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ABSTRACT 
 
 In order to promote the effect of positive and meritorious management of brand equity, companies do 
require certain strategies execution of which causes growth and promotion of brand equity. For this purpose, this 
research deals with study of the importance brand equity in banking industry and the effect of organizational 
citizenship behavior and operational service quality in this regard. Research method of this research is 
descriptive-analytical and of correlation type and it is specifically founded on structural equation modeling. 
Statistical population of this research consists of personnel and customers of a bank. For this purpose, 110 and 
390 questionnaires have been collected from the said two populations respectively. In order to assess validity of 
the research questionnaire, confirming factor analysis: of the first and second rating and for designating 
reliability of the said research, Chronbach’s Alpha has been used respectively. Research hypotheses have been 
studied by the help of structural part of the structural equation operation i.e. path analysis. Relying on results of 
this research, organizational citizenship behavior has a direct, positive and meaningful effect on the operational 
service quality. On the other hand, operational service quality may cause promotion of brand equity while direct 
effect of the organizational citizenship behavior on brand equity has not been confirmed. The current research 
takes new steps towards the relation between customer criteria and employee criteria. 
 
Key words: Organizational citizenship behavior, operational quality, brand equity, importance-situation matrix 
 
Introduction  
 
 Brand equity is the differential effect of brand 
knowledge on consumer response to the marketing of 
the brand [27]. High importance of brand equity has 
been emphasized several times associating with the 
competitive environment as well as the company’s 
function [29,44]. The dimensions of brand equity 
play a positive role in customer perception which 
causes the customer to repurchase goods from that 
shop [42]. Companies need strategies, which can 
improve and reinforce brand equity, in order to 
enhance such a positive effect along with a proper 
management of the brand [28]. On that account, 
identifying the influencing factors on brand equity, 
and conducting a research on these factors is 
considered to be as one of the main priorities of the 
researchers, and marketing managers. 
 As it has been mentioned earlier, under market 
competitive conditions, identifying the factors, which 

bring about long-term competitive advantages and 
cause promotion of brand equity, are of great 
importance [44]. Of course, the said factors are not 
only limited to tangible factors but also to the 
services, provided by an agency, which helps 
increase equity of the agency by creating a 
distinguished difference. However, in spite of 
importance and role of brand equity in service 
marketing, no significant issues have been found in 
the said area while service sectors supply noticeable 
quantity of Gross National Production (GNP) as well 
as employment in the countries all over the world in 
such a way as in the USA, services groups with a 
share of 75%, has the utmost effect in increase of 
gross national production and 75%is employed at 
service sector. Thus, in consideration of innate 
difference between goods and services as well as our 
limited perception of brand equity at service sector, it 
is necessary to conduct more researches in the said 
area and to achieve awareness about difference 
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between the results of the two sectors of goods and 
services [31].  
 The importance of service quality is not hidden 
for anybody because it has a noticeable effect on 
Customer's tendency to buy [22], level of satisfaction 
[16,32], perceived equity of products and services 
[25], tendency for more payment [14] and customer 
loyalty [24,48]. Moreover, as most of scholars 
believe, the most reliable way for achieving success, 
is to remain in customers’ mind and this important 
goal is realized only through products and services of 
the best quality. Awareness about the concept of 
service quality and efforts made for improvement of 
the same may lead to providing services of the best 
quality and by promoting level of service quality, 
brand equity will be promoted accordingly [31].  
 However, it has been realized that the aforesaid 
items depend on efforts and operational service 
quality of personnel. In service organizations, 
personnel, especially personnel of front line and the 
personnel, who are in touch with customers, are 
blood in the vessels of the organization. Contrary to 
physical goods, services are intangible and they are 
produced and consumed simultaneously and 
eventually, personnel provide services and produce 
the said services at the same time. This aspect of 
services reveals the pivotal role of personnel in 
providing services of the best quality [31]. The 
importance of the said subject becomes more evident 
when we become aware about the fact that failure in 
the field of information technology systems in 
banking industry has been more in comparison with 
success in the said systems. This confirms personal 
reference of customers to bank branches [43]. 
Furthermore, we also become aware about pivotal 
role of activities of personnel as jointing point of an 
organization to customers [19]. Especially, at finance 
institutions, and in consideration of almost equal 
rules and regulations governing the said institutions, 
evaluation of services by customers shall ultimately 
depends on merit, experience and skills of personnel, 
who are in touch with customers [21]. In this regard, 
extra-role activities such as organizational citizenship 
behavior is considered an important factor for 
perception of customers of service quality and 
eventually of promotion of brand equity [4]. 
 Recent researches, done on evaluation of 
relationship marketing insist on the effect of skills 
and behaviors of personnel on service quality [4]. 
The main goal of this purpose is to perceive the 
relationship between organizational citizenship 
behavior and service quality and to understand how 
the same affect brand equity. Thus, respective model, 
presented herein this research, may be regarded as an 
innovative aspect of the said goal because in spite of 
great importance, no research, which has studied the 
effect of organizational citizenship behavior on brand 
equity, was found. On the other hand, respective 
researches, conducted with respect to the effect of 
operational service quality on brand equity are 

trivial. As it has been mentioned earlier, most 
researches have been done in the realm of industry. 
This research helps perceive better the importance of 
organizational citizenship behavior for the managers 
of service companies. 
 
Literature review: 
 
Brand Equity: 
 
 Brand equity is a core subject in marketing. 
Despite the fact that it has attracted a lot of 
attentions, no mutual agreement has been reached 
[8,29,44]. One of the reasons for this matter is that 
there are different opinions and explanations 
regarding the measurement of this concept [10]. This 
concept can be discussed and surveyed from the 
viewpoint of a producer, retailer or customer. While 
the producers and retailers lean towards strategic 
functions of brand equity, the investors are interested 
in the financial aspect of it [44]. 
 The financial view proponents define brand 
equity as the total value of the brand which is a 
discrete asset when it is sold or it is added to the 
balance sheet [15]. Other definitions, which are in 
conformity with this viewpoint, consider brand 
equity as cash streams which have an increasing and 
rising procedure throughout the time for the products 
with a brand name against the products without a 
brand name [45].  
 Consumer-based brand equity’s definitions get 
closer to consumer’s viewpoints, whether the 
consumer is a person or an organization. They claim 
that a brand has a value when it is considered 
valuable in its consumer’s view [33]. For this reason 
and with the psychological approach, brand equity 
denotes the added value endowed by the brand to the 
product [13]. One of the most common and general 
definitions of brand equity is: “A set of brand assets 
and liabilities linked to a brand, its name and symbol 
that add to or subtract from the value provided by a 
product or service to a firm and/or to that firm's  
customers” [1]. Keller [27] has provided a similar 
definition: “The differential effect of brand 
knowledge on consumer response to the marketing of 
the brand”. In fact, in his point of view brand equity 
depends on brand knowledge and its comparison 
with a similar unknown product. 
 It is clear that most surveys have been conducted 
around these two viewpoints. It is worth mentioning 
that these two viewpoints have been combined in a 
comprehensive model. According to Aaker [2], brand 
equity includes five dimensions: 1. brand awareness 
2. brand perceived quality 3.brand association 
4.brand loyalty 5. other assets such as patent and 
franchise. He sees these five dimensions as the base 
to measure the brand equity. Keller [27] insists on 
two main elements in brand equity: 1. consumer’s 
knowledge 2. consumer’s reaction. Consumer’s 
knowledge is defined at the knowledge toward the 
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brand and the brand image while the consumer’s 
reaction is defined at customer’s perception, brand’s 
excellence, and consumer’s behavior towards brand 
marketing mix activities. Keller has categorized 
various brand associations subsequently. 
 
The effect of operational service quality on brand 
equity: 
 
 Zeithaml et al [49] have defined service quality 
as “Difference between expectations and/or demands 
of customers and their perceptions”. Customer 
expectations of service quality have originated from 
such items as corporate image, advertising, pricing 
and personal factors; while customer perceptions of 
service quality are defined as the result of experience 
of customers about different aspects of services such 
as technical and operational issues [36]. In this 
regard, technical service qualities, which indicate 
real output of service confrontation, are evaluated 
after service is provided and include such issues as 
service price and tangible elements. Operational 
service quality indicates operational quality and 
procedures in production and providing services for 
customers. In consideration of simultaneous 
production and consumption of services, operational 
quality is usually evaluated upon providing services 
by customers. This element of quality indicates the 
interaction between provider and recipient of 
services and is mostly perceived as mental method 
[20]. Research background [20,40,7,17] indicates 
that operational service quality includes such 
elements as reliability, responsiveness, assurance and 
empathy. However, herein this research, in 
consideration of presence of organizational 
citizenship behavior as an independent variable and 
necessity for study of the relationship between 
service quality and extra-role behaviors, we study 
operational quality, which indicate an interaction 
between provider and recipient of service in form of 
these four aspects.  
 Etzel et al [12] did believe that service quality is 
evaluated on the basis of comparison between real 
expectations and customer expectations. Customer 
expectations with respect to service standards are 
affected by personal needs, pervious experiences and 
good reputation. When real experiences are better 
than customer expectations, service quality is clearly 
felt higher and vice versa [46]. Simultaneously, 
higher level of service quality promotes customer 
satisfaction, decrease customer churn and increases 
customer loyalty [24,49]. Thus, service quality is 
pivotal for attracting new customers and more 
important, for keeping existing customer [34]. 
Service quality is one of the issues, which devotes 
the major part of marketing literature and is regarded 
as a vital element in management strategy for success 
and survival in a competitive environment [35] 
through such cases as promoting brand equity.  

 Considering idea of Aaker [2], the most valuable 
brands all over the world are mostly well-known for 
their excellent service quality. Ladda 
Vatjanasaregagul [47] and Cottam and Chernatory 
[11] have studied the importance of services in 
creating and promoting brand equity and insisted on 
inevitable role of services in promoting brand equity. 
Then, in consideration of too much cost paid for 
creating a new brand, companies may invest in 
service quality as promoting elements of brand 
equity [1] save cost and take effective steps in order 
to make them be identified and make more profit. 
Thus, the first hypothesis is formed as follows: 
H1: Operation quality of banking services provided 
has a positive effect on brand equity.  
 
The effect of organizational citizenship behavior on 
operational service quality and brand equity: 
 
 In the recent years, attention to organizational 
citizenship behavior, which helps long-term success 
of an organization as a typical individual behavior, 
had had a noticeable growth in management 
literature and marketing [38,9,26]. Smith et al and 
Katz point out three characteristics for effective 
organizations: they keep and maintain personnel 
inside the system; assurance about the fact that 
personnel reliably fulfill requirement of their role and 
attention to innovation and spontaneous of the 
personnel, which have been discarded in duty 
description. The third characteristic of effective 
organizations, considering Katz's View, means that 
in order to achieve success, organizations do need 
personnel whose tendencies are far from minimum 
requirements for materialization of specific aspects 
of their job activities. Nowadays, it is called 
“Organizational citizenship behavior” [9]. Organ 
[37] considers an organizational citizenship behavior 
a spontaneous and conscious behavior, with five 
aspects of conscientiousness, civic virtue, altruism, 
sportsmanship and courtesy, which has not directly 
been designed by bonus systems in an organization. 
However, they cause promotion of effectiveness and 
efficiency of the organization accordingly. In other 
words, personnel act in the organization, beyond 
requirements of their role and not only through 
fulfillment of their obligations and duties, but also by 
the measures taken voluntarily such as helping 
colleagues, sacrifice, and providing consultation 
services, they assist with advancement of 
organizational issues.  
 Presently, an increasingly number of scientists is 
studying organizational citizenship behavior in 
service industries. Chiang and Hsieh [9] and Lafari 
and Bidarian have conducted researches and studied 
the said subject and its importance at service sector 
accordingly. Organ and Ryan [39] and Paulin et al 
[41] have indicated that behavioral operation of 
personnel is the most significant part of service 
quality, received by customers. Moreover, in 
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providing services, which require too much contact 
with customers,  the said customers act as a part of 
personnel and through hire of their knowledge and 
skills, they take part in service production process 
[6]. Moreover, volunteer behaviors are in such form 
as customers observe such behaviors during their 
physical and social interaction with personnel and it 
may be effective in evaluation of customers with 
respect to provided services. Thus, the second 
hypothesis of this research is formed as follows:  
H2: Organizational citizenship behavior has a 
positive effect on customer perceptions of 
operational service quality.  
 
 Considering that the person, providing service is 
part of service [30], recent researches have agreed to 
the subject addressing that behavior and attitude of 
personnel, as a major part of provided services and 
interaction with customers have a noticeable effect 
on customer perceptions of provided service quality 
[4,41] and customer behavioral intentions [5] as well 
as customer loyalty [3].  
 Customer commitment of a service organization 
noticeably depends on extra-role behaviors of 

personnel toward customers [4,5]. Higher service 
quality creates positive behavior intentions among 
customers and leads to improvement of mutual 
interaction and understanding between customers and 
personnel and customer loyalty [3]. Gremler and 
Gwinner [18] have defined customer-employee 
understanding as customer perceptions of enjoyable 
interactions with the personnel, providing services. 
This is revealed by the help of personal 
communication between provider and recipient of 
service. Such positive interactions may reinforce 
other existing elements of memory with respect to 
brand equity as well as awareness about brand 
accordingly [5]. Considering the above items, the 
third hypothesis is formed as follows: 
H3: Organizational citizenship behavior has a 
positive effect on brand equity.  
 
 Relying on research literature and the said 
relations among variables, a conceptual model of 
research may be drawn up as follows. On a whole, 
this research recommends that brand equity may be 
supported by organizational citizenship behavior and 
service quality.  

 

 
 
Fig. 1: The Conceptual Model of the Research. 
 
Research Methodology: 
 
 The main goal of this research is to designate 
causal among variable of organizational citizenship 
behavior, brand equity and service quality. Thus, 
considering goal of this research, it is of applied type 
and with respect to manner of collection of 
information is of descriptive and correlative type and 
specifically, this research is founded on model of 
structural equations. 
 Statistical population of this research consists of 
personnel and customers of bank. In order to 
examine population of customers, researchers have 
benefited from single-stage cluster sampling method. 
Concerning the fact that statistical population of 
customers was unlimited, volume of sample is given 

as 384 using unlimited population sampling method. 
For this purpose, 530 questionnaires have been 
distributed among customers. 390 questionnaires 
have been recognized as usable. Moreover, in order 
to study the population of personnel, cluster method 
has been used. From among 13 branches of this bank, 
7 branches have been chosen at random. Considering 
limitation of the population and access of population 
by researches, census method has been used. On a 
whole, 110 questionnaires have been distributed 
among and collected from the personnel. It should be 
noted that by dividing number of distributed 
questionnaires by number of personnel, distributed 
questionnaires among personnel of each branch was 
in proportion to number of personnel of the said 
branch. The questionnaire of each employee together 
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with customers of the said counter has been 
separated in consideration of designated codes.  
 In order to collect data, two questionnaires have 
been used. Each questionnaire consists of two parts. 
At part one, demographic questions such as gender, 
age and etc. were asked. At part two, for assessment 
of variable of organizational citizenship behavior, 
service quality and brand equity, organizational 
citizenship behavior questioner of Podsakoff et al, 
Servqual Questionnaire and a questionnaire, planned 
on the basis of aspects of Acer’ model [8,44] have 
been used respectively.  
 Herein this research, in order to examine of 
content and face validity, primary questionnaire has 
been provided for professors and experts. It should 
be noted that in the said questionnaire, latent of each 
variable have been given in order to designate 
whether variables of observer enjoy required 
capability of and consistency with assessment of 
latent. Upon collecting modified comments of the 

elite and applying respective modifications, the 
primary questionnaire has been provided for 30 
employees and customers. At this stage, a few 
questions have been modified. Moreover, in order to 
designate validity, confirming factor analysis of the 
first and second rating has been used. In fact, 
researchers intended to assess the point whether 
planned questions enjoy required ability and 
capability of assessment of each variable.  
 This research has one exogenous variable of 
organizational citizenship behavior and two 
endogenous variables of brand equity and service 
quality. Thus, we have indicated respective analyses, 
associated with exogenous and endogenous variables 
in form separate tables. Table 1 indicates the results 
related to average, ultimate variable, standard 
coefficients, and meaningful coefficients, associated 
with exogenous variable of organizational citizenship 
behavior.  

 
Table 1: The Mean, Reliability Coefficients, Standard Coefficients, and Significant Figures of the Exogenous Variable of the Research. 

QSV QSC DSV DSC Index RC Mean Dimensions Variables 
- 0.76 7.77 0.84 Alt1 0.714 4.07 Altruism Organizational 

citizenship 
behavior 

 

6.91 0.65 Alt2 
6.62 0.62 Alt3 
8.27 0.78 Alt4 

- 0.61 6.49 0.92 Con1 0.634 3.67 Conscientiousness 
2.78 0.28 Con2 
4.97 0.56 Con3 
4.52 0.50 Con4 

- 0.70 1.04 0.11 Spo1 0.723 3.20 Sportsmanship 
4.89 0.78 Spo2 
2.87 0.30 Spo3 
4.54 0.51 Spo4 

- 0.32 3.45 0.98 Cou1 0.633 3.56 Courtesy 
3.21 0.58 Cou2 
2.75 0.38 Cou3 
3.40 0.75 Cou4 

- 0.67 7.26 0.92 Civ1 0.798 3.41 Civic virtue 
7.01 0.76 Civ2 
3.12 0.31 Civ3 
6.36 0.67   Civ4 

Questionnaire Reliability Coefficient                                                                                                           0.791 
RC : Reliability Coefficients                                                                      QSC : Questions Standard Coefficients 
QSV : Questions Significant Values                                                           DSV : Dimensions Significant Values 

DSC : Dimensions Standard Coefficients 
 
 Relying on corresponding results, except for the 
second aspect i.e. sportsmanship, all questions and 
aspects of the variable of organizational citizenship 
behavior enjoys required reliability for assessment of 
aspects and structure of the same. It should be noted 
that our criterion for examining reliability of a 
question or aspect was number of meaningfulness. If 
respective number enjoys meaningfulness higher 
than 1.96 or lower than -1.96, corresponding 
question enjoys required reliability. Figure 2 
indicates importance-situation matrix of aspects of 
citizenship behavior variable. In order to prevent 
repetition at the last part, we shall discuss analysis 
and present applied results in this regard.  
 As it has been indicated by the results of 
confirming factor analysis of the first and second 

rating, associated with exogenous variables of the 
research, all questions and aspects enjoys required 
capability and ability for assessment of aspect and 
variables, related to themselves because numbers 
have had meaningfulness higher than 1.96. Thus, all 
questions and aspects of endogenous variables of the 
research may be used in structural equations model. 
Figure 3 indicates importance-situation matrix of 
aspects of endogenous variables.  
 
Data Analysis: 
 
 First, in form of descriptive statistic, 
demographic characteristics of the statistical sample 
have been examined. Then, through path analysis, 
research hypotheses have been studied accordingly.  
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 In order to examine research hypotheses, path 
analysis has been used. Our criterion for confirming 
or rejecting hypotheses was numbers of 
meaningfulness. If a number of meaningfulness of a 
path is  >1.96 or <-1.96, respective hypothesis will 
be confirmed. If a number of meaningfulness of a 
path lies between the said ranges, respective 

hypothesis will be rejected. Table 4 indicates the 
results of research hypotheses. Figure 4 shows 
structural equations model in mode of number of 
meaningfulness. 
 
 

 

 
 
Fig. 2: The Importance-Situation Matrix of the Exogenous Variable of the Research. 
 
Table 2: The Mean, Reliability Coefficients, Standard Coefficients, and Significant Figures of the Endogenous Variable of the Research.    

QSV QSC DSV DSC Index RC Mean Dimensions Variables 
- 0.75 11.17 0.66 Reli1 0.828 3.28 reliability Service 

Quality 8.17 0.44 Reli2 
13.52 0.71 Reli3 
14.79 0.77 Reli4 
16.32 0.86 Reli5 

- 0.76 15.28 0.89 Resp1 0.874 3.12 responsiveness 
16.53 0.81 Resp2 
17.91 0.87 Resp3 
15.32 0.76 Resp4 

- 0.86 15.31 0.80 Empa1 0.867 3.53 empathy 
20.92 0.86 Empa1 
17.03 0.75 Empa1 
15.23 0.69 Empa1 
12.65 0.60 Empa1 

- 0.83 16.18 0.86 Assu1 0.883 2.91 assurance 
 16.47 0.75 Assu1 

18.50 0.82 Assu1 
19.37 0.84 Assu1 

- 0.86 18.02 0.89 Loyal1 0.929 2.95 loyalty Brand Equity 
25.09 0.91 Loyal2 
23.86 0.88 Loyal3 
22.36 0.85 Loyal4 

- 0.80 14.21 0.81 Awa1 0.788 3.24 awareness 
12.51 0.65 Awa2 
15.02 0.78 Awa3 

- 0.80 14.62 0.84 Asso1 0.727 3.60 association 
12.49 0.68 Asso2 
10.21 0.56 Asso3 

- 0.89 18.17 0.88 Pq1 0.867 2.96 perceived quality 
14.38 0.65 Pq2 
19.42 0.79 Pq3 
21.31 0.83 Pq4 

Questionnaire Reliability Coefficient                                                                                                           0.957 
RC : Reliability Coefficients                                                                      QSC : Questions Standard Coefficients 
QSV : Questions Significant Values                                                           DSV : Dimensions Significant Values 

DSC : Dimensions Standard Coefficients 
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Fig. 3: Importance-situation matrix of endogenous variable.  
 
Table 3: The demographic Specifications of the Sample. 

Statistical Sampel Options The Specification Being 
Surveyed Customer Employee 

% Num. % Num. 
0.36 140 0.05 5 Female Gender 
0.64 250 0.95 105 Male 
0.47 183 0.19 21 Single Marital Status 
0.53 207 0.81 89 Married 
0.32 123 0.20 22 18-29 years old Age 
0.37 144 0.37 40 30-39 years old 
0.25 98 0.36 39 40-49 years old 
0.06 25 0.07 8 Older than 50 years old 
0.15 59 - - Under diploma Education 
0.36 139 0.23 25 Diploma/ Associate’s Degree 
0.46 179 0.61 67 Bachelor’s Degree 
0.03 13 0.16 18 Master’s Degree/ Higher Degrees 

 
Table 4: The results of accepting or rejecting the hypotheses. 

The Existing Relation In The Conceptual Model Standard 
Coefficient 

Described 
Variance 

Significance 
Coefficient 

Result 

OCB- Service Quality 0.34 0.12 5.02 Accepted 
Service Quality- Brand equity 0.95 0.90 11.70 Accepted 

OCB-  Brand equity -0.04 0.0016 -0.90 Rejected 
 

 
 
Fig. 4: The results of path analysis in the format of significant figures. 
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 In order to examine fitness of the conceptual 
model, eight common indices with acceptable 
quantity of each recommended index in the previous 
researches [23] have been used. Considering Table 5, 

we may come up with this conclusion that the 
conceptual model of this research enjoys an 
appropriate proportion to collected data. 

 
Table 5: Good fitness of the model. 

Suggested Value Endogenous 
Variables 
Statistics 

Exogenous 
Variables 
Statistics 

Model Statistics of 
Main Hypotheses 

Fitness 
Indicator 

 
 

<5 3.14 1.44 3.50 X2/df 
<0.06 (Joreskong and Sorbom, 1996) 0.058 0.060 0.056 RMSEA 

<0.08 (Bentler, 1990) 0.057 0.072 0.037 RMR 
>0.90 (Fornel and Larcker, 1981) 0.97 0.91 0.96 NFI 

>0.90 (Bagozzi and Yi, 1988) 0.98 0.90 0.95 NNFI 
>0.90 (Joreskong and Sorbom, 1996) 0.98 0.92 0.97 CFI 

>0.90 (Bagozzi and Yi, 1988) 0.91 0.90 0.94 GFI 
>0.80 (Etezadi-Amoli and Farhoomand, 1996) 0.90 0.88 0.89 AGFI 

  
Discussion, Conclusion and Recommendations: 
 
 The results of this research confirm positive 
effect of perceived quality on brand equity, which 
conform to the findings of Cottam and Chernatory 
[11], Ladda Vatjanasaregagul [47] accordingly. In 
fact, high level of customer perceptions of service 
quality shall lead into promotion of brand equity for 
him. In this regard, considering that aspects of 
sympathy and association of brand lie in the first area 
of matrix, first, they enjoy high importance and 
second, bank services could provide desirable 
situation of the said aspects and assured customers 
accordingly. In the said area, maintenance and 
continuation of situation mean a strong point for the 
recommended bank. On the other hand, aspects of 
brand loyalty, responsiveness, perceived quality and 
awareness about brand lie in the second area, which 
is vital area of the matrix. Thus, due to importance of 
aspects, which lie in the said area, it is necessary for 
bank manager pay too much attention to the said 
aspects because the said aspects do need 
improvement of situation in view of customers in 
order to become starts and enter at the first area of 
the matrix.  
 Considering the effect of organizational 
citizenship behavior on perceived quality, resultant 
of this research confirm positive effect on 
organizational citizenship behavior on perceived 
perceptions, which conforms to the results of the 
researches done by Stock et al and Biedenbach et al 
[5]. Thus, we may say that extra-role and volunteer 
behaviors are in such a way as during their physical 
and social interaction with personnel, customers are 
able to observe the same and it will affect the 
evaluation of customers of provided services. Now 
that results indicate that level of investment in the 
two aspects of courtesy and social customs of 
personnel, compared to aspects of altruism and 
conscientiousness in spite of more importance, 
attached to the same (Figure 2), therefore, it is 
recommended that more investment would be done 

in the said aspects in order to provide suitable 
grounds for more emergence of organizational 
citizenship behavior. The last aspect of 
organizational citizenship behavior is sportsmanship, 
which lies in the third area of the matrix. Concerning 
the fact that this area indicates less importance of 
aspects in which area they lie, it is recommended that 
the bank would avoid spending more resources in 
this regard and instead, it tries utmost to preserve and 
to improve other indices.  
 Finally, studying the literature of the subject and 
examining records of researches, conducted earlier 
[3,5], contrary to expectations, corresponding results 
don’t confirm a positive and meaningful relationship 
between organizational citizenship behavior and 
brand equity. In other words, organizational 
citizenship behavior is not directly tangible by 
customer and it affects improvement and promotion 
of brand equity in view of customers as a part of such 
elements as quality.  
 From among the aforesaid items, we may extract 
a few management points. First, quality is one of the 
most important elements, associated with customers 
toward effectiveness on brand equity. The more 
customer perceptions of service quality are, the more 
it will be possible for increase of value provided by 
service for customers. Second, managers of an 
organization must pay too much attention to the 
manner of effectiveness of organizational citizenship 
behavior on brand equity. Although direct 
relationship between organizational citizenship 
behavior and brand equity has not been confirmed 
herein this research, relying on studies, conducted 
earlier and corresponding results, mentioned in 
research literature, affecting such elements as 
quality, organizational citizenship behavior has an 
undeniable role in promoting brand equity.  
 Finally, in the researches to be conducted in the 
future, researchers may examine other elements, 
associated with customers and lead us to have a 
better knowledge about the process of creating brand 
equity. Second, this research may also be conducted 
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on other service or products through mental 
involvement and different characteristics. At the end, 
respective researches, which will be done in the 
future, must pay too much attention to the 
applicability of these results in other countries and 
cultures accordingly. 
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