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ABSTRACT

Despite of remarkable interests in the nature and role of marketing application from servicing perspective, there
are limited researches on service branding. By describing four major aspects of service branding, present study
studies these aspects and their impacts on service conceived quality and finally it investigates the impact of
service conceived quality on customer loyalty. Represented model includes the impact of brand traditional
image along with other three impacts, that is, company image, employees’ confidence and company’s
confidence. By using a 104-subject sample of Asia Insurance Company’s customers, the analyses show that
brand image and company’s image have direct and positive impact on service conceived quality while a
significant relationship is not seen between company’ confidence and employees’ confidence with service
quality. Finally, the aspects of service brand impacts indirectly on customers’ loyalty via impacting on service
conceived quality.

Keywords: service brand, brand image, company’s image, employees’ confidence, company’s confidence,
service quality, customer’s loyalt

INTRODUCTION

According to Keller (1993), most researches on brand have been so far focused on consuming goods especially
on understanding the effects of brand awareness. There is an emerging trend on branding which is as same as
service logic in concentrating on added value processes. In such view, brand plays a broader role so it is related
not only to end users but also to company, its employees and its shareholders. Research papers call this broader
perspective of branding as “service brand” (Brodie et, al,, 2009). The pioneering research of Berry (2000),
which stems from the interpretation of his personal experiences with labor-intensive service organizations,
provides initial insight into the way brands play a broader role. While Berry's model still recognizes that the
awareness of the company's presented brand influences the brand's equity, Berry suggests the brand's “meaning”
that the customers derive from their service experiences is more important. Hence, Berry states that “the
company” becomes the primary brand rather than the product. Conducted studies have paved the ground to
develop this service branding model fruitfully. They indicate that brand creates an “experimental image”, a
“commitment to experience servicing” and ‘“communicational confidence”. Together thesethree studies
highlight the need to have a broader conceptualizationwhen rethinking the traditional image and logo view of
the brand(Berry 2000). The purpose of present study is to understand the nature of service brand by using a
quantitative study. The empirical ground for present paper is insurance industry. By providing a theoretical
framework on brand concept, its aspects and its relation to service quality and customers’ loyalty, present paper
studies service brand by using the same framework in insurance services. To this end, several branches affiliated
to Asia Insurance Company in Kerman are considered and relevant questionnaires are distributed among them.

Developing a conceptual framework on service brand

Some authors consider the role of fulfilling commitments on brand. Amber and Styles (1996), for example,
define brand as a “commitment on a set of traits bought by someone” which “maybe fantastic, logic, sensational,
tangible or intangible”. By providing a concept of commitment, Balmer and Gray (2003) conclude that “the core
of a legal brand consists of a revealed commitment between organization and key stockholder groups”.
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Branding is an important concept in trading activities and academic researches. It is for the same reason that
successful brands help market-owners to acquire a competitive advantage which includes opportunities to
increase market share successfully, resilience against competitors’ developmental pressures and the capability to
create entry barriers for rivals. Branding mitigates customers’ risk feeling during buying the services. Likewise,
a high level brand enhances customers’ satisfaction and loyalty degree (Kim et al., 2008).

Brand value comes from knowledge structures which may have their own aspects. According to Aaker (1997),
these aspects include brand awareness, brand contribution, conceived quality and brand loyalty (Kim & Hyun,
2010). On the other hand, brand value in trading markets plays a major role under some aspects of trading
exchanges. Researches show that brand value is a strong survival stimulant for consuming, industrial and
servicing markets (Kottler & Pfortsch, 2007).

To develop a conceptual framework for service brand, initially developed model by Calonius (1986) is accepted
(figure 1). Employees and customers are inside the framework of external, internal and interactional activities of
the organizational regarding organizational brand conceptions. The same framework describes service brand
such as playing a complementary role via integrating the attitudes and conceptions of employees and customers
of organizational brand (Brodie et al., 2009).

Three marketing processes include:

1. External marketing (the relationship between organization and customers via establishing commitments
on service providing).

2. Interactional marketing (interactions between those individuals who are working in organization and
end users via creating the experience on continuous purchase and commitments on service providing)

3. Internal marketing (including organization and those individuals who are working there - commitments
on service providing)

Customers’ concentions

External marketing

Interactional marketing

Service brand

Employees’ conceptions External marketing Organization’s conceptions

Service quality

Supplying higher quality services and providing customer with continuous and excellent services lead into
competitive advantages for service organizations. Most important competitive advantages include competitive
barriers, supplying outstanding products, mitigating marketing costs and customers’ loyalty (Rusta, 2008: 4 —9).
Reviewing relevant literature indicate that major concerns on service quality can be divided into two parts:
recognizing quality aspects and developing tools to measure service quality in researchers’ future efforts. Then,
an operational plan on service quality is rapidly increased by testing such results as attaining the customers,
attracting new customers from face-to-face advertisements, rising the productivity, improving market share,
reducing employees’ repetitive efforts, mitigating operational costs and enhancing profit making (Kuo et al.,
2009). In present paper, service conceived quality defined as customers’ judgments on an advantage compared
to considered quality. According to Parasuraman et al (1997), conceived quality is a type of relevant but
unparallel to satisfaction attitude as well as the results of comparing expectations to performance conceptions.
According to studies by Lefkowit and Clark (1998) and Morrall (1993) to distinguish services as similar as
goods, one should not only distinguish them in terms of name or logo but also in terms of a set of customers’
conceptions that are defined well. To achieve such aim, Camp (1996) suggests controlling all aspects of
interactions between brand and target market. Similarly, Sanders and Waters (1993) agree that branding gives a
name to products (goods or services). Sanders, Waters (1993) and Camp (1996) believe that branding is on
determining a target market and then to develop a product and brand character (Bei et al, 2006). In studies by
Dall’Olmo Riley and de Chernatory (2000), 9 major fields were recognized in relation to brand:
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(1) Legal tools

(2) Logo

(3) Company

(4) Identifying system

(5) Image in customers’ minds
(6) Character

(7) Relations

(8) Added value

(9) Institutional revealing

In drawn model in figure 2, brand image namely the relations are available that cause brand and logo awareness
and distinguish them from services. Then, there are relations on company’s image which involve company’s
credibility rather than service providing characteristics. In provided conceptual framework, there is a difference
between customer’s trust to the behavior of service providers or customers and customers’ trust to operation and
managerial policies of the company (Brudei et al, 2009).

Brand image

Thaker (2006) explains that brand image can be a thought of natural traits and it has a special relation to brand
identity concept. Aaker defines the brand identity as a set of human traits weaved in a brand. Personality
stimulation assessments explain why a consumer may keep emotional dependency to a brand but not to another
one (Brodie et al, 2009).

Company’s image

In a preliminary study, Brown and Dacin (1997) show that company’s image is emanated from customers’
conceptions, competencies and social responsibilities. Company’s competency is recognized by its expertise in
product manufacture and delivery. Social responsibility refers to management of society-related affairs.

Company’s trust and employee’s trust

Dony and Canon (1997) defined trust as conceived credit of a sector. The focus of the first aspect is on the
believing capability of a contributor in relations. The second aspect concentrates on how a contributor is
interested on his or others’ welfare (Kim et al, 2008). In this study, customer’s idea company’s image is
distinguished from his trust on service delivery. Overall, company’s image is customer’s image of commitments
by the company on its social competency and responsibility. This is a general view on company which impacts
highly on external relations. In contrary, customer’s trust is more focused and on the basis of experience and
reflects customers’ interaction to company and its employees in service delivery and experience. Therefore,
customers’ experiences are particularly related to the operations and policies of management and staff (Brodie et
al, 2009).

Considering provided framework on marketing and explanations on brand aspects, one can conclude that two
brand image and company’s image aspects are related to external marketing and employees’ trust and
company’s trust are related to interactional marketing. According to results of analyzing the hypotheses, one can
plan for these two groups of marketing activities.

Discussions on internal marketing are beyond the scope of present study.

Loyalty

Richard Oliver (1977) defines loyalty as: “it is a strong commitment to superior services or goods repurchase in
future to acquire the same brand despite of marketing efforts by potential rivals and their impacts (Hamidizadeh
and Ghamkhary, 2009).

This definition may be limited. In fact, customer’s commitment is the outcome of an organization which creates
advantages for customers so that they keep on increasing their purchase from the same organization. Real
customer’s commitment is established when he/she is motivate to purchase without any encouragement. This
relationship is established if parties feel that there are special advantages for them and they can attract each
other like two poles. Loyal customer does not only focus on prices but also he/she acts like a fan of organization
and, as a result, helps to attract new customers (Zare, 2008). Likewise, the cost to acquire a new customer is 15
times of retaining an existing customer (Fahimi, 2006) and by %5 increases in customers’ loyalty; the profit also
increases 25 — 85 percent (Hamidizadeh and Ghamkhary, 2009).

To acquire customers’ loyalty, one should initially have an image of the customer. At the outset, the
organization has one customer and protects him/her by respect and mediation. Then, it uses any relation as an
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opportunity to establish loyalty. With regard to customer’s loyalty, the goal is to enhance the relationship
between customer and organization in the condition of passing different steps of managing the relations with
customer. Hence, customer’s satisfaction grows and the value of relations will be increased among parties. This
is the same thing which leads customer to loyalty enhancement. If organization continues to meet customer’s
needs and to provide its services in a manner which motivates permanent demand, then a bilateral value will be
established and the final target namely customer’s dependency or strategic management of relations with
customer will be achievable (Colwell et al, 2009). Findings of Sirdeshmukh et al (2002) indicate that customer’s
value is a key affecting factor on customers’ loyalty in airlines. They support Holbrook (1994) who said
customer’s value is a fundamental base for marketing activities. Churchill (1997) states that brand loyalty are
customer’s preference to buy a certain brand. Jaccobi et al (1974) state that brand loyalty differ from brand habit
or view though these can determine brand loyalty in next steps. Kim et al (2008) findings on affecting factors on
customers’ view in hospitals indicate that such factors as customer satisfaction, communicational commitments
and confidence have a remarkable impact on brand loyalty and awareness and a positive impact on customer’s
view to hospital.

Figure 2 outlines conceptual model and hypotheses of present study. Customer’s conception of brand includes

brand image, company’s image, employees’ trust and company’s trust. However, customer’s conception has

other aspects that are not mentioned here. Following hypotheses are provided by assuming that each aspect of

brand has a separated impact on customers’ conceptions of service quality:

H1: Customer’s conceptions of brand image impacts on his/her conception of the quality of provided services
positively.

H2: Customer’s conceptions of company’s image impacts on his/her conception of the quality of provided
services positively.

H3: Customer’s trust employees’ behavior impacts on his/her conception of the quality of provided services
positively.

H4: Customer’s trust to operations and policies of company’s management impacts on his/her conception of the
quality of provided services positively.

H5: Customer’s conceptions of the quality of provided services impacts on his/her loyalty positively.

N

Company’s
image

Employee’s
trust

Company’s
trust

Brand J
image

—

Customer’s loyalty

Service quality

Figure 2: service brand conceptual model

METHODOLOGY

In present study, a 37-item questionnaire by Likert’s five-scale range is used to investigate the existing relations
in provided model by Asia Insurance Company. At the beginning, 30 questionnaires were distributed to measure
the reliability and obtained Chronbach’s alpha was %82. Research statistical population consists of the
customers of Kerman Asia Insurance Company. The needed sample volume was achieved by Kokaran’s formula
(110 subjects) and relevant questionnaires were distributed among the customers of various branches of Asia
Insurance Company in Kerman. Finally, 104 questionnaires were gathered and analyzed. T test and regression
methods were used to analyze data.

DATA ANALYSIS
T test was used to analyze data and, as shown by results, low and high levels are positive for all variables which
indicate that responses are higher than mean level (mean level = 3) to well and very well levels. Likewise, the
significance of all variables is less than 0.5 which shows that considered variables are relevant and important
factors in this study.
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Table 1: the average of responses to variables in t-test (mean = 3; confidence level = %695)

Variable Average Significance Low level High level
Brand image 3.4865 0.000 0.3441 0.6290
Company’s image 4.0269 0.000 0.8849 1.1690
Employee’s trust 4.5769 0.000 1.1904 1.9635
Company’s trust 4.3462 0.000 1.2234 1.4689
Service quality 4.2308 0.000 0.9086 1.5529
Customer’s loyalty 4.1875 0.000 1.0548 1.3202

In next step, Pearson’s correlation and beta () coefficients in regression are used to study existing relations.
Obtained correlation and beta coefficients are used to confirm or reject a significance relationship between two
variables if the figure of significance is less than 0.05. Beta weights show that by changing one standard
deviation in concerned variable, several standard deviations will happen in independent variable.

Table 2: research variables linear regression figures

Independent Dependent variable | B Standard ratio | [ substandard ratio | p significance
variable
Brand image Service quality 0.405 0.691 0.002
Company’s image Service quality 0.46 0.816 0.000
Employee’s trust Service quality -0.52 -0.44 0.198
Company’s trust Service quality 0.169 0.445 0.086
Service quality Customer’s loyalty 0.258 0.292 0.044

Considering above explanations and table, the results of research hypotheses are provided below:

HI1: Customer’s conceptions of brand image impacts on his/her conception of the quality of provided services
positively and well.

H2: Customer’s conceptions of company’s image impacts on his/her conception of the quality of provided
services positively and well.

H3: Customer’s trust to employees’ behavior impacts on his/her conception of the quality of provided services
positively.

H4: Customer’s trust to operations and policies of company’s management has partial significant impact on
his/her conception of the quality of provided services positively.

H5: Customer’s conceptions of the quality of provided services impacts on his/her loyalty positively and low.

Considering the data of above table on employee’s trust (B = -0.52) and company’s trust (B = 0.169), since the
significance level was greater than %5, one can say that these two variables have no significant impact on
service quality. Regarding the relationship between these two variables with brand image (B = 0.305) and
company’s image (B = 0.36), one can conclude that they have well and positive impact on service quality. In the
meantime, service quality variable has a positive and direct but not so strong impact on customer’s loyalty (f =
0.198). Thus, H1, H2 and H5 are supported while H3 and H4 are refused since the significance level for
employee’s trust and company’s trust is greater than %50. Simultaneous impact of service brand aspects on
service conceived quality and customer loyalty is achieved.

Findings indicate that %52 changes in service conceived quality variable (R2 = 0.52) is due to quadruple aspects
of service brand and only %7 of changes are due to errors in sample and model data. Additionally, it became
clear that %15.9 of changes in customer’s loyalty (R2 = 0.159) emanated from service brand aspects. Thus, as
the results show, service brand aspects impact less on customers’ loyalty directly and their highest impact is
through quality service variables. Ultimately, research final model is outlined in figure 3.

Brand image ) Company’s image )

Figure 3: research final model

Quality
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DISCUSSION AND CONCLUSION

In a research by Kim and Hyun (2010) in industrial markets, the impacts of various factors including price, after
sale services, promotions and sale channel on customers conceived quality and the final impact on brand loyalty
were studied. The results show that concerned factors have a positive impact on quality and quality also has a
suitable impact on brand. In present study, three aspects including company’s image, employee’s trust
(customer’s trust to employee’s behavior) and company’s trust are considered in addition to traditional brand
image aspect and their impacts on service conceived quality and finally on customers’ loyalty in Asia Insurance
Company are investigated.

As mentioned before, two company’s brand and brand image aspects are achieved through external marketing
processes and customer’s trust to employee’s behavior and customer’s trust to managerial policies and
operations are achieved via interactional marketing activities. Finally, through field studies and data analysis, it
was concluded that brand image and company’s image have a well and direct impact on service conceived
quality of Asia Insurance Company and H1 and H2 were supported while employee’s trust and company’s trust
have no significant relationship to service conceived quality. Therefore, H3 and H4 are refused. Put it
differently, one can conclude that in Asia Insurance Company, external marketing activities impact on service
conceived quality while interactional marketing activities have no special impact. In the meantime, it is clearly
obvious that service conceived quality also impacts positively and directly on the Insurance Company
customers’ loyalty but its impact is trivial. So, H5 is supported. Past researches show that there is a direct
relationship between trust and loyalty in B2B and B2C (Erdem and Swait, 2004). Studies by Brodie et al (2008)
in an airline indicated the positive impact by brand image, company’s image and employee’s trust on service
conceived quality. It means that there is homogeneity on the confirmation of H1 and H2 among the findings of
researches at Asia Insurance Company and concerned airline. However, in researches on airline, H3 namely the
positive impact of employee’s trust on service conceived quality is supported while it is refused in Insurance
Company. In the meantime, a research by Brodie et al (2009) shows that the impact of service conceived quality
on customer’s loyalty is indirect and as a mediator factor, customer’s conceived value highly impacts on
customer’s loyalty. In another study by Sirdeshmukh et al (2002), the positive impact of the first three factors
(brand image, company’s image and employee’s trust) on service quality are confirmed while company’s trust
on service conceived quality is negative. Finally, one can say that by increasingly application of service
activities in companies and institutes, the need to devise branding strategy for proper services on loyalty —
customer’s value process is well understood and tangible. These views are compatible to the insights of
contemporary authors like Woodruff (1997), Srivastava et al (1999), Rust et al (2004) and all people who have
emphasized on customer’s value and loyalty as the key resource of competitive advantage. However, in other
studies such a study by Gounaris et al (2003) in Athenian banks, the impacts of other aspects except than service
brand quadruple aspects on service conceived quality are examined. These factors include face-to-face
communication, staff relations and market-orientation. The results show that except than face-to-face
communication, other factors have important and determining impacts on service conceived quality of Athenian
banks (Gounaris et al, 2003). Overall, one can conclude that service conceived quality and customer’s loyalty
are not only impacted by customer’s conception of brand and there are paramount factors that can impact on
them. Anyhow, the impacts of brand aspects on services are fully observable and non-negligible and it is now
highly discussable in service organizations particularly competitive arenas as a vital factor.

RECOMMENDATIONS

The positive impact on brand image and company’s image on service conceived quality are too important due to
the fact these two service brand aspects are highly impacted by external marketing as well as the importance of
external marketing and throughout campaigns for insurance company via radio, TV and other mass media. In
one hand, since most insurance companies are similar in terms of provided services, one can distinguish the
special brand of Asia Insurance in terms of special discounts, discounts on simultaneous usage of several types
of insurance, etc. On the other hand, increasing the accessibility to services through opening further affiliated
branches and full explanations of insurance services — that are typically varied and detailed — in guiding
brochures and notebooks lead into customers’ awareness and finally into a separated mindset and a positive and
effective service brand for the company.
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