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Survey of Brand Equity and Customer Satisfaction of Iranian State-Owned Banks

:)Li’».‘i.’:l‘ho

(1388 :Jls) ;S3b W ©lnlss Giuled ()
11 :dlio Jool Oloiio Slass

OB Jiuwygs
Ali Soleimani Besheli - MSc in Marketing Management, Department of Management, Shahed University

Mahmood Esfandiari Soloklo - MSc in Marketing Management, Department of Management, Shahed University

Vajiheh Talebi - Export Manager of Keyvan Company

:dlio dolS

Brand equity, a measure of the overall value of a brand, is a key concept in brand management. Brand equity has
been identified as a valuable source of competitive advantage for many organizations. brands that are high in brand
equity are organization powerful assets. They can lead to customer satisfaction and customer loyalty. The aim of this
study is to find customer perceptions on brand equity dimensions among consumers of bank services. The results
show brand meaning is an important element to create brand equity that will lead to customer satisfaction and loyalty.
So, In trying to create strong brand equity, bankers should be interested in assessing the degree of customer brand
dependence. The banks brand strength depends on the perceptions of their service customers. Satisfied and loyal
.customers indicate positive perceptions of the banks brand
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