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1- Perceived Quality of brand
2- Brand Awareness
3- Brand Association
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2- Kamery

3- Validity

4- Construct Validity
5- Content Validity
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6- Analysis of Moment Structure
7- Structural Equation model

8- Measurement model

9- Structural model

10- Correlation Matrix

11- Confirmatory Factor Analysis
12- Path diagram
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1- Reliability

2- Chronbach' s Cofficient Alpha
3- Pre-test

4- Maximum Likelihood estimation
5- Kolmogorov-Smirnov statistic
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11- Factor loading
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1- Fitness indexes

2- Absolute Fit Indices

3- Goodness of Fit Index

4- Adjusted Goodness of Fit Index

5- Root Mean Square Error of Approximation
6- Root Mean Square Residual

7- Comparative Fit Index

8- Normed Fit Index

9- Comparative Fit Index

10- Parsimonious Fit Index
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TV. Ad Radio. Ad Press. Ad Ambient. Ad Sponsoring
sl1 0.741 0.000 0.000 0.000 0.000
s2_1 0.818 0.000 0.000 0.000 0.000
s3 1 0.702 0.000 0.000 0.000 0.000
s4 1 0.733 0.000 0.000 0.000 0.000
s5 1 0.000 0.757 0.000 0.000 0.000
s6_1 0.000 0.866 0.000 0.000 0.000
s7_1 0.000 0.838 0.000 0.000 0.000
s8 1 0.000 0.836 0.000 0.000 0.000
s9 1 0.000 0.000 0.694 0.000 0.000
s10 1 0.000 0.000 0.778 0.000 0.000
s11 1 0.000 0.000 0.809 0.000 0.000
s12 1 0.000 0.000 0.834 0.000 0.000
s13 1 0.000 0.000 0.000 0.746 0.000
s14 1 0.000 0.000 0.000 0.891 0.000
s15 1 0.000 0.000 0.000 0.818 0.000
s16_1 0.000 0.000 0.000 0.861 0.000
s17 1 0.000 0.000 0.000 0.000 0.768
s18 1 0.000 0.000 0.000 0.000 0.917
s19 1 0.000 0.000 0.000 0.000 0.705
s20 1 0.000 0.000 0.000 0.000 0.752
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Perceived awareness loyalty
s21 1 0.715 0.000 0.000
s22_1 0.829 0.000 0.000
s23_1 0.871 0.000 0.000
s24 1 0.870 0.000 0.000
§25_1 0.808 000 0.000
526_1 0.764 000 0.000
s27_1 0.000 0.601 0.000
s28 1 0.000 0.826 0.000
s29 1 0.000 0.729 0.000
s30_1 0.000 0.773 0.000
s31_1 0.000 0.862 000
s32_1 0.000 0.816 000
s33 1 0.000 0.000 0.851
s34 1 0.000 0.000 0.898
s35 1 0.000 0.000 0.673
s36_1 0.000 0.000 0.879
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TV. Ad Radio. Ad Press. Ad Ambient. Ad  Sponsoring

TV.Ad

Radio. Ad

Press. Ad

Ambient. Ad

Sponsoring

1.00

0.651

L.

(7.971) 00

633 0.607
(7.772) (8.067) 1.00

0.696 0.596 0.663 100
(8.377) (8.137) (8.645) :

0.464 0.461 0.620 0.593 L0
(6.226) (6.516) (7.861) (7.805) '
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Br.QL 1.00
Br. AW (11.696) 0.897 1.00
Br.LO 0.909 (9.269) 0.928 (10.941) 1.00
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0.733 0.537
v 0.702 0.079 12.110 ok 0.493
0.818 0.079 13.959 okl 0.669
0.741 0.082 12.765 Hokk 0.549
0.836 0.698
0.838 0.056 18.233 S 0.702
Radio
0.866 0.052 19.077 S 0.750
0.757 0.056 15.778 RIS 0.573
0.834 0.696
. 0.809 0.058 16.641 HkE 0.654
Print
0.778 0.057 15.832 HkE 0.605
0.694 0.057 13.673 Hkk 0.482
0.861 0.741
) 0.818 0.048 18.669 RS 0.669
Ambient
0.891 0.047 21.421 RS 0.794
0.746 0.052 16.154 S 0.556
0.752 0.565
. 0.705 0.072 12.955 Hkk 0.497
Sponsoring
0.917 0.076 16.671 Hokk 0.841
0.768 0.076 14.239 Hkx 0.591
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s26 1 0.764 0.061 15.028 HkE 0.584
s25 1 0.808 0.055 16.085 Hkk 0.653
s24 1 0.870 0.055 17.661 Hkk 0.757
- Perceived
s23 1 0.871 0.063 17.671 HkE 0.758
s22 1 0.829 0.052 16.617 Hkx 0.688
s21 1 0.715 0.511
s32 1 0.816 0.139 11.782 S 0.666
s31 1 0.862 0.133 12.199 R 0.743
s30 1 0.773 0.144 11.366 R 0.597
Awareness
s29 1 0.729 0.136 10.911 S 0.531
s28 1 0.826 0.143 11.879 S 0.683
s27 1 0.601 0.361
s36 1 0.879 0.039 22.122 ok 0.772
s35 1 0.673 0.059 14.300 Hkx 0.453
Loyalty

s34 1 0.898 0.044 23.091 Hkx 0.807
s33 1 0.851 0.724

S.E: Standardized error

C.R: Critical ratio

*** . P 0.00
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3- latent variable
4- Observed variable
5- Measurement error

a5 58 wp 330 (Sle Cand) 'CR Q?“‘}T
CR Gsail sl Joo 55 00l i e 00 o
Jde 5 opSejlul las wads o lailesl Jolge sl
wraise g b iy cwl S8 LLs il e (g, lolixe
ol 5 90 5 foline g 51 1S ol il L oS
Bi> wilb CR<1.96 L wuil (P<+0.01) b

Ao,5 o
pled g g0 ounline (A) 5 (A) Jslaz ;0 a5 4igS e
o 53 Ly s pmalie SLale b (V) oS

izmad sl a3 CR> 1.96 , p< 0.01laayS

S el o] 5l Sk Talas Sieces jgiome Jubos
3PS edd avog (asls so o gkl ples Lo
551 40 asl, (Taylor & Todd, 1995) awsl o +/F-

1- Critical ratio
2- Squared multiple correlations
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™V Awareness 0.129 0.033 0.16 *hE 3.863 Supported
TV Loyalty 0.172 0.036 0.20 e 4.823 Supported
Radio Brand equity l l Supported
Radio Quality 0.089 0.035 0.10 0.011 2.532 Supported
Radio Awareness -0.037 0.035 -0.04 0.289 -1.083 Unsupported
Radio Loyalty -0.089 0.038 -0.10 0.190 -2.350 Unsupported
Print Brand equity l ‘ Supported
Print Quality 0.018 0.033 0.02 0.589 0.540 Unsupported
Print Awareness 0.094 0.033 0.12 0.005 2.808 Supported
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Ambient Brand equity | | Supported
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Sponsoring Brand equity [ | Supported
Sponsoring Quality 0.330 0.034 0.40 e 9.747 Supported
Sponsoring Awareness 0.256 0.034 0.32 sag 7.643 Supported
Sponsoring Loyalty 0.283 0.037 0.33 Lt 7.674 Supported
Quality 0.313 0.022 0.47 e 14.092 Supported
Awareness Brand equity | 0.341 0.023 0.49 was 15.002 Supported
Loyalty -0.037 0.021 -0.06 0.089 -1.735 Unsupported

S.E' : Standardized error

S.C? : Standardized coefficient
43 P<(,01

C.R*: Critical ratio
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Media Mix Elements Affecting Service Brand Equity
(Case Study: Sina Bank)
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# R. Abedini

Abstract

Nowadays Brand equity is one of the key factors to create competitive advantage and success for
banks. One of the major contributors towards building brand equity is advertising. Advertising
influences brand equity in a number of ways. It thus becomes extremely important for the practicing
managers to know how advertising frequency across different media vehicles influences brand equity
for different groups of consumers.

The purpose of this research is to explore the effects of media mix elements on customer-based brand
equity and its dimensions for two separate groups of first time and repeat customers.

The studying method is descriptive and correlation and also data gathering device is the questionnaire
which its reliability and validity after designing has been assessed. Sina bank customers in Tehran
were studying statistical population. The sample was included 420 people. In order to select samples,
cluster sampling was used to select the samples. We have used the structural equation model (SEM)
and SPSS and Amos Graphics 19.0 softwares for our analysis.

The results indicate that advertising frequency in all selected media has had positive effect on brand
equity in every two groups of consumers. In addition, the results show that television is the best
medium to influence the repeat time customers and event sponsorship is the best medium to influence
the first time customers.

Although our research is limited by several factors that can be addressed in future research, this study
must be used as a guide by the brand managers who focus on the media mix elements to strengthen the
dimensions of brand equity while positioning the brand to specific consumer groups.
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