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The impact of service quality on brand equity, with an emphasis on the
role of intermediate values of perceived value and company credit
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Abstract

The purpose of this study was to investigate the relationship between the quality of specially-
priced brand service with the role of perceived value intermediation and company credit using the
structural equation model. To this end, 325 employees of the National Bank responded to service
quality questionnaires, perceived value, corporate credibility and brand equity. The results of
structural equation model showed that the quality of services on perceived value, company credit
and brand equity has a direct positive and significant effect. Perceived value and company's
reputation on brand equity have a direct positive and significant effect. Also, the quality of service
indirectly through the perceived value and credibility of the company have a significant indirect
and significant impact on brand equity. In sum, the findings emphasize the role of service quality,
perceived value and company credibility in brand equity.

Keywords: Quality of Service, Perceived Value, Company Credit, Brand Value.
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