JRL of the Faculty
of Commerce for
Scientific Research.

July 2018,Vol. 55 No. 2

Dr.Sally Raouf Ragheb Garas
Lecturer of Marketing, Faculty of
financial and Administrative Sci-

ences,Pharos University,Alexandria

The Relationship between Internal
Branding and Brand Behavior of
Bank Employees: Do Employees’

Professor of Marketing, Faculty
of Commerce,Cairo University

the Relationship?

Abstract

Internal branding has recently ga-
ined much attention in the service mar-
keting literature. However, empirical re-
search in this area is still considered sc-
arce. The following study examines the
effect of internal branding in banks on
brand behavior of bank employees. The
mediation impacts of role clarity and
affective commitment and the mode-
ration impacts of employees' personal
factors are also examined. A single cr-
0ss sectional design was used to gather
the research data and SEM was used to
evaluate the proposed model and test
the research hypotheses. Findings indi-
cate that internal branding affects on
bank employees' brand behavior is not
direct but through its impacts on em-
ployees’ role clarity and their affective
commitment. Moreover, the length of
service of employees in their banks st-
rengthens the link between role clarity
and employees' brand behavior, while
the age of employees has few but dif-
ferent moderation impacts on the exam-
ined relationships

1. Introduction

Today's business environment is ra-
ther complex and competitive. Custom-
ers tend to perceive nearly all offers as
similar (Zeithaml et al., 2009). The case
is more complicated in services, espe-
cially high contact services, due intan-
gibility, inseparability and heterogenei-

ty of services, where customers are us-
ually involved in the production of ser-
vices and they often have little evidence
of the output quality, which could also
change from one time to another and
from one service employee to another
(Wallace and De Chernatony,2009; Er-
kmen and Hancer, 2015). This makes
interactive service quality a major de-
terminant of the overall perceived ser-
vice quality (Zeithaml et al., 2009). Th-
erefore, scholars consider that the ser-
vice employees are the service brand or
the service ambassadors, because they
play an important role in providing the
service, differentiating it and reducing
the risk of customers perceiving it as a
commodity (Ferrell and Hartline, 2008).
Consequently, service employees con-
tribute to building and maintaining po-
werful service brands. However, since
people usually have different attitudes
and behavior, and since a customer may
have to interact with different service
personnel, therefore, the service quality
may differ (from time to time and from
one provider to another). As a result,
customer's trust in the service brand and
in turn the brand image will be affected.
Therefore, internal branding has evo-
Ived as a tool to ensure that all service
employees have a shared understand-
ing of the desired corporate image and
behave in a consistent manner to main-



Dr. Sally Raouf Ragheb Garas, Prof.Dr. Amira Fouad Mahran

The Relationship between ...

tain that image over time (Punjaisri et
al., 2008), by continuously performing
their in-role duties (in-role behavior)
and voluntarily participating in extra-
role behavior which support the brand
values and enhances the brand image
(Miles and Mangold, 2005)

2.The Research Problem

Although conclusive internal brand-
ing research is limited (Punjaisri et al.,
2008; Erkmen and Hancer, 2015), King
(2010) and Punjaisri and Wilson (2011)
are considered among the few quantita-
tive internal branding studies, yet some
research gaps were not addressed. More
specifically, King (2010) examined the
effect of internal branding on role clari-
ty and affective commitment of front-
line employees and managers, and their
subsequent effect on extra-role behav-
ior. However, the direct impact of in-
ternal branding on extra-role behavior
was not examined. While, Punjaisri and
Wilson (2011) investigated the impact
of internal branding on in-role behavior
of employees only. Moreover, as most
internal branding studies, these studies
were conducted in the hotel and tourism
sector.

Consequently, it appears that there is
a need to address some of the research
gaps that were not tackled in the King
(2010)and PunjaisriandWilson’s (2011)
studies. That is, to examine the direct
impact of internal branding on in-role
and extra-role behavior of employees as
well as the indirect impacts of internal
branding on brand behavior (through its
impacts on role clarity and affective co-
mmitment of employees).It is also im-
portant to examine whether employees'
personal factors have an influence on
the examined relationships.

Moreover, conducting the study in a
different study context, which is the
retail banking in Egypt, is needed to
enlarge the scope of internal branding
research, especially that the banking in-
dustry in Egypt is characterized by be-
ing highly competitive and complex,
due to mergers and acquisitions of sev-
eral banks, decrease in information as-
ymmetries, increase in the use of tech-
nology (Central Bank of Egypt, 2015),
increased competition banks face from
both domestic, foreign and regional
players, as well as the homogenous na-
ture of the banking offer, which makes
employees’ behavior an important dif-
ferentiating factor in perceiving the lev-
el of the banking service quality and
reducing the customers' perceived risk
(Papasolomou and Vrontis, 2006). Ac-
cordingly, the research problem is
stated as:

“Examining the relationship between
internal banding and brand behavior
of bank employees”.

Therefore, the main objectives of the
research are to indicate:

1- The influence of internal branding on
employees’ in-role and extra-role
behavior.

2- The effect of internal branding on
employees' role clarity and brand
commitment.

3- The impact of employees’ role clari-
ty and brand commitment on their
brand behavior.

4- Whether the employees' personal
factors moderate the examined rela-
tionships.

The rest of this paper is organized as
follows: firstly, a review of relevant
literature is outlined along with the
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proposed research hypotheses.Then,
the conceptual model is illustrated.
Next, the adopted research methodol-
ogy, the data analysis techniques, the
research findings and the discussion
of the research findings are presented,
followed by the implications and rec-
ommendations. Finally the research
limitations and suggestions for future
research are stated.

3. Literature

3.1. Internal Branding

Despite the fact that there is no
widely agreed upon definition or prac-
tices for internal branding (Foster et al.,
2010). Yet, scholars agree that internal
branding ensures that the desired brand
image (corporate identity) is transferred
into reality by employees while provid-
ing the service to customers (Foster et
al., 2010; Punjaisri and Wilson, 2011;
Du Preez and Bendixen, 2015). Among
the early scholars who attempted to de-
scribe internal branding are Miles and
Manglold (2005) where they term it as
employee branding and describe it as
the process by which employees inter-
nalize the desired brand image and are
motivated to project the image to cus-
tomers and other organizational con-
stituents” ( Miles and Manglold, 2005,
p.535). Similarly, Devasagayam et al.
(2010, p.211) define internal branding
as ““ the process of engaging employees
in the branding process, which enables
them to more successfully represent the
brand’s qualities to outside constitu-
ents”.

Hence, the ultimate aim of internal
branding is to create brand champions.
Brand champions are employees who
are emotionally attached to the brand
and voluntarily perform extra-role du-

ties or brand citizenship behavior (King
and Grace, 2012).

As for internal branding practices,
scholars do not seem to agree on a spe-
cific measurement for internal brand-
ing, as mentioned earlier, consequently,
the current study adapted the functional
approach that had been adopted by Pun-
jaisri and Wilson (2011). Where inter-
nal communications, orientation and
training, performance feedback and re-
wards are the proposed internal brand-
ing practices and thus are used to meas-
ure internal branding in the current re-
search.

3.2.The Behavior of Brand

Champions

Brand champions are highly perform-
ing employees who reflect the brand
values and promises through their per-
formance and hence “bring the brand to
life” during service encounters, thus
their behavior is described as being "'on
brand" (Wallace and De Chernatony,
2009). Being brand champions implies
that they perform their in-role duties
effectively (in-role behavior) as well as
displaying extra-role behavior.

According to Dyne and LePine
(1998), in-role behavior is identified in
job descriptions and thus is the basis of
performance evaluation and in turn re-
wards and/or sanctions provided/im-
posed. While extra-role behavior or or-
ganizational citizenship behavior is po-
sitive and voluntary or discretionary
behavior, not specified in job descrip-
tions and not recognized by formal re-
ward systems. However, it is important
for organizations performing in today's
dynamic environments.

While organizational citizenship be-
havior is a multi-dimensional perfor-
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mance variable. Yet, there is no agree-
ment on the number of its dimensions
(Awwad and Agti, 2011; Unal,2013).
Similarly, the branding literature has
indicated that brand citizenship behav-
ior is a multi-dimensional variable, but
has not agreed upon the number of its
dimensions (Burmann and Zeplin, 2005;
Piehler et al., 2015). Hence, King and
Grace (2012) suggest that there is no
significant difference between organi-
zational citizenship behavior and brand
citizenship behavior.

Previous research indicates that in-
ternal branding significantly enhances
in-role behavior of employees (Punja-
isri and Wilson, 2011) and organizati-
onal/brand citizenship behavior (extra-
role behavior) (Chang et al., 2012; King
and Grace. 2012; Ozielik and Findikli,
2014).

Thus, the following are proposed:

H1: Internal branding is positively
related to in-role behavior.

H2: Internal branding is positively
related to extra-role behavior.

3.3.Internal branding and
Role Clarity

Since customer-facing, customer-co-
ntact or frontline employees are bound-
ary spanners, who represent the link
between the organization and its exter-
nal environment. Therefore they are mo-
re likely to face two forms of stressors
related to their role, those are, role con-
flict and role ambiguity (lack of role
clarity) (Teas et al., 1979; Stamper and
Johlke, 2003).

The "role” of any employee is defin-
ed by the expectations, demands and pr-
essures communicated to the employee
by others (top management, immediate
supervisor and customers). Therefore,

when the expectations/demands of dif-
ferent parties are in-conflict with each
other or when they are too much, the
employee is likely to experience role
conflict.On the other hand, if the em-
ployee is not given enough informa-tion
regarding his/her role, he/she may ex-
perience role ambiguity (lack of role
clarity) (Ziethaml et al., 2009). More
specifically, role ambiguity may occur
because employees are uncertain of the
top management's, supervisors' and/or
customers'expectations from th-em and
how they should satisfy those expecta-
tions and/or when they do not know
how their performance will be evaluat-
ed and rewarded (Ziethaml et al., 1988).

Therefore, role clarity (lack of am-
biguity) | s the extent to which infor-
mation required to perform a job is co-
mmunicated and understood by an em-
ployee (Bush and Busch, 1981; Mu-
kherjee and Malhotra,2006).In fact, pe-
rformance feedback, internal communi-
cations and training have proven to be
key antecedents to role clarity/ ambi-
guity(e.g.Teas et al.,1979; Singh, 1993
; Mukherjee and Malhotra,2006; King |,
2010). Accordingly:

H3: Internal branding is positively
related to role clarity of employ-
ees.

3.4.Internal Brandingand Af-

fective Commitment of
Employees
Organizational or brand commit-
ment focuses mainly on the kind of bo-
nd that binds employees to their organi-
zation (Srivastava, 2008).Where, em-
ployees' affective commitment reflects
their emotional attachment to, identifi-
cation with and involvement in the or-
ganization (Lambert et al., 2013). Wh-
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ereas continuance commitment (or cal-
culative commitment) reflects employ-
ees’ attachment to their organization
due to the presence of side-bets or in-
vestments made in the current organiza-
tion (time,effort)and/or rewards wh-ich
makes the costs of leaving the present
employer (lost side-bets) outweigh the
benefits gained in case of leaving (Ca-
ruana& Calleya,1998; Srivastava, 2008).
While normative commitment arises
because of a sense of duty or moral ob-
ligation (Lambert et al., 2013).

Since affective commitment of em-
ployees represents value congruence
between the employee and the brand,
therefore it is usually examined in in-
ternal branding studies. In fact, previous
internal branding studies have identi-
fied that it has a significant positive im-
pact on affective commitment of em-
ployees (Burmann etal., 2009; King,
2010;Moawad,2012; Du Preez and Ben-
dixen, 2015). Hence, H4 is:

H4:Internal branding is positively re-
lated to affective commitment of
employees.

3.5.Role Clarity and Brand
Behavior of Employees

Past research indicates that role clar-
ity has a significant positive impact on
both in-role behavior (Bush and Busch,
1981; Mukherjee and Malhotra, 2006)
and on brand citizenship (extra-role)
behavior of employees (King, 2010).
Therefore:

H5: Role clarity is positively related
to in-role behavior.

H6: Role clarity is positively related
to extra-role behavior.

3.6.Affective Commitment
and Brand Behavior of

Employees

Previous research proves that em-
ployees' affective commitment has a
significant positive impact on in-role
behavior (Suliman and lles, 2000; Chen
and Francesco,2003; Huang et al., 2012)
as well as on extra-role behavior (Bur-
mann et al., 2009; King, 2010; Xiong et
al., 2013). Accordingly,

H7:Affective commitment is positive-
ly related to in-role behavior.

H8: Affective commitment is positive-
ly related to extra-role behavior.

3.7.Role Clarity and Affecti-
ve Commitment as Me-

diators

Previous research findings regarding
the relationship between internal brand-
ing and employees’ behavior (in-role
and extra-role behavior), mediated by
affective commitment are inconsistent.
More specifically, Punjaisri and Wil-
son’s (2011) study, indicate that affec-
tive commitment does not mediate the
relationship between internal branding
and in-role behavior.While King (2010)
indicates that there is a significant rela-
tionship between internal branding, af-
fective commitment and extrarole be-
havior as well as a significant relation-
ship between internal branding, role cl-
arity and extra role behavior.Theref-
ore, in order to better understand the re-
lationship between internal branding
and employees' brand behavior, role cl-
arity, affective commitment are propo-
sed to be mediators and thus,
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H9: Role clarity mediates the rela-
tionship between internal brand-
ing and in-role behavior.

H10: Role clarity mediates the rela-
tionship between internal brand-
ing and extra-role behavior.

H11: Affective commitment mediates
the relationship between internal
branding and in-role behavior.

H12: Affective commitment mediates
the relationship between internal
branding and extra- role behav-
ior.

3.8.Employees’ Personal Fac-

tors as Moderators

Punjaisri and Wilson (2011) report
that employees' age has moderating
impacts on both the relationship be-
tween internal branding and in-role be-
havior and on the relationship between
internal branding and both employees'
identification with the brand and their
affective commitment. The researchers
also indicate that the employee's tenure
plays a moderating role in the relation-
ship between internal branding and em-
ployees' in-role behavior. While King
(2010) finds that holding a manageri-
al/supervisory position moderates the
relationship between internal branding
and role clarity as well as the relation-
ship King (2010)also indicates that ha-
ving supervisory/managerial role mod-
erates the relationship between affective
commitment and extra-role behavior

Accordingly, it was perceived that
employee's age, length of service and
having supervisory duties could affect
his/her degree of role clarity, commit-
ment and brand behavior (in-role and
extra-role). Thus, the current research
examines employees' age group, length
of service and supervisory/managerial
role as possible moderators. Therefore,

H13: Employee’s length of service,
supervisory role and age moderate
the relationship between internal
banding and a) in-role behavior
and b) extra-role behavior.

H14: Employee’s length of service,
supervisory role and age moderate
the relationship between internal
banding and role clarity.

H15: Employee’s length of service,
supervisory role and age moderate
the relationship between internal
banding and affective commit-
ment.

H16: Employee’s length of service,
supervisory role and age moderate
the relationship between role clar-
ity and a) in-role behavior and b)
extra-role behavior

H17:Employee’s length of service,
supervisory role and age moderate
the relationship between affective
commitment and a) in-role behav-
ior and b) extra-role behavior

4.The Proposed Conceptual
Model

Based on the previous literature re-
view and premises, the relationships
among the proposed research variables
are illustrated in Figure (1).
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Figure (1) The Conceptual Model

As shown in Figure (1), internal brand-
ing is the independent variable while
in-role and extra-role brand behavior
are the two dependent variables. The
relationship between internal br-anding,
in-role and extra-role behavior is medi-
ated by role clarity and affective of em-
ployees. Moreover, all the proposed
relationships may be moderated by em-
ployees' length of service, whether they
have a supervisory role and their ages.

5. Research Methodology
5.1.The Population and Sa-
mple of the Research

Customer-facing staff represented
the population of the research. Where,
according to the Central Agency for
Public Mobilization and Statistics (20-
14) the number of administrative per-
sonnel working in the banking sector is
about 77,000 employees.

The sampling units were customer
facing staff working in retail depart-

ments of branches of commercial ba-
nks.

A two-stage sample was used to
reach the sample of the study. First, a
judgmental sample was used for select-
ing leading banks operating in Egypt
(The Africa Report, 2013).Second, a
simple random sample should have be-
en used since the population consists of
customer-facing employees (a homoge-
neous and a definite population). How-
ever, the sampling frame could not be
accessed from the management of ba-
nks because the privacy of employees'
information is highly secured. Theref-
ore, a snow ball sample was used.

5.2. The Sample Size
The required sample size was 400",
Since it is regarded as adequate size for

*

n= z%s%/e? (Rose et al., 2015). At a 95% confidence level, z =
+1.96, the acceptable level of error (e) =5%.The sample
standard deviation (s) = 0.5 (based on a pilot study of 50
respondents). Therefore, the required sample size = 384, w-
hich was increased to 400 to have a better representation of
the population.
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a population which is greater than 5000
(Gay et al., 2006, cited in Lunenburg
and Irby, 2008).

As shown in Table (1), respondents
were allocated to each bank, under st-
udy, according to the percentage of br-
anches of each bank in three main cities

(Cairo, Giza and Alexandria) which are
the cities having the greatest number of
branches of banks in Egypt (propor-
tional allocation) (Central Agency for
Public Mobilization and Statistics,
2014).

Table (1) Allocating Sampling Units to The Branches

of Banks Under Study

No. of Branches Total % of Branch/City | Required Sample Size/ City

Bank No. of Sample

Cairo | Giza | Alex. | branches | Cairo | Giza | Alex. | Size/Bank | Cairo | Giza | Alex.

NBE 106 36 24 166 64% | 2% | 14% 68 43 15 10
BM 109 35 3 177 61% | 20% | 19% 73 45 14 14
CIB 70 2 2 114 62% | 19% | 19% 47 29 9 9
QNB AlAhli 84 31 23 138 61% | 2% | 17% 57 35 13 9
HSBC 41 17 9 67 61% | 25% | 14% 27 16 7 4
AAIB 30 14 8 52 58% | 2% | 15% 21 12 6 3
BC 47 14 16 77 61% | 18% | 21% 32 19 6 7
ALEXBANK | 36 13 17 66 5% | 20% | 26% 27 15 5 7
Credit Agricole | 31 12 12 55 56% | 22% | 2% 23 13 5 5
Bank Audi 17 8 4 29 5% | 27% | 14% 12 7 3 2
NBK 19 9 4 32 5% | 28% | 13% 13 8 3 2
Total 973 400 242 86 72

5.3. Measures

Previous scale items, demonstrating
acceptable validities and reliabilities,
were adapted to measure the research
variables.Those items were first revi-
ewed by professors of marketing and
human resources at the Faculty of Co-
mmerce, Cairo University to assess face
validity. Revised items were then pre-
tested among a group of bank employ-
ees. Accordingly, the questionnaire was
modified and pretested among a sample
of customer-facing employees working
in banks, after being translated into Ar-
abic, using translation-back-translation
approach (Appendix).

A five-point Likert scale type was
used to measure the independent, de-
pendent and mediating variables. While
nominal scales were used to measure
the moderating variables. More specifi-
cally, internal branding was measured
using 19 statements measuring the ex-
tent to which employees perceived that
their banks engages in brand-centered
internal communications, orientation
and training, performance feedback and
rewards(Singh,1993; Caruana and Ca-
lleya, 1998; King, 2010; Awad and Ag-
ti,2011; Punjaisri and Wilson, 2011).
Statements included, for example "the
bank I work for communicates its brand
promise well to its employees™, "the ba-
nk provides me with appropriate skills
to deliver the brand promise according
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the brand standards"," | periodically re-
ceive feedback from my boss on my job
performance” and "my bank compen-
sates employees for providing brand-
related information™ In-role behavior
was measured by three statements ad-
apted from Punjaisri and Wilson (2011)
, for example, " | feel that the quality
level of my services meets the bank’s
brand standards". Extra-role behavior
(dependent variable) was measured us-
ing six statements adapted from Mo-
rhart et al. (2009) and King (2010), st-
atements included for example, "I al-
ways consider the impact of my behav-
ior on the brand before acting”. Role
clarity was measured using six items
from King's (2010) role clarity scale.
Statements included "I understand what
is expected from me because | got in-
formation about the bank's brand”, "I
know how to handle unusual proble-
ms/situations in my job". Affective co-
mmitment was measured using six ite-
ms from the affective commitment sc-
ale that was developed by Meyer et al.
(1993)and cited in Wallace et al. (2013)
, items included, for example, "I would
be very happy to spend the rest of my
career with this bank", "I feel that | be-
long to this bank".

For measuring the moderating vari-
ables a dichotomous yes/no scale was
used to ask respondents whether he/she
holds a supervisory/managerial posi-
tion. While multiple choice questions
were used to ask about the respondent's
age and length of service with the bank.

5.3. Data Collection

Before collecting the research data,
an exploratory phase was conducted. It
included reviewing previous relevant
literature and conducting semistruct-
ured in-depth interviews with branch

managers and employees (one teller,
three branch managers, three deputy
directors-customer service section and
three customer service personnel). This
stage was undertaken to explore the
context of the study and the extent to
which internal branding activities, fo-
und in the literature and proposed by
the research, are actually practiced by
banks operating in Egypt.

Six banks were selected to be the
subject of the exploratory phase. Two
of the top private/joint venture banks
and one public bank refused to cooper-
ate. However, the researcher managed
to interview employees using a snow-
ball technique of referrals, after inter-
viewees were assured of the confidenti-
ality of their responses.

The most important findings
of the in-depth interviews can

be summarized as follows:

First, banks’ values, rules and regu-
lations are circulated through e-mails,
meetings and orientation and training.
E-mails provide general work informa-
tion. While meetings are for explaining
details on specific issues and for fol-
lowing-up.Generally, there are mon-
thly meetings with the branch manager
and weekly/daily (or as needed) meet-
ings with the supervisor. Moreover, so-
me banks have structured orientation
programs for any new comer. These pr-
ograms provide new employees with
knowledge of the bank’s heritage, mis-
sion and vision, values, policies, de-
partments and heads of departments.
The orientation program is followed by
on-the-job training. In addition, some
training programs are general (for all
bank employees) while other programs
are department-specific. General train-
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ing includes topics as time manage-
ment, presentation skills, compliance,
money laundering. While department-
specific training is directed to address
the needs departments (as specific train-
ing for customer service staff and cor-
porate banking).

Some of the interviewees perceived
that training provided by their banks
helped them perform the required tasks
effectively. While others considered that
they need more “know your customer”
training, “to better deal with different
customers and answer their inquiries ”.

Some supporting quotations:

“... first the new employee is assigned
to a ‘coach’ who is either an experi-
enced coworker or his/her supervisor.
The new employee observes and learns
how to perform the required tasks.
Then, he/she is allowed to do the tasks,
while the ‘coach’ is beside him/her.
After a certain period, he/she is left to
do the task alone”.

“....e-mails usually include all needed
information to perform the required
tasks, but sometimes I don’t have the
time to read all the e-mails | receive”.

13

. meetings are usually held to pro-
vide more details. For example, the rea-
son for placing a limit on the amount of
dollars allowed to be withdrawn by any
customer and how to explain this simp-
ly to them”.

13

. sufficient training is provided re-
garding knowing forged currency and
money laundering but we need more
training on how to deal with different
customers and answer their inquires”.

Second, bank employees are well in-
formed of their job responsibilities.

Where interviewed employees agreed
that there are annual performance eval-
uations as well as semiannual and mo-
nthly/weekly performance feedback. In
addition to “immediate” performance
feedbacks form their supervisor if ne-
eded. Employees also indicated that
their banks are severely competing to
increase their market share and thus the
management’s focus is on achieving the
target sales while fulfilling the required
service quality level, which puts them
under great pressure.

Some supporting quotations:
-“... generally, we have monthly meet-
ings with the branch manager”.

“... we write our own job descriptions.”

“... one day I left ‘the screen’ for a few
seconds and immediately my supervisor
gave me a remark.”

13

.. sometimes I feel that achieving the
sales target is the most important thing
for the bank, although this may be
achieved, at times, at the expense of
serving customers”.

13

. when foreign and regional banks
started to enter the Egyptian banking
market, competition among banks in-
creased and achieving a “target sales”
started to become a main issue. Thus,
customer service supervisors are re-
sponsible for both the performance of
their subordinates as well as achieving
their own sales target.... Even public
banks started to set sales targets for its
customer service staff, in order not to
lose competition. Under all this pres-
sure, some customer service employees
may explain in details the pros of a cer-
tain banking offer but not mention all of
the possible cons, just to close the sale
and achieve their target.”
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Third, interviewed employees agr-
eed that there are monetary and non-
monetary rewards. Moreover, they in-
dicated that there are rewards based on
guantitative targets as well as behavior-
based rewards.

Some supporting quotations:
- ...we have non-monetary rewards as
‘the employee of the month’ .

13

- “... one of the bank’s tellers was re-
warded because he discovered forged
cheques and another was rewarded for
discovering a personal fraud (a lady
claiming to be someone else)”.

After the exploratory phase, a single
cross sectional descriptive research was
undertaken to collect the research data,
where questionnaires, with introductory
letters, were hand-delivered to respond-
ents (customer-facing staff working in
retail departments branches of banks).

The researcher explained the objective
of the study and how to answer the qu-
estionnaire, then the respondents were
left to complete the questionnaire (after
setting a date to collect back the filled
questionnaires from them). Data collec-
tion took nearly four months.

6.4. Data Analysis and Find-
ings
SPSS (version 23) was used for data
screening and for descriptive analysis.
While SMART PLS (version 3.2.2) was
used to evaluate the proposed model
and test the proposed relationships.

6.4.1. Descriptive Statistics of

the Sample
Is illustrated in Table (2)

Table (2) Respondents' Profile

Demographics Number Percentage
1- Gender:
Female 130 32.5
Male 270 67.5
2- Age:
Less than 30 190 47.5
30- less than 40 118 29.5
40 and more 92 23
3- Education:
Secondary School 8 2
Two-Year Institute 3 0.7
University Degree 311 77.8
Post Graduate 78 19.5
4- Length of Service:
Less than 3 years 128 32.0
From 3 to less than 6 years 111 27.8
6 years and more 161 40.2
5- Supervisory/Managerial
No 253 63.2
Yes 147 36.8
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6.4.2. Validity and Reliability

of Scales
A systematic approach to validate
the proposed model was followed (He-
nseler et al., 2009; Hair et al., 2014).

Confirmatory Factor Analysis (CFA)
was conducted to test the validity and
quality of the scale measures. Conver-
gent validity was established, where all
cutoff values for factor loadings were
achieved. More specifically, factor lo-
adings of all reflective indicators were
more than 0.71 (Malhotra, 2010). Mor-
eover, the Average Variance Extracted
(AVE) of items by their respective con-

structs were all more than 0.50. Discri-
minant validity was evaluated based on
Heterotrait-Monotrait Ratio (HTMT)
criterion (Henseler et al., 2015). All
constructs met HTMT,g5 conservative
criterion.

Furthermore, all constructs met the
recommended value for establishing
composite reliability (CR) and Cronba-
ch's alpha, which is greater than 0.70
(Malhotra, 2010). Consequently, the R
for in-role, extra-role behavior, em-
ployees' role clarity and affective com-
mitment were very acceptable, as sho-
wn in Table (3).

Table (3) Evaluation of the Measurement Model

Construct AVE | CR | Cronbah's alpha R?
In-role behavior 0.723 | 0.887 0.809 0.440
Extra-role behavior 0.620 | 0.907 0.878 0.538
Role Clarity 0.556 | 0.882 0.839 0..479
Affective Commitment | 0.764 | 0.951 0.938 0.373
Internal Branding 0.513 | 0.950 0.944

6.4.3 Hypotheses Testing
Bootstrapping Procedure, with 5000
Subsamples, was used to test the rese-

arch hypotheses.Results are illustrated
in Tables (4) and (8).

Table (4) Findings of Testing the Direct Paths

. T P .

Paths Hypothesis B Values | Values Decision
Internal Branding -> H1 0.088 | 1413 | 0157 | NotSupported
In-role Behavior
Internal Branding ->
Extra-role Behavior H2 0.046 | 0.895 0.371 Not Supported
Internal Branding -> .
Role Clarity H3 0.692 | 22.394 | 0.000 Supported
Internal Branding -> Supported
Affective  Commit- H4 0.611 | 17.476 | 0.000%** PP
ment
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. T P .

Paths Hypothesis B values | Values Decision
Role Clarity -> In- H5 0460 | 8740 | 0.000%** |  Supported
role Behavior
Role Clarity > Ex- H6 0413 | 7550 | 0.000%* Supported
tra-role Behavior
Affective  Commit- Supported
ment -> In-role Be- H7 0209 | 3.929 | 0.000%** PP
havior
Affective  Commit-
ment -> Extra-role H8 0.391 | 8.109 0.000*** Supported
Behavior

*** Significance level is 99.9%, P value < 0.001, t value +3.21 (for path coefficient only).

As illustrated in Table (4), most di-
rect paths were supported at 99.9% con-
fidence level, t value +3.21, P- value <
0.001. However, the direct paths be-
tween internal branding and employees'
in-role and extra-role behavior were not
supported and thus, Hland H2 were not

supported.

For testing the indirect impacts of
internal branding, the approach recom-
mended by Preacher and Hayes (2004

and 2008) was followed. According to
Preacher and Hayes (2004 and 2008) if
the variance accounted for (VAF) is
less than 2, then the mediator has no
impact; if it ranges from 0.2 to 0.8, then
it has a partial impact and if it is over
0.8, then it has a full impact.

Tables (5), (6), (7) and (8) illustrate
the procedure followed to measure the
exact size of the of the mediator(s) im-

pact.

Table (5) Step One:Direct Paths between Internal Branding
and Behavior

Direct Path coefficients without any mediators

Independent Varia-
ble (1)

Dependent Variable (D)

Valuesp(t-value) Sig

Decision

Internal Branding (1)

In-role behavior (D1)

0.549(15.480)0.000

Significant***

Extra-role behavior (D2)

0.584(17.946)0.000

Significant***

*** Significance level is 99.9%, P value < 0.001, t value +3.21 (for path coefficient only).

Table (6) Step Two : Indirect Paths between Internal
Branding and Behavior

Indirect Path coefficients with the mediator = (independent to mediator x mediator to
dependent)
Role Clarity Affective Commit- Role Clarity and Affective Com-
Path ment mitment
B. B.
(DY) 0.34 0.16 0.446
(1-D2) 0.333 0.276 0.524
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Table (7) Step Three: Total Effect on Brand Behavior

Total Path coefficients with the mediator =(Direct + Indirect effect)

Role Clarity Affective Com- | Role Clarity and Affective
Path mitment Commitment
B. R2 B. R2 B. R2
(I-D1) | 0.53 0.413 0.538 0.336 0.53 0.440
(I-DV2) | 0.571 | 0.446 0.573 0.457 0.571 0.538

Table (8) Step Four: Mediation Effect (Variance Ac-

counted For)

Mediation effect Vairance Accounted For VAF=(Indirect effect / Total effect)

Role Clarity c Affegtlve Role Clarity and Affective
ommitment .
Path Commitment
VAF | Decision | VAF Es)f;r'] VAF Decision
(I-D1) | 0.641 | Partial 0.312 | Partial 0.835 | Full mediation
(I-D2) | 0.583 | Partial 0.481 | Partial 0.917 Full mediation

Based on results shown in Table (8),
H9 H10 H11 and H12 were partially su-
pported. Where, role clarity partially
mediates the relationship between in-
ternal branding and in-role behavior
(H9) and internal branding and extra-
role behavior (H10). Moreover, emp-
loyees' brand commitment partially me-
diates the relationship between internal
branding and in-role behavior (H11)
and extra-role behavior (H12).

Moreover, as shown in Table (8),
when role clarity and affective com-
mitment act both as mediators, the VAF
is 0.81 for in-role behavior and 0.90 for
extra-role behavior, which is the case of
full mediation (Preacher and Hayes,
2004 and 2008).

6.4.4.The Moderating Impa-
cts of Employees' Per-

sonal Factors
To investigate the possible moderat-
ing effects of employees' personal fac-
tors, multi-group analysis was conduct-
ed. The analysis revealed few weak mo-
deration impacts, as shown in the fol-
lowing sections.

6.4.4.1. The Length of service

The data was divided into three sub-
groups. Hypotheses were tested accord-
ingly, taking into consideration the le-
ngth of service as a mediator. Where
the results of each pair of groups was
compared using multi-group analysis.
Findings of the analysis are shown in
Tables (9), (10) and (11).
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Table (9)

The Length of Service as a Moderator (groups one and two)

Less than 3 | From 3 to less
years than 6 Path Difference
Paths (n=128) (n=111) Decision
Values Values Path t-values p-
B(t-value) Sig B(t-value) Sig Coef. values
Internal Branding -> | -0.017(0.140) 0.172(1.368)
In-role Behavior 0.889 0.171 0.189 1.079 0.282 No effect
Internal Branding -> | -0.019(0.196) 0.094(0.768)
Extra-role Behavior 0.844 0.443 0.113 0.741 0.459 No effect
Internal Branding -> | 0.730(17.277) 0.713(16.193)
Role Clarity 0.000 0.000 0.017 0.280 0.780 No effect
Internal Branding ->
Affective Commit- | 0:625(10470) | 0.624(8.229) | 501 | 0013 | 0990 | No effect
ment 0.000 0.000
Role Clarity -> In- | 0.657(5.971) | 0.378(4.196) * « | Modera-
role Behavior 0.000 0.000 0.280 | 1.936 0.054 tion
Role Clarity -> Ex- | 0.595(6.401) 0.343(3.364) N . | Modera-
tra-role Behavior 0.000 0.001 0.252 1.839 0.067 tion
Affective Commit-
ment -> In-role 0'110397'3 99) 0'1%8%542) 0.075 0.493 0.623 No effect
Behavior ' '
Affective Commit-
ment -> Extra-role 0.318(3.851) 0.341(2.859) 0.023 0.161 0.872 No effect
. 0.000 0.004
Behavior

* Significance level is 90%, P value < 0. 1, t value +1.65 (for path coefficient only)

Table (10)
The Length of Service as a Moderator (groups one and three)
Paths - (tll'?i;.]ZSS)years n?ost{za(r::i%cj-) Path Diference Decision
B (t-\\//g:ESSig B (tlellljj?)Sig Path Coef. t-values p-values
:gfgrgae'ha?/irg;“f'”g > In- -o.ogégémm 0'1°g%(§5187) 0.120 0.826 0.409 No effect
:E}ZrEZLEJ?Qrd'”g'> Extra- '0'03?8(2'1200) 0'0%%%65) 0.055 0.457 0.648 No effect
glt:lrir:)zjl Branding ->Role 0.738%56037) 0.663.(0101(.)992) 0.067 0922 0357 No effect
e e | CTaat™ | O | oo | oi | omw | Nosi
gngvig:arity -> In-role 0'65(; (%6955) 0'4%1.((%84) 0.216 1.701* 0.091* | Moderation
I;Zrl]zvci:(lje:rity -> Extra-role 0'5%5.(()%6113) 0.37(3((;(1).;60) 0216 L 777 0077 | Moderation
At Commin > | 0T | 0T | oo | o | oen | eores
Alecie Commien > | OSBOED | BT | oon | oms | o | Moot

* Significance level is 90%, P value < 0. 1, t value +1.65 (for path coefficient only).

\yo
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As shown in Tables (9) and (10), the
longer an employee had been with his
/her bank (3 years and above), the less
the impact of role clarity on the two
forms of brand behavior (in-role and
extra-role). More specifically, the re-
searched link was weaker for employ-
ees whose tenure ranged from 3 to less
than 6 years (5 =0.378 for in-role and g

whose service is less than 3 years (8
=0.657 for in-role and £ =0.595 for ex-
tra-role). Similarly, the link was also
weaker for employees who had been
with their banks for 6 years and more (5
=0.441 for in-role behavior and p
=0.379 for extra-role behavior) com-
pared to employees with less than 3
years (f =0.657 for in-role behavior and

=0.343 for extra-role) than employees S =0.595 for extra-role behavior).
Table (11)
Length of Service as a Moderator (groups two and three)
From 3 to less 6 years and .
than 6 (n=111) more (n=161) Path Difference
Paths Decision
B Values (t- Values Path t- p-
value)Sig B(t-value)Sig Coef, | Values | Values
Internal Branglmg > 0.172(1.396)0.163 | 0.1039(1.177)0.239 | 0.068 0.467 0.641 | No effect
In-role Behavior
Internal Branding -> | o000 7e710449 | 0036046400642 | 0058 | 0417 | 0.677 | No effect
Extra-role Behavior
Internal Branding -> | ;151611400000 | 0663120010000 | 0050 | 0.659 | 0511 | No effect
Role Clarity
Internal Branding ->
Affective  Commit- | 0.624(8.296)0.000 | 0.635(12.914)0.000 | 0.010 0.122 0.903 No effect
ment
RoIeC!arlty->|n-role 0.378(4.129)0.000 | 0.441(6.023)0.000 | 0.063 0.544 0.587 | No effect
Behavior
RoIeCIarlt)_/-> Extra- 0.343(3.238)0.001 | 0.379(4.922)0.000 | 0.037 0.287 0.774 | No effect
role Behavior
Affective  Commi-
tment->In-role  Be- | 0.188(1.624)0.105 | 0.135(1.461)0.144 | 0.053 0.363 0.717 | No effect
havior
Affective  Commit-
ment -> Extra-role | 0.341(2.816)0.005 | 0.399(5.737)0.000 | 0.058 0.443 0.658 | No effect
Behavior

As illustrated in Table (11), there
were no significant differences in the
examined relationships between emp-
loyees whose tenure is from three to le-
ss than six years and those who had
been with their bank for six years and
more.

6.4.4.2.Supervisory/Manageri

al Roles
As the multi-group analysis illus-
trated in Table (12) shows, that being a
supervisor/manager did not have mod-
erating impacts on the examined rela-
tionships.



Dr. Sally Raouf Ragheb Garas, Prof.Dr. Amira Fouad Mahran

The Relationship between ...

This result differs than King's
(2010) findings, where the relationship
between brand knowledge dissemina-
tion and role clarity and brand know-
ledge dissemination and affective com-
mitment was stronger for managers

than for frontline employees.While the
link between affective commitment and
brand citizenship behavior was stronger
for frontline employees than for man-
agers.

Table (12)
Having a Supervisory/Managerial Role as a Moderator
Supervisory/Managerial No supervi-
(n=147) sory duties Path Difference
Paths - (n=253) Decision
Values B Values B Path t- p-
(t-value)Sig (t-value)Sig | Coef. | Value | Value
Internal  Brand-
ing->In-role 0.148(1.753) 0.080 0'0%9%2’37) 0.120 | 0936 | 0350 | Noeffect
Behavior '
Internal  Brand-
ing-> Extra-role |  0.057(0.695) 0.487 O'O%SQ%?E’) 0019 | 0182 | 0.856 | No effect
Behavior '
Internal  Brand-
ing->Role Clari- |  0.658(10.272) 0.000 0'713(556608) 0053 | 0.827 | 0.409 | Noeffect
ty '
Internal  Brand-
ing -> Affective |  0.571(8.335) 0.000 0'628%36062) 0054 | 0714 | 0476 | No effect
Commitment '
Role Clarity-> 0.456(6.623)
In-role Behavior 0.468(6.662) 0.000 0.000 0.012 | 0.113 0.910 No effect
Role Clarity ->
Extra-role  Be- 0.434(5.562) 0.000 0'3903(()%8147) 0.041 | 0.366 0.715 No effect
havior '
Affective Com-
mitment -> In- 0.063(0.841) 0.400 0'2%8(()%3905) 0.175 | 1.475 0.141 No effect
role Behavior '
Affective Com-
mitment->  Ex- 0.330(4.028) 0.000 0'4%6(()%834) 0.076 | 0.745 0.457 No effect
tra-role Behavior )

6.4.4.3.The Age of Employees

To test whether the age of employ-

ees has moderating impacts on the ex-
amined relationships, the research data
was divided into three subgroups. The
first was employees whose ages were
less than 30, the second was those who

were 30 years old but less than 40 and
the third was those who were 40 years
old and more. Hypotheses were exam-
ined, accordingly. Results of the multi-
group analysis are illustrated in Tables
(13), (14) and (15).
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Table (13)

The Age of Employees as a Moderator (groups one and two)

Less than 30 30 less than 40 )
Path Difference
Paths (n=190) (n=118) o
Decision
Values Values Path t- p-
B(t-value)Sig B(t-value)Sig Coef. | Values | Values
Internal Branding ->
. 0.099(1.092)0.275 0.018(0.167)0.867 0.081 0.565 0.572 No effect
In-role Behavior
Internal Branding -
>Extra-role Behav- | 0.038(0.483)0.629 | -0.044(0.478)0.633 | 0.082 0.665 0.507 No effect
ior
Internal Branding ->
] 0.689(18.562)0.000 | 0.624(8.912)0.000 | 0.065 0.903 0.367 No effect
Role Clarity
Internal Branding ->
Affective Commit- | 0.639(12.356)0.000 | 0.619(9.938)0.000 | 0.019 0.236 0.814 No effect
ment
Role Clarity -> In-
) 0.559(7.555)0.000 0.409(4.665)0.000 | 0.150 1.288 0.199 No effect
role Behavior
Role Clarity -> Ex-
] 0.528(7.738)0.000 0.344(3.611)0.000 0.183 1.604 0.110 No effect
trarole Behavior
Affective Commit-
Modera-
ment -> In-role Be- | 0.058(0.742)0.458 0.287(2.483)0.013 0.229 1.701* 0.090* i
ion
havior
Affective Commit-
ment -> Extra-role | 0.300(3.803)0.000 0.424 (4.536)0.000 | 0.124 0.996 0.320 No effect
Behavior

* Significance level is 90%, P value < 0. 1, t value +1.65 (for path coefficient only).

As shown in Table (13), the impact
of affective commitment on in-role be-
havior of elder employees (30 years but

less than 40) is stronger than its impact
on in-role behavior of the youngest em-
ployees (less than 30).
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Table (14)

Age of Employees as a Moderator (groups one and three)

Less_than 30 | 40 anEI more Path Difference
Paths (n=190) (n=92) Decision
Values Values Path t- p-
B(t-value)Sig | P(t-value)Sig | Coef. | Values | Values

Internal Brand-
ing -> In-role | 0.099(1.082)0.279 | 0.136(0.881)0.376 | 0.037 0.222 0.825 No effect
Behavior
Internal Brand-
ing-> Extra-role | 0.038(0.489)0.625 | 0.179(1.241)0.215 | 0.141 0.941 0.348 No effect
Behavior
Internal Brand-
ing->Role Clar- | 0.689(18.443)0.000 | 0.810(20.034)0.000 | 0.121 | 2.000** | 0.046** | Moderation
ity
Internal Brand-
ing -> Affective | 0.639(12.245)0.000 | 0.604(9.438)0.000 0.034 0.392 0.695 No effect
Commitment
Role Clarity ->
In-role Behav- | 0.559(7.308)0.000 | 0.397(2.604)0.009 | 0.161 1.062 0.289 No effect
ior
Role Clarity ->
Extra-role Be- | 0.528(7.710)0.000 | 0.260(1.776)0.076 | 0.268 1.900* | 0.058* | Moderation
havior
Affective
Commitment -> 0.058(0.747)0.455 | 0.106(0.819)0.430 | 0.047 | 0331 | 0741 No effect
In-role  Behav-
ior
Affective
Commitment -> 0.300(3.824)0.000 | 0.375(3.276)0.001 | 0.075 | 0545 | 0.586 No effect
Extra-role Be-
havior

_ Significance level is 90%, P value < 0. 1, t value +1.65 (for path coefficient only).
**  Significance level is 95%, p value < 0.05, t value +1.96 (for path coefficient only).

Table (14) illustrates that, the effect
of internal branding on role clarity is
stronger for the eldest employees (40
years and more) than the youngest (less

than 30). On the other hand, the impact
of role clarity on extra-role behavior is
more for the youngest employees com-
pared to the eldest.
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Table (15)

Age of Employees as a Moderator (groups two and three)

30 less than 40 40 and more Path Difference
Paths (n=118) (n=92) .
Decision
Values Values Path t-Values | p-Values
B(t-value)Sig B(t-value)Sig Coef.

Internal Brand-
ing -> In-role | 0.018(0.170)0.865 0.136(0.881)0.378 0.118 0.650 0.516 No effect
Behavior
Internal Brand-
ing -> E_xtra— 0.044(0.1;72)0.637 0.179(1.199)0.231 0.222 1.329 0.185 No effect
role Behavior
Internal Brand-
ing->Role Clar- | 0.624(9.028)0.000 | 0.810(19.954)0.000 0.186 2.172** 0.031** | Moderation
ity
Internal Brand-
ing -> Affective | 0.619(10.119)0.000 | 0.604(9.254)0.000 0.015 0.165 0.869 No effect
Commitment
Role Clarity ->
In-role Behav- | 0.409(4.657)0.000 | 0.397(2.626)0.009 0.012 0.071 0.943 No effect
ior
Role Clarity ->
Extra-role Be- | 0.344(3.645)0.000 | 0.260(1.737)0.082 0.084 0.500 0.618 No effect
havior
Affective
Commitment ->
In-role  Behav- 0.287(2.523)0.012 0.106(0.825)0.409 0.181 1.064 0.289 No effect
ior
Affective
Commitment -> | - 14579)0.000 | 0.375(3.263)0.001 | 0.049 0.334 0.739 | No effect
Extra-role Be-
havior

** Significance level is 95%, p value < 0.05, t value +1.96 (for path coefficient only).

As indicated in Table (15), the im-
pact of internal branding on role clarity
is stronger for the eldest employees (40
years and more) than for the middle
aged (30 and less than 40), Therefore,
most of the moderating effects of age
on the examined research links could
be summarized as follows:

First, the relationship between affective
commitment and in-role behavior is
stronger for the middle aged employees
(whose ages are 30 and less than 40 years)

compared to the youngest age group (8
=(.287 versus 3 =0.058)

Second, the relationship between internal
branding and role clarity is stronger for the
eldest group of employees (40 and more) than
for the two other younger groups (5 =0.819
compared to  =0.689 for those less than 30
years and 8 = 0.624 for those 30 years and
less than 40, respectively).

Third, the relationship between role clarity
and extra-role behavior is stronger for the
youngest age group compared to employees



Dr. Sally Raouf Ragheb Garas, Prof.Dr. Amira Fouad Mahran

The Relationship between ...

aged 40 and more (8 =0.528 compared to
0.260).

7. Discussion of Findings

Overall research results indicate that
internal branding does not directly lead
to improving in-role or extra-role be-
havior of bank employees. This result is
not consistent with previous results co-
nducted in the Hotel and Tourism sec-
tor (e.g.Punjaisri and Wilson, 2011).
However, internal branding effect on
employees'brand behavior occurs main-
ly through its influences on employees'
role clarity and their affective commit-
ment. This finding is consistent with the
findings of King (2010).

Since failing to fulfill the brand pr-
omise consistently erodes customers'
trust (Kimpakorn and Tocquer, 2010).
Therefore, management of banks sho-
uld be really committed to provide ser-
vice quality rather than merely being
sales or output oriented. More specifi-
cally, nowadays, most banks place em-
phasis on meeting the sales targets (ou-
tput measures) while evaluating the per-
formance of customer service staff sh-
ould be based more on behavioral me-
asures (as their interactivity and indi-
vidual attention). On the other hand, ba-
nk tellers are evaluated based on output
measures (as accuracy of end-of-day
balance), while customers also expect
from them quality behavior (to be accu-
rate, fast and friendly). Consequently,
customer-facing staff (customer service
and tellers) in banks may experience
role conflict when they find themselves
trying to meet management requireme-
nts (output targets) and customers' ne-
eds and expectations (behavioral tar-
gets) at the same time.

AR

This could explain why internal
branding did not have a direct signifi-
cant impact on brand behavior of em-
ployees. This explanation is also in line
with Zeithaml et al. (1988) who indi-
cate that role conflict is not a comforta-
ble feeling for employees and is likely
to have negative effects on their per-
formance.

While employees' personal factors
had only few weak moderator impacts
on some of the examined relationships.
The following can be implied based
on the multi-group analysis results:

First, the longer the employees re-
main with their bank, the less the im-
pact of role clarity on their brand be-
havior (in-role and extra-role). This may
imply that the brand behavior of those
employees is displayed due to their
commitment.

Second, being supervisors/ manag-
ers has no moderating impacts on the
examined relationships. This finding
differs from King's (2010) findings. A
po-ssible explanation could be due to
difference in the contexts between the
two studies. Where King's (2010) study
examined employees working in the
Hotel and Tourism industry, which is
characterized by many part-time em-
ployees, performing front-office tasks,
while full-time positions are held by
mangers who may not have daily con-
tacts with customers. On the other
hand, the current study examines the
attitudes and behaviors of employees
working in the retail banking sector,
where even bran-ch managers have
regular contacts with bank customers.

Third, middle aged employees (those
who are between 30 and 40) tend to
have higher affective commitment to-
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wards their bank than the youngest em-
ployees (less than 30) and their com-
mitment tends to enhance their in-role
performance.

Fourth, older employees seem to
benefit from internal branding in clari-
fying their roles or gaining brand kn-
owledge more than the youngest age
group. However, they do not necessari-
ly translate this knowledge into brand
behavior. On the other hand, employees
belonging to the youngest age group do
not seem to benefit from internal brand-
ing in clarifying their roles and thus
may depend on other sources, such as
their supervisors and co-workers, to
have better role clarity. However, once
their roles are clarified, they display
extra-role behavior.

8.Implications and Recomm-

endations

Results indicate that having a ser-
vice quality and customer-oriented cul-
ture should not be only a promise dis-
played in media advertising and other
marketing communications, but a lived
reality, so that internal branding can
significantly achieve its objective,
which is turning employees into brand
champions who represent the brand and
bring it to live, by performing their in-
role duties effectively as well as sup-
porting the brand image by extra-role
behavior. The following are some rec-
ommendations for enacting such a
service culture in banks:

First, rather than just applying in-
ternal marketing processes to achieve
short term gains (e.g. sales revenue or
increase in market share), management
of banks need to adopt the internal
marketing philosophy to guide the be-
havior of all members in the bank.

Yy

Second, assigning “sales targets” to
the sales staff of banks and not to the
customer service staff.

Third, evaluating the performance
of customer service personnel using a
system that includes both output and
behavioral measures, with greater em-
phasis on behavioral measures. While,
the performance of bank tellers should
be evaluated using a system that in-
cludes both output and behavioral
measures but with greater emphasis on
output measures.

Fourth, aligning internal communi-
cations with the external integrated
marketing communications, in order to
be able to deliver the service that has
been promised and thus meet custom-
ers' expectations.

Fifth, creating a sense of ownership
towards the brand among all bank em-
ployees by coordination among all
functions of a bank.

Sixth, regularly measuring the level
of role clarity and affective commit-
ment of bank employees and enhancing
both through internal branding as well
as through training and encouraging
supervisors to be transformational lead-
ers and role models.

Seventh, finding out the brand in-
formation and knowledge needs of the
youngest group of employees; and tai-
loring internal branding activities (in-
ternal communications, orientation and
training, performance feedback and re-
wards) to meet those information needs.

9. Research Boundaries and
Limitations

1- The current study examined the vari-
ables proposed in the conceptual
model only due to their perceived
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importance. However, there may be
other variables influencing employ-
ees' brand commitment and employ-
ees brand behavior, such as leader-
ship styles and the degree of co-
worker support and team spirit.

2- The sample of the study was a snow-

ball sample, due to the security and
privacy imposed on information co-
ncerning employees working in ba-
nks. Hence, management of banks
refused to provide access to the sa-
mpling frame of its frontline empl-
oyees. Thus, findings of the current
study can be compared to findings
of studies conducted in other service
organizations, where probability sa-
mpling techniques can be used.

3- The study was concerned with retail

and not corporate departments, due
to two reasons. Firs, retail customers
are the decision makers and the buy-
ers of the service and thus are more
influenced by and emotionally con-
nected to familiar service employees
than business customers (Wallace et
al., 2013). Second, due to the rela-
tive importance of the retail sector
(represented by the percentage of
household deposits compared to the
business sector deposits according to
the Central Bank of Egypt Economic Re-
view, 2015).

The current study was limited to
branches of banks located in Cairo,
Giza and Alexandria, since those th-
ree cities have the highest percent-
age of branches of banks operating
in Egypt (Central Agency for Public
Mobilization and Statistics, 2014).
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