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Abstract Nowadays, organizations are confronted with turbulent and uneasy
environment. And environmental hazards attack their lives and survival every. In such
a situation, the possibility of presence and durability in the activities scene requires
that organizations always seek to upgrade their performance levels. The assessment
of corporate performance can be done with a variety of criteria, one of them is the
use of financial and non-financial systems of companies. The financial capability of an
organization in profitability is named financial performance. Due to the privatization
of insurance companies, there is no doubt that with existence of a competitive
environment governing the insurance industry in the coming years, some factors are
effective in gaining an appropriate position in the minds of customers in a way that
remains loyal to the company. One of the factors that contributes to reaching such a
position in the minds of the customers of insurance companies is brand equity.
Therefore, due to the importance of the mentioned cases, in this research, the
effective factors of the performance of Iran's Insurance Company branches are
identified with emphasis on brand equity, and the effect of each of these factors on
the performance of the branches is measured. The variables used in this research
include brand equity, perceived quality of brand awareness, brand association,
financial performance, and non-financial performance of the branches.This research
has one main hypothesis and six sub-hypotheses. The research method used in this
research is descriptive, cross-sectional and research community consisting of Iran's
Insurance Company branches throughout the country. For the purpose of collecting
questionnaires, among the respondents of this research, which is on the site of Iran's
Insurance Company (iraninsurance.ir) there are 209 branches of Iran's Insurance
Company and due to the limited community, the Cochran community formula was
used. And sample number was calculated 143. Structural equation modeling was used
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to analyze the data. The results of the analysis indicate that all the research
hypotheses were approved. In other words, there is a significant relationship
between brand equity and its dimensions with financial and non-financial
performance of Iran insurance branches.
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