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ABSTRACT: To participate effectively in the present competitive market of higher education 

sector in Pakistan, universities must achieve a competitive advantage, which they can be 

attained by building the brand. This study promotes employees’ brand citizenship behavior as 

a precursor to build strong organizational brand. The phenomena of internal branding is 

growing in marketing research in relevance of employees’ behavior, but a few studies has 

discussed the relationship between brand-centered human resource practices and employees’ 

brand citizenship behavior. The lack of studies in this area also raised question about what 

should be an appropriate behaviors of employees that contribute towards the successful 

delivery of brand promise. Therefore, this study attempted to investigate the relationship 

between brand-centered recruitment and employees’ brand citizenship behavior. University 

teachers from public sector universities from the province of Punjab Pakistan were involved in 

this study. For data collection purposes, 600 questionnaires were distributed to target 

respondents.  However, only 384 questionnaires were usable. Result indicated that brand-

centered recruitment practice exhibited a significant influence on employees’ brand citizenship 

behavior. Further, detailed analyses also were discussed pertaining to the relationship of 

variables understudy. The implications as well as direction for future study also were 

addressed. 

KEYWORDS: Brand Citizenship Behavior, Brand-Centered Recruitment, Internal Branding, 
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INTRODUCTION 

In recent years marketing literature have documented the brand-centered human resource as an 

emerging area in an internal brand management. The academic researchers and practitioners 

recognized that brand-centered human resource practices such as brand-centered recruitment 

is critically important to align the behavior of employees to deliver an appropriate organization 

brand promise (Chang, Chiang, & Han, 2012; King & So, 2013). It was seemed truism that the 

involvement of human resource practices in an internal branding generated more positive 

behavior from employees, which later contributed to overall brand success (Aurand, Gorchels, 

& Bishop, 2005).  

Scholars suggested that brand-centered recruitment play a pivotal role to manage internal brand 

identity (Burmann & Zeplin, 2005). Author claimed that, brand-centered recruitment 

fundamentally provide support to transform employees’ behavior into pro brand manner. Under 

this line, recruitment process would be congruent with company brand which enable employees 

to deliver the successful brand promise (Punjaisri & Wilson, 2007). This is evident, employee 
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branding is based on the interaction of multiple stakeholders with the organization’s 

employees, its success largely relies on employees’ behaviors to deliver the brand promise to 

external stakeholders (Punjaisri & Wilson, 2017). Similarly, employees’ behavior reflect brand 

values, it is seems important for organizations to recruit those individuals whose characteristics 

are consistent with an organizational brand values (Sepahvand & Sepahvand, 2013). However, 

review of literature indicates that most of the earlier researchers try to investigate the impact 

of brand-centered recruitment on management perspective (Chang et al., 2012; Magee, 2011; 

Punjaisri & Wilson, 2007). But these studies analysis did not considered the effect of 

recruitment process with respect to an employees’ behavior. On the other side, it is truism that 

brand-centered recruitment has encouraged employees’ behavior towards better performance 

and strengthens the organizational brand (Burmann, Zeplin, & Riley, 2009a; King & So, 2013). 

Therefore, this study intends to investigate that how brand-centered recruitment effects on 

employees’ behavior to deliver the successful brand promise. 

Second, internal branding literature has seldom addressed that how brand-centered recruitment 

has contributed towards employees’ brand building behavior. Evidently, scholars argued that 

some individuals will have a stronger congruence between their personal values and the firm’s 

brand values which enable them to deliver an appropriate brand promise (Burmann & Zeplin, 

2005). However, research shown that limited attention has been given to explicate how brand-

centered recruitment instils employees’ behavior with organizational brand values for the 

development of successful brand (Hurrell & Scholarios, 2014). This paucity is considered 

significant, when employees’ behaviors are aligned with organizational brand values then they 

are more likely to prompt better brand experience to customers. Thus, it is expected that brand-

centered recruitment play pivotal role towards employee brand performance. 

Podsakoff, MacKenzie, Paine, and Bachrach (2000), asserted that individual voluntary 

behaviors outside of role expectations might produce citizenship behaviors, which may 

enhanced the performance of the organization. Based on the study of Podsakoff et al. (2000), 

the German scholars Burmann and Zeplin (2005) propelled that employees’ functional extra-

role behavior in favor of the brand that really brings a brand to life, so this notion has been 

coined as brand citizenship behavior (BCB). Evidently, studies shown that brand citizenship 

behavior might foster employees’ willingness to assert extra effort that goes beyond its actual 

job and projecting the brand related behavior (Burmann et al., 2009a). In addition, scholars 

argued that the employees’ BCB could be a non-transactional relationship, which likely be 

enhanced by human resource practices (Chang et al., 2012). Similarly, Burmann et al. (2009a) 

stated that brand-centered recruitment can be the antecedent of employees’ BCB, which in turn 

align employees’ behavior towards the delivery of organizational brand promise. Hence, based 

on the importance of successful delivery of employees’ brand promise, the present study 

attempted to investigate the relation among brand-centered recruitment with employees’ BCB. 

 

LITERATURE REVIEW 

Employees’ Brand Citizenship Behavior 

Internal branding literature posited that employees behavior is a critically crucial for 

organizations to create and maintain a consistent brand promise (Henkel et al., 2007; 

Baumgarth & Schmidt, 2010). This is noted that aligning of employee behavior with 

organization brand values may reinforce the successful delivery of  brand promise (Burmann 
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& Zeplin, 2005) . Author revealed that employees’ successful brand promise may enhanced 

the organization brand identity is termed as brand citizenship behavior (BCB). Brand 

citizenship behavior is a notion of employees’ willingness to perform extra role behavior that 

goes beyond its actual job i.e. projecting the brand related behavior. Previous studies shown 

that BCB has been evolved from the theory of organizational citizenship behavior (OCB) and 

first time introduced by German scholars (i.e., Burmann & Zeplin, 2005). BCB is significantly 

different from OCB. This is because BCB goes beyond the scope of OCB as it also consider 

the external targeted behaviors, while OCB is rather directed to internal dedicated behavior 

(Shaari, Salleh, & Hussin, 2012). Burmann and Zeplin (2005) argued that individual volunteer 

behaviors or extra efforts without any expectations of reward may contribute to strengthen the 

brand promise. But studies exhibited that relatively limited empirical research work has 

addressed how turn the employees behaviors consistent with the organization brand promise 

(Burmann et al., 2009a; Löhndorf & Diamantopoulos, 2014). 

Löhndorf and Diamantopoulos (2014), suggested that brand promise could be achieved through 

BCB when employees’ behaviors (both on and off the job) contributed to an organization’s 

branding efforts. On-the-job is related to in-role brand building behavior refer to employees 

indulged to meet prescribed standards by their organizational roles as brand representative 

(Morhart, Herzog, & Tomczak, 2009). These standards may be part of the organizational code 

of practice either written or unwritten in behavioral codes, manuals, displayed rules, etc.  

However, Burmann et al. (2009a) conceptualizes in-role brand behavior as brand 

compliance/brand obedience. Brand compliance refers to an employee’s action to comply with 

prescribed roles of the organization’s brand identity (Burmann et al., 2009a). In contrast, off-

the-job brand building behaviors are discretionary that go beyond the prescribed roles for 

representing the brand (Helm, Renk, & Mishra, 2016). The discretionary behavior in the 

aggregate enhances the brand and mainly refers to participation (on the job) and positive word-

of-mouth (off the job) (Burmann and Zeplin, 2005; Chang et al., 2012). Employees 

discretionary behavior refers to the extra role brand behavior which either extrinsic and 

intrinsically rewarded or not rewarded by the organizations. King and Grace (2008), suggested 

that discretionary behavior of employees’ leads towards extra-role brand behavior that is 

congruent with an organization’s brand values. However, as a terminology, extra-role brand 

behavior varies across studies.  For instance, King and So (2013) conceptualizes it as “brand-

building behavior”, while Burmann et al. (2009a) terms it as “brand citizenship behavior”. In 

sum, both term namely extra-role brand behaviors and in-role brand behaviors are aimed to 

align employees’ behavior in accordance to an organization brand promise. 

Brand-Centered Recruitment 

Researchers have noted that brand-centered human resources as an imperative key lever in the 

internal branding (Aurand et al., 2005; Burmann & Zeplin, 2005). Evidently, studies revealed, 

brand-centered human resource practices such as recruitment contribute towards the delivery 

of strong brand promise and motivate employees to improve external image and reputation of 

the organizational brand (Burmann & Zeplin, 2005; Xu, 2009). Aurand et al. (2005), claimed 

that fair recruitment process improves employees’ brand behaviors that are consistent with the 

external branding efforts. It is seems truism, fair recruitment practice enables employees to 

provide high quality services to customers (Girod, 2005). Similarly,Chang et al. (2012) , 

revealed that human resource practices such as brand-centered recruitment may help employees 

to implement brand-centered strategies and provide foundation towards the development of 

strong organizational brand. In addition, integrated efforts of brand-centered recruitment 
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encourage employees to deliver the brand promise as perceived by the customers (Burmann et 

al., 2009a).  

Delery and Doty (1996), argued that companies pay attention to select those employees who 

have appropriate qualities to achieve organizational benefits and goals. Thus, companies may 

espouse brand-centered recruitment method to select those individuals who act according to 

the proper brand behavior, which may help to create better organizational image. Literature 

indicated that companies with good brand image have good organizational identification and 

better perceptions of customers toward the organizations (Chang et al., 2012). In addition, 

Aurand et al. (2005) exhibited that individuals who are likely involved in human resource 

practices may reveal positive behaviors, which are consistent with  Allen, Shore, and Griffeth 

(2003) who employ social exchange theory to explicate the relation between employees and 

the organization. Hence, it is assumed that brand-centered human resource practice such as 

recruitment is an essentials for the successful delivery of brand promise, i.e. provide the 

fundamental support to transform employees’ behavior consistent with organizational brand. 

Relationship between Brand-Centered Recruitment and BCB 

Burmann and Zeplin (2005) asserted that BCB, which also refers to employees’ behavioral 

branding (Farrell, Souchon, & Durden, 2001; Henkel et al., 2007; Punjaisri & Wilson, 2007), 

can be achieved through brand-centered human resource practices. Evidently, Studies shown 

that brand-centered recruitment is critically important to deliver an appropriate brand promise 

by aligning employees’ behavior with organizational brand (Chang et al., 2012; Sepahvand & 

Sepahvand, 2013). This is noted that individuals who recruited in congruence with company 

brand values may produce positive discretionary behavior which is consistent with BCB 

(Burmann & Zeplin, 2005; Sun, Aryee, & Law, 2007). Based on this line, it is assumed that 

brand-centered recruitment practice might motivate employees to act according to brand related 

activities that induce the positive behavior and even altruistic spirit toward corporate brand. 

This is evident, brand-centered recruitment practice can effect on employees’ altruistic 

behavior (Aurand et al., 2005) that contributes to brand citizenship behavior (Burmann et al., 

2009a). 

Study revealed that the relationship between brand centered human resource practices and BCB 

has been employed through the social exchange theory (Chang et al., 2012). Akingbola (2012), 

asserted that social exchange theory is the norm of reciprocity of action between parties that 

are not set in any contractual frame work to define the form, time, and degree of payback 

obligation. It is a voluntary reciprocal obligation behavior and gratitude that propels the 

individual making the complimentary repayment (Gould-Williams & Davies, 2005). On the 

base of this line, if brand-centered recruitment practice conveys appreciation and recognition 

of employees by the organization, employees develop social exchange to perform extra role 

behavior for the overall success of organizational brand promise. In addition, it has been noted 

that reciprocating behaviors go beyond contractual agreements behaviors (Organ, 1988). 

Hence, brand-centered recruitment has been found to be significant in social exchange 

processes to exhibit employees’ willingness towards BCB. Therefore, based on the social 

exchange theory, employees that perceived they have an adequate brand- centered recruitment 

practices would likely to engage in brand citizenship behavior (Chang et al., 2012). Thus, 

generally it could be hypothesized that:  

H1: Brand-Centered recruitment have a significant relation with employees’ brand 

citizenship behavior. 
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RESEARCH METHODOLOGY 

The study was conducted questionnaire survey on a sample consisted of academic staff from 

public sector universities of Punjab, Pakistan. The Punjab province having population of more 

than 115 million which is 61% of the total population of Pakistan and demographic information 

is the representative of whole Pakistan in characteristics (Economic survey 2013-14). A total 

of 600 questionnaires were distributed randomly among university teachers with the 

permission of universities’ registrar. Only 411 completed questionnaires were returned. The 

response of 384 questionnaires were valid after deleting the record due to technical errors such 

as incomplete answers or missing values. 

The three items for the construct of brand-centered recruitment was adapted from the study of 

Burmann et al. (2009a). As these items reflected an employees’ perception about the 

recruitment practice in services sector. Furthermore, employees’ BCB measurement items were 

adapted from the study of Erkmen and Hancer (2014) and Helm et al. (2016). The 7-point likert 

scale ranging from ‘1’ “strongly disagree’ to ‘7’ “strongly agree” was used to measure the 

response. 

RESULTS 

Convergent Validity 

For the purpose of data analysis this study was used the software of Smart-PLS version 2.0. 

The threshold values for loadings > 0.7; Composite Reliability (CR) > 0.7 and Average 

variance Extracted (AVE) > 0.5 was shown an appropriate convergent validity in Table 1. 

According to Hair et al. (2010) the factor loadings and average variance extracted values for 

each items would be above then 0.5. Result of convergent validity analysis in table 1 shown 

that the CR value ranged from 0.79 to 0.93 for each latent construct was grater then 0.7 as 

recommended by (Hair et al., 2010). 

Table 1: Convergent Validity Analysis 

Construct Items Loadings CR AVE 

Brand Citizenship 

Behavior BC1 
0.796 0.939 0.606 

 BC10 0.733   

 BC2 0.822   

 BC3 0.822   

 BC4 0.756   

 BC5 0.749   

 BC6 0.743   

 BC7 0.774   

 BC8 0.778   

 BC9 0.806   

Brand-Centered 

Recruitment RU1 
0.850 0.799 0.577 

 RU2 0.820   

  RU3 0.579     

CR = “Composite Reliability”, AVE = “Average Variance Extracted” 
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Discriminant Validity 

The items of variables that theoretically should not be related to each other and measure distinct 

concept among variables are known as discriminant validity (Duarte & Raposo, 2010). The 

measure of average variance shared among every variable would exceeded the variance shared 

among the variable and other variables (Fornell & Larcker, 1981). Table 2 exhibit discriminant 

validity of the constructs. 

Table 2: Discriminant Validity of the construct 

Constructs BCB RECU 

Brand Citizenship 

Behavior 
0.779  

Brand-Centered 

Recruitment 
0.588 0.759 

BCB = “Brand Citizenship Behavior”, RECU = “Brand-Centered Recruitment” 

Hair et al. (2010), suggested that an adequate discriminant validity of the constructs could be 

established, when square root of AVE is greater than the correlation for each construct as shown 

above in table 2. 

Structural Model  

The analysis result of structural model was exhibited in Table 3 and Figure 2.  

Table 3 

Path coefficients and hypothesis testing 

Hypothesis Relationship β-

Value 

S.E T -

Value 

p-value Decision 

H1 Brand-Centered 

Recruitment -> Brand 

citizenship behavior 

0.588 0.053 11.064 0.00*** Supported 

***: p<0.01 

 

Figure 2. Result of the structural model analysis 
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The relationship between brand-centered recruitment and brand citizenship behavior was 

significant as shown in Table 3. Which suggested that the β=0.588, t-value=11.064 and p-value 

< 0.01. This result indicated that when the brand-centered recruitment was increased it resulted 

into increase in brand citizenship behavior. The brand citizenship behavior’s R² value was 0.35, 

which suggested that the brand-centered recruitment explain 35 percent variance in it. 

 

DISCUSSIONS 

The main purpose of the present study was to find the relationship between brand-centered 

recruitment and brand-citizenship behavior among the university teachers of public sector 

institutions in Pakistan. The result finding showed that the relation between brand-centered 

recruitment and brand citizenship behavior was significant. This finding was similar to the 

result of previous study (King & So, 2013). This indicates that brand-centered recruitment 

encourages the academic staff to achieve required performance and they are willing to exert 

extra role behavior to deliver the successful brand promise. This finding was also supported by 

social exchange theory, which indicated when there was strong relationship between human 

resource practices and employees’ BCB, it enhanced the organizational brand strength and 

internal brand identity (Burmann & Zeplin, 2005). Thus, organizations need to adopt the brand-

centered recruitment process and appreciate their employees’ performance, this helps to 

increase the brand citizenship behavior among their employees.  

Implications  

This study theoretically and practically contributed in the area of internal branding. 

Theoretically, Present empirical study proved the positive relationship among brand-centered 

recruitment and brand citizenship behavior. This also added to existing literature in relation of 

internal branding and enhanced knowledge by developing the relationship among brand-

centered recruitment and BCB. In the same way practically this research findings confirmed 

the concept that brand-centered recruitment process was of utmost importance in aligning 

employees’ behavior to deliver the strong organizational brand promise among employees in 

public sector universities in Pakistan.  

Based on the findings of above discussion, there were certain implications for the management 

of public sector universities in Pakistan as they were liable for encouraging and retaining 

talented teaching staff for their institutions. Firstly, the significant relationship between brand-

centered recruitment and brand citizenship behavior is vital resource in increasing 

organizational brand strength and the internal brand identity. The public sector universities 

policy makers should be ensured the adoption of fair and effective recruitment process of hiring 

for the academic staff, it helped to motivate the employees towards citizenship behavior and 

keep them loyal with the organization. 

Although, the increased competition among higher education institutions in Pakistan has 

developed pressure on top management to not only maintained good image but also improved 

institution’s performance. Hence, it was seemed truism that universities should be focused on 

providing a good teaching services. Secondly, the behavior of academic staff should be aligned 

with an institution brand values for an appropriate delivery of brand promise. Therefore, to 

attain this brand promise, the brand-centered recruitment practice is known imperative. 
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Limitations and Suggestions for Future Research 

This research had a certain limitations that were recognized and needed to be reported. The 

main concern of this study was related with the BCB of an academic staff only as sample. But, 

internal branding literature have recognized the involvement of all employees to build a 

successful organizational brand. There is a need for future researchers to assess the behavior 

of both academician and administrative staff, which contributes to deliver an appropriate 

university brand promise. Based on the importance of employees’ behavioral branding, it was 

suggested that the future investigation should be conducted in other services sectors. 

Furthermore, the present research was cross-sectional in nature; thereafter longitudinal method 

study may be conducted in future to find the cause and effect relationship among variables and 

examine how brand-centered recruitment practice can lead towards employee’s brand 

citizenship behavior. This study was assumed only brand-centered recruitment practice in 

relation to employees’ BCB. Therefore, future researchers should consider other factors such 

as employees’ brand understanding, brand oriented performance, and brand psychological 

ownership as an antecedent of an employees’ BCB. 
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