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ABSTRACT

Thepurposeofthisarticleistoemploybrandequityconceptstohighereducation.Indoingso,the
effects of certain dimensions, namely: university image, perceived quality, perceived value, and
studentsatisfaction,onstudentloyaltyareexamined.Asurveyof438studentsenrolledinvarious
programswasconductedonalargeprivateuniversityinnorthIndianstateofPunjab.Toarriveat
anacceptablemodel,structuralequationmodellingwasusedandvarioushypothesesweretested.
Inthesampleddataitwasfoundthatunliketheoreticalindications,perceivedqualitywasnotfound
tobeinfluencingstudentloyalty,moreoversatisfactiononlyshoweddiminutiveimpact.However,
perceivedvalueemergedasthemostimportantdimensioninaffectingstudents’loyaltybehaviour.
Thestudyalsohighlightsvitalimplications,limitationsandscopeoffurtherstudies.
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INTRoDUCTIoN

Highereducationmarketizationhasproliferatedtheapplicationofmarketingconceptstoeducation,
which were conventionally linked to the commercial markets (Kalafatis &Ledden, 2013). With
offeringsofhighereducationatvarious levels, suchas state, centralorprivate, Indiapresentsa
massiveandlatenteducationmarket(Gupta&Gupta,2012;Altbach,2005).Privateeducational
institutionsarecharacterisedbythe‘performorperish’likesituationsandareexpectedtodeliver,as
theyoperateinanenvironmentofself-sustenanceabsentpublicfunding,unliketheircounterparts-
stateorcentreruncollegesoruniversitiesthatareinherentlysupportedbythegovernments.This
race for survival has led to the inevitable commodification of education in India (Patel, 2009).
Nonetheless,thefundamentalargumentremainsthatuniversitieshavetobecomfortableenoughto
sustainthemselveswhilepreparingeducatedandmuchneededhumanresourcesforthecountry’s
growthatlarge.Educationproductsareoftenattemptedtobereplicatedbyothersinthemarket,this
isparticularlythecaseinIndianeducationmarketbecauseoftheswiftincreaseinprivateinstitutions
offeringprogramsinhighereducation.Alikeanystridingindustry,theeducationalinstitutionsare
vigilanttowardprevailingdevelopmentsinthesector.Highereducationmarketinghasofferedcertain
solutionstothechallengesofsurvivalandprogressinthecompetitiveenvironments.Universities
areattemptingtocreatenichepositionsforthemselves,andindoingsotheyareactivelyseekingto
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becomesturdierbrands,becausebrandsareknowntobethepowerfulmediumsofdifferentiation
andaresubstantialresourceforcompetitivestrategy(Liu,Liu&Lin,2015).

Aprominentconcept in the realmofbranding research isbrandequity,whichhasgarnered
profoundattention(Aaker,1991;1996;Berry,2000;BroylesSchumann&Leingpibul,2009).Itisalso
worthwhiletonotethatseveraldefinitionsoftheconceptareinusageandnosingularunanimously
agreeduponconceptionexiststodate(Broylesetal.,2009).However,underlyingassumptionsmake
brandequitybeingacceptedandexploitedinvariousstreams.Ha,JandaandMuthaly(2010)defined
brandequityasthe“incrementalutilitygainedbyaproductorservicebyvirtueofitsbrandname”
(p.911).Brandequityisthemanifestationofconsumers’confidenceinabrandovercompetition
(Lassar,Mittal&Sharma,1995).Forthecurrentstudytheconceptionofbrandequityhasbeenchiefly
influencedbytheworksofprominentscholars(Aaker,1996;Feldwick,1996;Liuetal.,2015),who
treatbrandequityascompositeofbrandassetsordimensions,andasdescriptorofassociationsand
beliefsofconsumerstowardthebrand.

Studiesonbrandinginhighereducationhaveassumedvariousantecedentsordimensions,some
inisolation,andothersintandemwithaddedconstructsofbrandequity.Analogously,throughthis
studyacasehasbeenmadethathighereducationbrandingconstructsmaybeviewedunderasingle
frameworkoftheuniversitybrandequity,whichislikelytoeasecomprehensionandinterpretation
ofgestaltandvagueconceptofbrandequity(Broylesetal.,2009).Thestudysynthesisesresearch
inhighereducationandbrandingtoproposeandtestamodel.Estimatedmodels,onesuchinthis
study,canalsobetestedandvalidatedinfutureresearcheswithimprovedconceptualunderpinnings.

Rationale
Applicationofmodelsofbrandequityarebecomingubiquitousinproductandservicemarketing,
however,itsapplicationinhighereducationcontextisrelativelynew.Thisresearchisanattemptto
uncoverasetofantecedentsthatimpactstudentuniversitysupportbehaviour.Takinglearningsfrom
someprominentinternationalstudiesaconceptualframeworkhasbeendrawnandempiricallytested
inIndianhighereducationscenario.

Theory has proliferated that stresses on the application of marketing concepts in Higher
education.Thevariablesthatareessentiallyconsideredcanconvenientlyremindscholarsofconcepts
frommarketing.Somefrequentlymentionedcomponentsentailimage,value,quality,satisfaction
andloyalty.Aaker’s(1996)conceptionofbrandequityasacompositionofcertaindimensionshas
providedmortarfornumerousinvestigationsinbrandingscholarship.Theconstructshavepermeated
intoseveralotherareasofenquiryaswell(Kim&Kim,2004;Camarero,Garrido&Vincente,2010;
Ferns&Walls,2012;Biedenbach,2012;Manthiou,Kang&Schrier,2014).There isagrowing
consensusthatinstitutionsofhighereducation,akintoproductsandservices(Hennig-Thurau,Langer
&Hansen,2001),needvigorouspositioninginthedynamicmarkets,wheretheprimecustomersare
thestudents.Areviewstudypublishedoveradecadeago(Hemsley-Brown&Oplatka,2006)and
itsheftycitationstodateindicatestowardgrowinginterestinstudiesinhighereducationmarketing.
Anargumentcanbemadeherethatthelongerauniversitysustainsareputablepositionamongits
chiefstakeholders,morevenerateditbecomes.Itshouldalsobenotedthatalthoughresearchesin
thislineofenquiryareincreasing,evidentfrompublishedpapersanddedicatedjournalsorspecial
issues, Indianhighereducationand its assessment frombrandingpointofviewhasgainedonly
limitedattention.ThustheneedofextendingsuchstudiestonewergrowingeconomieslikeIndia
cannotbeaccentuatedenough.Complexitycontinuestoprevailinthisdomainofknowledge,thus
anattempthasbeenmadetorealiseasimpleryetsubstantivestructureofuniversitybrandequity
whileexaminingtheinterplayoftheconstituentdimensions.Indoingsofivecriticaldimensions
areconsideredtoformbrandequitystructureforahighereducationinstitution(privateuniversity).
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