)3

Journal Website

Article history:

Received 25 May 2025

Revised 04 October 2025
Accepted 11 October 2025

Initial Published 20 October 2025
Final Publication 22 May 2026

Dynamic Management and Business Analysis

Volume 5, Issue 1, pp 1-17

E-ISSN: 3041-8933

The Role of Emotional Branding on Brand Equity in the Banking Sector:
Is Customer Experience a Mediator

Mohammad Javad. Taghipourian®”

! Department of Management, Cha.C., Islamic Azad University, Chalus, Iran

* Corresponding author email address: jpouryan@gmail.com

Article Info

ABSTRACT

Avrticle type:
Original Research

How to cite this article:
Taghipourian, M. J. (2026). The Role
of Emotional Branding on Brand
Equity in the Banking Sector: Is
Customer Experience a Mediator.
Dynamic Management and Business
Analysis, 5(1), 1-17.
https://doi.org/10.61838/dmbaj.247

Lo OO

© 2026 the author(s). Published by
Knowledge Management Scientific
Association. This is an open access
article under the terms of the Creative
Commons Attribution 4.0
International (CC BY 4.0) License.

Objective: This study aimed to determine the effect of emotional branding on brand
equity through the mediating role of customer experience in Bank Mellat and Bank
Tejarat branches in Mazandaran Province.

Methodology: The study employed a descriptive—survey and applied research design.
The statistical population consisted of customers from Bank Mellat and Bank Tejarat
branches in Mazandaran. Using multistage cluster sampling and the Morgan table, 384
participants were selected. Data were collected via three standardized questionnaires:
the Emotional Branding Scale (Farizi & Harsuvi, 2023), the Brand Equity Scale
(Malarvizhi et al., 2022), and the Customer Experience Scale (Waibowo et al., 2020).
Reliability was confirmed via Cronbach’s alpha (>0.7), and construct validity was
verified through confirmatory factor analysis using LISREL software.

Findings: The results of structural equation modeling indicated a significant positive
effect of emotional branding on brand equity (B = 0.27, t = 2.50) and customer
experience (f = 0.65, t = 5.89). Customer experience also had a significant positive
effect on brand equity (B = 0.42, t = 3.50). Moreover, customer experience mediated
the relationship between emotional branding and brand equity (B = 0.27, t = 3.04).
Model fit indices were satisfactory (CFI = 0.97, RMSEA = 0.059).

Conclusion: Emotional branding fosters strong emotional connections between
customers and banks, thereby enhancing brand equity through improved customer
experiences. Customer experience acts as a key mediator, translating emotional
engagement into brand loyalty and favorable brand perceptions. The findings highlight
the strategic importance of emotional branding initiatives in strengthening competitive
advantage within Iran’s banking sector.
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EXTENDED ABSTRACT
Introduction

In the modern era of hyper-competition, emotional connections between brands and consumers
have become a critical factor for achieving sustainable differentiation. Beyond product quality and service
performance, today’s customers seek meaningful emotional engagement that resonates with their identity,
values, and aspirations. This paradigm shift has elevated emotional branding as one of the most effective
strategic approaches to cultivating loyalty and enhancing brand equity (Jindal & Chavan, 2023). Emotional
branding focuses on stimulating affective responses that generate a sense of trust, belonging, and
attachment between consumers and brands. By transforming rational purchase decisions into emotionally
driven relationships, emotional branding encourages customers to perceive brands not merely as market
offerings but as integral components of their personal identity (Muzakk et al., 2024).

Brand equity—defined as the cumulative value derived from consumer perceptions, associations,
and loyalty toward a brand—has been identified as a vital intangible asset for modern organizations
(Oliveiraetal., 2019). Scholars argue that it reflects the extent to which customers attribute additional value
to a brand based on previous experiences, emotional resonance, and trust (Ghomi Aveili et al., 2021). Strong
brand equity allows firms to maintain market share, command premium pricing, and achieve long-term
profitability even amid economic fluctuations (Cuong, 2023). Hence, in sectors such as banking—where
differentiation through tangible product features is minimal—brand equity becomes a strategic resource
rooted in consumer emotions and experiences.

Recent research has demonstrated that emotional branding significantly shapes consumer attitudes
and perceptions of brand value. When customers feel emotionally attached to a brand through consistent
messages, visual identity, and empathetic communication, they are more likely to remain loyal and
advocate for the brand (Abbasi & Farhadi, 2024). Emotional branding thereby becomes a catalyst for brand
trust and commitment (KI & Babu, 2024), creating an enduring psychological bond that extends beyond
transactional satisfaction. Furthermore, studies reveal that the influence of emotional branding on brand
equity often operates indirectly through customer experience, which functions as a key mediating
mechanism (Suryani et al., 2021).

Customer experience (CX) encompasses the holistic perception that emerges from cognitive,
affective, and behavioral interactions between a consumer and a brand (Mohammadian & Naeli, 2019). It
integrates sensory impressions, emotional responses, and rational evaluations across all touchpoints—
both digital and physical. In the banking industry, CX represents how customers perceive and emotionally
evaluate their interactions with bank staff, digital interfaces, and service processes (Kumar et al., 2022). A
positive experience strengthens affective trust and reinforces brand equity, while negative experiences can
erode even the strongest reputational capital (Maha & Nafez, 2024).

Digital transformation has expanded the scope of emotional branding through technologies like
electronic customer relationship management (E-CRM), artificial intelligence (Al), and social media
marketing. These tools enable banks to personalize interactions, anticipate customer needs, and foster
deeper emotional engagement (Terenggana, 2024). Social media, in particular, functions as an experiential
ecosystem where customers co-create brand meanings through emotional storytelling, peer
recommendations, and community participation (Sopia & Muslichah, 2024). When leveraged effectively,



social media content can evoke empathy, belonging, and pride among customers, which in turn strengthens
their connection with the brand (Shandy et al., 2023).

Moreover, studies confirm that emotional branding integrated with technology-driven experiences
enhances consumer engagement and trust. For instance, the application of Al-driven personalization in
customer service allows for real-time responses, empathic communication, and greater alignment with
customer emotions (Gad, 2026). Similarly, by designing organizational structures that prioritize service
empathy and client-centered interactions, companies can architect a system that sustains superior customer
experiences (Hindarto, 2023).

The theoretical and empirical literature therefore suggests that emotional branding, customer
experience, and brand equity are interrelated components of a single strategic chain. Emotional branding
serves as the antecedent that generates meaningful interactions; customer experience operates as the
mediator that translates emotions into perceptions; and brand equity emerges as the final outcome that
reflects customers’ long-term loyalty and brand advocacy (Ghomi Auveili et al., 2021). In line with these
insights, this study aimed to examine the impact of emotional branding on brand equity through the
mediating role of customer experience in the banking sector of Mazandaran Province, focusing on
branches of Bank Mellat and Bank Tejarat.

Methods and Materials

This research adopted a descriptive—survey and applied design. The statistical population included
customers of Bank Mellat and Bank Tejarat branches in Mazandaran Province. A multistage cluster
sampling method was applied, and based on Morgan’s table, 384 customers were selected as the final
sample. Data were gathered using standardized questionnaires: the Emotional Branding Scale by Farizi &
Harsuvi (2023), the Brand Equity Scale by Malarvizhi et al. (2022), and the Customer Experience Scale
by Waibowo et al. (2020). The reliability of the instruments was verified using Cronbach’s alpha
coefficients (all above 0.70), while construct validity was established through confirmatory factor analysis
(CFA) in LISREL software. Structural equation modeling (SEM) was employed to test hypotheses, with
fit indices (CFI, GFI, RMSEA, NFI, IFI) used to confirm model adequacy.

Findings

Preliminary analyses confirmed that the data followed a normal distribution (Kolmogorov—
Smirnov test, p > 0.05). The measurement model demonstrated acceptable factor loadings (>0.5) and
convergent validity for all constructs. Reliability analysis indicated strong internal consistency, with
Cronbach’s alpha values of 0.786 for emotional branding, 0.841 for brand equity, and 0.816 for customer
experience.

The structural model showed excellent fit indices (y*/df = 1.5, RMSEA = 0.059, CFI = 0.97, GFI
=0.91, NFI = 0.96), confirming the robustness of the hypothesized relationships.

o Emotional Branding — Brand Equity: f = 0.27, t =2.50 (positive, significant)

e Emotional Branding — Customer Experience: B = 0.65, t = 5.89 (positive, significant)

o Customer Experience — Brand Equity: B = 0.42, t = 3.50 (positive, significant)

e Emotional Branding — Customer Experience — Brand Equity (mediating effect): p = 0.27, t =

3.04 (positive, significant)

Thus, all four hypotheses were supported. Emotional branding had both direct and indirect effects
on brand equity through customer experience.
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Discussion and Conclusion

The results provide compelling evidence that emotional branding plays a critical role in
strengthening brand equity in the banking sector. By generating affective engagement, empathy, and trust,
emotional branding builds long-term psychological bonds that enhance customers’ perceived value of the
brand. The findings align with prior research emphasizing that emotional stimuli and authentic brand
interactions serve as powerful antecedents of consumer loyalty (Jindal & Chavan, 2023; Muzakk et al., 2024).

The confirmed mediating role of customer experience suggests that emotions alone are insufficient
unless transformed into experiential value. Emotional branding must therefore be embedded into every
stage of the customer journey—from first interaction to post-service communication. This is consistent
with (Abbasi & Farhadi, 2024) and (K| & Babu, 2024), who demonstrated that emotional branding positively
influences brand trust and commitment through enhanced customer experiences. The present findings
extend this logic to the banking context, underscoring that emotional cues such as empathy,
responsiveness, and warmth can improve customer satisfaction and reinforce the perceived reliability of
financial institutions.

The positive link between customer experience and brand equity further substantiates the
theoretical argument that experiential satisfaction translates into cognitive and affective brand value
(Kaulika et al., 2023). Satisfied customers internalize emotional interactions as trust and familiarity, which
increase their willingness to recommend the brand and pay premium prices (Cuong, 2023). In service
industries like banking, where tangible differentiation is minimal, emotional and experiential
differentiation becomes the cornerstone of competitive advantage.

Moreover, the findings highlight the expanding role of digital technologies and social media in
shaping emotionally resonant customer experiences. Consistent with (Sopia & Muslichah, 2024) and
(Shandy et al., 2023), this study supports the view that social media marketing—when rich in emotional
narratives—stimulates stronger consumer engagement and boosts brand equity. Through emotionally
charged storytelling and interactive communication, brands can humanize their digital presence, turning
impersonal transactions into relational experiences (Gad, 2026).

In addition, the incorporation of artificial intelligence and E-CRM systems contributes to
emotional personalization by recognizing individual customer preferences and tailoring communication
accordingly (Maha & Nafez, 2024; Terenggana, 2024). When technological innovation meets emotional
relevance, the customer perceives the brand as both efficient and empathetic, thereby strengthening
emotional loyalty and perceived brand value.

Another significant insight from this study is the alignment between organizational design and
emotional brand strategy. Echoing (Hindarto, 2023), the findings suggest that customer-centric enterprise
architectures—built around service empathy and accessibility—enhance customer experience
consistency. This reinforces the notion that brand equity is not only a marketing outcome but also an
organizational phenomenon sustained by cultural and structural alignment.

Finally, the results reinforce the integrative model proposed by (Ghomi Aveili et al., 2021), wherein
emotional, experiential, and financial dimensions jointly contribute to brand equity. Emotional branding
operates as the emotional trigger; customer experience serves as the perceptual process; and brand equity
emerges as the cumulative outcome. Furthermore, (Sun & Kim, 2023) emphasized that sustainable brand
equity depends on aligning emotional value with ethical and social responsibility. This perspective is



particularly relevant to banks, as trust and emotional reassurance are essential for maintaining long-term
customer relationships.

In conclusion, the study demonstrates that emotional branding—when reinforced through superior
customer experiences—acts as a strategic lever for enhancing brand equity in banking. Emotional
engagement fosters not only loyalty but also resilience against competitive disruptions. By integrating
emotional branding principles with customer-centric service design and digital innovation, banks can
cultivate enduring emotional connections that translate into tangible financial and reputational gains.
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