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Abstract

Internal branding has recently been introduced to the literature as an enabler of the
organisation’s success in ensuring the delivery of the brand promise by their
employees, particularly the customer-interface employees. Relatively few studies
have been carried out to understand the internal branding concept from the viewpoint
of employees, despite its importance. Moreover, there is only an assumption that
when employees are identified with, committed and loyal to the brand, they would
behave in ways that support the brand reality. Therefore, this research’s aim was to
explore the employees’ perceptions regarding their role in the promise delivery
process because they are as important as those of management and researchers.
Furthermore, this study provided empirical evidence to support the link between
internal branding and employees’ brand attitudes and brand behaviours. Following a
case study strategy using the hotel industry in Thailand as a single unit of study with
mixed methodologies, the author could perform data triangulation by incorporating
the literature review with the findings from the qualitative and the quantitative phase.
This thesis revealed the important role of employees and their perceptions of the
relevant internal branding mechanisms, including internal communications and
training. Importantly, this thesis empirically supported the contention that internal
branding affects employees’ brand identification, commitment, and loyalty. It also
provided empirical evidence supporting the previously assumed link between internal
branding and employees’ brand behaviour. Furthermore, it added to the existing
knowledge that these attitudes, particularly brand identification and loyalty, need to
be positively influenced because of their mediating roles. Finally, it revealed the
moderating factors in the internal branding process that were identified by the
internal audience. As such, this thesis sends an overriding message to management
that the coordination between marketing and human resource departments with
support and understanding from management is necessary to optimise the success of

any internal branding campaigns in aligning employees with the brand.

11



Acknowledgements

The author has accomplished her thesis with the generous and supportive assistance
of a number of people. In recognition to their appreciable back-up, the author

therefore hopes to express her gratitude to all those, without whom the itinerary to

this research’s accomplishment could not have been such effective.

First and foremost, the author would like to show her appreciation for her parents’

support in terms of both financial and moral encouragement. The second person the

author wishes to show her acknowledgement for is her supervisor, Professor Alan
Wilson, who has been giving plenty of constructive advice with discrete patience
throughout the course of her study in general and the research in particular. In

addition, the author wishes to thank for the invaluable advice regarding statistical

analyses of both Professor Heiner Evanschitzky and Dr Stephen Tagg. She would
also show her gratitude towards Professor Stan Paliwoda for his useful advice and

suggestions,

Next, the author would like to thank all the respondents who sacrificed their
productive time to provide essential opinions conducive to the study. Last but not
least, the author appreciates the accommodating and favourable encouragement of

her friends throughout her research procedure.

N



Contents

Abstract
Acknowledgements

List of Figures
List of Tables

Chapter 1 Introduction

1.1 Research Rationale
1.2 Research Objectives

1.3 Overview of the Research Approach
1.4 Structure of the thesis

Chapter 2 What is a Brand and Why do Businesses Need One?

2.1 Introduction
2.2 Brand Definitions

2.3 Product-Plus Approach to Defining a Brand

2.3.1 A Brand as an Identifier

2.3.2 A Brand as a Legal Device
2.3.3 A Brand as Added Values

2.4 A Holistic Approach to Defining a Brand

2.4.1 A Brand as a Cluster of Values
2.4.2 A Brand as a Symbolic Device

2.4.3 A Brand as a Promise between Internal and External Constituencies

2.5 A Balanced Approach: A Definition for this Thesis
2.6 The Importance of Strong Brands

2.7 Corporate-Level Perspectives

2.7.1 Corporate Brand
2.7.2 Corporate Brands and Service Brands

2.8 Summary

Chapter 3 Service Branding is Different

Page
11
v
X]

X1l

N W N e



3.1 Introduction

3.2 Distinctive Characteristics of Services Challenge the Branding

Concept

3.3 Intangibility: Risk of Being Perceived as Commodity
3.3.1 Evaluating the Brand Values is Difficult
3.3.2 Uncertainty of Service Quality Heightens Perceived Risks

3.4 Inseparability: The Rise of Service Employees’ Crucial Role in
Branding

3.4.1 Customer Involvement Highlights the Human Capital's Significance

3.4.2 Customer-Firm Interactions: Service Employees as a Critical Element

3.5 Heterogeneity: A Challenge to Consistency of Service Brand
3.5.1 Individual Customers are Different: Reliance on Employees to Customise
Service Brand Experience

3.3.2 Individual Employees are Different: Disparate Performance
3.6 Service Branding: A Shift toward Being Promise-Centric
3.6.1 Tangible Presentation of the Intangible Brand Values

3.6.2 Involving Customers to Co-Product the Service Outcome

3.6.3 Focusing on Employees to Ensure a Consistent Service Brand

3.7 Summary

a Brand Promise

4.1 Introduction

4.2 Customer-Interface Employees are Central to Service Brand
Management

4.3 Customer-Interface Employees as an Input to the Delivery of a
Brand Promise

4.4 Customer-Interface Employees Influence Customers’ Perceptions

Toward the Delivery of a Brand Promise

4.4.1 The Determinant of Service Quality and Customer Satisfaction
4.4.2 An Input to the Establishment of Customer-Brand Relationships

4.4.3 The Representative of Brand Values to Ensure Customers’ Perceived Values

4.5 Internal Brand Focus to Ensure the Delivery of a Brand Promise

4.6 Consistency between Projected Brand Image and Customer’s

38

39

39

40
41

42

43
45

47

47
48

50

52
56
64

67

Chapter 4 The Roles of Customer-Interface Employees in Delivering

69

69

70

71

73

74
79
87

90

Vi



Perception of a Brand 93
4.7 Summary 96

Chapter 5 Internal Branding to Ensure the Employees’ Brand

Promise Delivery 98
5.1 Introduction 08
5.2 The Link between Internal Focus and External Focus 99

5.2.1 The Link between Internal Service Quality and External Service

Quality 09
5.2.2 The Balance Approach of Internal/External Orientations to Ensure
The Brand Promise Delivery 101
5.3 Internal Branding and Internal Marketing 103
5.3.1 Internal Branding: What is it? 104
5.3.2 Internal Marketing: Its Relationships with Internal Branding 106
5.4 Coordination of Marketing and Human Resource Knowledge in
Internal Branding 108
5.5 Internal Communication: The Marketing Function 111
5.5.1 The Roles of Internal Communications in Internal Branding 111
5.5.2 Implementing Internal Communications 115
5.5.3 Internal Communication Techniques 116
5.5.4 Internal Communication Tools 117
5.6 Human Resource Practices 121
5.6.1 The Role of Human Resources in Internal Branding 122
5.6.2 Recruiting the Right People 124
5.6.3 Training — An Approach that Develops a Pattern of Brand-Supporting
Behaviours 126
5.6.4 Remuneration and Rewards: Increase Employee Morale to Maintain
On-Brand Behaviours 129
5.7 Internal Branding’s Outcomes: From Attitudes towards On-Brand
Behaviours 130
5.7.1 Employees’ Brand Commitment 131
5.7.2 Employees’ Brand Identification 134
5.7.3 Employees’ Brand Loyalty 135
5.7.4 Employees' Brand Performance: The Delivery of the Brand Promise 137
5.8 Factors Challenging the Success of Internal Branding 138

Vil



5.8.1 Personal Variables

J.8.2 Situational Factors: Organisational Work Environment

5.9 Summary

Chapter 6 The Research Objectives and Methodology

6.1 Introduction

6.2 Research Objectives and Hypotheses

6.2.1 Customer-Interface Employees' Perceptions of their Role in Service Branding

6.2.2 Internal Branding: Identification of the Principal Mechanisms Perceived as
Relevant and Effective by Customer-Interface Employees

6.2.3 The Influences of Internal Branding on Employees' Brand Promise Delivery

6.2.4 Employees’ Attitudes toward Brand: The Roles in the Internal Branding

Process

6.2.5 Moderating Effects in the Internal Branding Process
6.3 Ontological and Epistemological Assumptions

6.4 Research Design: Justification for a Single Case Study Design and the

Unit of study

6.4.1 Criticisms of Case Study Research
6.4.2 Rationale for Choosing the Hotel Industry

6.5 Qualitative Research — Interviews with Senior Management and

Customer-Interface Employees
6.5.1 Choice of Informants

6.5.2 Interviewing Procedures
6.5.3 Analysis of Qualitative Data and Validity and Reliability
6.5.4 Validity and Reliability

6.6 Quantitative Research — Survey with Customer-Interface Employees

6.6.1 Data Collection Method
6.6.2 Choice of sample
6.6.3 Measurement Tools

6.6.4 Response Rate
6.6.5 Analysis of Quantitative Data

6.7 Limitations

6.7 Summary

138
140

143

143

145

146
146

148
150

151
152

156

161

164
168

170

173
177
178
179.

180

182
184
186
191

192
196

197

Chapter 7 Qualitative Findings: The Perspectives of Management

and Customer-Interface Employees

199

Viil



7.1 Introduction 199

7.2 The Important Role of Customer-Interface Employees 200
7.3 Identifying Internal Branding Mechanisms that are Relevant to the
Internal Audience 209
7.3.1 Internal Communication 211
7.3.2 Training Programmes 217
7.4 Expected Outcomes of the Internal Branding Practice 220
7.4.1 Brand ldentification: Employees' Sense of Belonging to the Brand 220
7.4.2 Brand Commitment: An Emotional Attachment of Employees with the Brand 22
7.4.3 Brand Loyalty: The Intention to Stay with the Brand 222

7.4.4 Brand Performance: The Behavioural Aspect of Internal Branding Outcomes 224
7.5 Situational Factors: The Perceived Challenges in Delivering on the

Brand Promise 228
7.5.1 Relationships with Colleagues and/or Teamwork 229

7.5.2 Relationships with Leaders 230

7.5.3 Level of Perceived Autonomy 232
7.5.4 Wage 233
7.5.5 The Recognition and Rewarding Schemes 234
7.6 Personal Variables: Age, Educational Background, Length of Service 236
7.6.1 Age 236
7.6.2 Educational Background - 238
7.6.3 Length of Service 239
7.7 Departmental Differences 242
7.8 Summary 245

Chapter 8 The Quantitative Analysis of the Survey Findings 248

8.1 Introduction 248
8.2 General LISREL Model 249
8.3 Data Screening 250
8.4 Model Estimation and Comparison 252
8.5 Structural Model Results 2335

8.5.1 Influences of Internal Branding on Employees’ Delivery of Brand Promise 257
8.5.2 Brand Attitudes: Their Interrelationships and Their Effects in the Internal

Branding Process 260
8.5.3 Moderating Effects 266

1X



8.6 Summary 284
Chapter 9 Conclusions and Implications 287
9.1 Introduction 287
9.2 The Role of Customer-Interface Employees in Service Branding 287
9.3 Mechanisms Perceived as Relevant by Employees in an Internal
Branding Process 290
9.4 Influences of Internal Branding on the Employees’ Delivery of the
Brand Promise 292
9.4.1 Internal Communications 294
9.4.2 Training Programmes 295
9.4.3 Inter-Departmental Involvement 296
9.5 Brand Attitudes: Their Inter-Relationships and Their Role in an
Internal Branding Process 297
9.6 Moderating Factors in an Internal Branding Process 300
9.6.1 Work Environment 300
9.6.2 Personal Variable: Age 302
9.6.3 Personal Variable: Education 303
9.6.4 Personal Variable: Length of Service 305
9.6.5 Departmental Differences 306
9.7 Contributions to Knowledge 308
9.8 Managerial Implications 313
9.9 Directions for Future Research 318
References 320
Appendix A: An Overview of Tourism and Hospitality Industries in
Thailand 398
A.l1 Comparison between Tourism Receipts and Other Major Exports of
Thailand 398
A.2 The Growth of Thailand Travel and Tourism Demand from 1990 to
2015 399
A.3 RevPAR Performance of Bangkok and Phuket versus Asia and
Southeast Asia 400



A.4 Ranking of Major Hotel Companies in Thailand in the Year 2003
A.5 Major Hotel Companies and Classification of Their Brand Portfolio
A.6: The Star Rating Standard of Hotels in Thailand

Appendix B: Interview Questions & Questionnaire

B.1 Interview Questions for Managers

B.2 Interview Questions for Employees

B.3 Questionnaire

Appendix C: Pairwise Assessment of the Discriminant Validity
C.1 The Discriminant Validity of ‘Identification and Commitment’ Pair
C.2 The Discriminant Validity of ‘Identification and Loyalty’ Pair
C.3 The Discriminant Validity of ‘Commitment and Loyalty’ Pair
C.4 The Discriminant Validity of ‘Identification and Performance’ Pair
C.5 The Discriminant Validity of ‘Commitment and Performance’ Pair

C.6 The Discriminant Validity of ‘Loyalty and Performance’ Pair

Appendix D: Exploratory Analysis to Identify Underlying Components in

Internal Branding

List of Figures

Figure 1.1 Diagram Showing the Structure of this Thesis

Figure 2.1 Product concept Model

Figure 2.2 Values Drive Relationship through the Brand Personality
Figure 2.3 Brand Pyramid

Figure 2.4 Brand Identity Prism

Figure 2.5 Total Brand Identity

Figure 2.6 The Components of Brand Identity

Figure 2.7 The Relationship between Market Share and Profitability
Figure 2.8 Six Elements of Balmer’s Corporate Markeiing Mix
Figure 3.1 The Product and Service Branding Icebergs

Figure 3.2 Service Experience as Drama

401
402

403

405
405

406
408

413
413
413
414
414
415
4135

416

11
18
19
20
21
21
31
33
42
46

X1



Figure 3.3 Servicescape Typology 53

Figure 3.4 Typology of Service Organisations Based on Variation in

Form and Usage of the Servicescape 54
Figure 3.5 Servuction System Model 58
Figure 3.6 Diagram of the Customer Organisational Socialisation and

Service Quality 62
Figure 3.7 A Service-Branding Model 66
Figure 4.1 Gronroos’ Service Quality Model 76
Figure 4.2 Trust-Based Commitment Process Model 80
Figure 4.3 Dimensions of Trustworthiness to Create Consumer Trust in

Frontline Employees 83
Figure 4.4 The Extended Gap Model o1
Figure 5.1 A Model of Service Profit Chain 100
Figure 5.2 The Interrelationship between Internal and External Markets 102
Figure 5.3 Internal Communication Model 113
Figure 5.4 Human Resource Practices and Outcomes 124
Figure 5.5 The Need for Internal Alignment 125
Figure 6.1 Proposed Conceptual Framework 146
Figure 6.2 Interactive Research Design 161
Figure 6.3 Methodological Triangulation 166
Figure 7.1 Diagram of the Chapter’s Structure 200
Figure 7.2 Major Internal Branding Mechanisms 219
Figure 7.3 Relationships between Internal Branding and Employees’

Brand Attitudes 227
Figure 7.4 The Outcome of Qualitative Data Analysis 245
Figure 8.1 Model of Relationships between Internal Branding, Employees’

Brand Attitudes and Employees’ Brand Performance 250
Figure 8.2 The Alternative Model | 253
Figure 8.3 The Alternative Model 2 254
Figure 8.4 Relationships between Internal Branding, Employees’ Brand

Attitudes and Employees’ Brand Performance 256
Figure 8.5 Testing Steps in Mediation Models 262

X1



Figure 8.6 F/O Department
Figure 8.7 F&B Department
Figure 8.8 Housekeeping Department

Figurc 9.1 Internal Branding Process and Employees’ Significant Role in

Delivering the Brand Promise

List of Tables

Table 2.1 Defining Brand from Two Approaches: Different Interpretation

of What a Brand is

Table 2.2 Market Share Rank and Average Net Margins for UK Grocery
Brands

Table 2.3 Explanation of the 6Cs of Corporate Marketing Mix

Table 3.1 The Composite of Three Types of Clues to Create the Total
Experience

Table 3.2 Servicescape Dimensions

Table 3.3 A Service’s Blueprint Breakdown

Table 3.4 An Example of Each Organisational Socialisation Method

Table 5.1 Examples of Mass Communication Tools

Table 6.1 Assumptions of the Two Main Paradigms: Positivism &
Phenomenology

Table 6.2 Quantitative, Qualitative, and Mixed Methods Procedures

Table 6.3 Criteria for Assessing the Quality of Case Study Research

Table 6.4 Participants (Management) in Qualitative Research Phase

Table 6.5 Customer-Interface Employees who Participate in Qualitative
Phase

Table 6.6 A Comparative Evaluation of Survey Methods

Table 6.7 Detail of the Number of Items for Each Scale (Situational
Environment)

Table 6.8 Detail of the Number of Items for Each Scale in Internal

Branding
Table 6.9 Detail of the Number of Items for Each Scale in Employees’

281

282

283

313

10

31
33

S1
35
60
61
118

158

159
167

175

176
183

188

189

X111



Brand Attitudes 190
Table 6.10Reliability and Validity Tests of Each Measurement Scale 194

Table 6.11Cronbach’s Alpha for Each Scale 196
Table 8.1 Descriptive Statistics of the Constructs 251
Table 8.2 Fit Statistics of Models 255
Table 8.3 Path Cocfficients of the Focal Models and Alternative Models 256
Table 8.4 Results of Multigroup Analysis 268

Table 8.5 Results of Multigroup Analysis: Department as a Moderator 268

X1V



Chapter 1

Introduction

1.1 Research Rationale

Brand has been seen as the heart of marketing and business strategy (Doyle, 1998).
Along with the acknowledgement of the values of the brand for both customers and
organisations, the service sector has increasingly been interested in the branding
doctrine. At the conceptual level, brands can be applied to both physical goods and
service offerings. However, at the execution level, the distinctive nature of services
requires an adaptation of the branding and marketing techniques (Turley and Moore,
1995; Zeithaml et al, 1985). For services, brands need to become a focal point of
trust of the invisibles (Simdes and Dibb, 2001). Furthermore, to ensure the success of
any service brands, consistent brand experience is stressed as one of the three
important themes (de Chernatony and Segal-Horn, 2000). This has given rise to
brand as a promise that conveys values expected to create customer satisfaction
(Kapferer, 2001). To ensure that the promise of an experience is established and
delivered at every point of contact with all the stakeholders, internal branding has
recently entered the literature. It has been introduced as an enabler of the
organisation’s success in consistently delivering the brand promise on customer’s

brand expectations (e.g. Davies, 2004; de Chernatony, 2002; D’Innocenzo, 2002;
Drake et al, 2005; LePla and Parker, 1999; Mitchell, 2002).

Along with the rise of internal branding, the literature has increasingly stressed the
crucial role of service employees in delivering the promise of a cluster of values to
customers. Although human capital is vulnerable to heterogeneity, an effective
internal branding process should ensure that employees have a shared understanding
of the brand and are emotionally engaged with the brand, thereby enabling them to
deliver the promise as expected by both management and customers. Paradoxical to
the importance of employees, most of the existing insights have been gained from the

perspectives of management, brand consultants, and customers. Relatively few



studies have been carried out to understand the internal branding concept from the
viewpoint of employees — the audience of internal branding. Furthermore, due to its
emerging stage, a limited number of researches have been conducted into the
processes required to encourage brand-supporting behaviours, in particular, on the

part of employees (Wittke-Kothe, 2001). The questions of what, how, and who of

internal branding have remained unanswered, warranting researchers’ attention.

Under this line of thought, this thesis sets out to explore employees’ perceptions
regarding their role in delivering the brand promise of a cluster of values. Their
perceptions towards the development of the internal branding process are believed to

be as necessary and relevant as the perceptions of management and practitioners.

1.2 Research Objectives

Within the overall goal of this thesis — to explore the perceptions of service
employees towards their role in delivery of the brand promise, the specific research

objectives have been broken down as follows:-

Research Question 1: Explore the perceptions of customer-interface

employees toward their role in delivery of the brand promise.

Research Objective 2: Identify the internal branding tools that are

perceived as relevant and effective by customer-facing employees.

Research Objective 3: Investigate the influences of internal branding

on employees’ delivery of the brand promise.

Research Objective 4: Investigate the role of employees' brand

attitudes in the internal branding process.
Research Objective 5. Investigate the factors that have moderating

effects on internal branding’s influences on employees’ brand attitudes

and performance in delivering the brand promise.
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By addressing these research objectives, this study has offered several insights into

the existing knowledge of both practitioners and academics.

From a theoretical stance, this thesis will introduce the perspectives of customer-
interface employees regarding their role in the brand promise delivery. Furthermore,
it will refine a varicty of different tools to implement internal branding as proposed
in the literature by discovering those that are perceived as relevant and welcomed by
employees who are the intended audience. The influences of these mechanisms on
the employees’ brand performance will be assessed. This thesis will also explain how
the employees’ attitudes towards the brand, namely brand identification, brand
commitment, and brand loyalty, affect the behavioural outcome expected by the
practice of internal branding. By doing so, it adds to the existing knowledge about
why employees’ brand attitudes need to be positively influenced. Rather than

assuming that the positive attitudes towards the brand will ensure that employees will
be delivering the brand promise of the brand values, it will provide empirical
evidence to explain the relationships of the employees’ brand attitudes with the
performance of employees during service encounters. Besides, it will reveal the
mediating role of their attitudes within the entire process of internal branding. The
moderating factors will be identified and their effects on the ‘on-brand’ behaviours

of employees will be discussed.

From a practical point of view, the study will identify the principal managerial
mechanisms that are perceived relevant and effective in influencing the overall
performance of employees in delivering on the brand promise. This study will also
investigate the factors that are perceived as relevant in their promise fulfilment

process by employees, thereby revealing their effects on employees’ performance in

delivering on the brand promise.

1.3 Overview of the Research Approach

This research began with a critical review of the literature in the areas of brand
management in service settings, the roles of service employees, the importance of

customer-interface employees, and internal branding to manage human capital of an
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organisation. Based on the literature review, the aforementioned research objectives

were developed.

Following the literature review was the research fieldwork, designed to follow a case
study strategy with mixed methodologies. The hotel industry was selected as a unit
for the single case study because the growth of the tourism industry in Thailand has
also meant the expansion of the Thai hotel industry over the past ten years. The hotel
industry can be affected by problems such as natural disasters, airline accidents,
bomb attacks, and terrorism that deteriorate the customers’ confidence. To win their
customers back, players in the hotel industry pay more attention to creating a strong
brand. The industry has begun to realise the importance of internal branding as they
begin to acknowledge that what makes or breaks the guest’s hotel experience is the

service delivery rendered by customer-interface employees (Baum and Nickson,

1998). The studies in internal branding are few in numbers but the studies of this
phenomenon within the hotel industry are even fewer. Due to the scarce knowledge
of internal branding in the hotel industry, despite its significance for the world
economy (Holjevac, 2003), this study chose to set out its research within the hotel
industry to enrich the existing knowledge about internal branding. Furthermore, the
choice of the hotels to participate in the case study depends on their qualitative level
certifiably based on the Thailand Hotel Standard. Considering that one criterion of
the hotel standard is the quality of service and the ability to maintain the quality (the
standard of services), it is believed that hotels of four- and five-star, playing in an
upscale to a luxury brand segment, are those who will see the importance of applying
the internal branding concept to ensure that their employees deliver on the brand
promise set by their brand standards. This being the case, these hotels allowed the
author to explore how and why internal branding is being practiced in the real

business setting.

The first phase of the research fieldwork was conducted with six luxury hotels in
Thailand. The in-depth interviews were conducted with 20 senior management from
different departments (GM, Department of Food & Beverage, Department of
Housekeeping, Department of F/O, Department of IT, and Department of
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Training/Human Resource), and 31 customer-interface employees. In total, the first
qualitative phase secured in-depth interviews with 51 participants. These interviews

were necessary to explore:

1. The important roles of customer-interface employees in the brand promise

delivery process.

2. The key mechanisms being practiced to develop the internal branding
process within the hospitality industry.

3. The importance of having internal branding implemented within an
organisation by identifying the expected outcomes derived from
successful implementation.

4. The moderating effects of personal variables and situational factors on the
effects that the identified mechanisms have on the employees’ role in the
brand promise delivery.

5. How these constructs are related to one another for the purpose of
assisting in the development of some hypotheses and the questionnaires to

be conducted in the quantitative stage of the research.

The interviews were transcribed and content analysed. On the basis of the insights
gained from the literature review and the qualitative findings, the third phase of this

research has been set out by conducting a survey with customer-interface employees

from five hotels of the five- and four-star ranks. The formulation of questionnaires

used in this study was also guided by both the literature and the qualitative findings,

with an aim to test the specific hypotheses developed on the basis of the literature

and the qualitative findings. In addition, the results from the quantitative phase were

necessary to validate the findings from the interviews.

The questionnaires were individually distributed to each hotel property; Hussey and
Hussey (1997) term this method of doing survey as ‘individual distribution’. With
the results from the quantitative analysis, conclusions could be developed drawing
the insights from the literature review, the interviews, and the survey. By doing so,

this research followed the methodological triangulation approach to ensure that the
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limitations and biases of any single method could be neutralised or, at most,
cancelled by those of other methods (Creswell, 2003; Jick, 1979).

1.4 Structure of the Thesis

This thesis is constructed with 10 chapters, a synopsis of which is as follows:

Chapter 1 introduces the research objectives, set out from the research rationale,
which emphasises the significance of this study.

Chapter 2 presents a summary and critical review of a myriad of brand definitions in
the literature. The significance of brand management is also discussed.

Chapter 3 presents the distinctive nature of service organisations which dictates how
to execute the brand in the service industry. It also highlights the important roles of
service employees in the service branding process.

Chapter 4 focuses on the critical roles that customer-interface employees play
during the brand promise delivery process. It also raises the internal focus concept to
ensure that what is communicated externally will be converted into reality.

Chapter 5 critically reviews the current literature on internal branding, highlighting
the ‘what’, and the *how’ of internal branding. This discussion involves not only the
marketing literature, but also the human resource management discipline.

Chapter 6 outlines in detail the research objectives and hypotheses and justifies the
methodological paradigm of this research, with particular references to the adopted
research approaches of this study.

Chapter 7 reports the key findings from the qualitative interviews with management
and employees across six hotels in Thailand.

Chapter 8 outlines the key findings of the quantitative survey of this study, linking
back from time to time to the qualitative findings.

Chapter 9 draws together the findings from the literature review and the research
fieldwork to provide the conclusions of this thesis. The contribution of this thesis to

the existing knowledge as well as the managerial implications will be discussed. The

chapter closes with suggestions for future research.

The diagram illustrated by Figure 1.1 summarises the structure of the thesis:
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Figure 1.1: Diagram Showing the Structure of this Thesis

Page |7



Chapter 2

What is a Brand and Why Do Businesses Need One?

2.1 Introduction

The use of brand can be dated back to Greek and Roman time, where people burnt
marks on their cattle to identify their ownership (de Chernatony, 2001). Its values to
both manufacturers and customers have also been recognised (Hotchkiss and
Franken, 1923). Today, with an increasingly competitive, intensified marketplace
and lack of differentiation, the importance of building a strong brand is warranted
from both manufacturers' and customers® points of view (e.g. Motameni  and
Shahrokhi, 1998; Klein, 1999). Recent studies in the marketing literature have
witnessed managers reaching out for a brand to differentiate their offerings and thus
gain a competitive advantage that resists replication (e.g. Katsanis, 1999; Skinner,
1990; VranSevi¢ and Stanlec, 2003). Another rationale for brands becoming a
marketing management issue (Gardner and Levy, 1955; Shocker et al, 1994) is that

customers are looking for brands as a clue to assist their purchasing decisions (de
Chernatony and McDonald, 2002).

Recognising the strategic necessity of building and sustaining a strong brand, the
subject of brands has been on the agenda of marketing academics and practitioners
for a number of decades. However, authors have been approaching the concept of
brands from different angles, raising a question as to whether the plethora of
proposed concepts and definitions add confusion or are helpful (Jevons, 2005). This
is important because a would-be scholar needs to know exactly what the conceptual
specification of the construct is and what is and is not included in the domain to
understand and develop the theories of the particular subject (Churchill, 1979).
Moreover, the attempt to define what a brand is and is not should generate

comparable and generalisable understanding of the subject (Dobni and Zinkham,
1990).
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Under this line of thought, this chapter aims to build a theoretical background for the
concept of the brand. The chapter is organised into two main sections. The first
section provides a review of the myriad viewpoints on the definition of a brand. This
aims to clarify the concept and adopt a definition that works for the purposes of this
thesis. The second section then reviews a collection of literature regarding the values
of the brand in order to make evident the importance of building and maintaining a
notably strong brand in today’s turbulent and competitive marketplace as well as

justifying the significance of this thesis.

2.2 Brand Definitions

Davis (2002) has observed that the concept of ‘brand’ is one of the most
misunderstood notions in today’s business lexicon although it has considerably
developed. The review of the brand definitions reflects his remark. A number of
scholars as well as practitioners have been approaching ‘brand’ from different
perspectives, resulting in a variety of interpretations of what the brand means (Wood,
2000). From a financial perspective, a brand is viewed in relation to how it yields
value on a balance sheet (Farquhar et al, 1992). Its valuation is prominent during
acquisition and/or merger, investor relations, and franchise (Batchelor, 1998).
Strategists take on this concept and consider a brand as an organisation’s asset that
needs to be integrated into the firm’s strategy to achieve such competitive advantages

as differentiation and barriers to entry (Melin, 1997; Tollington, 1998, 1999). In the

end, it relies heavily on people from marketing and the brand management discipline

to create a brand that will achieve what these perspectives expect it to be.

Within the marketing literature, the concept of ‘brand’ has been approached
differently, leading to a myriad of definitions. For example, Wood (2000) has
categorised a collection of brand definitions based on whether they are organisation-
oriented (e.g. brand as identity, brand as personality, brand as added values) or
consumer-oriented (e.g. brand as image). De Chernatony and Dall’Olmo Riley
(1998) have added a time-based perspective as another category, based on their
interviews with leading-edge consultants. This recent category aims at reflecting the

view of a brand as a dynamic entity evolving along with changing customers’
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demands. However, it is difficult to distinguish the time-based perspective from other

categories of brand definitions since brand as identity and brand as image, for
example, also need to adapt themselves to the changing environment. Styles and
Ambler (1995) have offered two philosophies in approaching a brand: a product-plus

and a holistic approach. Table 2.1 provides an overview of the review of brand
definitions categorised into these two philosophical approaches in determining a

brand definition.

Philosophical Approach Interpretations of ‘Brand’

Product-Plus Approach

1" View Aaker, 1991; AMA, 1960; Baker, Brand as merely differentiator
1996; Cooke, 1996; Doyle, 1989; Kotler, 1988,
1997, Kotler et al, 1996; Levitt, 1960; Low
and Fullerton, 1994; Schmitt, 1999; Stanton et
| al, 1991: Watkins, 1986

2"! view Anderson and Vincze, 2000; Brand as a legal device
Vranesévié and Stanlec, 2003

3" view De Chernatony and McDonald, 1994; Brand as added values
Jones, 1986; Murphy, 1990; Rooney, 1995;
Wolfe, 1993

Holistic Approach

1" view Barwise and Meehan, 2004; Bennett, Brand as a cluster of values
1988; Ghose, 2002; Kapferer, 1997; Lannon

and Cooper, 1983; Munson and Spivey, 1981;

Pearson, 1996

2" view Belk, 1988; Bem and Funder, 1978; Brand as a symbolic device (e.g. identity,
Biel, 1993; Britt, 1966; Cleary, 1981; Delgado- personality, and image)
Ballester and Munuera-Aleman, 2001; Goode,

2001; Holt, 2004; Lannon and Cooper, 1983;

Martineau, 1958; Ogilvy, 1983; Prentice,

1987; Snyder and Gangestad, 1986; Solomon,

1983

3" view Ambler, 1992 (cited in Wood, 2000);

Bergstrom et al, 2002; Light and Mullen, 1996; Brand as a promise
Kapferer, 2001; Selame, 2000; Staveley, 1987,

Tarantin, 2002; Ward et al, 1999

Brand is and consists of all the aforementioned

Balanced Approach - Adopted by this

Thesis

elements to benefit both the seller and the
buyer

Table 2.1: Defining Brand from Two Approaches: Different Interpretation of What a Brand is
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The suggested philosophical approaches of Styles and Ambler constituted a
theoretical tramework for the following sections: defining a brand from a product-
plus perspective (2.3) and from a holistic approach (2.4). Under each approach, a

variety of brand definitions are subcategorised.

2.3 Product-Plus Approach to Defining a Brand

This school of thought views a brand as an add-on feature of a product with an
objective to make its product distinctive from other offerings in the marketplace.
Figure 2.1 represents the total product concept model of Levitt (1980). This concept
of product layers regards a brand as an element adding on the product to make a total

package of benefits for customers.
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Figure 2.1 Product Concept Model (Adapted from Levitt, 1980)

According to Kotler (2000), a name of a brand 1s built around the core product. Some
authors such as Zbytniewski (1992) consider it as merely a label that is secondary to
the product. In fact, several marketing textbooks (e.g. Kotler, 2000; Perreault and
McCarthy, 2003) still categorise brand and/or branding under the ‘product decision’

section within the marketing mix framework.
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The simplest definition of a brand under this approach is to view a brand as an
identifier using a name, a logo, and a symbol. To protect one product against
counterfeit, a brand has grown into a legal device (e.g. de Chernatony and
McDonald, 2002). Later, a brand is argued to offer added values beyond the
product’s basic functionality to ensure its perceived distinctiveness (e.g. de
Chernatony and McDonald, 2002; Jones, 1986; Murphy, 1990; Rooney, 1995;
Wolfe, 1993). In short, three brand definitions under this approach include a brand as

an identifier, as a legal device, and as added values, each of which is discussed in the

following section.

2.3.1 A Brand as an Identificer

In the early life of the brand concept in Roman and Greek times, a brand was a burnt
mark serving as an identifier of its owner and/or manufacturer (Interbrand Group,
1992). As the marketplace has grown crowded with comparable product/service
offerings in terms of appearance and qualities, a brand becomes ‘a name, term, sign,
symbol or design, or a combination of them, intended to identify the goods or
services, of one seller or group of sellers and to differentiate them from those
competitors’, as proposed by the American Marketing Association in the 1960s.
Ghose (2002) includes other elements such as characters, slogans, jingles, and
packages, all of which are used to identify who stands behind the marks (Doyle,
1989; Hankinson and Cowking, 1995; Jackson, 2003; Low and Fullerton, 1994).
Despite the importance of these elements, they are designed after the development of

a product or a service, to create an awareness of the named offering and to

differentiate it from the others.

A number of authors (e.g. Murphy, 1987) have, however, cautioned that viewing a
brand as a name or a combination of graphical/visual features to create
differentiation could place a brand at peril. This is because business-literate
consumers seek values for their money (e.g. King, 1991; Berthon et al, 1999) and a
number of products are functionally comparable. Due to the advanced technology,
late entrants can rapidly imitate or even outperform established products with well-

known brands (McAlexander et al, 2002). Therefore, this definition of a brand as a
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name and/or other elements to identify its owner and/or seller is not viable because if

a brand is regarded as merely a name, it cannot make a product sustainable.

2.3.2 A Brand as a Legal Device

Building a brand requires a huge amount of investment and takes a long time before
the goodwill can be accrued to yield financial benefits to its owner (Perrier, 1996).
To protect brand equity, an organisation seeks legal protection. From the legal

perspective, some authors look at brand as a trademark (e.g. Anderson and Vincze,
2000; Clifton and Maughan, 2000; Vranes&vi¢ and Stan&ec, 2003). When a brand is

registered, its unique features can be legally protected, preventing the product from
being forged and/or counterfeited. Under this line of thought, the brand becomes a

legal device that protects goodwill or brand equity (Blackett, 1998; Farquhar, 1994).

Given the definition of trademark by Graham and Peroff (1992: p. 32) - ‘a sign or
symbol which consists of a word or words, letters, numbers, symbols, emblems,

monograms, signatures, colours or combinations of colours’ — a brand should not be

considered equivalent to a trademark. Although some authors (e.g. Alcock et al,
2003; Emmer and Henshall, 2002; Johnson, 2003; Peterson et al, 1999; Strasser,
1989) have argued for the ability of a trademark to identify and distinguish one
seller’s offering from another similar to the function of a brand, a brand is not a

trademark.

2.3.3 A Brand as Added Values

To become a brand, a named product has to encompass added values (Fatt, 1997;
Gad, 2001). In today’s crowded marketplace, a brand is differentiated and distinctive

when it offers added values to buyers and/or users. Although being different remains

critical, it needs to offer added benefits to match the amount of money paid by

customers in order to thrive in the turbulent marketplace (Berthon et al, 1999). This,
on one hand, makes a brand different from a trademark and suggests that these two

terms should not be used interchangeably. In fact, several authors have considered

trademark as one among several components that constitute a unique brand identity
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(e.g. de Chernatony and McWilliam, 1989; Strasser, 1989), and that should be
thought through during a strategic brand-building process (Merlin and Urde, 1991;

Urde, 1994). On the other hand, a brand becomes more than a name given to a

product or a service,

In response to the need to offer benefits beyond basic functionalities, several authors
(e.g. Jones, 1986; Rooney, 1995) have defined a brand as providing functional
benefits plus added values to the core product that some customers value enough to
buy. As such, added values become the raison d’étre of a brand that ensures its
capability to differentiate one branded product from the others within its category
(e.g. de Chernatony et al, 2000; de Chernatony and McDonald, 2001; Murphy, 1990;
Wolfe, 1993). According to de Chernatony et al (1998), ‘added values’ are added to a
product to offer a unique extra benefit or attractive functional benefits. The recent
research of Mudambi (2002) has put emotional values under the spotlight. Customers
were found to make buying decisions based on uneconomic reasons, resulting in the
overriding influences of subjective knowledge about the brand on their buying
behaviour, rather than objective knowledge. However, because a weak product’s
quality cannot be compensated by added values and is subject to failure (Davidson,
1976), a brand must surround its product with both functional and emotional values.
This concurs with Park et al (1986) and Simdes and Dibb (2001) who argue that both

values are indispensable and interdependent. As such, an organisation should strive

to balance functionalities with emotion-based values in designing its product.

2.4 A Holistic Approach to Defining a Brand

Contrary to the product-plus perspective that regards a brand as an additional part of
a product, the holistic approach focuses on a brand itself. All of the brand’s parts
make up its whole existence and cannot be considered separately from the products
or services to which they are attached (Ambler and Styles, 1996; Barwise et al,
1989). In effect, McWilliam and Dumas (1997) argue that all of the brand’s elements
are assessed simultancously by customers. The brand is considered as a complete
entity and becomes the beholder of values. In short, this holistic approach to brand

definitions suggests that a brand is a complete entity that is consumed and
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experienced as a whole. It underlines the significance of coordinated planning and
action to achieve consistency in the total brand experience beyond the product
performance (Tosti and Stotz, 2001).

Under this approach, a brand is regarded as a cluster of <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>