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Abstract:

The idea of employee engagement is still alive after around two decades from its appearance in both management and
psychology literature. Employee expectations around the world is changing and they expect a lot out of the working
environment, that is, career-development, challenging work, leadership roles, global exposure and the list goes. Matching
these desires calls for creation of a culture of engagement in the organization. Whereas, the concept of brands and branding,
widely used as a marketing tool, are also not new to the firms. Developments in branding literature highlighted the
applicability of branding from products and services to company and from company to entire corporation where involvement
of all stakeholders became crucial. Branding in customer or marketing context is nothing but attracting, engaging and
retaining existing and potential customers. The current study also tries to apply the same logic to existing and potential
employees of an organization by reviewing the supporting literature. Thus, employee engagement in practice is seen as
creating alignment with the organizations’ goals and, particularly in the case of corporations, with the organization's brand.
This has created a link between employee engagement and corporate branding, which argues for a closer alignment between
the employees’ values and those of the corporate brand. This paper therefore seeks to explore and demonstrate the link
between the two concepts, i.e., corporate branding and employee engagement through developing a framework. Four bodies
of literature, that is, employee engagement, corporate branding, internal branding, employer branding were considered for
review. Selected papers were examined for the proposed framework in the study based on their implications that
conceptualize the relationships between employee engagement and corporate branding. Furthermore, this exploratory study
provides a solid platform for further research in this area.

Keywords: Employee engagement, corporate brand promise delivery, employer branding and internal branding.

1. Introduction

Successful corporate stories have been scripted on the contributions of the engaged workforce. Employees who categorized under
engaged are profoundly express themselves emotionally, cognitively and physically during their role performances in the organization.
They act as drivers for market, financial and overall corporate growth and success. Engaged workforce always extend themselves to
give stellar performance and also strive continuously to reach extra miles and set new benchmarks. Therefore, employee engagement
has received significant attention among CEO’s, HR’s and business leaders of many organizations across the globe. Connecting
employees with the organization will be critical and also be a competitive advantage in the diversified nature of work and the
workforce. In the future, the ability to make employees to stay and engage with the work and company for longer period is going to be
one of the toughest organizational challenges. Owing to this, enhancing employee engagement may therefore be the ‘deal-breaker’ for
organizations seeking sustainable corporate success.

Further, companies need to realize the change and understand the conditions that enhance the employee engagement and also create a
work culture where competitors find very difficult to imitate. A central intangible asset ‘that a company will not have to share with
others or competitors find very difficult to imitate’ is the organization’s brand (Kotler & Pfoertsch, 2007; Keller, 2003; Olins, 2000).
Therefore, organizations are using branding as a strategic tool for the business success. However, brands and branding are not new
concepts to firms where most of the companies considered them as important and applying in more diverse settings (Wentz and
Suchard, 1993). A strong and well-managed corporate brand qualifies as a sustainable valuable resource and also a powerful
navigational tool to all stakeholders, which includes not only existing employees and shareholders, but also potential employees
(Balmer and Gray, 2003).
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An effective and successful corporate brand takes its starting point within the organization (Hatch & Schultz, 2008, 2001; Balmer &
Gray, 2003). That is, internal stakeholders are considered to be most valuable assets and play a major role among all stakeholders in
the overall corporate branding process (Foster et. al., 2010; Harris & Chernatony, 2001). Therefore, the two stand-alone concepts from
the branding literature, that is, employer branding and internal branding were identified for the study. Internal branding can be used to
guide employees to act and behave in accordance with the brand and to deliver brand promises to customers (Foster et. al., 2010).
Similarly, the concept of employer branding arose in the early 1990’s and it is rooted in the idea that brands and human capital are one
of an organization's most valuable assets to be considered. In order to attract potential employees and also to engage and retain the
existing employees with the organization and corporate brand, the concept of employer branding evolved from the fields of human
resource management and brand management (Backhaus & Tikoo, 2004).

While employer branding is concerned with positioning the organization as an attractive employer in order to attract potential
employees and to retain current employees, internal branding focuses on current employees' fulfillment of the brand promise proposed
to external target groups. Although the objectives of employer branding distinguish with the objectives of internal branding, but both
focus on the target group of employees in the overall corporate branding process. Thus, engagement in practice is seen as creating
alignment with the organizations’ goals and, particularly in the case of corporations, with the organization's brand.

Few studies (Ahmed et. al., 2014; Jacobs 2003; Thomson et. al., 1999) discussed the relationship between employee engagement,
commitment and staff understanding with employee brand equity. Limited research has been carried in these areas and understanding
the relationships among internal branding, employer branding and employee engagement are still evolving. Although internal
branding and employer branding are fundamentally interrelated and has been overlooked. The current study tries to explore the link
between internal branding, employer branding and employee engagement from the available literature. Further, the study demonstrates
the link between employee branding practices and employee engagement through a proposed conceptual framework. The focus of this
paper was service organizations and customer touch points that is front-line employees, since they act as a crucial interface between
the organization and external stakeholders (King, 1991).

2. Employee Engagement

Employee engagement, as a concept that has developed overtime, and identified as challenging term presented in the literature. It has
been defined in many ways by academicians, consultancies and companies, so much so that the term has become ambiguous to many
and difficult to identify two people defining it similarly (Macey & Schneider, 2008a). Most of the studies, conceived engagement as a
psychological or affective state, or/and as a performance construct, or/and as an attitude, or/and even relate to other constructs like
altruism or initiative (Macey & Schneider, 2008a). A little consensus has been reached in the engagement literature as to identify
which definition is the ‘best suitable’ or atleast widely accepted logical and reasonable model of employee engagement (Robertson &
Markwick, 2009). Therefore, the present study categorized engagement literature into four categories, in order to conceptualize the
term employee engagement for the study.

The term employee engagement was first defined by Kahn in 1990 based on ‘Need-Satisfaction Approach’ (Maslow, 1970) and
considered as the pioneer in engagement research. Kahn (1990) defined employee engagement as “the harnessing of organization
members’ selves to their work roles, in engagement, people employ and express themselves physically, cognitively, and emotionally
during role performances (p. 694). Engagement as a ‘psychological state’ and proposed that engaged individuals use all aspects of
themselves to the successful completion of work activities (Kahn 1990, p.700). Most of the engagement studies, draw on the bases of
Kahn’s conceptualization and common theme running through all these engagement definitions.

Burnout researchers originally defined employee engagement as the opposite of burnout which falls under ‘Burnout-Antithesis’
literature refer engagement as both psychological and emotional state “persistent, positive affective- motivational state of fulfillment’
(Maslach et.al.2001, p.417). Employee engagement has subsequently been redefined as being composed of three slightly different, but
related, components: vigor, absorption, and dedication which is further refined as a positive, fulfilling, work-related state of mind
(Schaufeli et. al. 2002). According to Shirom (2003), employee engagement has been conceptualized as a separate psychological state
and identified flow, commitment and peak experiences as constructs of engagement. Similarly, Welfad (2008) critically examined the
concept of employee engagement and provided empirical evidence regarding its validity as a work related construct.

Third category of literature focuses more on behavioural outcomes of engagement and categorized under ‘Satisfaction-Engagement’
literature. Employee engagement has been linked to business unit outcomes, that is, customer satisfaction, safety, turnover,
productivity and profitability (Harter et. al., 2002). Similarly, several other studies explored the role of managerial self-efficacy,
management style and practices affect the level of engagement, optimism and performance of teams (Arakawa & Greenberg 2007;
Luthans & Peterson., 2002).

A notable benefit of employee engagement has been categorized under ‘Multidimensional Literature’ where engagement has been
positively associated with attitudinal organizational constructs like organizational commitment, organizational citizenship behaviour
and job satisfaction (Kamalanabhan et al., 2009; Koyuncu et al., 2006; Saks 2006); Job involvement (Rich et. al., 2010), workplace
optimism (Medlin & Green, 2009), employee psychological and physical well-being (Attridge, 2009; Camkin, 2008; Kinnunen et. al.,
2008; Schaufeli et. al., 2008; Koyuncu et. al., 2006). It has been negatively associated with the outcomes that organizations wish to
minimize are intentions to quit (Saks, 2006; Harter et al., 2002) and absence frequency (Schaufeli et. al., 2009). Furthermore, engaged
workers are more creative and more willing to expend discretionary effort than unengaged workers, which benefits organizations not
only financially, but also behavioural (Bakker & Demerouti, 2008).

Corporations are where the concept of engagement ultimately puts into action, hence, they provided great insights to engagement and
how it can use in the reality. Dell (2008) refers engagement as “giving time and talent to team building”. Similarly, Vodafone defines
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employee engagement as “an outcome measured or seen as a result of people being committed to something or someone in the
business - a very good effort that is willingly given” (Suff 2008 cited in Robertson & Markwick, 2009). Furthermore, majority works
on engagement are carried by consultancies. Similar to corporate and academicians, consultants also defined engagement as a
psychological aspects of employment and additionally, they highlighted the importance of organization and its role; aligning
individual and team performances with organizational objectives and achievements; creating the cultures that value, respect and
encourage staff and their needs (CIPD, 2007; Baumark & Marusaz, 2004). They defined engagement as a “state of mind where people
involve themselves fully and have considerable energy and passion for their work and an intellectual and emotional connection to their
work and firm” (Robertson & Markwick, 2009; Conference Board, 2006; Baumruk & Marusarz, 2004; Blizzard, 2004; Towers Perrin,
2003).

Therefore, from the literature, study identified the notion of employee engagement and its associated behaviors in an organization
depends on individual identification and identities (who am 1?), Internalization (what do I believe?), psychological ownership (is it
mine?) and commitment (will I stay?). These four elements of individual-organizational relationships have been the subject of intense
research and speculation, and are at the core of modern human resource management. Firstly, Social Identity Theory (SIT) is the base
for understanding the link between individual identity and identification with the organizations which answers the question ‘who am
1?7’ .This helps in forecasting whether someone will fit the organization and be able to become an effective performer (Ashforth &
Mael 1989). Secondly, organizations are striving for employees to internalize (what do I believe?) the organization's identity (Pierce et
al.’s 2001; Dutton et al., 1994; Mael & Ashforth 1992) which results in building pride in membership, positive inclinations to the
organization and its leadership (Reade 2001), as well as behaviors such as remaining with the organizations and performing beyond
contract. Thirdly, the concept of psychological ownership is extremely important and stated as “possession of the organization, job or
area of work (is it mine?) (Pierce et al., 2001, p. 299) which leads to ‘promotion of’ or ‘resistance to’ change and integration of
employees with work. Finally, the core proposition of organizational commitment (will I stay?) is to build the desire to remain with
the organization by developing the sense of belongingness, security, strong beliefs and values towards the job and organization.
Bringing them altogether (identification, internalization, ownership and commitment) are four components where employers are
looking for. These are importantly competent and relevant behaviors that translate these emotions, attitudes and understandings into
practice, i.e. better customer satisfaction, increased efforts and sharing knowledge. Practitioners and HR professionals have identified
its importance and begun to use employee engagement as a way of adapting the psychological concepts to the practical concerns of
aligning HR with the business strategy (Martin & Hetrick 2007). Therefore, emotional, cognitive and behavioral dimensions reflect on
the definition of employee engagement considered in the present study as “it is the degree to which an employee is emotionally
bonded to his/her organizations and its values; passionate about his/her work; and a desire to stay with the company for long time”.

3. Corporate Branding

Brands have changed over the years, initially, they were a means of products which are created and managed exclusively by
marketers. Later, as products’ lifecycles shortened, organizations shifted towards branding of corporations rather than its products in
order to achieve competitive advantage and at the same time reduces promotion costs. Therefore, the notion of corporate branding has
progressively risen and became one of the “today’s most fashionable management fashions” (Morsing 2006: 97). Schultz et al. (2005)
discuss corporate branding as having had two waves so far and in a way to shift towards third wave. The first wave took shape in the
mid 1990°s and ended up diving corporate branding into two camps where “one camp was characterized by a product driven tactical
and visual focus, while the other camp emphasized corporate branding as a strategic and integrated field” (Schultz et al., 2005, p.10).
The first perception stated dominating academic and ended up resulting in the second wave of corporate branding, which sees
corporate branding, as a dynamic “process through which an organization can continually work out its purpose — a purpose that is
meaningful to people inside and outside the organization (Schultz et al., 2005, p.16).
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Figure 1: Stages on the road to branding
Source: Martin & Hetrick, 2012

In a broader way, corporate branding “a systematically planned and implemented process of creating and maintaining favorable
images and consequently a favorable reputation of the company as a whole by sending signals to all stakeholders by managing
behavior, communication and symbolism” (Einwiller &Will 2002). Most importantly the term ‘behavior’ refers to the staff behavior in
delivering the corporate brand promise. Further, claims that the employees of an organization are the key to build an organization's
corporate brand (Foster et. al., 2010). Moreover, employees play a key role in constructing strong corporate brands and managers
should work to achieve a united view of the brand among all internal stakeholders (Harris & de Chernatony 2001). Therefore,
communication capabilities and coordination among staff are considered as important internal resources in the corporate branding
process so that employees will experience a coherent brand identity. Internal sharing of values and beliefs among employees of the
organization are also part of the brand building process, especially organizations offer services to customers (Gronroos, 2007; Hatch &
Schultz, 2003).

Employees act as the interface between the organization and customers, especially with the service brands delivering of brand
promises through personal interactions between customer-facing staff and customers (de Chernatony et. al., 2003; King 1991).
Therefore, employees are the key elements of building an organization’s corporate brand (King 1991) as it requires the total
commitment of all existing employees within an organization to deliver the brand promise to external stakeholders (Balmer, 2001b).
The corporate brand promise is drawn from the understanding of the corporate identity and its culture which represents the
organizations ethos, aims and values (Foster et al 2010). The importance of employees in the corporate branding literature has been
exclusively highlighted and stated that “employees have the potential to make or break the corporate brand” (Foster et. al., 2010;
Hatch & Schultz 2001; Harris & de Chernatony, 2001; Ind 1998 p.324). Employee behaviours have greater influence on how external
stakeholders perceive the corporate brand and make sense of its identity and image (Anixter 2003; Hatch & Schultz, 2001).
Furthermore, “the heart of corporate branding is the idea of nurturing existing employees as well as attracting and recruiting the right
candidates in the first instance” (Foster et. al., 2010)

Internal branding and employer branding are two standalone concepts identified in the branding literature to address the issues related
to existing and potential employees. The primary focus of employer branding is how an organization communicates its brand promise
externally to potential employees rather than internal staff; similarly internal branding focus on existing employees and fails to address
the issues related to potential employees (Davies 2008; Mosley 2007; Knox & Freeman 2006; Foster & Harris 2005; Lloyd 2002;
Pelled et al., 1999; Appelbaum et. al., 1998). Therefore, aligning the internal branding and employer branding with the corporate
branding process benefits the organization in various ways (Foster et. al., 2010).

4. Corporate Branding and Internal Branding

The terms corporate branding, internal branding and employer branding has been highlighted in both branding and service literature.
Corporate branding is the promise between an organization and its stakeholders and it includes all the attributes of the company’s
identity (Foster et.al., 2010), focuses on all stakeholder groups. Internal branding on one hand shifts the focus of a specific stakeholder
group, that is, the existing employees. Its aim is to teach and communicate the brand values to employees, in order to ensure they live
up to the promises that brand should deliver to its external constituents (Backhaus & Tikoo, 2004; Punjaisri et al., 2009; Foster et. al.,
2010). Employer branding on other hand, refers to “the package of functional, economic, and psychological benefits provided by
employment, and identified with the employing company” (Ambler & Barrow, 1996, p. 187).
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Literature highlighted the link between corporate branding and internal branding, however, there are lack of models explaining the
synergy between the two concepts (Foster et. al., 2010). It is further stated that corporate branding is a promise to the stakeholder
groups and holds the organizations’ identity. In order to deliver the corporate promise clearly to the external stakeholders, the message
need to be communicated internally to ensure consistent brand deliver throughout the corporation. Therefore, internal branding has
been found to be an effective tool in securing the standards of a corporate. Furthermore, internal branding practices are used to educate
and communicate the existing employees about the corporate brand in order to increase the employees’ emotional and intellectual
engagement with the brand (de chernatony & Segal-Horn, 2001). According to Gronroos (2007), it is about shaping the perceptions of
employees about the organization’s brand, so that a concordat between internal and external values can be created.

The role of customer facing staff in service organizations is more, therefore, effective implementation of internal branding activities
could help employees feel comfortable with the brand and it becomes easier for them to act naturally in the service environment
during each encounter (Schlage et. al., 2011). Internal branding ensures that existing employees communicate the ‘espoused brand
value’, which set customers’ expectations about the company into action during the delivery of the corporate brand promise (King &
Grace, 2008; Manhert & Torres, 2007; de Chernatony & Cottam, 2006; Aurand et. al., 2005; Boone, 2000). Therefore, it is clear that
the role of existing employees and internal branding activities are vital in achieving overall corporate brand consistency and also
identified that an internal branding activities should be implemented and managed together with a corporate branding strategy (Foster
et. al., 2010).

5. Corporate Branding and Employer Branding

While the concept of corporate branding not only focuses in attracting and retaining customers, also take cares in retaining existing
employees as well as attracting potential employees into the organization (Foster et. al., 2010). However, internal branding targets
only on existing employees and fails in addressing the importance of recruiting potential talents whose values fit with an organization
(Hatch& Schultz 2003; Ind 1998). Therefore, study adopted the central idea of ‘employer branding’ , that is, differentiate the firm
itself from the competing firm from attracting potential talents (Backhaus & Tikoo 2004). Employer branding has a capability of
creating a unique employment experience by managing consistent company’s image among existing and potential employees. That is,
it focuses on rewards and experiences provided to current employees, which in turn communicated to potential hires at the time of
receiving services (Martin & Beaumont, 2003). Employer branding encompasses the firm's policies, values, systems and behaviors
toward the objectives of attracting, motivating and retaining the organization’s existing and potential employees (Dell & Ainspan,
2001). Therefore, aligning corporate branding and employer branding provides clarification and management of an organization’s
tangible and intangible employment offerings with the benefit of increasing applicant quantity and quality (Collins & Han 2004) and
organization performance (Fulmer et al., 2003).

6. Internal Branding and Employer Branding

The alignment of internal branding and employer branding increases the organization performance and also strengthens the corporate
brand. The employer branding targets to convince the potential recruits whereas internal branding focuses on existing employees due
to the fact that a strong employer brand contributes to favorable employee attitudes, which leads to the interactive marketing
experience (Schlager et. al., 2010; Foster et. al., 2010). Similar to the corporate brand, the employer brand also delivers the promise
between a company and a stakeholder group. Therefore, the emotional and rational benefits of employer brand are in line with the
existing and potential employees expectations of the employer brand (Foster et. al., 2010).

Studies also suggested that potential employees compare their requirements, personality and values to the company to find a person-
organization fit and it is similar to the potential customer behaviour which is based on an advertisement or some external brand-related
communication practices. Further, it is also understood from the branding literature that potential aspirants were more attracted
through interactions with the existing employees at the time of service encounters rather than company’s controlled recruitment
advertisements and activities. According to Punjaisri et. al., (2008), internal branding practice effects on attitudes and behaviours of
employees towards customer. That is, the word of mouth by the current employees plays a crucial role in creating a positive image
externally among customers and other stakeholders. Therefore, the employer brand and corporate brand need a common strategy that
involves the current employees, so that the two concepts do not affect each other negatively (Ibid).

7. Aligning Internal Branding and Employer Branding with Corporate Branding

Corporate branding is an overall theoretical discipline that is about positioning the organization as a whole that involves all
stakeholders. The concepts of product branding, employer and internal branding operates within the corporate branding context based
on the target audience. When an organization is branded as a great place to work shall generate a positive perception of the
organization as a whole and contribute to the total brand value. From the literature, it is suggested that there is a clear link exists
between corporate branding, internal branding and employer branding (Punjaisri & Wilson, 2011; Foster et. al’s., 2010). Internal
branding and employer branding can be regarded as developments or extensions of corporate branding and their alignment may ensure
effective corporate brand management.

Moreover, the corporate brand promise is derived from the organization identity and culture, these must act as a guide to both internal
branding and employer branding (Vallaster and de Chernatony 2006; Aurand et. al.’s 2005; Thomson et al.’s 1999). Employer brands
should fit the identity, values and culture of an organization (Maxwell and Knox, 2009). If the rational and emotional benefits of
corporate brand and employer brand goes hand in hand so that identity, values and culture of the organization positively affect the
delivering of contract to internal stakeholders, and from them to external stakeholders (Foster et. al’s., 2010).To establish a strong
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corporate brands, there must be link between identity and image. In order to assure that there is a connection between identity and
image, the employees must clearly understand the brand values and must able to deliver them when interacted with external
stakeholders (Kimpakorn and Tocquer, 2009; Maxwell and Knox, 2009; Foster et. al’s., 2010). Furthermore, alignment even effects on
the role of HR positively, that is, involving HR with all branding activities develops closer relationships with other departments,
especially with the marketing and communication department to recruit, train and develop employees so that they connect with the
corporate brand (Ambler and Barrow, 1996; Moroko and Uncles, 2008; Punjaisri et al., 2008, 2009; Edwards, 2010). Similarly,
alignment of employer branding and internal branding with the corporate branding also identified the importance of internal
communication system, in order to avoid information overload and mislead within the organization (Mosley 2007). Thus, corporate
branding can be defined in the study as

Corporate Branding
A Type of C
Branding
Internal Internal Employer External
Focus Branding - » Branding Focus
Customer- = E » Potential
Facing Staff Employees
Target
Group
B D
Customers (Existing and Potential)

Figure 2: The relationship between internal, employer and corporate branding
Source: Foster et. al., 2010, p. 405

As the process of creating, nurturing, and sustaining a mutually rewarded relationship between employee and employer by clearly
defining and communicating the brand values internally and externally, to encourage employee identification with the corporate
identity and enhance commitment, enthusiasm and consistent staff behavior in delivering the core values and organizational
objectives.

8. Conceptualizing the Link between Internal Branding, Employer Branding and Employee Engagement

Corporate branding has an ability to look inwards to engage the hearts and minds of employees. Marketing scholars increasingly
acknowledge that corporate branding depends on the hearts and minds of employees, since much of the value of corporate brands is
delivered through people; identified with the brand and align their efforts behind the brand (Martin & Hetrick 2007). The premise is
that both internal branding and employer branding activities communicate and educate employees about the brand values to enhance
their intellectual and emotional engagement with the brand (de Chernatony & Segal-Horn 2001; Thomson et. al., 1999).

Employee engagement literature argued that engaged employees are the one who delivers better service to customers and also stated
“performance by engaged employees is linked with customer experience” which is an ultimate decider of business success (Rae &
Waterson, 2005; Right Management, 2006). Similarly, branding literature viewed that effective implementation of internal branding
activities makes organizations’ internal stakeholders to “live the brand” before presenting it to the customers. That is, employees who
understand the brand values are identified as “engaged employees” who ultimately “live the brand” and conveys the brand promises
clearly to external stakeholders (Ahmed et. al., 2014). Therefore, it is understood that the employees’ own values as well as
organizations’ values are also important to take into consideration in efforts of corporate branding (Scheys & Baert, 2007; Punjaisri et.
al., 2009). According to Javnakar (2004), internal branding involves communication and training of the values of the corporate brand
to the employees within an organization with the goal that their perceived image of the corporate brand is in line with the
organizations’ long term objectives. Therefore, internal branding in its way engaging employees to live the brand and contributing in
corporate brand building.

Both internal branding and employer branding has its own purpose of existence in the branding literature. Literature indicates that
these concepts having some basic idea, either the need for employees to “engage and live the brand” or “corporate image as perceived
by its associates and potential hires” (Leberecht, 2004). An outcome of an employer brand is to create loyalty among employees
(Davies 2008; Backhaus & Tikoo, 2004). Employees creates reciprocal obligations at the time of recruitment, that is, both the
employees and the brand have obligations to fulfill; if this kind of psychological contract is fulfilled it is more likely that employees
will be loyal and engaged (Moroko & Uncles 2008). Employer branding generates expectations about the workplace. Moreover, it is
not about writing a contract with void promises for the potential hire, it is important to live up to its promises to reach new employees'
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expectations which lead to productive and loyal future employees (Priyadarshi 2011; Foster et. al., 2010; Rosethomet et. al., 2009;
Gaddam 2008).

Drawing upon social identity theory (Ashforth & Mael 1989), unique and distinctive brand values can also provide a focal point to
help employees identify with the organization; and internal branding acts as a tool for enhancing employee’s identification with the
organization, whereas employer branding creates employee loyalty the corporate brand by impacting the culture and identity of the
organization. Furthermore, the organizational identification theory suggests that employees who identify with the organization will
endeavor to accomplish the company’s strategic interest (Dutton et. al., 1994; Brown & Williams 1984; Cheney 1983) and similarly,
the organization commitment theory suggests that employees are more likely to be emotionally attached to an organization if they
accept the values of the brand (Cook & Wall 1980).

Referring to the person-organization fit concept, study has found that potential applicants compare their needs, personalities and
values to an employer brand image, which is formulated based on the organization's intent statement to attract prospective employees
(Judge & Cable 1997; Cable & Judge 1996; Byrne & Neuman 1992). When an employer fails to deliver their employer brand promise
to new staff and new recruits look to validate their employment decision, it is likely that the post-entry performance of employees will
be negatively affected and staff turnover will increase (Bachaus & Tikoo 2004; Schein 1985). This further stresses the importance of
providing accurate brand messages about the organization's culture, identity and values to potential applicants and also to existing
employees so as to form a realistic, psychological contract that can and will be reflected by their employment as well as working
experience.

In summary, corporate branding is a process of “aligning an organization around a brand” and allows organizations to be both
employee focus as well as customer focus. That is, effective implementation of internal and employer branding practices helps in
engaging the current employees towards the job and organization. Furthermore, engaged employees would like to live and breathe the
organization’s brand values.

Employee
Engagement
Internal R gag
Branding | v Emotions and
Feelings Corporate
........................ brand
v Understandings | | promise
and Beliefs [ delivery
EmPlO_Yef v’ Behaviours and
Branding Behaviour
2 intentions

Figure 3: Relationship between employee engagement and corporate branding
Source: Compiled by author

By living the brand, the brand values might be visible at all touch-points and can easily deliver the brand promise clearly to the
external environment. Therefore, a strong corporate image has been developed in the minds of external stakeholders that ultimately
become ‘employer of choice’ for potential aspirants as well as ‘best workplace’ for the existing employees and the process continues.

9. Conclusion, Implications and Limitations

This paper has bought to light the synergy that exists between two interdisciplinary concepts, i.e., corporate branding and employee
engagement. Based on the insights drawn from the literature, this paper proposed a conceptual framework as shown in the figure 3.
This framework provides a useful beginning to both employee engagement and corporate branding scholars to appreciate the link
between internal branding and employer branding concepts, and to acknowledge the importance of existing and potential employees in
the overall corporate success. This paper has emphasized the importance of employee engagement as ‘deal-breaker’ for organizations
seeking sustainable corporate success.

The framework shows that overall corporate branding and employee engagement concerns ‘“promise management”’, where managing
brand promise to all stakeholders requires numerous practices and strategies. The present study considers the internal stakeholder role
in delivering the brand promise to existing and potential customers. Aligning internal branding and employer branding supports brand
promise delivery from different perspectives. As an organization’s existing and potential customers tend to interact with its customer-
facing staff, they may form a perception of the organization as a place to work, i.e. the employer brand based on these interactions,
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which may ultimately persuade them to join/not join the organization. Once a new employee, they may then become customer facing
staff and exposed to internal branding activities which may further influence on their behavior towards the job and organization.
Similarly, these behaviors may further strengthen the employees' intentions to stay or quit with the job and organization. It is also
implicit in the model that the employer and internal branding activities should precisely and consistently articulate what the
organization, based on its culture and values, can offer its employees and customers (potential and existing), therefore highlighting the
need for an integrative framework across marketing and human resources. This will ensure that the corporate brand provides
consistent experiences at every touch point, which impacts on the engagement levels of employees in the organization.

The framework also indicates where the gap exists in the branding and employee engagement literature as indicated by dotted line in
figure 2 which is the drawback thus far to identify the literature which directly links employee engagement and corporate branding.
Furthermore, literature also fails to show the exact link between internal branding and employer branding and this can also be
considered as gap for further research. Since, the main aim of this study is to explore the relationship between corporate branding and
employee engagement, this study attempted to address this gap by proposing the closer conceptual links should be between corporate
branding and employee engagement and have indicated (internal branding and employer branding concepts) where these links might
occur. However, a limitation of what is present in the study draws upon the limited amount of conceptual and empirical works from
internal branding, employer branding, and employee brand equity and engagement literature. Empirical and conceptual studies in
particular to the service environment, which would enable researchers to explore the activities of both HR and marketing functions,
would further our understanding of how corporate branding and employee engagement might link to enhance the corporate brand
management and also the employee behaviors i.e., remaining with the organizations and performing beyond contract; and further how
these two concepts could be better aligned.

10. References
i. Ahmad, N., Igbal, N., Kanwal, R., Javed, H.& Javed, K. (2014), “The mediating role of employee engagement in relationship
of internal branding and brand experience: Case of service organizations of Dera Ghazi Khan”, International Journal of
Information, Business and Management, Vol. 6, No.4.
ii. Ambler ,T. & Barrow, S. (1996), “The employer brand”, Journal of Brand Management, 4:3, pp. 185-206
iii. Anixter, J. (2003), “Transparency or not? Brand Inside: Brand OutsideTM — the most obvious yet overloaded next source for
the brand’s authentic evolution”, in Ind, N. (Ed.), Beyond Branding, Kogan Page, London.
iv. Appelbaum, S., Shapiro, B. and Elbaz, D. (1998), “The management of multicultural group conflict’, Team Performance
Management, Vol. 4 No. 5, pp. 211-34.
v. Arakawa, D. And Greenberg, M. (2007), “Optimistic managers and the influence on productivity and employee engagement
in a technology organization: implications for coaching psychologists”, International Coaching Psychology Review, Vol. 2
No. 1, pp. 78-89
vi. Ashforth, B.E. & Mael, F. (1989), “Social identity theory and the organization”,Academy of Management Review, Vol. 14
No. 1, pp. 20-39.
vii. Attridge M (2009 ) “Measuring and Managing Employee Work Engagement: A Review of the Research and Business
Literature”, Journal of Workplace Behavioral Health, Vol. 24., Issue 4., pages 383-398
viii. 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, Vol. 14 No. 2, pp. 163-
9.
ix. Backhaus, K. & Tikoo, S. (2004), “Conceptualizing and researching employer branding”, Career Development International,
Vol. 9 No. 5, pp. 501-17.
x. Balmer, JM.T. (2001b), “The three virtues and seven deadly sins of corporate brand management”, Journal of General
Management, Vol. 27 No. 1, pp. 1-17.
xi. Balmer, J. & Gray, E. (2003), “Corporate brands: what are they? What of them?”, European Journal of Marketing, Vol. 37,
No. 7/8, pp. 972-997
xii. Bakker, A. B., & Demerouti, E. (2008) "Towards a model of work engagement", Career Development International, Vol. 13
Iss: 3, pp.209 - 223
xiii. Baumruk R & Marusarz T (2004), Employee Engagement: Insights into Why It Matters and What You Can Do About It,
Hewitt Associates LLC
xiv. Blizzard R (2004), “Engagement vs. satisfaction among hospital teams’, Gallup Poll Tuesday Briefing”, The Gallup
Organisation, 9th March
xv. Boone, M. (2000), “The importance of internal branding”, Sales & Marketing Management, Vol. 9, pp. 36-8.
xvi. Brown, R.J. & Williams, J.A. (1984), “Group identification: the same thing to all people”, Human Relations, Vol. 37, pp.
547-64.
xvii. Byrne, D. & Neuman, J. (1992), “The implications of attraction research for organizational issues”, in Kelly, K. (Ed.), Theory
and Research in Industrial/Organizational Psychology, Elsevier Science, New York, NY, pp. 29-70.
xviii. Cable, D.M. & Judge, T.A. (1996), “Person-organization fit, job choice decisions and organizational entry”, Organizational
Behavior and Human Decision Processes, Vol. 43, pp. 294-311.
xix. Camkin, S., “The relationship between spiritual well-being and employee engagement: An exploratory study”, Unpublished
doctoral dissertation, Fielding Graduate University, 2008

157 Vol 4 Issue 1 January, 2016



The International Journal Of Business & Management (ISSN 2321-8916) www.theijbm.com

XX.

Cheney, G. (1983), “On the various and changing meanings of organizational membership: a field study of organizational
identification”, Communications Monographs, Vol. 50, pp. 342-62.

xxi. CIPD (2007), Employee Engagement,
xxii. www.cipd.co.uk/subjects/empreltns/general/empengmt.htm?IsSrchRes=1
xxiii. Cleland A, Mitchinson W. & Townend A. (2008), Engagement, Assertiveness and Business Performance — A New
Perspective, Ixia Consultancy Ltd.
xxiv. Collins, C.J. & Han, J. (2004), “Exploring applicant pool quantity and quality: the effects of early recruitment practice
strategies, corporate advertising, and firm reputation”, Personnel Psychology, Vol. 57, pp. 685-717.
xxv. Conference Board (2006), “Employee Engagement: A review of current research and its implications”, The Conference
Board
xxvi. Cook, J. and Wall, T. (1980), “New work attitude measures of trust, organizational commitment and personal need
nonfulfillment”, Journal of Occupational Psychology, Vol. 53, pp. 39-52.
xxvii. Davies, G. (2008), “Employer branding and its influence on managers”, European Journal of Marketing, Vol. 42 Nos 5/6, pp.
667-81.
xxviii. de Chernatony, L. and Cottam, S. (2006), “Internal brand factors driving successful financial services brand”, European
Journal of Marketing, Vol. 40 Nos 5/6, pp. 611-33.
xxix. de Chernatony, L. and Segal-Horn, S. (2001), “Building on services characteristics to develop successful services brands”,
Journal of Marketing Management, Vol. 17 Nos 7/8, pp. 645-69.
xxx. de Chernatony, L., Drury, S. and Horn, S. (2003), “Building a services brand: stages, people, and orientations”,The Service
Industries Journal, Vol. 23 No. 3, pp. 1-21.
xxxi. Dell (2008), Community and Employee Engagement,
xxxii. www.dell.com/content/topics/global.aspx/about_dell/values/community_outr
xxxiii. each/connected_emp?~ck=In&c=us&l=en&Inki=0&s=corp
xxxiv. Dell, D. & Ainspan, N. (2001), Engaging Employees through Your Brand, Conference Board Report No. R-1288-01-RR,
April, Conference Board, Washington, DC.
xxxv. Dutton, J.E., Dukerich, J M. & Harquail, C.V. (1994), “Organizational images and member identification”, Administrative
Science Quarterly, Vol. 39, pp. 239-63
xxxvi. Edwards, M. R. (2010), “An integrative review of employer branding and OB theory” ,Personnel Review, 39:1-2, pp. 5-23
xxxvii. Einwiller, S. & Will, M. (2002), “Towards an integrated approach to corporate branding — an empirical study”, Corporate
Communications, Vol. 7 No. 2, pp. 100-9
xxxviii. Foster, C. & Harris, L. (2005), “Easy to say, difficult to do: diversity management in retail”’, Human Resource Management
Journal, Vol. 15 No. 3, pp. 4-17.
xxxix. Foster, C., Punjaisri, K. & Cheng, R. (2010), “Exploring the relationship between corporate, internal and employer
branding”, Journal of product and brand management, Vol 19 No. 6, pp. 401-409.
xl.  Fulmer, L.S., Gerhart, B. & Scott, K.S. (2003): “Are the 100 Best Better? An Empirical Investigation of the Relationship
between Being a ‘great place to work’ and Firm Performance”, Personnel Psychology, 56(4), winter, pp 965-993
xli. Gaddam, S. (2008), “Identifying the Relationship Between Behavioral Motives and Entrepreneurial Intentions: An Empirical
Study Based on the Perceptions of Business Management Students.”, ICFAI Journal of Management Research, 7:5, pp. 35-55
xlii. Gronroos, C. (2007),”Service Management and Marketing: Customer Management in Service Competition”, 3rd Edition,
John Wiley & Sons
xliii. Harris, F. & de Chernatony, L. (2001), “Corporate branding and corporate brand performance”, European Journal of
Management, Vol. 35, No. 3/4, pp. 441
xliv. Harter JK, Schmidt FL, Hayes TL (2002), “Business-unit-level relationship between employee satisfaction, employee
engagement, and business outcomes: a metaanalysis”, Journal of Applied Psychology, 87(2), 268-279
xlv. Hatch, M.J. & Schultz, M. (2001), “Are the strategic stars aligned for your corporate brand?”, Harvard Business Review,
Vol. 79 No. 2, pp. 128-34.
xlvi. Hatch, M.J. & Schultz, M. (2003), “Bringing the corporation into corporate branding”, European Journal of Marketing, Vol.
37 Nos 7/8, pp. 1041-64.
xlvii. Hatch, M. J. &Schultz, M. (2008), “Taking Brand Initiative: How Companies Can Align Strategy, Culture and Identity
Through Corporate Branding”, 1st Edition, Jossey-Bass
xlviii. Ind, N. (1998), “An integrated approach to corporate branding”, Journal of Brand Management, Vol. 5 No. 5, pp. 323-9.
xlix. Jacobs, R. (2003), "Turn employees into brand ambassadors'. Bank Marketing, vol. 35, no. 3, April, pp. 22-6.
1. Judge, T.A. & Cable, D.M. (1997), “Applicant personality, organizational culture, and organization attraction”, Personnel
Psychology, Vol. 50, pp. 359-94.
li. Kahn WA (1990), “Psychological conditions of personal engagement and disengagement at work”, Academy of Management
Journal, 33(4), 692-724
lii. Keller, K L. (2003), “Strategic Brand Management - Building, Measuring and Managing Brand Equity”, 2nd Edition,
Prentice Hall, New Jersey.
liii. Kamalanabhan, T. J., Prakash Sai, L., & Mayuri, D. (2009)” Employee Engagement and Job Satisfaction in the Information
Technology Industry” Psychological Reports,105, pp. 1-12, 759-770.(USA)
158 Vol 4 Issue 1 January, 2016



The International Journal Of Business & Management (ISSN 2321-8916) www.theijbm.com

liv. Kimpakorn, N., Tocquer, G. (2009), “Employees’ commitment to brands in the service sector: Luxury hotel chains in
Thailand.”, Journal of Brand Management, 16:8, pp. 532-544
Iv. King, C. & Grace, D. (2008), “Internal branding: exploring the employees’ perspective”, Journal of Brand Management, Vol.
15 No. 15, pp. 358-72.
Ivi. King, S. (1991), “Brand-building in the 1990s”, Journal of Marketing Management, Vol. 7 No. 1, pp. 3-13.
Ivii. Kinnunen, U., Feldt, T. & Makikangas A. (2008)” Testing the effort-reward imbalance model among Finnish managers: The
role of perceived organizational support” Journal of Occupational Health Psychology 13(2):114-27.
Iviii. Knox, S. and Freeman, C. (2006), “Measuring and managing employer brand image in the service industry”, Journal of
Marketing Management, Vol. 22 Nos 7/8, pp. 695-716.
lix. Kotler, P. & Pfoertsch, W. (2007), “Being known or being one of many: the need for brand management for business-to-
business(B2B) companies”, Journal of Business & Industrial Marketing, Vol. 22, No. 6, pp. 357-362
Ix. Koyuncu, M., Burke, R. J. & Fiksenbaum, L. (2006) “Work engagement among women managers and professionals in a
Turkish bank: potential antecedents and consequences”, Equal Opportunities International, 25, pp. 299-310.
Ixi. Leberecht, T. (2004), “True Blue; Internal branding as a strategic corporate communications tool; A case study of JetBlue
Airways”, Brandchannel. Retrieved fromhttp://www.brandchannel.com/images/Papers/210_True_Blue.orig.pdf
Ixii. Levinson E (2007a), “Developing High Employee Engagement Makes Good Business Sense”. Retrieved from
www.interactionassociates.com/ideas/2007/05/developing_high_employee_engagement_makes_good_business_sense.php
Ixiii. Lloyd, S. (2002), “Branding from the inside out”, Business Review Weekly, Vol. 24 No. 10, pp. 64-6.
Ixiv. Luthans F & Peterson SJ (2002), “Employee engagement and manager self-efficacy: implications for managerial
effectiveness and development”, Journal of Management Development, 21(5), 376-387
Ixv. Macey WH & Schneider B (2008a), The meaning of employee engagement. Industrial and Organizational Psychology, 1(1),
3-30.
Ixvi. Mael, F.A. & Ashforth, B. E. (1992) “Alumni and their alma matter: a partial test of the reformulated model of organizational
identification”, Journal of Occupation Behaviour, 13, 103-123.
Ixvii. Manhert, K.F. and Torres, A.M. (2007), “The brand inside: the factors of failure and success in internal branding”, Irish
Marketing Review, Vol. 19 Nos 1/2, pp. 54-63.
Ixviii. Martin, G. & Beaumont, P. (2003), Branding and People Management, CIPD Research Report,CIPD, London.
Ixix. Martin, G. & Hetrick, S. (2007), “Corporate reputations, branding and people management- A strategic approach to HR”,
Published by Elesvier, New Delhi, India.
Ixx. Martin, G., Hetrick, S. (2012). “Corporate reputations, branding and people management: a strategy approach to HR” New
York: Taylor & Francis.
Ixxi. Maslach C, Schaufeli WB, Leiter MP (2001), “Job burnout”, Annual Review of Psychology, 52, 397-422
Ixxii. Maslow, A. (1970). Motivation and personality (2nd ed). New York: Harper and Row. Mathieu, J. E., & Zajac, D. M. (1990).
A review and meta-analysis of the antecedents, correlates and consequences of organizational commitment. Psychological
Bulletin, 108, 171-194.
Ixxiii. Maxwell, R., Knox, S. (2009), “Motivating employees to “live the brand”: a comparative case study of employer brand
attractiveness within the firm”, Journal of Marketing Management, 25:9-10, pp. 893-907
Ixxiv. Medlin, B., &Kenneth W.Green Jr, (2009) "Enhancing performance through goal setting, engagement, and
optimism", Industrial Management & Data Systems, Vol. 109 Iss: 7, pp.943 - 956
Ixxv. Moroko, L.,&Uncles, M. D. (2008), ’Characteristics of successful employer brands”, Journal of Brand Management, 16:3,
pp. 160-175
Ixxvi. Morsing , M. (2006) ”Corporate moral branding : Limits to aligning employees" Corporate Communications An International
Journal, Vol. 11, No. 2, 2006, p. 97-108.
Ixxvii. Mosley, R W. (2007), “Customer experience, organisational culture and the employer brand”, Brand Management, Vol. 15
No. 2, pp. 123-34.
Ixxviii. Olins, W. (2000), “How Brands are Taking over the Corporation”, in Schultz, Hatch & Larsen (Eds) The Expressive
Organization, Oxford University Press, New York
Ixxix. Pelled, L., Eisenhardt, K. and Xin, K. (1999), “Exploring the black box: an analysis of work group diversity, conflict and
performance”, Administrative Science Quarterly, Vol. 44 No. 1, pp. 1-28.
Ixxx. Pierce, J. L, Kostova, T. & Dirks, K. T. (2001) “Towards a theory of psychological ownership in organizations”, Academy of
Management Review, 26(2), 298-310
Ixxxi. Priyadarshi, P. (2011) “Employer brand image as predictor of employee satisfaction, affective commitment & turnover”
Indian Journal of Industrial Relations, 46:3, pp. 510-522
Ixxxii. Punjaisri, K., Evanschitzky, H. & Wilson, A. (2009), “Internal branding: an enabler of employees’ brand supporting
behaviours”, Journal of Service Management, Vol. 20 No. 2, pp. 209-26.
Ixxxiii. Punjaisri, K. & Wilson, A. (2007), “The role of internal branding in the delivery of employee brand promise”, Journal of
Brand Management, Vol. 15 No. 1, pp. 57-70.
Ixxxiv. Punjaisri, K., Wilson, A.& Evanschitzky, H. (2008), “Exploring the influences of internal branding on employees’ brand
promise delivery: implications for strengthening customer-brand relationship”, Journal of Relationship Marketing, Vol. 7 No.
4, pp. 407-24.
159 Vol 4 Issue 1 January, 2016



The International Journal Of Business & Management (ISSN 2321-8916) www.theijbm.com

IxxxV.

Ixxxvi.

Ixxxvii.

IxxxVviii.

IXXXiX.

XC.

Xcl.

Xcil.

Xciil.

XCiv.

XCV.

XCVi.

Xcvil.

Xcviii.

XCiX.

ci.

cii.

ciii.

civ.

Rae, J. & Waterson, K. (2007), “Customer Experience Design in Services”, The Business Innovation Factory. Retrieved from
http://www.businessinnovationfactory.com/files/pdf/jeneanne-rae-customer-experience-design-services-june-2007.pdf
Reade, C. (2001) “Antecedents of organizational identification in multinational corporations: fostering psychological
attachment to the local subsidiary and the global organization”, International Journal of Human Resource Management, 12,
1269-1291

Rich, B. L., LePine, J. A., & Crawford, E. R. (2010) “Job engagement: Antecedents and effects on job performance”,
Academy of Management Journal, 53, 617-635.

Right Management (2006), “Employee Engagement- Maximizing Organizational Performance” Leadership Insights,
Retrieved  from  http://www.right.com/thought-leadership/research/employee-engagement---maximizing-organizational-
performance.pdf

Robertson, G. S. & Markwick. C (2009), “Employee Engagement-A review of current thinking”, Institute for Employment
Studies, UK.

Rosethorn, H. Members of Bernard Hodes Group and Contributors (2009), “The Employer Brand — Keeping Faith With The
Deal”, Gower Publishing Ltd, Cornwall

Saks, A.M. (2006) ‘Antecedents and consequences of employee engagement’, Journal of Managerial Psychology, Vol 21, No
6, pp600-619.

Schlager, T., Bodderas, M., Maas, P. & Cachelin, J.L. (2011),"The influence of the employer brand on employee attitudes
relevant for service branding: an empirical investigation", Journal of Services Marketing, Vol. 25 Iss: 7 pp. 497 - 508
Schaufeli WB, Salanova M, Gonzalez-Roma V, Bakker AB (2002), “The measurement of engagement and burnout: a two
sample confirmatory factor analytic approach”, Journal of Happiness Studies, 3, 71-92

Schaufeli, W.B., Taris, T.W. & Van Rhenen, W. (2008) "Workaholism, burnout and engagement: Three of a kind or three
different kinds of employee well-being", Applied Psychology: An International Review, 57, 173-203.

Schaufeli, W.B., Bakker, A.B., Van der Heijden, FM.M.A., & Prins, J.T. (2009). “Workaholism, burnout and well-being
among junior doctors: The mediating role of role conflict”, Work & Stress, 23, 155-172.

Schultz, M., Hatch, M.J. & Ciccolella, F. (2005) ‘Living the brand through symbols and artifacts’, in Pratt, M. And Rafaeli,
A. (eds) Artifacts in Organizations: More than the cultural tip of the iceberg. Mahwahi Erlbaum.

Schein, E. (1985), Organizational Culture and Leadership, Jossey-Bass, San Francisco, CA.

Scheys, A., & Baert, H., (2007), “The process of internal branding in service organizations: a three-step model and its
facilitating andprohibiting factors”, Hub Research paper Retrieved from
https://lirias.kuleuven.be/bitstream/123456789/408143/1/HRP20.pdf

Suff R (2008), “Vodaphone’s entertaining employee-engagement strategy”, IRS Employment Review, 896

Thomson, K., de Chernatony, L., Arganbright, L. & Khan, S., (1999), “The buy-in benchmark: How staff understanding and
commitment impact brand and business performance”, Journal of Marketing Management, 15, 819-835

Towers Perrin (2003), “Working Today: Understanding What Drives Employee Engagement”, Towers Perrin HR Services
Vallaster, C. and de Chernatony, L. (2006), “Internal brand building and structuration: the role of leadership”, European
Journal of Marketing, Vol. 40 Nos 7/8, pp. 761-84.

Welfad, A. (2008). “An examination of job engagement, transformational leadership, and related psychological constructs”
Unpublished doctoral dissertation, Kansas State University, Manhattan

Wentz, L. & Suchard, D. (1993), “Euro Ad Execs Pay Homage to the Brand”, Brandweek, 64: 39.

160

Vol 4 Issue 1 January, 2016



