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Research Motivation & Gap

(i) From theoretical perspective:

Corporate brand experience represents one of the main sources of corporate brand differentiation (Hamzah, Syed Alwi & Othman, 2014; Morrison & Crane, 2008; Abratt & Kleyn, 2012; Alloza, A. (2008). Through a qualitative phase, Hamzah, Syed Alwi and Othman (2014) introduce and define corporate brand experience as: “Specific corporate brand values: visual identity (sensory), functionality, emotional experience, lifestyle and corporate/self-identity evoked by corporate brand-related stimuli, such as corporate brand identity and reputation, communication by the corporation, other related subsidiaries, corporate entities or environment overtime, resulting in the corporate brand equity as well as emotional bond across stakeholders” (p. 2307).  They argue that focus upon corporate brand experience has relevance for service industries, relevance in not only addressing the inconsistency issue of service delivery among their employees, but also in addressing and communicating to a larger audience who and what the brand behind the corporate brand is. Similarly Supphellen and Nysveen (2001) explain that the brand behind the company is vital in the context of business carried out over the internet. This is an illustration of how a company may adopt corporate brand orientation (Balmer, 2013). Corporate brand orientation is particularly vital in the financial services, in banks and in similar facets of the service sector as customers tend to rely on external cues (O'Loughlin & Szmigin, 2005)). Thus, the issue is always about how a service brand company tangibles its intangible brands and subsequently achieves brand differentiation (Morrison & Crane, 2008) especially in the context of business undertaken via the internet/digitally (Hamzah et al., 2014; Syed Alwi & Ismail, 2013; de Chernatony & Christodoulides, 2004).

One way to deal with this effectively is through the delivery of corporate brand values online. That is, enhancing one’s experience with a bank’s website/the corporate brand (i.e. CBE) through values addressed by the company’s website. Corporate brand values encompassing product and services, for example, might explain how the corporate brand promise/covenant could be achieved (Hamzah et al., 2014; Syed Alwi & Ismail, 2013; de Chernatony & Christodoulides, 2004). The concept (CBE) is central to how value can be created and delivered in the management of consumer interaction particularly in the context of online banking (Same & Larimo, 2012; Morrison & Crane, 2007; O’Loughlin & Szmigin, 2005). Additionally, corporate brand experience has a distinct identity type, an economic value (based on a resource-based view of the firm) and has a long term point of differentiation (Hamzah et al., 2014; Morrison & Crane, 2008). As such, the concept explicates the brand/business equity/performance. 

However, despite the importance of CBE as a core value in the delivery of a corporate brand covenant and in managing business in a complex environment, little is known about how to measure it or how it works online. Although the brand experience concept, first developed by Schmitt (1999), has been one of the most cited works across product industries, it cannot address the following: (1) the whole company or corporation or corporate brand’s experience (Balmer & Gray, 2003); (2) the concept in relation to service sector experience (O'Cass, A., & Grace, D. (2004) since it is more concerned with product brand experience (Schmitt, 2009) and (3) provide a comprehensive explanation of the service brand setting for a bank conducting its business via online transactions (Schmitt, 2009; Rose, Hair & Clark, 2011). Therefore, this study extends the brand experience concept to corporate level.

(ii) From managerial perspective

Additionally, we are witnessing an increase in banking activities conducted online and via other social media platforms. As a result, 89% of banking customers no longer use brick and mortar (Social Media marketing, 2016). In Malaysia where this study is based, 43 bank branches closed due to the emergence of online banking transactions (Kumar, P.P. 2016).  According to research by Mitic, M., & Kapoulas, A. (2012), consumers either prefer online banking transactions or like to share information about good or bad experiences through social media. Mitic, M., & Kapoulas, A. (2012) explains how the Banks, now struggling to gain a greater share of customers and practitioners, are proposing to push marketing activities beyond products by improving the customer experience. As such, there is a pressing need to understand how a bank marketer can enhance one’s experience in an online environment.

Research Objectives

This paper advances the brand experience notion introduced by Schmitt (1999) by applying the notion to corporate brands (introduced as corporate brand experience). The specific objectives are to:

a)
Develop a measurement scale of CBE from the concept developed by Hamzah et al. 2014.

b)
Test it empirically and validate the psychometric properties of CBE scale in a conceptual model.

Research Methodology & Finding

Following a qualitative phase by Hamzah et al. 2014, this study tested the construct development, its dimensions and measures through a two stage survey method which later underwent a series of reliability and validation processes with a final sample (online banking user) of 1077. 

Following five dimensions of CBE developed though qualitative phase: Corporate visual identity, Functionality, Emotional experience, Lifestyle and Corporate/self-identity in the context of online banking, three were found to be important for the bank’s corporate image, consumer satisfaction and brand loyalty: Corporate visual identity, Lifestyle and Corporate/self-identity.  This study discusses further the specific results in the main paper.
Originality

As the concept is relatively new, there is still a conceptual paucity. Thus, the meaning and measurement scale required to operationalise the corporate brand experience in the online setting remain unclear.  Although the brand experience concept put forward by Schmitt (1999) and later by Brakus et al. (2009) provides useful guidance on brand differentiation through dimensions such as sensory, cognitive, affective, behavioural and social experiences), the concept remains at generic level (Schmitt, 2009), and lacks suitability for application within the service context (Brakus et al., 2009) due to its primary focus on product brand (Schmitt, 2009). When CBE is investigated differences are apparent, namely: Corporate visual identity, Lifestyle and Corporate/self-identity. We offer specific dimensions for the purpose of brand differentiation within the online banking context. The sensory experience (Corporate visual identity) represented by 3-items: ‘corporate name’, ‘logo’ and ‘colour’ is indeed a new way of finding out how a marketer could view a sensory experience through an Internet environment. Lifestyle experience is represented by 5-items: ‘simplifies lifestyle’, ‘goal in mind’, ‘knowledge’, ‘facilities’ and ‘ability’.  Finally, social experience is represented by 3-items: ‘feel related’, ‘self-image’ and ‘modern’.

From a managerial perspective, managers should optimize this specific knowledge in guiding their positioning strategy, particularly in building online brands. One consideration to emphasize is what aspects of online brand values are most liked and disliked by customers. The use of the identified specific dimensions and components as the most salient to the online corporate brand experience concept would significantly benefit firms in helping them to maximize overall performance, strategise corporate brand and achieve competitive advantage. Managers should fully coordinate allocation of resources in strategising business by emphasising the highlighted dimensions and components of online brand experience.
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