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Abstract: Engaging the hearts and minds of service employees plays a vital role in the firm’s success. Engaged
employees deliver passionate performance and develop strong mtellectual and emotional attachment to the job
and organization. The purpose of this study 13 to examine the mediation effect of employee’s engagement on
internal branding and employee outcome variables such as job satisfaction, employee loyalty and employee
performance. The hypothetical model is developed based on the premise of social exchange theory and is tested
on front-line service employees of orgamized retail stores located in South India. The findings of the study
reveal that the internal brand practices are critical for engaging the hearts and minds of service employees with
the job and organization and employee engagement has full mediation effect on internal branding practices and

outcome variables.
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INTRODUCTION

Employee Engagement (EE) was rooted mn the
literature late 1800°s by Fredrick Taylor and identified
“how productivity influenced by employee’s attitudes”.
Later, the thought of EE has been advanced and shaped
during 1990°s and still many researchers, academicians
and consultants are working to reframe the definition to
suite accordingly with the current competitive business
conditions. However, EE in the current scenario stands no
longer an 1dea of implementation but has advanced as a
strategic tool for top managers to shape the sustainable
business. In fact, service industry believes that the 1ssue
of engaging the hearts and minds of employees well
remains as one of the greatest orgamzation challenges
and also the biggest business differentiator.

Dynamic global markets and changing economy are
forcing organizations to adopt innovative techniques to
address the new market realities. In order to execute these
new trends mn response to the changing context, a highly
performing and skilled workforce is required. According
to a research study conducted by Conference Board it
was found that the corporate brand acts as a vital tool n
attracting, retaining and engaging employees. Employees
who feel positive about the collaboration among the
business model and brand values incline to stay longer
with the company and also be more engaged, leading to
higher productivity (SHRM, 2010). Recognition of
employee related brand practices as a key element in
engaging service employees has propelled researchers to

examine the idea of internal branding. Tnternal branding is
built on the premise of service orientation where service
employees represent the brand qualities at the time of
customer interaction. These qualities may be achieved by
helping employees understand and embrace the meaning
of the brand and acquire necessary skills and techniques
to deliver the consistent and reliable customer experience
(Lee et al, 2013; Hyab et al., 2011). Thus, it 1s identified
that adopting internal brand practices are critical for
delivering accurate brand promises to external customers
and other stakeholders.

The retail industry is different with other service
industries beacause of its discipline. In this environment,
differentiation of services from the competitors is
necessary because customers typically consider a set of
altematives during a service selection process. Hence, it
is identified that frontline service employees are the final
moment of truth for the retailer’s success. Well performing
service employees are difficult to be replicated as well as
the main differentiators to the competitors at least in a
short period of time (Lee ef al, 2013). Some previous
studies examined antecedents and outcomes of employee
engagement (Markos and Sridevi, 2010; Bhatnagar, 2007,
Saks, 2006). However, little known 1s the mechanism
between internal branding and employee engagement
leads to desirable employee-related outcomes in a service
context. To address this, the current study examines the
mediation effect of employee engagement on internal
brand practices and employee-related outcomes in the
service context.
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Literature review

Employee engagement: The term “employee engagement™
depicts the connection between an orgamzation and its
workforce. It has gaimmed huge attention in services
context because engaged employees exhibit positive
attitudes and behaviours when compared with unengaged
employees. The pioneering work on employee
engagement was associated with Kahn (1990) as
employees differ in levels of connecting selves physically,
emotionally and cognitively with the work roles in
response to the resources they received from the
organization. Similarly, engagement
“psychological presence” which 1s a combimation of 2

is referred as
critical components: “attention-amount of tune an
mdividual spends in histher work role which 1s also
known as cogmitive availability” and “absorption-being
captivated in a given role” (Rothbard, 2001).

The approach to employee
engagement gained huge attention by many researchers
and extended the limits of engagement literature with
various organization attributes. Saks (2006) suggested 2
types of engagement-job engagement and organization
engagement are distinct with each other and are helpful
for understanding a relationship between engagement and
outcome variables. Further, his study identified that
perceived orgamizational support envisages both job
engagement and organization engagement while job
characteristics envisage job engagement and procedural
Justice envisage orgamzation engagement. Considering
the prior research works, the current study adopts the 2
engagement types-job engagement and orgamzation
engagement. Several other studies that conceptualized
and proposed the antecedents or drivers of employee
engagement in which very few studies were empirically
showed the evidence between antecedents and
engagement (Slatten and Mehmetoglu, 2011; Whittington
and Galpin, 2010; Chughtai and Buckley, 2009; Burmann
and Zeplin, 2005). Considering the prior research works,
the current study adopts the 2 engagement types-job
engagement and organization engagement.

In addition, employee engagement leads to positive
outcomes such as for as job satisfaction (Abraham, 2012,
Sals, 2006) organizational citizenship behaviour (Saradha
and Patrick, 2011; Saks, 2006, Robinson et al., 2004)
organisational commitment (Salks, 2006; Robinson et al.,
2004) innovative behaviour, employee loyalty and
performance (Rooy et al., 2011; Slatten and Mehmetoglu,
2011; Chughtai and Buckley, 2009). For example, Saks
(2006) show that organizational citizenship behaviour

multi-dimensional

15 an outcome of orgamzation engagement and job
satisfaction 13 an outcome of job engagement. In
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summary, studies suggested that employee related
practices such as mternal communication, traming and
development programs and flexible work arrangements
should be considered for further research. Also, suggests
that employee engagement results in many positive
outcomes for the organization. Considering the above
suggestions, this study involves commumnication and
training in addition to the effect of leadership on

employee engagement.

Internal branding: Brands and branding are inevitable
and are seen everywhere from many years while the
concept of internal branding has been gaming a lot of
attention in recent times because of 1its unique
contribution 1 linking service employees with the
organizations brand promise. Unlike the other industries
where products serve as a mediator between internal and
external environment whereas
employees play a vital role m delivermg the brand promise
to the customers (Lee ef al., 2013, Punjaisri et al., 2009a,
b). Tt is also highlighted in the internal branding
literature that service employees are the greatest brand
differentiators in the overall organizational process.
This is because the brand experience is purely based on

the delivery quality of the service employees to the

i services context

external environment (customers and other stakeholders)
(Foster et al, 2010, Punjaisri et «l, 2009a, b).
Consequently, employee’s attitudinal and behavioural
aspects were taken as fundamentals in the process of
brand promise deliver. Thus, internal branding refers as an
enabler of an organization to convert the espoused brand
standards to reality by harmonising the employee’s
attitudes and behaviours with the orgamzation’s brand
at each service encounter (Burman et af., 2009,
Punjaisri et al., 2009a, b; Aurand et al., 2005).

Much of the internal branding literature stresses on
the holistic approach where all the organizational aspects
such as “communication, identity and mmage, human
resource management and functions and orgamzational
culture”™ should be integrated into the process (Gotsi and
Wilson, 2001; Aurand et al, 2005, Vallaster and
Chernatony, 2005, Chernatony et al., 2006, Puryaisri and
Wilson, 2007; Pumjaisti et al., 2008; 2009z, b). Further,
studies also highlighted the importance of TB as a
cross-functional activity integrating marketing and
human resources departments (Punjaisri et al., 2009a, b;
Buwrmann et af., 2009). Internal communication can be
viewed as a tool to address the required changes at the
cognitive The systematic and planned
commurmication system improves the employee’s brand
knowledge and also helps in building strong “on-brand

levels.
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attitudes™ (Harris and de Chernatony, 2001; Pujaisri and
Wilson, 2007). Internal communication aims to secure the
employee’s commitment and commonly shared vision
mncreases the level of satisfaction and brand loyalty, these
are considered as expected outcomes of mternal branding
process (Chematony, 2001 ; Burman and Zeplin, 2005).

Brand oriented recruitment and traming plays a vital
role in the internal branding process, this impacts the
employee performance and productivity (Lee et al., 2013).
Recruiting employees with high state of common
agreement between personal and brand values are not
very easy; it involves more risk when a less suitable
potential hire enters into the system (Burman and Zeplin,
2005; Pumjaisri ef al., 2009a, b). Therefore, orientation and
training programs should be provided early after
recruitment to employees which helps employees to
handle their job roles perfectly (King and Grace, 2008,
2006) because of which they can address the customer
requiremnents and 1ssues with confidence (Chernatony and
Cottam, 2006) and be more customer focused (Lings et al.,
2008; Punjaisri et al., 2009) stated that brand oriented
training programs can enhance employee’s skills and
knowledge in order to improve the individual’s ability to
deliver the brand promise clearly. Another important
factor of internal branding is brand oriented leadership
which 1s considered to be vital for consistent brand
promise delivery. According to Wallace efal (2011) great
leadershup helps service orgamzations to achieve
competitive advantage in the business environment and
also strong employee
behaviour. Later studies argued that direct commumication
from the top management has a greater impact on
employee willingness to acquire brand oriented behaviour
(Lings et al., 2008). Siuniarly, when top-menagement
exhibit high brand commitment and work side-by-side with
the employees also fosters their satisfaction and lovalty
towards the brand.

commitment and on-brand

QOutcome variables: Employee job satisfaction literature
highlighted the link between satisfied employee’s and
organizational success factors i the services context
(Cramy et al., 1992, Antoncic and Antoncic, 2011). It
refers to employee’s general attitudes and feelings
towards the job and its characteristics (Gunlu et al,
2010; Kim et al., 2005; Lee et al., 2006). According to
Brown and Peterson (1993) job satisfaction in service
orientation has been referred as the service provider’s
emotional evaluations about the situations and experience
of the jobs they provided.

decades between

Over changing relationships

employee and employer has been evolved from static to
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more dynamic unexpected ones. The education levels and
opportunities have made job contracts more flexible and
commitment with the employer 1s no longer a guarantee
with increasing pay benefits, promotions and
recognitions. Therefore, several studies has made an
attempt to test employee loyalty in various conditions
and concluded that employee loyalty 1s an individual
psychological  attachment employer/
organization that caused as an outcome of increased job
satisfaction (Tneson et al., 2013; Kazlauskaite et al., 2012;
Chen and Wallace, 2011).

studies highlighted the of
employee attitudes 1s associated with the orgamzational

towards an

Several outcome
performances such as customer satisfaction and loyalty,
profitability and growth, particularly in the services sector
(Ineson ef al., 2013; Lee et al., 2006). Further, employee
loyalty 1s an mdividual attitude and willingness to work
beyond expectations to achieve orgamization goals
(Becker et al., 1993). However, attitudes are termed as
general relationships and may terminate at any time
therefore, it is important to convert the favourable
employee attitudes to specific behaviours leading to
extra-role performances (Lee et al., 2013; Ahn et al., 2011).

Hypotheses and conceptual framework: Tobegin withthe
relationship between internal branding and employee
engagement was developed. Various studies from both
the practitioners
inter-relationships among the constructs. To make it
clearer, the current study borrowed the concept of Social
Exchange Theory (SET) developed by Blau (1964) i order
to explain the synergy that exists between the constructs.
The fundamental premise of SET explains that human
beings are social and have the tendency to compare their
benefits with the costs associated with the social
relationships they involved. When these associations
exceed their expectations in exchange they tend to extend

and academicians confirmed the

their stay m the relationships for some more time and this
process will continue (Blau, 1964). Several other studies
supported thus exchange theory and concluded that the
employees build social relationships with the working
orgamzations in a broader sense, employees reciprocate
themselves with the organization in response to the
receipt of a favour they receive by the employer
(Aryee et al., 2002; Colquitt and Rodell, 2011; Lee et al.,
2013).

Studies branding suggested that
employee related brand practices within the organization
help them to understand the firm’s mission and direction
(Pumjaisri and Wilson, 2007) and also feel that they are
kept informed about the organization’s past, present and

on internal
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future achievements and aspirations (Slatten and
Mehmetoglu, 2011). In addition, employee’s level of
understanding and clarity about the corporate brand
would reduce their misperception about the job and
position in the organization. Tn turn, employees would
more likely to feel obliged to respond themselves by
engaging with the job and orgamzation and also enhances
their brand supporting behaviour (Pumjaisri and Wilson,
2007, Slatten and Mehmetoglu, 2011). Moreover, when
employer treated their employees as critical internal assets
i return employees tend to exlubit thewr support by
engaging themselves with the job and orgamzation
leading to higher employee job satisfaction (Lee et al.,
2013). Thus, this study proposes the following
hypotheses based on the discussion above:

H,.: Internal branding has a significant positive
relationship with employee engagement

H,: Internal branding has a sigmficant positive
relationship with job satisfaction

Employee engagement is considered to be critical for
any employer to construct superior work culture as well as
the consequences desirable to the orgamzation i terms
of job satisfaction and intention to stay (Saks, 2006)
innovative work behaviowr and employee retention
(Slatten and Mehmetoglu, 2011; Christensen and Rog,
2008) as well as m-role and extra-role performance
(Robertson and Markwicl, 2009). According to a study,
employee engagement is repeatedly linked with the
concept of employee loyalty and performance and further
concluded that employees who connected emotionally
with the firm’s business are claimed as “top performers”
and they feel appreciated, validated and mtention to stay
within the system (Allegiance, 2007, SESR, 2007).
Employees who exhibit high levels of engagement seem to
have strong attention and focus on their work-roles
(Saks, 2006; Kahn, 1990). Therefore, the study proposes
that the level of employee engagement will influence on
the employees feel about the job that is job satisfaction
and the organization that is employee loyalty and
performance:

H,. Employee engagement has a sigmficant positive
effect on job satisfaction

H,,: Employee engagement has a significant positive
effect on employee loyalty

H,: Employee engagement has a sigmficant positive
effect on employee performance

Job
organizational outcomes

satisfaction 1s listed with many positive

especially lmked with the
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customer related outcomes such as customer buying
intention and customer loyalty (Gu and Chi, 2009,
Lee et al, 1999). This has shifted the focus of job
satisfaction towards service employees attitude and
behaviour that 18 lughly satisfied service employees will
exhibit the brand supported attitude and behaviour
{employee loyalty and performance) (Punjaist et al., 2008,
Lee et al, 2006). The study concludes that when
employees are characterized as highly satisfied then their
perceptions of the work and the worlplace will change
positively. Basing on the above discussion the following
hypotheses are formed:

H;.: Job satisfaction has a significant positive effect
on employee loyalty

H,,: Job satisfaction has a significant positive effect
on employee performance

Several studies attempted to use employee
engagement as a mediator between many organizational
conditions  includes work conditions like job

characteristics, perceived organizational and supervisor
support, procedural and distributive justice (Saks, 2006)
and communication (Welch, 2011) as well as organizations
outcomes such as job satisfaction, organizational
commitment and citizenship behaviour, intention to quit
or withdrawal (Saks, 2006; Maslach et ai, 2001).
Orgamzations who mvest their time and money on
implementing mternal branding practices  would
experience signs of support from the employees and over
a peried these signs will force them to respond with the
positive actions to the organization (Blau, 1964).
Whereas, these positive actions are be conceptualised
for the study as the work-related attitudes and behaviour
(job engagement) and work outcomes (organization
engagement):

» H, Employee engagement mediates the relationship
between mternal branding and job satisfaction

MATERIALS AND METHODS

The nature of the study 1s descriptive and
explanation. Data was collected from the front-line
employees of five organized retailers located in India. The
rationale for considering organized retailers was that these
retailers employ better and advanced people management
practices like internal branding, employer branding and
much more. Using the list of organized retailers in India
that were registered in the Retail Association of India
(RAT) the researcher contacted 9 retailers in South India,
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Table 1: Demographic profile of the respondents

Characteristics/category Frequency %
Gender

Male 474 56.2
Female 370 43.8
Age (years)

18-25 273 323
26-35 444 52.6
36-45 112 13.3
46-55 15 1.8
Marital status

Single 143 16.9
Married 701 83.1
Education

SsC 5 0.6
Under graduation 196 23.2
Graduation 590 69.9
Post-graduation 53 6.3
Experience in current organization

6 months to 1 year 57 6.8
1-2 year 403 47.7
2-3 year 339 40.2
3-5 year 45 53
Total experience in the retail sector (year)

<5 484 57.3
5-10 325 385
10-15 35 4.1
Nature of job

Sales 199 23.6
Customer relations 510 60.4
Supervisor 69 82
Administration 66 7.8
Paosition in the company

Lower management 57 6.8
Administrative 76 9.0
Customer touch points 711 84.2
Plan in next 3 year

Work with same company 582 69.0
Change company 259 30.7
Early retirement 3 0.4

in which 5 retailers agreed to participate in the study.
Copies of questionnaires were distributed to the front-line
employees of 108 stores owned by the 5 retailers in the
Southem-India. Total of 1714 questiommaires were
distnbuted m which 1129 were received and a total of
844 wvalid questionnaires were considered for the
study. Table 1 shows the demographic profile of the
respondents.

Based on the prior research, the measure for the key
constructs was developed and measured using Lilert 5
point scale ranging from “strongly disagree” to “strongly
agree”. Table 2 shows a summary of the scale items. To
begin with the latent variable internal branding consisting
of 12 itemns that included mternal communication, traiming
and leadership elements (Punjaisri and Wilson, 2007;
Pumjaisni et al, 2009a; King and Grace, 2008; 2006).
Further, employee engagement scale was developed to
measure employee’s perceptions towards job engagement
with 9 items and organization engagement with 7 items

(Lee et al, 2013; Slatten and Mehmetogluy, 2011;
Robertson and Cooper, 2009, Saks, 2006). Lastly, the
employee outcome variables-job satisfaction was
measured with 9 items (Lee et al, 2013, Saks, 2006)
employee loyalty with 7 items (Punjaisri and Wilson, 2011;
Chang et al., 2010, Zeithaml et al., 1996, Colarells, 1984)
and employee performance with 6 items (Purjaisri and
Wilson, 2007, Chang et al., 2010).

The test of reliability refers to measure the
consistency of a measurement scale and it is denoted with
Cronbach’s alpha. The mtermnal consistency of the
measurement scales was more than the acceptable
level (>0.9) which indicates that the study constructs
having good mternal reliability. KMO and Bartlett’s test
of sphericity was adopted to confirm the sample
considered for the study was adequate and appropriate to
conduct factor analysis. The results estimated were in the
range of the acceptable criteria (=0.8) which indicates that
the sample considered for the study was adequate
(Hutcheson and Sofroniow, 1999; Kaiser, 1974). Stevens
(2002) recommends that factors with >0.4 factor loadings
will explain acceptable variance in the variables.
Therefore, the study comsidered variables with factor
loadings >»0.4 for further analysis and loadings <0.4
were removed from the study as shown in Table 2.
Confirmatory Factor Analysis (CFA) 1s similar to other
multivariate techniques and this helps the researcher to
either confirm or reject the developed measurement
theory. The overall management statistics supported the
overall measurement quality given a large sample and the
number of indicators (Lee ef al., 2013).

RESULTS AND DISCUSSION

According to Malhotra (2007) to test a causal model,
establishing adequate validity and realibility to the
measure scales is very important. Therefore, convergent,
discrimmant and nomological validity as well as construct
realibity were tested. All CFA standardized factor
loadings were ranging from 0.8-0.9 and were >0.7
thresholds (Hair et al., 2010). Avearge variance extracted
=05 thresholds which mdicating that the
measurement scales having convergent valdity
(Hair et al., 2010). Accordnig to Fornell and Larcker (1981)
for establishing discriminant validity the observed
average variance extracted must be greater than the

WEre

squared correlation of the factor and the measurement
scales has sacrified the condition. Moreover, each

observed items in the measurement scales were

significantly correlated with the correspondingg latent
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Table 2: Analysis of the measures

Ttems Path coefficients t-values CR AVE
Internal communication and training 0.94 0.76
The organization T work in is communicating formal brand related

material to me and my colleagues (brochures, booklets, e-mail, etc.,)®

The organization T work in informs me what our organizations brand stands for 0.89 #

The organization I work in informs me of my role in the organization 0.85 2242

T have received training/instructions about how I should cany out my work role 0.9 21.86

I have received training/instructions about how I should treat customers 0.88 21.74

T have received training/instructions about how to be customer focused 0.82 20.83

Leader ship 0.9 0.72
T am allowed a high degree of own initiative when taking care of customers'® -- --

My manager (s) regularly work side by side with me and my colleagues in the daily work 0.87 #

My manager () act as a role model in my daily work 0.82 30.975

When I first started working here the company’s values matched my own values well® - --

T am encouraged by my managers to make own decisions regarding the daily work 0.8 20.927

What my organization’s brand stands for is reflected in my daily work 0.89 34.289

Job engagement - - 0.97 0.86
I really “throw™ myself into my job 0.97 #

Sometimes, T am so into my job that T lose track of time 0.963 75.83

This job is all consuming, I am totally into it 0.858 45.01

My mind never wanders and I do not think of other things when doing my job® -- --

I am enthusiastic about the job I do 0.907 54.01

T view my job as being meaningful and purposeful 0.909 54.5

When I wake up in the morning, I really want to go to work® - --

1 feel unhappy when I need to continue working for longer hours® -- --

I am highly engaged in this job 0.925 59.94

Organization engagement 0.94 0.83
Being a member of this organization is very captivating®® - --

T am really into the “goings-on™ in this organization 0.914 #

Being a member of this organization makes me come “alive” 0.889 41.832

Being a member of this organization is exhilarating for me'® - --

One of the most exciting things for me is getting involved with things - --

happening in the organization'®

I am highly engaged in this organization 0.951 50271

T am committed to this organization 0.914 45.068

Joh satisTaction 0.97 0.82
Tn general, T like my job very much 0.961 #

In general, I like working here 0.944 62.979

T am sure that rmy cumrent job is suitable for my capability and aptitude 0.921 5572

In general, I feel very comfortable working here 0.837 35.355

T am usually passionate about rmy job 0.872 4516

My job is like a hobby to me 0.89 48.52

I find real pleasure from my job 0.932 58.989

1 am disappointed with my job that T am doing® - --

Allin all, T am satisfied with my job 0.885 47.464

Employee loyalty 0.95 0.8
T will be happy to spend the rest of career in this organization 0.898 #

I am planning to search for a new job during the next 12 months 0.854 36.138

My intention to stay is driven by the fact that T am competent in delivering the brand promise 0.879 52,938

I say positive things about my organization to other people 0.869 37.312

T recommend our organization to someone who seeks my advice 0.962 49.262

I often transmit brand positive value to my friends and family 0.896 40.498

T have trust and loyalty towards the organization brand 0.87 37.918

Employee Per formance 0.95 0.77
The quality level of my services meets the brand standards of the organization 0.92 #

I can successfully fulfil the responsibilities specified in my job 0.92 55.853

T effectively fulfil the promise that the brand has with custormers 0.912 44.086

I always handle customers specific requests within a standard set for the brand 0.866 33.405

T strengthen my professional knowledge to foster brand value and performance 0.792 31.1

I am willing to endlessly enhance my brand-related skills to meet the desire brand performance 0.818 33.758

y? = 3.420, df = 714, p = 0.000, NFI = 0.945, CFI = 0.960, GFI = 0.878, AGFI = 0.850, RMR = 0.047; AVE-Average Variance Extracted; CR: Construct
Reliability; #t-value is fixed at one and hence not estimated; *items were deleted for further analysis based on the results of confimrmatory factor anatysis

factors. Tt is indicating that the nomological validity was consistency. Thus, the measurement scales

having

established The thumb rule of construct reliability is both validity and realibility for establishing relationships
value must be 0.7 and the results ranging from 0.8-0.9  for firther analysis which 1s clearly shown in Table 2 and

indicating that the items exlubiting strong internal — 3.
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Table 3: Means, 8D and comrelation values

Variables Mean SD 1 2 3 4 5
Internal branding 3.66 0.94 1

Employee engagement 3.64 1.03 0. 7+ 1

Job satisfaction 3.67 1.11 0.323%# 0.701 ## 1

Employee loyalty 3.56 0.95 04224 0812+ 0.723 %+ 1

Emplovee performance 3.56 1.05 0.35%# 0.693 %+ 0.68%# Q.7%% 1
*#*Correlation is significant at the 0.01level (2 tailed)

Table 4: Results of hypotheses testing

Hypothesis Path Standardized coefficients t-values Results

H;. Tnternal Branding-Employ ee engagerment. 0.470 15.495 Supported
Hy, Tnternal Branding-Job satisfaction -0.008 -0.281 Not-supported
H,, Employee engagement-Job satisfaction 0.704 25.300 Supported

H, Emplovee engagement-Employee loyalty 0.602 22.876 Supported

H,, Emplovee engagement-Employee performance 0.382 13.214 Supported

H,, Job satisfaction-Employee loyalty 0.287 11.592 Supported
Hz, Job satisfaction- Employ ee performance 0.322 11.850 Supported

H, Mediation effect of employ ee engagement - Supported

AMOS bootstrap results (2000 samples): Path; internal branding-Job satisfaction; Indirect effect: 0.43; LB: 0.36; UB: 0.51; Sig.: *¥, Mediated by: Employee
engagement (full mediation), R® (SMC); Employee engagement: 0.47 (47%); Job satisfaction: 0.49 (49%%); Employee loyalty: 0.71 (71%); Employee
performance: 0.55 (55%);, 2 = 3.575; df. = 2; p = 0.028; NFI = 0.997, CFI = (.998;, GFI = 0.997, AGFI = 0.975; RMR = 0.012; **#p<0.001; **p<0.01

0,526+
{15.459)

253)

(0.283)

0.748%**

Job satisfaction

0.6024#*
(22.876)

0.382%*+

(13214 Epmloyes loyalty

0.287+4+
(11.592)

032244+
(11.85)

Fig. 1: Results of conceptual framework: non-significant relationship 1s represented by a dotted line. Path coefficients

are reported with their associated t-values in parentheses; ***p<0.001; y* =
CFI 0.998; GFI = 0.997; AGFI = 0.975, RMR = 0.012

The hypothesized model was tested using AMOS
version 21 and the results are reported in Fig. 1. The
goodness fit statistics suggest that the proposed model
fits well with the data. H,,,, addressed that internal
branding would have a sigmificant positive relationship
with employee engagement and job satisfaction. The
analysis suggests that branding  has
significant  positive relationship  with  employee
engagement (0.47, p<0.001) but no positive relationship
between job satisfaction (-0.008, ns). H,, ;. expected that
employee engagement would have a significant positive
relationship with job satisfaction, emplovee loyalty and
H,. 5, expected that job
satisfaction would have a significant positive relationship
with employee loyalty and employee performance. The
findings of the study support the respective hypotheses.
Therefore, the study shows that job satisfaction 15 a
significant predictor of employee loyalty and performance.

internal a

employee performance. Similarly,
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3.575,df =2; p=0.028;, NFI = 0.997;

Lastly, H, predicted that employee engagement
would mediate the relationship between internal branding
and employee job satisfaction. Tn order to test the
mediation effect of employee engagement the medthis of
bootstrapping (Bollen and Stine, 1990; Shrout and Bolger,
2002) was conducted with 2000 samples which were
randomly generated by the AMOS software based on the
actual sample size.

The results of bootstrapping revealed that the
mediation effect of employee engagement was significant
(LB = 036, UB = 0.51 at p<0.01) on the relationship
between internal branding and employee job satisfaction.
However, the direct effect of internal branding on job
satisfaction is not significant and this indicates that
employee engagement plays a full mediating role in the
relationship between internal branding and job
satisfaction as shown in Table 4.

This research has examined the structural
relationships of internal branding employee engagement
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outcome variables (job satisfaction, employee loyalty and
employee performance). This study assumed to be unique
in terms of drawing relationships between employee
centric internal branding practices, employee engagement
and employee outcome variables m the Indian context
especially in services context (front-line organized retail
employees). The study provides empirical evidence that
mternal brand practices have a significant positive direct
effect on employee engagement. One of the critical
success factors for service organizations today is service
employee’s positive attitude and behaviour through
engagement.

CONCLUSION

The current study examines that in order to achieve
employee engagement, 1t 15 iumportant that service
organizations must focus on implementing internal brand
practices so that service employees are prepared with
necessary skills sets for hugh job performance. Further,
the findings of the study support that engaged employees
exhibits positive attitudes and behaviour in terms of job
satisfaction, employee loyalty and employee performance.
Moreover, employee engagement fully mediates the
relationships  between internal branding and job
satisfaction. These findings are consistent with the social
exchange theory and coordinated with the 2 findings
of conducted studies (Lee et al., 2013; Lee et al., 2006,
Wu and Norman, 2006).

LIMITATIONS

This study adopted purposive sampling method
which is a non-random sampling technique and may have
a chance of sampling bias. Therefore, fuhure studies can
adopt random sampling techniques to avoid sampling bias
for further validation. The cwrent study tested the
relationships in Indian organized retail context (front-line
employees). In order to understand better about the
synergies exists among the study constructs researchers
can re-test this model m other services context also.
Finally, the study examined the relationships based on the
existing employee’s perceptions. Knowing the
perceptions of mtemal resources help to winderstand the
type of relationships whereas involving all the
organization stakeholder groups would give full and
clear understanding of the two-way relationships for
example, effective delivery of corporate brand promise
leads to customer satisfaction (perceptions of customers)
attracts potential hires (perceptions of prospective
employees) shareholders return on invest (perceptions
of shareholders) and total rehun on investment
(top-management perceptions). This 13 one of the most
important and critical direction for further research.
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RECOMMENDATIONS

Some recommendations are proposed in accordance
with the findings of the study. Retailers should consider
that successful implementation of internal brand practices
increases the employee engagement scores which in turmn
leads to positive attitude and behaviour. Therefore,
service orgamzations should concentrate more on
effective implementation of internal communication,
traiming and leadership practices to achieve high levels of
employee enagement. Internal support is vital for
nurturing and fostering a work environment that avails
employees of high job satisfaction, employee loyalty and
performance. This is very important and critical in service
context because employee turnover is the greatest
challenge m this sector. Therefore, retailers should realize
that retaining the best talents is critical for organizations
growth and profitability and also saves the costs
associted with recruitment and training the new staff.
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