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Abstract
Egyptian banks face various challenges, including intensified
competition from new banks, competition from non-banking enterprises,
new and expensive technologies, and instability in the economic and political
macro environment.. Therefore, branding becomes an important topic
nowadays with the increasing competitiveness in the banking sector. This
paper will discuss the relations between Brand Equity antecedents; Customer
Brand Engagement, Customer Brand Experience, Customer Brand
Awareness and Customer Brand Loyalty and the research dependent
variables; Brand Commitment and Brand Satisfaction taking in consideration
Brand Equity as a médi.ator The research methodology adopted is based on
the development of: &, questionnaire that allows for the measurement of
customers’ perceptlons and past experiences with brands. The adoption of
this data-collection method was due to the need to measure the focal
constructs of the modél, as well as the extensive use of survey methodology
in previous studies examining customer branding. A correlation, regression
and SEM were applied as an in-depth statistical tool of measuring the direct
and indirect. hypothesjzed relations. It was found that there is a significant
full mediation role of<Brand Equity between the independent variables and
Brand Satisfaction and Brand Commitment, except for Brand Engagement,
implying that Brand Equity is a key role of achieving Customer Satisfaction
and Commitment throyigh gaining a competiiive advantage.
Keywords: Customer Brand Engageiiigfit, Customer Brand Experience,
Customer Brand }?&-wareness, Customer Brand Loyalty, Brand
Commitment and Brand Satisfaction.
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I Introduction
As the current economic en.ironment’ becomes more

competitive and introducing new brands secomes increasingly costly,
companies must find new strategies to -ncrease their capacity and
competitiveness (Lee et al., 2011). A wide variety of programs have
been developed and implemented to increase customer loyalty. Most of
these programs are directed to customer:’ functional and economic
benefits, like price-discounts, coupons, and mileage programs. It should
be highlighted that these types of loyalty 1 ograms are not adequate to
simultaneously increase multifaceted cus.omer loyalty despite their
importance (Gustafsson et al., 2005). Tl-at is, increasing customer
loyalty in a full sense requires a serics of customized marketing
strategies altered to various loyalty types (Hur ctal., 2011),

Branding has been described as “*he corerstone of services
marketing for the twenty-first century” (Berry, 2000, p. 129). In fact,
due to the inherent service characteristics (i. ». tangibility, inseparability,
heterogeneity and perishability), it has been"argued that the notion of
branding is more important to services than ‘o physical goods (Kapferer,
2004). There is a difference between procucts and services, where it
was emphasized that what is really imporrant is the services for all
organizations; whether they are introducing products or services. New
perspectives for marketing have emerged n which service provision
rather than goods is fundamental to ecoiomic exchange. With this
approach in mind, organizations need to ay-preciate how to effectively
market the service component of their product offering in order for a
competitive advantage to be realized. In he context of services, as
fewer tangible cues exist to assist customer- in making decisions when
purchasing services (Javalgi et al., 2006), bi:ind name is considered as a
source of information and risk reducer, simplifying the deci sion-making
process (Kayaman and Arasli, 2007). o '

While customer pre-purchase evalurtion of services has largely
changed as a result of the advancement of the internet and its facilitation
of greater customer access to various constmption-related information
(Peterson et al., 1997; Moon, 2004), it has rot completely resolved the
issues that are inherent when marketing « service. Access to greater
information can reduce the customer’s perceived risk level with respect
to service purchase decisions. However, such availability of information
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is unlikely to replace the actual experience for services that are high in
experience qualities. In situations, such as these, a strong brand is a
requirement for reducing the challenges customers may face when
making a purchase decision. Therefore, a strong service brand is
considered a§ a promise of future satisfaction, as well as developing
customer trust associated with the invisible purchase (Berry, 2000).

The competitive advantage of firms that have brands with high
equity include price premiums, increased customer demand, brands that
can be extended easily to competitive marketing activity (Keller, 2003).
Early studies engrossed on the financial influence of branding strategies,
finding that branded products delivered higher yields (Kalafatis et al.,
2012). Branding started in the form of fast-moving consumer goods
industry (FMCG), where traditional models of brand equity developed
by Aaker (1991, 2002), Keller (1993, 2003) have been largely inspired
by that industry. There is no uncertainty that the service industry can
benefit from the knowledge accumulated by consumer goods firms.
Nonetheless, the nature of services, specifically their immateriality and
the inseparability between production and consumption requires a
different method to build an influential service brand. In the services
marketing literature, a few authors have recommended new methods to
establish a strong brand in the service sector, such as De Chernatony
(2002) and Berry (2000). They identify and emphasize the significance
of employees during their communications with customers and their
capability to refine the brand values (Zeithaml and Bitner, 1998; Bitner
et al., 1990; Parasuraman et al., 1988) in order to generate a specific
meaning to the brands (Kimpakorn & Tocquer, 2010).

Therefore, this research comes to test the influence of Customer
Engag - ment, Experience, Awareness and Loyalty on Brand Satisfaction
and Commitment to know the right and effective approach of Brand
Equity for achieving the Brand Commitment and Satisfaction. This
research addresses the issue of how Egyptian banks respond to various
challenges that are disrupting the traditional business model. Also, it is
investigating the mediation role Brand Equity in the mentioned
relationships. The following section will present a review of literature of
the Brand Equity antecedents and how they might impact Satisfaction
and Commitment, The third section will present the methodology of the
current research, while the fourth section will present the results and
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findings. Finally, the fifth section will provide the conclusion of the
research and main recommendations for future resc.;ch.

2 Literature Review .

Commitment was firstly defined as the development of stable
relationships with partners, accepting short-term roblems. to maintain
relationships and assuring the stability of the relationships (Anderson
and Weitz, 1992). Therefore, Commitment is considered as a core
feature of relationship marketing management and as a requirement for
achieving a company’s goals. When a customer is committed to a brand
or a company, it is highly likely that the customer will cooperate
actively and will not easily be attracted to competitors, which in turn
will increase profits. In addition, commitment is viewed as the source of
competitiveness as it has causal relations with a company’s cosl
reduction and profit increase, the word-of-mouth effect through
recommendations, and a premium pricing effect (Hur et al, 2011).

Customer-based brand equity happens as snon as cnstomers are
aware with the brand and grasp favorable, strong and unique brand
associations in memory (Keller, 1993). Aaker (1996b) has stated that
BE is a set of assets and liabilities. Five brand equity assets — brand
loyalty, brand awareness, perceived quality, brand association and other
proprietary brand assets — are fundamentals of value creation. This
study uses these five brand equity groupings from Aaker (1991), as they
are the most acceptable to-date. As brand equity is a multidimensional
thought (Aaker, 1991), there was a variety of ways measuring the
dimensions for branding — some include brand loyalty and brand
association (Shocker and Weitz, 1988). There is also brand knowledge,
which comprises of brand awareness and brand image (Keller, 1993).
Furthermore, Yoo et al. (2000) have suggested that perceived quality,
brand loyalty and brand avareness have
a strong brand association. Among the five brand equity assets, it is very
difficult to operate a consumer’s observation of brand association in an
experiment (Pappu et al., 2006). .

Furthermore, other proprietary brand assets, such as patents, are
not easy to assess. Therefore, the current study uses brand loyalty, brand
association and perceived quality as the dimensions of BE. Brand
loyalty is randraa significant contemplation when assessing the value of
a brand as loyalty can translate into profit (Aaker, 1991). Brand loyalty
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is a barrier for new entrants and forms the basis for a price premium
(Aaker, 1996b). Brand loyalty also encourages repeated purchase
behavior from consumers, and discourages them from switching to
competitor brands (Yoo et al, 2000). Therefore, the greater the
customer loyalty, the higher the BE will be. Perceived quality 1s another
dimension of brand value that can encourage customers to choose a
product or service (Zeithaml, 1988).

“Perceived quality can be definite as the customer’s observation
of the overall quality or advantage of a product or service with respect
to its future purpose, relative to substitutions” (Aaker, 1991).
Customers’ product experiences, expenditure situations and unique
needs might innfluence their decision of product quality (Yoo et al.,
2000). Since customers make their choices based on product atiributes
and compare these to other products, perceived quality is not an
objective measure. Perceived quality can increase customer satisfaction,
provided the customer has had some previous experience with the
product or service (Aaker, 1996a). Hence, perceived quality is generally
associated with BE (Motameni and Shahrokhi, 1998), and the better the
perceived quality, the greater the BE (Yoo et al., 2000). From a brand
association perspective, Aaker (1991) felt that BE is closely related to
brand association. “A brand association is anything linked in memory to
a brand” (Aaker, 1996a).

Keller (1998) suggested that brand association can be divided
into three major categories: attributes (including preduct-related
attributes and non-product-related atiributes such as price, brand
personality, emotions and experience), benefits (what customers think
the product or service can do for them, including functional benefits,
symbolic benefits and experiential benefits) and attitudes (customers’
overall evaluations of the brand). The most powerful brand associations
are those that deal with the intangible or abstract traits of a product.
Brand association can assist with spontaneous information recall
(Osselaer and Janiszewski, 2001) and this information can become the
basis of differentiation and extension (Aaker, 1996b). Strong association
can help strengthen brand and equity. Similar o perceived quality,
brand association can also increase customer satisfaction with the
cusiomer experience (Lee et al., 2011).



Therefore, BE from the customer perspective suggests that positive BE
occurs when the customer responds more favorably to a marketing
activity (e.g. advertising and promotion) for the brand than they do to
the sume activity for an unbranded product or service from the samc
category (Keller, 1993). For example, measuring customel BE overtime
allows managers to understand how the firm's marketing activities
affect brand knowledge held by customers, and how changes in such
knowledge affect sales. To realize such important insight, a number of
brand models have been developed for the distinct purpose of
understanding the elements of customer-based BE (Berry, 2000).
Berry’s (2000) emphasis on customer experience in building
service brands can be described by the fact that the customer’s
awareness of a service brand, while initially designed by the marketing
department through external communication, eventually rests on
employee-customer interaction and the reliability of service delivery
that is managed internally within the service firm (McDonald et al.,
2001). Further indication of the significance of the customer’s
experience is provided in the relation marketing literature (Berry, 2002;
Lewis, 1989). In addition to cutting off costs to gain new customers, the
- relation marketing literature encourages that a key benefit of retaining
_:customers is the capability to progress expertise within the customer
base, thereby providing better service encounters (Hennig-Thurau et al.,
2002). :
In illumination the creation of service BE, the model captures
the importance of service experience, which has been overlooked in
Aaker (1991) and Keller’s (1993) theoretical models. Furthermore,
Berry’s (2000) model clearly allocates areas of management
responsibilities in building a service brand. The following section will
investigate the model under study and propose the methodology used by
the researcher to test the assigned relationships.

3 Research Methodology

In order to test the research hypotheses that underpin this study,
the research methodology adopted is based on the development of a
questionnaire that allows for the measurement of customers’ perceptions
and past experiences with brands. The adoption of this data-collection
method was due to the need to measure the focal constructs of the
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model, as well as the extensive use of survey methodology in previous
studies examining customer branding. The questionnaire is shown in the
appendix, where a total number of 28 statements were defined for the
research variables. Respondents were randomly selected from customers
of the Egyptian public banking sector. A total number of 429 were
considered in the study after excluding questionnaire with missing
resnonses from three banks currently representing the public sector of
banks in Egypt. Thus, the sample is considered as a stratified random
probability sampling, as respondents are considered from the three
banks representing the public sector. The proposed framework was
introduced in Figure 1, where it could be observed that Customers
Engagement, Experience, Awareness and Loyalty were considered as
the independeni variables; Brand Satisfaction and Commiiment are
considered as the dependent variables, while BE is considered as the

mediator.

Brand
 Commitment

H2

0

. HS

H3

Figure 1 Research Framework

Accordingly, the research hypotheses tould be formulated as follows:
H;: There is a significant influence of Brand Equity Antecedents on BE.
Hy: There is a significant influence of BE Antecedents on Brand
Commitment.

Hj: There is a significant influence of Brand Equity Antecedents on
Brand Satisfaction. _

Ha: There is a significant influence of BE on Brand Commitment.

Hs: There is a significant influence of BE on Brand Satisfaction.
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Hg: BE mediates the relation between Brand Equity Antecedents and
Brand Commitment.

H7: Brand Equity mediates the relation between BE Antecedents and
Brand Satisfaction.

The following section will investigate the research hypotheses
proposed above using correlation analysis and Structural Equation
Modeling (SEM). Thus, both; SPSS and AMOS statistical packages —
versions 24.

4 Results and Findings

This section will include validity and reliability tests. The
collected data cannot be used until these tests are applied and give the
result that this data is valid and reliable. At this point data could be used
for testing the research hypotheses. The questionnaire statements are
designed in which it can measure what it expected to measure correctly,
this what is called validity (Sekaran & Bougie, 2010). To measure the
factor validity, the average variance extracted (AVE) is used to
represent the average community for each latent factor. This measure
should exceed 0.5 to state adequate validity (Hair et al., 1998). Then
Factor loading for each item is used to examine validity, in which it
should be 0.4 minimum (Chin, 1998).

To examine reliability, each factor is measured using a group of
statements, the consistency between these statements refers to reliability
in which it can be examined by Cronbach's Aipha, the most common
used test of reliability. The range of Alpha coe ficient comes between 0
to 1, the higher the score the higher the reliability. The adequate
reliability should be referred by Alpha coefficients exceeding
0.7(Nunnally, 1978). Validity testing and reliability of the data used for
this research were displayed in Table 1.

By studying the variables in the model which consists of
Customer Brand Engagement, Customer Brand Experience, Customer
Brand Awareness, Customer Brand Loyalty, Brand Equity, Brand
Commitment and Brand Satisfaction, it was found that all variables
exceed the 50% in the AVE indicator and also exceeding 0.4 factor
loading for each item.
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Table 1: Data Validation

Variables MO AVE CFOAI;];::WS Items Item Loading

' ENGI1 773
) ENG2 751

i)
ENG 0719 75.082%  0.889 —os G7E
ENG4 357
; EXP1 794
76267 EXP2 73l
EXP 0830 "o 0.896  EXP3 725
EXP4 782
AWAL 862
AWA 0 AWA2 L
0687 31890% 4010 Awas o7
AWA4 740
LOY1 771
- LOY2 723

(1)
LOY 0819 77293% 0900 —5o7 773
LOY4 825
BEI 740
s ) BE2 859
0.828 78.667%  0.908 oFs g7
BE4 802
BCl 781
BC2 806

0,
BC  0.777 75.509%  0.890 NG 12
BC4 721
BS1 622
; BS2 325

o,
BS 0713 56.203%  0.740 == Yo7
BS4 629

Descriptive analysis provides summary statistics about the
research variables, including the mean, median, variance and standard
deviations. Table 2 shows the descriptive analysis for the research

Yt



variables. It was observed that the mean of Customer Brand
Engagement, Customer Brand Experience, Cus{_:omer Brand Awareness,
Customer Brand Loyalty, Brand Equity, Brand Commitment and Brand
Satisfaction are 2.3566, 2.4592, 2.6037, 2.3823, 2.5664, 3.5385 and

4.4149 respectively.

Table 2: Descriptive Analysis . iy
Research G Std. - “requency Percent
Variables N lewt Varnee Deviation 1- 2 3 4 5

ENG 429 2.3566 0.716 0.84615 14.5 443 333 7.0 9
EXP 429 24592 0.726 0.85179 124 399 382 86 9
AWA 429 2.6037  0.698 0.83531 8.4 37.1 406 13.8 2
LOY 429 2.3823  0.699 083625 135 431 361 61 12
BE 429 2.5664  0.657 0.81079 7.9 389 429 9.1 1.2
BC 429 3.5385  0.604 077733 2. 717 394 434 93
BS 429 44149  0.477 069063 .2 .. 82 392 3]

Testing the Effect of Customer Brand Equit*"-An_teccdents ¢n Brand
Equity (BE)

Table 3 shows the correlation matrix between independent
variables Customer Brand Engagement, Customer Brand Experience,
Customer Brand Awareness, Customer Brand L-pjxalt_v and BE. There is
a significant positive correlation between Customer Brand Engagement,
Customer Brand Experience, Customer Brand Awareness, Customer
Brand Loyalty and BE, as corresponding P-valucs is less than 0.05 and
>0. It was observed that the values of Pearson’s correlation for the
research variables; Customer Brand Engagement, wCuétomer Brand
Experience, Customer Brand Awareness, Cust_é_nier' Brand Loyalty and
BE, are 0.757**, 0.692**, 0.660** and 0.714** respectively.
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Table 3 Correlation Ma_trix between Customer Brand Equity
Antecedents and BE .

ENG EXP AWA LOY BE

. Pearson Correlation 1
ENG Sig. (2-tailed)
N : 429

Pearson Correlation .758° 1
EXP Sig. (2-tailed) .000
N 429 429

VF T

Pearson Correlaiion  .650° 470 |
AWA  Sig. (2-tailed) 000 .000
N 429 429 429

¥ ¥ EES

Pearson Correlation 761  .665 .542 1
LOY Sig. (2-tailed) 000 000 .000

N 429 429 429 429
Pearson Correlation .757 692" .660° 714 1

BE Sig. (2-tailed)  *.000 .000 .000 .000
Niick 429 429 429 429 429

Table 4 shows the multiple regression analysis of the influence
Customer Brand Engagement, Customer Brand Expetience, Customer
Brand Awareness, Customer Brand Loyalty on BE. It could be observed
that the P-value of the whole model is 0.000 which stated a significant
influence of the model génerally on the BE. Also, the R square is 0.682
which ineans that the model explains 68.2% of the variation in BE.
Then, it was found that P-values of the variables; Customer Brand
Engagement, Customer Brand Experience, Customer Brand Awareness,
Customer Brand Loyalty are 0.000, 0.000, 0.000 and 0.000, implying a
positive significant impact of Customer Brand Engagement, Customer
Brand Experience, Cusiomer Brand Awareness, Customer Brand
Loyalty on BE (f =0.198, 0.229, 0.272 and 0.237).
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Table 4: Regression Model of Customer Brand Equity Antecedents

on Brand Equity I
N Unsiaudardizéd Standardized o
Research  Coefficients Cocfficients P- Overall R
Variables T sd. . o value P-valueSquare
Beta -
Eeror
(Constant) 264 083 T3.193.002
ENG 198  .052 206 3.811 .000
EXP 229  .041 241 5.605 .000 0.000 0.682
AWA 272 035 280 7.721 - .000
LOY 237 042 245 5.638 .000

Therefore, the regression equation can be stated as follows:
BE = 0.264 + 0.198 * ENG + 0.229 * EXP+ 0.272 * AWA+ 0.237 *
. LOY

Thus, the hypothesis that Customer Brand Engagement,
Customer Brand Experience, Customer Brand Awareness, Customer
Brand Loyalty has a significant impact on BE was fully supported.

Testing the Effect of Customer BE Antecedents on Brand

Commitment

Table 5 shows the correlation matrix between independent
variables of ENG; EXP, AWA, LOY, and BC. It was observed that the
value of Pearson’s correlation for the research variables; ENG, EXP,
AWA, 1LOY, and BC are 0.634, 0.573, 0.549, and 0.603 respectively,
with P-values of 0.000. Thus, there is a significant positive correlation
between BC and Research variables. 1
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Table 5 Customer BE Antecedents and Brand Commitment

=

1 2 3 4 5

Pearson |
Correlation
e Sig. (2-tailed)
N 429
Pearson s
P Correlation ol
Sig. (2-tailed) .000
VYN 429 429
- Pesarson 650" .4‘?0 |
AWA Correlation
Sig, (2-tailed) 000 .000
N 429 429 429
Peag'son 761" ,t§§5 3‘4112 |
LOY Correlation '
Sig. (2-tailed) 000 .000 .000
N 429 429 429 429
Pearson 634" 533 5.4‘19 603" ]
3C Correlation i )
4 Sig. (2-tailed)  .000 .000 .000 .000
o N 429 429 429 429 429

Table 6 shows the multiple regression analysis of the impact of
Customer Brand Engagement, Customer Brand Experience, Customer
Brand Awareness, Customer Brand Loyalty on Brand Commitment. It
could be observed that the P-values of the whole model are 0.000 which -
stated a significant impact of the model generally on the Brand
Commitment. Also, the R square is 0.640 which means that the model
explains 64% of the variation in Brand Commitment. Then, it was found
that P-value of the variables; Customer Brand Engagement, Customer
Brand Experience, Customer Brand Awareness, Customer Brand
Loyaity are 0.000, 0.000, 0.000 and 0.000, implying a positive
significant impact of Customer Brand Engagement, Customer Brand
Fxperience, Customer Brand Awareness, Customer Brand Loyalty on
Brand Commitment (B = 0.190, 207, 257 and 215).



Table 6: Regression Model of Customer BE Antecedents on Brand
Commitment
Unstandardized Standardized

Research Coefficients  Coefficients =9, Overall R
— — 1T P-value -
P-value Square

Variables B 1btd. Beta
PN T e e e e AL }eror —. — - ey = e b s ST
(Constant) 1.401  .084 16.623  .000
ENG 190 053 207 3.580 .000
- EXP 207 .042 226 4945 .000 0.000 0.640
AWA 257 036 276 7.155  .000
LOY 215 043 23201 45,000 000 3

Therefore, the regression equation can be stated as follows:

Brand Commitment = 1.401 - 0.190 * ENG + 0.207 * EXP +
0.257 * AWA +0.215% LOY

Thus, the second hypothesis that Customer Brand Engagement,
Customer Brand Experience, Customer Brand Awareness, Customer
Brand Loyalty have a significant impact on Brand Commitment was
fully supported. :

Testing the Effect of Customer BE Antecedents on Brand
Satisfaction

Table 7 shows the correlation matrix between independent
variables of Customer Brand Engagement, Customer Brand Experience,
Customer Brand Awareness, Customer Brand Loyalty and Brand
Satisfaction. There is a significant positive correlation between
Customer Brand Engagement, Customer Brand Experience, Customer
Brand Awareness, Customer Brand Loyalty and Brand Satisfaction, as
corresponding P-values is less than 0.05 and r>0. It was observed that
the value of Pearson’s correlation for the research variables; Customer
Brand Engagement, Customer Brand Experience, Customer Brand
Awareness, Customer Brand Loyalty and Brand Satisfaction, are
0.734** 0.667**, 0.642 and 0.689 respectively.
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Table 5 Customer BE Antecedents and Brand Commitment
1 SR A UL e

Pearson
Correlation
NG
KNG Sig, (2-tailed)
N 429
Pearson g £
rYPp Correlation 78 l
: Sig. (2-tailed)  .000
’ N 429 429
- Pearson s 470
AWA Correlation 650 i !
' Sig. (2-tailed) .000 .000
N 429 429 429
Pearson w005 542
LOY Correlation 761 SO !
i o Sig. (2-tailed) .000 .000 .000
N 429 429 429 429
Pearson w 573 549 we
BC Correlation BoRC! T 05900 1
Sig. (2-tailed) 000 .000 .000 .000
N 429 429 429 429 429

Table 6 shows the multiple regression analysis of the impact of
Customer Brand Engagement, Customer Brand Experience, Customer
Brand Awareness, Customer Brand Loyalty on Brand Commitment. It
could be observed that the P-values of the whole mode! are 0.000 which .
stated a significant impact of the model generally on the Brand
Commitment. Also, the R square is 0.640 which means that the model
explains 64% of the variation in Brand Commitment. Then, it was found
that P-value of the variables; Customer Brand Engagement, Customer
Brand Experience, Customer Brand Awarcness, Customer Brand
Loyalty are 0.000, 0.000, 0.000 and 0.000, implying a positive
significant impact of Customer Brand Engagement, Customer Brand
Experience, Customer Brand Awareness, Customer Brand Loyalty on
Brand Commitment ( = 0.190, 207, 257 and 215).



Table 8: Regression Model of Customer Brand Engagement,
Customer Brand Experience, Customer Brand Awareness,
~_ Customer Brand Loyalty and Brand Satisfaction P 1

Unstandardized Standardized

Research  Coefficients  Coefficients 4 P-  Overall R
Variables Std. value P-value Square
" Beta
Erxror F
(Constant) 2781  .090 30.818 .000
ENG W46 057 178 2.566 011
EXP 149 045 184 3333 .001 0.000 0.476
AWA 187 038 226 4.861 .000
LOY 183 046 222 3.982 .000

Therefore, the regression equation can be stated as follows:
Brand Satisfaction = 2.781 + 0.146 * ENG + 0.149 * EXP - 0.187 *
AWA - (0.183* LOY
Thus, the third hypothesis that Customer Brand Engagement,
Customer Brand Experience, Customer Brand Awareness, Customer
Brand Loyalty have a significant impact on Brand Satisfaction was fully
supported. 1
Testing the Effect of Customer BE on Brand Commitment
Table 9 shows the correlation matrix between the independent
variable; BE and the dependent variable; Brand Commitment. There is a
significant positive correlation between BE and Brand Commitment, as
corresponding P-value is less than 0.05 and Pearson’s correlation
coefficient r = 0.976**, which is greater than 0.
Table 9 Correlation Matrix between BE and Brand Commitment

BE BC
Pearson Correlation 1
BE Sig. (2-tailed)
N " 429
Pearson Correlation 976 1
BC Sig. (2-tailed) 000
N 429 429
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Table 10 shows the simple regression model of the influence of
BE on Brand Commitment. It could be observed that there is a positive
significant influence of BE on Brand Commitment with regression
coefficient B = 0.935, as well as P-value of 0.000, which is less than
0.05. Also, the R square is 0.952 which means that the model explains
95.2% of the variation in Brand Commitment.

___Table 10 Regression Model BE and Brand Commitment
Unstandardized  Standardized p. R
Model ~ Coefficients Coefficients T Value Sqiisre
XY B Std. Error Beta SRR T
(Constant) 1,138 027 41.481 .000
o Bmad e e 976 91743 000 952
__ Equity i ¥ :

Therefore, the regression equation can be stated as follows:

Brand Commitment = 1.138 + 0.935 * BE
Thus, the fourth hypothesis was supported, which means that BE has a
significant impact on Brand Commitment.

Testing the Effect of Customer BE on Brand Satisfaction

Table 11 shows the correlation matrix between the independent
variable; BE and the dependent variable; Brand Satisfaction. There is a
significant positive correlation between BE and Brand Satisfaction, as
corresponding  P-value is less than 0.05 and Pearson’s correlation
coefficient r = 0. 844%* which is greater than 0,
Table 11 Correlation Matrix between BE and Brand Satisfaction

BE BS
Pearson Correlation l
BE Sig. (2-tailed)
N 429
Pearson Correlation 844" 1
BS Sig. (2-tailed) 000
N 429 429
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Table 12 shows the simple regression model of Brand Equity
influence on Brand Satisfaction. It could be observed that there is a
positive significant influence of Brand FEquity with regression
coefficient B = 0.719, as well as P-value of 0.000, which is less than
0.05. Also, the R square is 0.712 which means that the model explains
71.2% of the variation in Brand Satisfaction,

Table 12: Regression Model BE and Brand Satisfaction
Unstandardized Standardized
T  P-Vaiue

Coefficients  Coefficients Square
Iodel
Std.
B Beta
I Error . x
(Constant) 2.571  .060 43.154 .000 0.712
b Dl g 844 32462 000
Equity AN :

Therefore, the regression equation can be stated as follows:

Brand Satisfaction = 2.571 + (0 19 * Brand Equity
Thus, the fifth hypothesis was supported, which means that BE has a
significant influence on Brand Satisfaction.

Applying the SEM for the Research Model

Table 13 shows the SEM of the influence of ENG, EXP, AWA,
and LOY on Brand Commitment. It could be observed that there is an
insignificant influence of ENG and EXP on the dependent variable;
Brand Commitment with Estimates of 0.116 and 0.087 respectively, as
well as P-values of 0.101, and 0.185. respectively, while there is a
significant impact of AWA and LOY on Brand Commitment with
Estimates of 0.258, and 0.130 as well as p-value of 0.000, and 0.011
respectively. Also, the R square is 0.382 which means that “AWA, and
LOY “explains 38.2% of the variation in Brand Commitment.
Also, there is a significant impact of EXP on Brand Satisfaction with
Estimates of 0. 159, as well as p-value of 0.009, Also, the R square is
0.758 which means that “EXP “explains 75.8% of the variation in
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Brand Satisfaction.
Table 13 SEM for Research Modecl without Mediation

Lstimate ~ P-value R Square
BC <. ENG 116 101
S i e 0382
BC < AWA 258 i
BC <-- LOY 130 Ol
BS <. BC 980 b
BS <- ENG 065 330
BS < EXP 159 009 0.758
BS < AWA 094 21
BS <-. LOY 047 337

The model fit indices; CMIN/df = 2.639, GFI = 0.927. CFI = 0.963, and
RMSEA =0.062 are all within their acceptable levels.

Table 14 " Model Fit for SEM model without Mediation
CMIN/DF p-value GFI CF1 RMSEA
2.639 0.000 0.927 0.963 0.062

Testing the Mediation Role of Brand Equity for the Research
Model

Table 15 shows the SEM of the influence of ENG, EXP, AWA,
and LOY on Brand Equity. It could be observed that there is a positive
significant influence of EXP, AWA, and LOY on the dependent
variable; Brand Equity with Estimates of 0314, 0.432, and 0.266
respectively, as well as P-value of 0.000. respectively. While there is
insignificant relation between ENG on Brand Equity with p-value of
0.573, Also, the R square is 0.594 which means that “EXP, AWA, and
LOY “explains 59.4% of the variation in Brand Equity.
In addition, there is insignificant influence of ENG, EXP, AWA, and
ROY on Brand Commitment with Estimates of 0.095, -0.036, 0.093,
and 0,031 respectively. With p-values of 0.154, 0.580, 0.153, and 0.545
respectively. While, there is significant influence of BE on Brand
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Comraitment Also, the R Square is 0.504 which means that BE explains
50.4% of variation on Brand Commitment.

Furthermore, there is significant influence between BE, and BC
on Brand Satisfaction with p-value of 0.000 while there is insignificant
influence between ENG, EXP, AWA, and LOY with p-values of 0.202,
(.296, 0.716, and 0.559 respectively. Also, the R Square is 0.790 which
means that BE, and BC explains 79% of variation on Brand
Satisfaction.

Therefore, it is could be considered that Brand Equity is fully
mediating the relationship between Brand Awareness and Loyalty and
Brand Commitment, as Brand Awareness and Loyalty tended to be
insignificant in the presence of Brand Equity. Also, Brand Equity is
fully mediating the relationship between Brand Experience and Brand
Satisfaction, as Brand Experience turned to be insignificant in the

presence of Brand Equity.
Table 15 SEM for Research Model with Mediation
Estimate P-value R Square

BE <-- ENG 045 v 573
BE <--— EXP 314 *kE
BE <= AWA 432 b U254
BE <--- LOY 266 ¥ B
BC < BE 390 TR
BC <-- ENG 095 - 154
BC <--- EXP -.036 580 0.504
BC <---  AWA 093 153
BC <-- LOY 031 545
BS Comm BE 367 b
BS L BC 790 *rE
BS <=  ENG .078 202
BS < EXP 062 296 0790
BS <=  AWA -.022 716
BS <-- LOY -.028 559

0.871, and RMSEA = 0.066 are all within their acceptable levels.
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Table 16 Model Fit indices for SEM Model with
Mediation

CMINDF  p-value  GFI CrI RMSEA
2854 0.000 0911  0.871 0.066

Thus, the sixth and seventh hypotheses were partially supported,
which means. that BE partially mediates the relation between its
antecedents and Brand Commitment and Brand Satisfaction.

1



5 Conclusion

The above results illustrate the role of Brand Equity mediation to
cope with the required level of Braud Commitment and Brand
Satisfaction in the Egyptian public banking secior. This means that
brand equity is an important issue for customers to achieve their
satisfaction and commitment to a bank rather than another. It could be
observed that customers are not relatively committed or satislied by the
public banks services, which implies ne application of brand equity
through mainly having good experience and awareness regarding their
banks and how they might serve their customers. This will lead to
customers being satisfied and committed to their banks specially in that
global world nowadays. Further, research could conduct comparative
analysis between private and public Egyptian banks to be able to
compare between different sectors performance. Also, future research
could be done to evaluate the role of brand equity in different other
sectors rather than the banking sector.
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[ thisbank
- | I'think about this bank a lot when I'm using its

_Appendisx: Research Que

“ugagement (Khan et al, 2016)
Using this bank website gets me to think about

It

stionnaire

website

Using this bank website stimulates my interest
to learn more about this bank

I feel very positive when I use this bank’s
website

Experience (

=

The operating hours of the bank are conveniont
and sufficient

2- | The ATMs of the bank is at the convenient Aﬁ
locations
3- | The bank provides me proper information
4- | The statements and letters sent by the bank are
clear 4
Brand Awareness (Kim, 2012; Ding & Tseng,
2015)
1- | This bank is one of the most popular ones
2- | I have heard this bank name
3- | I can recognize this bank among competing
banks
4- | I can quickly recall the symbol or logo of this
bank
Brand loyalty (Lee et al, 2011; Alam et al, _L
2012)
1- | This bank would be my first choice B
L- I consider myself loyal to this bank RNE
[|3- | I use this bank because it is the best choice for me
4- | I consider myself to be a loyal patron of this ) i

bank
Yty
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Brand Equity (Rambocas et al., 2018)
1- | It makes sense to transact with this bank instead
| of any other bank, even if they are the same e
2- | Even if another bank has the same products as
| my bank, [ prefer to transact with mine
3- | If there is another bank as good as my bank, |
prefer to transact with mine '
4- | It seems smarter to transact with my bank, even
if banks are not all that different
Brand Commitment (Kemp &Bui, 2011;
Louis et al., 2010)
1- | I consider myself to be a loyal supporter of the l!
bank services.
f2- | This bank services are my first chotce when it I’
comes to banking services.
3- | I would use this bank services over other banks
services.
4- | This bank has a lot of meaning (o ine
Satisfaction (Shuv-Ami, 2016)
1- | 1 am satisfied with this bank.
2- | I am satisfied with the way this bank meets my
expectations.
3- | I am satisfied with the way thls bank fits my
needs.
4- | Overall, L am satisfied with this bank e
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