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                    Abstract
In the past, many service brands have applied a consumer-goods approach to branding to respond to a more competitive environment. This approach emphasises the role of advertising in building a strong brand, but underestimates the role played by employees in developing the brand during their interactions with customers. More recently, the development of models that provide an understanding of the process of building a powerful service brand has emphasised the role of employees and their contribution to enhance brand equity. The role of employees in building the brand and making the brand ‘come alive’ is seen as essential. Employees must be committed to demonstrating the brand values (as expressed by top management) each time a customer interacts with the brand. The present research explores employees’ brand commitment in the hotel industry in a highly competitive market (the 5-star hotel category in Bangkok). Employees’ brand commitment is defined as the extent to which employees experience a sense of identification and involvement with the brand values of the company they work for. The dimensions of employer brand (the organisation's image as seen through the eyes of associates and potential hires) are used as independent variables for explaining the level of employee's commitment to their company's brand.



                    
    


                    
                        
                            
                                
                                    
                                        
                                    
                                    
                                        This is a preview of subscription content, log in via an institution
                                    
                                    
                                        
                                     to check access.
                                

                            

                        

                        
                            
                                
                                    Access this article

                                    
                                        
                                            
                                                
                                                    Log in via an institution
                                                    
                                                        
                                                    
                                                
                                            

                                        
                                    
                                    
                                        
 
 
  
   
    
     
     
      Buy article PDF USD 39.95
     

    

    Price excludes VAT (USA)

     Tax calculation will be finalised during checkout.

    Instant access to the full article PDF.

   

  

  
 

 
  
   
    Rent this article via DeepDyve
     
      
     

   

  

  
 


                                    

                                    
                                        Institutional subscriptions
                                            
                                                
                                            
                                        

                                    

                                

                            
                        

                        
                            Figure 1[image: ]


Figure 2[image: ]



                        

                    

                    
                        
                    


                    
                        
                            
                                
        
            
                Similar content being viewed by others

                
                    
                        
                            
                                
                                    [image: ]

                                
                                
                                    
                                        The customer value proposition: evolution, development, and application in marketing
                                        
                                    

                                    
                                        Article
                                        
                                         18 March 2017
                                    

                                

                                Adrian Payne, Pennie Frow & Andreas Eggert

                            
                        

                    
                        
                            
                                
                                    [image: ]

                                
                                
                                    
                                        The influence of storytelling on the consumer–brand relationship experience
                                        
                                    

                                    
                                        Article
                                        
                                         23 January 2022
                                    

                                

                                Cátia Fernandes Crespo, Alcina Gaspar Ferreira & Ricardo Moita Cardoso

                            
                        

                    
                        
                            
                                
                                    [image: ]

                                
                                
                                    
                                        Brand activism as a marketing strategy: an integrative framework and research agenda
                                        
                                    

                                    
                                        Article
                                        
                                         27 July 2023
                                    

                                

                                Pedro Chapaval Pimentel, Mariana Bassi-Suter & Simone Regina Didonet

                            
                        

                    
                

            
        
            
        
    
                            
                        
                    

                    

                    

                    References
	Pine II, B. J. and Gilmore, J. H. (1999) ‘The Experience Economy’, Harvard Business School Press, Boston.

	Thomson, K., de Chernatony, L., Arganbright, L. and Khan, S. (1999) ‘The buy-in benchmark: How staff understanding and commitment impact brand and business performance’, Journal of Marketing Management, Vol. 15, No. 8, pp. 819–835.
Article 
    
                    Google Scholar 
                

	Berry, L. L. (2000) ‘Cultivating service brand equity’, Journal of the Academic of Marketing Science, Vol. 28, No. 1, pp. 128–137.
Article 
    
                    Google Scholar 
                

	Nickson, D., Warhurst, C., Witz, A. and Cullen, A. M. (2001) ‘The importance of being aesthetic work, employment and service organization’, in Study A., Grogulis L. and Wilmott H. (eds) ‘Customer Service: Empowerment and Entrapment’, Palgrave, Basingstoke, pp. 170–190.

	Hankinson, P. (2002) ‘The impact of brand orientation on managerial practice: A quantitative study of the UK's top 500 fundraising managers’, International Journal of Nonprofit and Voluntary Sector Marketing, Vol. 7, No. 1, pp. 30–44.
Article 
    
                    Google Scholar 
                

	De Chernatony, L., Drury, S. and Segal-Horn, S. (2003) ‘Building a services brand: Stages, people, and orientations’, Journal of Service Industries, Vol. 23, No. 3, pp. 1–21.
Article 
    
                    Google Scholar 
                

	Martin, G., Beaumont, P., Doig, R. and Pate, J. (2004) ‘Branding: A new performance discourse for HR’, European Management Journal, Vol. 23, No. 1, pp. 76–88.
Article 
    
                    Google Scholar 
                

	O’Cass, A. and Grace, D. (2004) ‘Exploring consumer experiences with a service brand’, Journal of Product & Brand Management, Vol. 13, No. 4, pp. 257–268.
Article 
    
                    Google Scholar 
                

	Bai, Changhong., Chen, Y. and Qiu, W. (2006) ‘Service brand internalization: A concept model and its marketing implication’, Proceedings: International Conference on Service Systems and Service Management, IEEE, University of Technology of Troyes, October 25–27, pp. 750–757.

	De Chernatony, L. and Cottam, S. (2006) ‘Internal brand factors driving successful financial services brands’, European Journal of Marketing, Vol. 40, No. 5/6, pp. 611–633.
Article 
    
                    Google Scholar 
                

	King, C. and Grace, D. (2006) ‘Exploring managers’ perspectives on the impact of brand management strategies on employee roles within a service firm’, Journal of Service Marketing, Vol. 20, No. 6, pp. 369–380.
Article 
    
                    Google Scholar 
                

	Berry, L. L. and Seltman, K. D. (2007) ‘Building a strong brand: Lessons from Mayo Clinic’, Business Horizons, Vol. 50, No. 3, pp. 199–209.
Article 
    
                    Google Scholar 
                

	Aaker, D. A. (1991) ‘Managing Brand Equity: Capital on the value of a brand name’, The Free Press, New York, NY.

	Aaker, D. A. (2001) ‘Strategic Market Management’, 6th edn, Wiley, New York.

	Keller, K. L. (2003) ‘Strategic Brand Management: Building, Measuring, and Managing Brand Equity’, Prentice-Hall, Upper Saddle River, NJ.

	Kapferrer, J. N. (2004) ‘The New Strategic Brand Management’, Kogan Page, London, UK.

	Kimpakorn, N. and Tocquer, G. (2005) ‘Employer brand equity: Employee contribution to service brand equity’, SERVSIG Research Conference, 2nd–4th June 2005, Singapore.

	Becker, H. S. (1960) ‘Notes on the concept of commitment’, American Journal of Sociology, Vol. 66, pp. 32–42.
Article 
    
                    Google Scholar 
                

	Mobley, W. H. (1982) ‘Employee Turnover: Causes, Consequences and Control’, Addison-Wesley, Reading, MA.

	O’Reilly, C. A. and Chatman, J. (1986) ‘Organizational commitment and psychological attachment: The effects of compliance, identification, and internationalization on pro-social behavior’, Journal of Applied Psychology, Vol. 71, pp. 492–499.
Article 
    
                    Google Scholar 
                

	Mathieu, J. E. and Zajac, D. M. (1990) ‘A Review and Meta-analysis of the Antecedents, Correlates, and Consequences of Organizational Commitment’, Psychological Bulletin, Vol. 108, pp. 171–194.
Article 
    
                    Google Scholar 
                

	Meyer, J. P. and Allen, N. J. (1991) ‘A three-component conceptualization of organizational commitment’, Human Resource Management Review, Vol. l, No. 1, pp. 61–89.
Article 
    
                    Google Scholar 
                

	Wood, S. (1995) ‘Can we speak of high commitment on the shop floor’, Journal of Management Studies, Vol. 32, No. 2, pp. 215–247.
Article 
    
                    Google Scholar 
                

	De Gilder, D. (2003) ‘Commitment, trust and work behavior: The case of contingent workers’, Personnel Review, Vol. 32, No. 5, pp. 588–606.
Article 
    
                    Google Scholar 
                

	Iverson, R. D., McLeod, C. S. and Erwin, P. J. (1996) ‘The role of employee commitment and trust in service relationships’, Marketing Intelligence & Planning, Vol. 14, No. 3, pp. 36-44.
Article 
    
                    Google Scholar 
                

	Heffner, T. S. and Rentsch, J. R. (2001) ‘Organizational commitment and social interaction: A multiple constituencies approach’, Journal of Vocational Behavior, Vol. 59, No. 3, pp. 471–490.
Article 
    
                    Google Scholar 
                

	Barrow, S. and Mostley, R. (2005) ‘The Employer Brand: Bringing the best of Brand Management to People at Work’, John Wiley & Sons, Ltd, England.

	Sartain, L. and Shuman, M. (2006) ‘Brand from The inside: Eight Essentials to Emotionally Connect Your Employees to your Business’, Jossey-Bass, San Francisco.

	Ambler, T. and Barrow, S. (1996) ‘The employer brand’, Journal of Brand Management, Vol. 4, No. 3, pp. 185–206.
Article 
    
                    Google Scholar 
                

	Ewing, M. T., Pitt, L. F., de Bussy, N. M. and Berthon, P. (2002) ‘Employment branding in the knowledge economy’, International Journal of Advertising, Vol. 21, pp. 3–22.

                    Google Scholar 
                

	Sullivan, J. (2002) ‘Crafting a lofty employment brand: A costly proposition’, ER Daily, November 25, available at: www.erexchange.com/articles/db/9856ED899A524 (accessed 22nd June, 2005).

	Sullivan, J. (2004) ‘Eight elements of a successful employment brand’, ER Daily, February 23, available at: www.erexchange.com/articles/db/52CB45FDADFAA4CD2BBC366659E26892A.asp (accessed 22nd June, 2005).

	Ind, N. (2003) ‘Inside Out: How employees build value’, Journal of Brand Management, Vol. 10, No. 6, pp. 393–402.
Article 
    
                    Google Scholar 
                

	Mitchell, C. (2002)‘Selling the brand inside: You tell customers what makes you great. Do your employees know’, Harvard Business School, Vol. 80, No. 19, pp. 5–11.

                    Google Scholar 
                

	Dowling, G. R. (1993) ‘Developing your corporate image into a corporate asset’, Long Range Planning, Vol. 26, No. 2, pp. 101–109.
Article 
    
                    Google Scholar 
                

	Greene, W. E., Walls, G. D. and Schrest, L. J. (1994) ‘Internal marketing: The key to external marketing success’, Journal of Service Marketing, Vol. 8, pp. 5–13.
Article 
    
                    Google Scholar 
                

	Dunmore, M. (2002) ‘Inside-Out Marketing: How to Create an Internal Marketing Strategy’, Kogan Page, London, UK.

	Mitchell, C. (2003) ‘Selling the brand inside: How to create communications materials employees will actually use’, Harvard Business Review, Vol. 80, No. 1, pp. 102.

                    Google Scholar 
                

	Zerbe, W. J., Dobni, D. and Harel, G. H. (1998) ‘Promoting employee service behavior: The role of perceptions of human resource management practices and service culture’, Canadian Journal of Administrative Science, Vol. 15, No. 2, pp. 165–179.
Article 
    
                    Google Scholar 
                

	Farrant, J. (2000) ‘Internal Communication’, Hawksmere, London.

	Ahmed, P. K., Rafiq, M. and Norizan, M. S. (2003) ‘Internal marketing and the mediating role of organizational competencies’, European Journal of Marketing, Vol. 37, No. 9, pp. 1177–1186.
Article 
    
                    Google Scholar 
                

	Tzafrir, S. and Harel, S. (2004) ‘The consequences of emerging HRM practices for employees’ trust in their managers’, Journal of Personal Review, Vol. 33, No. 6, pp. 628–647.
Article 
    
                    Google Scholar 
                

	Dutton, J. E. and Dukerich, J. M. (1991) ‘Keeping an eye on the mirror: Image and Identity in organizational adaptation’, Journal of Academic of Management, Vol. 34, No. 3, pp. 517–554.
Article 
    
                    Google Scholar 
                

	Dutton, J. E., Dukerick, J. M. and Harquail, C. V. (1994) ‘Organizational images and member identification’, Administrative Science Quarterly, Vol. 39, pp. 239–263.
Article 
    
                    Google Scholar 
                

	Garlick, R. (2004) ‘Stand by your brand: Promoting strong image attracts and retains employees and customers’, Nation's Restaurant News, Vol. 38, No. 16, pp. 20–21.

                    Google Scholar 
                

	Kahn, W. A. (1990) ‘Psychological conditions of personal engagement and disengagement at work’, Academy of Management Journal, Vol. 33, No. 4, pp. 692–724.
Article 
    
                    Google Scholar 
                

	Underwood, R., Bond, E. and Bae, R. (2001) ‘Building service brands via social identity: Lessons from the sports marketplace’, Journal of Marketing Theory and Practice, Vol. 9, No. 1, pp. 1–12.
Article 
    
                    Google Scholar 
                

	Lievens, F. and Highhouse, S. (2003) ‘The relation of instrumental and symbolic attributes to a company's attractiveness as an employer’, Journal of Personnel Psychology, Vol. 56, No. 1, pp. 75–102.
Article 
    
                    Google Scholar 
                

	Bromley, D. B. (2001) ‘Relationships between personal and corporate reputation’, European Journal of Marketing, Vol. 35, No. 3, pp. 316–334.
Article 
    
                    Google Scholar 
                

	Balmer, J. M. T. (2001) ‘The three virtues and seven deadly sins of corporate brand management’, Journal of General Management, Vol. 27, No. 1, pp. 1–17.

                    Google Scholar 
                

	Harris, F. and de Chernatony, L. (2001) ‘Corporate branding and corporate brand performance’, European Journal of Marketing, Vol. 35, No. 3/4, pp. 441–456.
Article 
    
                    Google Scholar 
                

	Gilsson, C. and Durick, M. (1988) ‘Predictors of job satisfaction and organizational commitment in human service organizations’, Administrative Science Quarterly, Vol. 33, No. 1, pp. 61–81.
Article 
    
                    Google Scholar 
                

	Young, B. S., Worchel, S. and Woehr, D. (1998) ‘Organizational commitment among public service employees’, Public Personnel Management, Vol. 27, No. 3, pp. 339–349.
Article 
    
                    Google Scholar 
                

	Nyhan, R. (1999) ‘Increasing affective organizational commitment in public organizations’, Review of Public Personnel Administration, Vol. 19, pp. 58–70.
Article 
    
                    Google Scholar 
                

	Bolon, D. (1997) ‘Organizational citizenship behavior among hospital employees: A multidimensional analysis involving job satisfaction and organizational commitment’, Hospital and Health Services Administration, Vol. 42, No. 2, pp. 221–241.

                    Google Scholar 
                

	Finegan, J. (2000) ‘The impact of person and organizational values on organizational commitment’, Journal of Occupational and Organizational Psychology, Vol. 73, pp. 149–169.
Article 
    
                    Google Scholar 
                

	Leavy, B. and Gannon, M. (1998) ‘Competing for hearts and minds: A corporate cultural perspective on marketing’, Irish Marketing Review, Vol. 11, No. 1, pp. 39–48.

                    Google Scholar 
                

	Doyle, P. (1990) ‘Building successful brands: The strategic options’, Journal of Consumer Marketing, Vol. 7, No. 2, pp. 5–20.
Article 
    
                    Google Scholar 
                

	Zeithaml, V. A., Berry, L. L. and Parasuraman, A. (1988) ‘Communication and control processes in the delivery of service quality’, Journal of Marketing, Vol. 52 (April), pp. 35–48.
Article 
    
                    Google Scholar 
                

	Hartline, M. D., Maxham III, J. G. and McKee, D. O. (2000) ‘Corridors of influence in the dissemination of customer-oriented strategy to customer contact service employees’, Journal of Marketing, Vol. 64 (April), pp. 35–50.
Article 
    
                    Google Scholar 
                

	De Chernatony, L. and Segal-Horn, S. (2003) ‘The criteria for successful service brands’, European Journal of Marketing, Vol. 37, No. 7/8, pp. 1095–1118.
Article 
    
                    Google Scholar 
                

	Aurand, T. W., Gorchels, L. and Bishop, T. R. (2005) ‘Human resource management's role in internal branding: An opportunity for cross-functional brand message synergy’, Journal of Product and Brand Management, Vol. 14, No. 3, pp. 163–169.
Article 
    
                    Google Scholar 
                


Download references




Author information
Authors and Affiliations
	Faculty of Business Administration, Chiangmai University, 239 Huaw Kaew Road, Meuang District, Chiang Mai Province, 50200, Thailand
Narumon Kimpakorn & Gerard Tocquer


Authors	Narumon KimpakornView author publications
You can also search for this author in
                        PubMed Google Scholar



	Gerard TocquerView author publications
You can also search for this author in
                        PubMed Google Scholar





Corresponding author
Correspondence to
                Narumon Kimpakorn.


Additional information

1obtained her PhD and is a university lecturer of Chiangmai University, Thailand. She teaches marketing management, service quality management and marketing research. Her file of study and research interest includes services marketing and management, and service branding.

2obtained his PhD from the University of Nice Sophia Antipolis, France. He teaches service design, as well as strategic brand management. His research interests include service innovation as well as the design of customers' experiences in services. He is the co-author of several books on service marketing and tourism marketing.


APPENDIX
APPENDIX
See Table A1.
Table a1 Employer brand and employees’ brand commitment dimensionsFull size table



Rights and permissions
Reprints and permissions


About this article
Cite this article
Kimpakorn, N., Tocquer, G. Employees' commitment to brands in the service sector: Luxury hotel chains in Thailand.
                    J Brand Manag 16, 532–544 (2009). https://doi.org/10.1057/palgrave.bm.2550140
Download citation
	Received: 21 November 2007

	Revised: 21 November 2007

	Published: 05 December 2008

	Issue Date: 01 July 2009

	DOI: https://doi.org/10.1057/palgrave.bm.2550140


Share this article
Anyone you share the following link with will be able to read this content:
Get shareable linkSorry, a shareable link is not currently available for this article.


Copy to clipboard

                            Provided by the Springer Nature SharedIt content-sharing initiative
                        


Keywords
	employee commitment
	service branding
	internal branding
	internal marketing








                    
                

            

            
                
                    

                    
                        
                            
    

                        

                    

                    
                        
                    


                    
                        
                            
                                
                            

                            
                                
                                    
                                        Access this article


                                        
                                            
                                                
                                                    
                                                        Log in via an institution
                                                        
                                                            
                                                        
                                                    
                                                

                                            
                                        

                                        
                                            
 
 
  
   
    
     
     
      Buy article PDF USD 39.95
     

    

    Price excludes VAT (USA)

     Tax calculation will be finalised during checkout.

    Instant access to the full article PDF.

   

  

  
 

 
  
   
    Rent this article via DeepDyve
     
      
     

   

  

  
 


                                        

                                        
                                            Institutional subscriptions
                                                
                                                    
                                                
                                            

                                        

                                    

                                
                            

                            
                                
    
        Advertisement

        
        

    






                            

                            

                            

                        

                    

                
            

        

    
    
    


    
        
            Search

            
                
                    
                        Search by keyword or author
                        
                            
                            
                                
                                    
                                
                                Search
                            
                        

                    

                
            

        

    



    
        Navigation

        	
                    
                        Find a journal
                    
                
	
                    
                        Publish with us
                    
                
	
                    
                        Track your research
                    
                


    


    
	
		
			
			
	
		
			
			
				Discover content

					Journals A-Z
	Books A-Z


			

			
			
				Publish with us

					Publish your research
	Open access publishing


			

			
			
				Products and services

					Our products
	Librarians
	Societies
	Partners and advertisers


			

			
			
				Our imprints

					Springer
	Nature Portfolio
	BMC
	Palgrave Macmillan
	Apress


			

			
		

	



		
		
		
	
		
				
						
						
							Your privacy choices/Manage cookies
						
					
	
						
							Your US state privacy rights
						
						
					
	
						
							Accessibility statement
						
						
					
	
						
							Terms and conditions
						
						
					
	
						
							Privacy policy
						
						
					
	
						
							Help and support
						
						
					


		
	
	
		
			
				
					
					44.223.80.149
				

				Not affiliated

			

		
	
	
		
			[image: Springer Nature]
		
	
	© 2024 Springer Nature




	






    