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Abstract. As competition between employers has become more intense in recent 
years, employee-based differentiation has become one of the strategic solutions for 
many organizations. The objective of this paper is to test a nomological model between 
internal branding, attitude, satisfaction, and loyalty. Data were collected through a 
survey among employees of a leading electronics conglomerate from Romania. While 
the relationship between attitudes and loyalty is partially mediated by satisfaction, the 
relationship between internal branding and satisfaction is indirect, with full mediation 
by attitudes being detected. The results of the study agree with previous studies, 
which suggested that internal branding influenced certain employee behaviors, such 
as positive attitudes, satisfaction, or loyalty. 
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1. Introduction 
 

Building a strong employer brand is critical today, as competition between 
employers has become more intense in recent years. In this competitive environment, 
employee-based differentiation has become one of the strategic solutions for many 
organizations. One of the advantages of using employees as an element of 
differentiation is that high-performing employees are difficult to replicate by 
competitors, at least in a short period of time, as they become real assets for their 
companies (Terglav et al., 2016). 

The recognition of employees as a key element of branding led researchers 
to examine the concept of internal branding. Internal branding is based on the 
premise that the quality level of the brand is represented through the company’s 
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employees and this can be achieved by encouraging employees to understand and 
celebrate the meaning of the brand and acquire the skills and techniques needed to 
fulfill brand promises (Wang et al., 2019). Many researchers believe that the internal 
branding message should be aligned with those of the external branding, which 
targets customers and other stakeholders in order to provide consistent messages 
(Vatankhah & Darvishi, 2018). 

However, little is known about the mechanism by which internal branding 
systems influence or lead to the desired results to be reflected in employee behavior. 
A potential area for understanding the mechanism is the attitude of employees, both 
towards the workplace and towards the organization. Although this topic has 
received much attention in practice, the lack of academic research has led some 
researchers to call for future studies to focus on the role of employee attitudes 
(Terglav et al., 2016). We address this topic by extending the current research 
literature with our study. Therefore, the current study examines employees’ attitudes 
as a possible mediator between internal branding and desired outcomes to be 
reflected in employee behaviors, namely their satisfaction and loyalty. Employee 
attitudes are considered one of the necessary conditions for high performance in the 
workplace and the significant contribution to the success of the organization has 
been demonstrated by Welch (2011). 

Building on these ideas, the study continues with literature review, where 
the relationships between various components of a nomological model are 
discussed, a methodology section, followed by data analysis and results, and ending 
in discussion and conclusion section. 
 
 
2. Literature review 
 

Internal branding can be defined as a cultural change within an organization, 
in which employees become more customer-oriented and more company-oriented. 
This can be achieved through various internal marketing strategies and tactics, 
which will ultimately lead to changes in employee behavior. Meanwhile, once the 
concept of internal branding is understood, each employee must adopt a certain 
behavior at work that contributes to the success of the company. This behavior must 
be maintained through various tactics and applied in accordance with the policies 
and strategies of human resources, internal communication, and corporate 
marketing (Li et al., 2018; Liu et al., 2017). 

De Chernatony (1999) considers that internal branding is an aspect related 
to the cooperation of the marketing department and the human resources 
department. It is important to ensure that internal branding activities are in line with 
the company’s marketing strategy and to encourage their employees in 
implementing this strategy (Terry, 2003). Marketers possess a deep understanding 
of the accompanying brand for providing a guide for the work, motivations, needs, 
and desires of individuals (Terry, 2003). Therefore, they can significantly influence 
the communication of the brand to the internal public and the formation of their 
perceptions (Terry, 2003). Internal branding also requires the support of key 
members of the management team, who have the appropriate qualities to create and 
lead a brand. 
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According to the above, we believe that flexible management styles are 
necessary to ensure a work environment conducive to the development of an internal 
brand concept within an organization, because the workforce has become incredibly 
diverse. The currently active workforce comprises four different generations of people 
who have been trained in different cultural contexts: traditionalists, baby boomers, 
generation X and millennials. Each generation has different needs and expectations in 
terms of management style. The key to employee motivation and collaborative 
management makes every type of employee feel heard. The traditional generation is 
considered to respect superiors, hierarchy, and to easily obey the rules, while the next 
generation, baby boomers (born in uncertain times for the future), is known for high 
adaptability and preference for democratic leadership style. Generation X prefers the 
type of management based on skills, freedom, and experience. It is much more 
appreciated by them than loyalty to the company or remuneration. The collaborative and 
communication-based leadership style in general is specific to the generation of 
millennials, who are extremely connected because of the years they have developed 
and flourish when working in teams, share ideas and are empowered to act by positive 
confirmation for their actions. These being mentioned, we consider that the importance 
of adapting the leadership style within the teams acquires a high importance, as diversity 
requires flexibility, and the management style becomes an important influencing factor 
for a successful internal branding strategy. 

One aspect, with important influences on internal branding is quality, which 
is a complex concept, with major influences in all aspects of internal and external 
marketing. In order to succeed in building a high-performance work environment, which 
generates performance both internally - employees and externally - customers, the 
organization must work on issues related to organizational culture, identifying motivators, 
management performance, workforce development, efficiency development as well as 
career development. All the aspects mentioned above are not only elements that are 
part of the concept of quality, but there are also factors that influence employee 
satisfaction and involvement. An involved and satisfied employee will convey quality 
to customers through the work he does. Thus, a company that "sells" quality to 
customers, will convey to its employees that the brand values are strong, and 
perceptions related to internal branding will be positively influenced. 

Another aspect that can be considered both as an influencing factor and as 
a component element is communication, both internal and external. This aspect of 
internal branding refers to the effort made by companies in staff training process to 
improve the understanding of brand significance, and to ensure that staff has the 
necessary skills to deliver the promised brand (M’zungu et.al, 2010). Internal branding 
is considered more effective when employees participate in the creation of the program 
for internal branding practices, so a two-way communication between employees and 
management is encouraged in this regard (Punjaisri et al., 2008). Internal branding 
activities must be supported by the communication strategy that reflects both 
external and internal messages (Punjaisri et al., 2008). It is necessary for all 
members of the organization to have easy access to the information needed to 
increase employees’ awareness of the brand (de Chernatony, 2006). The efficiency 
of communication will depend on the constant strengthening of the brand. In addition, 
the organization that seeks to maintain brand standards should remunerate and reward 
employees accordingly (Hoffman & Mehra, 1999) as well as keep them motivated by 
various means (M’zungu et.al, 2010). 
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In the study conducted by Punjaisri et al. (2008) on employees’ perceptions 
of the internal branding process, it was established that both internal communication 
programs and training and development programs are considered to be the main 
internal branding mechanisms influenced by personal and situational variables. 
Researchers have identified a number of key tools in internal branding: "methods of 
mass communication" of information to employees in a written form (e.g. newsletters 
or information boards) and face-to-face communication (e.g. briefing) or team meetings 
(Punjaisri et al., 2008). Staff preferred face-to-face communication because they were 
given the opportunity to “clarify things” (Punjaisri et al., 2008). Employees also expressed 
the idea that the training program, as part of the internal branding program, helped them 
to improve their perception of the brand (Punjaisri et al., 2008).  

The positive attitude of the employees towards the company brand, as well 
as the positive internal relations between the employees proved to influence a 
supportive behavior of the brand (Punjaisri et al., 2008). 

It is assumed that internal branding must influence employees to achieve 
their performance at a higher level, by encouraging them to adopt the necessary 
changes at the cognitive level (attitude) through internal communication actions, and 
at the level of behavior (workplace performance). through training and remuneration 
programs. Thus, the concept of internal branding was considered after consulting 
the literature, a concept with a high degree of abstraction, so in the proposed 
analytical framework, internal branding will be a latent variable of the second order, 
with reflections in communication, training – development, and remuneration. 

Following the analysis of published studies on the consequences of internal 
branding actions on employees, we found that attitudes are influenced by them, as 
well as the need to distinguish between attitudes towards the workplace and 
attitudes towards the organization in general. At the same time, when internal 
branding provides employees with clear organizational directions, then the essential 
tools for providing brand value will have a positive influence on how employees feel 
at work (employee satisfaction). Thus, we will consider that internal branding will 
directly influence attitudes and job satisfaction among employees. 

Following the aspects stated above, we propose the first set of hypotheses 
as follows: 
 

H1 - Internal branding positively influences attitudes towards the workplace. 
H2 - Internal branding positively influences attitudes towards the organization. 
H3 - Internal branding positively influences job satisfaction. 

 
The attitude of the employees is extremely important in maintaining a 

positive and optimistic work environment in almost any company, this being a 
particularly good stimulus for innovative behavior of the employees, as well as in 
retaining the employees in the company. Because positive attitudes are also 
generated by the emotional involvement in the relationship with the workplace, we 
believe that attitudes towards those at work and those towards the organization will 
influence both satisfaction and loyalty. This is the effect of the emotional involvement 
of the employee, who will try to maintain the same level of satisfaction and loyalty. 

Thus, the following set of hypotheses is proposed: 
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H4 - Attitudes towards the workplace influences employee satisfaction. 
H5 - Attitudes towards the workplace influences employee loyalty. 
H6 - Attitudes towards the organization influences employee satisfaction. 
H7 - Attitudes towards the organization influences the employees’ loyalty. 

 
The positive results of job satisfaction have been documented by many 

authors in the literature, so most say that it often influences customer-oriented 
behavior, increases employee involvement in the organization which results in the 
development of a relationship of loyalty to employee’s company. The existence of 
relationships between employee satisfaction and their implications on loyalty were 
identified by Gu & Siu (2009). At the same time, Lee et al. (2006) show that employee 
job satisfaction not only improves work performance, but also contributes to 
employee engagement and loyalty. Also, studies conducted by Fletcher & Williams 
(1996), Turkyilmaz et al. (2011), and Wu & Norman (2006) report a positive 
relationship between employee satisfaction and loyalty to the organization that lead 
us to state the following hypothesis: 

 
H8 - Employee satisfaction positively influences loyalty. 

 
The present study considers attitudes (towards the workplace and towards 

the organization) as a mediator between internal branding and satisfaction. Maslach 
et al. (2001) demonstrate that attitude is a mediating variable for the relationship 
between working conditions in the company and the results of actual work, such as 
satisfaction. Thus, an internal branding program that provides signs of support for 
employees will initiate a social exchange relationship with them. Over time, 
employees who have used the benefits of the organization’s internal branding 
program will feel compelled to respect good deeds to ensure an equitable return for 
their actions.  

Employees will demonstrate involvement, as their deeds for reciprocity will 
be conceptualized in the positive attitudes and contributions to their work beyond the 
demands of the workplace. Thus, the following hypotheses are proposed: 

 
H9 - Attitudes towards the workplace partially mediates the relationship 
between internal branding and employee satisfaction. 
H10 - Attitudes towards the organization partially mediates the relationship 
between internal branding and employee satisfaction. 
 
The proposed model will also test the premises according to which employee 

satisfaction is a mediator that links the concepts of attitudes, previously presented, 
to loyalty, so the following final hypotheses are: 

 
H11 - Employee satisfaction partially mediates the relationship between 
attitudes towards the workplace and loyalty. 
H12 - Employee satisfaction partially mediates the relationship between 
attitudes towards the organization and loyalty. 
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3. Methodology 
 

In the present study, the target population was people employed in a 
multinational electronics manufacturer company, Cluj County, Romania branch, 
which represented approximately 2200 individuals during the data collection period 
(second semester of 2019). This population was chosen because it was considered 
appropriate, to provide answers on the issues studied in this paper. Aspects related 
to the links between internal branding activities and attitude, satisfaction, and loyalty 
could be easily captured in the environment of the selected company. 

Due to the impossibility of participation of the entire targeted population in 
this study (lack of access), sampling was performed based on the general 
characteristics of the company’s employees. Thus, a non-probabilistic sampling 
method was used, respectively the rational selection method, resulting in a sample 
of 263 respondents. 

Of the 263 respondents, half were women, the respondents’ age varied 
between 20 and 55, with an average age of approximately 33 years. An overview  
of the sample structure based on seniority and education level is also provided in 
table 1. 
 

Table 1: Sample structure based on seniority and education level 
 

Seniority % 
   Less than 1 year 23,19 
   2-3 years 23,59 
   4-5 years 28,13 
   More than 5 years 25,09 

Education level % 
   Highschool diploma 36,89 
   Bachelor’s degree 7,98 
   Master’s degree 50,19 
   PhD 4,94 

 
Because the relations that are supposed to exist between the elements of 

the proposed model are dependency relationships, and within the respective model 
there are multiple relationships between dependent and independent variables, 
according to Hair et al. (2010), the statistical technique that should be used for their 
analysis is that of Structural Equation Modeling (SEM). 

Considering that all factors are treated in this study as being reflective, 
covariance-based SEM will be performed using IBM SPSS AMOS 20. Firstly, a 
Confirmatory Factor Analysis (CFA) resulting in a final measurement model is 
considered, then measurement scales reliability and validity is assessed, followed 
up by path analysis for the relationships in the proposed nomological model. 

To evaluate the results, the values of several indicators of goodness of the 
proposed model, the predictive relevance of each dependent variable, as well as the 
significance of standardized regression coefficients between independent and 
dependent variables will be examined (Hair et al., 2010; Byrne, 2010). 
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4. Data analysis and results 
 
4.1. Measurement model 
 

As previously mentioned, we begin the data analysis process by performing 
a confirmatory factorial analysis on the constructs considered within the conceptual 
model. This determines the construction of a so-called "measurement model", which 
includes all the variables of measurement of the constructs presumed to exist within 
the conceptual model. The objectives of a confirmatory factor analysis are (1) to 
verify the proposed structure of the factors and (2) to identify the need to make 
significant changes at the level of the proposed structure. 

Following the running of the AMOS program, the results obtained for the 
indicators based on which the quality of this model is evaluated, are presented in 
table 2. 
 

Table 2: Measurement model – Goodness-of-fit 
 

Category Acronym Threshold 
value 

Observed 
Value 

Absolute goodness of fit 
indicators 

GFI ≥0.9 0.801 

 RMSEA ≤0.08 0.078 
Incremental goodness 
of fit indicators 

AGFI ≥0.8 0.752 

 CFI ≥0.9 0.925 
Parsimonious goodness 
of fit indicators 

Χ2/df ≤2 or 2.5 2.05 

Source: authors own calculations 
 

From table 2 it can be observed that for most of the indicators the minimum 
requirement values are exceeded, resulting in an acceptable measurement model. 

Based on the final measurement model, the measurement scales reliability 
and validity - convergent and discriminating -was evaluated. Regarding the reliability 
in the measurement scales, it is evaluated with the help of the composite reliability, 
its value for each factor having to exceed the minimum value of 0.7 (Fornell & 
Larcker, 1981). 

Convergent validity was evaluated by means of average variance extracted, 
where a value greater than 0.5 for this indicator represents a proof of this type of 
validity (Fornell & Larcker, 1981). 

Regarding discriminant validity, to confirm it, the square root of the average 
variance extracted for each individual construct should exceed the bivariate 
correlation between the respective construct and the other constructs within the 
measurement model. 

The values registered by each construct separately, regarding reliability as 
well as their validity are presented in table 3 (reliability and convergent validity), 
respectively in table 4 (discriminant validity). 
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As can be seen from the data presented in the two tables, each construct 
fulfills the minimum conditions for reliability, convergent validity, and discriminant 
validity. 
 
 

Table 3:– Construct reliability and convergent validity 
 

 Composite Reliability Average Variance Extracted 

Loyalty 0,870 0,685 

Satisfaction 0,795 0,563 

Workplace attitudes 0,862 0,623 

Organizational attitudes 0,891 0,675 

Internal branding 0,886 0,955 
Source: authors own calculations 

 
 

Table 4: Construct discriminant validity 
 

 Loyalty Satisfaction Workplace 
attitudes 

Organizational 
attitudes 

Internal 
branding 

Loyalty 
0,830     

Satisfaction 
0,722 0,751    

Workplace 
attitudes 

0,763 0,695 0,798   

Organizational 
attitudes 

0,805 0,621 0,788 0,821  

Internal branding 
0,824 0,711 0,752 0,809 0,980 

Source: authors own calculations 
 
 
 
4.2. Structural model 
 

Having as a starting point, the proposed research hypotheses, a structural 
model for testing the causal relationships assumed to exist between these constructs 
will be built based on the constructs in the measurement model. 

It is worth mentioning that before the structural model was built, using the 
AMOS program, the values for each construct in the model were calculated using  
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imputation. The reason for this approach was to "simplify" the construction of the 
structural model, as there is no difference in terms of the results obtained between 
using these newly calculated values or the old values within the measurement model. 

Based on the data in table 5, the causal relations supposed to exist between 
the factors within the proposed structural model will be validated or not. 

The mediation hypothesis where tested by comparing direct effects with 
indirect effects and forming thus a conclusion. The results are presented in table 6. 
 
 

Table 5: Standardized regression weights 
 
Endogenous variable  Exogeneous variable Estimate p-value 

Workplace attitudes <--- Internal branding 0,362 * 
Organizational attitudes <--- Internal branding 0,566 *** 

Satisfaction <--- Internal branding 0,002 n.s. 

Satisfaction <--- Workplace attitudes 0,256 *** 
Satisfaction <--- Organizational attitudes 0,321 *** 

Loyalty <--- Workplace attitudes 0,156 *** 

Loyalty <--- Organizational attitudes 0,201 *** 
Loyalty <--- Satisfaction 0,565 *** 

 p-value - *p<0.05; **p<0.01; ***p<0.001; n.s.- non-significant. 
 Source: authors own calculations 
 
 

Table 6: Direct and indirect effects 
 

Hypothesis Direct effect Indirect effect Conclusion 

H9 0,002 n.s. 0,352 *** Full mediation 

H10 0,002 n.s. 0,421 *** Full mediation 

H11 0,156 *** 0,224 *** Partial mediation 

H12 0,201 *** 0,256 *** Partial mediation 

 p-value - *p<0.05; **p<0.01; ***p<0.001; n.s.- non-significant. 
 Source: authors own calculations 
 
 

In the following section the results are discussed by comparing them with 
results from several previous studies conducted on internal branding actions and 
satisfaction or loyalty. 
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5. Discussion 
 

The study provides empirical evidence that the internal branding effort, 
which incorporates training, communication, and remuneration, has a positive effect 
on employee attitudes. One of the critical success factors for today’s organizations 
is the performance of employees at work, achieved through the positive attitude 
towards the organization they belong to. The current study shows that in order to 
encourage employees to have a positive attitude towards the organization in general, 
it is essential that companies first focus on internal branding through an internal 
system of communication, training, and remuneration. 

This finding is consistent with the theory of social identity proposed by Tajifel & 
Turner (1985), which implies that employees who receive support from the 
organization (through internal branding actions in this case), will show positive 
attitudes both to the workplace, as well as to the organization to which they belong 
to, by involvement in the workplace and involvement in the organization, insofar as 
they identify with the organizational brand. 

Although Kahn (1990) compares the term employee involvement with the 
feeling of their moral obligation to become more involved in their role and to be 
satisfied with their job in exchange for the resources they receive from the 
organization, the results of the study could not support this hypothesis. Thus, 
although the internal branding actions do not influence the level of employee 
satisfaction, the positive attitudes towards the organization manage to influence the 
degree of employee satisfaction. 

Given that internal branding actions do not influence employee satisfaction, 
and attitudes positively influence employee satisfaction, we tested a hypothesis 
according to which attitudes partially mediates the relationship between internal 
branding actions and satisfaction. This hypothesis was also tested and confirmed by 
Lee & Kim (2015), and by Maslach et al. (2001). In line with expectations, the 
hypothesis was confirmed also, in the present study. 

Because studies conducted by Gu & Siu (2009), Lee et al. (2006), and 
Fletcher & Williams (1996) demonstrated the existence of links between attitude, 
satisfaction, and loyalty, the proposed nomological model links the concepts 
previously mentioned, through both direct and indirect relationships. Thus, we found 
that although the attitude of employees positively influences loyalty, it is also 
mediated trough satisfaction. 

Although not all direct links between the concepts of attitude, satisfaction, 
and loyalty were confirmed, after testing the existence of mediating relationships 
between the concept of attitude and loyalty, it was found that satisfaction mediates 
the relationship between attitude and loyalty, which is why we support the results of 
the previous studies. 

Following the above, we discovered that the internal branding actions 
carried out by the company mentioned in the methodology section, namely actions 
related to internal communication, training programs, and remuneration, positively 
influence the attitude of the company’s employees. At the same time, the attitude of 
the employees participating in the study, positively influences both their satisfaction 
and loyalty, which means that attitude is an important factor, which encourages 
employees to develop behaviors that positively contribute to employee satisfaction 
and loyalty. 
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6. Conclusion 
 

Considering the results, this paper contributes to the general knowledge of 
the concept of internal branding. The incorporation of internal branding concepts with 
those related to the behaviors developed by employees of large companies, namely 
attitudes, satisfaction, and loyalty, could be considered a plus, as most studies 
analyze at most two concepts simultaneously, without considering possible relationships, 
existing between several concepts, as we tried in the present study. 

The importance and influence of internal branding actions on the attitude of 
employees towards the organization they belong to, is emphasized in this study. 
Also, it contributes to strengthen the theory of social exchanges, which argues that 
if an individual receives benefits (in this case, remuneration, training, and adapted 
communication) from another party or person, will have to offer in return other 
benefits (in this case, positive attitude, which determines satisfaction and loyalty). 
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