industry- or context-specific, contrary to Levitt's (1981) suggestion that an attempt to
conceptualize the concept of service quality as a whole may be fruitless (Cronbach 1986, Babakus
and Boller 1992). This paragraph leads to possible hypotheses:

Hs: There is a positive impact of customer satisfaction on brand loyalty.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)

Although customer service and customer relations are not the same things, Mohanty and Behara
(1996) asserted that they are a component of service quality. There is no definitively proposed
theory for service quality, customer satisfaction, and patronage intentions /brand loyalty; however,
when customers are viewed as the organization's future assets (Mohanty and Yadav 1994), the
following four types of linkages (Figure: 30) can be seen (Olorunniwo and Hsu 2006, Olorunniwo
et al. 2006, Prakash et al. 2011b).
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3.2.3.15 Linkage of Service Quality

Figure: 30 Linkage of Service Quality

Service Quality Service Quality
"

ustomer Pat
Satisfaction alronage

Intention
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Intention

a) Patronage Intention Free Insignificant Linkage b) Patronage Intention Free Significant Linkage

Service Quality Service Quality

ustomer P ustomer Fatronage
””””” I:I:::iafne Satisfaction
c) Patronage Intention Constrained Insignificant Linkage d) Patronage Intention Constrained Significant Linkage

Source: Adapted from (Olorunniwo et al. 2006)

A. Patronage Intention-free, Insignificant Linkage:

Although there is no aim of patronage involved in the offering, the service provider is protected
by customer satisfaction. Nevertheless, there is little correlation between customer satisfaction and
service quality because there are many competitors selling similar products.

B. Patronage Intention-free Significant Linkage:
While customer satisfaction safeguards the service provider, the service does not include any
intention of patronage. However, because there are few competitors offering different products,

there is a significant link between service quality and customer satisfaction.

C. Patronage Intention Constrained Insignificant Linkage:
The service provider is protected by patronage intention and customer contentment, but because
there are so many rivals selling comparable goods, the relationship between customer satisfaction

and patronage intention is weak.
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D. Patronage Intention Confined Significant Linkage:
Customer satisfaction and patronage intentions safeguard the service provider, but because there
are few competitors who offer different products, there is a significant link between customer

satisfaction and patronage intension.

Here, B and D of (Figure: 30) Linkage of Service Quality, leads to two possible hypotheses:

He: There is a positive impact of service quality on customer satisfaction.
(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)
Hs: There is a positive impact of customer satisfaction on brand loyalty.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)

3.2.3.15.1 Benefits of the Linkage of Service Quality

This description of the relationship between service quality and customer satisfaction makes the
assumption that customer retention must be earned. They are essential for a business because they
preserve sales, margins, and profits, boost existing customer loyalty and value, encourage cross-
product purchases, differentiate brands, prevent the entry of new brands, compete with rival loyalty
programs, and other things. Repeat business, attracting profitable clients, collecting additional data
on clients, rewarding devoted clients, and other strategies are all part of customer retention for the

purpose of increasing revenue (Reinartz and Kumar 2002).

3.2.3.16 Patronage Intentions, Behavioral Intentions, and Repurchase Intentions are
Considered to be Smaller Subsets of Brand Loyalty Concepts

In many service research and customer satisfaction models, intentions, which are arbitrary
judgments about how a person will behave in the future, are typically used as dependent variables
(Boulding et al., 1993; Soderlund and Ohman, 2003). This implies that intention is a complex
variable and must be influenced by independent variables. On the other hand, repurchase intent
was acknowledged as a valid service outcome by Butcher (2005) and was also viewed as a

quantifiable outcome. As opposed to Soderlund and Ohman (2003) who view repurchase
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intentions as expectations. In general, repurchase intention is the person's decision regarding
repurchasing a specific service from the same business, considering their current circumstances
and expected future ones (Hellier et al. 2003, p. 1764). Therefore, repurchasing a brand is not the
same as being devoted to it. Situational considerations or a lack of brand preference on the part of
the customer may cause a repurchase. Repeat business is thus one of the results but by no means
the key to establishing loyalty. When a customer actively promotes a brand without receiving
compensation, brand loyalty has been formed. Marketers should be interested in the factors

influencing loyalty as well as repurchasing itself.

In a business context, according to Mcllroy and Barnett (2000), The term "loyalty™ now refers to
a customer's dedication to doing business with a specific company, constantly using their products
and services, and endorsing them to friends and associates. On the other hand, Customer loyalty
entails, according to Anderson and Jacobsen (2000), the outcome of a company providing a benefit
to a customer in order to keep or increase their purchases from the company. They claimed that
genuine customer loyalty is developed when a customer actively promotes a business without

receiving remuneration.

Besides, Customer loyalty, is the fervent desire to continuously purchase or use a favored good or
service in the future, even in the face of external factors and marketing campaigns that would tempt
consumers to behave differently (Oliver,1997). Sirohi et al. (1998) also recommended using
consumer loyalty, such as repurchase intentions, intention to buy more items in the future, and
intention to recommend products to others, to quantify purchase intents. As seen from the
definition above, there is no distinction between brand loyalty and customer loyalty. Customer or
brand loyalty is a more sophisticated concept and includes a broader meaning than patronage,

behavioral, and repurchase intentions.

Fundamentally, the following criteria can be used to define brand loyalty: (1) vowed to make
deliberate, non-random purchases, (2) behavioral response or purchase intention, (3) repeated
purchase over time, (4) by some decision-making unit, (5) with respect to one or more alternative
brands out of a set of such brands, (6) which is a function of psychological (decision making,

evaluative) processes leading to brand commitment (Jacoby and Chestnut; 1978, pp. 80-81).
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Therefore, the brand loyalty concept is used in this research instead of patronage, behavioral, and

repurchase intentions.

3.2.3.17 Research Gap and Contributions

Despite its critics, the SERVQUAL (Parasuraman et al., 1988) model or scale is widely accepted
and usable across diversified industries. The SERVQUAL model is the inspiration for all other
models. For example, concerning the design and assessment of SERVQUAL Parasuraman et al.
(1988 and 1985), Cronin &Taylor (1992) developed SERVPERF, a performance-only tool for
evaluating service quality. They contrasted computed difference scores with perception and came
to the conclusion that only perceptions, rather than expectations, are a superior predictor of service
quality. But the SERVPERF model's quantitative link was not clarified.

On the other hand, the GAP model has allegedly led to a blurring of the lines between the two
notions of Service Quality and Customer Satisfaction (Ladhari, 2008). Moreover, instead of
emphasizing the results of the service, the SERVQUAL model focuses on the service process
(Babakus & Boller, 1992). Both SERVQAUL and SERVPERF scale prerequisites are to be
modified based on the service sector. Another criticism of the SERVQUAL scale is that because
it uses a performance and expectation scale to measure service quality, it takes a long time to

administer that may elicit an erotic response from the respondent at the time of data collection.

Given these facts, a scale is proposed that considers the performance-only components of the
SERVQUAL scale. As opposed to measurements of expectations, this scale is going to take
customer satisfaction and patronage intent into account like as Antecedents and Mediator Model
of (Dabholkar et al., 2000) and the Linkage of Service Quality model of (Olorunniwo et al. 2006).
However, the theoretical relationships are demonstrated and described in (Figure: 31). Finally, the
suggested new linkage model subdimensions are altered in accordance with the service industry.
Customer satisfaction and brand loyalty function as a result generator for the company, and the
scale makes it simpler for responders to understand the scale. Furthermore, in this research, the
brand loyalty concept is used instead of patronage, behavioral, and repurchase intentions. Because

Customer or brand loyalty is a more sophisticated concept and includes a broader meaning than
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patronage, behavioral, and repurchase intentions (see previous point: 3.9.3.16). The proposed new

linkage model (Figure: 31) leads to two possible hypotheses:

He: There is a positive impact of service quality on customer satisfaction.
(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)
Hg: There is a positive impact of customer satisfaction on brand loyalty.

(In the conceptual framework portion- see chapter: 4, part one, further specifics will be covered)

Figure: 31 Proposed Linkage Model for CBSBEM

Service Customer Brand
Quality Satisfaction Loyalty

Source: Author’s Own Creation

3.2.3.18 Epilogue

In this section of the literature review part two, the definition of service quality, different models
of service quality, and the relationships among various concepts are discussed. Research gaps are
identified and research contributions are explained. The forthcoming section, further information
regarding the proposed scale and its dimensions—service quality, service satisfactions, and brand
loyalty—are going to be comprised. A detailed explanation of the suggested customer-based
service brand equity model, its dimensions, and the connections between them are provided in the
conceptual framework section (see chapter: 4, part one). The impact of marketing communications
and service quality on brand equity are stated clearly in the conceptual framework on service
branding. A new linkage model is suggested and connected to a customer-based service brand

equity model.
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CHAPTER:4

DISCUSSION
4.1 Part One: Developing Conceptual Framework for Service Branding

4.1.1 Prologue

In this section, a model for customer-based service brand equity (Figure: 32) is developed by an
extensive review of the literature research covered in the preceding sections. Marketing
communications options, brand awareness & associations, service quality dimensions, customer
satisfaction, brand loyalty, and brand equity- the six key dimensions- are hypothesized to have
directional relationships and shape customer-based service brand equity model. The relationship

among variables (dimensions) are explained elaborately.

4.1.2 CBSBE Model Development

The fact that the quality of services might vary based on the particular provider or suppliers and
that they are less tangible than products, is one of the obstacles in marketing them. As a result,
branding can be crucial for service businesses as a means of addressing issues with intangibility
and variability. These distinctive qualities of services (e.g., intangibility, inseparability,
heterogeneity) necessitate modifications to the goods-based branding frameworks, because when
analyzing service-dominant brands, unique brand equity aspects emerge (Blankson & Kalafatis,
1999; O'Cass and Grace, 2004; Kayaman & Arasli, 2007). “In Literature review-based
dissertations, your original contribution to knowledge comes from your critical synthesis of the
existing literature to generate new insights into your topic. Your dissertation is unique because this

is likely the first time anyone has approached the literature posing the questions you have”
(Yardley, 2022, pp. 2,3).
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Figure: 32 Proposed Customer-Based Service Brand Equity Model

Marketing
Communications

Source: Author’s Own Creation

The proposed Customer Based Service Brand Equity Model (Figure: 32) consists of six main
dimensions: marketing communications, brand awareness & associations, service quality
(customer experiences), customer satisfaction, brand loyalty and brand equity. Each of these

dimensions can be subdivided into several dimensions.

A customer of any service brand, first aware of any service brand through marketing
communications, these communication sources can be controlled directly by service organization
or can be from external/non-controllable sources. For example, think about a complex and
expensive service situation of any Bank, Real estate, Insurance or Health care sector. At first,
customer will try to find out which service brand will solve his problem and provide the best value
for money as well as after sales services (if necessary). Testimonials or recommendations from
friends and relatives are taken as the most reliable sources of information rather than the
information available in newspapers, TV advertisement, magazine or other social media. Because,
for services that value experience, word-of-mouth marketing is especially crucial (where the
customer must experience the service to determine its quality) and credence qualities (when it’s
possible that even after the service is provided, the consumer can’t tell how good it is) Hallowell

(2002). In fact, word-of-mouth (WOM) is a powerful decision-making tool, and customers will
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actively seek it out and rely on it, as customers perceive that risk will be higher. Moreover,
customers with less expertise of a service rely more on word-of-mouth than do knowledgeable

customers.

After getting information about the service organization (either internal or external sources), a
customer become aware of or form brand awareness and associations in his mind about that service
brand. Then he might go to the service organization in order to experience the service. Customer
will judge the service based on the environments of the organizations. This environment includes
both human and non-human elements like as the service quality dimensions. If the service provided
by the provider meet the needs of that customer, he become satisfied. After that he become loyal
and will purchase other services provided by the same organization and will recommend his friends
as well as relatives. Finally, that brand equity will raise higher. On the other hand, if a customer
gets positive information about a service brand then experiences negative services, he will be
dissatisfied and finally will generated negative word of mouth through social media, which in turn
affect the service brand equity negatively. For restaurants, entertainment, banking, and personal
services, word-of-mouth is likely to be especially significant (Keller et al., 2015; p.52). In order to
develop service brand equity, marketing communications and service quality work in harmony.
This study aims to investigate the relationship between brand marketing communications, services

marketing and brand management.

In brief, Figure:32 depicts that, Customer based service brand equity model consists of several
dimensions and each of them directly and positively have an impact on brand equity. Marketing
communications have a direct and positive impact on brand awareness & associations and brand
equity. Service quality have an impact on brand awareness & associations, customer satisfaction
and brand equity. Finally, marketing communications, brand awareness & associations, service

quality, customer satisfaction and brand loyalty have a direct and positive impact on brand equity.
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4.1.3 Dimensions of Customer Based Service Brand Equity Model

4.1.3.1 Marketing Communications

First dimension of Customer based Service Brand Equity Model (Figure:32) is marketing
communications. Organizations use marketing communications to inform, persuade, and remind
customers about the brands they sell, either directly or indirectly. Marketing communications serve
as the brand's voice and a channel via which it may engage with customers and develop bonds with
them. Each kind of communication can be evaluated based on how well it promotes brand
awareness and how well it builds, sustains, or strengthens positive and distinctive brand
associations (Keller, et al., 2015). On the other hand, Kotler et al., (2009, p.460), mentioned that
brand equity is influenced through marketing communications activities like advertising, sales
promotions, events & experiences, public relations & publicity, interactive marketing, direct
marketing, word-of-mouth marketing and personal selling. Therefore, brand equity is affected by
marketing communications, which (marketing communications) also influenced by sales
promotions, events and experiences, public relations and publicity, direct marketing, interactive

marketing, word-of-mouth marketing, and personal selling activities.

4.1.3.2 Marketing Communication Options for Services and Goods

Table: 5 shows a few of the standard marketing communication options for the consumer market
(Keller et.al., 2015). On the other hand, the majority of service marketers have access to a variety
of communication channels (Table: 6 Marketing Communications Mix for Services), which are
referred to as the marketing communications mix as a whole (Lovelock et. al., 2011, p.171).
Different communication elements have unique capacities in terms of the kinds of messages they

may send and the market groups most likely to be exposed to them.



Table: 5 Marketing Communication Options

Media Advertising
TV

Radio
MNewspaper
Magazines

Wireet
Mail
Telephone
Broadcast Media
Print Media
Computer-related
Media-related

ponse Adv

Place Advertising

Billboards and Posters
Movies, Airlines, and Lounges
Product placement

Point of Purchase

Trade promotions

Trade deals and buying allowances
Point-of-purchase display allowances
Push Money

Contests and dealer incentives
Training Programs

Trade Shows

Cooperative Advertising

Consnmer FPromotions

Premiums

Refunds and Rebates
Contests and Sweepstakes
Bonus packs

Price-offs

Consnmer Fromotions
Samples

Coupons

Premiums

Refunds and Rebates
Contests and Sweepstakes
Bonus packs

Price-offs

Imteractive
Websites
E-mails

Banner ads
Rich media ads
Search

Videos
Message boards and forums
‘Chat rooms
Blogs
Facebook
Twitter
YouTube

Event marketing and Sponsorship
Sports

Arts

Entertainment

Fairs and Festivals
Cause-related

Miobile

SMS & MMS messages
Ads

Location-based services

Publicity and Pablic Relations
Word-of-Mouth
Persomal Selling

Source: Adapted from Keller et.al., (2015)

Table: 6 Marketing Communications Mix for Services
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Personal
Communications

Advertising Sales Promotion

Publicity & Public

Relations Instructional Materials

Corporate
Design

Selling

:

Broadcast

Sampling

Customer
Service

M

Press
releases/Kits
Press
Conferences

Sign-up
rebhates

i

Sponsorship

Brochures }1—

Signage

Telemarketing

e

Gifts —]

Outdoor

L

Word of Mouth

Video-
Audiocassettes

Direct Mail

k_

**Media-
Initiated
Coverage

|——

** Denotes Communications Originating from Qutside

the organization

Source: Adapted from Lovelock et. al., (2011) Page 171 (Seventh Edition)
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Figure:33 Sources of Messages Received by a Target Audience
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"/ Media Editorial

Messages Originating Outside the Organization

Source: Adapted from a Diagram by Adrian Palmer, principles of Services Marketing, London: McGraw-
Hill, 4" ed., 2005, p. 397

Additionally, Lovelock et. al., (2011, p. 170-171), the marketing mix for services can be divided
into two categories: channels managed by the company and those originating from outside
organizations. The transmission of messages through marketing channels (such as traditional
media and the internet) and the transmission of messages through the service provider's own
service channels are two more categories of messages coming from internal sources (Figure: 33).
Companies have access to a variety of communication tools (Table: 5 & 6). The next passage will

briefly review the important concepts:

Advertising

Advertising, the most common means of consumer marketing communication, frequently serves
as the first point of contact between service marketers and their clients. It is essential for delivering
accurate details about services and informing customers about the features and capabilities of

products. It raises awareness, informs, persuades, and reminds consumers.
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There are many different types of paid advertising media, such as broadcast (TV and radio), print
(magazines and newspapers), movie theaters, and various outdoor media available (posters,
billboards, electronic message boards, and the exteriors of buses or bicycles) (Lovelock et. al.,
2011, p.171). Direct marketing techniques like mailings, telemarketing, or email are frequently

used to support advertising messages conveyed through mainstream media.

Public Relations (PR)

Through the use of press conferences, news releases, special events, and sponsorship of
newsworthy activities organized by other parties, public relations aim to generate positive interest
in a company and its products. The creation and dissemination of press releases (including images
and/or videos) with tales about the business, its goods, and its personnel is a fundamental
component of PR strategy. Other often used PR strategies include recognition and incentive
schemes, getting quotes from famous people, getting community support, fundraising, and getting
favorable press for the company through unique events and pro bono activities. These methods can
assist service organizations in developing their reputation and trustworthiness, creating lasting
bonds with their team members, clients, and the community, and securing an image that will help

them succeed in business (Lovelock et. al., 2011, p.172).

Sponsorship

Companies can gain widespread exposure by supporting high-profile events like the Olympic
Games, the World Cup football or cricket, where banners, decals, and other visual displays
continuously reinforce the company name and logo. Besides, press releases, the corporation keeps
a special page on its website updated with details about the unusual shipment. When two enormous
pandas were safely delivered from Chendu, China, to the national zoo in Washington, D.C., Fedex
received a lot of positive press. The pandas were transported abroad in specially made containers

on a FedEx plane called "fedexpanda one" (Lovelock et. al., 2011).



125

Direct marketing

Mailings, emails, and text messages all fall under this category (Lovelock et. al., 2011, p.173).
These channels assist companies to reach precisely targeted microsegments with customized
messaging. Modern on-demand technologies like email spam filters, TiVo, podcasting, and pop-
up blockers provide consumers more control over how, when, and by whom they want to be
contacted (Lovelock et. al., 2011, p.173). Permission marketing is a result of these developments.
It enables customers to self-select into the target categories as opposed to disturbing prospects by

interfering with their personal time.

Sales Promotions

Sales promotions typically target a certain time frame, price range, or customer base - occasionally
all three. The intention is to motivate customers to choose a good or service more quickly, in
greater quantity with each purchase, or more frequently (Fruchter et al., 2004). Samples, coupons,
other discounts, gifts, and competitions with prizes are just a few examples of the sales promotions
that can be used by service organizations (Lovelock et. al., 2011, p.173).

Personal Selling

Personal selling refers to interpersonal interactions in which efforts are made to inform customers
and foster preference for a certain brand or product (Lovelock et. al., 2011, p.174). Many
businesses, particularly those that promote business-to-business (B2B) services, either have a

specialized sales force or use agents and distributors to conduct personal selling on their behalf.

Trade Shows

Trade exhibitions are a common type of publicity in the business-to-business industry. Service
providers present tangible proof to inform and astonish these potential clients in the form of

exhibitions, samples, demonstrations, and brochures (Lovelock et. al., 2011, p.174).
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Company’s website

Marketers use their own websites for a variety of communications tasks, such as fostering
consumer awareness and interest, disseminating knowledge, offering advice, facilitating two-way
communication with clients via email and chat rooms, simulating product trials, enabling clients
to place orders, and gauging the success of particular advertising or promotional campaigns
(Lovelock et. al., 2011, p.175).

Online Advertising

Search engine advertising and banner advertising are the two primary choices (Lovelock et. al.,
2011, p.175). It offers a very specific and quantifiable return on investment. For example, pay-per-
click online advertising makes it possible, to track the relationship between advertising expenses

and the number of clients, who were drawn to a business's website or offer.

Banner Advertising

On websites, belonging to other companies as well as portals like Daraz or Yahoo, many
companies charge to post advertising banners and buttons. Typically, the aim is to drive traffic to
the advertiser's own website. Increasingly, online advertisers only pay when a user clicks through

to their website from the host site.

Search Engine Advertising

A reverse broadcast network is a type of search engine. Instead of broadcasting their messages to
customers, advertisers may now directly target these consumers with suitable marketing materials
thanks to search engines' ability to identify their particular needs through keyword searches (Seda,
2004). Advertisers have three options for placing their ads: they may sponsor a short text message
with a click-through link that appears alongside the search results; they can pay for placement; or

they can purchase high positions in the presentation of search results (Lovelock et. al., 2011,
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p.176). Pinstrom is one corporation that has created a lucrative business model based on extremely

targeted Internet advertising.

TiVo

Similar to a VCR, TiVo, also known as a digital video recorder (DVR) or personal video, may
digitally record numerous hours of television shows on its hard drive. TiVo, on the other hand, is
"always on" and continually records about 30 minutes of the channel being watched, unlike a VCR
(Lovelock et. al., 2011, p.179). Based on viewer reactions, the efficacy of advertisements can be

evaluated instantly.

Podcasting

With the help of podcasting, broadcast radio or television programs now have a new way to be
distributed. Independent producers can now make self-published, syndicated "shows" (Lovelock
et. al., 2011, p.179). When fresh "episodes™ become available, anyone who has subscribed to a
particular feed will instantly receive them. When the advertising message is more targeted, this

results in a higher investment return.

Mobile Advertising

These advertisements may be sent by text message, multimedia message (MMS), mobile gaming,
video, or even music played before a voicemail message. Through mobile advertising and the
usage of a global positioning system, customers can enter shopping malls and receive
advertisements from those malls offering coupons or discounts if they visited a certain store within
the mall (Lovelock et. al., 2011, p.179).
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Web 2.0

Marketers have little control over what is said because content in Web 2.0 is created, updated, and
improved by many people and shared freely. Marketing professionals must comprehend Web 2.0,
properly incorporate it into their overall marketing strategy, and even occasionally engage in

dialogue.

You Tube

YouTube is a popular platform for sharing videos, where registered users can upload videos while
unregistered people can watch most videos and comment on them. YouTube statistics helped

marketers quickly recognize the benefits of using the platform for marketing messages.

Social Networks and Communities

As social networks have grown in popularity, marketers have started to employ tools to examine
the networks within communities in order to find people who might be important in spreading
word of mouth about particular services. Marketers must keep in mind that they are in a community
where people would not appreciate their intrusion if they were to take advantage of these extensive
networks. Therefore, marketers need to think of original ways to include users in these networks.

Unlike most product marketers, service companies often have control over the channels for point-
of-sale and service delivery, which presents them with exceptionally potent and economical
communication opportunities. Particularly, messages may be delivered by service counters, front-

line staff, self-service delivery points, or even consumer training.

Service Outlets

Distributing impersonal messages through banners, posters, signage, pamphlets, video displays,
and audio is also an option (Lovelock et. al., 2011, p.178). Because, through the service delivery
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environment, both intended and unintended messages are conveyed to customers. The servicecape
can be designed with the assistance of interior architects and corporate design consultants to
coordinate the visual elements of the interior and exterior in order to communicate and reinforce

the firm's positioning and to alter the nature of the customers' service experiences in desired ways.

Frontline Employees

Customers may be assisted by frontline staff members in person, over the phone, or by email.
Front-line employees communicate through their main service as well as a range of additional
services, such as informational exchange, reservation management, money collection, and

problem-solving (Lovelock et. al., 2011, p.178).

Self-Service Delivery Points

Self-service delivery points include things like websites, ATMs, and vending machines. Clear
signage, detailed instructions on how to use the equipment (perhaps presented through diagrams
or animated movies), and user-friendly design are all necessary for promoting self-service delivery
(Lovelock et. al., 2011, p.178).

Customer Training

Some organizations, particularly those that sell complicated B2B services, provide formal training
programs to get consumers acquainted with the service offering and show them how to use it most
effectively (Lovelock et. al., 2011, p.180). Moreover, the frontline staff members who handle
service delivery may be given this responsibility. For example, electronic devices like as computer,

laptop, smartphone users require this type of training.
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Word-of-Mouth (WOM)

People's decisions to purchase (or not to purchase) a service can be strongly influenced by
recommendations made by other customers, which are typically regarded as more reputable than
firm-initiated promotional initiatives. For instance, several well-known service companies,
including Starbucks and the Mayo Clinic, developed strong brands in significant part by relying
on the word-of-mouth of their satisfied clients. Chat, social media, and online forums help to
spread word-of-mouth in addition to traditional email (Lovelock et. al., 2011, p.181). In fact, word-
of-mouth (WOM) is a powerful decision-making tool, and customers will actively seek it out and
rely on it, as customers perceive that risk will be higher. Besides, customers with less expertise of
a service rely more on word-of-mouth than do knowledgeable customers. Also, even during service
interactions, WOM occurs. Customers' conversations with one another regarding a particular
feature of the service can have an impact on their behavior and level of happiness (Harris et al.,
2004). This information is a key predictor of top-line growth (Reichheld et al., 2003).

Blogs or Web Logs

Blogs are frequently updated web pages with a reverse chronological list of entries. The easiest
way to characterize them is as open-ended online blogs, diaries, or news lists where anyone can
post anything about anything (Lovelock et. al., 2011, p.183). Their authors typically concentrate
on certain subjects, and many of them have emerged as genuine watchdogs and self-declared

authorities in their respective disciplines.

Brand Name

Brand names are crucial to the marketing of products and services. It is believed that a powerful
brand name will increase consumer preference, raise brand awareness, and help the product
succeed (Chan and Huang, 1997). As a matter of fact, many people point out the significance of
brand names in consumer assessments of brands because they help consumers recall brand
benefits, draw conclusions about products, and make purchasing decisions (Janiszewski and van

Osselaer, 2000; Zinkhan and Prenshaw, 1994). They also have a significant impact on reputation
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and choice (Holden and Vanhuele, 1999). So, it is indisputable that brand names serve as a useful

source of information for consumers.

Degeratu et al. (2000) point out that the brand name is given even more weight when there is a
shortage of information since it serves as a substitute for insufficient attribute information. The
brand name may very well prove to be an essential source of information given the nature of
services where consumers have little information at their disposal in their pre-purchase
evaluations. Turley and Moore (1995) even argue that because evaluating services can be
challenging, the brand name of the service becomes an essential part of the brand and a significant

source of information for the consumer.

In essence, each component of marketing communications has a direct and positive relationship
with marketing communications. Depending on the service companies or brands, there will be a
variety of subdimensions of marketing communications. Before conducting quantitative research
to determine service brand equity, it is advisable to conduct an exploratory study of a particular

service brand, in order to uncover the marketing communications components or dimensions.

4.1.3.3 Brand Awareness & Associations

Second dimension of the proposed model (Figure: 32) is brand awareness & associations. Raising
brand awareness through increased brand recognition through repeated exposure and strong
linkages with the right product category or other pertinent purchase or consumption signals is a

crucial step in building brand equity (for brand recall) (Keller et al., 2015).

The more times a customer “experiences™ a brand, it by seeing, hearing, or thinking about it, the
more likely it is to stick in their memory. Therefore, whatever that introduces a brand element to
customers—its name, symbol, logo, character, packaging, or slogan—can raise familiarity and
awareness of that brand element Keller et al., (2015, p.49). This includes advertising and
promotion, sponsorship and event marketing, publicity and public relations, and outdoor

advertising. In general, it is best for marketers to emphasize as many aspects as possible. For
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instance, Brac Bank uses its name, the "Unwavering Trust" slogan, logo- a recognizable emblem,

and its well-known jingle in TV advertisements to increase awareness.

The majority of conceptual frameworks of brand equity emphasize the importance of awareness.
Due to consumers' propensity to acquire well-known brands, which increases the company's
profitability and sales, brand awareness leads to a high degree of purchase (Baldauf et al., 2003).
The anchor that allows various associations to be connected to the brand is provided by brand
awareness. The most widely acknowledged part of brand equity is probably brand associations or
brand image. Strong associations with a brand help create a specific brand image. Brand
associations are defined by Aaker (1991) as "anything linked in memory to a brand" and brand
image is defined as "a set of [brand] associations, usually in some meaningful way" (p. 109).
Product attributes, consumer benefits, uses, lifestyles, product classes, competitors or rivals, and

countries of origin are a few examples of brand associations (Aaker 1991; Aaker 1992, 31).

On the other hand, Srivastava, and Ruekert (1994), mentioned that associations might be either
concrete, functional, or intangible, depending on the context. A significant portion of Keller's
(1998) model illustrates, different sorts of brand connections in the form of both product-related
and non-related qualities. The components of the primary product (or primary service) function
that consumers seek for are essentially what are referred to as product-related qualities. The
process of the primary service is referred to by the service-related qualities in the context of
services. For instance, when dining out, the customer pays for the food. To put it another way, they
are paying for the act of cooking their food. The cost of the service, the location where the meal is
prepared and placed on the customer's table, and the manner in which restaurant staff serve the
food are all outside of the process itself. Food preparation, kitchen cleanliness, and staff skill in

the kitchen are all internal to the process.

However, non-product-related traits are all other characteristics that are unrelated to how the
product or service works or how it is delivered. Keller (1993) divided these non-product-related
variables into four groups in his initial model: price, packaging, user imagery, and usage imagery.
His revised classification of non-product-related qualities in (1998) research, however, divided

them into price, user and usage images, brand personality, feelings, and experiences. This
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adjustment was made in response to a move in the literature on branding toward elements like
brand personality and sentimental influences (Aaker, 1997; Edell and Burke, 1987; Laroche et al.,
1996). On the other hand, due to the fact that it is not linked, when it comes to the acquisition or
use of a good or service, price is a trait that is unrelated to the product. (Keller, 1993, 1998).
Moreover, Price does not necessarily correspond to how well a product or service performs.
Essentially, it has been determined that price is a significant association in the evaluation of the
brand image and a strong quality indication (Arora and Stoner, 1996; Lassar et al., 1995; Rao and
Munroe, 1989).

Similarly, brand personality and user/usage imagery are added as attributes unrelated to the
product (Keller, 1998). Brand personality is the collection of human traits connected to a brand
(Aaker, 1997). Brands can be identified by personality traits or adjectives like as young, energetic,
extroverted, powerful, or sophisticated (Keller, 1998). To put it another way, it is possible to
portray and represent the brand personality using both psychographic and demographic traits.
(Aaker, 1997), offering a structure that allows for the positioning of the brand in the minds of
customers. Brand personalities are especially utilized to reflect the personality traits of the target
market, identifying with that market and drawing in those who view that personality as ideal
(Malhotra, 1988; Sirgy, 1982). A strong brand personality is said to heighten emotional
connections with the brand, boost preference and patronage, and cultivate loyalty and trust (Biel,
1992; Siguaw et al., 1999).

Brand extensions are more likely to be relevant to customers with higher brand association levels.
Moreover, in addition to marketing activities, there are other ways that consumers might associate
brands.: like as direct experience; online surfing; through information from other commercial or
nonpartisan sources such as Consumer Reports or other media vehicles; word of mouth; and by
assumptions or inferences consumers make about the brand itself, its name, logo, or identification
with a company, country, channel of distribution, or person, place, or event (Keller et al., 2015,
pp.51). For example, experiencing the buying of a shirt will be completely different from buying

service; medical treatment like gall bladder operation.
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In essence, each component of brand awareness & associations have a direct and positive
relationship with brand awareness & associations. Depending on the service companies or brands,
there will be a variety of subdimensions of brand awareness & associations. Before conducting
quantitative research to determine service brand equity, it is advisable to conduct an exploratory
study of a particular service brand, in order to uncover the brand awareness & associations
elements or dimensions. Furthermore, Yoo and Donthu's (2000) mentioned that brand association
and awareness will be merged as one dimension, rather than studying brand association as a distinct
dimension, as the development of brand awareness was necessary for brand association (Aaker
and Alvarez del Blanco, 1995). Additionally, practically all earlier research, according to Torres
(2014), did not distinguish between brand association and awareness. Therefore, the dimensions
of brand awareness and brand association are frequently integrated into one (Gil, et al., 2007,
Washburn and Plank, 2002).

In essence, all sub-dimensions of brand awareness & associations have a direct and positive
relationship with brand awareness & associations. Depending on the service companies or brands,
there will be a variety of subdimensions of brand awareness & associations. Before conducting
quantitative research to determine service brand equity, it is advisable to conduct an exploratory
study of a particular service brand, in order to uncover the brand awareness & associations

dimensions.

4.1.3.4 Service Quality

The third element of the proposed model (Figure: 32) is service quality. Consumer perceptions of
overall excellence or superiority are referred to as perceived quality (Zeithaml, 1988; Aaker and
Jacobson, 1994) of a product or service comparative to substitutes. This definition of perceived
quality perfectly matches with the definition of service quality. Since perceived quality is a
summarizing construct, it is fundamentally impossible to determine perceived quality objectively
(Aaker 1991, 85-86). That means it is a mixture of several elements like as service quality. On the
other hand, the sub-dimensions of company’s presented brand besides external brand
communications of Berry’s (2000) model are matched with the sub-dimensions of tangibles of
SERVQUAL (1988) model. Additionally, the sub-dimensions of customer experiences with the

company of Berry’s (2000) model are harmonized with the sub-dimensions of tangibles, reliability,
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responsiveness, assurance and empathy of SERVQUAL (1988) model. Therefore, it can be
claimed that the concept of service quality and customer experience are identical. It is appropriate

to regard customer experiences and service quality as one dimension or construct.

Early research on the subject of service quality (Gronroos, 1982; Lehteinen and Lehtinen, 1982;
Lewis and Booms, 1983; Sasser, Olsen; and Wyckoff, 1978) has suggested that service quality is
determined by contrasting what customers believe a service provider ought to offer their actual
performance with their expectations. On the other hand, how effectively the level of service
provided satisfies customer expectations is a measure of service quality and meeting customer
demands consistently is a necessary part of providing exceptional service (Lewis and Booms,
1983).

A significant multi-sector study undertaken by Parasuraman, Zeithaml, and Berry (hence referred
to as PZB) provided evidence supporting the idea that the expectations-performance gap affects
service quality (1985). Twelve consumer focus group interviews were conducted for this study,
three for each of the four types of services (retail banking, credit cards, stock brokerage, and
appliance repair and maintenance). Based on central ideas from the focus groups, PZB (1985)
formalized the definition of service quality as the extent and direction of the gap between
consumers' expectations and judgments of the quality of the services they receive. According to
PZB's (1985) customer focus group research, outcome and process aspects both affect how

customers perceive service quality over time.

Early research on the subject of service quality (Gronroos, 1982; Lehteinen and Lehtinen, 1982;
Lewis and Booms, 1983; Sasser, Olsen; and Wyckoff, 1978) has emphasized that the process of
evaluating a service provider's quality involves comparing its actual performance with what

customers believe the provider should offer (i.e., their expectations).
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4.1.3.4.1 Dimensions of Service Quality

A hierarchy-based construct of service quality with a number of sub-dimensions has been
extinguish by a number of authors (Dabholkar et al., 1996; Brady and Cronin, 2001; Gounaris,
2005; Caro and Garcia, 2007; Wilkins et al., 2007).

Table: 7 Dimensions of Service Quality

RELIABILITY i of perf and dependability.

It means that the firm performs the service right the first time.

It also means that the firm honors its promises. Specifically, it involves:
- accuracy in billing;

- HKeeping records correctly;

- Performing the service at the designated time.

IIESPONSIVENESS ns the Wllll or di of to provide service. It involves timeliness of service:
- mailing a tr: tion slip i
- Calling the customer back quickly;

- Giving prompt service (e.g., ing up appoint ts guickly).

COMPETENCE ion of the required skills and k rledge to perform the service. It involves:

- knowledge and skill of the :ontal:t person
Knowledge and skill of op P H
ity of the ization, €.9., ity firm.

ACCESS involves approachability and ease of contact. £ means:

- the service is easily accessible by telephone (lines are not busy and they don’t put you on hold);
- waiting time to receive service (e.g., at a bank) is not extensive;

- convenient hours of operation;

- convenient location of service facility.

COURTESY i polit: y i ion, and friendliness of contact j 1 (i i ptionists, telept P . ete.). It

- i ion for the 's pmperty {e.g., no muddy shoes on the carpet);

- the clean and neat of public t; P

COMMUNICATION means keeping customers informed in a they can d and li ing to them. It may mean that the company has to adjust its
language for different consumers-increasing the level of sophisti with a 1l il and s§ g simply and plainly with a novice. It involves:

- explaining the service itself;
- explaining how much the service will cost;
- explaining the trade-offs between service and cost;

the that a p will be handled.
CREDIBILITY i i heli ility, and | v. Iti having the r's best int ts at heart. Contributing to credibility are:
- company name;
:ompany reputatlon

ics of the
the degree of hard sell involved in mtera:tlons \mth the customer.

SECURITY is freedom from danger, risk, or doubt. It involves:
- physical safety (Will | get mugged at the ic teller
ﬁnan:lal secunty {Does the company know where my stock :erm':ate is?);
{Are my i with the private?).

UNDERSTANDIHGI‘KNOWIHG THE CUSTDHERIEMP.I\THY invelves making the effort to d the s needs. It
- the '8 ape:lli: qui

=P

the reg

TANGIBLES includes the physi i of the service;

- physical facilities;

- the appearance of personnel

- tools or t used to provide the service;

- physical representations of the service, such as a plastic credit card or a bank statement;
- other customers in the service facility.

Source: Adapted from Parasuraman et al., (1988)

The 10 dimensions' descriptions and examples imply that some of them might be related to one
another (Parasuraman et al., 1985). In the final set of five SERVQUAL dimensions, three of the
original ten dimensions were still present. These three parameters included the tangibles (four
items), the reliability (five items), and the responsiveness (with four items). Two larger dimensions

were formed out of the remaining seven original dimensions. PZB assigned these two dimensions
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the names assurance (with four items) and empathy based on the substance of the items that fell

under them (with five items).

Parasuraman et al., (1988) mentioned, five dimensions as:

Tangible

Tangibles comprises appearance of physical facilities, equipment, personnel, and communication
personnel (Parasuraman et al., 1988). According to reports, clients prefer the banking industry's
tangible measures of service quality (Jabnoun and Al-Tamimi, 2003). Delivering additional
tangible and intangible components of the core products would allow the bank to build
relationships with its clients (Zineldin, 2005).

Reliability

Reliability comprises the capacity to deliver the promised service dependably and accurately
(Parasuraman et al., 1988). Along with outstanding customer service, staff attitude, expertise, and
skills, reliability is a crucial component in assessing a product's quality (Walker, 1990). According
to research, most customers consider service reliability to be the "core" of their experience.
Managers should take advantage of every chance to foster a "do-it-right-first" mentality (Berry et
al. 1990).

Responsiveness

Responsiveness comprises eagerness to assist customers and deliver prompt service (Parasuraman
et al., 1988). Customers in servicer firms are extremely attentive to the working conditions for
staff (Brown and Mitchell, 1993). It was discovered that improved customer service quality was
produced when employee skill and client expectations were properly matched (Gollway and
Ho0,1996). Problem-solving and service recovery (Hart et al., 1990; Dabholkar et al., 1996;

Swaanson and Kelly, 2001). Overall consumer satisfaction with Malaysian bank services was a
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result of precise communication, proper service delivery, and effective dispute management
(Nelson, 2006). According to ratings, responsiveness is the most important aspect of service
quality (Tahir and Abubakar, 2007).

Assurance

The ability of employees to inspire confidence and trust, along with their competence and courtesy,
constitute assurance. Assurance is basically a combination of the original dimensions of
competence, courtesy, credibility, and security (Parasuraman et al., 1988). Assurance, along with
dependability and responsiveness to customer needs, is a critical component of service quality
(Parasuraman et al. 1988). Assurance has a significant impact on client satisfaction, which
generates favorable word-of-mouth results (Arasli et al., 2005). By assuring trustworthiness and a
real dedication to service offering, banks may increase client satisfaction (Nelson and Chan, 2005).
According to research, commitment and trust are essential components of consumer happiness
(Nelson, 2006).

Empathy

Empathy comprises caring, individualized attention the firm provides its customers. Empathy
represents the remaining dimensions of access, communicating with and comprehending the
customer (Parasuraman et al., 1988). It is hypothesized that employees' dedication to providing
high-quality services, ability to resolve issues amicably, and effective service provision led to
satisfied clients for long-term gains (Nelson and Chan, 2005). According to reports, consumers of
commercial banks in Malaysia's least desired component of service excellence is empathy (Tahir
and Abubakar, 2007).

So, even though SERVUQL only has five dimensions, they capture the essence of the original 10
dimensions. Service quality dimensions are then, dependent on a variety of unique associations,

each of which differs in how well it corresponds to the actual service experience (Berry, 1993).
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Academic scholars are very interested in service measurement because to the SERVQUAL
instrument. The tool has been created to be usable across a wide range of services. By include
statements for each of the five service-quality characteristics, it thereby offers a fundamental
framework. The skeleton can be enlarged or changed as needed to accommodate the special needs
or features of a given institution for research. The best way to use SERVQUAL is in combination
with other techniques for measuring service quality and for routinely tracking service quality
fluctuations (Parasuraman et al., 1988) (emphasis added; pp. 30-31). It is evident that the total
number of dimensions varied according to the nation and the state of the service.

Therefore, increasing service productivity and raising service quality are frequently two sides of
the same coin with enormous potential to raise value for both the organization and its clients.
Delivering high-quality, satisfied service to clients in a method that is economical for the business
is a major problem for many service industries. Instead of working against one another, approaches
to raising productivity and service quality can be combined. Few organizations can afford to spend
more money (i.e., permit lower productivity) for greater quality in an environment of constant
innovation and competitive marketplaces. Therefore, the objective is to find solutions that

simultaneously boost production and service quality.

As, according to a number of scholars, a variety of quality sub-dimensions are combined to form
service quality, making it both a multilevel and multidimensional phenomenon (Dabholakar et al.,
1996; Brady and Cronin, 2001; Wilkins et al., 2007). Consequently, one may assert that each of
the service quality subdimensions, has a direct and positive impact on the service quality
dimension. Essentially, there is a clear and positive correlation between service quality and each
of its subdimensions. Depending on the service companies or brands, there will be a variety of
subdimensions of service quality. Before conducting quantitative research to determine service
brand equity, it is advisable to conduct an exploratory study of a particular service brand, in order

to uncover the service quality dimensions.
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4.1.3.5 Customer Satisfaction

The fourth element of customer-based service brand equity (Figure: 32) is customer satisfaction.
One of the main objectives of marketing activity is to increase customer satisfaction (Holbrook,
1994). It is also known as a significant element influencing consumers' retention rates is their level
of satisfaction (Cronin et al., 2000a; Jin, Lee, & Huffman, 2012). Several theories, including
Expectation Disconfirmation, Equity Theory, and Comparison-Level Theory, can be utilized to
explain customer satisfaction (Skogland & Siguaw, 2004; Yi, 1990). Expectancy-Disconfirmation
Theory, according to academics (Ekinci, Dawes, & Massey, 2008; Lovelock, Patterson, & Walker,
2001), is the most important and is universally recognized. Expectation, performance,
disconfirmation, and satisfaction are the four components covered by this theory (Lewin, 1938).
A customer's pre-consumption view of products and services is known as the expectation construct
(Barsky & Labagh, 1992) whereas the foundation of the consumer's view of goods and services is
performance (Sinha & DeSarbo, 1998).

Several studies have examined the significance of customer satisfaction. Satisfaction is described
by Kotler (2000) as the satisfaction or dissatisfaction a person experiences after evaluating a
product's perceived performance (or result) against their expectations. According to Hoyer and
Maclnnis (2001), satisfaction can be connected to emotions including acceptance, happiness,
relief, excitement, and delight. Customer satisfaction is influenced by a variety of things. These
elements, according to Hokanson (1995), include courteous and friendly staff, competent and
helpful staff, accurate billing, timely billing, competitive price, high-quality service, good value,
and clear billing. Organizations must be able to fulfill the demands and wants of their consumers
in order to achieve customer satisfaction (La Barbera and Mazursky, 1983). Customers' needs
express how deprived they feel (Kotler, 2000). Customers' wants, however, refer to "the form taken
by human needs as they are shaped by culture and individual personality,” as stated by Kotler
(2000).

One of the most common topics of research in marketing is customer satisfaction, which is
essential for long-term business performance (e.g., Jones & Suh, 2000; Pappu & Quester, 2006).
Given that customer satisfaction has been identified as a critical component of long-term corporate

success, a significant portion of study on the subject focuses on how it affects consumers' post-
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consumption assessments, including behavioral and attitude loyalty (Cooil, Keiningham, Aksoy,
& Hsu, 2007). It is well acknowledged that satisfied customers are more loyal to a company over

time and less price sensitive than unsatisfied customers (Dimitriades, 2006).

Consumer satisfaction, according to Rodriguez del Bosque and San Martin (2008), is both
cognitive and emotional. Although there are many other definitions of satisfaction in the literature,
transaction-specific and overall satisfaction are at least two that are frequently used. Transaction-
specific satisfaction is an assessment made right after a transaction and, as such, is an emotional
response to the most recent interaction with a company (Oliver, 1993). According to the
transactional-specific method, pleasure happens after a single interaction with the service provider
(such as satisfaction with a specific employee) at the post-consumption stage (Jones & Suh, 2000).
However, Tahir and Abu-Bakar (2007) discovered that cumulative satisfaction relates to a

customer's overall assessment of their total customer experience from the beginning to the present.

Gustafsson et al. (2005) go on to say that the measure of how customers evaluate a business
organization's service is customer satisfaction. According to Hekkert et al. (2009), Wu (2011),
Aiello et al. (2003), and Zavare et al. (2010), satisfied customers are a company's current best
ambassadors because their satisfaction can influence the word-of-mouth effect for the specific
enterprise, which ultimately attracts more customers for the business. In addition to being seen as
a consumer's desired outcome after using a service, satisfaction is also seen as a business objective
in order to increase customer retention and generate revenue (Cronin, Brady, & Hult, 2000a;
McDougall & Levesque, 2000).

The necessity of achieving high client satisfaction as the ultimate goal of service businesses cannot
be disputed. Satisfaction, is characterized as an emotional response to service characteristics and
service information, is the initial response to the service experience. There is a claim that the
customer's overall satisfaction with the service brand is influenced by the service experience. The
argument goes that customer satisfaction with the service brand as a whole is influenced by the
client's service experience (Chen, 2001). Literature demonstrates that a number of brand aspects
are closely related to satisfaction in terms of service brand triggers such brand equity (Grace, D.,

& O’Cass, A. (2001). There is also evidence to support the claim that a number of brand equity
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dimensions, including services cape (Berry, 2000), core service, employee service, and feelings
evoked during service consumption, directly influence customer happiness and service quality in

a variety of service settings (Babin, 1999).

A conceptual model was developed by Zeithaml et al. in 2008 that shows how customer loyalty,
satisfaction, and service quality are related in a single frame. The model suggests that reliability,
assurance, responsiveness, empathy, and tangibles are the results of service quality. The level of
service and product quality, the cost, as well as personal and contextual factors, all have an impact

on customer satisfaction.

While service quality and customer satisfaction share some similarities, service quality focuses
explicitly on aspects of the service whereas happiness is typically seen as a more general notion.
This viewpoint contends that perceptions of service quality are part of customer satisfaction. So,
customer satisfaction and service quality are two distinct variables that are related to one another,
according to researchers like Berry et al. (1988), Dabholkar et al. (2000), Oliver (1993),
Parasuraman et al. (1986, 1994), Schneider and White (2004), and Spreng and Mackoy (1996).
While service quality refers to a general or comprehensive attitude toward the excellence of the
service, consumer satisfaction is tied to a specific transaction. This suggests that satisfaction is
more situational (Parasuraman et al. 1986). Service quality, according to Schneider and White
(2004), is a customer's assessment of the service itself, which is descriptive and factual, whereas
satisfaction is more of an assessment of how the service affects the customer emotionally, which
is more evaluative generally based on emotion. Further investigation revealed that it may be more
accurate to see service quality as an antecedent of client satisfaction (Oliver 1993, Parasuraman et
al. 1994, Spreng and Mackoy 1996, Dabholkar et al. 2000). Since they discovered empirical data
demonstrating that customer satisfaction is a predicate of service quality, Spreng and Mackoy
(1996) adapted an Oliver (1993) model. To put it another way, the Spreng and Mackoy (1996)
model suggests that customer satisfaction is an effect of service quality.

In essence, each of the sub-dimension of customer satisfaction has a direct and positive relationship
with customer satisfaction. Depending on the service companies or brands, there will be a variety

of subdimensions of customer satisfaction. Before conducting quantitative research to determine
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service brand equity, it is advisable to conduct an exploratory study of a particular service brand,

in order to uncover the customer satisfaction dimensions.

4.1.3.6 Brand Loyalty

The fifth element of the customer-based service brand equity model (Figure: 32). In many service
research and customer satisfaction models, intentions, which are arbitrary judgments about how a
person will behave in the future, are typically used as dependent variables (Boulding et al., 1993;
Soderlund and Ohman, 2003). This implies that intention is a complex variable and must be
influenced by independent variables. On the other hand, repurchase intent was acknowledged as a
valid service outcome by Butcher (2005) and was also viewed as a quantifiable outcome. As
opposed to Soderlund and Ohman (2003) who view repurchase intentions as expectations. In
general, repurchase intention the person's assessment, considering their current circumstances and
expected future ones, of purchasing a specific service from the same company again (Hellier et al.
2003). Therefore, repurchasing a brand is not the same as being devoted to it. Situational
considerations or a lack of brand preference on the part of the customer may cause repurchase.
Repeat business is thus one of the results but by no means the key to establishing loyalty. When a
customer actively promotes a brand without receiving compensation, brand loyalty has been
formed. Marketers should be interested in the factors influencing loyalty as well as repurchase
itself.

In a business context, according to Mcllroy and Barnett (2000), a customer's dedication to doing
business with a specific company, regularly using their goods and services, and endorsing them to
friends and associates is now referred to as loyalty. On the other hand, Customer loyalty entails,
according to Anderson and Jacobsen (2000), the outcome of a company providing a benefit to a
customer in order to keep or increase their purchases from the company. They claimed that genuine
customer loyalty is developed when a customer actively promotes a business without receiving

remuneration.

Besides, customer loyalty is a strong desire to continuously purchase or use a favored good or

service in the future, even in the face of external factors and marketing campaigns that might
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convince one to make a switch (Oliver, 1997). Sirohi et al. (1998) also recommended using
consumer loyalty, such as repurchase intentions, intention to buy more items in the future, and
intention to recommend products to others, to quantify purchase intents. As seen from the
definition above, there is no distinction between brand loyalty and customer loyalty. Customer or
brand loyalty is a more sophisticated concept and include a broader meaning than patronage,

behavioral, and repurchase intentions.

Fundamentally, the following criteria can be used to define brand loyalty: (1) vowed to make
deliberate, non-random purchases, (2) behavioral response or purchase intention, (3) repeated
purchase over time, (4) by some decision making unit, (5) with respect to one or more alternative
brands out of a set of such brands, (6) which is a function of psychological (decision making,
evaluative) processes leading to brand commitment (Jacoby and Chestnut) (1978, pp. 80-81).

For the following reasons, Bloemer et al. (1998) declared that service loyalty was not affected by
the results in the field of brand loyalty: In contrast to product loyalty, service loyalty depends on
the growth of interpersonal bonds. When it comes to services, perceived risk has a higher impact.
The impact of perceived risk is stronger in the case of services. In this study, a customer-based
brand equity model (Figure: 32) for service organizations is created in consideration of the
distinctive features of services that set them apart from products. Therefore, this model will
adequately fit service loyalty dimensions. Therefore, the brand loyalty concept will be used in this

research instead of patronage, behavioral, repurchase intentions and service loyalty.

Loyalty grows over time as a result of a consistent track record of meeting and occasionally even
exceeding client expectations (Teich, 1997). According to Kotler et al. (1999), keeping a current
customer satisfied may cost five times as much as acquiring a new one. Loyalty, according to
Zeithaml et al. (1996), is a multi-dimensional construct that encompasses both positive and
negative reactions. A devoted consumer is not always a happy customer, though. Colgate et al.
(1996) also pointed out that the relationship between customer desertion and loyalty is not always
the same. As opposed to Levesque and Mc Dougall's (1993) assertion that about half of customers
would still do business with the company even if an issue was not fixed. This could be as a result

of switching costs, a lack of perceived differentiation between alternatives, location-based choice
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restrictions, financial or time restraints, habitual inertia unrelated to loyalty, or time or resource
limitations (Bitner, 1990; Ennew & Binks, 1996).

Prior to attracting new consumers, Walsh et al. (2005) suggested that it is more beneficial to take
care of the existing client base. Gee et al. (2008) listed the following benefits of client loyalty: a
devoted customer pays less for service than a new one, will pay more for a certain set of goods,
and finally, a devoted consumer will serve as a marketing ambassador for the business. Approaches
that build a good mindset and the behaviors that go along with-it foster loyalty. One aspect of
loyalty is the sharing of knowledge, which acts as a vital link between thoughts and actions.
Information sharing with the service provider is more likely to occur with loyal clients. The
importance of managing loyalty comes from the fact that it entails controlling both behavior and
attitude. Levesque and McDougall (1996) noted that a retail bank can lower its service costs (i.e.,
customers don't open or close their accounts) and better serve its customers' needs by rewarding

loyalty while allows for the cross-selling of both new and existing goods and services.

In the service setting, intangible qualities like trustworthiness and reliability are crucial for
preserving customer loyalty (Dick and Basu, 1994). The two dimensions of loyalty were defined
by Dick and Basu in 1994. (relative attitude and repeat patronage behaviour) and four types of
loyalty; loyalty (positive relative attitude, high repeat patronage), latent loyalty (positive relative
attitude, but low repeat patronage), spurious loyalty (low relative attitude toward customers, high
rates of repeat business), and no loyalty (low on both dimensions). Additionally, according to De
Ruyter et al. (1997), service loyalty is a multi-dimensional construct made up of the three
dimensions of choice loyalty, price indifference loyalty, and displeasure responsiveness. Many
scholars contend that commitment and trust ought to be included as loyalty dimensions (e.g.,
Baloglu, 2002; Bendapudi & Berry 1997; Morgan and Hunt 1994; Sudhahar et al. 2006; Alhabeeb,
2007).

In essence, each sub-dimensions of brand loyalty have a direct and positive relationship with brand
loyalty. Depending on the service companies or brands, there will be a variety of subdimensions

of brand loyalty. Before conducting quantitative research to determine service brand equity, it is
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advisable to conduct an exploratory study of a particular service brand, in order to uncover the

brand loyalty dimensions.

4.1.3.7 Brand Equity

The concept by Brady, Cronin, Fox, and Roehm (2008) is noteworthy because it distinguishes
between brand equity and brand loyalty. Conceptually, brand equity is larger because it includes
brand image (such as customer opinion of service quality) and brand familiarity. The idea of brand
loyalty as a behavioral construct connected to intentions for repeat purchases has existed for a long
time. Brand equity, in contrast, refers to a positive attitude that may or may not translate into
purchase behavior. Therefore, rather than being a component of brand equity, behavioral intentions

are one of its effects.

Brand equity is a crucial idea for contemporary businesses, and for more than ten years, academics
have been interested in and researching it. Since a brand can create more sales volume and/or
higher margins attributable to brand equity, it can give a business a competitive edge (Belch et al.,
2015). The capacity of outstanding brands to command premium prices from both consumers and
investors makes brand equity as important an asset as factories, patents, and cash to businesses. In
order to market their brands, many businesses have historically relied heavily on mass media

advertising (Belch and colleagues, 2015).

However, Bharadwaj et al. (1993) assert that brands are especially significant in the services
industry because consumers of services face more complex issues than those of other industries.
Customers frequently struggle to evaluate the quality and substance of services before, during, and
after use (Krishnan and Hartline, 2001). As a result, using and purchasing services entails risk.
However, the use of brands can significantly lower this risk (Bharadwaj et al., 1993), because they
enhance how consumers can mentally process service features (Onkvist and Shaw, 1989). In other

words, branding makes services more tangible.

Keller (1993) defined CBBE as "the differential effect of brand knowledge on consumer response

to the marketing of the brand”. Previous studies have revealed that CBBE increases loyalty to
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brands and their products (K. L. Keller 1993; Moradi & Zarei 2012), it fosters potential for brand
extension, protection from competitors, powerful communication, and increased consumer
preferences (Aaker 1991; Allaway et al. 2011; Buil et al. 2008). Additionally, CBBE directly
influences consumers' psychological evaluation of a brand by increasing their willingness to pay
higher costs (Aaker & Biel 1992; Aaker 1991; K. L. Keller 1993; Kim & Kim 2005; Styles &
Ambler 1995; Tauber 1988), increases the quality of goods and services (Fombrun 1996), as well
as the competitive advantage and sustainability of cash flow (Srivastava & Shocker 1991,
Szymanski et al. 1993).

Despite gaining a lot of attention from academics and professionals, there remains disagreement
about the most effective metrics for capturing this complex concept (Mackay 2001; Raggio &
Leone 2007). For conceiving and quantifying brand equity, there are numerous options. A
framework with a managerial perspective on brand equity was proposed by Aaker (1991). With
his paradigm, Keller (1993) established a psychological, memory-based view of brand equity. In
order to measure and comprehend brand equity, Park and Shrinivasan (1994) created a survey-
based method that included the ideas of Aaker and Keller. Krishnan (1996) expanded on Keller's
concept by identifying numerous connections that underlie consumer-based brand equity using a
memory-based view of brand equity. The paradigm developed by Erdem and Swait (1998) offered
an alternative perspective on this subject and was based on economic data and the signaling theory.
By defining brand equity's aspects and its antecedents, Yoo and colleagues expanded Aaker's
approach in (2000). By creating and confirming metrics of the components of CBBE, Netemeyer
(2004) improved Keller's framework view of brand equity. In the past ten years, brand awareness,
brand association, perceived quality, and brand loyalty have all been used to evaluate consumer-
based brand equity. In a subsequent study, Kim et al. (2008) identified brand awareness, brand
loyalty, relationship commitment, and trust as the key determinants of healthcare branding. The
research shows that the key elements of service brand equity are quality, loyalty, image,
association, and awareness. On the other hand, Berry (2000) created a model for service branding.
He claimed that numerous dimensions are necessary in order to develop a service brand-
company’s presented brand, external brand communications, customer experience with company,
brand awareness, brand meaning and brand equity. He also incorporated the idea of brand

awareness and brand meaning from Keller (1993) and Aaker’s (1991) model.
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The forgoing review of the literature discloses that brand equity can be considered as a decision-
making perception, as a monetary intangible asset, as an affiliation concept or as a customer-
oriented notion from the viewpoint of the individual consumer. Furthermore, no single number of
concepts express brand equity. In fact, brand equity should be assumed as a multi-dimensional
concept. Therefore, in this research, customer-based service brand equity model (Figure: 32) is
proposed. This model consists of several dimensions and each of them directly and positively have
an impact on brand equity. Marketing communications have a direct and positive impact on brand
awareness & associations and brand equity. Service quality have an impact on brand awareness &
associations, customer satisfaction and brand equity. Finally, marketing communications, brand
awareness & associations, service quality, customer satisfaction and brand loyalty have a direct

and positive impact on brand equity.

4.1.3.8 Hypothesized Relationships of Customer Based Service Brand Equity Model

4.1.3.8.1 Ha: There is a positive impact of marketing communications on brand awareness
and associations.

The development of brand awareness and a favorable brand image is made possible by effective
marketing communication (Madhavaram et al., 2005). These eventually come together to build the
brand knowledge structures, which in turn set off the unique reactions that make up brand equity.
Brand communication raises the likelihood that the brand will be included in the customer's evoked
set by raising brand awareness and associations with items (Cobb-Walgren et al. 1995).
Additionally, marketing communication can influence brand associations, which, when retained
in memory, translate into "nonconscious yet trustworthy behavioral predispositions” (Krishnan
1996). Therefore, brand awareness and brand associations are influenced by marketing
communications. Moreover, in keeping with Yoo and Donthu's research (2000), brand association
and awareness will be merged as one dimension, rather than studying brand association as a distinct
dimension, as the development of brand awareness was necessary for brand association (Aaker
and Alvarez del Blanco, 1995). This paragraph indicates a possible hypothesis-

Hi: There is a positive impact of marketing communications on brand awareness and

associations.
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4.1.3.8.2 H2: There is a positive impact of marketing communications on brand equity.

Kotler et al., (2009, p.460), mentioned that brand equity is influenced through marketing
communications activities like advertising, sales promotions, events & experiences, public
relations & publicity, interactive marketing, direct marketing, word-of-mouth marketing and
personal selling. Therefore, brand equity is affected by marketing communications, which
(marketing communications) also influenced by sales promotions, events and experiences, public
relations and publicity, direct marketing, interactive marketing, word-of-mouth marketing, and
personal selling activities. There is a wealth of evidence in the literature that demonstrates
sponsorship, advertising (Cobb-Walgren et al.,, 1995), and other alternative forms of
communication (Joachimsthaler, et al., 1997) all have an impact on brand equity. Therefore, it is
necessary to ascertain how marketing efforts relate to the aspects of brand equity in order to
generate, manage, and exploit brand equity. However, brand equity increases sales in a variety of
ways, including by raising customer awareness of the brand, establishing good connections with
the brand image in their memories, evoking favorable brand judgments or feelings, and/or fostering

a closer consumer-brand relationship.

Rajh & Dosen (2009) investigate how different marketing mix components impact service brand
equity. The most important aspects of this work are the findings on how various factors affect
service brand equity in various ways and how crucial it is to approach service brand development

strategically.

As noted by Schultz (2004b), brand equity is created by managing brand equity relationships
across the marketing communication mix rather than only through standalone types of
communication (like advertising or public relations). Furthermore, Naik et al. (2003) came to the
conclusion that by adopting a marketing communication mix approach, marketers may use the
synergy between various communication vehicles to increase brand equity across a variety of
goods and services. These paragraphs indicate a possible hypothesis-

H2: There is a positive impact of marketing communications on brand equity.
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4.1.3.8.3 H3: There is a positive impact of brand awareness & associations on brand equity.

The core purpose of presented brand communications is to reinforce the brand. Coordinated and
controlled communication messages lead to brand awareness, customer’s recall and recognition of
the brand. The higher and more positive the brand awareness, the robust the brand image and the

more distinctive the brand equity of a service company has (Berry, 2000).

As they can be a symbol of quality and commitment and assistance, consumers in considering the
brand at the moment of purchase, brand associations that increase brand awareness are positively
correlated with brand equity and encourage good brand behavior (Yoo et al., 2000). Furthermore,
in keeping with Yoo and Donthu's research (2000), brand association and awareness will be
merged as one dimension, rather than studying brand association as a distinct dimension, as the
development of brand awareness was necessary for brand association (Aaker and Alvarez del
Blanco, 1995). Additionally, practically all earlier research, according to Torres (2014), did not
distinguish between brand association and awareness. Therefore, the dimensions of brand
awareness and brand association are frequently integrated into one (Gil, et al., 2007; Washburn &
Plank, 2002).

To determine the effect of brand associations on brand equity, Faircloth et al. (2001) experimented
with a variety of brand association variables. They have concluded that marketers ought to
management viewpoint to persuade the associations, as doing so will result in a shift in brand
equity. Furthermore, Rio et al. (2001), underlined the importance of brand associations in building
and managing brand equity. Customers' strong favorable connections with the brand are indicated
by high brand equity in this regard (Yoo et al., 2000; Atilgan et al., 2005; Rajh & Dosen, 2009;
Kumar et al., 2013). These paragraphs indicate a possible hypothesis-

Ha: There is a positive impact of brand awareness & associations on brand equity.
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4.1.3.8.4 H4: There is a positive impact of service quality on brand awareness &
associations.

Keller et al., (2015) point out that the role of direct experience in creating when customers can
precisely comprehend a brand's attribute or benefit association, it has the greatest influence on
their decision-making. For example, experiencing buying a shirt will be completely different from

buying a service; or medical treatment like a gall bladder operation.

On the other hand, brand meaning is the throng of customers’ associations or customer experience
with the brand. Brand meaning mainly originates from customer experience (Berry, 2000).
Therefore, customer experiences are the total artefact of a service-based organization. As the
executive vice president of global advertising at American Express clearly states, “Service brands
are not created solely in advertising. In fact, much of a brand’s equity stems from the direct
consumer experiences with the brand” (Bell and Leavitt, 1998). These experiences become
tremendously persuasive. If customers’ service experiences differ from the presented brand

communications, customers will believe that their experiences are not as the advertising claims.

The notion of the type of user of a product or service is covered by user imagery, though (Keller,
1998). The elements can develop from the consumer's own experience or personal interactions
with brand users. The consumer's desire to boost self-image (Fournier, 1998; Hogg, Cox &
Keeling, 2000; Sirgy, 1986). Usage imagery, on the other hand, illustrates the context in which a
brand is used, such as the time of the day, year, location, or activity. Overall, user and usage
imagery portray the typical customer of the good or service in the place in which they are used
(Biel, 1992; Sirgy et al., 1997). Brand personality is frequently developed based on the perceptions
included in these imageries (Plummer, 2000).

Keller (1998) claimed that sentiments and experiences, which are now significant in customer
evaluations of brands, are non-product-related qualities (Batra & Ray, 1986; Edell & Burke, 1987).
Padgett & Allen (1997) point out that experience has a substantial impact on how well service
brands are evaluated in the context of services. According to Padgett and Allen (1997), the

simultaneous production and consumption of services results in the service experience influencing
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the consumer's perception of a brand by actively creating meaning around the behaviors, thoughts,

and emotions that arise during consumption.

As previously mentioned, brand associations are synonymous to brand meaning and brand image.
Similar to this, service quality and customer experience are considered to be interchangeable terms.
These paragraphs indicate a possible hypothesis-

Ha: There is a positive impact of service quality on brand awareness & associations.

4.1.3.8.5 Hs: There is a positive impact of service quality on brand equity.

Consumer perceptions of overall excellence or superiority are referred to as perceived quality
(Zeithaml, 1988; Aaker & Jacobson, 1994) of a product or service compared to substitutes. This
definition of perceived quality perfectly matches the definition of service quality. Perceived quality
cannot essentially be impartially determined- because perceived quality itself is a summary
construct (Aaker 1991, 85-86). That means it is a mixture of several elements like service quality.
On the other hand, the sub-dimensions of customer experiences with the company of Berry’s
(2000) model are harmonized with the sub-dimensions of tangibles, reliability, responsiveness,
assurance, and empathy of SERVQUAL (1988) model. Therefore, it can be claimed that the
concept of service quality and customer experience are identical. It is appropriate to regard,
customer experiences and service quality and perceived service quality as one dimension or

construct.

However, it is surprising that during the past ten years, very few researchers have empirically
investigated the link between consumer-based brand equity and perceived service quality in
service contexts (He & Li, 2011; Jensen and Klastrup, 2008; Roberts and Merrilees, 2007). Given
that, it gives consumers a reason to choose one brand over another, service quality is thought to be
a significant and direct antecedent of consumer-based brand equity (Pappu et al., 2005). He and L.
(2011) were successful in establishing a positive and direct link between overall service quality
and a service brand's consumer-based brand equity. Yoo et al. (2000) were the first to empirically
investigate a connection between perceived quality and consumer-based brand equity. Chahal et

al. (2012) conducted research in the health care sector and discovered a substantial association
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between perceived service quality and brand equity. These paragraphs indicate a possible
hypothesis-
Hs: There is a positive impact of service quality on brand equity.

4.1.3.8.6 He: There is a positive impact of service quality on customer satisfaction.

Customer satisfaction and service quality have been regarded as two separates but closely
connected notions in marketing literature. These two concepts have a favorable relationship with
one another (Beerli et al., 2004). Parasuraman et al., (1988) defined service quality and customer
satisfaction, "satisfaction is tied to a specific transaction, but service quality is a global judgement,
or attitude, referring to the superiority of the service." The majority of study discovered that
customer satisfaction is a predictor to service quality (Bedi, 2010; Kassim & Abdullah, 2010;
Kumar et al., 2010; Naeem & Saif 2009; Balaji, 2009; Lee & Hwan, 2005; Athanassopoulos &
Iliakopoulos, 2003; Parasuraman et.al, 1988).

Consumer satisfaction is a predicate of service quality, according to Oliver (1993), and the two
constructs should be positively correlated. It has been suggested that offering higher-quality
services may lead to satisfied customers (Gao et al., 2006). Customer perceptions of service quality
determine customer satisfaction (Cengiz & Yayla, 2007; Arokiasamy, 2012). Yee et al. (2010)
discovered that customer satisfaction is positively impacted by service quality. Using a single-item
purchase-intention scale, Cronin and Taylor (1992) discovered a positive association between
customer satisfaction and service quality. It is asserted that consumer satisfaction with a service
brand is influenced by their service experience (Chen, 2001). Researchers contend that the quality
of a company's services affects customers' satisfaction and fosters loyalty (Chang et al., 2009).
These paragraphs indicate a possible hypothesis-

He: There is a positive impact of service quality on customer satisfaction.
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4.1.3.8.6 H7: There is a positive impact of customer satisfaction on brand equity.

According to some scholars, brand equity and consumer satisfaction have a positive relationship
(Aaker, 1992; Anderson & Sullivan, 1993; Blackston, 2000; Keller, 1993). In their (2011) study,
Torres et al. found that the level of customer satisfaction had a significant impact on a company's
brand equity. Furthermore, the instrumental stakeholder theory (Donaldson and Preston, 1995;
Jones et al., 1995) states that customer satisfaction is a key element of the larger concept of a
company's corporate social performance. Companies may continue to receive support from
stakeholders and access to valuable resources by acting ethically, which helps to build positive,
powerful, and distinctive brand connections (Keller, 1993, 2003) and enhance brand equity by
increasing brand knowledge. Additionally, according to Blackston (2000), consumers actively
contribute to the development of brand equity. This paragraph indicates a possible hypothesis-

H7: There is a positive impact of customer satisfaction on brand equity.

4.1.3.8.7 Hs: There is a positive impact of customer satisfaction on brand loyalty.

In a business context, loyalty implies a customer's dedication to doing business with a specific
company, consistently using their products and services, and endorsing them to friends and
associates (Mcllroy and Barnett, 2000). On the other hand, Customer loyalty entails, the outcome
of a company providing a benefit to a customer in order to keep or increase their purchases from
the company and they claimed that genuine customer loyalty is developed when a customer

actively promotes a business without receiving remuneration (Anderson and Jacobsen, 2000).

Besides, Customer loyalty, according to Oliver (1997), is the fervent desire to continuously
purchase or use a favored good or service in the future, even in the face of external factors and
marketing campaigns that would tempt consumers to act differently. Sirohi et al. (1998) also
recommended using consumer loyalty, such as repurchase intentions, intention to buy more items
in the future, and intention to recommend products to others, to quantify purchase intents. As seen
from the definition above, there is no distinction between brand loyalty and customer loyalty.
Customer or brand loyalty is a more sophisticated concept and include a broader meaning than

patronage, behavioral, and repurchase intentions.
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In the service sector, prior research studies have found a link between customer satisfaction and
brand loyalty (e.g., Back & Parks, 2003). For example, in the retail banking and hotel industries,
Rust and Zahorik (1993) present evidence of a relationship between customer satisfaction and
brand loyalty. Furthermore, customer satisfaction has a favorable impact on brand loyalty in a
variety of service industries, including dentists, auto repair services, restaurants, and hair salons,
as demonstrated by McDougall & Levesque (1994). The authors Faullant, Matzler, & Fuller (2008)
confirm that customer satisfaction can predict a company's loyalty. Anderson, Fornell, and
Lehmann (1994), Fornell (1992), Hallowell (1996), Kandampully & Suhartanto (2000), are more
empirical research that support the association between consumer loyalty and satisfaction.
Customer satisfaction is frequently cited as the key element influencing loyalty (Lam & Burton,
2006). Ehigie (2006) found a significant correlation between client loyalty or retention and

customer satisfaction.

This study examines the association between brand loyalty and consumer satisfaction. Customer
satisfaction is typically cited as the primary factor in determining loyalty (Lam & Burton, 2006).
Customer satisfaction has received a lot of attention in the previous two decades as a potential
indicator of customer loyalty (Fornell, 1992; Oliver, 1999), consequently, with the exception of a
select few instances, ensuring the complete satisfaction of the customer is essential to retaining
their business and building successful long-term relationships (Jones & Sasser, 1995, p. 89). These
paragraphs indicate a possible hypothesis-

Hg: There is a positive impact of customer satisfaction on brand loyalty.

4.1.3.8.8 Ho: There is a positive impact of brand loyalty on brand equity.

Increased brand loyalty secures future revenues (Bolton 1998; Fornell 1992, Rust, Zahorik, and
Keiningham 1994, 1995), lowers the cost of future transactions (Reichheld and Sasser 1990),
reduces price elasticities (Anderson 1996), and lessens the chance that customers will defect if
quantity falters (Andeson and Sullivan 1993). Positive word-of-mouth increases a company's
reputation and lowers the cost of acquiring new clients, whereas negative word-of-mouth

obviously has the reverse impact (Anderson 1998; Fornell 1992). It is hardly unexpected that



156

economic returns are low for all these reasons (Aaker and Jacobson 1994; Anderson, Fornell, and
Lehmann 1994; Anderson, Fornell, and rust 1997; Bolton 1998; Capon, Farley, and Hoeing 1990).

Long-term brand success depends on loyal customers, who in actuality help to build brand equity
(Amine, 1998). Considered to be the most effective route to brand equity is brand loyalty (Atilgan
et al.,, 2005). Bloemer et al. (1999) believe that purchase intentions, word-of-mouth
recommendations, price sensitivity, and complaint behavior all contribute to customer loyalty in
services. Chahal and Bala (2010) link repeat purchasing behavior (behavioral loyalty) with a
favorable attitude (attitudinal loyalty) of consumers toward the hospital. In other words, patient
loyalty is a reflection of the healthcare organizations’ commitment to their service brands. In
contrast to dissatisfied patients who may stop receiving treatment at the same hospital, satisfied
patients prefer the same hospital for the same or various treatments and may suggest it to their
friends and relatives (Corbin et al., 2000).

Improved profitability and other positive financial results follow after the behavioral impact (Rust
et al.1995; Zahorik and Rust 1992). As a result, when customers interact with companies directly,
the impact of brand equity on brand loyalty is investigated (Brakus, Schmitt, & Zarantonello,
2009). These paragraphs indicate a possible hypothesis-

Ho: There is a positive impact of brand loyalty on brand equity.

4.1.3.9 Epilogue

In brief, these theoretical interconnections between the brand equity model for customer-based
services (Figure: 32) can be measurable. However, the goals of this study are to develop a
conceptual model of customer-based service brand equity and critically scrutinize the effects of
marketing communications and service quality on brand equity with regard to this proposed
model's (Figure:32) practical implications. The hypotheses of this proposed model are not
statistically tested in this study. The theoretical, managerial and strategic contributions of the

proposed model (Figure:32) are going to be discussed, in the next two sections.
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4.2 Part Two: Theoretical Contributions
4.2.1 Prologue

Over time, brand equity should be managed by ensuring brand consistency, securing brand equity
sources, choosing wisely between reinforcing and leveraging the brand, and optimizing the
supporting marketing program (Keller, 1998). Hence, the management of brand equity can be
thought of as an ongoing, deliberate, and long-term approach with the goal of improving consumer
trust in the brand. In order to improve the interaction with the consumer, the current study is
offering managers a holistic approach to developing effective brand strategies. Due to this, in this
research, a conceptual framework (Figure: 32) of customer-based service brand equity is proposed.
In order to adequately capture the various potential origins and results of brand equity, this
customer-based service brand equity framework promotes the use of a variety of research

indicators and strategies. Next, the theoretical contributions of this proposed model are explored.

4.2.2 Contributions

The critical analysis of the literature reveals that the current brand equity measuring methods need
to be modified as brand equity models are used for measuring brand equity, and research needs to
be expanded in order to create a single, standardized measurement tool that will keep up with the
changing nature of the world, as this study explores different angles of brand equity and service
marketing concepts. Thus, the customer-based service brand equity model is proposed. The
proposed Customer Based Service Brand Equity Model (Figure: 32) consists of six main
dimensions, which are Marketing communications options, brand awareness & associations,
service quality dimensions, customer satisfaction, brand loyalty, and brand equity. Each of these

dimensions can be subdivided into several dimensions.

The development of brand awareness is necessary for brand association (Aaker & Alvarez del
Blanco, 1995). In keeping with Yoo & Donthu's research (2000), brand association and awareness
are merged as one dimension rather than applying brand association as a distinct dimension. On
the other hand, consumer perceptions of overall excellence or superiority are referred to as

perceived quality (Zeithaml, 1988; Aaker and Jacobson, 1994) of a product or service compared
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to substitutes. This definition of perceived quality perfectly matches with the definition of service
quality. Furthermore, the sub-dimensions of customer experiences with the company of Berry’s
(2000) model are harmonized with the sub-dimensions of tangibles, reliability, responsiveness,
assurance, and empathy of SERVQUAL (1988) model. Therefore, it can be claimed that the
concept of service quality and customer experience are identical. It is appropriate to regard

customer experiences and service quality as one dimension or construct.

A new linkage model is proposed (Figure:31) in this research, that considers the performance-only
components of the SERVQUAL model. As opposed to measurements of expectations, this linkage
model is going to take customer satisfaction and patronage intent into account like as Antecedents
and Mediator Model of Dabholkar et al., (2000) and the Linkage of Service Quality model of
Olorunniwo et al. (2006). Finally, Customer satisfaction and brand loyalty function as a result
generator for the company, and this new model makes it simpler for responders to understand the
relationships. Furthermore, in this research, the brand loyalty concept is used instead of patronage,
behavioral, and repurchase intentions. Because Customer or brand loyalty is a more sophisticated

concept and includes a broader meaning than patronage, behavioral, and repurchase intentions.

4.2.3 Epilogue

In this section theoretical contributions of the proposed CBSBE model (Figure:32) is explained.

The managerial and strategic contributions are going to be discussed in the upcoming section.



159

4.3 Part Three: Managerial and Strategic Contributions

4.3.1 Prologue

The proposed CBSBE model (Figure: 32) can be achieved several theoretical, managerial and
strategic contributions. The current section is offering managers a holistic approach to developing
effective brand strategies.

4.3.2 Selecting Marketing Communication Options and Allocating Budget onto It

Generally, according to the customer-based brand equity concept, there are several ways in which
marketing communications can increase brand equity, such as by increasing consumer brand
awareness, creating associations between the brand's points of similarity and differences in their
memories, evoking positive brand perceptions or emotions, and fostering a stronger consumer-
brand connection and brand resonance. It is vital to consider how each communication option
could affect brand equity when making a decision. A variety of communication techniques can be
used to accomplish a range of objectives, and each has its own benefits. Therefore, it's essential to
employ a range of communication channels, as each one contributes in a unique way to creating

or maintaining brand equity (Keller, et al., 2015).

On the other hand, according to marginal income and cost, economic theory advises allocating
funds to a marketing communication budget and among various communication channels. For
example, the ideal distribution of the communication mix would occur when the final dollar spent
on each communication option yielded the same return. Other models of budget allocation,
however, place more of an emphasis on factors that can be observed, such as the stage of a brand's
life cycle, the firm's goals and budget, the characteristics of the product, the amount of the budget,
and the media strategy of rival companies, as these (marketing communication budget and its
impact/effectiveness) details may be more difficult to obtain. These elements are frequently
compared to the various media traits. For instance, marketing communication budgets are typically
higher when there is little channel support, a lot of program change over time, a lot of difficult-to-

reach customers, more complicated customer decision-making, differentiated products, and non-



160

homogeneous customer needs, as well as frequent small-quantity product purchases (Kenneth et
al., 1995).

In this study, it is identifiable theoretically and will be quantifiable empirically from the proposed
customer-based service brand equity model (Figure: 32), how marketing communications affect
brand awareness & associations and brand equity directly. And how brand awareness &
associations play a mediating role between marketing communications and brand equity. In
addition, this model will be helpful in figuring out how managers should allocate their
communication budget among various marketing communications options, based on how those
options would affect brand awareness & associations, and brand equity, besides how to implement

effective strategies without raising costs.

4.3.3 Selecting Crucial Factors in Creating Brand Awareness & Association

Whether marketing communications and service quality independently have an impact on brand
awareness & association as well as whose impact (marketing communications or service quality)
on brand awareness & association is greater are both empirically measurable and quantifiable.
Managers might follow this direction when deciding, where to make significant initiatives to

maintain strong brand equity.

4.3.4 lIdentify Service Failures and Recover those by Providing Superior Service

The components that make up service quality are diverse. Different dimensions have an impact on
service quality, distinctively. The proposed model (Figure: 32) will be able to determine and
quantify the effects that various service quality dimensions have on service quality and how service
quality mediates the relationship between customer satisfaction and other service quality
dimensions. It will also be possible to identify service failure and customer dissatisfaction. Then,
service recovery will be recommended to avoid service failure. Finally, the dissatisfied customer

will be delighted, when service recovery succeeded in resolving the service failure.

Commonly, service recovery is increasingly acknowledged as a key factor in a quality

management strategy and a significant generator of customer satisfaction and loyalty (Fornell &
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Wernerfelt 1987; Rust, Zahorik, & Keiningham 1996; Smith, Bolton 1998, Smith, Bolton &
Wagner 1999; Tax & Brown 1998). Therefore, discovering and eliminating service breakdown
and problem sources is typically necessary to convert unsatisfied customers into satisfied ones.
Research revealed that customer satisfaction levels are correlated with word-of-mouth volume and
content. The negative effects of service delivery errors could significantly outweigh the price of
fixing the initial error if a company does not adequately recover from them. This is seen by the
three new rules of thumb that are emerging in the service sector: 1) it costs five times as much to
acquire a new client as it does to keep an existing one; 2) it takes 12 instances of positive service
to outweigh one instance of negative service; and 3) 25 to 50 percent of a company's operating
costs can be attributed to poor service quality, or the cost of not doing it correctly the first time
(Liswood, 1989). Instead, strongly opinionated clients are more likely to promote positive word-
of-mouth than customers with softer opinions, and severely disgruntled customers who were
initially unhappy with a service may change their minds after being pleased with the company's
service recovery efforts. Others have discovered that customers who have negative experiences
often tell about it to eleven individuals, while those who had positive ones only tell six (Hart,
Heskett & Sasser 1990). This is not meant to imply that management should raise the level of
service over what the client would reasonably anticipate or even consider acceptable. It's possible

that the consumer will feel that the additional reward is excessive.

There are four service recovery options are available to deal with customers like as, respond
quickly, provide appropriate communication, treat customers fairly, and cultivate relationships
with them (Zeithaml, et al., 2013). Instead, there are four service recovery strategies offered for
handling customer problems including encouraging and tracking complaints, learning from
recovery experiences, learning from lost customers, and making the service fail-safe (Zeithaml, et
al., 2013). Hence, the potential to increase value for both consumers and the company is strong
when service productivity and quality improvement are combined. Delivering high-quality
services that satisfy clients while remaining cost-effective for the business, is the key to success in

many service organizations.
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4.3.5 Diagnosing and Classifying Loyal Customer Base to Offer Customized Service

The proposed model (Figure: 32) can provide an indefinable and quantifiable view of how
satisfaction affects brand loyalty. Fundamentally, True loyalty is based on satisfied customers, and
a significant part of that satisfaction is derived from providing outstanding service. Customers are
more likely to become committed advocates, for a company, who are really satisfied or even
delighted (Timothy et al., 2003). Therefore, to segment the market to meet consumer needs and
the firm's capabilities, the manager requires a strong loyal customer base. Customers who value
what the company has to offer- should see the service as being better as a consequence of thorough
customer targeting, which involves matching the organization's skills and strengths with consumer

needs.

The idea that businesses should focus on the "appropriate™ customers—those who are likely to do
successful business with them in the long run—rather than just those that are easiest to acquire or
most profitable in the near term, has recently gained power (Barnes & Cumby 1993; Reichheld
1993; Slywotzky & Shapiro 1993). The growth of a devoted customer base boosts a company's
profitability. According to observations: there are three effects of customer loyalty: 1) Revenue
increases as a result of existing clients and referrals, 2) Costs reduction as a result of lower
acquisition costs brought on by the efficiencies of serving returning customers, and 3) Employee
retention rises due to increased job pride and satisfaction, reinforcing customer loyalty and
resulting in further cost reductions as hiring and training expenses decrease and productivity
increases (Reichhheld 1993). Thus, relationship development should be future-focused rather than
anchored in past monetary income patterns in order to optimize profitability. Loyal customers are
also less inclined to argue over costs, which helps to enhance sales through word-of-mouth
promotion to friends. Over time, a company may receive a lot of value from these extra advantages.
Instead, a business that is experiencing high customer churn should design steps to keep control
of those customers who are already contributing to the company's long-term success or who have

the potential to do so.

For a service company, different segments offer different values. Similar to investments, some

customer segments might be more lucrative than others in the short term, but others might have a



163

higher potential for long-term growth. "The outcome should be a win-win situation,” stated
Frederick Reichheld, "where profits are gained through the success and satisfied customers, and
not at their expense." Likewise, the well-known 20-80 rule states that up to 80% of profits may
come from the top 20% of customers (Kotler, 2007). Sherden (1994) proposed changing the rule's
verbiage to 20-80-30, 80% of earnings are gained by the top 20% of consumers, and half of those
profits are lost on maintaining the bottom 30% of unprofitable customers. The suggestion is that a

business could increase its revenues by "trying to fire" its worst customers (Sherden, 1994).

It's crucial for service businesses to comprehend the needs of customers within diverse profitability
tiers and adapt their service levels in accordance (Zeithaml et al., 2001). A four-level pyramid or
customer profitability tiers are suggested by (Zeithaml et al., 2001), which includes- platinum,
gold, iron, and lead segments of customers. Typically, customer tiers are determined by
profitability and servicing requirements. Each customer segment receives a service level that is
personalized depending on its needs and value to the company, as opposed to all customers
receiving the same degree of support. Moreover, customer tiers' specific characteristics differ
depending on the type of business and even within the same company.

4.3.6 Epilogue

In a nutshell, the impact of each of the customer-based service brand equity (Figure: 32) aspects
on brand equity is discernible and quantifiable. One benefit is that brand equity gives marketers a
crucial strategic link between their present and future (Keller et, al., 2015). Choosing where and
how to distribute organizational resources across the organization, as well as allocating marketing
budgets, are critical responsibilities of senior management. In order for decision-makers to
understand the short- and long-term effects of their choice on brand equity, brand equity
measurement is necessary which will educate and provide insight to managers. In order to improve
the long-term profitability of the company, brand management, and service marketing must work
together to deliver high-quality experiences more effectively. The proposed CBSBE model will be
able to determine and quantify the effects that various service quality dimensions have on service
quality and how service quality mediates the relationship between customer satisfaction and other
service quality dimensions. It will also be possible to identify service failure and customer

dissatisfaction. Therefore, the holistic model (Figure: 32) is proposed, in this study. In this model,
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the direct effect, mediating effect, and simultaneous effect of all dimensions on brand equity can
be measurable. In light of their (brand equity dimensions) individual and simultaneous impact on
brand equity, customers should be clustered into different classes, then service must be designed
and tailored to each class. This technique will simplify the tactical and managerial decision-making

processes without increasing costs.
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CHAPTER: 5

SUMMARY
5.1 Prologue

Understanding the brand equity concept is essential to determine the brand's significance in
marketing strategies. Presumably, the knowledge of the brand that has been cultivated in
consumers' thoughts as a result of the company's prior marketing program investments is one of
the company's most significant assets for increasing marketing productivity. Managers must be
aware of how their marketing programs impact consumer learning and, in turn, recall for brand-
related information, as the content and memory structure of the brand will determine how
successful future brand tactics are (Keller 1993, 2). These arguments indicate the role of marketing
communications in building brand awareness & associations and eventually brand equity.
However, financial valuation concerns are not very important if there is no underlying value
created for the brand or if managers are unable to build lucrative brand strategies to capitalize on
that value (Keller 1993, 1-2). In a nutshell, conceptualizing brand equity from the consumer’s
viewpoint is beneficial as it recommends precise courses of action for both marketing strategies
and tactics in areas wherever research will be suitable in supporting managerial decision-making.

In this section, an overview of the literature review and discussion chapters are simplified.

5.2 Brand Equity

There are several ways to define brand equity, and both a firm and a customer can benefit from it.
For example, “the differential effect that brand knowledge has on consumer response to the
marketing of that brand” (Keller 1993). Likewise, the variations in cash flow between a situation
where a corporate product is branded and another where the identical product is not branded
(Simon & Sullivan, 1993). Whereas, “favorable impressions, attitudinal dispositions, and

behavioral predilections” (Rangaswamy et al., 1993). There isn't a single, accepted perspective on
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how to define and quantify brand equity. At this point, the following, some well-known brand

equity models (BEM) are discussed-

5.2.1 Brand Equity Models

According to Aaker’s (1991) brand equity model, the foundation of brand equity is created by the
tangible and intangible assets of brands. Brand equity is a collection of five types of brand assets
and liabilities that are connected to a brand, its name, and a symbol and that either increase or
decrease the value that a product or service offers to a company, its customers, or both (Aaker,
1991). These categories of brand assets are 1) brand loyalty, 2) brand awareness, 3) perceived
quality, 4) brand associations, and 5) other proprietary assets (e.g., patents, trademarks, and
channel relationships). These assets provide the firm and its consumer base with a range of
privileges and value. The end customer value is commensurate with the start of value provision to
the company. This model contains the basic dimensions of brand equity without those dimensions’
brand equity cannot be formed. In contrast, the impact of marketing communications on creating

brand awareness and associations as well as brand equity are not shown explicitly by this model.

Brand Equity Ten (Aaker, 1996) comprises ten sets of measures that are grouped into five
categories. The first four groups are the major dimensions of brand equity- loyalty, perceived
quality, associations, and awareness; which embody customer perceptions of the brand. The fifth
group includes two sets of market behavior measures which are obtained from market-based
information. Market behavior or brand performance measures include market share, market price,
and distribution coverage information that can be obtained from the market. Brand Equity Ten
measures are applicable across diversified products and markets. They are designed and inspired
by the four dimensions (brand loyalty, perceived quality, brand associations, and brand awareness)
of the Brand Equity Model developed by Aaker (1991). The impact of marketing communications
on the brand equity dimension are not shown explicitly in this model. But, Aaker (1996) mentioned
that the elements of the brand targeted by the communication program should be part of the
measurement system. Further, market share, price level statistics, and distribution coverage
information are difficult to gather and hard to interpret because of the disorganized market with

diverse channels, different variant brand/product offerings, and complex sets of competitors.
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Customer-based brand equity, or CBBE, is the unique impact that brand knowledge has on how
consumers react to a brand's marketing (Keller, 2008, p. 70). In a broader view, brand knowledge
is formed by brand recognition and recall and these two are created through marketing
communications. In light of this, it can be said that marketing communications are the sources of
creating brand awareness and brand associations. Raising brand awareness through increasing
familiarity with the brand through repeated exposure (for brand recognition) and forging strong
associations with the relevant product category or other relevant purchase or consumption cues
(for brand recall) is a crucial first step in building brand equity. These statements reflect the role
of marketing communications in building brand awareness & associations and eventually brand
equity. Keller et al., (2015) point out that When consumers are able to fully comprehend a brand's
attributes and benefits, direct experience plays a crucial part in forging the strongest brand
connections and influences their purchasing decisions. For example, experiencing buying a shirt
will be completely different from buying a service or medical treatment like a gall bladder
operation. Marketers should assess the influence of various information sources by managing them
as much as possible and taking them into proper consideration when creating marketing

communication strategies.

Brand Resonance Pyramid is developed by Keller in 2001. According to Keller (2001), a brand is
built up by sequentially establishing four steps and six ‘brand building blocks’ with customers.
That means each of the four ascending steps having six blocks is hinge on successfully achieving
the objectives of the previous one. These six building blocks have both rational and emotional
routes. Because most successful brands are built up by mounting both sides of the pyramid. Six
building blocks are brand salience, brand performance, brand imagery, brand judgments, brand
feelings, and brand resonance; each of which has several key drivers. Furthermore, in the pyramid
upper left side consists of rational blocks like- performance and judgments- upper right side
consists of emotional blocks like feeling and imagery. Therefore, brand building blocks be able to

take ladders in their specific light.

Brand Resonance Pyramid concept tries to build brand equity from the perspective of the consumer
both an individual and organization or an existing or prospective customer (Keller, 2008). This

pyramid provides a unique perspective on describing brand equity and the procedure of building,
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measuring, and managing a strong brand. In contrast, the impact of marketing communications on
creating brand awareness, associations, and brand equity are not shown explicitly. However, Keller
et al., (2015) mentioned that the "front end" of marketing programs and the potential intangible

value they may create are typically given more weight in brand equity.

Brand Value Chain Model (2003) was developed by Keller and Lehman. Brand value chain is a
methodical approach to evaluating the causes, effects, and methods of brand equity as well as the
process by which marketing initiatives generate brand value (Keller and Lehmann, 2003). The
brand value chain has some elementary properties. The foremost route indicates the four stages of
the brand value chain. The next route shows multipliers in the middle of these stages. To influence
the effect of one stage on the succeeding stage are the functions of these multipliers. Overall, these
four stages and three multipliers will allow managers to assess the value of their brand and can

recommend where improvements are crucial.

The methodical framework known as the "brand value chain™ is used to assess the origins and
consequences of brand equity based on how marketing activities generate value for the brand. It is
the unique benefit of this model because in other models the sources of brand equity by marketing
activities are not shown explicitly. Customer mindset is the second stage of the brand value chain
which includes awareness, associations, attitudes, attachment, and activity factors. In this model
marketing program investment, market performance, shareholders value, program quality
multiplier, marketplace conditions multiplier, and investor sentiment multiplier- are shown

explicitly which remains ignored by other models.

Although this brand value chain helps to measure the financial return of developing the brand,
Brand Equity Factor is absent in this model. In this model, the interrelationships among brand
equity dimensions are not shown. Each of the four stages and three multipliers have some measures
which may have interconnections or correlations; Because the value creation emerges in sequence.
However, those cannot be assessed by the brand value chain model. The impact of marketing
communications on the brand equity dimension are not shown. In some cases, the value creation
may not transpire in sequence. For example, the stock analysis may react to an ad campaign and

these react directly to their investment assessments.
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The literature analysis conducted previously demonstrates that in brand equity models, four
dimensions are common brand awareness, brand associations, perceived quality, and brand loyalty.
Although different models explain each of the dimensions with different terms, the functions of
these dimensions are alike. Another thing is shared in all of these models, the developers of these
models expressed implicitly the impact of marketing communications in building brand equity,
more especially in creating brand awareness and associations. However, in most situations, these

models are applicable for measuring brand equity for both product and service brands.

5.3 Service Brand Equity

Alternatively, the service is different from the product. Because services are intangible in nature
that not permit packaging, labeling, and displaying like in, the case of products. Brand
development is crucial in services, known as the intrinsic difficulty in differentiating products the
absence of physical variances (Zeithaml, 1981) and strong rivalry within service markets, many of
which have been liberalized. The indistinctness of services creates the need of buying services
from a trustworthy place which could be an alluring offer for customers. Because a strong brand
is fundamentally an assurance of future satisfaction. From the customer’s point of view, a service
brand is a blend of what the company says about a brand, what outsider says about a brand, and in
what way the company ultimately delivers the service. A service brand is then observed.

5.3.1 Service Brand Equity Models

Berry (2000) has developed a Service Branding Model. The model depicts the relationships among
the dimensions of a service brand such as the company’s presented brand, external brand
communications, brand meaning, customer experience with the company, and brand equity. Berry
(2000) mentioned that the company’s presented brand is part of the brand image that the company
controls and circulates through all personal and impersonal channels. The core purpose of
presented brand communications is to reinforce the brand. Coordinated and controlled
communication messages lead to brand awareness, customer’s recall, and recognition of the brand.
The higher and more positive the brand awareness, the robust the brand image and the more
distinctive the brand equity of a service company has. Conversely, non-controllable external brand

communications involve information that is powerful because they are apparent to be trustworthy
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and fair to customers. It can have also positive or negative effects on the service brand. These
presented brand and external communications have the most inspiration for new customers who
have little or no direct experience with the company’s service and shape what the company stands
for. External brand communications show a dotted-line relationship to brand awareness and brand
meaning as opposed to the presenting brand's bold-line influence on brand awareness. The dotted
lines may become bold in severe circumstances where publicity is widely disseminated and
attention-grabbing or word-of-mouth becomes prevalent (Berry, 2000). Brand meaning is the
throng of customers’ associations or customer experience with the brand. Although brand meaning
mainly originates from customer experience, it is also formed by the company’s presented brand
and external communications. Brand awareness and brand meaning (brand associations) together

contribute to brand equity to the experienced customers, however, their level differs.

In Berry’s (2000) model, the sources of creating brand awareness and brand meaning are displayed
clearly. Customer experience or the service performance of the company the role of human labor
in building a service brand- is a unique dimension unequivocally shown in this model which is not
common to other brand equity models. The company’s controllable communications and non-
controllable communications are shown separately which is easily measurable and uncommon to
other brand equity models. Finally, the relationships among service brand equity dimensions are
shown explicitly. In contrast, the impact of marketing communications on the brand equity
dimension is not shown directly. Brand loyalty is not taken into account in this model.

5.4 Similarities between Berry’s (2000) Service Branding Model and the Communications
and Service Marketing Triangle (Zeithaml et al., 2013)

There are some similarities between Berry’s (2000) Service Branding Model and the
Communications and Service Marketing Triangle (Zeithaml et al., 2013). Both models are
stressing the significance of Integrated Service Marketing Communications (ISMC). For example,
the sub-dimensions of the company’s presented brand and customer experiences with the company
of Service Branding model are harmonized with the sub-dimensions of external marketing
communications, internal marketing communications as well as interactive marketing of
Communications and Service Marketing Triangle. In addition, these two models express that

customer experience or the core service performances are the key products of a service-based
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organization and have a more prevailing impact over marketing communications. Both activities
like delivering communication messages and service performance should be accompanied in a

unified way.

5.5 Similarities between Berry’s (2000) Service Branding Model and SERVQUAL?’s (1988)
Model

There are some similarities between Berry’s (2000) Service Branding Model and SERVQUAL’s
(1988) Model. The sub-dimensions of the company’s presented brand of Berry’s (2000) model are
matched with the sub-dimensions of tangibles of SERVQUAL’s (1988) model. Besides, the sub-
dimensions of customer experiences with the company of Berry’s (2000) model are harmonized
with the sub-dimensions of tangibles, reliability, responsiveness, assurance, and empathy of
SERVQUAL’s (1988) model. Therefore, it can be argued that the concept of service quality and
customer experience are identical. It is appropriate to regard, customer experiences and service

quality as one dimension or construct.

5.6 Similarities between Service Branding Model (2000) and Brand Value Chain (2003)
Model

There are some similarities between Service Branding Model (2000) and Brand Value Chain
(2003) Model. Both these models explained the impacts of marketing communications in building
brand awareness and associations. The role of employees and trade people in the Brand Value
Chain (2003) is harmonized with the sub-dimensions of customers’ experience in the Service
Branding Model (2000).

In a nutshell, there are two distinct factors that have a greater influence on the service brand equity
model. The first is marketing communications, and the second is customer experiences, or more
generally, service quality. This study explores different angles of brand equity and service
marketing concepts the current brand equity measuring method needs to be modified, and research
needs to be expanded in order to create a single, standardized measurement tool that will keep up
with the changing nature of the globe.
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5.7 Vital Dimension for Building and Measuring A Service Brand

Service quality or customer experience should be considered as a vital dimension for building and
measuring a service brand. Service quality means meeting the requirements of customer
expectations (Lewis & Booms, 1983) besides, from a customer viewpoint, the discrepancy
between customer expectations and perceptions of actual service performance (Parasuraman et al.,
1985). The conception and assessment of service quality views have historically been regarded as
the most contentious and divisive issues in the literature on service marketing (Brady, Cronin,
2001). In short, the conceptualization and measurement of service quality are very challenging
tasks because service quality evaluations are extremely complicated processes that may operate at
multiple levels of abstraction. Thus, the present study makes a substantial addition to the
assessment of diverse service quality models in light of the transformed business situation and the
credentials of the necessity for prevailing model adjustment in the contemporary environment. The
crucial explanations about each model are considered after a brief discussion. Following is a brief

summary of the models:

5.8 Service Quality Models

Service quality (in a Gap Analysis Model), according to Parasuraman et al. (1985), is determined
by the differences between performance and expectations along the quality parameters. Based on

a gap analysis, they created a model for service quality. The model's numerous gaps are shown as:

Gap 1: A discrepancy between what consumers expect and how management perceives them.
Gap 2: The difference between management's beliefs of consumer expectations and service quality
specifications.

Gap 3: The discrepancy between service quality requirements and the actual service provided.
Gap 4: How do service delivery and customer communications differ?

Gap 5: Disparity between consumer expectations and how services are actually received.

The model is a resource for analysis. It makes it possible for management to systematically identify
discrepancies in service quality between many aspects that impact the quality of the offering. From

the perspective of the customer, it can help management identify the important service quality
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components. However, this concept fails to explain how to precisely measure the measurement

gaps at various levels.

Gap Analysis Model (1985), was developed by conducting exploratory research. This exploratory
study further improved with the ensuing SERVQUAL scale for gauging consumers' opinions of
service quality (Parasuraman et al., 1988). The initial 10 service quality elements were reduced to
five at this point: dependability, responsiveness, tangibles, assurance (communication,
competence, credibility, courtesy, and security), and empathy, which focuses on access and
knowing/understanding the customers. In 1991, the term "should" be replaced with "would," and
in 1994, the total number of elements was reduced to 21, but the five-dimensional structure
remained the same. Later, SERVQUAL was improved. The four gaps revealed in the authors'
research from 1985 were further described and characterized by them, in addition to this empirical
research. The majority of components, according to this enlarged model, concern the control and

communication procedures used by corporations to manage their workforces.

The SERVQUAL model provides a fundamental framework that can be tailored to fit the distinct
features of a given company to be utilized in a range of service environments and industries. This
scale can be used periodically to monitor consumer opinions about a certain company's level of
customer service in comparison to the competition. After analysis, data can be visually presented

to make it simple to see strengths and weaknesses in relation to the competitors.

Furthermore, implementing SERVQUAL and monitoring customer expectations and perceptions
of service may boost cross-selling opportunities, employee benefits, profit margins, and financial
performance in addition to enhancing customer retention, loyalty, and positive word-of-mouth.
But if customers are measured too frequently, they may lose interest in providing accurate answers
(Shahin, 2006). In contrast, the GAP model (1988) has allegedly led to a blurring of the lines
between the two notions of Service Quality and Customer Satisfaction (Ladhari, 2008). Instead of
emphasizing the results of the service, the SERVQUAL model focuses on the service process
(Babakus & Boller, 1992). Also, respondents appear bored and occasionally perplexed by the
administration of the E and P versions of SERVQUAL, which includes two administrations such
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as expectation measurement and perception measurement (Bouman & van der Wiele, 1992). Data

quality is endangered by boredom and confusion.

Service quality is an precursor to consumer satisfaction, which significantly affects purchase
intentions, according to Cronin and Taylor (1992, p. 65). The authors of the performance-only
(1992) model, contrasted computed difference scores with perception to come to the conclusion
that only perceptions are a better predictor of service quality. By proving that customer attitudes
influence service quality and that the performance-only (1992) a measure of service quality known
as SERVPERF was created by them as a better method of assessing service quality. In brief, the
concept of and metrics for measuring service quality should be an attitude. Customer satisfaction
is a prerequisite for service quality, which may influence purchase intentions more effectively. In
comparison to SERVQUAL, the performance-based SERVPERF is more effective because it
directly reduces the number of items by 50% while producing superior results. However, as people
from different cultures would have different expectations and scripts for the service encounters,
the model does not have a decent ranking on the goodness of fit index when considering diverse

cultures. The model has to be tested in sectors with substantial involvement.

A comprehensive model that combines the elements of customer satisfaction, customer value, and
service quality was put forward by Oh, (1999). The post-purchase decision-making process is the
main emphasis of the suggested paradigm. Towards the paradigm, arrows point in the causative
directions. This model takes into account important factors like perceptions, service quality,
customer satisfaction, customer value, and repurchase intentions. The intention to spread positive
word of mouth is finally characterized as a direct, integrated function of perceptions, value,
satisfaction, and repurchase intentions. The model offers proof that a customer's perceived value
plays a big part in their decision-making process after they make a purchase. It is a direct precursor
to customer satisfaction and plans for repeat purchases. The findings also show that perceived
pricing has no relationship to perceived service quality and a negative impact on perceived

customer value.

This model can be utilized as a conceptual foundation for consumer decision-making and firm

evaluation performance. This model offers guidelines and objectives for customer-focused
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business initiatives also. In contrast, this model has to be made more universal to account for

various service contexts. Fewer items are used to measure the model variables.

The Antecedents and Mediator Model (Dabholkar et al., 2000) illustrates a thorough model of
service quality that examines its antecedents, outcomes, and mediators in order to give readers a
clearer grasp of the idea at hand. The relevant aspects associated with service quality are better
conceived as components or antecedents in this model, which also looks at the connection between
customer satisfaction and behavioral intentions. The antecedent's model can give a thorough grasp
of service quality and the methodology used to create these evaluations. Customer satisfaction is
a more accurate indicator of behavioral intentions. In addition to rating various aspects of the
service, customers also formulate a distinct evaluation of the overall quality of the service (which
is not just the sum of the parts). Further, when attempting to determine customer ratings of service,
a significant mediating function was discovered, supporting the notion that it is crucial to quantify
customer satisfaction separately from service quality. However, this model has practical issues
because it is not employed to ascertain the relationship between service quality and other variables
very successfully (Martinez and Martinez, 2010). Due to the existence of dimensions and
subdimensions, the RSQS model entails a fairly complex statistical method (Martinez & Martinez,
2010). There is no empirical support for the hierarchical structure (Ladhari, 2008). Regarding the

number of things to be used in various retail service situations, there is much dispute.

The review of these models for measuring service quality brought to light a number of problems,
arguments, and model concerns. The vast models and definitions concur with the concept that
consumers should compare their expectations for service quality with their perceptions of actual
service quality. Additionally, it is noted that the outcome and measurement of service quality
depend on the environment, circumstance, need, and other elements of the service. These
requirements demand a constant effort to learn, validate, and modify the current measurement of

service quality.
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5.9 Service Quality and Customer Satisfaction are Two Dissimilar Dimensions

Although service quality and customer satisfaction are linked, they are two different dimensions,
according to researchers like Berry et al. (1988), Dabholkar et al. (2000), Oliver (1993),
Parasuraman et al. (1986, 1994), Schneider and White (2004), and Spreng and Mackoy (1996).
While satisfaction relates to a particular transaction, service quality is a general or all-
encompassing attitude toward the excellence of the service. This suggests that satisfaction is more
situational (Parasuraman et al. 1986). Service quality, according to Schneider and White (2004),
IS a customer's descriptive and factual evaluation of the service, while satisfaction is more of an
emotional evaluation of the customer's experience with the service and is often based on emotion.
Further investigation revealed that it may be more accurate to see service quality as a precursor of
client satisfaction (Oliver 1993, Parasuraman et al. 1994, Spreng and Mackoy 1996, Dabholkar et
al. 2000). Since they discovered empirical data demonstrating that service quality is an antecedent
of customer satisfaction, Spreng and Mackoy (1996) adapted an Oliver (1993) model. To put it
another way, the Spreng and Mackoy (1996) model suggests that customer satisfaction is an effect

of service quality.

5.10 Relationship between Service Quality, Service Satisfaction and Brand Loyalty

Dabholkar et al. (2000) further clarified the relationship between service quality and customer
satisfaction by discovering that the latter acts as a mediator between the former and behavioral
intentions. Additionally, Dabholkar et al. (2000) discovered that customer satisfaction is a far
stronger indicator of behavioral intentions than service quality, even when specific factor
assessments about the service are more directly tied to service quality. According to Schneider
and White (2004), the customer satisfaction construct is used to diagnose how customers feel and
their behavioral intentions, whereas the service quality construct is used to diagnose how the
organization executes. In order to maximize sales and the organization's net profit, behavioral
intentions in the marketing management literature relate to buying intentions, specifically to

customer loyalty and the intention to repurchase.

According to Olorunniwo et al. (2006), in retail banking, customer satisfaction completely
mediates the effect of service quality on purchase intentions; in the accommodation industry, it
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only partially mediates the effect. A mediating connection is one in which a third variable
influences the path connecting two variables (e.g., service quality leads to customer satisfaction
that drives patronage intentions or brand loyalty). Others contend that service quality is either
industry- or context-specific, contrary to Levitt's (1981) suggestion that an attempt to
conceptualize the concept of service quality as a whole may be fruitless (Cronbach 1986, Babakus
and Boller 1992).

This description of the relationship between service quality and customer satisfaction makes the
assumption that customer retention must be earned. They are essential for a business because they
preserve sales, margins, and profits, boost existing customer loyalty and value, encourage cross-
product purchases, differentiate brands, prevent the entry of new brands, compete with rival loyalty
programs, and other things. Repeat business, attracting profitable clients, collecting additional data
on clients, rewarding devoted clients, and other strategies are all part of customer retention for the

purpose of increasing revenue (Reinartz and Kumar 2002).

In many service research and customer satisfaction models, intentions, which are arbitrary
judgments about how a person will behave in the future, are typically used as dependent variables
(Boulding et al., 1993; Soderlund and Ohman, 2003). This implies that intention is a complex
variable and must be influenced by independent variables. On the other hand, repurchase intent
was acknowledged as a valid service outcome by Butcher (2005) and was also viewed as a
quantifiable outcome. As opposed to Soderlund and Ohman (2003) who view repurchase
intentions as expectations. In general, repurchase intention is the person’s decision on repurchasing
a specific service from the same company, considering their current circumstances and potential
future ones (Hellier et al. 2003, p. 1764). Therefore, repurchasing a brand is not the same as being
devoted to it. Situational considerations or a lack of brand preference on the part of the customer
may cause a repurchase. Repeat business is thus one of the results but by no means the key to
establishing loyalty. When a customer actively promotes a brand without receiving compensation,
brand loyalty has been formed. Marketers should be interested in the factors influencing loyalty as

well as repurchasing itself.
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In a business context, Mcllroy and Barnett (2000) claim that the term "loyalty" has evolved to refer
to a customer's dedication to doing business with a certain company, making recurring purchases
of their goods and services, and endorsing those offerings to friends and acquaintances.On the
other hand, Customer loyalty entails, according to Anderson and Jacobsen (2000), the outcome of
a company providing a benefit to a customer in order to keep or increase their purchases from the
company. They claimed that genuine customer loyalty is developed when a customer actively
promotes a business without receiving remuneration. Besides, Oliver (1997) provided a definition
of customer loyalty as a strongly held resolve to continuously purchase or use a chosen product or
service in the future, even in the face of external factors and marketing initiatives that may tempt
consumers to switch. Sirohi et al. (1998) also recommended using consumer loyalty, such as
repurchase intentions, intention to buy more items in the future, and intention to recommend
products to others, to quantify purchase intents. As seen from the definition above, there is no
distinction between brand loyalty and customer loyalty. Customer or brand loyalty is a more
sophisticated concept and includes a broader meaning than patronage, behavioral, and repurchase
intentions. Therefore, the brand loyalty concept is used in this research instead of patronage,

behavioral, and repurchase intentions.

5.11 Research Gaps and Contributions

Primarily, the critical analysis of the literature review reveals that all other brand equity models
are built on the foundation of the models developed by Aaker (1991, 1996) and Keller (1993).
However, they implied, the role that marketing communications play in establishing brand equity,
particularly in raising consumer awareness and fostering associations with the product or brand.
Furthermore, their model doesn't adequately depict how the various brand equity components are
interrelated with one another. Berry's (2000) model, on the other hand, clearly outlined the role
that marketing communications play in raising brand equity through the creation of brand
awareness, brand meaning, and customer experience or service quality. However, Berry’s (2000)
model was incapable to demonstrate how brand equity is influenced by brand loyalty. For that
reason, the current brand equity measuring methods need to be modified as brand equity models
are used for measuring brand equity, and research needs to be expanded in order to create a single,
standardized measurement tool that will keep up with the changing nature of the world, as this

study explores different angles of brand equity and service marketing concepts. Thus, the
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customer-based service brand equity model is suggested which comprised marketing
communications, brand awareness & associations, perceived quality/customer experience/service

quality, and brand loyalty dimensions.

Figure: 18 Proposed Dimensions of a Customer-Based Service Brand Equity Model

Source: Author’s Own Creation

Secondly, the development of brand awareness is necessary for brand association (Aaker &
Alvarez del Blanco, 1995). In keeping with Yoo & Donthu's research (2000), brand association
and awareness are merged as one dimension rather than applying brand association as a distinct
dimension. On the other hand, consumer perceptions of overall excellence or superiority are
referred to as perceived quality (Zeithaml, 1988; Aaker and Jacobson, 1994) of a product or service
compared to substitutes. This definition of perceived quality perfectly matches with the definition
of service quality. Perceived quality cannot essentially be impartially determined- because
perceived quality itself is a summary concept (Aaker 1991). That means it is a mixture of several
elements like service quality. Furthermore, the sub-dimensions of customer experiences with the
company of Berry’s (2000) model are harmonized with the sub-dimensions of tangibles, reliability,
responsiveness, assurance, and empathy of SERVQUAL (1988) model. Therefore, it can be
claimed that the concept of service quality and customer experience are identical. It is appropriate

to regard customer experiences and service quality as one dimension or construct.
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Thirdly, despite its critics, the SERVQUAL model is the inspiration for all other service quality
models. In regards to SERVQUAL's conception and assessment Parasuraman et al. (1985), Cronin
and Taylor (1992) developed Performance-Only Model called SERVPERF. They contrasted
computed difference scores with perception and came to the conclusion that only perceptions,
rather than expectations, are a superior predictor of service quality. They also mentioned that
service quality and satisfaction are required to be measured independently, as they are two distinct
constructs. But in the SERVPERF model quantitative relationship was not clarified. On the other
hand, the GAP model has apparently directed a blurring of the lines between the two notions of
Service Quality and Customer Satisfaction (Ladhari, 2008). Moreover, instead of emphasizing the
results of the service, the SERVQUAL model focuses on the service process (Babakus and Boller,
1992). Another criticism of the SERVQUAL model is that because it uses a performance and
expectation scale to measure service quality, it takes a long time to administer that may elicit an
improper response from the respondent at the time of data collection. Given these facts, a new
linkage model is proposed that considers the performance-only components of the SERVQUAL
model. As opposed to measurements of expectations, this linkage model is going to take customer
satisfaction and patronage intent into account like as Antecedents and Mediator Model of
Dabholkar et al., (2000) and the Linkage of Service Quality model of Olorunniwo et al. (2006).
Finally, Customer satisfaction and brand loyalty function as a result generator for the company,
and this new model makes it simpler for responders to understand the relationships. Furthermore,
in this research, the brand loyalty concept is used instead of patronage, behavioral, and repurchase
intentions. Because Customer or brand loyalty is a more sophisticated concept and includes a

broader meaning than patronage, behavioral, and repurchase intentions.
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Figure: 31 proposed New Linkage Model for CBSBEM

Service Customer Brand
Quality Satisfaction Loyalty

Source: Author’s Own Creation

5.11.1 Theoretical Contributions

The critical analysis of the literature review reveals that the current brand equity measuring
methods need to be modified as brand equity models are used for measuring brand equity, and
research needs to be expanded in order to create a single, standardized measurement tool that will
keep up with the changing nature of the world, as this study explores different angles of brand
equity and service marketing concepts. Thus, the customer-based service brand equity model is
proposed. The proposed Customer Based Service Brand Equity Model (Figure: 32) consists of six
main dimensions, which are Marketing communications options, brand awareness & associations,
service quality dimensions, customer satisfaction, brand loyalty, and brand equity. Each of these

dimensions can be subdivided into several dimensions.

The development of brand awareness is necessary for brand association (Aaker & Alvarez del
Blanco, 1995). In keeping with Yoo & Donthu's research (2000), brand association and awareness
are merged as one dimension rather than applying brand association as a distinct dimension. On
the other hand, consumer perceptions of overall excellence or superiority are referred to as
perceived quality (Zeithaml, 1988; Aaker and Jacobson, 1994) of a product or service compared
to substitutes. This definition of perceived quality perfectly matches with the definition of service
quality. Furthermore, the sub-dimensions of customer experiences with the company of Berry’s
(2000) model are harmonized with the sub-dimensions of tangibles, reliability, responsiveness,
assurance, and empathy of SERVQUAL (1988) model. Therefore, it can be claimed that the
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concept of service quality and customer experience are identical. It is appropriate to regard

customer experiences and service quality as one dimension or construct.

A new linkage model is proposed (Figure: 31) in this research, that considers the performance-
only components of the SERVQUAL model. As opposed to measurements of expectations, this
linkage model is going to take customer satisfaction and patronage intent into account like as
Antecedents and Mediator Model of Dabholkar et al., (2000) and the Linkage of Service Quality
model of Olorunniwo et al. (2006). Finally, Customer satisfaction and brand loyalty function as a
result generator for the company, and this new model makes it simpler for responders to understand
the relationships. Furthermore, in this research, the brand loyalty concept is used instead of
patronage, behavioral, and repurchase intentions. Because Customer or brand loyalty is a more
sophisticated concept and includes a broader meaning than patronage, behavioral, and repurchase

intentions.

5.11.2 Managerial and Strategic Contributions

The current study is offering managers a holistic approach to developing effective brand strategies.

5.11.2.1 Selecting Marketing Communication Options and Allocating Budget Onto It

In this study, it is identifiable theoretically and will be quantifiable empirically from the proposed
customer-based service brand equity model (Figure: 32), how marketing communications affect
brand awareness & associations and brand equity directly. A variety of communication techniques
can be used to accomplish a range of objectives, and each has its own benefits. So, it's essential to
employ a range of communication channels, as each one contributes in a unique way to creating
or maintaining brand equity (Keller, et al., 2015). On the other hand, Budget allocation models,
however, place more of an emphasis on factors such as the stage of a brand's life cycle, the firm's
goals and budget, the characteristics of the product, the amount of the budget, and the media
strategy of rival companies, as marketing communication budget and its impact/effectiveness
details may be more difficult to obtain (Kenneth et al., 1995). In this research, the CBSBE model
is directorial, in figuring out how managers should allocate their communication budget among

various marketing communications options, based on how those options would affect brand
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awareness & associations, and brand equity, besides how to implement effective strategies without

raising the cost.

5.11.2.2 Identify Service Failures and Recover those by Providing Superior Service

The model is also beneficial to determine the effects that various service quality dimensions have
on service quality and how service quality affects customer satisfaction. This model is capable of
identifying service failure and customer dissatisfaction. Then, recommend service recovery to
avoid service failure and reduce customer dissatisfaction. Therefore, discovering and eliminating
service breakdown and problem sources is typically necessary to convert unsatisfied customers
into satisfied ones. There are four service recovery options are available to deal with customers
like as, respond quickly, provide appropriate communication, treat customers fairly, and cultivate
relationships with them (Zeithaml, et al., 2013). Instead, there are four service recovery strategies
offered for handling customer problems including encouraging and tracking complaints, learning
from recovery experiences, learning from lost customers, and making the service fail-safe
(Zeithaml, et al., 2013). Hence, delivering high-quality services that satisfy clients while remaining

cost-effective for the business, is the key to success in many service organizations.

5.11.2.3 Diagnosing and Classifying Loyal Customer Base to Offer Customized Service

The CBSBE model is obliged to provide an indefinable and quantifiable view of how satisfaction
affects brand loyalty. According to observations: there are three effects of customer loyalty: 1)
Revenue increases as a result of existing clients and referrals, 2) Costs reduction as a result of
lower acquisition costs brought on by the efficiencies of serving returning customers, and 3)
Employee retention rises due to increased job pride and satisfaction, reinforcing customer loyalty
and resulting in further cost reductions as hiring and training expenses decrease and productivity
increases (Reichhheld 1993). Likewise, the well-known 20-80 rule states that up to 80% of profits
may come from the top 20% of customers (Kotler, 2007). A four-level pyramid or customer
profitability tiers are suggested by (Zeithaml et al., 2001), which includes- platinum, gold, iron,
and lead segments of customers. Typically, customer tiers are determined by profitability and

servicing requirements. Each customer segment receives a service level that is personalized
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depending on its needs and value to the company, as opposed to all customers receiving the same

degree of support.

5.12 Epilogue

In this section a snapshot of the literature review and discussion chapters are explained. The
limitations of the research, conclusion and future directions for research are simplified in the

upcoming chapter: 7.
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CHAPTER: 6

LIMITATIONS, CONCLUSION, AND FUTURE DIRECTIONS

6.1 Limitations of the Research

e This research consists solely of a critical literature evaluation. It is necessary to conduct
an empirical analysis of the proposed customer-based service brand equity model.

e The variables or constructs will change depending on the service industry. Therefore, the
questionnaire should be evaluated and updated on a limited number of samples prior to
the collection of the final results for pre-testing.

e For less experienced researchers, the measurement technique may be complex and time-

consuming.

6.2 Conclusion

In light of the research aims, research questions, overall significance, and contributions, this
section offers a brief summary of the main findings. Furthermore, the paper addresses its

shortcomings and suggests avenues for future research.

This study aims to determine the degree to which, the brand equity dimensions like as marketing
communications, brand awareness & associations, service quality, customer satisfaction, and
brand loyalty have an impact on brand equity simultaneously and distinctly in the context of
service branding. Furthermore, in this study research questions are fully answered- a theoretical
Customer-Based Service Brand Equity Model is developed- in order to find the relationships

among brand equity dimensions and to pinpoint the strategies derived from this model.

The critical analysis of the literature review reveals that the current brand equity measuring

methods need to be modified as brand equity models are used for measuring brand equity, and
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research needs to be expanded in order to create a single, standardized measurement tool that will
keep up with the changing nature of the world, as this study explores different angles of brand

equity and service marketing concepts.

The current study is offering managers a holistic approach to developing effective brand strategies.
In this research, the CBSBE model is directorial, in figuring out how managers should allocate
their communication budget among various marketing communications options, based on how
those options would affect brand awareness & associations, and brand equity, besides how to
implement effective strategies without raising the cost. This model is also beneficial to determine
the effects that various service quality dimensions have on service quality and how service quality
affects customer satisfaction. This model is capable of identifying service failure and customer
dissatisfaction. Then, recommend service recovery to avoid service failure and reduce customer
dissatisfaction. The CBSBE model is obliged to provide an indefinable and quantifiable view of
how satisfaction affects brand loyalty. Typically, customer tiers are determined by profitability
and servicing requirements. Each customer segment receives a service level that is personalized
depending on its needs and value to the company, as opposed to all customers receiving the same

degree of support.

One of the limitations of this study is that this research is based on a literature review, and the
research hypotheses are not tested empirically. So as to conduct, empirical research the
measurement technique may be complex and time-consuming for less experienced researchers.
Therefore, there is a direction for future research, if the researcher does not want to measure
simultaneous effect since this CBSBE model comprises direct, indirect, and interrelated
relationships; regression analysis, factor analysis, correlation, and covariance analysis can be
applied separately which might also be helpful alternatives to the SEM technique.

Brand equity gives marketers a crucial strategic link between their present and future (Keller et,
al., 2015). In order for decision-makers to understand the short- and long-term effects of their
choice on brand equity, brand equity measurement is necessary which will educate and provide

insight to managers. Thus, to improve the long-term profitability of the company, brand
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management, and service marketing must work together to deliver high-quality experiences more

effectively.

6.3 Future Directions

"What is not measured is not managed,” is a well-known proverb. While the proposed CBSBE
model (Figure: 32) for this research is based on a critical analysis, it is empirically testable.
Managers cannot determine whether there are strategic gaps without measuring, even without
mentioning the types of gaps or their locations, or if any corrective actions need to be taken.
Inevitably, measurement is necessary after changes have been implemented to determine whether
improvement goals have been attained. There are some future directions for more advanced

research or empirical research.

For the purpose of this study, only nine hypotheses are mentioned or formulated but the mediating

and moderating relationships among variables can also be measurable for the future research study.

The customer-based service brand equity model (Figure:32) is a complex, higher-order model with
interdependent relationships between many dependent variables. It is advisable to apply structural

equation modeling (SEM) in order to measure this holistic model and simultaneous effect.

“Structural equation modeling is a procedure for estimating a series of dependence relationships
among a set of concepts or constructs represented by multiple measured variables and incorporated
into an integrated model” (Malhotra and Das, 2011). SEM combines three different statistical
techniques: regression, factor analysis, correlation, and covariance analysis, to test any theoretical
model. If the researcher does not want to measure simultaneous effect since this proposed model
(Figure: 32) comprises direct, indirect, and interrelated relationships; regression analysis, factor
analysis, correlation, and covariance analysis can be applied separately which might also be helpful

alternatives to the SEM technique.
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