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<b>ABSTRACT</b><br>

Firms are striving to increase their brand equity that ultimately leads to an increase in profitability. The
purpose of the study is to identify the causal relationship of endorsers credibility with Brand credibility and
its meditating role on consumer-based brand equity in the banking sector of Pakistan. 384 active HBC
account holders taken as the sample and data collected through a comprehensive questionnaire. Correlation
and regression analysis were conducted to test the factors of attractiveness, expertise, trustworthiness, and
popularity on Brand credibility and further its effect on Brand equity. The results suggest that in banking
sector firm Expertise of endorser isthe most significant factor followed by trustworthiness and popularity
that influence brand credibility and attractiveness does not have any impact on brand credibility. The study
provides an understanding of brand building strategy, and it also highlights a clear brand differentiation
strategy for bank brands.
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