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Abstract- Internal branding is thought to be a moderately new approach which help organizations to concentrate on the organizational
vision and values by on the whole passing on and focusing on one reasonable brand massage in order to improve the corporate brand
identity to all partners. Internal branding positively affects attitudinal and behavioral parts of employees. The adequacy of internal
branding relies on upon a comprehension of the internal and in addition the external condition of the organization. The purpose behind
review is to give a better understand of internal branding concept and to inspect the dimension of internal branding in the area of
marketing and human recourses. Researchers followed literature Review as the main methodology to review the existing knowledge to
build conceptual content to support for the proposed research directions. In view of the discussion, it proposes the future research
bearings in accordance with the empirical knowledge gaps. The review can help future research to contribute to existing knowledge
whilst organizationsare benefited with the insights shared on internal branding practices.
Index Terms- Internal Branding, Brand Commitment, Brand performance, Human Resources, Marketing

I. INTRODUCTION
Today, master HR as the best upper hand of associations in the third millennium years are the wellspring of major industrial
development and monetary advancement of nations, and specific regard for their positive part in branding is an obvious
need.Accordingly, employees as the main clients are the most capable and most critical calculates fortifying or debilitating the brand
and satisfying the commitment that is given to clients concerning the brand since they are in steady association with clients and
different employees (Ghorbani, Samiei Nasr &Amoozesh, 2015).In today's exceedingly focused situation, associations see brand from
alternate points of view. Branding was initially used to separate just tangible products, however now it is utilized to separate
individuals, places and firms as well.A brand is the disguised total of all impressions gotten by customers bringing about a particular
position in their mind depends on saw passionate and utilitarian advantages. Branding as a showcasing wonder is really the way
toward talking the estimation of association's service or item to buyers.It includes the making of psychological structures that assist
the intended interest group with organizing their knowledge concerning a specific item/association. Branding, be that as it may, is not
just a chance to shape client's recognitions as for the organization, it is additionally a chance to shape employees discernments too.The
brand should dependably convey value and the value must be characterized regarding the buyer, which may be the internal customer
or an external customer. Indeed, as per Jacobs (2003), a brand speaks to the relationship an organization has with its employees the
same amount of as it speaks to the relationship that it has with its clients. Along these lines the idea of employer branding started.
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Meanwhile, McLaverty, McQuillan&Oddie (2007) offered the accompanying definition for internal branding, which by exploring the
literature survey of the subject, one might say that it is a standout amongst the most far reaching meanings of internal branding.
Internal branding is an arrangement of vital procedures that organize the staff and give them the privilege to make a decent affair for
the client in a manageable way.

These procedures incorporate (yet not restricted to) internal communications, training support, Leadership activities, recognition and
reward programs, recruitment activities and survival elements. Expanding rivalry in administration parts and in businesses, for
example, hoteling, insurance, banking, protection et cetera is completely open.Unquestionably, in such conditions, holding the clients
and expanding their dependability turn out to be more troublesome step by step. Internal branding as another way to deal with making
client steadfastness has been examined through the channel of employees. Effective execution of internal branding can make a
scaffold amongst technique and its usage, and the principle segment of this extension are the staff.Henceforth, Aaker (2004) depicts
employees as a basic segment of an organization's image, particularly for service organizations, where the nearness of amiable, ready,
steadfast and proficient staff and furthermore purchasers devotion will be respected.
In the brand performance of a service association, the part of employees at all the levels has higher ramifications. The accomplishment
of a service brand is nearly connected with the behavior of the employees since they speak to the brand in the collaboration with the
client.The brand-related behavior of employees which is the result of brand knowledge is fundamental to make a steadier and special
brand correspondence in the service sector (Henkel et al., 2007). This goes past being pleasant and accommodating to the clients in
the service experiences. With regards to services, since the customer frequently see no difference amongst the individual conveying
the service and the association a deficient staff execution regularly brings about crevices between customer desires and the brand
promise. To empower employees to convey the guaranteed customer desires they need further knowledge about the brand value, trust
it and follow up on it in consistence with the qualities (Punjaisri, et al., 2009), (Punjaisri& Wilson, 2011). However the initial step is
to illuminate and make employees comprehend the brand value and the following stage is to make them act as per them
(Burmann&Zeplin, 2005).
Because of its overlapping existence, a lack of basic theory for Internal Branding inside and between controls of Marketing and HRM
appears to upset its affirmation.Aurand et al., (2005) analyzes the effective advancement of the internal branding convention might be
as reliant on HR activities as on those created in the marketing division. Despite very much reported internal branding, there gives off
an impression of being opportunity to get better among HR divisions as far as effectively conveying the corporate branding message.
Since HR experts who are accountable for internal communications normally does not have the promoting aptitudes, a large number of
the standards of purchaser publishing to internal communication that empower employees to “live” the vision of the brand also lack in
planning, creating and executing successful internal branding rehearses(Simi ,2014). The greater part of the examination has focused
on the employees point of view of internal branding there is less concentrate on the employee’s perspective of different internal
branding inputs and their results which should be contemplated for organizational ramifications (Alshuaibi&Shamsudin, 2016).
Adjusting Marketing and HR capacities is not a simple errand as they are not coordinated and at times both the divisions don't talk,
internal branding offers solution for this issue by blending best of marketing and HR hones. The effect of internal branding on brand
identification, brand commitment and brand performance has been inquired about in different context (Dissanayake & Neel &
Jinadasa, 2017.). Therefore this paper addresses to review the literature and different area of internal branding by addressing to
following mentioned objectives
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•

To review empirical arguments and insights on internal branding.

•

To examine the dimensions of internal branding in the areas of marketing and human resource perspective.

Taken after by the given foundation, researchers have sorted out the paper content with targets, procedure alongside theoretical
surveys on the said topics under particular segments to give clear discussions and finally it has given a conclusion before displaying
the suggestions for future reviews and practices.

Methodology
Through a thorough review of the past reviews on internal branding the crevices and gaps in the internal branding idea and its key
hugeness has been checked. In light of the bits of knowledge from a few research chips away at internal branding, this review has
received a thorough theory expanding on internal branding (Burman, et. al., 2009, King & Grace, 2009, Papasolomou&Vrontis, 2006)
Further, special focused has been made to review the antecedents and consequence of the concept of internal branding and its
behavioral connections with different brand related concepts. It has organized the empirical contents validate the concept of internal
branding as one of the needed concept to be further examined with different contexts.

11. LITREATURE REVIEW
Internal branding depends on the basic idea of being employee centered. Lloyd (2002) contends employer branding is “total of an
organization's endeavors to convey to existing and imminent staff that it is an alluring work environment”. Literature is starting
broadly with a discussion of the concept of Internal branding, followed by an insight within the dimensions of internal branding,
antecedents and consequences. The different perspective of internal branding included in this section.
Internal Branding
Internal branding (IB) is a subset of internal marketing which concentrates on the improvement, fortification, and maintenance of the
brand. This idea risen in 1970 by Berry et al. In 1976 it was suggested that employees are the same as internal clients who ought to be
happy with the organization. This idea has developed more than three decades to wind up plainly a multi-dimensional idea. While a
few scientists, for example, Chang (2009), and Punjaisri& Wilson (2007) trust that internal marketing is operational through internal
communication, others, for example, Nahavandi (2008), and Gazen (2007) trust that training is the most essential dimension.
Moreover, internal marketing exploration is the most essential dimension (Porricelli et al., 2014,). King and Grease (2008) contend
that internal brand management is more imperative than “internal communication with the brand” and trust that a far reaching system
of intellectual and passionate preparing is fundamental for the acknowledgment of this demand (Porricelli, 2013, p. 15). Accentuation
on internal brand in recent marketing, needs to take part in practices that consent to the brand (Helm, Renk, & Mishra, 2016). Internal
brand management works as a potential device in acquiring competitive advantages.It, through the production of a solid brand, makes
it troublesome for the contenders to debilitate and duplicate the brand's position (as far as client unwaveringness, market share and
premium). Albeit proficient advertisers are the fundamental players in making and keeping up strong brands, the defenders of internal
brand management trust that employees, paying little respect to their various leveled part or performance in the organization, assume
an imperative part in the making of upper hand through branding. Albeit every employee has a different level of commitment in
“brand life”, the commitment of each of them in the development of a strong brand is verifiable (Burmann,et.al., 2009, p.
265).Burmann&Zeplin (2005) contend that internal brand management comprises of three levels. The main level is human recourses
management which depends on the brand and accentuates individual character of the brand through enrollment and advancement of
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the employees. Truth be told, this alludes to the hierarchical socialization of employees through introduction, education, and social and
instructive projects to guarantee comprehension of brand identity. The following influence is to strong the brand among employees
through the making of awareness and internal communication.The last use is the brand leadership which is empowered at all
hierarchical levels and alludes to the employees who live with the brand. Burmann&Zeplin (2005) assert that playing with these
influences, internal brand management made brand communication thus of which brand citizenship behavior was made.Burmann,et.al.
(2009) recommended another rendition of internal brand management in which three influences have been anticipated: brand identity,
brand communication and brand leadership (Porricelli, 2013, p. 15).
Internal branding assumes an urgent part in the fruitful usage of business technique. These days organization's most capable methods
for conveying a characterized brand experience is just through the support and intermediation of its workers and by viably conveying
on the brand promise.This is the main way that business procedure can effectively be executed, empowering strategies for success to
be accomplished. Or, then again simply say - disregard internal branding and you are probably going to taking in question your
business. Given that brand has moved towards being a client encounter idea, the capacity of employees to convey that experiencehas
turned out to be progressively remarkable. The significance of the part of employees in service and service related businesses is
unchanging
HR Construct of Internal Branding
Employees are viewed as a critical component in the brand management, since they speak to the brand in the connection with the
client. HR office needs to make the employees understand that they are adding to brand's present accomplishments by demonstrating
to them how their parts and obligations help the brand in prevailing in its central goal. Brands that don't make the employees feel
that the brand's accomplishments are their own particular don't make employees commitment. It improves the conveyance of the
brand promise to live up to client's image desires by means of different communication implies (Drake et al., 2005 and Punjaisri et.
al., 2009). This requires connecting with the employees. Internal branding is the way toward drawing in employees in the branding
procedure, which empowers them to all the more effectively speak to the brand's qualities to outside crowd (Keller, 2013). Building
an internal brand is the most critical part of any organization in the period of worldwide rivalry. In this manner it is important to
acquire employee responsibility and make a connected with workforce. As indicated by Wallace et.al (2014), the employee’s state of
mind and behavior must speak to organization's image, value and culture. Internal branding empowers the employees to know the
estimations of the brand, to build up an uplifting demeanor towards the qualities and to build up the abilities to convey on the
estimations of the brand (Punjaisri et.al. 2007). Internal brand management encourages the procedures which help the
representatives in “living the brand “of the association.

Internal Branding -Antecedents
Knox and Freeman (2006) directed an observational review to gauge the parts of manager brand image amid employee enrollment.
The managerial ramifications of building up a more reliable manager brand image in the enlistment market are talked about by them.
As per Hersey and Blanchard (1996), values mirror the rights and wrongs in associations. This was additionally upheld by another
review which demonstrated that incongruence between individual esteems and those of the a\organization can prompt employee
doubt, bring down execution and profitability and decreased nature of yield (Harshman& Harshman,1999). As per Peterson's (2004)
hierarchical model of employees’ commitment, the worker turnover aims, worker persistence, work fulfillment and objectives are
affected by the employee organizational connections, for example, employee manager relationship, person organization fit and person
job fit, collaboration with companions and organizational support. In their latest meta-investigation, found that P-O fit has strong
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connections with employment fulfillment and organizational commitment and a more direct relationship with intention to quit.
Papasolomou&Vrontis (2006) have bolstered that internal branding utilizing internal communication and training upgrades
employee’s unwaveringness.As per Zucker (2002), internal communication ought to be the primary purpose of center in internal
branding programs. These reviews demonstrate that employees are the significant connection amongst organization and clients. The
employee’s convictions about the company's way of life influence the legitimacy of self-determination choices (Cable and Judge,
1996) and influence their post-section performance (Schein, 1985). These reviews have set up how hierarchical culture speaks to the
essential suspicions and qualities learned by the individuals from the organization, passed on to newcomers, and confirm by the
courses in which individuals carry on in the working environment.
The arrangement of satisfactory performance input is critical for the making of a profitable situation in which employees can
accomplish their own and organizational goals (Furnham, 2002). This is clarified by management support and state of mind alongside
leadership.Tosti and Stotz (2001) clarified in their exploration that management mentality is worried with the degree and nature of
obvious bolster given by management to the internal branding program. Punjaisri et al. (2009) have demonstrated that the coordination
of HR and marketing is the key for effectively executing internal branding and inducing positive results, for example, employees
brand image brand commitment, brand loyalty and brand related behaviors.
Internal Branding –Consequences
The current investigation of Punjaisri and Wilson (2007) delineated the interceding impact of the states of mind on the connection
between internal branding's apparatuses and employees brand performance. Punjaisri et al. (2009) has directed research to comprehend
the results of internal branding on employees brand supporting practices. They have highlighted the significance of an integrative
internal branding structure enveloping capacities, for example, HR and marketing. Boyd and Sutherland (2006) led four distinctive
observational reviews in associations where employees recognized “living the brand”. They demonstrated an employee branding
model, which concurring them, is a self-fortifying cycle which highlighted the significance for organizations to urge their staff to “live
the brand” so as to acquire employee brand commitment.
Burmann and Zeplin (2005) contended that internal branding causes a mutual comprehension of a brand over an association and a
viable internal branding effort initiate’s employees brand commitment. Employee engagement is an imperative apparatus for the
maintenance of ability. Numerous experts, for example, Baumruk (2004) and Ferguson (2007) have demonstrated the connection
between work environment variables and engagement. Explore associations, for example, Gallup (2006) and Hay Group (2002) have
done research in the region of engagement. The foresaid review denotes that human assets have a strong concentrate on individuals
have exhibited a noteworthy effect on upgrades in employee fulfillment and performance. It is a region where thorough scholastic
research is required. A review by Ind (2007) clarified that when an organization has a strong philosophy and qualities, representatives
will probably take part to the organization's advantage.
Incubate and Schultz (2001) perceive the essential part that organizational culture may play in producing a picture to outside partners.
This paper has depicted corporate marking as a corporate device whose effective application relies on taking care of the setting in
which it is utilized. A model to help directors examine setting as far as the interaction between vital vision, organizational culture and
corporate picture was additionally presented. Organ (1997) has clarified organizational citizenship that contributes in a roundabout
way to the association through the support of the organization's social framework. It has been of expanding enthusiasm to both
researchers and managers and has shown the employee behavior. Aaker (2004) has led many reviews on the ideas of brand equity and
brand identity which demonstrated that brand equity is in the heart of branding research.
CMA (Canadian Marketing Association) Branding and Strategic Planning Council led three sequential studies comprising of a
progression of research activities to concentrate the prescribed procedures for internal branding. The principal activity was an online
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study with 475 respondents crosswise over businesses that analyzed how associations view and execute Internal Branding hones. The
outcomes were in this way distributed by the CMA in 2006. They did additionally studies to set up the same in 2007 and 2008. The
writing has contended for the impact of internal branding on employees brand supporting behaviors. This was inquired about by de
Chernatony et.al (2001; 2006). As per their review, internal branding could shape employee's behavior is to a great extent in view of
the presumption that when employee comprehend and are committed on the brand values innate in the brand promise, they will
perform in ways that satisfy client's brand desires. As indicated by Zeithaml and Gremler (2006), to guarantee that their employees can
convey the brand promise, the organization needs to participate in any exercises that guide their employees in their capacity to convey
on brand promise, for example, training motivating, rewarding, recruiting, fulfilling and providing equipment and innovation.
Techniques and Tools of Internal Branding
Internal Communications: otherwise called Employee Communication – is at its most fundamental, encouraging vital associations
and discussions inside your organization. This communication happens between pioneers, managers and employees or distributed,
from pioneer to-pioneer or employee to-employee, for instance.
Training Support: Helps, gadgets, hardware, and services given to encourage productive operation and upkeep of processor
framework.

Leadership Practices: It is a leadership behavior or that you rehearse deliberately consistently. Here are a few criteria for a powerful
leadership practice.

Reward and Recognition: In spite of the fact that these terms are regularly utilized conversely, reward and recognition frameworks
ought to be considered independently. Employee compensate frameworks allude to projects set up by an organization to reward
performance and motivate representatives on individual or potentially bunch levels. They are ordinarily viewed as isolated from
compensation however might be financial in nature or generally have a cost to the organization. While already considered the area of
huge organizations, independent ventures have likewise started utilizing them as an apparatus to bait best employee in an aggressive
occupation advertise and also to build employee performance.
As noted, despite the fact that employee recognition projects are regularly joined with reward programs they hold an alternate reason
inside and out. They are expected to give mental prizes: a monetary advantage. Albeit numerous components of outlining and keeping
up reward and recognition frameworks are the same, it is valuable to remember this distinction, particularly for entrepreneurs inspired
by propelling staffs while minimizing expenses.
Recruitment Practices: The way toward finding and contracting the best-qualified candidate (from inside or outside of an
association) for an employment opportunity, in a convenient and savvy way. The enrollment procedure incorporates dissecting the
necessities of an occupation, pulling in employees to that occupation, screening and choosing candidates, contracting, and
coordinating the new employee to the organization.

Sustainability Factors: Supportability has turned into a huge issue in the famous press, corporate meeting rooms, political fields and
the scholarly community. As indicated by the OECD's definition, maintainability signifies “connecting the monetary, social and
ecological targets of social orders balanced” and “about the results of today's exercises which address the difficulty of reasonable
improvement and require that the procedure through which choices are come to is educated by the full scope of conceivable outcomes,
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and is responsible to the general population” Sustainability demonstrates both difficulties and open doors for associations and it can
beat financial weights and fit the future needs of the earth.
Effect of internal Branding and Brand Commitment
Sense of duty regarding the association mirrors employees' inclusion and impedance with the organization's objectives and their
enthusiasm to proceed with their works in the association. Organizational commitment can be characterized as one's feeling of having
a place with the organization and their awareness of other's expectations towards the organization's objectives. It additionally implies
giving the social framework one's vitality and fidelity (Ng and Feldman, 2011). In connection to the attributes of employees,Podsakoff
et al. (2000) contend that the investigation of organizational commitment is notable in the territory of organizational citizenship
behavior. On account of corporate brand, brand commitment (BC) is synonymous with organizational commitment (Porricelli et al.,
2014, p. 746) Brand commitment is a key component in organizational accomplishment of numerous enterprises, for example, tourism
and hotel industry (Ahn, Hyun, and Kim, 2016, p. 332). What is imperative in this exploration is the idea of employees' commitment
regarding the organization's brand. Brand commitment has been characterized as the mental and passionate association with the brand.
Truth be told, brand commitment is the powerful urge of the organization's employees to ensure that brand. Creating a commitment to
a brand, one knows the brand as his/her identity and nature and experiences all the push to ensure the brand (Punjaisri, Wilson, and
Evanschitzky, 2009). Burmann and Zeplin (2005) characterize brand commitment as the mental connection of employees to the brand,
the inclination of employees for the brand, and endeavor to accomplish the objectives and techniques of the brand. The formation of
the idea of brand commitment is a critical component in fortifying and accomplishment of internal brand (Ahn et al., 2016, p. 332).

Brand Performance
Brand performance alludes to how fruitful a brand is in the market. It means to quantify the vital accomplishments of a brand.
Subsequently, monetary measures are unseemly for this develop. Brand awareness, brand identity brand loyalty, brand citizenship
behavior were proposed as critical performance of a brand Chaudhuri (2002) Punjaisri and Wilson (2011)Since brand awareness and
loyalty have been talked about in the above research. There is a positive and significant connection between the internal branding and
brand citizenship behavior. These outcomes are predictable with the discoveries of HadizadehMoghadam et al. (2012) and
ZulfiqarNasab and ZulfiqarNasab (2013) contemplated the connection between the internal branding and brand performance in their
research.

111. CONCLUSION
The idea of internal branding is very much acknowledged in the service sector. The research finds internal branding is presently basic
for all forefront employees occupied with service sector. To apply Internal Branding a few instruments and strategies must be
connected, for example, Internal Communication, Training and Support, Leadership Practices, Rewards and Recognition, Recruitment
Practices and Sustainability Factors so that Internal Branding is useful in conveying the brand guarantee to the clients (VarunandIndu
and Ashish, 2015).
Internal branding is contended to be instrumental in impacting employees' states of mind and forming their practices to be lined up
with a brand, by making employees' comprehension of brand values and connecting with them in living brand reality (Kotter and
Heskett, 1992). Living the brand or item is show in brand supporting mentalities and behavior. When one disguises the brand value he/
she will have the capacity to convey the brand guarantee and experience to the outside partners adequately (Cushen, 2009). In this
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specific circumstance, internal branding is an intense instrument for attitudinal and behavioral adjustment in the organizations
essential for the brand survival and brand sustainability over the long haul (Burmann&Zeplin, 2005). Meanwhile, the empirical gaps
have been highlighted referring to services sectors including financial services as a context to be examined how branding related
stimulus influence brand evaluations including brand trust (Dissanayake, 2015; Dissanayake& Ismail, 2015). Thus, services sector is a
highlighted notion to be surveyed with branding perspectives.
As employees are a definitive brand ambassadors and brand advocates, the HRM practices ought to be adjusted and facilitated well
with the marketing exercises to advance brand supporting practices that are vital to brand value conveyance to outside constituents
(Burmann and Zeplin, 2005). In this paper, we recommended a few practices we accept are vital in disguising the brand value
suggestions among employees. While the practices are not thorough, we trust that a decent HRM framework gives a workplace and a
work condition that is helpful for the advancement, support, and working of brand practices through different works on, starting with
the enlisting endeavors. At the point when the best possible framework is set up, it is, in this way, feasible for the inside partners, i.e.
the employees to live the brand and turn into the brand.
Future benefit and supportability of present day organizations rely on upon intellectual capital of the organization and its capacity to
co-make with employees. It is thusly correlated that internal branding marking be verbalized with vision, mission, and key objectives
that convert into practices and gauges of behavior. Specialist prescribes that future reviews ought to focus on
Investigating key viewpoints and measurements of internal branding in assembling firms and organizations.


Operationalizing internal branding measurements in connection to performance management



Encouraging correspondence and discourse amongst HR and Marketing.



Future research ought to concentrate on behavioral parts of internal branding.



Focused research ought to be done with HR experts, Marketing expert and Branding specialists.



The bits of knowledge of the writing survey and case rehearses said in this paper could be additionally contemplated in
future investigates to see how arranging internal branding in both all sectors in worldwide settings ought to be overseen
by highlighting branding related angles as all-encompassing perspective somewhat constraining to a practical specialty.

Further this review can be a reminder to numerous various sectors who have restricted mindfulness on the colossal capability of
internal branding on brand behaviors and maintaining its upper hand. Thus, future research works are encouraged to investigate the
concept of internal branding alongside the related concepts referring to empirical gaps claimed in different study contexts.

1V. REFERENCES
[1] Aaker, D.A (2004), Leveraging the corporate brand, Californian Management Review, Vol. 46 No. 3.
[2] Ahn, Y. J., Hyun, S. S., & Kim, I. (2016). City residents’ perception of MICE city brand
Busan, South Korea.Asia Pacific Journal of Tourism Research, 21(3), 1-26.
[3] Alushuaibi A.S.I. and.Shamusudin F.M. (2016). The Role of Human Resource Management
Of Social and Behavioral Science.

orientation and their brand citizenship behavior: A case study of

Practices in Enhancing Internal Branding, the European proceeding

[4] Aurand T. W., Gorchels L. and Bishop T. R., (2005) Human resource management’s role in internal branding, an opportunity for cross- functional brand message
Synergy, Journal of Product Brand Management, 14(3), 163-169
[5]Baumruk, R. (2004) the missing link: the role of employee engagement in business success. Workspan, Vol 47.p. 48-52.
[6] Boyd G. and Sutherland M. (2006) Obtaining employee commitment to living the brand of the organisation.South African Journal of Business Management. Vol.
37.
[7] Burmann, C. and Zeplin, S. (2005) Building brand commitment: A behavioral approach to internal brand management. Journal of Brand Management. Vol. 12, No.
4. p. 279-300.

www.ijsrp.org

International Journal of Scientific and Research Publications, Volume 7, Issue 8, August 2017
ISSN 2250-3153

124

[8] Burman, C., Zeplin, S and Riley, N (2009), Key Determinants of Brand Management Success: An exploratory empirical analysis, Journal of Brand Management,
vol.16, pp.264-284
[9] Cable, D.M., Judge, T.A. (1996). Person-organization fit, job choice decisions and organizational entry. Organizational Behavior and Human Decision Processes.
Vol. 67. p. 294-311.
[10] Cushen, J. (2009). Branding employees. Qualitative Research in Accounting & Management, 6(1/2), 102-114.
[11] de Chernatony, L. (2000) Developing corporate brands through considering internal and external stakeholders. Corporate Reputation Review. 3 (3). p. 268-274.
[12] Dissanayake, D.M.R., Wastantha, H.L.N. and Jinadasa, M.P.K. (2017). The Role of Organizational Creativity towards Innovations: A Conceptual Review on
Services Sector Research Directions, Journal of Social Sciences – Sri Lanka, Faculty of Social Sciences, University of Kelaniya, Sri Lanka. 09 (01): 12-19.
[13]Dissanayake,D.M.R. &Ismail,N. ( 2015). Relationship between Celebrity Endorsement and Brand Attitude: With Reference to Financial Services Sector Brands in
Sri Lanka, Conference Proceedingsof International Conference on Business & Information (ICBI), 1-22.
[14] Dissanayake,D.M.R. (2015). Factors Determine the Customer-Celebrity Relationship towards Perceived Celebrity Endorsement: Propositions to
Hypothesize Future Studies in Sri Lankan Service Sector, Sri Lanka Journal of Marketing, Vol1, and Issue 2, 22-35.
[15]Furnham, A. (2002) Work in 2020 Prognostications about the world of work 20 years into the millennium. Journal of Managerial Psychology. 15. p. 242-50.
[16] HadizadehMoghadam, A., Jamali, Sh. &Rezaei, M. (2012). "The impact of internal branding and brand citizenship behavior in the hotel industry”, Volume 16,
Issue 3, Pages 203-223.

[17] Hersey, Paul and Kenneth H. Blanchard, and Dewey E. Johnson, (1996). Management of Organizational Behavior: Utilizing Human Resources, 7th ed. (Upper
Saddle River, N.J.: Prentice Hall, p. 188-223.
[18] Helm, S. V., Renk, U., & Mishra, A. (2016). Exploring the impact of employees’ self-concept, brand identification and brand pride on brand citizenship behaviors.
European Journal of Marketing, 50(1/2), 58-77.
[19] Henkel, S., Tomzcak, T., Heitmann, M., and Herrmann, A. (2007) Managing brand consistent employee behavior: relevance and managerial control of behavioral
Branding, Journal of product and brand management, Vol. 16, issue 4/5, pp 310-320
[20] Jacobs, R. (2003) Turn employees into brand ambassadors. Bank Marketing. 35(3): 22-6.
[21] Keller, K. (2013). Strategic brand management (2nd Ed.). New York, NY: Pearson Higher Ed.
[22] Knox S.D., Freeman C. (2006) Measuring and Managing Employer Brand Image in the Service
716.

Industry. Journal of Marketing Management, 22 (7). p. 695-

[23] Kotter, J., &Heskett, J. (1992). Corporate culture and performance. New York, NY: The Free Press.
[24] King, C and Grace, D (2009), Employee based brand equity: a third perspective, Service Marketing Quarterly, Vol.30, pp.122-147
[25] MacLaverty N., McQuillan P. and Oddie, (2007) Internal Branding Best Practices Study, Canadian Marketing Association
[26] Mahmood Ghorbani;Mahmood Samiei Nasr;Mojtaba Amoozesh. (2015). The impact of internal branding on employees brand promise (Case Study: Samen credit.
GMP Review, V18(5).
[27] Ng, T. W. H., & Feldman, D. C. (2011). Affective organizational commitment and citizenship behavior: Linear and nonlinear moderating effects of organizational
Tenure. Journal of Vocational Behavior, 79(2), 528-537
[28] Papasolomou, I and Vrontis, D (2006), using internal marketing to ignite the corporate brand: the case of the UK retail bank industry, Journal of Brand
Management, Vol.14 (1/2) pp.177
[29]Papasolomou, I. &Vrontis, D. (2006) Building corporate branding through internal marketing: the case of the UK retail bank industry. Journal of Product &
Brand Management. 15(1):37-4.
[30]Peterson, S. (2004) toward a theoretical model of employee turnover: A human resource development perspective. Human Resource Development Review, 3(3),
209-227.
[31] Podsakoff et al. (2000). Organizational citizenship behaviours: A critical review of the theoretical and empirical literature and suggestions for future research.
Journal of Management, 26 (3),513-563
[32] Punjaisri, K., H. Evanschitzky and A. Wilson (2009b) internal branding: an enabler of employee’s brand supporting behaviors. Journal of Service Management.
20(2). p. 209- 26.
[33] Punjaisri, K. and A. Wilson (2007) The Role of internal branding in the delivery of employee brand promise. Journal of Brand Management.
[34] Punjaisri K. and Wilson A.(2011), Internal branding process: key mechanisms, outcome and moderating factors, European Journal of Marketing, 45(9-10), 15211537

www.ijsrp.org

International Journal of Scientific and Research Publications, Volume 7, Issue 8, August 2017
ISSN 2250-3153

125

[35] Punjaisri, K (2007), The Role of Internal Branding in the Delivery of Employee Brand Promise, Journal of Brand Management, vol.15, no. 1, pp. 57-70
[36] Porricelli, M. S. (2013). The antecedents and consequences of brand citizenship behavior (Doctoral dissertation, UMI 3552688). H. Wayne Huizenga School of
Business and Entrepreneurship Nova Southeastern University.
[37] Porricelli, M. S., Yurova, Y., Abratt, R., &Bendixen, M. (2014).Antecedents of brand citizenship behavior in retailing. Journal of Retailing and Consumer
Services, 21(5), 745-752.
[38] Simi J.(2014)Strategic Perspective of Internal Branding: A Critical Review.European Journal of Business and Management, Vol.6, No.34,
[39] Tosti, D.T. and Stotz, R.D. (2001) Building your brand from the inside out. Marketing Management. Vol. 10, No. 2. p. 27-33.
[40] Varun K, Indu B and Ashish K. (2015)Internal Branding: A Review of Indian Hotel Industry,Advances In Management, Vol. 8 (11)
[41] Wallace, E., de Chernatony, L. &Buil, I. (2014). Building bank brands: How leadership behavior influences employee commitment. Journal of Business
Research, 66(2), 165-171.
[42]Zucker, R. (2002) More than a Name Change - Internal Branding at Pearl. Strategic Communication Management. Vol. 6. No. 4. p. 4-7.
[43] Zeithaml, V., Bitner, M. J., and Dwayne Gremler (2000) Service Marketing: Integrating Customer Focus across the Firm. 6th ed, New York, NY: Irwin
McGraw-Hill Publishing.
[44] ZolfagharNasab, M. &ZolfagharNasab, M. (2013), "Studying the relationship between the internal branding with brand performance", International Management
Conference, challenges and solutions.

AUTHORS
First Author – K.A.ApekshaNirmali, PhD student, Management and Science University, Malaysia,apeknir@gmail.com.
Second Author – Prof.Dr.MohdShukriAbYajid, President, Management and Science University, Malaysia,mshukri1007@gmail.com
Third Author – Prof.Dr.AliKhatibi, Management and Science University, Malaysia, alik@msu.edu.my
Third Author – Dr.S.M.FerdousAzam, Management and Science University, Malaysia,drferdous@msu.edu.my
Correspondence Author –K.A.ApekshaNirmali,PhD student ,Management and Science University ,Malaysia,apeknir@gmail.com
+94718002903

www.ijsrp.org

