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4.2. Brand Identity, Brand Personality and Brand Loyalty
Macmillan et al. (2005) examined the impact of psychological processes of brand identity and brand personality on brand
loyalty. The research in terms of purpose is applied and in terms of method is surveyed. The results show that the unique features
makes the consumer goods brands by it, are detected and thereby increase their perceived value. Following this process, consumer
trust, followed by his loyalty to the brand increases. In this process, mediating role in influencing brand personality brand identity is
very important.
4.3. Relationship Marketing and Loyalty
Romero et al. (2014) in a study investigate the effect of relationship on their customer loyalty and purchase. In this study, re-
lationship marketing aspects included: Customer satisfaction, customer commitment and customer trust. The results of this study
showed that the customer experience, satisfaction, commitment and trust plays an important role build customer loyalty and improve
and enhance the company’s intention to buy their products.
4.4. Relationship Marketing and Brand Equity
Hur et al. (2010), examined the role of brand identity management on brand performance and customer satisfaction with
the mediating role of employee engagement. The study included 5 brand identity management: the focus on employee and customer,
the visual identity, brand personality, compatible communications and human resources initiative. The results showed that organiza-
tions should pay more attention on managing their brand identity. Because this will increase the employee commitment to the organi-
zation and thus will have a positive impact on brand performance and customer satisfaction. Aaker (1996) in study which investigate
the impact of relationship marketing orientation on the brand equity on Sri Lanka banks, conclude that relationship marketing orienta-
tion has and positive impact on brand equity in the banks. This finding suggests that the relationship marketing orientation in banks to
keep adds the name of their brand value.
In addition, relationship marketing orientation helps to attract customers with optimal brand experience that decrease the possibility
to use the rival banks. In short, relationship marketing orientation have significant effects on brand equity in the banks. In particular,
the trust of major dimensions that affect brand equity, while communication, shared values and cooperation and advance have posi-
tive effects on improving brand equity in the banks. Also, relationship marketing approach adopted by banks helps in the formation of
identity for their brand name in the minds of customers, as a result, banks can maintain their competitive position in the banking
industry. In addition, relationship marketing orientation helps to attract customers with optimal brand experience that decrease the
possibility to use the rival banks. In particular the trust of major dimensions that affect brand equity, while communication, shared
values and cooperation and advance have positive effects on improving brand equity in the banks. Hau et al. (2012) in their study
concluded that in service organizations such as banks, trust is essential because in granting services, trust takes precedence over expe-
rience.
4.5. Bonding and Trust
In a study entitled “Factors affecting the improvement of services in service organizations”, Gronroos, (2004) results showed
that bonding, in reviewing cases where customers have doubts, helpful and create trust and communication between the customer
and the service provider is effective.
4.6. Bonding and Loyalty
Chiu et al. (2014) in a study to explain the relationship between bonding, customer value and customer loyalty in the three
groups of customers (existing customers, unhappy customers that their buying behavior have changed and satisfied customers that
their buying behavior have changed) engaged in the banking industry. Results for each of these three groups of customers was as
follows: For existing customers, the three types of links (financial, social and structural) to improve customer satisfaction and loyalty,
ultimately improving them. Burmann et al. (2009) in a study entitled Effect of brand equity and brand on the continuation and com-
munication preferences of customers in the banking industry concluded that the willingness of customers to accept banking services
greatly influences brand equity and brand the and with regard to the acre can be said that banks to increase brand equity and brand
themselves must first seek loyal their customers and banks can increase the amount of facilities or improve their services to gain cus-
tomers loyalty.

Conceptual Model and Research Hypotheses
Conceptual model based on the obove literature review is proposed as Figure 1. Given the conceptual model, it is clear that

the changing relationship marketing (which includes elements of trust, bonding, communication, shared values and empathy) is in-
dependent variable and brand equity in this study is as dependent variable. After these review the following assumptions can be
made. In this study, a main hypothesis is proposed :

1. Trust has a positive impact on brand equity.

2. Bonding has a positive impact on brand equity.

3. Communication has a positive impact on brand equity.

4. Shared values has a positive impact on brand equity.

5. Empathy has a positive impact on brand equity.
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Figure 1. Proposed Conceptual model: The impact of relationship marketing orientation on brand equity
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