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Today, branding and brand development in the financial and banking services
industry hold significant importance. This importance encompasses almost all
aspects of an organization and plays a vital role in its survival, growth, and
excellence. The present study aims to measure the brand experience model in
relation to customer citizenship behavior in the banking industry. This research
is applied in terms of its objective and exploratory in terms of its nature and
method. The statistical population consists of all customers of Bank Melli
branches in Tehran. The sample size includes 384 participants. Data were
collected using a researcher-developed questionnaire and a simple random and
convenience sampling method. To assess the validity and reliability of the
questionnaire, Cronbach’s alpha, composite reliability, discriminant validity,
and convergent validity were utilized. The data analysis method employed
structural equation modeling using the Smart PLS4 statistical software. Among
the five examined hypotheses, all hypotheses were confirmed, including the
effect of brand personality on brand experience, the effect of brand experience
on brand attachment, the effect of brand relationship quality on brand
attachment, the effect of infrastructure on brand attachment, and the effect of
brand attachment on customer citizenship behavior. This study provides
practical strategies and recommendations concerning each of the factors
influencing the brand experience model in Bank Melli, based on the identified
indicators in this research.
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EXTENDED ABSTRACT
Introduction

The banking industry is a critical pillar of any nation’s economic system, with its capabilities
significantly impacting macroeconomic and commercial activities. Given the unique characteristics of
banks compared to manufacturing firms, profitability, sustainability, and long-term development hinge on
branding, electronic word-of-mouth marketing, and brand identity, which play a crucial role in attracting
and retaining customers (Gong & Wang, 2023). The evolution of information technology and the emergence
of social networks have led to a transformation in public awareness regarding various commercial matters,
including brand perception. Social media has enabled the widespread dissemination of brand-related
information, influencing consumer decision-making processes (Kasemsap, 2018).

The theoretical foundation of this study is based on concepts related to branding and customer
citizenship behavior in the banking industry. Brands serve as a vital tool for creating value for customers
and fostering profitable relationships. Effective marketing requires brands that establish deep connections
with consumers (Kotler & Armstrong, 2017). Brand experience, a fundamental concept in brand studies, is
distinct from brand awareness, brand image, and brand equity. It encompasses consumers' cognitive,
emotional, and behavioral responses to brand stimuli (Zarantonello & Schmitt, 2010). Another significant
concept is brand relationship quality, which includes attributes such as service quality, brand
communication, and brand-customer interaction, all of which influence purchasing decisions (Xie et al.,
2017).

Additionally, brand personality is a key factor influencing consumer decision-making, as it reflects
the human characteristics associated with a brand, shaping consumer perceptions and expectations over
time. Brand attachment, which connects customers to brands, plays a critical role in branding strategies.
It develops through consumers' mental representations of the brand and strengthens over time (Park et al.,
2010). Moreover, customer citizenship behavior, derived from the concept of organizational citizenship
behavior, refers to voluntary actions by customers that go beyond basic transactional expectations and
contribute to brand value, such as positive word-of-mouth, service co-creation, and polite interactions with
staff (Gilde et al., 2011; Gong & Wang, 2023).

This study seeks to address this gap by measuring the brand experience model in relation to
customer citizenship behavior in the banking industry, specifically within Bank Melli in Tehran.

Methods and Materials

This study employed an applied research design with an exploratory approach. The statistical
population consisted of customers of Bank Melli branches in Tehran. A sample size of 384 respondents
was determined, and data collection was conducted through a researcher-developed questionnaire using
simple random and convenience sampling methods.

The conceptual model of the study positioned brand experience as the independent variable and
customer citizenship behavior as the dependent variable, while intermediary variables included brand
attachment, brand relationship quality, and infrastructure support. The validity of the questionnaire was
confirmed through expert review, and convergent and discriminant validity were assessed using the
Average Variance Extracted (AVE) method and the Fornell-Larcker criterion. Reliability was measured
using Cronbach’s alpha and composite reliability coefficients.
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Data analysis was performed using structural equation modeling (SEM) through Smart PLS4
software. The analysis included assessments of measurement model fitness, reliability coefficients, and
structural model evaluation through t-tests, Q2, F2, and R2 coefficients.

Findings and Results

The descriptive analysis of the study variables is presented as follows. The mean scores of the key
variables indicate that brand experience (M = 3.47, SD = 0.99), brand relationship quality (M = 3.70, SD
= 1.00), brand personality (M = 3.59, SD = 0.98), brand attachment (M = 3.69, SD = 1.10), and customer
citizenship behavior (M = 3.93, SD = 1.02) were all above the midpoint, suggesting positive customer
perceptions.

Model fitness assessment in PLS was conducted in three stages: measurement model evaluation
(assessing reliability and validity), structural model testing (using t-tests and R2 values), and overall model
fit (GOF index). The results indicated strong measurement model reliability, with Cronbach’s alpha
coefficients exceeding 0.70 for all constructs, demonstrating internal consistency. The composite
reliability (CR) values confirmed the robustness of the model, with CR values ranging from 0.70 to 0.96.
Structural path analysis confirmed all five hypotheses:

Brand personality had a significant positive impact on brand experience (f = 0.747, t = 18.63).
Brand experience significantly influenced brand attachment (§ = 0.610, t = 2.59).

Brand relationship quality positively affected brand attachment (f = 0.741, t = 2.31).
Infrastructure support significantly impacted brand attachment (f =2.016, t =4.21).

ok~ wn e

Brand attachment had a strong positive effect on customer citizenship behavior (B = 0.554, t =
9.32).

The overall model fit, based on the Goodness-of-Fit (GOF) index, was 0.511, indicating a strong
model.

Conclusion

Branding significantly influences sales and customer perceptions. Given that prior research has
extensively explored branding strategies, the following practical recommendations are proposed:

1. To enhance brand personality, banks should leverage modern media platforms to foster trust and
customer loyalty. Providing customer relationship management training to employees and
improving internal processes can further strengthen brand trust.

2. To optimize brand experience, mapping the customer journey can help identify key customer
touchpoints. Establishing a customer-centric organizational culture and facilitating multi-channel
interactions (e.g., phone, email, and social media) can enhance customer engagement.

3. Strengthening brand relationship quality requires fostering two-way communication channels,
encouraging customer feedback, and offering incentives for engaged customers.

4. Improving infrastructure support through the adoption of advanced data analytics and artificial
intelligence can enhance customer service and personalization.
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5. Organizations should monitor industry trends and socio-economic developments to anticipate
future changes. Establishing social responsibility programs aligned with corporate strategies and
expanding positive engagement on social media can strengthen customer attachment.

These findings provide valuable insights into branding strategies in the banking industry, offering
practical recommendations for enhancing customer engagement and fostering long-term brand loyalty.
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