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Abstract

Employee brand commitment has a vital role in their brand supporting bebaviors. Therefore, this study is investigated the effect of internal
branding Mechanisms on employee brand commitment from the employees’ perspective. This study also is examined the differences in
employees’ perspectives on internal branding mechanisms, and employee brand commitment depends on their years of experience &
monthly income. This study is targeted the banking industry nsing a convenience sample that includes ten banks in Palestine. This study
is excplored the employees’ perspective, thus, the unit of analysis in this study is the banks’ employees. This study is employed a
quantitative empirical causal research design, through a self-administered structured questionnaire. This study is used descriptive statistics
tests, One-way Analysis of Variance (ANOVA), post-hoc multiple comparisons, two-step SEM process, and the confirmatory factor
analysis (CEA). Moreover, the data is analyzed wusing the “Analysis of Moment Structure” AMOS 20 program. The findings are
shown a strong effect of internal branding Mechanisms on employee brand commitment. Also, the study found differences in employees’
perspectives on internal branding mechanisms and employee brand commitment depend on their years of experience & monthly income.
Therefore, this research study may provide some benefits to the banking sector and the researcher in order to understand better the factors
that will increase employee understanding of internal branding activities and enbancing employee brand commitment.
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1. Introduction

Customers experience the brand value through their interaction with employees (Devasagayam et al., 2010). Also,
brand values delivered to employees through various internal branding activities (Terglav, Kone¢nik Ruzzier and
Kase, 2016). While branding for goods and services aims to create brand equity and maintain the long relationship
between the company and customers (Grace and O’Cass, 2002), service brands faced with different challenges. In
contrast with goods, the risk of delivering inconsistent value increases in service brands because of the non-tangible
nature of the service (King and Grace, 2005). Employees are the presenters of the brand to the other stakeholder.
The alignment between their attitude and the brand values is crucial for a firm to have a successful brand in the
market (Punjaisti, Evanschitzky and Wilson, 2009). Employee brand commitment and brand supporting behaviors
are the keys for building brand equity (Burmann, Jost-Benz and Riley, 2009). On the other hand, for supporting the
employees to deliver the brand value, they need to live the same values (Preez, Bendixen and Abratt, 2017). Thus,
firms enhancing employees supporting behaviors by adopting effective internal branding activities, which increase
employees brand knowledge and awareness (King and Grace, 2010). As a result, internal branding activities will
develop employees psychological attachment and commitment with the brand (Terglav, Konec¢nik Ruzzier and Kase,
2016).

2. Internal Branding Mechanisms
Internal branding defined as “a means to create powerful corporate brands. It assists the organization in aligning its
internal process and corporate culture with those of the brand, and its objective is to ensure that employees
transform espoused brand messages into brand reality for customers and other stakeholders” (Punjaisti & Wilson,
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2007, p. 59-60). Also, various internal branding models have proposed in the literature. In the study of Punjaisti et al.
(2008), they suggested that internal communication and training programs are the two principal mechanisms of
internal branding. Moreover, an essential holistic model for internal brand management had presented by Burmann
& Zeplin (2005). The theoretical framework of this research depends on its model. They stated that brand centered
human resources activities, internal brand communication activities, and brand centered transformational leadership
are the main three internal branding mechanisms. These mechanisms affect employee brand commitment and
support the alighment between employees’ values and brand values. The brand centered human resources activities
have a significant role in developing, promoting, and enhancing the internal branding activities in the organization
(Alshuaibia and Shamsudinb, 2016). These activities support the process of hiring brand fit employees based on
brand identity and brand values (Preez and Bendixen, 2015). Internal communication activities are critical to
providing employees with brand knowledge (Punjaisti and Wilson, 2011; Shaari, Salleh and Hussin, 2012). Besides,
according to previous studies, transformational leadership enhance the alighment of brand values with employees'
values and develop employees’ supporting behaviors. Transformational leadership is the ideal leadership style for
enhancing employees adopt the brand's values and to increase their brand commitment (Morhart, Herzog and
Tomczak, 2009).
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Figure 1: Burmann & Zeplin (2005) Holistic Model for Internal Brand Management

3. Employee Brand Commitment

Employees brand commitment is essential for enhancing the brand strength and for developing brand citizenship
behaviors (Burmann, Zeplin and Riley, 2009). When employees identify themselves with the brand, this will enhance
their organizational citizenship behaviors and increase their organizational commitment (O’Reilly and Chatman,
1986). Also, Employee Brand commitment defined as “the extent of psychological attachment of employees to the
brand, which influences their willingness to exert extra effort towards reaching the brand’s goals, that is, to exert
brand citizenship behavior and hence generate a new quality of brand strength” (Burmann et al., 2009, p. 260).
Moreover, employees brand knowledge and brand rewards have a positive relationship with brand commitment and
brand citizenship behavior. Also, internal branding activities enhance employees brand commitment and brand
engagement and supporting behaviors (Shaari, Salleh and Hussin, 2012).

4. Personal Variables
Personal variables play a moderating role between internal branding process and employee commitment. Personal
variables include employees’ gender, age, marital status, educational level, income and length of service. In the study
of Punjaisti & Wilson (2011), they found that employees whose age over 30 years old, expressed an intention to stay
in the job more than those who were less than 30 years old. Also, Punjaisti et al. (2008) stated that the longer an
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employee stayed in an organization, the higher the influence of internal branding activities on their brand citizenship
behavior. According to Joiner & Bakalis (2006), while employee stays a more extended period in the firm, this will
enhance the sense of belonging. Nevertheless, King, Murillo, & Lee (2017) argued that all employees regardless of
their age or loyalty to the organization have to be fit with the brand values.

Based on the studies above, the following hypotheses represented:

H1: Brand-centered human resource activities positively affect employee brand commitment

H2: Internal brand communication activities positively affect employee brand commitment

H3: Brand-centered transformational leadership positively affect employee brand commitment

H4: There is a significant difference in employees’ perspective on internal branding among employees according to
years of experience in the bank.

HS5: There is a significant difference in employees’ perspective on brand commitment among employees according to
years of experience in the bank.

Ho6: There is a significant difference in employees’ perspective on internal branding among Employees according to
monthly income

H7: There is a significant difference in employees’ perspective on brand commitment among Employees according
to monthly income

About the literature presented above, the following is the prepared conceptual model:

Internal Brand
Communication
Activities

Brand Centered
Human Resource
Activities

Brand Centered
Transformational
Leadership
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Brand
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Figure 2: The Conceptual Model

81



Najwan ADILEH & Prof. Dr. Ozgiir CENGEL

5. The significance of the Study
This study aims to contribute useful information for brand services as well as for the researcher. This study intends
to understand the employees’ perspective on the effect of internal branding mechanisms on employee brand
commitment. Moreover, this research will be significant in addressing the gap of the role of employee years of
experience in the bank, and the monthly income, and these two variables effect on employees’ perspective on
internal branding mechanisms and employee brand commitment. Therefore, this research study may provide some
benefits to the banking sector and the researcher in order to understand better the factors that will increase employee

understanding of internal branding activities and enhancing employee brand commitment.

6. Research Design
This study targeted the banking industry in Palestine. According to The Palestine Monetary Authority (PMA), the
Palestinian system as the end of June 2017, includes (15) regulated banks. However, 10 out of 15 banks accepted to
be part of this research. This study explores the employees’ perspective on internal branding mechanisms and brand
commitment. Thus, the unit of analysis in this study is the banks” employees. This study targets employees from
different departments and various job levels except for the VPs employees. Furthermore, some employees will have
direct contacts with customers, while others will be from backline positions. Employees expressed their perspective
through a self-administered structured questionnaire. Also, (627) surveys collected from employees and (614) surveys
were identified as usable, as some of the questionnaires discarded due to response bias and non-response issues.

7. Measurements
Respondents asked to assess their perceptions concerning the brand-centered human resources activities using a
measure that adopted from the study of Aurand et al. (2005). This scale aims to have a better understanding of the
different human resource branding activities effects and role in the working environment. For Internal Brand
Communication, The measure adopted from Punjaisri & Wilson (2011). Moreover, three main broad categories of
internal brand communication tools identified; 1) Mass method; like newsletter 2) Written memoy; like logbooks 3)
Face to face communication; which includes two main categories; the daily briefing and group meetings. The
measure of brand-centered transformational leadership adopted by Morhart et al. (2011) and detived initially from
the multifactor leadership questionnaire from 5X of Rowold (2005). Besides, This study measured employee brand
commitment using the scale of Kimpakorn & Tocquer (2010) that was adopted previously by Cook & Wall (1980)
and also used by several previous organizational commitment studies. Lastly, this study will investigate the difference
between respondents from various personal variables including income and years of service in their jobs. In order to
investigate these differences between employees, some demographic questions included in the questionnaire.

8. Data Analysis

The univariate analysis performed for all the variables in the study. Furthermore, frequencies of demographic
characteristic examined to investigate the demographic profile of respondents. For investigating the differences for
demographic characteristics of respondents One-way Analysis of Variance (ANOVA) used in this study.
Additionally, post-hoc multiple comparisons performed by using Tukey’s HSD test to analyze which groups are
responsible for the differences. The data analyzed using the “Analysis of Moment Structure” AMOS 20 program.
This study used the two-step SEM process. The confirmatory factor analysis (CFA) used to assess the measurement
model fit and construct validity (Hair et al., 2014). Moreover, to assess the overall model goodness of fit, the study
used stand-alone fit indices Table 1 shows the cut-off values for the fit indices that were used in this study as
suggested by Hu & Bentler (1999).
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Table 1: Fit Index and Cut-off Values Fit
Fit Index Cut-off Criteria

¥2(Chi-square goodness of fit) p>0.05

RMSEA (Root Mean Square RMSEA < 0.06

Error of Approximation)

SRMR (Standardized Root SRMR<0.08

Mean Residual Incremental)

CFI (Comparative Fit Index) CFI>0.95

TLI (Tucker-Lewis Fit Index)  TLI>0.95
Source: Hu & Bentler (1999)

Then, convergent validity examined followed by assessing reliability through measuring the internal consistency and
evaluating the discriminant validity. Then, the structural model and evaluating the significance of the relationships
examined (Hair et al., 2014). After analyzing the structural model fit, the hypotheses tested and the path diagram
used for estimation of the relationships. Primary Analysis conducted for the demographic characteristics of
employees show the following results in Table 2 below:

Table2: Demographic Characteristics of Respondents
Research
Demographic Number %
Characteristic
Years of Experience in the Bank

Less than one year 56 9.1
From 1-4 years 192 31.3
From 5-8 years 121 19.7

From 9-12 years 146 23.8
More than 12 years 99 16.1
Total 614 100

Monthly Income
Less or equal $1000 300 48.8
$1001-$2000 196 31.9
$2001-$3000 78 12.7
$3001- $4000 29 4.7
More than $4000 11 1.8
Total 614 100

The next step is to deliver data description for the study’s dimensions; the collected data are presented using
descriptive statistical tools as shown below in Table 3.
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Table 3: Findings of the Descriptive Analysis of the Study’s Dimensions

Cl 95% for mean
Dimensions N Mean Std. Skewness  Kurtosis  Lower Upper

bound bound
Human Resources 614 3.84 0.654 -0.954 2.007 3.791 3.895
Internal Communication 614 3.90 0.661 -0.993 1.393 3.853 3.958
Transformational 614 3.95 0.734 -0.967 1.656 3.893 4.010
Leadership
Employee Brand 614 4.11 0.723 -0.828 1.775 4.058 4.173

Commitment

As an interval scale used for collecting the data from the respondents, the parametric techniques specially T-test and
ANOVA test used for analysis to compare the differences between the different demographic characteristics
between respondents’ groups. Following are the study’s null hypotheses findings related to demographic differences
between employees using T-test and ANOVA:

Table 4: ANOVA-test Results for Employees According to their Years of Experience in the Bank for the
Study Dimensions

Descriptive Analysis

ANOVA
) ) Mean Std.
Dimensions
G5 G5 P- Post-
Gl G2 G3 G4 G1 G2 G3 G4
value Hoc
G5>G2
*
Human 0.002 G5>G3
398 381 375 377 405 053 071 074 061 050
Resources falad **
G5>G4
*
Internal
0.026 G5>G2
Commun- 401 384 387 38 408 060 070 0.76 062 0.51 . .
ication
Transfor-

) 0.009 G5>G3
mational 413 391 38 390 414 069 078 089 0.64 0.52 . .
Leadership

0.002 G5>G2
IB 404 385 382 384 408 053 064 072 053 044 . .
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G5>G3
G5>G4
Employee G5>G2
Brand 0.001 *x
) 409 401 408 413 438 073 075 075 071 0.58
Commit- *k G5>G3
ment *

Years of Experience groups: G1= Less than one years, G2= 1-4 years, G3= 5-7 years, G4= 8-14 years, G5= 15 or
more years.
*Significance level at 5%, **Significance level at 1%.

The above Table 4 indicates that at 1% and 5% level there is a significant difference between employees according to
years of experience in the bank for all the variables. Therefore, a further investigation conducted by using a post hoc
test (Tukey HSD comparison) to understand which groups differ from each other. Mainly, the respondents of the
fifth group (15 years or more) rated higher than the other four groups. Thus, the fourth and the fifth null hypothesis,
both will be rejected.

Table 5: ANOVA-test Results for Employees According to the Monthly Income Groups for the Study

Dimensions
Descriptive Analysis
ANOVA
. ) Mean Std.
Dimensions
G5 G5 Post-
Gl G2 G3 G4 G1 G2 G3 G4 P-value
Hoc
Human G4>G1*
375 387 401 415 385 0.69 0.62 054 0.48 0.82 0.001**
Resources G3>G1*
Internal

o 3.84 392 405 407 398 0.68 0.66 0.63 0.43 0.72 0.066 -
Communication

Transformational
386 401 411 417 387 081 0.65 0.57 055 1.13 0.013* G3>G1*

Leadership
IB 381 393 405 413 390 065 055 052 041 085 0.003* G3>G1*
Employee Brand G2>G1*
400 420 427 418 455 079 063 069 0.64 042 0.001**
Commitment G3>G1*
Monthly Income: G1= less than or equal 1000, G2= 1001-2000, G3=2001-3000, G4= 3001- 4000, G5= 4001 and
mofre.

*Significance level at 5%, **Significance level at 1%.
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According to the Table 5. at 1% and 5% level, there is a significant difference between employees according to
monthly income for internal Branding (IB), and employee brand commitment (EBC). Therefore, a post hoc test
(Tukey HSD comparison) conducted to understand which groups differ from each other. For internal Branding (IB),
the third group had a significant difference comparing to the first group. Also, the fourth group had the highest
mean. Besides, for employee brand commitment, there was a significant difference between the second and third
group comparing to the first group. Also, the fifth group had the highest mean comparing to all the other groups.
Therefore, the sixth and the seventh null hypothesis, both will be rejected.

According to Table 6, the results of the hypothesized model are relatively well fitting. Hence, when the sample size is
more than 200, it is more appropriate to take the model fit decision based on other indices of fit, rather than the chi-
square test (Boomsma, 1985; Boomsma and Hoogland, 2001). Therefore, the CFI and the RMSEA are considered
more reasonable and applicable to assess the goodness of fit for this model (Hooper, Coughlan and Mullen, 2008).

Table 6: Results of Measurement Model Fit

Fit Index Measurement Model (CFA) Cut-off Criteria
X2 1426.2640.000) p>0.05

Df 501

CFI 0.952 CFI1>0.95

TLI 0.967 TLI>0.95
RMSEA 0.051 RMSEA<0.06
SRMR 0.062 SRMR<0.08

Note. y2 = chi-square; df = degree of freedom; CFI = comparative fit index; TLI = Tucker-Lewis fit index;
RMSEA = root mean square error of approximation; SRMR = standardized root mean residual

9. Reliability & Validity
The next step after consent the overall model goodness of fit was to analyze the variables for their reliability and
validity. Thus, convergent validity was examined to ensure that the items of the study’s structure are converging a
high proportion of variance in common. In order to examine the relative amount of convergent validity among item
measures, the factor loading for each variable checked. The factor loading for each variable was statically significant
and exceeding the critical t-value of (2.5706) at (p<.01). Moreover, (0.5) or higher value of standardized loading
estimates, and ideally (.7) or a higher value, refers to a high value of convergent validity (Hair et al., 2014).
Furthermore, reliability also assessed including the composite reliability (CR) and the average variance extracted
(AVE) (Hair et al., 2014). According to Fornell & Larcker (2018), an AVE of (.5) or higher and a CR of 0.7 or higher
has recommended. According to Table 7, the standardized loading estimates for each indicator are higher than 0.5
and exceeding 0.7 for most of them. Also, the composite reliability (CR) result exceeds (0.7), and average vatiance
extracted (AVE) result exceeds (0.5).

Table 7: Construct Validity Assessment

Latent Indicator  Std. SMC CR AVE A
Loadings
0.923 0.709 0.805
Human HR1 0.580 0.704
Resources HR2 0.684 0.416
HR3 0.728 0.639
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HR4 0.783 0.614
HR5 0.800 0.530
0.890 0.671 0.882
IC1 0.645 0.468
Internal
o IC2 0.839 0.722
Communication
IC3 0.775 0.778
IC4 0.795 0.712
0.961 0.834 0.921
LB1 0.681 0.770
Leadership LB2 0.835 0.719
Behaviors LB3 0.822 0.694
LB4 0.867 0.540
LB5 0.808 0.750

0.937 0.717 0.909
EBC1 0.674 0.752
EBC2 0.829 0.675
Employee Brand EBC3 0.910 0.698
Commitment EBC4 0.901 0.464
EBC5 0.872 0.633
EBC6 0.641 0.600

Note. SMC: Squared Multiple Correlation, AVE: Average Variance Extracted; CR: Composite Reliability; o
Cronbach Alpha

After analyzing the Convergent validity, the discriminant validity also assessed. The Table 8 below, shows that for
each pair of constructs the average of (AVE) value exceeds (0.5), and for all items, it exceeds the value of the

Squared Multiple Correlation; which supports good evidence of discriminant validity in the model.

Table 8: The Results of Discriminant Validity

Pairs of Constructs Average  © @2

of AVE
Human Resources — Internal Com. 0.690 0.697  0.486
Human Resources — Leadership 0.772 0.641 0411
Human Resources — Employee Brand Commitment 0.713 0.543 0.295
Internal Communication — Leadership 0.753 0.722 0.521
Internal Communication — Employee Brand Commitment 0.694 0.579 0.335
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Leadership— Employee Brand Commitment 0.776 0.585 0.342

Note. AVE: Average Variance Extracted; ® 2: Squared Multiple Correlation
AVE computed as (AVE of the first construct+ AVE of the second construct)/2

The next step is testing the structural model and assessing the significance of relationships.
Table 9 below presents the results of the structural model fit. All fit indices meet the cut-off criteria and show a
robust structural model fit.

Table 9: Results of Structural Model Fit

Fit Index Measurement Model (CFA) Cut-off Criteria
X2 29.695 (0.055) p>0.05

Df 14

CFI 0.966 CFI>0.95

TLI 0.954 TLI>0.95
RMSEA 0.048 RMSEA <0.06
SRMR 0.022 SRMR <0.08

Note. 2 = chi-square; df = degree of freedom; CFI = comparative fit index; TLI = Tucker-Lewis fit index;
RMSEA = root mean square error of approximation; SRMR = standardized root mean residual

Following Table 10 that shows the results of path analysis:

Table 10: Results of Path Analysis
Path to Path from Ho Std. t-value

Coeff.

Direct Effects

Employee Brand Human Resources H1: Supported 0.55 10.240**
Commitment Internal H2: Supported 0.88 16.691**

Communication

Transformational H3: Supported 0.83 15.828**
Leadership
Internal Branding H total: SUpported 0.67 11.320**

10. Discussion and Conclusion

The findings show a significant positive relationship between internal branding mechanisms and employee brand
commitment. Many previous studies in the literature support the results of this study (Punjaisti, Evanschitzky and
Wilson, 2009; Preez and Bendixen, 2015; Yang, Wan and Wu, 2015; Javid et al., 2016). Conversely, Kimpakorn &
Tocquer (2009) demonstrated contradicted result. There are several possible explanations for the significant
relationship found in this study between internal brand management and employees brand commitment. According
to Punjaisti et al. (2008), internal branding mechanisms affect employees attitudinally; through brand identification,
brand commitment, and brand loyalty. Besides, two of the most important objectives of this study was to explore if
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there are some effects for the monthly income and years of experience among employees on their perspective on
internal branding and employee brand commitment. An exciting finding appeared in this study. Employees with 15
years of experience or more in the bank, showed a more favorable perception for internal branding activities and
brand commitment. These results are also consistent with the findings of previous studies (Salami, 2008; Amangala,
2013; Abdul-Nasiru et al., 2014). The results may be for the reason that as employees spent an extended period spent
in the organization, might develop a sense of belonging by time (Joiner and Bakalis, 2006). According to employees’
income, employees with good to high income between $2000 and $4000 showed better perspective for all the
variables.

In this study, insight has gained about the internal branding mechanisms and process in order to create employees
brand supporting behaviors. Furthermore, the study provides more knowledge for the role of brand-centered human
resource activities, internal brand communication activities and brand-centered transformational leadership on
enhancing employee brand commitment. Therefore, the present findings might suggest several courses of action.
The organization has to hire the right applicant by select, recruit, and promote employees who have a high personal
Identity-brand identity fit (Preez and Bendixen, 2015). Moreover, managers have to discover the employees’ favorite
channel of communication in order to ensure the effectiveness of the internal branding activity in their organization.
Besides, managers need to attend specialized training and courses that enable them to empower their leading
transformational skills, motivate employees, deliver a clear vision, build a brand-oriented culture, and enhance trust-
based relationships between employees, managers, and organization.

The empirical findings in this study provide a new addition to the literature for the effect of demographic differences
among employees on their varying perspectives about internal branding mechanisms in the service brands specifically
in the banking industry. Besides, this study assesses the demographic differences among employees’ brand
commitment and supporting brand citizenship behavior. However, this study stated that employees with 15 years of
experience or more in the bank, had more brand commitment comparing to the other employees. Therefore, this
study encouraging organizations to take into consideration the employee years of experience while structuring
specialized training programs for enhancing employee brand commitment. Moreover, the findings showed a
favorable perspective for internal branding and a high level of employee brand commitment for employees with
good to high income. Therefore, it is essential to review the income scale for the organization and its relationship
with employee brand commitment and employee performance.
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