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Abstract

Higher education administrators have learned that conventional
branding initiatives that focus on identifying and promoting are
insufficient to build solid institutional brands in the face of local
and global competition (Jevons, 2006). The study’s primary goal
was to explore the factors influencing brand equity (BE) at
Tribhuvan University (TU). A quantitative technique was employed
to gather, present, and analyze the survey data. Primary data was
gathered using a standardized questionnaire with a six-point Likert
scale. The study’s population was all the students of TU, and
the sample size was 1050 students. A convenient sampling method
was used in the study. A causal-comparative research approach
was used in the study. The consequence of BE dimensions on
BE was identified through path analysis using structural equation
modeling (SEM). The result of the study disclosed that
the university’s physical environment has no substantial role in
BE development. However, the brand’s reputation, awareness,
perceived quality, and brand loyalty play a significant role in
the development of the university’s BE in Nepalese university.
The study’s findings serve future researchers and policymakers in
comprehending the brand equity dimensions (BEDs) of higher
education institutions.
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1. INTRODUCTION

Brand equity (BE) is the resources and obligations
allied with a product/service, its tag/name, and its
symbol/representation that affect the value of
a product/service to a corporation and its clients. It is
the difference between brand understanding and
consumer response to brand promotion (Keller,
1993). Substantial BE is accepted and remembered,
providing a distinction that generates a positive
brand response (Rai et al.,, 2023). BE comes from
customers who recall the brand positively, firmly,
and uniquely (Keller, 1993). It is a complex
phenomenon and can be defined as assets and
liabilities (Aaker, 1991). Value generation requires BE,
perceived quality, understanding, trustworthiness,
association, and exclusive brand assets/resources
based on the most popular Aaker’s (1991) five BE
classifications.

BE positively impacts consumer reactions to
a product or service due to brand familiarity (Keller,
2008). Strong brands promote consumer loyalty and
successful customer relationships. BE drives
marketing performance, competitive advantage,
and organizational performance toward success
(Christodoulides & de Chernatony, 2010). What
people have cultured, sensed, and responded to
about a brand through time determines its BE (Keller,
2008). Shahzad et al. (2019) defined BE as the highest
value a product/service gains from its brand
tag/name.

Administrators within higher education have
realized that conventional branding campaigns that
prioritize identifying and promoting are inadequate
in establishing robust institutional brands
when confronted with domestic and worldwide
competition. Universities have developed enhanced
marketing strategies to address the challenges posed
by global competition. Consequently, branding has
emerged as a critical factor distinguishing higher
educational institutes (Jevons, 2006). According to
Hemsley-Brown et al. (2016), further investigation is
necessary to gain a comprehensive understanding

of competitiveness and effectively leverage
the opportunities presented by globalization.
The presence of a brand that -effectively

demonstrates the university’s ability to cater to
the needs of students enhances trust. It facilitates
the decision-making procedure of potential students
when selecting courses (Nguyen et al., 2016).

Higher education branding might develop services
to retain and attract students (Dahal, 2018; Sultan &
Yin Wong, 2014). Differentiating these complex
service organizations is difficult because universities
are homogenous masses of people and processes
(Zeithaml et al., 2013). Hemsley-Brown et al. (2016)
noticed that recent university branding research has
deepened the understanding of brands in university
education. Ivy (2008) found that students prioritize
academic programs, tuition, reputation, interactions,
prospectus with teachers, students, and staff,
and promotions and premiums while choosing
a business school. Higher education institutions
should construct and uphold a separate image to
gain competitive advantages since it may influence
student admissions (Parameswaran & Glowacka, 1995).
Establishing these images in stakeholders’ minds is
crucial (Ivy, 2008). University student recruitment
and retention variables are increasingly needed.

Despite the limited research on BE at
university, understanding how students’ perceptions

VIRTUS,

enhance it is crucial. This study examined BE
components and their correlation from students’
perspectives. Furthermore, it seeks to comprehend
how brand equity dimensions (BEDs) combine to
shape a good university brand from students’
perspectives. The study aimed to recognize
the aspects influencing Tribhuvan University (TU) BE
in Nepal. The primary objective of this research was
to examine the consequence of the physical
environment, reputation, loyalty, awareness, and
perceived quality on the BE of TU.

There are contradictory findings in the same
types of research that different researchers find. Ren
et al. (2023) found that the physical environment
does not influence BE, but Girard and Pinar (2021)
found that the physical environment significantly
influences BE. Likewise, Vuong and Bui (2023)
discovered a significant effect of reputation on BE.
However, in the same type of research, Coelho et al.
(2019) found no significant effect of reputation on
the sponsor’s BE. Koay et al. (2020) also found that
perceived social media marketing significantly
affects BE. However, social media marketing
strategies do not significantly improve BE (Pringle &
Fritz, 2019; Rai & Dahal, 2024). Saputra (2022)
investigated whether there is no significant role of
service quality in the development of BE. However,
Ren et al. (2023) discovered that the service quality
of coffee shops significantly enhances coffee BE.

Nepal is a country that has a notation of
education. Nepal was serving the old and primitive
concept of education till 1918. Then, the country
started adopting international and modern education
approaches. With the impact of globalization,
the first high school of Nepal Tri-Chandra was
inaugurated. Currently, ten universities are running
in Nepal. TU was founded in 1959, marking its
distinction as Nepal’s inaugural university. After
doing a thorough analysis of the multiple dimensions
of university enrollment in Nepal, it becomes
apparent that TU holds the distinction of being
the largest educational institution in the nation.
The student population at TU surpasses seven
hundred thousand.

RQ: Do the brand equity dimensions influence
the university’s brand equity?

Based on the aforementioned stated problem
and research question, the general objective of
the research was to identify the factors affecting
university BE. The specific objective of the study was
to examine the influence of the university’s physical
environment, reputation, brand awareness, brand
loyalty and perceived quality on the development of
university BE in Nepal.

In light of the prevailing conditions, the study
brings attention to gaps in the present
comprehension. The available scholarly literature
reveals that numerous researchers have arrived at
varying conclusions about a matter of importance,
highlighting the discrepancy between their findings
and the study’s comprehension of BE. The present
study addresses the existing gaps in the understanding
of BE, therefore making a valuable scholarly addition.
Furthermore, it can potentially provide valuable
insights into the enduring significance of BE.

The remainder of this paper is organized
as follows. Section 2 literature reviews the relevant
literature. Section3 proposes the research
methodology. Section 4 presents the results and
Section 5 discusses them. Finally, Section 6 concludes
the paper.
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2. LITERATURE REVIEW

2.1. Physical environment

Ren et al. (2023) examined Starbucks BE evidence
antecedents and effects. According to the study,
physical environmental quality does not significantly
affect BE consumers’ experience. Girard and
Pinar (2021) examined the connections between
United States (US) higher education institutions’
fundamental and auxiliary BE aspects. The study
found that aspects of BE, including physical
facilities, food services, resident halls, and library
services, majorly impact the essential BEDs. Zhong
and Moon (2020) researched exploring the effect
of physical environment quality, food quality,
perceived price, and service quality on customers’
satisfaction with fast-food restaurants in China.
Brand identity improves physical facilities, which
boosts BE (Liu et al., 2020). Suruci et al. (2019)
studied physical quality, brand awareness, employee
behavior, and image as the determinants of BE for
hotels. The research results revealed that the hotel’s
physical quality significantly influences the hotel’s
building BE. In the Kathmandu Valley, Rai and
Rawal (2019) researched the fast-food items that
consumers preferred. The results indicate that
location, physical environment, ambiance, and flavor
significantly and favorably influence consumer
preference for fast food items. Pinar et al. (2014)
examined library services, student life career
development, and physical amenities like gyms,
classrooms, and labs as significant factors for
university BE.

HI: The physical environment of the university
dffects the brand equity.

2.2. Reputation

Basra et al. (2024) conducted a study on innovation
management of higher education institutions:
a study of entrepreneurial competence development
and further governance. They discovered that
creativity, fundamental values, and strategic value
orientations of innovation and entrepreneurial
competency development based on higher education
institutions through a knowledge management
approach have raised the image of higher education
institutes as agents of change and innovation in
the local government context. Vuong and Bui (2023)
found that corporate social responsibility (CSR)
efforts affect employees’ brand reputation and
equity evaluations. Researchers discovered that CSR
efforts boost brand reputation, equity, and employee
happiness inside and externally. Wang et al. (2021)
examined how CSR and reputation affect the BE.
The study found that all CSR, business reputation,
and enterprise factors affect the BE. Mahmood and
Bashir (2020) explored how CSR became the BE and
how reputation affected fast-food BE, and noticed that
brand reputation affects the BE. Ozkan et al. (2020)
observed how contentment and service quality
impact customer loyalty and found that company
image and reputation improve client loyalty, making
them a good bank marketing standard.

Kaushal and Ali (2020) revealed that
the university’s status directly and indirectly
increased student loyalty through satisfaction.

The study also found that the university’s reputation
positively affects students’ loyalty behavior,
including their motivation to promote their university,
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choose the same institution for further study, and

stay in touch as alumni. Coelho et al. (2019)
examined the reputation of the International
Federation of Association Football (FIFA), and

the image of the World Cup affected the sponsor’s
BE. The empirical findings showed that the reputation
of FIFA affects the FIFA World Cup’s perception but
could not affect sponsors’ BE. Pinar et al. (2014)
studied the university BEDs and found that the BE
components are essential for universities’ BE.
Teacher quality is a significant factor in
the university’s BE, followed by emotional climate,
reputation, awareness, and brand loyalty.

H2: The reputation of the university influences
the brand equity.

2.3. Brand awareness

Latif et al. (2024) researched to explore determinants
of customer-based BE on brand image. They found
that brand awareness, association, superiority,
resonance, and CSR were significant factors
influencing brand image. Koay et al. (2020) examined
how perceived social media marketing strategies
affected the BE and noticed that perceived social
media marketing boosts the BE. Noor et al. (2019)
provided some initial acumen into the factors
influencing a public university in Malaysia’s
corporate BE. They demonstrated that awareness,
relevance, trust, and quality of service have
significantly correlated with the university’s
corporate BE. Suirticii et al. (2019) studied physical
quality, brand awareness, employee behavior, and
image as the determinants of the hotel’'s BE.
The research outcomes revealed that the hotel’s
brand awareness significantly influences the hotel’s
BE. Additionally, Pringle and Fritz (2019) discovered
that the strategies of social media for universities
are still mainly restricted to push notifications,
which means they are losing out on chances to
improve their brand and combat misinformation.

Research on the effect of reliable internet
sources on purchase intention was conducted by
Chakraborty (2019). The study concluded that
marketers had to focus more on perceived value and
brand awareness since these factors eventually
affect consumers’ purchase intentions. The more
awareness a brand has, the more dominant it is,
according to San Martin et al. (2019). Consumers
give brands meaning and develop links after
recognizing them. Since brand awareness promotes
such associations, it is reasonable to predict that
higher hotel awareness improves BE perceptions.
Tong and Hawley (2009) investigated Chinese
garment BE. The study showed that celebrity
endorsement, store image, web advertising, event
sponsorship, and non-price promotions boost the BE
of clothes in China.

H3: Brand awareness of the university
influences the brand equity.
2.4. Brand loyalty
Previous studies noticed that investment

opportunities in public equity significantly influence
long-term shareholder value creation. The study by
Zia et al. (2021) observed the impact of brand loyalty
and brand image on equity. The study’s findings
indicate a significant relationship between brand
image, loyalty, and equity within universities and
colleges. Dada (2021) and Sharma et al. (2023)
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performed studies to measure the impact of brand
association, loyalty, and image on BE. The study
disclosed that brand associations, image, and loyalty
positively and significantly impact the BE. Hossain et
al. (2020) directed research to identify the effect of
brand image, loyalty, and equity and noticed that
brand loyalty and image significantly affect the BE.

Dwivedi et al. (2019) examined how consumer’s
emotional attachment to brands to social media
affected BE. The study found that emotional brand
connection indirectly affects consumer-based BE.
Ali (2019) explored the factors affecting purchase
decisions and repurchase intention. The study’s
result indicated that brand awareness and loyalty
significantly affect the repurchase intention and
purchase decision towards the retail business in
Indonesia. Sharma and Jain (2019) conducted
a study to explore the correlation between CSR,
brand loyalty, trust, and BE within the sportswear
industry. The study’s findings noticed that direct
and positive relationships exist between consumer
trust and perceived CSR initiatives, brand loyalty,
and the BE. Alhaddad (2014) investigated the association
between the BE, brand Iloyalty, and image.
The researcher’s conclusions indicate that brand
image and loyalty significantly influence the BE.
Likewise, Shekhar Kumar et al. (2013) studied BE
antecedents and aspects and observed that brand
involvement, awareness, trust, perceived quality, and
loyalty affect the hospital’s BE.

HA4: Brand loyalty toward the university affects
the brand equity.

2.5. Perceived quality

Basra et al. (2024) studied innovation management
of higher education institutions. The study’s results
revealed that basic values, creativity, entrepreneurial

competency, and strategic value orientations of
innovation and development influence the image of
higher education institutions through a knowledge
management approach. According to Ren et al. (2023),
customer experience through service quality affects
coffee BE, reputation, and personality. Saputra (2022)
examined how brand image, awareness, loyalty, and
perceived quality affect banking BE. The study
observed that brand loyalty and awareness
positively impact the BE in banking, while perceived
quality and brand image do not. Pinar et al. (2020)
analyzed the various dimensions of BE within
the context of universities. The researchers found
that elements such as perceived quality, brand
association and awareness, emotional situation,
learning environment, brand loyalty, trust, and
university status significantly impact students’
learning experiences.

Furthermore, these factors can contribute to
developing and enhancing BE for universities.
Khoshtaria et al. (2020) explored how BE affects
Georgian higher education institutions’ reputations.
Researchers discovered that brand loyalty and
awareness affect Georgian University BE more than
perceived quality and brand association. Perceived
quality and reputation enhance positive relationships
with BE, according to Dennis et al. (2016). Nath Sanyal
and Datta (2011) investigated how perceived quality
affects generic medicine BE and noticed that generic
brand quality affects BE.

Hb5: The perceived quality of the university
influences the brand equity.

Previous studies show that various factors may
affect TU’s BE. However, in this study, only the physical
environment (PE), reputation of the university (RU),
brand awareness (BA), brand loyalty (BL) toward
the university, and perceived quality (PQ) have been
used to measure TU’s BE in Nepal.

Figure 1. Study’s framework

Independent variables

Dependent variable

Physical environment (PE)
H1
Reputation of the university (RU)
H2
Brand awareness (BA) H3
H4
Brand loyalty (BL)
H5
Perceived quality (PQ)
3. RESEARCH METHODOLOGY
The study employed a quantitative research

approach to address and fulfill its objectives and
hypotheses. The survey instrument utilized in this
study was derived from the research led by Pinar
et al. (2014). Pinar et al. (2014) established and
confirmed metrics to assess the BE, explicitly
focusing on the BE of higher education institutions.
The questionnaire contained 18 BEDs questions,
incorporating three questions for each group of
the PE, RU, BA, PQ, BL, and UBE. A pilot study was
conducted to test the survey among 50 university

University brand equity (UBE)

students. The utilization of pretests proved to be
effective in obtaining valuable feedback for
the enhancement of the questions. The scale items
in the questions were measured on a Likert-type
scale (a six-point), with response choices ranging
from one (indicating extremely unimportant)
to six (indicating very important). In addition,
the survey included demographic information
about the participants, including their gender, age,
and field of study. As a result, the survey instrument
comprised a total of 21 questions.

TU is the oldest and largest public university,
established in 1959 in Kathmandu, Nepal. Therefore,
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TU students were the study’s targeted population.
Two thousand students were reached to contribute
to a field survey at Kathmandu Valley from
January 2023 to June 2023. The sampling technique

1050 respondents provided accurate and complete
responses, accounting for a response rate of 52.5%.
Table 1 demonstrates the pertinent details of
the 1050 participants who accurately completed

was convenience sampling, whereby respondents the survey questionnaires and provided their
were chosen based on their accessibility and  perspectives on the study.
availability. Out of the selected participants,
Table 1. The respondents profile
Characteristics Category Frequency Percentage (%)
20 years old and below 174 16.6
Age group 21-25 years old 673 64.1
26 years old and above 203 19.3
Total 1050 100.0
Female 564 53.7
Respondent’s gender Male 486 46.3
Total 1050 100.0
Management 576 54.9
Science 192 18.3
Study area Humanities 186 17.7
Education 99 9.1
Total 1050 100.0
The research wutilized confirmatory factor consistency and the existence of common

analysis to examine the relationship, utilizing
18 study items. It assessed each variable’s internal

method bias (CMB). Table 2 displays the results and
suggested threshold values.

Table 2. Internal consistency and common method bias insights

Internal consistency via CMB via Harman
No. Observed measures Latent measures Cronbach’s alpha () one-factor variance, (%)
1 Good infrastructure
2 Spacious premises PE 0.845
3 Modern classrooms
4 Excellent academic standards
5 Employed graduates RU 0.783
6 Good job offers
7 Well known programs
8 Specialized degree BA 0.739
9 Well knowp university 37.423
10 Pioneer university
11 Loyal graduates BL 0.789
12 Feeling proud
13 Knowledgeable faculties
14 Responsive faculties and staff PQ 0.767
15 On-time results
16 Highly reputed
17 Internationally recognized UBE 0.753
18 Higher quality
Suggested cut-off value > 0.70 (Taber, 2018) < 50.0 (Cho & Lee, 2012)

All of the alpha values surpassed the established
threshold of 0.70, as recommended by Taber (2018).
As outlined in Table 2, the research variables
exhibited a one-factor reported variance of 37.423%,
which falls below the recommended cut-off value of
50%, as proposed by Cho and Lee (2012). Hence,
18 observed variables, distributed across six latent
variables, were advanced for subsequent analysis.

The study’s external validity was assessed
using the Kaiser-Meyer-Olkin (KMO) and Bartlett’s
tests for sphericity. The KMO sample test of
adequacy produced a test value of 0.890, above

the specified threshold value of 0.8, as suggested by
Hair et al. (2019). Additionally, the Bartlett test of
sphericity indicated a significant overall consequence
of all correlations within the correlation matrix,
with an approximate Chi-square value of 8402.004,
degrees of freedom (df) of 153, and a significance
level (Sig.) of 0.000. It assessed each variable’s
internal consistency and the existence of CMB.
Furthermore, the convergent and discriminant
validities, shown in Table 3, were examined to
evaluate the internal validity of the independent
latent variables.

Table 3. Internal validities insights

Convergent validity Discriminant validity
Constructs v g (i)t.lg{:a s Construct Average variance The mter—constrg;xi?g#la;zz )and square root
observed reliability (CR) extracted (AVE) PE RU BA BL PO

PE 3 0.848 0.558 0.747
RU 3 0.791 0.562 0.702** 0.750
BA 3 0.782 0.567 0.294** | 0.398** 0.753
BL 3 0.797 0.533 0.579** | 0.543** | 0.522** 0.730
PQ 3 0.772 0.515 0.501** | 0.504** | 0.327** | 0.647** 0.718
Threshold values - > 0.700 > 0.500 AVE’s square root > inter-construct correlations
Recommended by Hair et al. (2014) Hair et al. (2014) Fornell and Larcker (1981)

Note: ** the significance level for correlation is 0.01 (2-tailed).
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All the CR values of independent constructs
were above 0.70, and the AVE values of the respective
constructs were greater than 0.50, as Hair et al.
(2014) recommended, confirming the “convergent
validity” of the latent variables (constructs).
Furthermore, the square root of AVE (bold on
diagonal) for the constructs was more significant
than the inter-constructs correlations (off-diagonal
and non-bold), indicating the independent constructs’
discriminant validity. Therefore, the latent variables’
convergent and discriminant validity criteria were
satisfied, allowing the study to proceed.

Using SPSS AMOS software, the study uses
variance-based structural equation modeling (SEM)
to test the hypotheses of a causal relationship
between variables. Although multiple regression can
be used to evaluate the causal relationship between
variables, which goes beyond the scope of research
substructures, researchers do not use it because of

the complexity of this research model. Instead, SEM
is used because of its many benefits, which include:
1) offering a thorough evaluation of measurement
error, 2) estimating latent variables from observable
variables, and 3) making model testing easier by
imposing and evaluating the data’s fit (Kaplan, 2009).

4. RESULTS

To accomplish the study’s goal and test associations
amongst the university BEDs, SEM and path
analysis were employed through the analysis of
the moment structure (AMOS) program. The assessment
of the hypothesized paths and the insightful
power of the model through multiple correlation
coefficients, the standardized estimates for each
latent variable, and the appropriateness of
the underlying model are presented in Figure 2.

Figure 2. The study model

68
Good Infrastructure 82
.65
.81 i
Spacious Premises Ph_ySIcal_
Environment
61 .78
Modemn Class Rooms [CR=0.848
JAVE = 0.650]
49
R .70
Excellent Academic Standards
60
78 Reputation
Employed graduates _of_University
5 .75

Good Job Offers [CR=0791
AVE=0558] .40

.60
78
Well Known Programs
87 '
93
Specialized Degree Awareness

21 45

Well Known University [CR=0.782

JAVE = 0.562]

Pioneer University

76 .

75 Brand
Loyal Graduates _Loyalty
54 73
[CR=0.797
Feeling Proud :AVE = 0.567]
65
.39
N 62
Knowledgeable Faculties
63 .
79 Perceived

Responsive Faculties & Staffs

_Quality

57 .76

[CR=0.772
JAVE = 0.533]

FA A O T A A A A A A A

On-Time Results

Source: Authors’ elaboration.

All the model fitness indices were excellent
(x*=225.133; p =0.000; x*/df = 1.876; SRMR = 0.060;
RMSEA = 0.050; PCLOSE = 0.480; GFI = 0.933;
AGFI = 0.905; RFI=0.895; CFI=0.960; NFI=0.920;
TLI = 0.950) and satisfied the respective suggested

VIRTUS,

Model Fit Measures Cut-off Value Recommended by: Model Value
Chi square (x2) Smaller the Better Wan, 2002 225133
Probability (p) >0.05 Wan, 2002 0.000
Normed chi square [x2 /df] <3.00 Kiine, 2016 1.876
Standardized Root Mean-square Residual [SRMR] < 0.08 Hu & Bentler, 1999 0.060
Root Mean Square Error of Approximation [RMSEA] < 0.08 Hu & Bentler, 1999 0.050
RMSEA Associated p Value [PCLOSE] 20.05 Garson, 2019 0.480

52
72 Highly Reputed @

57
18 Internationally Recognized @

66

* 44
Higher Quality @

University_
Brand_Equity

[CR=0.761
JAVE = 0.515]

Model Fit Measures Cutoff Value  Recommended by: Model Value
Goodness of Fit Index [GFI] 2090  Bagozzi&Yi, 1988 0933
Adjusted Goodness of Fit Index [AGFI] 2080  Bagozzi&Yi, 1988 0.905
Relative Fit Index (RFI) 20380 Hair et al., 2006 0.895
Comparative Fit Index [CFI] 2090  Hu & Bentler, 1999 0.960
Normed Fit Index [NFI] >0.80 Bentler & Bonnet, 1980 0.920
Tucker Lewis Index [TLI] 2090  Hu & Bentler, 1999 0.950

threshold values. The model’s outcome revealed that
the independent variables collectively accounted for
approximately 66.0% of the UBE’s variation. Table 4
demonstrates the regression path’s parameter
estimates.
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Table 4. Parameter estimates of the regression paths

Unstandardized

Standardized

Regression path . ; . 3 Std. error Critical ratio p-value
regression weight | regression weight
PE — UBE 0.030 0.039 0.039 0.761 0.446
RU — UBE 0.280 0.335 0.046 6.137 el
BA — UBE 0.301 0.188 0.062 4.887 il
BL — UBE 0.103 0.121 0.047 2.171 0.030
PQ — UBE 0.296 0.351 0.041 7.144 i

Note: *** significant at 1 % level.

Table 5 provides an overview of hypotheses
and accompanying remarks based on the model
depicted in Figure 2 and the parameter estimates
outlined in Table 4.

Table 5. Overview of testing hypotheses

Hypotheses Qutcome Remarks
HI £ =0.039; p>0.05 Rejected
H2 £=0.335;p <0.05 Accepted
H3 B =0.188; p <0.05 Accepted
H4 £=0.121; p < 0.05 Accepted
H5 B=0.351; p <0.05 Accepted

academic standards and its graduates’ employment
opportunities. Therefore, students value the university’s
reputation.

Likewise, an additional independent factor was
BA in determining the BE of the university. Three
pragmatic variables were engaged in evaluating BA
(i.e., H3): 1) well-known programs (= 0.78, p < 0.05),
2) specialized degrees (£=0.93, p<0.05), and
3) well-known universities (£=0.45, p <0.05).
The research indicated that BA significantly impacts
a UBE (f=0.188; p<0.05). Such results were
consistent with earlier findings like Koay et al.

The findings shown in Table 5 demonstrate
a clear and significant correlation between the BE of
TU and its RU, BA, BL, and PQ. The variables
examined in this study determine a statistically
significant influence on the BE of the university, as
evidenced by a p-value below 0.01. Such finding
supports and validates hypotheses H2, H3, H4, and
Hb5. Nevertheless, the research findings suggest that
the PE of TU did not contribute to enhancing its
brand value. The observed influence was found to
be statistically negligible when evaluated at
a significance level of p <0.01, hence leading to
the rejection of hypothesis HI.

5. DISCUSSION

Many factors might influence a UBE. The study
employed the PE, RU, PQ, BA, and BL to measure
the UBE. Three observed variables evaluated
the latent variable PE: 1) good infrastructure (8= 0.82,
p < 0.05), 2) spacious premises (5= 0.81, p <0.05),
and 3) modern classrooms (f=0.78, p <0.05)
rejecting the hypothesis (HI). The study’s findings
showed that the university’s PE did not positively
and significantly affect the UBE (= 0.039, p > 0.05).
Such results contrast with the findings of others
(Dahal, 2021; Girard & Pinar, 2021; Liu et al., 2020).
However, it is similar to Ren et al. (2023) that
the university’s PE influences the BE. For career
advancement, quality is more significant than
the physical surroundings. The PE does not directly
affect the development of a career.

Another independent variable for measuring
the UBE was the reputation of the university. Three
observed variables, accepting the hypothesis (H2),
were used to quantify the reputation of TU:
1) excellent academic standard (£=0.70, p <0.05),
2) hired graduates (£=0.78, p<0.05), and
3) reasonable offer of employment (8=0.75,
p < 0.05). The study’s findings displayed that the RU
significantly affects the UBE (= 0.335; p <0.05).
Such consequences were similar to previous ones
like Wang et al. (2021), in which a university’s
reputation influences the BE. Most students are
career-oriented when they join the university.
Reputation is influenced by the university’s
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(2020) and Surtci et al. (2019) that BA positively
influences a university’s brand equity. When
the students are fully aware of the university, they
prefer it. Otherwise, it is impossible to select
the university without awareness of the university.
Therefore, BA is crucial in shaping a UBE.

Next, BL towards the university was
the independent variable to measure the BE at TU.
Three observable factors were promised to assess
the latent variable of BL: 1) pride (= 0.73; p < 0.05),
2) loyal graduates (f= 0.75; p < 0.05), and 3) pioneer
university (£=0.76; p < 0.05). The research finding
displayed that BL toward university significantly
influences the UBE ($=0.121; p <0.05). Such
outcomes were similar to others like Dada (2021),
Dwivedi et al. (2019), and Zia et al. (2021), that
the BE of TU is significantly inclined by BL. When
students feel proud of the university, they prefer it
and select the pioneer university. When students are
more loyal to the university, it enhances the UBE of
TU, and it is the universal truth that the BE is
outstretched via BL.

The study’s last independent variable was
the university’s PQ for measuring the UBE. The latent
variable PQ was tested by three observed variables
that accepted the hypothesis (H5): 1) knowledgeable
faculties (£=0.62; p <0.05), 2) responsive faculties
and staff (£=0.79; p <0.05), and 3) timely results
(8=0.76; p <0.05). The result of the study presented
that the PQ significantly influences the UBE
(8=0.351; p < 0.05). This study’s consequences were
similar to other’s findings like Khoshtaria et al.
(2020), Pinar et al. (2020), and Ren et al. (2023),
but it contradicts the finding of Saputra (2022) that
the university’s PQ influences the BE. PQ refers
to the quality of faculties, timely results, and
responsive faculties and staff. All these are directly
related to the careers of students. A substantial
connection exists between students’ careers and
the university’s quality; thus, it is the most crucial
issue in determining the university’s BE.

The study examined BE at TU, identifying
several significant findings. It can be seen that
the PE, encompassing infrastructure and facilities,
did not exert a substantial impact on the BE.
Nonetheless, the significance of the university’s
reputation, BA, loyalty, and perceived excellence has
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been recognized, underscoring the importance of

a robust institutional image and emotional
attachments. PQ characteristics, including faculty
expertise, responsiveness, and timely results,

highlight the importance of academic and support
excellence in shaping BE regarding students’ career
development and institution choices.

6. CONCLUSION

The study’s primary objective was to examine
factors affecting TU’s BE in Nepal. The research was
conducted to identify the influence of the physical
atmosphere, the university’s reputation, PQ, BA, and
loyalty on the BE. According to the findings,
the university’s PE was not a significant factor in
the selection process for students. It shows that
adding a PE in the university might not guide
boosting the preference and selection of university.
Therefore, it is concluded that the PE has no critical
role in improving the BE of the university in Nepal.
The Nepalese students strongly consider the university’s
reputation. Likewise, they consider BA and the BA
factors also might increase the university’s BE.

Nepalese students strongly consider BL
towards the university’s BE. Loyal graduates, pioneer
universities, and feelings of pride significantly shape
the university’s BE. Furthermore, they prefer PQ
when selecting a university and increasing the BE
and consider the faculty of knowledge,
responsiveness of faculty, and in-time results.
Therefore, the PQ of the university is an essential
factor in developing the BE. In the concluding
remarks, the quality of the university, reputation,
loyalty, and awareness toward the university are
related to the students’ careers. However, it is
observed that the physical infrastructure does not
directly correlate with the immediate students’
careers. Therefore, it is not a significant criterion in
selecting a university.

Based on the notion that a university’s BE is
influenced by reputation, loyalty, awareness, and PQ,
Nepalese students are more career-conscious than
their peers. The impact of the physical infrastructure

on the wuniversity’s BE is negligible. Hence,
the university’s policymaker should refrain
from infrastructural attraction in formulating

the institution’s policies. However, it is imperative to
consider the university’s quality, loyalty, and
reputation while formulating its policies. BL among
students and graduates, driven by pride and pioneer
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