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ABSTRACT  
Employee brand consistent behavior (EBCB) as the outcome of employee branding (EB) is a determining factor in the 

projection of employee attitudes towards consumers in the service industry. This study aims to map all previous 

research results related to employee brand consistent behavior. The method used in this research is literature review. 

Based on the results of the literature review found, there are 120 literature discussing EB. From these literatures, the 

most frequently discussed variables as determinants of EBCB are corporate communication (CC), internal marketing 

(IM) and brand management (BM). Some of them were found to study it from the human resource management 

(HRM) variable, and rarely studied it from the leadership and personal values (PV) variables. This research shows that 

the leadership variables and PV are variables that also play a role in the success of EB apart from CC, IM, and BM. 

Suggestions for further researchers, to conduct in-depth analysis through qualitative methods in order to find the 

factors that can influence it directly or indirectly. The originality of this research is the map of EBCB as the outcome 

of EB through CC, IM, BM, HRM, leadership, and PV. 

Keywords: employee branding, employee brand consistent behavior, corporate communication, brand 

management, internal marketing, HRM, leadership, personal values. 

1. INTRODUCTION

The service provider company. employees have a

very important role for the company's financial growth 

because the selling value of service companies is 

determined by the quality of employee work. In 

addition, as a company that provides services or services 

as the main product, it is necessary to pay attention to 

the intensity level of provider contacts, namely 

company employees with customers. This is because 

consumers see service companies based on how the 

services are provided. Whether the service is good, in 

accordance with procedures, runs in an orderly manner, 

etc. is a measure of the success of the company in 

providing its services. For this reason, it is important for 

companies to pay attention to the intensity level of 

employee interactions with consumers. [1].  

The intensity of employee interactions with 

consumers in the service industry must be considered, 

especially for front office employees. Employees who 

are able to understand and work in accordance with the 

brand the company wants will be a competitive 

advantage for the company in attracting consumer 

interest in the brand. To achieve this, employee brand 

consistent behavior (EBCB) activities are an important 

goal for companies to be able to make company 

employees understand the brand. companies well as a 

form of liaison in providing the company brand to 

consumers. Consistency of employee behavior towards 

brands is the result of precise and directed 

communication which aims to support the company's 

success through employee behavior and attitudes [2], 

[3].  
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Previous research, it is known that employee 

branding (EB) can produce employee brand consistent 

behavior. Variables that can influence include marketing 

management (MM) program, brand management (BM), 

corporate communication (CC), human resource 

management practices (HRM), leadership style (L) and 

personal values (PV). How each of these variables 

influences the effectiveness of EB is the aim of this 

study. This research was conducted by literature review 

which will be presented descriptively. 

2. METHOD 

 
This study uses a literature review method 

collected from articles in Scopus indexed journals Q1, 

Q2 and from text books. The literature search was 

started with the keyword employee branding, then we 

got around 112 literature that explained the relationship 

between variables and employee branding and how this 

resulted in the outcome, namely employee brand 

consistent behavior.  
The 112 literatures founded, then they are 

narrowed down again so that the literature becomes 

sharper and becomes approximately 54 literatures. This 

literature review emphasizes the variables that have an 

impact on the EBCB. The literature that is found reveals 

many other variables, but the ones that are most often 

found that have an influence on the success of EB are 

MM, CC, BM, HRM, L, and PV. 
 

3. EMPLOYEE BRANDING 

Employee Branding is a brand image that is 

presented to customers and other organizational 

stakeholders by employees [4]. Employees who are 

responsible for carrying out brand promises have an 

obligation to provide consistent service to achieve and 

maintain the identity, desired image and reputation of 

the organization. Failure to provide the service promised 

to customers by employees will result in negative 

customer perceptions of the quality of the service brand. 

In order to avoid negative consequences and to gain a 

competitive advantage, the desired brand image and 

associated brand promises must be spelled out to 

employees.  
Other research reveals that EB is about how to 

create personalities, images in the minds of employees, 

so that they feel empowered and deliver results 

according to the brand promise to delight customers. 

[5]. Internalization of the desired brand image is very 

important for employees before projecting it to 

customers (Joseph, 1996, Reardon and Enis, 1990). 

When employees internalize the desired brand image, 

they are motivated to reflect it. [6]. 

In line with what was conveyed by Harquil; 2007 

[7] which revealed that the EB process will shape 

employee work behavior so that they can project the 

company's brand identity on their daily work activities. 

Another study [8] explained that with employee work 

behavior in accordance with the company's brand 

identity, it can increase brand awareness and customer 

satisfaction. From the description above, it can be seen 

clearly that EB has a very important role in improving 

the company's reputation, especially for the service 

industry, where employees often interact directly with 

their customers. 

 

4. EMPLOYEE BRAND CONSISTENT 

BEHAVIOR 

 
EBCB is one of the outcomes of the EB 

process. Several previous researchers have given EBCB 

meaning that employees are required to behave and 

have work attitudes in accordance with the company's 

brand identity. As stated by Yan et al; 2015 [9] Internal 

branding and employee commitment and brand behavior 

differ significantly according to personal variables such 

as age and work experience and by various categories. 

Buil et al; 2016 [10] commitment building is a central 

concept in both marketing and brand management 

because of its significant influence in shaping and 

changing the perceptions, attitudes, and behavior of 

employees in favor of corporate branding.  
Consistency of employee behavior towards 

brands is employee behavior in presenting brand 

promises in the form of verbal and non-verbal 

communication [11]. Consistency of employee behavior 

towards brands is an effort to check employee behavior 

(behavioral branding) which focuses on conveying 

brand values and making employees behave as the face 

of the company's brand (brand ambassador) [12].  
EBCB can reach its optimal point if employees 

have a good understanding of the company's branding. 

[13]. Based on the description above, it can be 

concluded that EBCB is the behavior, attitudes and 

morale of employees in accordance with the company's 

brand identity resulting from the EB program and will 

have an impact on consumer satisfaction and the 

attachment of brand identity in the minds of consumers. 
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5. INTERNAL MARKETING 

 

At the time the EB process was carried out, a 

lot of literature revealed that this process was played by 

the marketing department. Marketing that specifically 

handles this program is known as internal marketing 

(IM). Internal and external marketing are two things that 

are carried out integrally by companies to increase 

customer satisfaction [14]. IM, especially in the service 

industry, will have a very significant impact. 

Furthermore, [15] conducted in-depth research and 

revealed that in service marketing, employees are key 

players in attracting, building and maintaining 

relationships with consumers. For that we need a service 

that really reflects the company's brand. IM has 

activities starting from the employee recruitment 

process, motivation training, communication to 

employee retention. 

 

Further stated by Sahibzada et al; 2020 

[16] internal marketing process has a significant 

relationship with knowledge management systems. IM 

will not be successful and will not produce EBCB if it is 

not catalyzed through a good knowledge management 

system. In addition, [17] stated that the internal 

marketing mix can improve service quality and 

customer experience which is quite positive. Another 

study, [18], revealed that IM, besides being able to 

increase customer satisfaction, was also able to increase 

employee job satisfaction, because with the integration 

of this IM program, employees became easier to 

understand the demands of their role for company 

performance, so that they would be more easy to adapt 

his behavior to his work activities.  
Although the term IM uses the word 

"marketing", the meaning of IM is actually played by 

the HRM department, not by the marketing work unit. 

IM practices are similar to those of the HRM work unit. 

IM demands that companies must be able to map 

employee candidates during the recruitment process, 

provide brand motivation training, build communication 

styles, and provide job satisfaction to employees. These 

practices are similar to those played by the HRM 

department. Furthermore, this integrated practice at IM 

will have an impact on the optimization of the EBCB. 

[19], [20], [21]. 

 

 

6. CORPORATE COMMUNICATION 

 

Communication is a tool used to transform all 

activities through the media carried out by 2 or more 

parties, one of which will act as a communicator and the 

rest as a communicator. Communication within the 

company plays an important role in the knowledge 

transformation process. CC will accelerate the 

transformation process, because it is the center for the 

spread of the company's core values. CC is also able to 

influence employee engagement and build corporate 

culture. [22]. CC will also form employee 

communication identities to consumers as a competitive 

advantage for the company. [23].  
The corporate communication process is 

divided into 2 levels, namely the internal and external 

levels of communication. Internal corporate 

communication (ICC) refers to how the communication 

flow is carried out in the company's internal business 

system. ICC has a significant effect on internal 

branding. ICC practices and brand training have a 

positive influence on communication satisfaction which 

in turn will increase employee job satisfaction, 

employee loyalty and also employee commitment to the 

company brand [24], [25]. 

 

Furthermore, [26] explained that ICC can 

change its terminology to internal corporate branding 

(ICB). ICB has a significant influence on the employee 

brand supporting behavior (EBSB). In this study, it is 

explained that to obtain EBSB, ICC must be mediated 

by clarity of employee work roles, affective 

commitment and continuous commitment to winning 

brands in the market. 

 

7. LEADERSHIP 

  
The leadership style that becomes 

organizational culture can affect employee commitment 

to work and loyalty to the company. The leadership 

style that exists in this organization can be contagious 

and provide real examples to employees when they have 

to carry out their work activities. [27].  
[28]. This research reveals that the ability of a leader in 

a company can build an EBCB through the IB process. 

In the IB process there is no one best 

leadership style to do, everything must be adapted to the 

conditions of the company. However, much of the 

literature reveals that it is transformational leadership 
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that most significantly affects the EBCB, although it 

cannot be denied that transactional leadership can also 

influence the EBCB. It is depend on company condition. 

[3] Lee; 2019 [29] also clarified the definition of brand-

specific leadership (BCL). He explained that BCL is a 

leadership style or pattern that matches the character of 

the company's brand. Such leadership behavior can 

accelerate the EB process to obtain EBCB. 

 

8. BRAND MANAGEMENT  
In brand managerial activities in a company, a 

brand manager often focuses on increasing consumer 

loyalty to their brand, but they forget to embed the 

brand identity in the minds of their employees. Research 

conducted by Chung & Byrom; 2020 [30] states that 

brand managers must be able to activate the employee 

branding process, by designing a sensory brand identity 

and aligning organizational                    identity. Brand  

identity  management  process can  increase  employees 

identification  with their organization. The importance 

of brand identity management to foster employee 

attitudes and actions that go beyond their job 

responsibility. [31] Other studies have shown that 

employee-base brand equity obtained from EB can 

increase EBCB. [32]. The company's extraordinary 

agility to be able to adapt to changes in its environment 

is supported by strong brand management. This brand 

management system will accelerate the process of brand 

implantation into the soul of employees, so that 

employees have high emotional affinity and bonding to 

them. [33]. 

 

9. HUMAN RESOURCE MANAGEMENT  
Humanresourcedevelopment 

managers have the most significant contribution to 

organizational brands, through increasing brand 

awareness culture. [34]. HRD has a role starting from 

the process of recruiting employee candidates, 

orientation and training, to designing and implementing 

an employee values proposition package. All HRD 

activities are carried out based on the characteristics of 

the company's brand, often known as IM terminology, 

so that much of the literature defines IM as HRD 

manager practices. [35]  
Another opinion that supports previous 

research is also presented in [36] which revealed that the 

talent management process has a very significant impact 

on the success of brand identity in employees. HRM 

image is distinct from a more traditional service image 

and that there is a significant relationship between 

favorable customer perceptions of an organization's 

HRM and customers' willingness to buy and pay a 

premium for products provided by the retail chain. This 

finding leads to the conclusion that HRM is not only 

relevant for employer branding, internal branding and 

operations management but also plays a significant role 

in building customer-based brand equity. The results 

show that further integration of HRM and brand 

management is needed, both in theory and practice. 

[37]. 

 

10. PERSONAL VALUES  
Research produced by Punjaisri and Wilson; 

2011 [38] Personal variables such as age, education, and 

length of service as well as situational factors regarding 

their work environment are found to have moderating 

effects on the effectiveness of the internal branding 

process. Similarly, a study [39] revealed that brand 

identification partially mediates the link between 

internal branding and brand citizenship behavior and 

fully mediates that between internal branding and brand 

loyalty. Also, the influences of internal branding on 

brand identification are varied among generational 

cohorts and employees with different tenure. [40]. 

Another study revealed that the more similar between 

personal values and company brand values, the better 

employees be to demonstrate the brand to customers. 

[41]. This study also give another terminology for this 

variabel, namely employee perceived brand value fit. 

 

11. DISCUSSION  
Based on literature analysis, it can be conclude 

that EBCB is one of the outcome of EB. Variables can 

effect the optimalization of EBCB are consist two 

aspect: organizational development which is run by L, 

HRM, and PV. The other aspect is: communication 

aspect, which is run by IM, CC, and BM. From this 

study we can found that organizational development 

aspect can not work seperately without communication 

aspect. The vital records from this study is IM can be 

implemented by HRM functioncollaborate with 

communication corporate such as public relation or 

marketing management. Top leader in company or event 

the meiddle management can be role model for 

employee, and he/she can build atmosphere or climate 

in work in accordance with the corporate brand. 

Meanwile, although PV is included in organizational 

development, this variabel comes from external 

ompanies that can still be controlled through the 
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branding program. L or HRM can have an effect on PV. 

The EBCB and its varable is described on figure 1. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. EBCB Model built by this study. 

 

12. CONCLUSION 

 

EBCB is one of the outcomes of EB. 

Optimization of the EBCB is largely influenced by 

internal company variables. These variables include 

how the recruitment process, training procedures and 

orientation of new employees are run by HRD 

managers. Many research states that this process is 

included in IM terminology. However, in practice this is 

played by the role of HRD management. Another 

variable that affects the EBCB is the company 

communication BM which is carried out within the 

company. All of these practices are influenced by the 

ability of company leaders to build their organizational 

systems. Another variable that influences the success of 

EBCB is from external parties, namely the personal 

values brought by employees from the time before they 

are oriented to become permanent employees of the 

company.  
This study suggests that further in-depth 

research through qualitative methods is carried out in 

order to find out which variables make the greatest 

contribution to EBCB. In addition, it is also hoped that 

in future studies it can be seen how each of these 

variables can influence EB to increase EBCB. 
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