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Abstract  The study investigates the practicality and application of Aaker’s customer based brand equity model in the 
Nigerian banking sector using 185 bank customers of Kano and Lagos branch offices of Guaranty Trust Bank in Nigeria. The 
exogenous variables are perceived quality as measured by 4 items, brand awareness by 3 items, brand association by 4 items, 
while the endogenous variables are brand loyalty by 4 items and brand equity by 3 items. The study is a quantitative research 
which sourced data through questionnaire. 250 questionnaires were administered to bank customers and 185 were returned 
representing 74 percent response rate. Structural Equation Modelling (SEM) was used to analyze the relationship among the 
variables. The goodness of fit indices of the revised model indicate adequate fit (GFI=.938, RMSEA=.039, RATIO 
CMIN/DF=1.259, P-VALUE=.075). The regression parameter estimates show three significant positive relationships 
between brand loyalty and brand association with brand equity (β=.875, CR=5.923, P<.001); brand loyalty & brand equity 
(C.R= 3.017, β = .453 & P= .003) and brand association & brand equity (C.R 2.280, β =.520 & P = .023). Future studies need 
to be done if the findings are to be generalized to other commercial and non commercial banking customers in the light of the 
significant cultural and religious differences across Nigeria. Further studies may also strengthen these findings by including 
organizational effectiveness into the model. 
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1. Introduction 
Business environments over the years have increasingly 

recognized the significance of brand equity as a means of 
competitive advantage, which have consequently attracted 
scholarly interest in recent times. Brand equity has been 
described as value added or incremental utility enjoyed by a 
product because of its brand name[1]. High levels of brand 
equity are indications of customers’ strong associations to 
the brand and their perceptions of its good quality which 
results in their continued loyalty to the brand[2]. 
Customer-based brand equity (CBBE) reflects the 
customer’s perspective about their knowledge, association 
and familiarity with brand[3]. In the banking industry, brand 
equity has gained much prominence for sustained 
competitive advantage. As bank products become less 
standardized and similar, banks are focusing on improving 
and sustaining the values of their intangibles for competitive 
advantages[4]. This study contributes to the extant literature  
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by empirically testing the applicability of the consumer 
based brand equity dimensions and their interaction within 
the Nigerian banking sector to inform deeper understanding 
of brand equity dimensions and how they are reflected in 
customer behavior. 

2. Research Problem 
The Nigerian banking sector is very important to the 

economy and recently underwent series of structural reforms 
in the wake of banking failures and the loss of confidence 
accompanying such failures. The first reform (bank 
consolidation) in 2005 saw the reduction in number of banks 
from 89 to 24 mega banks. By 2010, the Central bank had to 
bail out 10 commercial banks with N1.725 trillion Naira 
(about $11.5billion) and hand over their ownership to Asset 
Management Company of Nigeria (AMCON). As a result, 
the remaining banks depend on the management of their 
‘worth’ in the eyes of the customers for continuity and 
competitive advantage.  

Past studies have examined the Aaker’s brand equity 
model in studying consumer behavior in various industries 
[3],[5],[6],[7]. However, there is very little literature on the 
model’s applicability in the banking sector sub-Saharan 
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Africa, especially in Nigeria. 

3. Research Objectives 
The main objective of the study is to examine the 

practicality and application of Aaker’s  customer  based 
brand equity model from the perspectives of  Guaranty 
bank customers in Nigeria. To achieve  this aim, the study 
seeks the following specific ob jectives: 

1. To examine the extent to which perceived quality 
influences brand equity 

2. To assess the extent to which brand association 
influences brand equity 

3. To evaluate the extent to which brand awareness 
influences brand equity 

4. To examine the extent to which brand loyalty influences 
brand equity 

5. To evaluate the extent to which brand loyalty mediates 
the relationship between perceived quality, brand association, 
brand awareness  and brand equity 

4. Literature Review 
4.1. Perceived Quality and Brand Equity 

Perceived quality is a good determinant of brand loyalty 
and brand equity[8]. Perceived quality has been found to be 
significantly associated with brand equity in the tested model 
for hotels, among shopping mall consumers and students 
choice of USA products in India[8],[9],[2],[10],[11]. 

4.2. Brand Association and Brand Equity 

Brand association has been found to have significant 
relationship with brand equity[8],[7],[10],[11]. 

4.3. Brand Awareness and Brand Equity 

Literature has also given support for the relationship 
between brand awareness and brand equity[10],[11]. 
Reference[12] also found a partial support for brand 
awareness-equity relationship while[13] found a positive 
relationship. 

4.4. Brand Loyalty and Brand Equity 

Brand loyalty was reported has having a dominant 
influence on brand equity,  brand association and brand 
awareness dimensions were not clearly dispersed, as in the 
previous studies[6],[8],[7],[10],[11]. 

5. Research Hypothesis 
Based on the literature review, the study makes the 

following hypothesis: 
Ho 1: Perceived quality has a significant positive effect on 

brand equity 
Ho 2: Brand awareness has a positive significant direct 

effect on brand equity 
Ho 3: Brand association has a significant direct ef-fect on 

brand equity 
Ho 4: Brand loyalty has a significant direct effect on brand 

equity 

6. Research Methodology 

 
Figure 1.  Research Framework 

The research framework is based on Aaker’s (1991) brand 
equity model (Figure 1). 

6.1. Sampling 

This study focused on customers of Guaranty Trust bank 
in Nigeria. Lagos and Kano state branches have been chosen 
as the sampling area because they represent the two most 
industrial and commercial centers in the country from the 
south and north respectively. A survey was carried out 
among the bank customers through self-administered 
questionnaires which were distributed to the customers of the 
selected banks using simple random sampling. Out of the 
250 questionnaires issued out 185 representing 74% were 
filled and returned which were subsequently used for the 
analysis. 

6.2. Questionnaire Design 

In an attempt to increase content validity, the 
questionnaire was pretested in Kaduna state on a sample of 
20 bank customers. The instrument consisted of items 
measuring the dimensions of brand equity and other 
demographic characteristics. The brand equity items were 
developed from existing scales to evaluate the five constructs 
on a 5 point likert scale (ranging from 1 as strongly disagree 
to 5 as strongly agree) 

6.3. Data Analysis  

A total of 250 questionnaires were issued to bank 
customers in lagos and kano, out of which 185 representing 
74% were filled and returned which were subsequently used 
for the analysis. Structural Equation Modelling using Amos 
16 was employed for confirmatory and path analysis. 
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Measurement model and structural model were analyzed 
based on[14] and fit as suggested by[15].  

7. Research Findings 
The goodness of fit indices of the revised model indicate 

adequate fit (GFI=.938, RMSEA=.039, RATIO 
CMIN/DF=1.259, P-VALUE=.075) (Figure 2). Although 
seven hypotheses were proposed, the estimated model 
supported only three. Significant support was found for 
hypotheses H3 (B=.52, P=.023, CR=2.28), H4 (B=.453, 
P=.003, CR=3.02) and H6 (partial mediation).  

 
Figure 2.  Revised Model 

Table 1.  Regression Weights 

 Estimate S.E. C.R. P Label 
BL-BA .925 .156 5.936 *** Par_13 

BEQ-BL .389 .129 3.017 .003 Par_11 
BEQ-BA .471 .205 2.299 .021 Par_14 

8. Discussion Of Results 
The study examined the practicality and application of 

Aaker’s customer based brand equity model in the Nigerian 
banking sector. Though the findings of this study do not 
entirely support Aaker’s brand equity model, brand 
association and loyalty were found to exert significant 
influence on brand equity. This finding concurs with the 
findings of[7],[10],[13],[17]. Loyalty was also found to 
partially mediate the relationship between brand association 
and brand equity. This result also confirms the findings 
of[12][15]. These findings suggest that banks should manage 
strong and unique brand associations to engender favorable 
feelings and continued loyalty to products in order to sustain 
competitive advantages. The study did not find support for 
relationships between perceived quality and brand awareness 
with brand equity. This shows that quality and awareness of 
brand (bank) are not sufficient for creating and sustaining 
value added in banks. 

9. Conclusions And Future Research 
This study examined 3 exogenous and 2 exogenous 

variables. Though no significant relationship was found for 
perceived quality and brand awareness in relation to brand 
equity, brand loyalty was found to partially mediate the 
relationship between brand association and brand equity. 
Future studies need to be done if the findings are to be 
generalized to other commercial and non commercial 
banking customers in the light of the significant cultural and 
religious differences across Nigeria. Further studies may also 
strengthen these findings by including organizational 
effectiveness into the model. 
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