LAMPIRAN 9 HASIL UJI RELIABILITAS

Construct Reliability and Validity

Cronbach's Alpha_ rho A | Composite Reliability | Average Variance Extracted (AVE)
Brand Association 0.790 0.793 0.877 0.704
Brand Attachment 0.818 0.827 0.880 0.646
Brand Awareness 0.827 0.831 0.878 0.590
Brand Loyalty 0.857 0.866 0.897 0.634
Perceived Quality 0.871 0.882 0.902 0.606
eWOM 0.765 0.768 0.864 0.680

Discriminant Validity

Fornell-Larcker Criterion

LAMPIRAN 10 HASIL UJI VALIDITAS DISKRIMINAN

Brand Association 0.839[

Brand Attachment 0.263 0.804

Brand Awareness -0.021 0.341 0.768

Brand Loyalty -0.060 0.267 0.058 0.796

Perceived Quality -0.083 0.314 -0.059 -0.104 0.779

eWOM 0218 0.635 0.487 0.277 0.275 0.825

LAMPIRAN 11 HASIL UJI KOEFISIEN DETERMINASI

R Square

R Square R Square Adjusted
Brand Attachment 0.410 0.395
eWOMm 0552 0.538
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LAMPIRAN 133 HASIL UJI HIPOTESIS

Path Coefficients

Mean, STDEV. T-Values, P-Values

Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) | T Statistics (JO/STDEV|) P Values
Brand Association -> Brand Attachment 0.322 0.317 0.058 5524 0.000
Brand Association -> eWOM _ 0.168 0.168 0.056 2.984 0.003
Brand Attachment_ -> eWOM _ 0.338 0.330 0.076 4479 0.000
Brand Awareness -> Brand Attachment_ 0.353 0.356 0.056 6.303 0.000
Brand Awareness -> eWOM_ 0.377 0.381 0.054 6.933 0.000
Brand Loyalty -> Brand Attachment_ 0.307 0.308 0.067 4585 0.000
Brand Loyalty -> eWOM _ 0.199 0.200 0.057 3.511 0.000
Perceived Quality -> Brand Attachment_ 0.393 0.388 0.053 7.475 0.000
Perceived Quality -> eWOM_ 0.226 0.229 0.062 3.653 0.000
Mean, STDEV, T-Values, P-Values
Original Sample (0) Sample Mean (M) Standard Deviation (STDEV) |T Statistics (|O/STDEV|) [P Values

Brand Association -> Brand Attachment_ -> eWOM_ 0.109 0.105 0.033 3.343 0.001
Brand Awareness -> Brand Attachment_ -> eWOM _ 0.120 0.118 0.032 3.692 0.000
Brand Loyalty -> Brand Attachment_ -> eWOM _ 0.104 0.101 0.030 3.477 0.001
Perceived Quality -> Brand Attachment_-> eWOM _ 0.133 0.129 0.037 3.627 0.000
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1. Introduction

Building brand equity is a key success factor across industries, including higher education (HE), which
has increasingly recognized its importance in brand strategy development and implementation (Brandao
& Ramos, 2024; Carvalho et al, 2021; Farjam & Hongy, 2015; Madeira et al,, 2024; Mourad et al,, 2020).
In marketing and business sciences, particularly in the context of online engagement, brand equity is
considered as the added value brands give to their products (Enes et al, 2024). This feature can be
explained through three : Cognitive that focuses on consumer
the utility of the brand, and financial markets that
view brand equity as a financial indicator (Baalbaki & Guzman, 2016).

Customer-based brand equity (CBBE) refers to the properties of a brand that influence customers’
perceived value. It emerges when customers are aware of a brand and develop strong and positive
associations with it (Keller, 1993; Mourad et al, 2020). Positive experiences and other forms of brand
attachment enhance CBBE and foster customer loyalty behaviors, such as repurchasing, price sensitivity,
and brand recommendations (Juhaidi et al,, 2024; Langga et al., 2021; Perera et al., 2023; Troiville, 2024),
and word-of-mouth (WOM) (Brandao & Ramos, 2024; Iqbal et al, 2021).

WOM refers to the interpersonal sharing of ion, which si impacts cus-
tomer perceptions and their purchase decisions as a trusted source of recommendations from friends,

y
economics that
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relatives, and social networks (Becker et al., 2024 Huete Ako(er, 2017; Llu el al, 2024) Previous research
has examined the role of CBBE in i
alty, and its drivers across sectors, including HE (Branddo & Ramos, 2024; Cavvalho et al,, 2021; Mourad
et al,, 2020; Qiao et al, 2022). However, the association of CBBE, brand attachment, and electronic word
of mouth (eWOM) has not received enough attention (Carvalho et al, 2021; Dwivedi, 2024; Han &
Stout, 2023).

The rise of the Internet has fostered the creation of eWOM, which utilizes digital platforms such
as social networks, websites, and blogs to disseminate information more rapidly and broadly
through various content forms, including text, images, audio, and video (Huete-Alcocer, 2017; Perera
et al, 2023; Roy et al,, 2024). eWOM enhances effective communication by reaching larger audi-
ences and shaping consumer behavior and market trends globally and regionally (Chauhan &
Gupta, 2024; Liu et al., 2024). Initially studied in forums and review sites, eWOM has evolved with
social media. It reflects greater trustworthiness and reduces as r often
come from trusted peers (Maru & Vijay, 2024; Tran et al,, 2024). Various studies across industries,
including banking, retail, and HE, have found the association of eWOM and willingness to buy,
brand attachment, credibility, brand equity, and admission intentions (Augusto & Torres, 2018;
Carvalho et al, 2021; Khan et al., 2025; Rajaobelina et al, 2021; Siji & Parsad, 2025; Tardin &
Pelissari, 2021).

In HE, social media facilitates two-way i and stud where
positive experiences shared by current students and alumni greatly influence prospective students’
decisions and encourage positive eWOM (Brandao & Ramos, 2024; Dwivedi, 2024; Shih et al, 2013).
CBBE can drive eWOM (Keller, 1993; Langga et al. 2021; Mehdikhani & Valmohammadi, 2022; Park

et al,, 2010; Qiao et al, 2022), and this rel hip could be by brand that sus-
tains loyalty and supports brand equity (Brandio & Ramos, 2024; Iqbal et al,, 2021). This is because
brand attachment plays a pivotal role in the brands and

which indicates that individuals connect with brands through both itive and !

(Li et al., 2020).

Despite the growing interest in CBBE, brand attachment, and eWOM, conceptual and methodolog-
ical variations have been reported regarding the approach used and d lyzed, which
makes it difficult to reach conclusive and g lizable results. M , these variables have not
recenved enough academic attention in HEIS (Brandao & Ramos, 2024). The available evidence mainly

d student I (Carvalho et al, 2021; Han & Stout, 2023; Ismail, 2025;
Nguyen et al,, 2025), whose decision-making is shaped by distinct factors (e.q. family influence, afford-
ability) (Gerrath et al., 2023; Masa'deh et al,, 2021). A few studies have included postgraduate students,
whose academic choices are more and career- d processes dao & Ramos,
2024; Huang, 2023; Kaushal & Ali, 2020; Mourad et al., 2020; Roy et al,, 2023). Moreover, controversial
findings regarding the determinants and dimensions of brand equity have been reported (Brandao &
Ramos, 2024; Mourad et al., 2020).

To the best of our knowledge, limited research has examined the mediating role of brand attachment
in the relationship between CBBE and eWOM, particularly outside of the higher education industry
(Huang, 2023; Roy et al, 2023; Xie et al, 2019). Only four studies analyzed the mediating role of brand
attachment between CBBE and eWOM, but in the smartphone industry (Igbal et al, 2021), e-retail indus-
try (Dananjoyo & Udin, 2025), and in HE in Sri Lanka (Perera, 2020) and Portugal (Ramos, 2020). In con-
trast, Brandao and Ramos (2024) analyzed the mediating role of brand equity between emotional brand
attachment and eWOM in HEI from Portugal, India, and the USA.

Peru’s postgraduate business education sector is characterized by rapid growth, strong competi-
tion, and widespread digital access, with over 1,000 new programs registered in 2023, and student
registration over regional averages. High digital connectivity, 80% internet usage by 2024, increases
the impact of electronic eWOM and social media on student decision-making and institutional eval-
uation (OECD, 2023; World Bank, 2024). Postgraduate business students make strategic, career-driven
choices highly influenced by peer rec d and institutional { which
the importance of brand attachment and positive eWOM for institutional success (Brandao & Ramos,
2024). Nevertheless, academic research on the rel; hip b these i remains
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unexplored in Peru. Therefore, further research is necessary to gain a better understanding of the
association between these variables, which will support the of effective ding and
recruitment strategies in the Peruvian higher education context.

To fill this gap, this paper aims to determine the association between CBBE, eWOM, and brand attach-
ment in HE context, particularly using a sample of graduate business students from Peruvian business
schools. To address this gap, the study add the foll g research

RQ1. What is the association between CBBE and eWOM in the HE context?

RQ2. What is the association between CBBE and brand attachment in the HE context?

RQ3. What is the association between brand attachment and eWOM in the HE context?

RQ4. Does brand attachment mediate the association between CBBE and eWOM in the HE context?

Several factors support the relevance, pertinence, and significance of the current study. It is a

novel of the hips b CBBE, brand attachment, and eWOM within the con-
text of business ed: in Peru, an educational industry that has experienced rapid
and high and digital Most of previ research has

focused on service sectors, such as hospitality (Huang, 2023; Masa'deh et al,, 2021), financial market
(Augusto & Torres, 2018; Harun et al, 2019), and transportation industry (Gerrath et al., 2023; Khan
et al, 2025) however, despite HE represents a distinct economic sector, as institutions provide
long-term, experience-based services that involve high personal, financial, and emotional invest-
ment, research on this industry is limited (Brandao & Ramos, 2024; Perera, 2020; Ramos, 2020). These
conditions make brand equity and eWOM particularly influential in shaping perceptions and deci-
sions and offer valuable insights for developing the research on consumer behavior in this service
setting.

The current study and behavior i by clarifying the mediating
role of brand attachment between CBBE and eWOM, extending established models (Aaker, 1991; Keller,
1993) to the higher education sector, which has been underexplored in this regard (Brandao & Ramos,
2024; Huang, 2023; Kaushal & Ali, 2020; Roy et al., 2023). Additionally, the findings of this study provide
practical insights for higher education institutions and show that investments in building strong brand
equity and fostering emotional connections with students can encourage positive eWOM and, conse-
quently, enhance institutional reputation and support student recruitment and retention in a highly com-
petitive and digitally connected market (Carvalho et al, 2021; Dwivedi et al, 2019; Liu et al, 2024).
Finally, this research offers evidence-based guidance for practitioners seeking to support brand strategies

and digital to achieve le growth.
From a methodological perspective, this study contributes by conceptualizing CBBE as a
reflective-f construct ¢ d of brand i , brand brand loyalty, and per-

ceived quality (Yoo & Donthu, 2001). These four dimensions are treated as reflective indicators of CBBE,
while CBBE itself is modeled as a formative construct formed by these dimensions. While some previous
studies treat CBBE as a unidi | construct, overlooking its nature (Langga et al,,
2021; Machado et al, 2019; Zollo et al, 2020), our approach highlights its complexity. In this sense, the
study not only advances understanding of CBBE but also provides a framework for future research in
this area.

Moreover, previous studies on eWOM in HE have mainly explored the { of
students (Carvalho et al, 2021; Han & Stout, 2023; Ismail, 2025; Perera et al., 2023). In this target popu-
lation, decision-making tends to be more family-infi; ed and driven by factors such as
proximity, affordability, and parental p In contrast, education a more
autonomous and strategic decision-making process, which is often guided by career advancement goals.
In this context, eWOM plays a critical role, as prospective students rely on peer recommendations and
professional networks and also actively share their own experiences to inform others. By focusing on
business postgraduate students, this study offers novel insights into how brand anachmem medlales lhe
relationship between CBBE and eWOM within a sector where peer validation and i
are particularly salient.
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2. Lif review and hyp
2.1. The association between CBBE and eWOM

Aaker (1996) defined CBBE as a group of assets (liabilities) associated with a brand’s name and symbol
that adds to (or detracts from) the value provided by a product or service to customers. For Aaker (1991),
brand equity is composed of four dimensions, namely, brand awareness (i.e. capacity of customers to
recognize and recall a brand), brand image, and brand associations (i.e. ideas, emotions, perceptions,
images, experiences, beliefs, and attitudes of customers linked to the brand), perceived quality (i.e. judg-
ment of the customers about the quality of a brand), and brand loyalty (i.e. attachment that customers
have to a particular brand) (Coudounavis et al, 2024; Farjam & Hongy, 2015; Yoo & Donthu, 2001). Its
dimensions have often been employed to assess ¢ P towards brand equity across
different mdus(rles (Hoo et al, 2024; Singh et al,, 2024; Sﬁvastava et al, 2024). Aaker's model is often
c dered the most ¢ hensive brand equity model (Coudounaris et al, 2024; Farjam & Hongy,
2015; Yoo & Donthu, 2001). Thus, it could be a suitable alternative to analyzed the CBBE in the Peruvian
HEI context.

CBBE is the value that customers or users associate with a brand, which could influence their purchas-
ing decisions and loyalty (Cambra-Fierro et al,, 2021). Positive CBBE occurs when customers recognize the
brand and have positive and significant brand associations stored in their memory (Keller, 1993).
Accordingly, CBBE facilitates the development of a positive association between the customer and the
brand. Indeed, businesses with strong brand equity can ificantly infl and
encourage expressions of loyalty such as recommending the brand to others (Striici et al, 2019;
Wong, 2018).

According to Lin et al. (2011), higher levels of CBBE may encourage stronger brand attachment among
customers. As CBBE allows s to 1 with the brand, positive experiences
could foster emotional appeal towards it. In contrast, previous research found that, in the online setting,
eWOM could affect only the products and influence purchase decisions, but it does not directly affect
the dimensions of brand equity (Langga et al, 2021; Lin et al, 2011; Mehdikhani & Valmohammadi, 2022;
Qiao et al, 2022).

Based on the academic literature, CBBE influences engagement in eWOM. Xie et al. (2019) found that
the four elements of brand equity are closely tied to and influence how customers of the short-video
platform industry engage in eWOM, such as online discussions, recommendations, and sharing informa-
tion about the brand. Schivinski et al. (2021) examined the effect of CBBE on customers’ propensity to
engage in brand-related social media behavior. They discovered that when customers have positive per-
ceptions, attitudes, and knowledge about a brand, it boosts their behavioral engagement. This includes
increased activities like consuming brand content, contributing to discussions, and creating or sharing
brand-related posts on social media platforms (Schivinski et al, 2021). Likewise, Cambra-Fierro et al.
(2021) examined the association between CBBE and customer engagement in private health services.
Their findings indicated that when customers perceive a brand to have strong equity, it dlreclly leads to
higher levels of satisfaction with the brand and corporate {0 It also to
increasing customer engagement and interaction with the brand.

Additionally, Harun et al. (2019) analyzed the association between brand equity and positive WOM.
They developed a theoretical fr k to assess the effects of customers’ justice perception on their
post-complaint mindsets in the banking industry. Their results showed that brand equity had a positive
and significant impact on positive WOM. Based on their findings, they recommended more research to
analyze this association in different economic and business contexts.

Conversely, eWOM marketing activities of Indian airlines in social media influence CBBE components
(Khan et al, 2025). Similarly, Teng et al. (2017) observed that eWOM has a positive effect on CBBE. Within
HE contexts, positive eWOM has a beneficial influence on CBBE, and negative eWOM has a relatively
minor influence (Carvalho et al, 2021; Tardin & Pelissari, 2021).

Thus, the evidence supports the positive effect of CBBE on the intention to engage in WOM (Carvalho
et al, 2021; Khan et al, 2025; Tardin & Pelissari, 2021; Xie et al, 2019). However, the effect of CBBE on
eWOM in the HE context has not received enough academic and scientific attention. As customers

COGENT BUSINESS & MANAGEMENT (&) 5

develop positive associations with a brand and preferences for it, their intention to engage in brand-related
social media behavior, such as eWOM, could potentially increase (Park & Kim, 2008). Therefore, in the
current study, the following research hypothesis is tested.

H1: CBBE has a positive and significant association with eWOM in the HE context.

2.2. The association between CBBE and brand attachment

Literature suggests that CBBE has a positive association with brand attachment. However, methodologi-
cal variability and controversial findings have been reported in previous studies. Dennis et al. (2016)
observed that CBBE has a positive, statistically significant association with brand attachment in a sample
of recent graduates from HEL Similarly, several authors have also that CBBE posi influ-
ences brand attachment (Heidari et al, 2023; Lin et al, 2011; Mehdikhani & Valmohammadi, 2022).
Conversely, brand attachment has a strong positive effect on CBBE and is a key predictor of customer
behavior (Chinelato et al, 2023; Coudounaris et al,, 2024; Li et al, 2020). Mehdikhani and Valmohammadi
(2022) found that positive CBBE attracts consumers’ attention and builds a connection with them.

Some previous studies found that brand equity is based on the consumer’s brand emotional attach-
ment (Keller, 1993; Langga et al, 2021; Lin et al, 2011; Mehdikhani & Valmohammadi, 2022; Qiao et al,,
2022). Similarly, Heidari et al. (2023) explored the effect of social media marketing on online purchase
intention using brand equity, brand attachment, and brand trust as mediating factors. They found that
brand equity and brand attachment have a positive association. CBBE affects individuals’ perception and
thus their purchasing behavior in a positive way. Individuals who are well aware of the brand and com-
mitted to using it long-term will tend to increase their brand attachment over time, fostering a deeper
connection with it. In line with these findings, Dennis et al. (2016) reported a strong and positive asso-
clation between brand attachment and CBBE in a sample of HE students. In contrast, brand attachment
did not directly influence CBBE but had a positive association with brand resonance, customer affective
commitment (Qiao et al,, 2022), along with brand loyaity (Kaushal & Ali, 2020).

The literature has shown that strengthening CBBE enables customers to build a stronger emotional
connection with the brand (Heidari et al, 2023; Langga et al, 2021; Lin et al, 2011; Mehdikhani &
Valmohammadi, 2022; Qiao et al, 2022; Yoo & Donthu, 2001). When customers perceive a brand posi-
tively through CBBE, they develop a stronger sense of trust, belonging, and alignment with the brand’s
values. Therefore, CBBE acts as a catalyst that enables enduring relationships between brands and cus-
tomers, influencing their attitudes and behaviors positively (Enes et al., 2024; Hermanus & Ugobo, 2023).
In this context, the study hypothesizes that strengthening CBBE among students in HEls could lead to
increased brand attachment as they experience a sense of trust, belonging, and shared values with the
brand. This cycle of positive reinforcement through CBBE further solidifies the brand’s position in the
students’ minds and strengthens their commitment to the brand. Consequently, consumers are more
willing to adopt positive behaviors toward the brand (Ahn, 2019; Filho, 2021; Foroudi et al, 2021).
According to Roy et al. (2023), there is still a lack of research on the assoc:auon between CBBE and
WOM. Besides, Heidari et al. (2023) ded 1l (hls in :ounmes
Therefore, to fulfill this research gap, in the current study, me h h

is was

H2. CBBE has a positive and with brand in the HE context.

2.3. The b brand h and eWOM

A strong emotional attachment to the brand leads customers to extend their relationship through behav-
iors such as repurchase i i rd-of- th (WOM) ¢ ication, ethically minded consumer
behavior, willingness to pay premium prices, and even forgiving the brand for occasional misconduct.
This is supported by research whose findings indicate that brand attachment fosters loyalty and positive
consumer actions, while also enhances resilience to negative brand information (Brandao & Ramos, 2024;
Dennis et al, 2016; Dwivedi et al, 2019). WOM, the infit of brand on this
variable has been empirically demonstrated in various service industries. For instance, Foroudi et al.
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(2021) explored the role of brand attachment, brand characteristics, and congruence in strengthening
brand attitude while boosting revisit intentions and WOM in the restaurant industry. Similarly, Ahn (2019)
investigated the association between need satisfaction, brand attachment, revisit intention, and WOM in
the hospitality industry. In the same direction, Filho (2021) reported that brand tribalism, a form of brand
attachment, where consumers’ identity and social connections are deeply intertwined with the brand,
has a significant influence on loyalty brand, a main component of CBBE. As brand attachment positively
affects CBBE, individuals with a stronger sense of connection with the brand could share positive eWOM
(Brandao & Ramos, 2024; Mishra & Satish, 2016). However, this effect has not yet been determined in the
HE context. Thus, the was

H3. Brand attachment has a positive and significant association with eWOM in the HE context.

2.4. The relationship among brand attachment, CBBE, and eWOM

Literature reveals the association between CBBE, eWOM, and brand attachment. Some studies have
shown that CBBE is a significant antecedent of eWOM intention and brand attachment (Xie et al., 2019).
Besides, brand attachment is associated with positive eWOM; therefore, its promotion could encourage
brand attachment and improve the value-added of brands (Rajaobelina et al, 2021). Likewise, liter et al.
(2016) found that as brand attachment grows, positive WOM also increases in a sample of high school
students; however, brand jealousy functions as a negative mediating role on the association between
both variables. In the same direction, Lee (2018) found that brand attachment could increase eWOM by
influencing online shoppers to publish online reviews. Moreover, Schivinski et al. (2021) reported that
strong brand equity influences customers’ engagement behavior in favor of brands on social media, such
as eWOM.

Likewise, Gomez-Sudrez and Veloso (2020) and Shih et al. (2013) found that brand emotional attach-
ment has a mediating effect in the association between brand experience and WOM in the hotel indus-
try. In line with previous studies, Loureiro et al. (2017) found that brand love is a fundamental mediator
between online consumer brand engagement (OCBE) and eWOM in a millennial generation sample.
Similarly, Igbal et al. (2021) assessed the effect of brand experience, brand love, and brand reputation on
€WOM in the smartphone industry. Their findings indicate a positive association between the smart-
phone brand reputation and brand experience, and customers’ brand love and eWOM. Additionally,
smartphone consumers’ brand love has a mediator role in the relationships between brand reputation
and eWOM, on the one hand, and brand experience and eWOM, on the other. Likewise, Celik and Topuz
(2021) found that smartphone brand love (brand attachment) has a positive and statistically significant
association with repurchase intention, positive @eWOM, and eWOM susceptibility in a sample of the Y
generation.

However, research on the mediating effect of brand attachment in the association between CBBE and
eWOM intention is still scarce (Brandao & Ramos, 2024; Igbal et al, 2021). Overall, empirical evidence
underscores the presence of a potential indirect effect (Augusto & Torres, 2018; Harun et al, 2019; Igbal
et al, 2021; Rasool et al,, 2020). Thus, brand attachment could function as a mediating variable in the
relationship between CBBE and eWOM and even then it by ing the connection
that drives consumers to engage more actively in sharing brand-related content (Igbal et al, 2021). This
enhanced brand attachment can potentially amplify the impact of CBBE on eWOM, mediating between
brand equity and consumer behavior more robustly. Therefore, based on the literature review, the fol-
lowing research hypothesis is suggested.

H4. Brand attachment has a mediating effect in the association between CBBE and eWOM in a HE context.

In h CBBE has a fund. role in shaping both the emotional attachment of customers to
the institution and their willingness to engage in eWOM actions (Aaker, 1991, 1996; Keller, 1993; Mourad
et al,, 2020). In HE, strong CBBE enhances students’ ions and es, which fosters
brand attachment (Dwivedi et al,, 2019; Park et al, 2010). This emotional brand attachment could medi-
ate the relationship between CBBE and eWOM (Dananjoyo & Udin, 2025; Igbal et al., 2021; Perera, 2020;
Ramos, 2020). While high CBBE can directly encourage students to share positive experiences and
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Figure 1. Theoretical model.

recommendations online, it also indirectly increases students’ emotional ties to the brand (Huang, 2023;
Kaushal & Ali, 2020; Roy et al, 2023). Thus, brand attachment functions as a complementary pathway
through which CBBE obtains online support, which is especially relevant in the postgraduate business
education context where peer influence and digital engagement are strong. This enhances the strategic
importance for higher education institutions of investing in both brand equity and student attachment
to promote positive eWOM and enhance institutional reputation (Carvalho et al, 2021). The integration
of the hypotheses formulated in this section is shown in the theoretical model represented in Figure 1.

3. Methodology
3.1. Description of sample

The sample is made up of 707 business graduate students. However, after data cleaning and the removal
of incomplete or invalid entries, 624 valid responses were retained for the statistical analysis. Table 1
describes the demographic characteristics of the sample. Regarding gender, 53% were men and 47%
were women. Regarding age, the majority were between 30 and 39years old (53.4%), followed by the
40-49 age group (28.5%), then 20-29 years old (10.4%), and finally, 7.7% were over 50years old. Regarding
marital status, 56.3% of participants were single, 38.5% were married, 5.0% were separated or divorced,
and only 0.2% were widowed. Finally, regarding the educational program, 56.6% are enrolled in an MBA,
23.7% in Executive Education, and 19.7% in a specialized master’s program.

The participants were invited to participate in the study and complete the survey via complementary
procedures, such as email, WhatsApp messaging, SMS, and phone calls. In addition, regular reminders to
complete the questionnaire were sent through these same channels. McMahon et al. (2003) and Phillips
et al. (2016) argue that using mixed methods to contact participants and distribute data collection
instruments increases the response rate.

3.2. Sampling technique

The research protocol was approved by the respective research ethical committee (reference number
DPD-2024/52). Business postgraduate students formally registered in postgraduate business schools in
Lima, Peru, participated in the current study. According to the Ministry of Education (2020), 95,000 indi-
viduals were registered in graduate programs in Peru. Based on this population, this study used purpo-
sive sampling with a confidence level of 95% and margin of error of 5%, to select an appropriate sample
size could be 383 students. Complementarily, G*Power was used to determine the minimum sample size
required to conduct statistical analysis (Erdfelder et al, 1996). An effect size of 0.05, a significance level
of 0.05, and a power set at 80% were considered. Thus, the minimum sample size required is 295 obser-
vations to detect an R-squared of 0.25. Consequently, the sample of the current study was 707 postgrad-
uate students.

The use of purposive sampling in this study has several limitations and produces potential biases for the
study. First, purposive sampling is inherently subjective, as participants are selected based on specific char-
acteristics determined by the researchers, which can lead to selection bias and limit the representativeness
of the sample (Etikan et al, 2016). Therefore, findings may not be generalizable to all postgraduate stu-
dents in Peru or to other higher education contexts. Second, participants answered an online survey; there-
fore, there is a risk of self-selection bias, because individuals who are more digitally engaged or have
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Table 1. D
Variables Frequency Percentage (%)
Gender
Male 31 53
Female 293 47
Age
20-29 65 104
30-39 333 534
40-49 178 285
Above 50 48 77
Marital status
Single 352 563
Married 240 385
Separated/divorced 31 50
Widowed 1 02
Educational program
Executive education 148 237
Specialized master’s degree 123 197
MBA 353 566
Total 624 100

stronger opinions about their institution are more likely to participate, potentially skewing the results
toward more active or satisfied students. Third, the dependence on self-reported data can introduce
response bias, as participants may provide socially desirable answers or their and
attachment. Finally, the cross-sectional nature of the sampling does not allow demonstrating causal rela-
tionships or conducting | dinal analysis. Ct results should be interpreted with caution.

As sampling technique could have introduced selection bias, since participants were chosen based on
subjective criteria, efforts were made to mitigate this risk by clearly defining inclusion criteria and ensur-
ing participant diversity across gender, age, and education program to enhance the reliability of findings
(Campbell et al., 2020).

3.3. Data collection techniques

Data collection procedures were conducted in October 2024. A self: ini survey

was designed to be answered in Google Forms. The questionnaire is organized as follows: a brief pre-
sentation of the study, a c i statement regarding the handling of il , @ written
infc d consent and the followi CBBE: Brand (5 items), CBBE:

Perceived quality (6 items), CBBE: Brand loyalty (5 items), CBBE: Brand associations (3 items), Brand
attachment (4 items), eWOM intention (3 items).

The indicators used in this study were adapted from those used in previous research. The constructs
for customer-based brand equity (CBBE) were measured using the four dimensions established in Aaker’s
(1991) and Keller’s (1993) models: brand awareness, brand associations, perceived quality, and brand
loyalty. These are widely recognized and employed in brand equity research across various industries
(Girard & Pinar, 2021), including HE (Menon & Barani, 2016) and have been previously validated
(Coudounaris et al, 2024; Girard & Pinar, 2021; Mourad et al., 2020; Yoo & Donthu, 2001). The scale pro-
posed by brand awareness was assessed using the scale proposed by Dennis et al. (2016) for HEI.
Similarly, the indicators for brand attachment (Dennis et al,, 2016) and eWOM (Cheung & Lee, 2012) were
also based on established scales from the literature, ensuring the reliability and validity of the measure-
ment instruments by grounding them in well-cited literature,

These scales, originally written in English, were translated into Spanish. Particularly, the double trans-
lation method was employed to obtain the Spanish version of the scales. The translation was reviewed
by two experts in research and academic writing to check for accuracy and coherence. A 5-point Likert
scale was used to assess individuals’ resp to each ranging from 1 (strongly disagree), 2
(disagree), 3 (neither agree nor disagree), 4 (agree) to 5 (strongly agree). Appendix A shows the list of
the indicators adopted in the current research.

To assess the accuracy and coherence of the survey and each of its statements, a pilot test was con-
ducted with 30 individuals not included in the sample. As suggested by Connelly (2008), this procedure
may confirm the accuracy and coherence of the statements.
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To address concerns related to the use of self-reported data and the potential inflation of relationships
among constructs due to common method bias, Harman's single-factor test was used. This test involves
conducting an exploratory factor analysis on all measurement items to determine whether a single factor
emerges or if one general factor accounts for the majority of the iance among (Podsa
et al, 2012). Results indicated that the first unrotated factor accounted for less than 50% of the total
variance, which suggests that common method bias was not a significant threat. Complementary proce-
dures were d, such as ing ity, to further mitigate the risk of
method bias (Podsakoff et al, 2012). Therefore, the relationships among CBBE, brand attachment, and
electronic word-of-mouth observed are not artificially d due to the method.

3.4. Data analysis

PLS-SEM was used to evaluate the research hypotheses because it is a well-suited technique for theory
development, particularly when data is not normally distributed (Hair et al,, 2021). Additionally, PLS-PM
offers higher statistical power compared to covariance-based structural equation modeling (CB-SEM), and
it is recommended for studying complex relationships in theoretical models. Before estimating the
PLS-SEM, common method bias was assessed using Harman's single-factor test. The results showed that
the first factor accounted for 48.74% of the total variance. Because this value is below the conservative
50% threshold, common method bias is unlikely to be a critical concern in this study.

PLS-SEM involved the assessment of the measurement model followed by the estimation of the struc-
tural model. First, the evaluation of the measurement model covered both reflective and formative con-
structs to confirm that both types adhered to established recommendations in the academic literature
(Hair et al,, 2021). The final step involved estimating the structural model using a bootstrapping proce-
dure, following Streukens and Leroi-Werelds (2016), which enabled the assessment of each research
hypothesis. Overall, PLS-SEM is a widely used technique in influential research on eWOM (Cheung et al,,
2020; Wang et al,, 2019). According to Hair et al. (2021), PLS-SEM is the preferred technique for research-
ers when the study aims to facilitate theory development, as is the case in the present study.

4. Results

The proposed model comprised six reflective constructs: four factors related to CBBE (brand knowledge
(BK), perceived quality (PQ), brand loyalty (BL), brand associations (BS)], brand attachment (BA), and

eWOM (EW). To represent CBBE, a formative construct was ion of the surel it
model involved two parts, following the recommendations from Hair et al. (2021). First, evaluation of
reflective constructs, which included: (1) indicator il (2) internal y, (3) ¢ valid-

ity, and (4) discriminant validity. Then, evaluation of the formative construct which included: (1) collin-
earity, and (2) significance and relevance of outer weights.

Regarding indicator reliability, most outer loadings exceeded the recommended threshold of 0.70,
indicating adequate reliability (see Appendix A). One item (ie. CM3) had a loading between 0.40 and
0.70, which is still considered acceptable due to content validity. Two items (one from the BS construct
and one from the BA construct) had loadings below 0.40 and were therefore removed from the analysis
to ensure indicator reliability. Table 2 reports the results of the internal consistency, convergent validity,
and discriminant validity. To assess the internal consistency of each construct, Cronbach’s alpha (a) was

Table 2. ion of reflective constructs.

HTMT values

Construct a AVE BK PQ BL BS BA
BK 0832 0.600

PQ 0939 0766 0742

BL 0915 0748 0898 0811

BS 0780 0694 0647 0660 0738

BA 0942 0853 0604 0528 0712 0761

EW 0931 0878 0627 0575 0734 0686 0842

Note: BK: brand knowledge; PQ: perceived quality; BL: brand loyalty; BS: brand associations; BA: brand attachment; EW: eWOM.
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calculated using the conventional cutoff point of 0.70 (Nunnally, 1978). All constructs exceeded this
threshold, indicating adequate internal consistency reliability. The average variance extracted (AVE) was
used to evaluate the convergent validity of each construct. Results show values above 0.5, which sug-
gests that the constructs possess adequate convergent validity. Finally, discriminant validity was assessed
using the heterotrait-monotrait (HTMT) ratio of correlations (Henseler et al, 2015). In this case, HTMT
values below 0.85 were obtained, which confirms the discriminant validity of the measurement model.

To represent CBBE, a reflective-fc ive construct c d of brand associations, brand awareness,
brand loyalty, and perceived quality was employed (Yoo & Donthu, 2001). To estimate this
reflective-formative construct, the disjoint two-stage approach was executed (Sarstedt et al, 2019), as
also applied in recent empirical studies (Avolio et al., 2025). To evaluate the formative construct, collin-
earity was assessed, and the significance and relevance of each outer weight were evaluated. Table 3
displays the results of the ding colli ity, the variance inflation factor (VIF) was used.
Particularly, VIF values below 5 suggest an adequate level of collinearity (Hair et al., 2021). In the study
context, VIF values were lower than the cutoff point of 5, which indicates the absence of collinearity
issues (Table 3).

On the other hand, the significance and relevance of the outer weights were evaluated. Brand asso-
ciations and brand loyalty obtained positive and significant outer weights. In contrast, brand awareness
and perceived quality were reported as nonsignificant.

The estimation of the structural model comprised a bootstrapping process with 10,000 subsamples.
Results allowed us to assess the significance and identification of the sign of the path coefficients rep-

the research h (Table 4). ding the explanatory power, the model recorded an
R-squared of 0.668, slightly above the cutoff point of 0.65 (Hair et al, 2021). Additionally, the f-squared
values ranged from 0.107 to 1.149, indicating low to substantial effect sizes, which confirms that the
predictors contribute notably to the explained variance in the dependent variable. Finally, the standard-
ized root mean square residual (SRMR) was 0.06, indicating an adequate model fit since the value is
below the recommended threshold of 0.08 (Hu & Bentler, 1998), which support the overall adequate fit
of the model to the sample data.

Figure 2 presents the estimation output of the theoretical model, while Figure 3 displays the results
generated by the SmartPLS statistical software. These findings demonstrate that all research hypotheses
were supported. Firstly, CBBE has a positive and statistically significant association with the intention to
engage in eWOM (B=0.281, p-value < 0.001, CI 95% [0.188; 0.365]). Secondly, CBBE has a positive and
statistically significant association with brand attachment (3=0.732, p-value < 0.001, CI 95% [0.684;
0.770)). Thirdly, brand attachment recorded a positive and statistically significant association with the
intention to engage in eWOM (B=0.583, p<0.001, Cl 95% [0.506; 0.661]). Fourthly, brand attachment has
a positive and statistically significant mediating effect on the association between CBBE and the inten-
tion to engage in eWOM (B=0.427, p-value <0.001, Cl 95% [0.369; 0.487)).

To test the predictive power of the model, two strategies were applied: (1) Q-squared values, and (2)
the root mean square error (RMSE) and mean absolute error (MAE) values. Q? values above 0 indicate

Table 3. ion of formative constructs.

Dimension of CBBE Weight T-statistic pValue VIF

8K 0038 056 0580 2704

PQ 0,069 1029 0. 2445

8L 0658 8818 3782

85 0469 9511 1744
Note: BK: brand knowledge; PQ: perceived quality; BL: brand loyalty; BS: brand associations.

“pvalue < 0.001

Table 4. results.

Hypotherts g 2 Sl 9%,
CBBE-> EW 0280 6419 0107 [0.188; 0365
CBBE-> BA 0731 34221 1149 [0.684; 0.770]
BA-> EW 0585 15290 0468 [0.506; 0.661]
CBBE-> BA-> EW 0427 14.745 [0.369; 0487

Note: ***p-value <0.001; CI 95%: bias-corrected 95% confidence intervals.
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Figure 2. Estimation output.
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Figure 3. Estimation output - SmartPLS.
Table 5. Predictive power. -
] RMSE MAE

Indicators Q-squared __PLSSEM M PLS-SEM M
BAI 0519 0676 0,681 0519 0521
BA2 0475 0744 0753 0574 0583
BA3 0376 0792 0797 0613 0618
BA 0429 0759 0.761 0578 0588
EwW1 0.449 0718 0732 0559 0570
EW2 0437 0732 0743 0573 0583
EW3 0414 0746 0758 0,564 0573

that a model has relevant predictive power, while lower RMSE and MAE values suggest greater predictive
accuracy (Shmueli et al, 2019; Uikey et al,, 2025; Yu et al,, 2023). Results are displayed in Table 5. All Q*
values are above 0, indicating that the model has relevant predictive power. Furthermore, all RMSE and
MAE values for the PLS-SEM model are lower than those of the linear model (LM), suggesting that
PLS-SEM provides higher predictive power than the naive LM benchmark.

5. Discussion

The paper aims to determine the association between CBBE, eWOM, and brand attachment in HEls, using
a sample of graduate business students from Peruvian Business schools. Findings indicate that CBBE has
a positive association with brand attachment and eWOM, while brand attachment has a positive associ-
ation with eWOM. Furthermore, brand attachment has a complementary mediating role in the associa-
tion between CBBE and electronic word-of-mouth. Besides, CBBE can increase eWOM from two
complementary perspectives: It can directly increase students’ intention to share their experiences and
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indirectly foster stronger brand attachment. In any case, CBBE encourages positive eWOM on social
media platforms.

Our findings confirm that CBBE has a significant, positive influence on both brand attachment and the
intention to engage in eWOM recommendations (Juhaidi et al., 2024; Langga et al., 2021; Perera et al.,
2023; Troiville, 2024). Furthermore, brand attachment directly encourages eWOM (Brandao & Ramos,
2024; Igbal et al,, 2021) and also mediates the relationship between CBBE and eWOM (Dananjoyo & Udin,
2025; Igbal et al., 2021; Perera, 2020; Ramos, 2020), which reinforces the importance of fostering emo-
tional connections with students to maximize advocacy (Perera, 2020; Ramos, 2020).

As conceptualized in the current study, CBBE is Itidi ional and encomp: brand associa-
tions, loyalty, awareness, and perceived quality. Notably, the results highlight that among these, brand
associations and loyalty exert the strongest effects on both brand attachment (Juhaidi et al, 2024;
Langga et al, 2021; Perera et al, 2023; Troiville, 2024), and WOM (Brandao & Ramos, 2024; Igbal et al.,
2021). This reinforces the notion that in the education sector, characterized by strong personal invest-
ment and long-term engagement, trust and identification with the brand, through brand associations
and loyalty, are vital drivers of positive behavioral outcomes. This is consistent with foundational brand
equity theories (Aaker, 1991; Keller, 1993) and recent empirical studies, whose results highlight the piv-
otal role of brand attachment in higher education, where it enhances commitment, satisfaction, trust,
and loyalty, ulti fostering f: ble consumer b and brand equity (Dwivedi et al, 2019;
research on brand experience and equity in higher education).

A particularly distinguishing aspect of the current research is its focus on the Peruvian postgraduate
sector, a fast-evolving, highly competitive, and digitally advanced educational environment. In this con-
text, decisi king is an and ¢ iented process. The digitalization of HE and wide-
spread internet access (over 80% by 2024 in Peru) have increased the c on peer rec {{
and eWOM via social media channels (OECD, 2023; World Bank, 2024). In contrast, in the undergraduate
education level, choices are often more family-influenced and based on emotional or practical consider-
ations (Carvalho et al, 2021; Han & Stout, 2023; Ismail, 2025).

Our findings are consistent with existing evidence across service and non-service industries, such as
the smartphone industry (Igbal et al,, 2021), the e-retail industry (Dananjoyo & Udin, 2025), and in HE in
other countries, such as Sri Lanka (Perera, 2020) and Portugal (Ramos, 2020). Various studies have found
that higher CBBE leads to greater brand attachment, which subsequently promotes positive eWOM
(Juhaidi et al, 2024; Langga et al,, 2021; Troiville, 2024). Similarly, positive eWOM could reinforce brand
equity, which suggests a bilateral association between brand perception and brand support (Brandao &
Ramos, 2024; Mishra & Satish, 2016; Ramos, 2020). The mediating role of brand attachment coincides
with previous studies that found that emotional brand attachment enhances loyalty and recommenda-
tion behaviors (Dananjoyo & Udin, 2025; Igbal et al, 2021; Park et al, 2010), especially in HEI (Perera,
2020; Ramos, 2020).

However, there are important contextual variations. While previous research has often examined the
direct effects of eWOM on CBBE, this study underlines the complementary mediating role of brand
attachment between CBBE and eWOM (Dananjoyo & Udin, 2025; Igbal et al, 2021), especially in higher
education (Huang, 2023; Kaushal & Ali, 2020; Perera, 2020; Ramos, 2020; Roy et al, 2023; Xie et al,, 2019).
The model’s strong explanatory power (R? = 0.668) further attests to its contextual relevance, which may
reflect the distinctive decision-making environment of Peruvian business postgraduate students, who are
highly active on digital platforms and value peer validation.

Additional factors, such as brand credibility, social brand engagement, alumni networks, and cultural
variables, also play significant roles in shaping brand attachment and eWOM. The literature suggests that
consi ication and a strong instituti ion can gthen both brand attachment
and eWOM (Becker et al, 2024; Chu & Kim, 2011). Social media engagement and trust networks are
especially powerful in markets with high digital connectivity, like Peru, as they can amplify the speed
and reach of both positive and negative eWOM (Chauhan & Gupta, 2024; Liu et al,, 2024).

These findings reveal the need for HEls to strategically invest in building and communicating their
brand equity, particularly by supporting brand associations and loyalty. This approach enhances emo-
tional attachment and promotes positive eWOM, which can be a decisive factor in student recruitment
and retention in a competitive educational market such as Peru (Carvalho et al, 2021; Dwivedi et al,
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2019; Liu et al, 2024). Institutions are also encouraged to use the potential of digital engagement and
peer advocacy to develop emotionally centered strategies that impact both the tangible and affective
dimensions of student choice (Mourad et al, 2020; Srivastava et al,, 2024).

Some additional factors other than CBBE and brand attachment, such as perceived value, service qual-
ity, brand credibility and trust, emotional drivers, alumni networks, and perceived usefulness and ease of
use of eWOM platforms, play important roles in shaping eWOM in HE. Evidence indicates that perceived
value and student satisfaction are among the strongest predictors of positive eWOM, as satisfied stu-
dents who perceive high value in their educational experience are more likely to share favorable recom-
mendations online via social network (Chu & Kim, 2011; Hennig-Thurau et al,, 2004; Kim & Park, 2023).
Besides, service quality, observed in staff professionalism and campus services, encourages students to
advocate for their institutions (Boulding et al., 1993; Han & Stout, 2023; Mishra & Satish, 2016). Additionally,
brand credibility and trust are strong precursors for both attachment and eWOM. The students who trust
their institution are more willing to recommend it, often because trust reduces perceived risk in
decision-making processes (Becker et al., 2024; Liu et al,, 2024; Roy et al,, 2024; Tran et al,, 2024). Social
media engagement increases eWOM, as high interactivity and a sense of community on digital platforms
promote encouragement among students (Carvalho et al, 2021; Chauhan & Gupta, 2024; Chu & Kim,
2011; Dwivedi, 2024). Additionally, emotional drivers, such as self-expression and social identity, motivate
students to engage in eWOM when they relate their personal identity to the institution’s brand (Berger,
2014; Park et al., 2010). Moreover, active alumni networks and a strong community enhance the scope
and diversity of eWOM, especially in postgraduate education, where career outcomes are salient (Han &
Stout, 2023; Liu et al, 2024). Finally, the perceived usefulness and ease of use of eWOM platforms, as
explained by the Technology Acceptance Model, can further facilitate student participation in eWOM
(Maru & Vijay, 2024).

5.1. Theoretical implications

Our results validate the dynamic association between CBBE, brand attachment, and eWOM in the busi-
ness HE context as the hypotheses evaluated were confirmed. CBBE has a positive association with
eWOM intention, which contributes to the ongoing academic debate on this relationship. Results support
the positive influence of brand equity on eWOM reported in previous studies (Brandao & Ramos, 2024;
Carvalho et al,, 2021; Chinelato et al, 2023; Harun et al., 2019; Schivinski et al., 2021; Xie et al., 2019). As
this relati ip has been u p! in the HE context (Branddo & Ramos, 2024), the current study
extends the applicability of brand equity theory to the Peruvian postgraduate level.

Our findings indicate that a positive perception of students towards the HEl could motivate them to
share their experiences and opinions on social media platforms. eWOM has been increasingly recognized
as an influential marketing tool, as information available through the Internet becomes more relevant in
the customer decision-making process (Tapanainen et al, 2021). Thus, CBBE emerges as an important
antecedent of eWOM intention in the context of postgraduate education. This finding may reflect how
brand equity positively shape students’ evaluations of their academic institution. Given that di
students often place high value on peer rec and p i ks, it is p that
they share their positive perceptions, experiences, and opinions through online platforms. As social and
digital networks play a critical role in the decision-making process for prospective students (Siji & Parsad,
2025), this could influence the institution’s visibility and appeal.

Results indicate that CBBE has a positive bilateral statistically significant association with brand attach-
ment. Thus, the results contribute to the ongoing discussion regarding the effects of i connec-
tion with the brand on the creation and dissemination of positive content about the brand online,
particularly among business schools. Moreover, individuals with a stronger sense of connection with the
brand could share positive eWOM (Brandao & Ramos, 2024; Mishra & Satish, 2016), which positively
influences brand equity. In contrast, negative eWOM has a minor impact. While this relationship has
been previously empirically add d dao & Ramos, 2024; Ghorbanzadeh et al, 2024), this study
advances the literature by presenting situated evidence within the context of Peruvian postgraduate
education on CBBE as a multidimensional construct, made up of brand associations, brand loyalty, brand
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awareness, and perceived quality. This approach acknowledges the complex nature of CBBE. By modeling
CBBE as a higher-order construct, the study offers a more comprehensive understanding of how its dif-
ferent dimensions interact each other and with eWOM and brand attachment to reveal and explain
students’ perceptions and behaviors. This enables a more accurate representation of the brand equity
formation process and provides a robust framework for future research to examine the distinct and com-
bined effects of these dimensions.

Findings reveal a positive statistically significant association between brand attachment and the
intention to engage in eWOM in the business HE context. This result aligns with Ahn (2019), Filho
(2021), and Foroudi et al. (2021), who found that brand attachment significantly influences engage-
ment in electronic word of mouth (eWOM) within service industries. As brand attachment positively
affects CBBE, individuals with a stronger sense of connection with the brand are more likely to per-
ceive the i bly and feel ionally invested in its reputation. This ional bond can
enhance their motivation to share positive eWOM, either by recommending the institution to peers,
sharing personal success stories, or defending the brand online. In the context of business higher
education, where reputation and peer influence are especially relevant, such voluntary advocacy behav-
iors can significantly ib to the i ion'’s visibility, ¢ and student recruitment efforts
(Brandao & Ramos, 2024).

Brand attachment has a positive and statistically significant indirect effect on the relationship between
CBBE and the intention to engage in eWOM in the HE context. This finding confirms that brand attach-
ment serves a mediating role in this association and provides evidence into the underlying mechanism
through which brand equity influences student behavior (Dananjoyo & Udin, 2025; Igbal et al, 2021;
Perera, 2020; Ramos, 2020). While previous studies have examined the direct effects between CBBE,
brand attachment, and eWOM (Brandao & Ramos, 2024; Igbal et al, 2021; Li et al, 2025; Rasool et al.,
2020), this study advances the literature by integrating these constructs into a single model and empir-
ically validating the mediating role of brand attachment (Dananjoyo & Udin, 2025; Igbal et al., 2021;
Perera, 2020; Ramos, 2020). Therefore, it offers a more comprehensive understanding of how emotional
and cognitive brand perceptions interact to influence students’ willingness to engage in positive e WOM.
As noted by Brandao and Ramos (2024), brand attachment connects the brand with consumers, which
in turn increases the likelihood of consumers advocating for the brand.

Finally, the growing importance of online platforms in the decision-making process requires a deeper
analysis consndenng the dynamlcs leading to eWOM intention (Yang, 2022). In this context, the study
adds to the k d g the rel of CBBE and brand attachment in encouraging the gen-
eration of substantial posmve information on online platforms. In particular, results suggest that CBBE
has two channels regarding its effect on eWOM intention. CBBE has a direct effect on eWOM intention
and an indirect effect through the mediating role of brand attachment (Dananjoyo & Udin, 2025; Igbal
et al, 2021; Perera, 2020; Ramos, 2020). While most previous research has focused on the outcomes of
eWOM, recently, the antecedents of eWOM, such as customer satisfaction (Nguyen et al., 2025) and gen-
erative artificial intelligence adoption (Ali et al, 2025; Kumar & Malhotra, 2025) have been explored. In
this context, our findings reveal the complexity of CBBE in increasing the intention to engage in eWOM
among students, which should be further explored in further research across different sectors.

5.2. Practical implications

Based on the findings, a comp ive approach that pi brand equity, emotional bonds, trust,
satisfaction, digital engagement, and student involvement is essential for maximizing eWOM in higher
education. Practitioners in HEls could focus on brand loyalty and brand associations, as both were the
only significant dimensions of CBBE. This could strengthen the overall CBBE and increase brand attach-
ment and eWOM intention. Moreover, brand attachment and eWOM intention could be used to develop
performance indexes to evaluate the effectiveness of implementing such a strategy.

Social media analytics represent an increasingly popular source of information regarding the interac-
tion between the online audience and the company (Lee, 2018; Wang et al,, 2021). This approach pro-
vides valuable insights to assess the impact of digital ing on inf d decisi king in the HEI
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sector. HEIs should actively monitor and analyze social media interactions to identify key drivers of brand
attachment and eWOM among students. Institutions can design targeted campaigns that emphasize
emotional connection with the brand, such as alumni success stories or personalized engagement
Additionally, insights from social media analytics can guide adj in to
strengthen CBBE. Regular tracking of eWOM indicators can also help institutions respond quickly to
student feedback and enhance their digital presence.

Furthermore, strengthening brand equity poses a complex challenge requiring collaboration and
effective communication across different areas, as well as long-term dedication and commitment to
achieve significant changes. In light of the results, focusing on brand attachment represents an alterna-
tive that also increases the intention to engage in eWOM, particularly among postgraduate students. To
enhance brand attachment, HEIs can implement initiatives such as student ambassador programs that
empower current students to represent and promote the institution online and offline. Organizing inter-
active events, both virtual and in-person, where students can bu:ld a sense of belonging and emotional
connection to the institution, can also be effective. Addil 1l lized digital commu-
nication (e.g. emails h hting individual achi or tailored academ-c opportunities) and story-
telling campaigns that spotlight student success stories and shared values can further reinforce the
emotional bond between students and the institutional brand.

Recently, more extensive scales that enable practitioners to conduct a comprehensive assessment of
the different dimensions of brand attachment to identify opportunities to strengthen this dimension and
thus increase the intention to engage in eWOM have been developed. For example, Sharif and Lemine
(2021) implemented an extensive scale of brand attachment to measure the emotional connections
between students and HEIs. Similarly, other authors have proposed multidimensional scales for a com-
prehensive evaluation of brand attachment in the HE context (Brandao & Ramos, 2024; Kaushal & Ali,
2020). Using these tools could identify specific areas of brand attachment that should be strengthened
to increase the eWOM intention. Based on the results, interventions could be designed to improve the
lower-performing dil i followed by ing the same scale post-intervention to assess its
impact and make necessary adjustments.

6. Conclusions

Findings provide helpful insights for understanding how CBBE and brand attachment work together to
drive eWOM in Peruvian postgraduate business education. They demonstrate that CBBE enhances eWOM
both directly and indirectly through the mediation of brand attachment. By extending established mod-
els of brand equity and addressing a gap in higher education research (Brandao & Ramos, 2024; Huang,
2023; Kaushal & Ali, 2020; Mourad et al., 2020; Roy et al., 2023), the study highlights the critical roles of
digital engagement and peer influence in a digitally mature and competitive environment where student
choices are career focused.

Results coincide with and expand previous studies showing that strong brand equity and emotional
connections foster loyalty and eWOM, support institutional reputation and recruitment (Becker et al,
2024; Carvalho et al,, 2021; Dwivedi et al, 2019; Liu et al, 2024). By focusing on the unique characteris-
tics of the postgraduate sector, where autonomous, strategic decision-making prevails, the research
underlines the need for context itive brand mai particularly through enhancing brand
associations, loyalty, and i ing digital ¢ ation.

The present study makes a theoretical contribution as it models and validates the mediating effect of
brand attachment on the CBBE-eWOM relationship among postgraduate business students in a digitally
mature and highly competitive HE mdustry It clarifies how brand equity encourages positive digital pro-
motion and extends i into an und died, high-stakes service sector
(Brandao & Ramos, 2024; Huang, 2023; Mourad et al,, 2020; Roy et al., 2023), It proves robust evidence
that brand attachment is a pivotal pathway through which institutional brand equity enhances
peer-influenced reputation and student recruitment (Dananjoyo & Udin, 2025; Igbal et al., 2021; Perera,
2020; Ramos, 2020). Besides, it fills a critical gap in the literature and offers new directions for both
scholarly and practical brand strategy in HE.

113



16 (@) 1.0BREN CACERES ANOP. .. ARANA BASSIER

From a practical perspective, these findings indicate that HEls should focus on strengthening
brand associations and loyalty to build robust brand equity and cultivate authentic emotional bonds
with students by enhancing brand attachment and eWOM. Institutions can effectively boost student
engagement and positive online advocacy by implementing strategies such as targeted digital sto-
rytelling, ambassador programs, and alumni involvement, and encouraging the sharing of experi-
ences on social media. The use of social media data and multidimensional assessment tools enables
HEIs to monitor student perceptions, identify emotional drivers, and continuously evaluate and opti-
mize branding efforts in real time. Ultimately, this comprehensive, evidence-based approach supports
recruitment and retenti in an inc gly ¢ and rapidly evolving educational
environment.

6.1. Limitations

This study had some limitations. The use of convenience sampling, based on the accessibility of par-
ticipants within the business school, may have introduced selection bias, which could limit the repre-
sentativeness of the sample and, consequently, the generalizability of the findings. The research focused
exclusively on students from a business school, who are immersed in a more specialized academic
environment with a strong emphasis on business and management topics. This context may lead to
distinct perceptions and behaviors about brand equity, brand attachment, and eWOM intention. As
such, findings could not be fully generalizable to students from other academic disciplines or educa-
tional levels. Besides, the scope of exogenous variables included in the model may be limited. While
key antecedents of eWOM, such as CBBE and brand attachment, were examined, other relevant predic-
tors were not included. This may limit the capacity of the model to explain eWOM intention within the
HE context. Finally, the use of a structured questionnaire may not fully encompass the diversity of
opinions or experiences of individuals and may bias mixed thods are highly
recommended as they allow for a deeper understanding of perceptions and behavior in digital
environments.

6.2. Recommendations for future studies

To address the limitations of the current study, future research could employ an experimental design to
evaluate the effect of CBBE interventions on eWOM. Particularly, intervention programs focused on brand
loyalty and brand associations could provide valuable insights about the bilateral influence of eWOM and
CBBE. Moreover, future studies could address this research problem in Social and Economic Science
undergraduate students. Age differences between undergraduate students and graduate students regard-
ing the two dimensions of CBBE, brand attachment, and engagement in eWOM could be explored using
multigroup analysis in the PLS-SEM context. Finally, it is recommended to prove the relationships among
CBBE, brand attachment, and eWOM determined in this research within the business HEI in other con-
texts and industries in developing countries, where evidence remains limited. By expanding this research,
institutions in developing countries can gain a deeper understanding of how these dynamics play out,
ultimately promoting positive outcomes for institutions and students.
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Appendix A

Table A1. Research instrument and outer loadings.

oL

CBBE: Brand awareness (Girard & Pinar, 2021)

CM1. The business school is well known 0.784

CM2. The business school is among the first to come to mind when one thinks of all business schools in the country 0.770

CM3. The business school’s logo is instantly recognizable 0.658

CM4. The business school is known to offer specialized degree programs 0815

CMS5. The business school’s degree programs are well known 0.833
CBBE: Perceived quality (Girard & Pinar, 2021)

CP1. The faculty are knowledgeable in their fields 0816

CP2. The faculty are polite in responding to students 0.859

CP3. The faculty care about students’ needs 0.890

CP4. The faculty are responsive to student needs 0.897

CP5. The faculty are willing to help students 0913

CP6. The faculty are accessible for students’ questions and concerns 0.872
CBBE: Brand loyalty (Girard & Pinar, 2021)

FM1. The business school is one of the first choices of prospective students 0773

FM2. The business school’s graduates recommend the university to others 0892

FM3. The business school’s graduates are loyal to the university 0.866

FM4. The business school’s graduates are proud of the university 0913

FMS. Its students/graduates are proud to have other people know that they will have/have a degree from the 0.874

business school

CBBE: Brand associations (Girard & Pinar, 2021)

AM1. The business school employs state-of-the-art technology in educating its students 0.815

(removed) The business school offers an internship program -

AM2, The business school’s career center helps students search for jobs 0853

AM3. The business school organizes alumni networking events 0.831
Brand attachment (Dennis et al., 2016)

BA1. To what extent is the university part of you? 0.932

(removed) To what extent do you feel personally connected to the business school?

BA2. To what extent do you feel emotionally bonded to the business school? 0.945

BA3. To what extent does the business school say something to other people about who you are? 0.863

BA4. To what extent is this business school part of you and who you are? 0.952
eWOM intention (Cheung & Lee, 2012)

EW1. | intend to share my experiences in the business school with other members in social media more frequently in 0928

the future,
EW2. | will always provide my experiences in the business school at the request of other members in social media 0.951
EWS3. | will try to share my experiences in the business school with other members in social media in a more 0933

effective way
Note: OL: Outer loadings.
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