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Objective: Branding and brand equity from the considered point of view of the brand can
provide added value for the manufacturer such as brand, quality, legal protection,
prohibition of financial return, wider distribution, lower costs, or risk reduction. One of the
problems of measuring this construct is the large number of questions. For this purpose, the
structure of the overall special value of the brand was raised with fewer questions. The
purpose of this research is to measure the relationship between the four dimensions of the
primary model and the overall brand value.

Method: At first, 79 studies were selected based on the title and abstract, and then by
studying the full text. 37 cases were excluded from the study and 43 cases were included in
the analysis. The two criteria for including research in the present meta-analysis are
measuring the overall brand equity and reporting direct or indirect correlation. CMA
version 2 software was used to perform the analyses.

Results: The results showed that brand loyalty, perceived brand quality, brand links, and
brand awareness have a positive relationship with overall brand equity.

Conclusions: The findings also showed that the type of sample composition (student,
mixed) has a moderating effect on the relationship of all four factors of customer-based
brand equity with the overall brand equity. The findings also showed that the type of
product does not have a moderating effect on the relationship of any of the four factors that
make up customer-based brand equity with the overall brand equity.
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Introduction

Brand equity is considered a critical indicator for the financial success of a brand and has
been defined and measured in different ways depending on the perspective taken about the
brand. These different views can be grouped into two general categories, namely financial-
based brand equity and perception-based brand equity. Branding and brand equity from the
considered point of view of the brand can provide added value for the manufacturer such as
brand, quality, legal protection, prohibition of financial return, wider distribution, lower costs,
or risk reduction. One of the problems of measuring this construct is the large number of
questions. For this purpose, the structure of the overall special value of the brand was raised
with fewer questions. The purpose of this research is to measure the relationship between the

four dimensions of the primary model and the overall brand value.

Method

The research population was all the articles related to the special value of the brand with
different keywords from domestic and foreign databases such as EBSCO, ScienceDirect,
Taylor and Francis, and Noormags. At first, 79 studies were selected based on the title and
abstract, and then by studying the full text. 37 cases were excluded from the study and 43
cases were included in the analysis. The two criteria for including research in the present
meta-analysis are 1- measuring the overall brand equity and 2- reporting direct or indirect
correlation. To perform a meta-analysis, Rosenthal's (1991) approach and random effects
model were used. 1- centrality (the average value of the statistic and its upper and lower range
and significance level), 2- variability (probability of homogeneity or heterogeneity of effect
sizes), and 3- prediction (the effect of moderating variables on the effect size of the study).
The first case is required in meta-analysis studies and the second case is better. The third case
is necessary if there are modulating variables. In this research, all three cases were done with

CMA version 2 software.

Results
The results showed that brand loyalty, perceived brand quality, brand links, and brand

awareness have a positive relationship with overall brand equity. The relationship between
brand awareness and overall brand equity in research conducted based on goods is not
different from research conducted in service industries. The results showed that the

correlation of brand awareness with the overall brand equity for research whose sample
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consisted only of students is lower than for research with a mixed sample. The nature of the
product does not have a moderating effect on the relationship between brand links with
overall brand equity, but the correlation of brand links with overall brand equity is lower for

studies with a student sample than for studies with a mixed sample.

Conclusions

The findings also showed that the type of sample composition (student, mixed) has a
moderating effect on the relationship of all four factors of customer-based brand equity with
the overall brand equity. The findings also showed that the type of product does not have a
moderating effect on the relationship of any of the four factors that make up customer-based
brand equity with the overall brand equity. Considering the existence of a strong relationship
between the four dimensions of customer-based brand equity with the overall brand equity
You can use the overall brand equity scale. Although in this research, the moderating effect
for the type of product (goods or service) was not identified, the issue of moderating can be
extended to the type of service. Other moderating variables caused by the product, such as the
level of product involvement, the social or personal nature of the product, and cross-cultural

variables such as Hofstede's dimensions, are attractive topics for future studies.
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