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Objective: The primary objective of this study is to examine the impact of the Rashid
Bank’s brand positioning model factors on brand equity. This research aims to analyze
the existing gap between branding strategies and customer perceptions within the banking
sector by identifying key positioning components.

Method: This study adopts a quantitative approach. The statistical population consists of
the bank’s customers, from which a sample of 384 individuals was selected using
Cochran’s formula via random sampling. Data were collected using a researcher
developed questionnaire based on a Likert scale; the instrument's validity was confirmed
through CVR, CVI, and Confirmatory Factor Analysis (CFA), while its reliability was
assessed using Cronbach’s alpha. Structural Equation Modeling (SEM) was employed via
SPSS and SmartPLS software to test the hypotheses and analyze structural relationships.
Designing the instrument based on prior qualitative findings ensures the localization of
the scales in accordance with the specific context of this bank.

Results: The results indicate that brand audit, brand authenticity, market-oriented branding,
brand resonance, and brand strategy have a significant positive impact on brand positioning;
conversely, the effects of brand image and internal branding on brand positioning were
found to be non significant. Furthermore, brand positioning demonstrated a significant
positive effect on brand equity. The final model accounts for approximately 49% of the
variance in brand positioning. These statistical analyses suggest that structural branding
variables play a substantial role in shaping the position perceived by customers.
Conclusion: By providing a localized and data-driven framework, this research establishes a
practical foundation for bank managers’ policy making and decision making processes to
strengthen brand positioning and enhance brand equity. Leveraging the results of this model
can serve as a roadmap for improving the bank’s competitive performance within the country's
monetary and financial market.
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Introduction
Today, many organizations have come to recognize that brands are among their most

valuable assets, playing a critical role in organizational progress, business success, and
effective communication with customers in emerging markets due to the numerous benefits
they provide. One of the key responsibilities of top management is to develop strong brands
brands that enhance their capabilities over time while consistently delivering on their
promises and commitments. Continuous studies over the past two decades have
demonstrated the undeniable role of brands in creating value, reducing risk, and extending
commercial longevity. Accordingly, companies must build and manage their brands
effectively to gain global recognition, enter new markets, and ensure sustainable growth.
Declined brands can be revitalized, as strong brands maintain distinctiveness, reputation,
and awareness, enabling them to remain resilient over long periods. In today’s highly
competitive and saturated markets, a trustworthy name is essential for long term survival.
Furthermore, the successful implementation of a winning repositioning strategy can lead to
the creation of customer-oriented value propositions, long term competitive advantage, and
robust brand development. Nevertheless, repositioning is often risky, as altering the position
of an existing product is inherently challenging (Seifollahi, 2025).

In this study, possessing a strong organizational position is considered the most effective
tool for achieving differentiation in the banking industry, and a powerful brand can serve
as a strategic means to reduce perceived risk and attain sustainable competitive advantage.
Despite this, financial brands still place greater emphasis on financial returns than on brand
success indicators. Consequently, research in the banking sector continues to focus
predominantly on financial assets and outputs rather than on consumers’ perceptions of
organizations (Dechifriera, 2020). To address this gap, the present study aims to develop a
comprehensive multidimensional scale for measuring brand positioning in commercial
banking and to analyze the underlying dimensions and variables of the model, thereby
providing a systemic understanding of the factors shaping brand positioning from the
customers perspective.

Method

This study adopts a quantitative approach. The statistical population consists of the
bank’s customers, from which a sample of 384 individuals was selected using Cochran’s
formula via random sampling. Data were collected using a researcher developed
questionnaire based on a Likert scale; the instrument's validity was confirmed through CVR,
CVI, and Confirmatory Factor Analysis (CFA), while its reliability was assessed using
Cronbach’s alpha. Structural Equation Modeling (SEM) was employed via SPSS and
SmartPLS software to test the hypotheses and analyze structural relationships. Designing
the instrument based on prior qualitative findings ensures the localization of the scales in
accordance with the specific context of this bank.
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Results

The results indicate that brand audit, brand authenticity, market-oriented branding, brand
resonance, and brand strategy have a significant positive impact on brand positioning;
conversely, the effects of brand image and internal branding on brand positioning were
found to be non significant. Furthermore, brand positioning demonstrated a significant
positive effect on brand equity. The final model accounts for approximately 49% of the
variance in brand positioning. These statistical analyses suggest that structural branding
variables play a substantial role in shaping the position perceived by customers.

Conclusion

The findings of this study indicate that the various factors of Rashid Bank’s brand
positioning model exert different effects on brand positioning and, ultimately, on brand
equity. The results of the first hypothesis test reveal a positive and significant effect of
brand audit on brand positioning. As a systematic diagnostic tool, brand audit clarifies the
brand’s competitive position by evaluating both the internal elements of the brand and the
external perceptions of stakeholders, thereby enabling the organization to refine its
positioning strategies and realign them with the target market. However, consistent with the
extant literature, the findings emphasize that the effectiveness of brand audit depends on
the quality of its implementation, the comprehensiveness of the data, and the organization’s
readiness to embrace change; deficiencies in these areas may limit or even neutralize its
impact.

The second hypothesis indicates a positive and significant effect of brand authenticity on
brand positioning. By strengthening trust, loyalty, and enduring emotional connections,
brand authenticity enhances the perceived distinctiveness of the brand in the marketplace
and plays an important role in stabilizing its position. Nevertheless, some evidence suggests
that in certain contexts, brand authenticity functions more as a “hygiene factor,” meaning
that it prevents the erosion of brand position but does not necessarily lead to an active
enhancement of positioning beyond baseline expectations. This finding underscores the
context-dependent nature of brand authenticity’s effect.In contrast, the results of the third
hypothesis test demonstrate that brand image does not have a significant effect on brand
positioning. This finding, which is inconsistent with a large body of prior literature, may be
attributed to the specific characteristics of the state-owned banking industry, market
saturation, homogeneity in customer perceptions, or the stronger role of other constructs
such as brand strategy and market orientation. This result suggests that in such contexts,
brand image alone is insufficient to generate sustainable differentiation in positioning.The
findings related to the fourth hypothesis show a positive and significant effect of market-
oriented branding on brand positioning. Customer focus, competitor awareness, and
interfunctional coordination enhance the alignment of the brand with market needs,
resulting in clearer and more competitive positioning. However, the results also indicate
that not all dimensions of market orientation are equally influential, and that this
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relationship may be moderated by industry conditions and organizational resources.The
results of the fifth hypothesis confirm that brand positioning has a positive and significant
effect on brand equity, such that effective positioning strengthens brand equity by
increasing awareness, fostering positive associations, enhancing perceived quality, and
building loyalty. In addition, the sixth hypothesis showed that brand resonance is positively
related to brand positioning. From a theoretical perspective, however, resonance is more
often regarded as an outcome of positioning rather than its antecedent; thus, this finding
may reflect an interactive and feedback based relationship between the two constructs.

The seventh hypothesis also confirms the positive and significant effect of brand strategy
on brand positioning, indicating that the alignment of internal resources with market
perceptions plays a key role in creating competitive differentiation. Finally, the results of
the eighth hypothesis suggest that internal branding does not have a significant effect on
brand positioning. This may be attributed to structural, bureaucratic, and operational
constraints in state owned banks and highlights the need to consider mediating variables
such as service quality and digital transformation.
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