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ABSTRACT

Service brand identity strategy has been viewed as a key success factor in performing under fluctuating
business environments. Drawing on signaling theory, contingency theory, and structure-conduct-performance
paradigm, the objective of this research is to investigate the relationships among service brand identity
strategy and its consequences; long-term customer commitment, business image advantage, market
reliability enhancement, and marketing performance. In addition, several antecedents are also examined;
marketing leadership, market culture, resource readiness, and competitive forces as well as, the moderating
effects of external communication capability and marketing learning capability. The results were derived from
a survey of 103 travel agency firms in Thailand. The hypothesized relationships among variables are
examined by using ordinary least square (OLS) regression analysis. Results suggest that employee expertise
orientation has the most influence on long-term customer commitment and market reliability whereas,
corporate visual establishment is a critical factor to increase business image relative to competitors. In
addition, only market reliability enhancement is related to marketing performance. For antecedents,
marketing leadership is an essential element for building service brand identity. Interestingly, external
communication capability has the most explicit moderating role on corporate visual establishment and its
consequences. Marketing learning capability did not play moderating role to yield the expected hypotheses.
Moreover, theoretical and managerial contributions, a conclusion, and suggestions for future research are
also discussed.
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