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Influences of Institutional Brand Equity as Mediator Factors in
Corporate Reputation to the Impact of Behavioral Intention to

Study in Private Higher Education Institutes

Napaporn Khantanapha® , Montree Piriyakul®

Kriengsak Khantanapha' , and Sumalee Ramanust’®

Abstract

The objective of this research was to investigate the influences of brand
equity as mediators in brand association and corporate reputation affecting
decision behaviors for study intention in private higher education institutes. Both
quantitative and qualitative methods were employed in this study. The quantitative
research was conducted by administering questionnaires to 790 samples.
Collected data was analyzed by mean, standard deviation, and structural equation
model analysis by PLS Graph 3.0 package. The qualitative research was
conducted by an in-depth, semi-structured interview which was administered to
18 first-year, undergraduate students in private higher education institutes.

Results obtained from the quantitative research revealed that the
corporate reputation in private higher education institutes exhibited a mean at a
high level. By analyzing on different domains, it was found that all domains
demonstrated a high level of mean while brand association indicated the highest
mean. For study intention domain, it exhibited a high-level mean while different
domains also had a high level, but the behavior of recommending others to select

the desirable universities was rated the highest. Overall actual purchase of
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tration ,Faculty of Business Administration, Ramkhamhaeng University, Bangkok, Thailand.
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selecting the universities had a high-level mean while, with different domains, it
was found a high level in all domains while universities offering government loans
were ranked the highest.

Structural equation model analysis revealed that the purchase intention
(PI) had direct effect DE=0.787 on university selection while brand equity had
indirect effect IE = 0.661 on actual purchase. The corporate reputation
demonstrated indirect effect on actual purchase by the least level IE=0.139, which
corresponded to the hypothesis at a statistical significance of 0.01 level.

The findings from qualitative research confirmed the research questions
that the summary results carried out by the in-depth interview were relevant to
those from the quantitative research on domains of corporate reputation, brand
equity, purchase intention and actual purchase. Moreover, the grounded theory
was associated with students’ purchase intention (Pl) caused by a brand equity
while service quality was a changing correlation factor between brand equity and

purchase intention.

Keyword: 1. Corporate reputation 2. Brand equity 3. Purchase intentions

4. Actual purchase
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