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ABSTRACT

Objective: This study aimed to examine the causal order among dimensions of customer-based brand
equity (CBBE) in Indonesian higher education institutions. The core dimensions of brand equity used
are brand awareness, brand association, perceived quality, and brand loyalty. Research Design
& Methods: This study used a research instrument questionnaire with a 5-point Likert scale. The
research sample is 150 students of the Universitas Terbuka in Jayapura. The research hypotheses
were tested using PLS-SEM with the SmartPLS version 3 as the supporting software. Findings: The
results showed a causal order among the CBBE dimensions. Brand awareness has a positive and
significant effect on perceived quality. The perceived quality has a positive and significant effect on
brand loyalty, and brand awareness indirectly affects brand loyalty through perceived quality. This
study cannot prove the moderating role of brand association on the relationship between brand
awareness and perceived quality. Implications & Recommendations: This study provides
implications and recommendations for the management of higher education institutions to create
brand loyalty with a gradual process starting from developing a brand awareness strategy and then
building positive perceived quality. Contribution & Value Added: This study significantly extends
the CBBE literature in the higher education institution sector, especially in Indonesia, which is still
rarely studied. This study provides novelty by examining causal sequences and interactions on the
CBBE dimensions.
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INTRODUCTION

Higher education institutions recognize that marketing activities are essential to enhance a university's
reputation (Palfreyman & Tapper, 2016; Vukasovic, 2015). The changing market and high
competition require higher education institutions to develop sustainable brand strategies (Khanna et
al., 2019; Pinar et al., 2014, 2020). A brand is the most critical asset for all companies because it can
differentiate from competitors and significantly motivate purchasing decisions (Tran et al., 2020). A
strong brand will cut off the proliferation of choice from a wide range of product and service
categories (Aggarwal Sharma et al., 2013). Therefore, higher education institutions must manage and
develop their brands (Girard & Pinar, 2021) and reputations to attract more selective and demanding
millennial student bodies (Setkab, 2022). Meanwhile, as of 2019, there were 4,621 higher education
institutions in Indonesia to serve 8.3 million registered students (Kemendikbud, 2020), making the
university-level education competition became highly competitive.
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Previous research has proven that managing branding enables higher education institutions to improve
services and retain students (Bennett & Ali-Choudhury, 2009; Watkins & Gonzenbach, 2013). With
good branding, higher education institutions will gain and maintain a competitive advantage over
competitors (Khoshtaria et al., 2020). Branding can also help parents and children receive information
related to higher education services, ultimately attracting their interest in choosing the brand (Harvey
& Busher, 1998). Branding helps parents and students select and determine higher education (Judson
et al., 2008).

Marketing research and practice have taken an interest in the process of building strong relationships
between brands and consumers over the past two decades (Vukasovi¢, 2016; Nabila et al., 2020).
Several previous studies focusing on the promotion and branding of higher education institutions
suggest replacing the core focus of branding on the student experience (Ng & Forbes, 2009; Pinar et
al., 2011). Students are the main stakeholders (customers) in higher education institutions (Khanna et
al., 2019). To build a strong brand, customers must have brand awareness to respond positively to
marketing activities and programs (Keller, 2009). Therefore, higher education institutions must create
branding strategies that focus on students (customers) (Roskosa & Stukalina, 2020). In the context of
Indonesia’s higher education institutions, Hariyanto and Budi (2011) found that the student parents’
perception affected the university’s brand equity. Meanwhile, Farida et al. (2020) found that brand
awareness is critical for prospective students to choose a university.

Keller (1993) coined the term customer-based brand equity (CBBE), which is the difference in the
effect of brand awareness on consumer reactions to brand marketing. From the consumer's point of
view, brand equity represents characteristics such as better performance, reduced risk, reduced
information costs, and a favorable product image (Mourad et al., 2011). Customer involvement with
higher education institution brands is related to purchasing decisions and brand loyalty. Students re-
apply for advanced higher education, provide good word of mouth, recommend to others, and support
colleges as alumni (Kalafatis & Ledden, 2013; Kaushal & Ali, 2020).

Several studies have examined CBBE in Indonesia’s higher education sector (Farida et al., 2020;
Hariyanto & Budi, 2011; Puspitasari & Jayanti, 2019), but very few have examined the relationships
and interactions between the dimensions of CBBE. Pinar et al. (2011) examined the relationship
between social brand engagement, CBBE, and brand choice intention related to higher education
institutions. Pinar et al. (2014) and Khoshtaria et al. (2020) examine the influence of brand equity's
core dimensions and the supporting dimensions for creating a brand and higher education brand
equity. Vukasovic (2015) examines consumer attributes, brand awareness attributes, and brand image
attributes on the brand value of higher education. Khanna et al. (2019) examine the factors influencing
alumni's higher education brand resonance.

Pinar et al. (2020) empirically tested the relationship between the dimensions of CBBE and its effect
on creating substantial university brand equity from the student's point of view. However, this study
did not examine a causal order. According to Yoo and Donthu (2001), there may be a potential causal
order among brand equity dimensions, such as awareness and associations precede perceived quality
and perceived quality precede brand loyalty. Roy and Chau (2011) support the predictions of Yoo and
Donthu (2001) and prove that there is a causal order relationship of CBBE dimensions, but between
global and local brands not in the higher education sector. The CBBE model views building a solid
brand as a series of gradual steps from the bottom up (Keller, 2009). It means that a sequential reliance
among CBBE variables (i.e., brand awareness, brand image, and brand equity) is critical (Biel, 1992;
Netemeyer et al., 2004; Yoo & Donthu, 2001). Moreover, it is relatively limited studies in different
contexts, nature of products or services, and type of industry. Therefore, this study examines the
causal order relationship among the dimensions of brand equity of higher education institutions to
respond to prior studies' suggestions.

This study focuses on applying existing theories regarding customer-based brand equity in the higher
education sector in Indonesia. So far, researchers have not found any research that examines the causal
sequence between CBBE dimensions in the higher education sector in Indonesia. The dimensions of
the CBBE tested are the main general dimensions based on Aaker (1991) and Keller (1993), namely
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brand awareness, brand association, perceived quality, and brand loyalty. Understanding the
relationships and interactions of the core dimensions of CBBE is critical to developing a branding
strategy for higher education institutions. Higher education can gradually develop branding strategies
that create substantial brand equity.

LITERATURE REVIEW
Customer-Based Brand Equity (CBBE)

Keller (1993) defines CBBE as the difference in the effect of brand awareness on consumer reactions
to brand marketing. In the CBBE model, consumer brand awareness, created through marketing
programs and activities, greatly determines brand equity (Keller, 2009). Companies achieve customer-
based brand equity when customers have high brand awareness and familiarity and have strong,
profitable, and unique brand associations (Keller, 2008).

The CBBE model views building substantial brand equity as a process and occurs in stages (Keller,
2009). This stage starts with identifying the brand with customers, building brand meaning in
customers' minds, being associated with several brand associations, eliciting appropriate customer
judgments and feelings, and finally converting brand responses into loyalty relationships (Keller,
2009). Therefore, this study examines the causal sequence between the main CBBE dimensions,
namely brand awareness, brand association, perceived quality, and brand loyalty in the higher
education institution sector.

Brand Loyalty

Brand loyalty is the customer's attachment to a particular brand (Liu & Hu, 2013). Brands that succeed
in creating high brand loyalty will be the primary choice of customers when they want to buy or use a
product or service (Yoo & Donthu, 2001). As a result, brand loyalty can minimize the influence of
marketing activities from competitors and increase the company's influence in distribution (Moon et
al., 2010).

Brand loyalty is one of the important things that companies must-have because it provides many
benefits for consumers and themselves (Alhaddad, 2015; Saleem et al.,, 2015). According to
Thompson et al. (2014), brand loyalty can provide benefits such as larger market share, good
profitability, and more consumers who are less sensitive to competitors' marketing efforts. In the
higher education sector, the application of brand loyalty can differ from the production sector because,
for most people, getting a higher education degree is a one-time purchase (Vukasovic, 2015).
Therefore, brand loyalty in higher education emphasizes student financial contributions or donations
(Lai et al., 2019). It also relates to recommending higher education to other prospective students, re-
enrolling in the same higher education for the next level of education, or joining alumni associations
(Brown & Mazzarol, 2009; Kaushal & Ali, 2020).

Brand Awareness

Brand awareness is related to how strong the brand is in the customer's memory which is reflected in
the customer's ability to remember or perceive a brand under various conditions (Keller, 2009).
Meanwhile, according to Aaker (1991, p. 61), brand awareness is "the ability of buyers to recognize or
recall that a brand is a member of a particular product category.” Brand awareness can increase
consumer perceptions of brand attributes (J. Su, 2016) and is one of the requirements of consumers'
intentions to buy products or services (Kadir & Shamsudin, 2019).

Research by Pinar et al. (2020) proved that brand awareness is an essential factor in forming a strong
higher education brand and brand equity and influences directly or indirectly on other dimensions of
equity. Higher education needs first to develop customer brand awareness because, according to Keller
(2008), brand awareness is the first stage in forming brand equity. When customers are aware of and
perceive the brand well, there will be a high tendency to rate the product better and make a purchase
decision (Su & Chang, 2018; Valentini et al., 2018).
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Developing good brand awareness will increase customers' positive perceptions of the products
offered (Chansuk & Chaipoopirutana, 2020). According to Dodds et al. (1991), when a customer has
a high brand awareness of a particular product or service, it will lead to a higher overall product
evaluation and positive perceived quality. Therefore, brand awareness can effectively reduce
consumers' risk from evaluating a given product (Hsu & Hsu, 2008). High brand awareness will
encourage customer association and closeness with the brand (Moon et al., 2010). According to Cobb-
walgren et al. (1995), intensive brand awareness will create an excellent perceived brand quality. This
result is in line with previous research, which found a significant positive relationship between brand
awareness and perceived quality (Buil et al., 2013; Cakmak, 2016; Chi et al., 2009; Dib & Alhaddad,
2014; Ding & Tseng, 2015). Therefore, referring to the previous empirical findings, the first
hypothesis proposed is:

H1: Brand awareness has a positive and significant effect on perceived quality
Perceived Quality

Perceived quality is a consumer assessment related to the company's ability to create superior product
value (Parasuraman, 1998). Some researchers see perceived quality as personal and subjective;
consumers assess whether a product is worth buying and become a consumer experience in using a
product (Chen, 2001; Kakkos et al., 2015; Olsen, 2002). According to Sivaram and Munawar (2019),
when a brand meets consumer expectations, it will form a good perceived quality.

Perceived quality is essential for brand loyalty (Chaudhuri, 1999). Many previous researchers
examined perceived quality as an antecedent of brand loyalty (Aydin & Ozer, 2005; Biedenbach &
Marell, 2009; Dick & Basu, 1994; L. Su et al., 2016). Consumers will decide to repurchase a brand
and remain loyal to it if consumers get excellent quality or service from the brand (Yoo et al., 2000).
According to Selnes (1993), loyalty can occur when the perceived quality has been assessed as good
and has provided a good experience for customers.

When the consumer's perceived quality increases, it will automatically increase brand loyalty (Ha &
Park, 2012; Hameed, 2013). Lavidge and Steiner (1961) found that consumers will repurchase a
product if the product quality meets expectations. If the quality of a product or service is good, the
attitude towards the product becomes positive and results in loyal customers (Moon et al., 2010). Das
(2015) added that controlling perceived quality to consumers will control brand loyalty. Previous
researchers found a positive and significant relationship between perceived quality and brand loyalty
(Chang, 2014; Herrero-Crespo et al., 2016; Kim et al., 2018; Maria & Loureiro, 2013; Markovic et al.,
2015; Roy & Chau, 2011; Su, 2016). Therefore, referring to the theory and previous empirical
findings, the second hypothesis proposed is:

H2: Perceived quality has a positive and significant effect on brand loyalty

Several previous researchers have proven that perceived quality can be an excellent mediation to
increase brand loyalty (Hameed, 2013; Lacap et al., 2021; Pappu & Quester, 2016; Vacas de Carvalho
et al., 2020). More specifically, research by Roy and Chau (2011) shows that perceived quality
mediates the relationship between brand awareness and brand loyalty. When customers are familiar
with a brand and consider the brand to have satisfactory quality, the customer will tend to be loyal to
the brand (Su, 2016). Companies must build brand awareness first, then build a perception of quality
as a good and reliable brand to form a positive customer attitude (Chang, 2014; Hameed, 2013).
Therefore, the next hypothesis proposed is:

H3: Perceived quality mediates the relationship between brand awareness and brand loyalty

Brand Association
According to Aaker (1991), brand associations are all things in the customer's memory related to the
brand. Customers can associate brands with specific attributes such as usage situations, product

representations, or logos (Lu & Xu, 2015). According to Yasin et al. (2007), the brand association is
an aspect that customers remember non-physical, innovation, position, and brand reputation. The
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brand association represents the impression given by consumers, including perceptions, conclusions,
beliefs, and knowledge that exists on the brand (Mann dan Ghuman, 2014).

Brand associations help customers process, organize, and retrieve information in memory to make
purchasing decisions (Low & Lamb, 2000). When a customer has a higher brand association, it will
increase the liking and attachment to the chosen brand (Susilowati & Sari, 2020). This study assumes
that brand association can strengthen the relationship between brand awareness and perceived quality.
When a customer has a better brand association, it will lead to a higher relationship between brand
awareness and perceived quality. This argument is based on Xu et al.'s (2015) findings that with
reasonable prices and high brand image, the relationship between brand awareness and perceived
quality is getting stronger. The brand image consists of brand associations meaningfully (Aaker,
1991). Customer's brand association can affect the perception of superiority or inferiority; the better
the brand association, the better the perceived quality (Shekhar Kumar et al., 2013). Therefore, the
fourth hypothesis proposed is:

H4: Brand association strengthens the positive influence of perceived quality on brand awareness.
When higher education has good brand associations, perceived quality on brand awareness is getting
stronger.

Figure 1 summarizes the four hypotheses proposed in this study.

H3

Brand | H1 Perceived

Awareness Quality

H4

Brand
Association

Figure 1. Research Model
Source: The authors

METHODS

The researcher chose the Universitas Terbuka students as the research sample. Due to the competition
for distance-higher education in Indonesia is getting more challenging, the Universitas Terbuka, a
pioneer of distance higher education, needs to develop a brand equity strategy to compete with other
universities. College students were selected as the sample because of the main focus of customer-
based branding and are direct recipients of educational services (Ng & Forbes, 2009; Pinar et al.,
2011). This study used an instrument in the form of a questionnaire compiled with a 5-point Likert
scale, 1-strongly disagree, 2-disagree, 3-disagree, 4-agree, and 5-strongly agree. Questionnaires were
distributed to all research samples of 150 students from the Open University in Jayapura during April-
June 2020. However, only 104 were returned and could be used as research data.

Data were analyzed using Partial Least Square Structural Equation Modeling (PLS-SEM) with the
help of SmartPLS 3 software. The first step in evaluating the results of the PLS-SEM test is to analyze
the measurement model seen from convergent validity, internal consistency reliability, and
discriminant validity. A structural model analysis will be carried out if the measurement model has
met the criteria (Hair et al., 2017). Furthermore, the hypothesis is tested by looking at the path
coefficient and significance values.
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FINDINGS

Table 1 shows the demographic characteristics of the respondents. This study analyzed respondents
based on gender, age, last education, and occupation. The analysis shows that the majority of
respondents are female (53.85%), aged 18-25 years (53.85%), the last education is senior high school
or equivalent (85.58%), and works as a private employee (27.88%).

Table 1. Demographic Characteristics of Respondents

Category Number of Respondents Percentage (%)
Gender Male 48 46.15
Female 56 53.85
Age < 18 years old 4 3.85
18-25 years old 56 53.85
26-40 years old 24 23.08
> 40 years old 20 19.23
Last Education Senior High School 89 85.58
Diploma 10 9.62
Bachelor 4 3.85
Master 1 0.96
Profession Not working 8 7.69
Housewife 13 12.50
Civil Servants 24 23.08
Private Employees 29 27.88
Entrepreneur 5 4.81
Others 25 24.04

Source: Data processed

Measurement Model

Evaluation of the measurement model is helpful to ensure that the research model is feasible to use as
a measurement (valid and reliable). The measurement model assesses convergent validity with factor
loading and Average Variance Extracted (AVE) values, assesses internal consistency reliability with
Composite Reliability (CR), and assesses discriminant validity with Heterotrait-Monotrait ratio
(HTMT).

Based on Table 2, the factor loading values of all items have met the criteria, which are close to or
even greater than the recommended cut-off value of 0.7 (Hair et al., 2019). In addition, it has met
convergent validity because the AVE value of all constructs is >0.5. The researcher eliminated several
items in the initial factor loading because the factor loading value was shallow. The items are one item
of brand awareness (BAW1), nine items of perceived quality (PQ5, PQ10, PQ14, PQ15, PQ16, PQ17,
PQ18, PQ19, PQ20), seven brand association items (BAS1, BAS3, BAS4, BAS5, BAS6, BAS7,
BAS11), and one brand loyalty item (BL2).

The next step is to assess internal consistency reliability by looking at the CR value. Table 2 shows
that the CR values of all constructs ranged from 0.901 to 0.951, exceeding the recommended level of
0.7 (Hair et al., 2019). The discriminant validity with the HTMT ratio in Table 3 shows that the
HTMT value is in the range of 0.175-0.771. This value is lower than the threshold value of 0.90. If the
HTMT value is > 0.90, there is no discriminant validity (Hair et al., 2019).

Structural Model

When the assessment of the measurement model is satisfactory, the next step in evaluating the results
of the SEM-PLS s to assess the structural model. The standard assessment criteria are the coefficient
of determination (R?). R? ranges from 0 to 1, with higher values indicating greater explanatory power.
R? values of 0.75 are considered substantial, 0.50 moderate, and 0.25 weak (Hair et al., 2011; Hair et
al., 2019). Based on Table 4, the R? value of perceived quality is 0.561, which means that brand
awareness explains the perceived quality of 56.1%. The R? value of brand loyalty is 0.508, which
means that 50.8% of brand loyalty is explained by perceived quality. The explanatory power in both
models is in the moderate category.
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Table 2. Factor Loading and Reliability Coefficients

Variable Loading AVE CR
Brand Awareness 0.719 0.910
BAW?2 (an alternative to study at the university level) 0.720
BAWS3 (self-reliance learning style) 0.908
BAW4 (online/virtual-based tutorial class) 0.948
BAWS (no admission year limitation) 0.797
Perceived Quality 0.504 0.951
PQL1 (registration information availability) 0.691
PQ?2 (registration forms availability) 0.665
PQ3 (the easiness of getting tuition fee forms) 0.669
PQ4 (examination data accuracy) 0.655
PQ6 (academic staff carefulness) 0.747
PQ7 (academic service quick-response) 0.724
PQ8 (tuition fee-payment flexibility) 0.655
PQ?9 (tuition fee-billing accuracy) 0.711
PQ11 (the correctness of received modules with reservation) 0.663
PQ12 (reserved-modules delivery speed) 0.661
PQ13 (received-modules flexibility) 0.725
PQ21 (examination location accessibility) 0.730
PQ22 (tutorial information easiness) 0.759
PQ23 (on scheduled online tutorial) 0.687
PQ24 (online tutorial supports to understand the material) 0.720
PQ25 (examination invigilators' professionalism) 0.723
PQ26 (examination practice orderliness) 0.746
PQ27 (the easiness of having examination results) 0.704
PQ28 (timely examination results’ announcement) 0.828
Brand Association 0.588 0.918
BAS2 (flexible learning time) 0.602
BAS8 (qualified higher education institution) 0.753
BASO (it is fit for distant people out of classical university) 0.838
BAS10 (it is fit for working people to continue their study) 0.673
BAS12 (the graduates are widely recognized) 0.880
BAS13 (it is a public university) 0.853
BAS14 (affordable tuition fee) 0.816
BASI15 (life-long learning style) 0.671
Brand Loyalty 0.696 0.901
BL1 (having good knowledge about the university) 0.755
BL3 (feeling satisfied studying in the university) 0.876
BL4 (getting like studying in the university) 0.804
BL5 (enthusiastically promoting the university to other people) 0.894

Source: Data processed

Table 3. Heterotrait-Monotrait Ratio (HTMT)

Brand Brand Brand Awareness*Brand  Brand Perceived
Association  Awareness Association Loyalty Quality
Brand Association
Brand Awareness 0.502
Brand Awareness*Brand 0.365 0.176
Association
Brand Loyalty 0.503 0.735 0.252
Perceived Quality 0.537 0.771 0.175 0.746
Source: Data processed
Table 4. R-Square Value
R-Square R-Square Adjusted
Brand Loyalty 0.508 0.504
Perceived Quality 0.561 0.547

Source: Data processed
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Next is to analyze the results of hypothesis testing, which are summarized in Table 5 and Figure 2.
The direct effect of brand awareness on perceived quality has a path coefficient value of 0.608 and a p-
value of 0.000 <0.05, which means a positive and significant effect. The direct effect of perceived
quality on brand loyalty has a path coefficient of 0.713 and a p-value of 0.000 <0.05, which means a
positive and significant effect. The two direct influence hypotheses (H1 and H2) can be proven in this
study. Testing the mediation hypothesis shows that the path coefficient is 0.434 and the p-value is
0.000 <0.005. Thus, perceived quality can mediate the relationship between brand awareness and
brand loyalty so that the third hypothesis is accepted. The moderating hypothesis is not supported
because the p-value is 0.776>0.005. The brand association cannot moderate the relationship between
brand awareness and perceived quality and does not support the fourth hypothesis.

Table 5. Hypothesis Testing Results

. Path Hypothesis
Hypothesis Coefficient |~ Value Result

Direct Effect
H1 Brand Awareness — Perceived Quality 0.608 <0.001 Supported
H2 Perceived Quality — Brand Loyalty 0.713 <0.001 Supported
Mediation Effect
H3 Brand Awareness — Perceived Quality — Brand Loyalty 0.434 <0.001 Supported
Moderation Effect
H4  Brand Awareness*Brand Association — Brand Loyalty 0.030 0.776 Not Supported

Source: Data processed

0,434*

Brand | 0.608* Perceived Brand
Awareness g Quality Loyalty

0,030

Brand
Association

Notes: *p<0,01
Figure 2. Hypothesis Testing Results
Source: Data processed

DISCUSSION

The finding of hypothesis 1 testing shows that brand awareness has a positive and significant effect on
perceived quality. These results support previous research, which also found a positive effect of brand
awareness on perceived quality (Buil et al., 2013; Cakmak, 2016; Chi et al., 2009; Dib & Alhaddad,
2014; Ding & Tseng, 2015). It means that universities should build and develop appropriate platforms
to increase their stakeholders' brand awareness. Then, the finding of hypothesis 2 testing shows that
perceived quality has a positive and significant effect on brand loyalty which supports the findings of
Chang (2014), Herrero-Crespo et al. (2016), Kim et al. (2018), Maria and Loureiro (2013), Markovic
et al. (2015), Roy and Chau (2011), and Su (2016). It implies that the university's successful brand
awareness programs lead to higher perceived quality, subsequently increasing brand loyalty.

The finding of hypothesis 3 testing shows that perceived quality can partially mediate the relationship
between brand awareness and brand loyalty. These results support the research of Roy and Chau
(2011), who also found that perceived quality can mediate the relationship between brand awareness
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and brand loyalty. Higher education institutions must pay attention to a good brand awareness
development strategy to affect customer brand loyalty indirectly. When customers are familiar with a
brand and consider the brand to have satisfactory quality, the customer will tend to be loyal to the
brand (Su, 2016).

This study cannot prove that brand association moderates the relationship between brand awareness
and perceived quality. Students' level of brand association does not significantly strengthen the
relationship between brand awareness and perceived quality. The finding opens an opportunity to
explore the direct effect of brand association on perceived quality rather than testing it as moderating
variable.

Although the moderating hypothesis was not proven, this study confirmed the existence of a causal
sequence on the CBBE dimensions in higher education institutions. Given this causal sequence,
institutions must gradually develop substantial brand equity or brand loyalty. Higher education needs
to increase the brand awareness of students or prospective students to have a positive perception of
service quality. The first step that higher education institutions need to take is to develop brand
awareness so that customers (students) have a strong memory of the brand. Higher education
institutions can increase brand awareness by increasing marketing activities. Higher education can
change the focus from traditional marketing activities to digital marketing, such as electronic media
and social media in today's digital era. With the use of electronic media, customers can interact with
brands and choose the content they engage with (Pinar et al., 2020).

After the customer has strong brand awareness, the next step is to create a strategy for positive
perceived quality. Higher education institutions can create positive perceived quality by paying
attention to the services provided to students and emphasizing the creation of positive experiences.
Higher education institutions must maximize registration services, teaching materials provision
services, online tutorial services for higher education institutions with distance learning programs, and
exam services. Higher education institutions need to strive to provide services that meet student
expectations. Good perceived quality will be formed when a brand succeeds in meeting the
expectations of its customers (Sivaram & Munawar, 2019). If the quality of a product or service is
good, the customer's attitude towards the product becomes positive, and brand loyal customers (Moon
etal., 2010).

When higher education institutions succeed in creating strong brand awareness and positive perceived
quality, they will be able to produce students who are loyal to the brand of higher education
institutions. Brand loyalty can provide significant benefits for higher education institutions such as
larger market share, good profitability, and customers who are less sensitive to competitors' marketing
efforts (Thompson et al., 2014). In addition, loyal students will tend to recommend the institution's
brand to others, give a positive word of mouth, re-enroll in the same higher education for the next
level of education, or even join alumni associations (Brown & Mazzarol, 2009; Kaushal & Ali, 2020).

CONCLUSION

This study confirms the existence of a causal sequence among the dimensions of CBBE in the higher
education sector. The results showed that brand awareness had a positive and significant effect on
perceived quality, then perceived quality had a positive and significant effect on brand loyalty. Brand
awareness had an indirect effect on brand loyalty through perceived quality. Thus, higher education
institutions need to pay attention to the causal order among the CBBE dimensions to create strong
brand loyalty and brand equity.

The findings of this study contribute to the literature on customer-based brand equity. In addition, this
research also provides practical implications for higher education institutions to build brand loyalty.
To create brand loyalty, the first step that the management of higher education institutions must take is
to develop a brand awareness strategy. Management of higher education institutions can combine
traditional marketing activities such as advertisements, pamphlets or brochures, and digital marketing
to increase customer awareness of the higher education institution's brand. After solid brand
awareness, the next step is to build a positive perceived quality. Build perceived quality by providing
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services that meet student needs and create a positive experience. The management of higher
education institutions needs to be aware that any changes in the dimensions of CBBE will have a
direct or indirect effect on the level of student loyalty to the institution's brand.

This study still has many limitations, such as the small number of respondents, only testing the four
core dimensions of brand equity, and only using one higher education institution as a sample. It is not
representative of higher education institutions in Indonesia as a whole. Therefore, further researchers
can re-examine this research by multiplying and expanding the research sample and adding other
dimensions of brand equity.
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