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ABSTRACT

Theimplementationofmodernhumanresourcesconceptstopublicsectorlargeorganizationsisstill
arelativelynewtopicforresearchersandpractitioners.Moreover,althoughbrandinghasbecome
moreprominentinthepublicsector,itsrolewithemployeesisunderexplored.Bymeansofamulti-
dimensionalprocedure,theauthorshavedevelopedascaleofmeasurementoftheinternalbranding
antecedentsandconsequencesinthepublicsectorthrough35itemsgroupedintosixdimensions:
(1) external customer orientation, (2) internal customer orientation, (3) internal service quality,
(4)interdepartmentalconnectedness,(5)customersatisfaction,and(6)employeesatisfaction.The
importanceoftheproposedconstructswastheoreticallydiscussedandjustified.Usingasampleof304
publicsectoremployees,theconstructsarethentestedandvalidated.Amos27isusedforthispurpose.
Theoverallresultsfromtheempiricalassessmentwerepositive,thusreflectingtheappropriatenessof
theproposedconstructs.Thisstudyprovidesnewtheoreticalgroundsforstudyinginternalbranding
inthepublicsector.Italsosuppliespublicsectororganizationswithanumberofoperativefactors
thatmaybeessentialiftheyaretoprovideenhancedsatisfactiontopublicneeds.Itisprobablythe
firsttoprovideanintegrativeperspectiveofinternalbrandingconstructsinthepublicsector.
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INTROdUCTION

Ingeneral,theapplicationofModernHumanResourcesconceptstopublicsectorlargeorganizationsis
stillarelativelynewsubjectforacademicsandpractitioners(Eidetal.,2019;KotlerandLee,2007a).
However,organizations,publicorprivate,strivetowardexcellenceseekingcustomersatisfaction;
hence,differentnewstrategiessuchasinternalonlinecommunicationsandinternalbrandinghas
becomeamajorelementinensuringqualityandconsistency.Recentbrandinginitiativeshaveshifted
theirpromotionalfocusoninternalorganizationalcontextbyengagingemployeesinthecultureand
strategydevelopmenttobetterunderstandthebrand,liveitandbecommittedtoit(EidandElgohary
2015;Keller,2008).

Internalmarketinghasbeenproposedasasuitabletoolforcommunicatinginternalbranding
withinanorganizationbycreatingsuccessfulrelationshipswithemployees(Bergstrometal.,2003;
George, 1990). It uses the samemarketing toolsused for anorganization external brand image,
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internallywithitsemployees(Greeneetal.,1994)mainlythecommunicationpracticestohighly
motivateemployeesmakingthemcustomercentric(RafiqandAhmed,1993).Beingasub-fieldof
internalmarketingasstatedbyGronroos(1985),Bergstrometal.(2003),BurmannandZeplin(2005),
MahnertandTorres(2007)internalbrandingrequiresemployees’understandingandacceptanceof
marketingprogramsandeffortsthatcanbeseenastypeofmanagementstrategythatdevelopsthe
organization(Gronroos,1985).

Undoubtedly,consideringinternalbrandinginthepublicsectorlargeorganizationshasmany
reasons.Firstly,accordingtoDeChernatonyandCottam(2006)andWallaceandDeChernatony
(2008)customertouchpointsemployeeswillactasbrandambassadorsandtheirinteractionwith
customerswill inturnshapetheexternalviewofthebrand.Secondly,previousstudiesproveda
closerelationshipbetweencustomerandemployeeperspectives(HatchandSchultz,1997;Davies
andMiles,1998).Thirdly,internalBrandingensuresthestrategicalignmentofhumancapitalwith
organizationalgoalsbycontinuouslyconnectingemployeestotheorganization’svisionandvalues.
Finally,favorableinteractionislikelytotakeplaceifcustomertouchpointsemployeesshareapositive
viewoftheorganizationwithcustomers(ChunandDavies,2006).

However, although academics have built considerable theoretical knowledge on the
conceptualizationofinternalbranding,previousresearchfocusedmoreondifferentprivatesectors
suchastheserviceindustrysector(Eidetal.,2019;ErkmenandHancer,2015),retailbankingsector
(Chebatetal.,2002;DeChernatonyandCottam,2006),healthcaresector(GappandMerrilees,2006)
non-profitableUKcharities(Hankinson,2004),andtourismandhospitalityindustry(Bowen,1997).
Moreover,nostudiesseemtohavebeenmadeofthesuggestedantecedentsthatenableinternalbranding
andtheconsequencesthatarise,eitherintheUAEcontextorinthewiderworld.Therefore,thepresent
studywillenrichandcontributetotheinternalbrandingconceptandtheliteraturebyexpandingits
insightfulknowledgebeyondthatoftheWesternschoolofthoughttotheUAEpublicsector.

Tobridgethisgapvariousconceptualandempiricalstudiesinvestigatingtheantecedentsand
consequencesofinternalbrandingwerestudied.Model,definitions,techniquesanddiscussionof
thesefactorsandhowcouldtheyaffectinternalbrandingimplementationandsuccessinthepublic
sectorcontextaredescribed.Clearly,thisstudyhasthreeobjectives:(1)toestablishastructurefor
theinternalbrandingantecedentsandconsequencesinthepublicsector;(2)toempiricallyvalidate
thescalesoftheseperspectives;(3)toprovideresearchersandpractitionerswithasetofitemsto
measureinternalbrandingantecedentsandconsequencesinthepublicsector.

Thereminderofthispaperisorganizedasfollow.First,areviewofrelevantinternalbranding
literature is presented. This is followed by identification of internal branding antecedents and
consequencesanddevelopmentofrelatedscales.Empiricalvalidationofthescalesispresentednext.
Basedonoftheexploratoryanalysisofthestatisticalrelationshipsamongvariousinternalbranding
dimensions,managerialimplicationsareoffered.Thepaperconcludeswithrecommendationsfor
futureextensionofthisresearch.

LITeRATURe ReVIew

AbuDhabigovernmenthastakenmeasurablestepstowardseconomydiversificationwithmajorfocus
onlong-termcomprehensiveeconomicplanssuchasthePolicyAgendaandAbuDhabiEconomic
Vision2030tocreateaprominentpositionandtopositionitselfamongtheworld’sbestgovernments.
Achievingthisambitiousgoalneedshighlycompetitiveperformingdepartments;intermsofcustomer
centricity,servicequalityandcustomersatisfaction.Latelytherehasbeenacontinuousemphasis
onAbuDhabigovernmentdepartmentstoimprovetheirpublicsectoroperationsandservices,and
theybegantodeveloponthegroundsofprofessionalism.Inparticular,AbuDhabigovernmenthas
directedorganizationsinpublicsectortobecomemoreresponsivetothecustomerandhis/herneeds,
inotherwords,tobecomemorecustomer-oriented,ratherthantoincreasethenumberofcustomers.
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