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Abstract: The purpose of  this study is to explore the relationship among internal branding practices and
employee BCB. A self-administered questionnaire was used in obtaining data from employees of  Nigeria
telecommunication industry. The hypotheses in the study were simultaneously tested on a sample of  254
employees out of  377 distributed, giving the response rate of  68%. SmartPls was used to assess the relationship
between the variables under investigation. The findings in the study revealed positive significant relationship
between brand training and employee BCB. On the other hand insignificant relationship was found between
brand communication and employee BCB. Management implications and direction for future study were
provided.
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I. INTRODUCTION

Based on a well-established importance of  employee brand citizenship behavior (BCB), internal brand
building has been considered as the main priority among service brands. As a result of  the problem of
lack of  consumer brand loyalty, organizations are focusing on internal branding which emphasizes the
strategic role of  employees in achieving brand differentiation and lasting competitive advantage [1]. [2]
argued that the perception of  consumers toward service brands rely mainly on the behaviors of  their
employees particularly during service encounter. Therefore, the success of  service brand depends largely
on their employee’s behavior and attitude. Hence, the task of  getting employees to exhibit brand citizenship
has been argued to be a challenge for service brands in many industries. Despite the importance of
employee BCB there are few studies conducted [3; 4 2; 5], on how such behavior can be encourage
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among employees. Therefore, the question on how to motivate employee to exhibit BCB is still
unanswered.

Employee BCB is viewed as non-prescribed behavior that is not recognized by the formal reward
system which employees voluntarily engage in to achieve brand goals [6]. It is considered to be superior in
achieving brand differentiation and employees that engage in BCB may not do anything that may tarnish
the image of  the brand; as such reduce variability of  service delivery and deliver the promise made to
customers in consistent manner [3], [7]. In particular [3] argued that BCB has impact on customer brand
relationship as employees that engage in such behavior are ready and willing to help customers. Review of
literatures has shown that the main focus of  internal branding is to foster employees brand consistent
behavior with the brand value [5]. It is therefore proposed here that employee BCB can emerged as a
consequence of  internal brand building. However, there is still lack of  studies that link internal branding
with employee BCB, therefore need further exploration. The few studies conducted have focus on variables
such as brand leadership, brand commitment, brand identification, brand reward [8], [2], [3], [7]. There
remains unclear understanding on how practices such as brand communication and brand training could
enhance employee BCB. Hence, the key objective of  this study is to fill in the gap in literature.

Our study limits itself  to the employees of  telecommunication in Nigeria. The sector has been
considered to be the best platform to test the model in this study. This is because the sector is faced with
high competition and therefore requires organization to encourage BCB among employees to achieve
competitive advantage. Furthermore, the Nigerian telecommunication sector has been considered to be
among the sector where the consumers complain about the brand behavior of  their employees. Evidence
from the industry has shown that four critical factors affect the delivery of  brand promise in consistent
manner to customers. Factors such as unstable power supply, insecurity, equipment failure and employee
related problem (attitude and behavior) are considered to affect brand performance in the industry
(Globacomm, 2016). In particular, unstable power supply constitute about 45.4%, insecurity 32%, equipment
failure 12% and lastly employee related problem constitute about 10.6%. Moreover, [9] argued that employee
brand behavior particularly among contact staff  has been a major challenge in the telecommunication
industry in Nigeria, as it has a great impact on employee’s satisfaction. In particular, [10] in their study
revealed that 70% of  the customers expressed their dissatisfaction with the behaviors of  employees of
telecommunication companies, particularly on the way their complaints are handled by the employees.
Therefore, we examine the relationship between internal branding and employee BCB of  Nigerian
telecommunication, by concentrating on brand communication and brand training as specific practices
through which employee BCB may be encourage.

The rest of  the study is structured as follows. First we discussed the theoretical background and
hypotheses development. Secondly, methodology of  the study was discussed. Finally, the analyses, discussion,
limitations and conclusions are presented.

(A) Literature review and theoretical background

Social exchange theory [11] has been argued by researchers to be the most influential theory in explaining
the relationship between employees and the organization [12]; [5]. Therefore, the theory was used by
researchers to explain why employees engage in extra role behavior. The theory emphasizes the importance
of  relationship between employees and organization on the overall success of  the organizations, as it has
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great impact on employee’s attitude and behaviors [13]. [14] asserted that high-quality social exchange may
exist between employees and organization when employees have high mutual trust, loyalty and commitment
with the organization. Specifically, the central issue in the social exchange theory is the unspecified obligation
which result in reciprocal exchange between the individual and organization [15]. Hence, it is expected that
when organization does something in favor to employees, they will pay back with something in favor.

Internal branding is viewed as the process of  promoting the brand to employees, providing them with
brand knowledge and skills needed in order to enhance their brand consistent behavior [8] [16]. Therefore,
during the process individual employee needs are satisfied through exchange relationships, which serve as
a motivation to engage in extra role behavior (BCB).

Brand Communication and Employee Brand Citizenship behavior

Brand communication has been argued to be an important internal branding practices that affect the
brand-consistent behavior of  employees [3]. As such organizations are focusing on their employees to feed
them with information about the brand just as they inform their customers, so as to deliver brand promise
in consistent manner [17]. [18] in their research have opined that providing employees with brand knowledge
through internal communication enhanced their loyalty, satisfaction, and commitment, therefore affecting
their attitudes and behaviors. Hence, providing employees with brand information has been argued to
shapes employee’s attitude and behavior as it gives the employee more clear understanding of  the brand
values their roles and responsibilities as brand representatives [19]. Moreover, in line with social exchange
theory [11] it is assumed that employees that perceived that the organization has provided them with brand
information such will motivate them to reciprocate by exhibit BCB to achieve brand goals. Therefore,
based on these arguments the present study argued that brand communication have great impact on employee
BCB. Hence, the following hypothesis is formulated

H1: brand communication has significant influence on employee BCB

Brand Training and Employee Brand Citizenship Behavior

As argued by researchers [6], [8] providing employees with quality service are important as it has great
impact on their attitude and behavior. Quality service is provided by organization through internal branding
building. Previous studies have established that brand training help to induce employee brand identification,
loyalty, and brand commitment, therefore enhance employee brand consistent behavior [8], [20]. In particular,
[21] argued that organizations through such practice as training develop more qualified and competent
employee that exhibit consistent behavior in every service organization. In the same vein, [22] opine that
internal brand oriented practices such as brand training have great impact on employee brand understanding
which may lead to exhibition of  pro-brand behavior. Brand training is also argued to be an important
practice that enhance employees brand commitment which affect their willingness to exhibit brand citizenship
behavior [23]. Consequently, employees require brand training to be able to understand brand value and to
translate such in their brand behavior [22]. It is therefore argued in this study that through brand training
employees are provided with brand knowledge and skills needed to effectively deliver brand promise made
to customers in consistent manner. Hence, brand training is considered to be an effective means to develop
employees to live the brand [24]. Furthermore, in line with social exchange theory [11] employees that are
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provided with required brand training serve as a motivation to reciprocate by exhibiting brand citizenship
behavior. As such based on these arguments this study argued that brand training have a great impact on
employee BCB. Therefore, the following hypothesis is formulated.

H2: brand training has significant influence on employee BCB

Hypothesized Model

Based on the arguments in our study and the two formulated hypotheses the following hypothesized
model was developed. The model shows the relationship between internal branding practices (brand
communication and brand training) and employee’s BCB as shown in figure 1. Specifically, the model has
shown that internal branding influence the employee BCB. Organizations that focus on internal brand
building are more likely to incline to enhance their employee BCB.

Conceptual framework

 

 

 

 
 
 

 

Brand training 
 

Brand 
communication 

Brand 
Citizenship 
Behavior 

II. METHODOLOGY

Sample and Procedure

Data in this study were collected using survey research. Questionnaires used in this study were delivered to
employees (respondents) using hand delivery. Specifically, the employees were asked to rate the extent to
which their organizations provide required brand training and communication and to what extent they
exhibit brand citizenship in order to achieve brand goals. The data collected have under gone initial cleaning
using SPSS version 18, before it was exported to PLS for path for analysis. In particular, 377 questionnaires
were randomly distributed to both frontline and back stage employees of  Nigeria telecommunication. A
total of  282 questionnaires were returned and 254 were found useful in this study while the remaining were
rejected due to either incomplete or several missing data or as a result of  outliers In line with [25] a sample
between 30 to 500 is considered appropriate and adequate for most research, hence the sample is this study
is adequate enough. Majority of  the respondents were customer contact staff  (62%) and about 50% were
contract staff. Similarly, the data revealed that majority of  the sample have had quite long working experience.
In addition, the result indicate that majority (32%) of  the respondents have had their first degree or equivalent.
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And finally, the data shows that majority of  the respondent 27% are from customer relations department
or unit.

Measures

In this study, a questionnaire was developed in line with extant literature in the area. The questionnaire was
reviewed by academic colleagues who have undergone similar survey development and process. This was
done to ensure clarity and relevant questions were included in the research survey. Therefore, following [6]
employee BCB was measured as a multidimensional construct consisting of  4 dimensions. The BCB construct
was measured using 18 items adapted from [6]. In particular, brand helping behavior was measured using 8
items, sportsmanship 2 items, brand endorsement 3 items and self-development was measured using 5
items.

With respect to brand communication, the construct was considered as a one-dimensional construct.
Following [26] the construct was measured using 5 items. Moreover, brand training was treated as a one-
dimensional construct and 4 items were adapted from [5] and [8]. All the measurements representing three
constructs in the present study were joined into one single instrument and employees were asked to rate
their responses on 7-point Likert scale ranging from strongly disagree to strongly agree.

Data Analysis Technique

In this study, we analyzed our data by using partial least square (PLS) analytical approach. The study
employ this approach as it does not require data obtained to have multivariate normal distribution [27].
Similarly, technique was used as it was argued to be more appropriate for real world application and more
appropriate when dealing with complex model.

Common Method Bias

In line with [28], this study adopts procedural and statistical remedies in order to address the issue of
common method variance (CMV). With respect to procedural remedies, the study have taken measures
such as elimination of  item ambiguity and allowing respondents anonymous and assured them they could
answer question as honest as possible. On the other hand, statistical remedy, the study employed Harman’s
single factor test which is considered as the most widely used method to overcome the problem of  CMV.
Therefore, in the study the un-rotated factor analysis of  all the latent variables shows that no single factor
account for more than 50% of  the variance. Hence, CMV is not a problem in this study.

ANALYSES AND RESULTS

Measurement Model

In this study in order to refine and fit data for further analysis, PLS principal component analysis was used.
After confirmatory factor analysis (CFA), all the four dimensions of  BCB were retained. Although some
items with low loadings were deleted or in order to increase the average variance extracted (AVE) or
composite reliability (CR) as suggested by [27]. It was argued that items with loading of  0.4 to 0.7 should
be deleted only if  their deletion will increase AVE or CR. Therefore, all items loaded significantly on their
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respective constructs, hence showing items reliability. Similarly, CR of  all the variables is above the minimum
threshold of  0.70, hence indicating reliability of  all scales used in this study [29]. In the same vein, the
results indicated that the AVE of  all the variables in this study has exceeded the threshold value of  0.50.
Thus, indicating convergent validity of  all scales used in the study as contain in Table 1.

Table 1
Convergent Validity

Variables Items Loading AVE CR

BCB2 0.725 0.641 0.877

BCB6 0.845

BHB BCB7 0.774

BCB8 0.852

S-P BCB9 0.793 0.677 0.807

BCB10 0.851

BCB11 0.9 0.819 0.901

B-E BCB13 0.91

BCB14A 0.838 0.524 0.814

S-D BCB14B 0.731

BCB14D 0.655

BCB14E 0.658

BC1 0.872 0.675 0.912

BC2 0.781

BC BC3 0.816

BC4 0.799

BC5 0.838

BT1 0.822 0.716 0.91

BT2 0.883

BT BT3 0.825

BT4 0.853

Note: BHB= Brand Helping Behavior; B-E= Brand Endorsement; S-P= Sportsmanship; S-D= Self-brand Development;
BT= Brand Training; BC=Brand Communication.

To establish discriminant validity, this study employed PLS bootstrapping re-sampling with an iteration
of  5000 sub-samples out of  our sample (254 employees). Therefore, in order to ascertain the discriminant
validity in this study, [30] criterion was used. As contain in Table 2, the square roots of  the AVE of  all the
constructs are higher than the factor correlation, therefore indicating evidence of  discriminant validity
among the variables in the study.

Structural Model

Following the criteria suggested by [27], this study assesses the inner model. We first determine the path
coefficient as shown in table 2 indicated a supports for hypothesis 2 while hypothesis 1 was not empirically
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supported. In particular, the results revealed that brand training strongly influence employee BCB in
organization (��= 0.496, t = 6.793). In other words, this has shown that as the organizations provide
required training to employees, the employees reciprocate strongly by exhibiting BCB in order to achieve
brand goal. Furthermore, the results indicated insignificant relationship between brand communication
and employee BCB (� = -0.083, t= 1.292). This indicated that the respondents from the sampled
organizations view the brand communication as not adequate, hence affecting their ability to exhibit BCB.

Table 3
Results for Internal Branding and Employee BCB

Paths coefficient Beta Standard Error T Statistics Decision

BC � BCB -0.083 0.0643 1.292 Not supported

BT � BCB 0.496 0.0730 6.793 Supported

Furthermore, our study determines the R-square which predict the accuracy of  a model [27]. In
particular, the result revealed R2 value of  the dependent variable, employee BCB is 0.53, denoting that the
structural model accounts for about 53% of  the variance in employee BCB, thus is considered as moderate
in line with [31]. In addition, our study employ stone-Gesser criterion to assess the predictive relevance
(Q2) of  the endogenous variables indicators [32]. To determine the Q2 of  the model, we used PLS-SEM
blindfolding procedures in order to obtain the cross-validated redundancy measure for endogenous variable
[27]. Following the suggestion of  [33], the inner model of  this study is assumed to have predictive relevance
as contain in Table 3.

Table 4
Predictive Relevance (Q2)

Construct R2 SSO SSE Q²

BCB 0.53 3,048.00 2,363.14 0.225

DISCUSSIONS

The purpose of  this study was to explore the relationship between internal branding and employee BCB of
employee from telecommunication Nigeria. The internal branding literatures has established the importance

Table 2
Discriminant Validity

Constructs B-E BC BHB BT S-D S-P

B-E 0.905
BC -0.241 0.822
BHB 0.466 -0.439 0.801
BT 0.274 -0.589 0.6 0.846
S-D 0.503 -0.456 0.689 0.486 0.724
S-P 0.61 -0.153 0.595 0.298 0.425 0.823

Note: The bold values are the square root of  AVE
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of  internal branding as a key processes through which positive employee brand behavior can be encourage.
This study has provided the empirical evidence supporting the influence of  such practice as brand training
on employee BCB. The results of  this study shown that brand training have significant influence on employee
BCB. Our finding is in line with past studies [16], [34], [35] that brand training is an important internal
branding practice that exerts great impact on employee brand attitude and behavior. However, the finding
in this study has contradicted the empirical finding of  [22] in which insignificant relationship was found
between brand training and employee brand building behavior. Moreover, the finding have also provided
further support to the assumption of  social exchange theory [11].

In addition, contrary to our expectation brand communication was found not to have significant
impact on employee BCB. Our finding has contradicted the findings and arguments of  past studies [3],
[26]. One plausible explanation for the present finding may be that the employees are not provided with
enough brand knowledge as required to shape their brand attitude and behavior. This argument is further
supported by the argument put forward by [36]. They argued that for employees to behave in desired way,
brand information must be made enough to them. Another possible explanation to this finding is there
may be a gap between the information send to customers and the information employees receive through
internal communication. This argument finds support to the argument of  Henkel et al., (2007). The
researchers argued that in order to encourage employee brand consistent behavior, the brand promised
communicated to customers must be made available to employees. In addition, considering the employment
nature of  the respondents in the study, as more than 50% are either contract or temporary staff, therefore
they are provided with little knowledge about the brand.

In general, our study has extended the boundaries of  knowledge by providing further empirical
support to the impact of  internal branding practices such as brand communication and training on
employee BCB. Moreover, the study has uncover the need to implement internal branding to both
frontline and back stage employees in order to encourage them to exhibit BCB. In particular, the study
is in line with the underlying assumption of  theory in which employees are expected to reciprocate
with positive/negative for exchange for providing required brand communication and training.
Hence, our study has theoretically revealed the relationship between internal branding practices and
employee BCB.

The implication of  this study to management practice is that it has reveal the importance of  internal
branding as a process through which employee BCB can be encourage. As such, management should
attempt to use internal branding practice such as brand training to enhance their employee’s brand citizenship
behavior. In particular, management should use internal branding as a mechanism to enhance employee’s
ability to deliver brand promise made to customers in consistent manner so as to meet customer’s
expectations.

Limitation and Future Research Direction

Despite the revealed findings in this study, there are some limitations which may affect its empirical findings.
Moreover, some of  the limitations serve as a direction for future study. One of  the limitations of  this study
is the cross-sectional nature in which the data in the study were obtained. As such, future research can
address this by conducting longitudinal study so as to collect data over two or more times. In addition, the
study adopted quantitative method and rely on one single instrument to collect data from respondents.



Exploring the Impact of Internal Branding on Employee Brand Citizenship Behavior

321 International Journal of Economic Research

Hence, there is possibility that the respondents may not be willing to answer the questions correctly.
Therefore, future research can combine both qualitative and quantitative methods in order to carry out in-
depth investigation on the effect of  internal branding on employee BCB. Similarly, the study was conducted
on employees from telecommunication industry which is one out of  many industries in the service sector.
As such, this may limit the generalization of  the findings in the study as other industries may have specific
nature not shared by others. Thus, future research should consider other industry within the service sector.
Furthermore, the study focused on two internal branding practices, therefore future study is suggested to
include other determinant of  BCB such as brand leadership, recruitment, and reward in their model.
Similarly, further research is also suggested in another context so as to further validate the concept of
employee BCB.

CONCLUSION

The main objective of  this study is to investigate the relationship between internal branding and employee
BCB. In particular, the study is aimed at examining the impact of  such practices as brand communication
and brand training on employee BCB. Therefore, two hypotheses were formulated and empirically tested.
The empirical results have provided support to the impact of  brand training on employee BCB and
insignificant was found between brand communication and employee BCB. Hence, the study has contributed
to the body of  knowledge by further providing validating empirical evidence about the relationship between
internal branding and employee BCB.
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