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The underlying aim of this study was to investigate the impact of human resource management (HRM) practices, organizational identity, and brand leadership on employee brand-based equity through the mediatory role of brand knowledge dissemination. A questionnaire was adopted to obtain data from 421 employees working in the construction sector of China. The SmartPLS software was used to analyze the data with the help of a structural equation modeling (SEM) technique. The results revealed that HRM practices and organizational identity had a positive and significant relationship with employee brand-based equity, while brand leadership had no direct impact on employee brand-based equity. The results also revealed that brand knowledge dissemination mediated the relationship between independent variables (HRM practices, organizational identity, and brand leadership) and dependent variable (employee brand-based equity). Theoretically, this paper made a valuable contribution by examining the impact of HRM practices, organizational identity, and brand leadership on employee brand-based equity. In terms of practical implications, this study would obviously help the organizations to improve their employee brand-based equity through HRM practices and organizational identity.
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INTRODUCTION

Once China’s Go Global strategy was implemented, Chinese companies have been increasingly interested in internationalization, whether it may be through direct investment or cross-border acquisitions and mergers (Buckley et al., 2007; Wei, 2010). Therefore, China’s outbound foreign investment has been gradually increasing. Likewise, China, which was traditionally linked to enormous private investment outflows, has emerged as a significant global investor (Liu et al., 2005). Only the United States surpassed the yearly investment level of 183 billion dollars in 2016 (Haasis and Liefner, 2019). The enormous globalization of Chinese enterprises has already been extensively monitored and actively discussed among researchers (Blomkvist and Drogendijk, 2013).

The origins and types of Chinese enterprises’ internationalization, and the ramifications for China’s economic catch-up process and the global economy, are the central focus of this argument (Lattemann and Alon, 2015). Researchers have emphasized the major involvement of the government and state-owned businesses in the internationalization of Chinese firms, often in opposition to the internationalization trends of developed corporations and nations (Yang and Stoltenberg, 2014; Li et al., 2016). Scholars have also looked at how Chinese enterprises keep up to the west rivals despite a lack of firm-specific strengths, as well as the influence of Chinese firms’ internationalization on their economic condition (Peng, 2012; Clegg et al., 2016). Moreover, empirical evidence on Chinese enterprises’ internationalization is still in its infancy and fragmented (Hao et al., 2020b).

Deng made one attempt to resolve the scattered nature of research on Chinese enterprises’ internationalization. Deng evaluated the academic literature on the research subject from 1990 to 2010, grouping the surveys into three key groups (origins, procedures, and consequences of Chinese enterprises’ internationalization) (Deng, 2012). One belt, one road initiative was initiated during early years of the second decade of 2000 for economic integration (Shahriar, 2019). One of the goals with this project is to increase China’s commercial viability by spending on infrastructure in Africa, Europe, and Asia. One belt, one road is the greatest infrastructural plan ever implemented by a particular country. China’s ambition is to develop the world’s biggest campaign to showcase business and financial links with the entire world under its auspices (Pandey, 2018). China is allowing its corporations, largely attributed businesses, to transfer their knowledge in these sectors after modernizing the place with strong train lines, highways, and electricity.

China’s “going-out” policy has evolved through time, with each iteration aiming to further China’s trade integration (Das, 2017). This could be possible with the identification of organizational challenges of Chinese firms linked to internationalization challenges. In these circumstances, human resource management (HRM) is the most significant and sensitive of all management areas in the local and international environment (Zhang, 2022). The most popular method of starting a new industry—acquisitions and mergers—necessitates more effort and management expertise in disseminating and integrating a strategy of the company, values, and practices, which is solely the domain of HRM. HRM has evolved along with firms’ internationalization policies, such as international employment and talent practices which are linked to the whole company’s strategy (Lee et al., 2021).

HRM is unquestionably helpful in the internationalization process, but it is rarely invited to strategic meetings. Because of a variety of issues, including a failure to demonstrate the required competency (Subramony et al., 2021). Organizations’ desire to increase productivity through HRM practices has brought up the question of what capabilities, expertise, and knowledge HR managers require applying such practices and assisting the internationalization process (Cascio and Boudreau, 2016). Organizational identity is a psychological paradigm that refers to what employees consider to be fundamental, distinctive, and long-lasting about their company (Albert and Whetten, 1985). Transforming a firm’s identity necessitates modifications to organizational members’ internal psychological structures and attitudes, which can lead to resistance and the inability to execute change (Nag et al., 2007).

Whereas the majority of this study has focused on existing organizations, altering the organizational identity of new ventures is as difficult and can take longer than the age of the venture at the time the transition occurs (Tripsas, 2009; Snihur and Clarysse, 2022). Such results emphasize intriguing questions about the impact of organizational identity all through internationalization, as well as the interaction between organizational members’ cognition and the ongoing change implied by pivoting in nascent markets, which is frequently depicted by academics and practitioners as seemingly smooth transitions (Blank, 2013; Marx and Hsu, 2015). Customers’ decision-making procedure to acquire goods and services is influenced significantly by brand leadership. Authenticity, affordability, innovativeness, and popularity are four important elements of brand leadership as viewed by customers.

Firstly, quality is described as “consumers’ assessment of a product’s relative superiority in the marketplace.” Secondly, “consumers’ appraisal of a product’s relative financial value based on what they provide and get” is what value refers to (Miller and Mills, 2012; Chang and Ko, 2014). Thirdly, consumers’ perceptions of a brand’s relative capacity to be open to creative ideas and work on new solutions are described as “consumers’ perceptions of a brand’s relative capability to be open to innovative ideas and work on new solutions.” Finally, “consumers’ sense of a brand’s relative popularity as represented by brand awareness and consumption” is what popularity refers to. Consumers also want brand leadership to have a clear vision and to stay current (Akbar et al., 2021; Khamwon and Sorataworn, 2021).

Internal branding, according to academics, may be utilized to maintain uniform staff behaviors and attitudes (Burmann and Zeplin, 2005). Employer branding contributes to employee behaviors and attitudes by delivering relevant and meaningful brand information. Furthermore, such psychological and cognitive shifts mean that workers transmit the brand value to customers as planned (Avotra et al., 2021; Yingfei et al., 2021). As a result, it is critical to disseminate brand knowledge inside the corporate branding. Workers, for instance, are unable to convey an organization’s brand identity to consumers lacking brand-related knowledge. Moreover, few stated that “workers may feel directionless, grappling with understanding where, when, or to whom to devote their energy” in the lack of brand awareness (Zulkepli et al., 2015).

Employee-based brand equity (EBBE) relates to the perception of additional value that workers obtain as a consequence of brand-building activities (Helm et al., 2016). Employees’ internalization of the company’s values is a crucial element in internal branding, as continuous execution of the brand promise to consumers is improbable without it. Internal branding success depends on internal stakeholders’ alignment with the company’s values and how this interpretation translates to brand- and/or customer-related behaviors (Du Preez et al., 2017). Consumers’ experiences with the brand promise will remain ineffective without employees’ orientation with the brand value (Boukis and Christodoulides, 2020). It was necessary to develop EBBE and evaluation of determinants of EBBE in the context of internationalization of Chinese firms while thinking about economic developing in one belt, one road perspective.

In the perspective of one belt, one road, there was a need to integrate the concept of internationalization of Chinese firms and associated challenges in terms of developing internal brand equity. Based on this gap in previous studies suggested by García Álvarez de Perea et al. (2019), the following research tried to signify the internationalization challenges associated with one belt, one road initiative at the organizational level of Chinese firms. Moreover, the mediating role of brand knowledge dissemination toward developing employer-based brand equity was not studied before, and to overcome this gap, it was suggested by Zulkepli et al. (2015) to evaluate the mediating role of brand knowledge dissemination which could lead to the development of EBBE. Therefore, this research was carried out focusing the impacts of HRM practices, organizational identity, and brand leadership on EBBE through mediation of brand knowledge dissemination.



THEORETICAL UNDERPINNING AND HYPOTHESIS DEVELOPMENT

According to resource-based theory (RBT) (Zica et al., 2016), good business performance is dependent on a unique set of strategic resources that the firm must possess and successfully utilize (Mikalef and Gupta, 2021). The financial, technical, human, and organizational resources that a company employs to design, manufacture, and provide services or goods to its clients are all effectiveness of organizational resources (Agyabeng-Mensah and Tang, 2021). To meet the RBT’s standards, businesses must have high-quality human resources available to meet client expectations and remain competitive in the marketplace (Islam et al., 2021). Employees are a strategic tool for companies to create and build relations, particularly knowledge-based strategic resources that are unique to the company in which they work (Chowdhury et al., 2022). As a result, an organization’s leadership, in collaboration with human resource (HR) experts, must utilize HRs for intra-organizational and cross-functional interaction in the most effective way to achieve organizational goals (Germain and McGuire, 2022).

This theory provided basis for analyzing the impact of HRM and brand leadership for internalization of organizations. Identification-based relationships, on the contrary, are found here in social identity theory, which explains employee relationships as a match among personal and corporate identities (Erkmen, 2018). The social identity theory (SIT) is the foundation of this research. The SIT was used in a variety of settings, including psychology of consumers, information dissemination, and the connection between sports franchises and their supporters (Dimofte et al., 2014; Mckinley et al., 2014; Ambrose and Schnitzlein, 2017). The SIT is a core theory in cognitive science that has been used to explain group psychology, interacting, and social perspectives. It was proposed by Tajfel and Turner (2004).

The component of one’s self-concept that stems out from social group or groups to which someone belongs, as well as the significance and psychological value linked to affiliation to an organization, is referred to as social identity. It is the aspect of self-identity that is mostly generated from belonging to a group (Tajfel and Turner, 2004). People tend to associate and link themselves to diverse social groups as a way of selecting self-identity and a feeling of belonging. As per this theory, employees find the importance and significance of organizational identity. As a result, humans form a sense of social identity regarding the social characteristics of the groups to which they belong, such as race, ethnicity, gender, and political party (Chan, 2016). Therefore, this theory provided basis for analyzing the impact of organizational identity on EBBE.


Human Resource Management Practices Significantly Impact the Employee Brand-Based Equity

Human resource management practices describe the management methods that enable firms to obtain valuable and outstanding information, as well as impact creative activity and greater performance (Cao et al., 2021). HRM impacts workers’ job-related attitudes, talents, and behaviors in order to achieve an organization’s goals, and it plays a crucial role in creating an atmosphere that is conducive to knowledge management and innovation (Wen et al., 2021). Because knowledge and innovation have origins in human psychology, numerous previous studies have recommended adopting HRM strategies to better encourage the development and dissemination of knowledge for improved organizational innovation performance (Than et al., 2021). The goal of knowledge-based HRM (KHRM) practices is to improve knowledge processes inside a business (Noopur and Dhar, 2020).

Through particular recruiting and selection, training and career development, performance assessment, and compensation procedures, HRM techniques attempt to improve the flow of knowledge—knowledge acquisition, absorption, transformation, and exchange activities in the business (Roundy and Burke-Smalley, 2021). HRM techniques enhance an organization’s human capital foundation while focusing on less apparent value-generating elements such as engagement and knowledge embedded in scalar networks (Ahmad et al., 2021). Individual employees in a business can network with coworkers to establish interpersonal ties through HRM practices (Abugre and Acquaah, 2022).

Employees’ creative behavior and overall organizational innovation in the social enterprise are encouraged by HRM methods based on the opportunity–motivation–ability approach (Azeem et al., 2021). As HMR improves knowledge flows in the business, this research advises reinventing and restructuring traditional HRM into HRM to enable coworkers to collaborate in knowledge production and sharing activities to encourage employee creativity (Ahmad et al., 2021). The author suggests that an HRM practice is a collection of carefully selected HRM practices targeted at improving organizational knowledge, influencing human capital, co-creating relevant work experience, and employee brand-based equity for improved creative performance inside the business. Therefore, the author proposed the following hypothesis:

H1: HRM practices significantly impact the employee brand-based equity.



Association of Organizational Identity With Employee-Based Brand Equity

Organizational identity emerges through complex, interactive, and reciprocal relationships among administrators, organizational members, and other stakeholders (Cornelissen et al., 2021). The core, unique, and enduring aspects of an organization are characterized as organizational identity (Albert and Whetten, 1985). Researchers saw this prominence as being rooted in the organization’s basic characteristics and differentiation from its competing companies: “organizations preserve identity through engagement with other organizations through a system of cross comparison over time.” Eventually, they understood that these lasting features were rooted in the organization’s long-term stability. Researchers in the subject of organizational identity find it challenging to extend the notion to businesses (Bala et al., 2021).

This sparked several disputes within the organizational identity community, and organizational identity was eventually established from pragmatic, sociological constructionist, postmodern, and psychological viewpoints. In actuality, organizational identity is not mindlessly followed; instead, organizational identity is defined by the meanings that members of an organization ascribe to it. As a result, researchers have begun to study organizational identity from a social constructionist viewpoint, which focuses on an organization’s members’ cognitive capacities in grasping “who we are” as a group (He and Brown, 2013). Organizations, on the contrary, do not operate in a vacuum, and their actions have an impact on society. Members of an organization also perceive organizational identity to relate to “how others see us” in this way (Mujib, 2017).

Managers, who give supportive leadership that fosters staff brand-building activities, benefit firms and favorably influence customers’ brand impression (Xie et al., 2016). An employee’s identity with a company is influenced by his or her work placement, which in turn impacts his or her conduct when communicating with customers. In addition, De Chernatony et al. (2006) asserted that employees are informed about brand values through unsubtle official communications, including cascading effect through one level of workers to another, senior leadership engagement and management, and human resource operations. Employee brand internalization is influenced by how the organization is represented, understood, and conveyed inwardly (Lane Keller, 1999).

Similarly, corporate identity has a significant impact on employee brand internalization. It is clear that executive brand identity has a favorable impact on staff brand internalization (Boukis and Christodoulides, 2020). Transforming a firm’s identity in internationalization scenario necessitates modifications to organizational members’ internal psychological structures and attitudes, which can lead to resistance and the inability to execute change (Nag et al., 2007). The impact of organizational identity on EBBE was reported by Liu et al. (2020), indicating that brand identity among employees directs the positive outcomes of EBBE. Based on this analogy, the author developed the following hypothesis:

H2: Organizational identity has a significant relationship with employee brand-based equity.



Brand Leadership Positively Influences Employee Brand-Based Equity

A brand, according to the American Marketing Association, is “a name, word, design, image, or any other element that distinguishes one seller’s item or service from most of the other sellers (Ngoc and Tien, 2021).” Managers may use brands to create points of difference and long-term competitive advantages by reflecting a product’s economic and functional attributes, as well as important intangible associations such as competence and reliability (Rambocas and Narsingh, 2022). Three significant factors for establishing a meaningful brand are integrated into the brand strategic framework (Thomson et al., 2022).

First, the brand building takes into account both quantitative and qualitative measures such as a company’s reputation, its countries of origin, product characteristics, quality associations, and perceived reliability (Bairrada et al., 2021). Second, brand occurs when a company uses consistent imagery and delivery to reinforce a brand’s meaning and context, which necessitates supportive organizational structures and procedures (Buhalis and Park, 2021). As a result, marketers must use a “bottom–up and top–down strategy to brand creation” to guarantee that employees are actively involved in the process (Van Nguyen et al., 2021). Third, the framework implies that marketers that are unable to engage in standardized branding programs to address the individual demands of their consumer segments must be able to adjust branding programs across countries and client segments. Therefore, the authors proposed the following hypothesis:

H3: Brand leadership positively influences employee brand-based equity.



Mediating Relationship of Brand Knowledge Dissemination

Employee corporate brand experience is defined as every interaction workers have with an employer identity, including a variety of brand touchpoints (Saleem and Hawkins, 2021). And brand knowledge is composed of a particular brand in the memory that is related to a range of connections (Han et al., 2021). The way brand networks are organized in one’s memory affects how brand information is remembered, which in turn affects an individual’s behavior and brand-related behaviors (Farzin et al., 2021). While Keller (1993, 1998) focuses on the consumer, brand awareness is also important for employees (Carlini and Grace, 2021). That really is, brand understanding is the key to employees’ knowing how to execute the brand promise (Boukis et al., 2021).

Employees that lack brand expertise are unable to behave in the manner required by the business or make brand-related decisions, which is compatible with the customer viewpoint (Peng et al., 2021). In the field of branding and marketing management, the concept of EBBE has received a lot of attention. Any company’s brand is one of its most significant intangible assets. Brand equity may be used to analyze the impact of previous marketing activities, evaluate the brand’s current positioning, and forecast the future success. The differential influence of brand awareness on employee response to the workplace is known as EBBE.

Internal branding may be utilized to maintain uniform staff behaviors and attitudes (Burmann and Zeplin, 2005). Employer branding contributes to employee behaviors and attitudes by delivering relevant and meaningful brand information. Furthermore, such psychological and cognitive shifts mean that workers transmit the brand value to customers as planned (Hao et al., 2020a). As a result, it is critical to disseminate brand knowledge inside the corporate branding. Workers, for instance, are unable to convey an organization’s brand identity to consumers lacking brand-related knowledge. Moreover, few stated that “workers may feel directionless, grappling with understanding where, when, or to whom to devote their energy” in the lack of brand awareness (Zulkepli et al., 2015). Keeping in view the significance of brand knowledge dissemination as mediator, the author proposed the following hypotheses:

H4: Brand knowledge dissemination mediates the relationship between HRM practices and EBBE.

H5: Brand knowledge dissemination mediates the relationship between organizational identity and EBBE.

H6: Brand knowledge dissemination mediates the relationship between brand leadership and EBBE.




METHODOLOGY

This study utilized the quantitative research design for the validation of the hypothesis for the present study. The hypotheses of the study helped to examine the effect of predictors on outcomes. This research design helped to eliminate any biases. The data for this study were collected through a self-administered survey. The rationality of data was made sure by making the items of each clear and short. The target population was the employees working in the construction sector. The current study used a convenience sampling technique in order to sample from the target population. This technique is a cost-effective and effective method to acquire data from the respondents (Nawaz et al., 2019). Initially, 500 questionnaires were distributed and the author received 421 responses. The unit of analysis was the employees of the construction sector in China.


Statistical Tool

SmartPLS 3 software was used in this study for the purpose of data analysis. The technique used in our study is structural equation modeling (SEM). Partial least square is extensively used in management and social sciences as it is a variance-based SEM technique (Nawaz et al., 2020). Moreover, PLS-SEM is a causal modeling approach and its aim is to magnify the explained variance of latent dependent constructs. Researchers view PLS-SEM as “silver bullet” conducive to deal with empirical findings with small sample size (Hair et al., 2011). SmartPLS has a user-friendly interface and contains advanced features (Garson, 2016). Furthermore, the technique used in SmartPLS is finest to serve a research having complex equations (Xiaolong et al., 2021; Nawaz et al., 2022). To calculate the values of beta, reliability, and standard error precisely, this study follows the recommendations of Wong (2013) and ensures that all those indicators are part of their respective latent variables having outer loadings of 0.7 in the reflective outer model evaluation.



Measurement

A five-point Likert scale was used to obtain data for each item of the variable under study. The reliability of each variable using Cronbach’s alpha should be more than 0.7 (Sarstedt et al., 2017).


Human Resource Management Practices

Human resource management practices were measured by using the scale of Aurand et al. (2005) that comprises five items. The Cronbach alpha for this variable is α = 0.927; therefore, this scale is reliable.



Organizational Identity

Organizational identity was measured by using items of Hanson and Haridakis (2008) that consist of 17 items. The Cronbach alpha for this variable is (α = 0.920); therefore, this scale is reliable.



Brand Leadership

The present study utilized the scale of Morhart et al. (2009) that adopted the items from the multifactor leadership questionnaire from 5X (Avolio et al., 2004) to measure the brand leadership. The Cronbach alpha for this variable is α = 0.924; therefore, this scale is reliable.



Brand Knowledge Dissemination

Brand knowledge dissemination was measured by using scale of Foreman and Money (1995) that is comprised of five items. The Cronbach alpha for this variable is α = 0.894; therefore, this scale is reliable.



Employee Brand-Based Equity

To measure employee brand-based equity, the scale of Schivinski and Dabrowski (2014) was used consisting of 19 items. The Cronbach alpha for this variable is α = 0.920; therefore, this scale is reliable.




Demographic Details

The demographic details of the respondents who have participated in the study are discussed below. The total participants of the study were 421, and out of them, 270 were males and 151 were females. The employees between the age bracket 20 and 30 years were 29%, between 30 and 40 years were 43%, between 41 and 50 years were 20%, and above the age of 50 years were 8%. Furthermore, the employees with an organizational tenure of less than a year were 46.20%, the employees with an organizational tenure of between 1 and 3 years were 40.63%, the employees with an organizational tenure of between 4 and 6 years were 7.98%, while the employees with an organizational tenure of more than 6 years were 5.19%.



Common Method Bias

This study used a single Harman’s factor test to analyze common method variance in order to check for common method bias in the data (CMV). SPSS 21 was utilized in this study to perform the single Harman’s factor test. The results of the created (principal axis factoring and extraction) suggest that there are 43 factors. The maximum covariance explained by one factor in this study is 40.763 percent, according to Harman’s one-factor test.




DATA ANALYSIS AND RESULTS


Measurement Model

The first step of PLS-SEM analysis is the assessment of measurement model (Figure 1). The output measurement model algorithm is shown in Figure 2. It explains the impact of independent variables on dependent variables.


[image: image]

FIGURE 1. Conceptual model. HRM, human resource management; OI, organizational identity; Bl, brand leadership; EBBE, employee-based brand equity.
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FIGURE 2. Output of measurement model algorithm. HRM, human resource management; OI, organizational identity; Bl, brand leadership; EBBE, employee-based brand equity.


In measurement model specification, examining the indicator reliability is considered the first step. As part of measurement model, a total of three items (EBBE2, OI7, and OI9) were removed due to low factor loading (<0.500). Reliability as assessed using Cronbach’s alpha and composite reliability: statistics for both were greater than the recommended value 0.700 (Wasko and Faraj, 2005). Convergent validity was acceptable because AVE was above 0.500 in majority.

Discriminant validity was assessed by comparison of the correlations among the latent variables and the square root of AVE (Fornell and Larcker, 1981) and heterotrait–monotrait ratio of correlation (Henseler et al., 2015), with values below the (conservative) threshold of 0.85. Hence, discriminant validity is established.



Structural Model

The structural model includes the paths hypothesized in the research framework (Figure 3). A structural model is assessed on the basis of R2, Q2, and significance of paths. R-square indicates the variance that has been described in dependent variable (Hair et al., 2014). Furthermore, the value of R2 can range from 0 to 1. Table 1 shows the value of 0.614 for employee brand knowledge dissemination and 0.767 for employee brand-based equity. As values of R-square are between 0 and 1, predictive capability is established. Moreover, to assess the goodness of model, hypotheses were tested to determine the significance of relationships.
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FIGURE 3. Structural model with moderation.



TABLE 1. Discriminant validity (HTMT Ratio).

[image: Table 1]
H1 evaluates the relationship between HRM practices and employee brand-based equity (Tables 2–5). The results revealed that HRM practices have a significant impact on employee brand-based equity (β 0.515, t = 12.997, p = 0.000). Hence, H1 is supported. H2 examines the relationship between organizational identity and employee brand-based equity. The results showed that organizational identity positively influences the EBBE (β 0.310, t = 8.558, p = 0.000). Therefore, H2 is accepted. Moreover, H3 evaluates the relationship between brand leadership and employee brand-based equity. The results showed that brand leadership positively influences the employee brand-based equity (β = –0.028, t = 0.662, p = 0.508). Therefore, H3 is rejected.


TABLE 2. Direct effects.
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TABLE 3. Demographic details.
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TABLE 4. Common method bias.
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TABLE 5. Factor loadings, Cronbach alpha, composite reliability, and AVE.
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In order to test the significance of path coefficients, bootstrapping procedure was used as recommended by Sarstedt et al. (2017). Nevertheless, specific guidelines proposed by Preacher and Hayes (2008) were also considered for mediation analysis. Furthermore, 5,000 bootstrap samples were considered as suggested by Streukens and Leroi-Werelds (2016). This study’s bootstrap re-sampling 5000 also shows 95% confidence interval as shown in Table 2. A confidence interval different from zero indicates a significant relationship.


Mediation Analysis

Mediation analysis was performed to assess the mediating effect of brand knowledge dissemination. This study adopts variance accounted for VAF approach for mediation analysis (An et al., 2021). The results revealed that brand knowledge dissemination partially mediated the relationship between HRM practices and EBBE as value of VIF > 25. Similarly, the EBKD partially mediates the relationship of OI and EBBE as value of VAF > 25. EBKD fully mediates the relationship of BL and EBBE as value of VAF > 80 (see Table 6).


TABLE 6. Indirect effects.
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DISCUSSION

This research was conducted to evaluate the firm-level challenges of internationalization in Chinese context. China is the leading country after the United States investing single-handedly in international trading. Therefore, it was necessary to find out the right practices which could lead to overcoming the issues of organizations working internationally. Certain direct and indirect relationships of factors contributing toward EBBE were studied in this research. The first hypothesis was about the relationship of HRM practices with EBBE. The hypothesis got accepted due to the fact that if proper human resource practices are followed in any organization, then it leads to the development of brand equity, and in case of employees of the respective organization getting proper human resources, then it leads to EBBE. Similar kind of results was also reported previously (Aurand et al., 2005).

In these circumstances, HRM is the most significant and sensitive of all management areas in the local and international environment (Zhang, 2022). The other direct relationship of organizational identity also proved that if there is a clear identification of brands among the employees, then it could also lead to the development of strong EBBE at the organizational level. Organizational identity is a psychological paradigm that refers to what employees consider to be fundamental, distinctive, and long-lasting about their company (Albert and Whetten, 1985). Transforming a firm’s identity in internationalization scenario necessitates modifications to organizational members’ internal psychological structures and attitudes, which can lead to resistance and the inability to execute change (Nag et al., 2007). Similar kind of results was reported by Liu et al. (2020), indicating that brand identity among employees directs the positive outcomes of EBBE.

They also found that if proper brand identity is prevalent among employees, then it has an influence on quality of physical facility which ultimately affects consumer-based brand equity as well. The other direct effects of brand leadership were also studied in this research which were not significant in developing EBBE among employees. The possible reason of such outcome lies in the fact that leadership is sometimes not directly related to working employees of lower cadre. This is due to the competition sense among the employees and leaders. Although some of the previous studies proved that brand leadership could lead to the development of employee-based brand citizenship behavior (Shaari et al., 2015), they could not develop an analogy between brand leadership and EBBE. In some of the cases, brand leadership provided significant roles in developing consumer-based brand equity.

Consumers’ sense of a brand’s relative popularity as represented by brand knowledge and consumption is what popularity refers to. Consumers also wanted brand leadership to have a clear vision and to stay connected (Akbar et al., 2021; Khamwon and Sorataworn, 2021). The indirect and mediating role of brand knowledge dissemination proved its significance while mediating between HRM, organizational identity, brand leadership, and EBBE. All these hypotheses were accepted showing that if brand knowledge dissemination prevails in an organization, then it leads to enhanced EBBE. The direct relationship of brand leadership with EBBE was not significant, but mediation of brand knowledge dissemination provided anchorage in this relationship, indicating that with the help of brand knowledge dissemination from leadership to employees, it leads to the development of EBBE.

Employer branding contributes to employee behaviors and attitudes by delivering relevant and meaningful brand information. Furthermore, such psychological and cognitive shifts mean that workers transmit the brand value to customers as planned (Balemba Kanyurhi, 2016). Seemingly, it is critical to disseminate brand knowledge inside the corporate branding. Workers, for instance, are unable to convey an organization’s brand identity to consumers lacking brand-related knowledge. Moreover, few stated that “workers may feel directionless, grappling with understanding where, when, or to whom to devote their energy” in the lack of brand awareness (Zulkepli et al., 2015).


Managerial Contributions

Employee-based brand equity facilitates the employee to develop a sense of comparison between perceived cost and benefits which affect them in future. There is certain benefit for developing EBBE among the employees as this study provides valuable insights that organizations develop EBBE among their employee through the brand knowledge dissemination. Brand knowledge dissemination among the employees strengthens the EBBE which provide attractive package for employee for their services. Similarly, management should take valuable insights from this study, improve their HRM practices, and develop organizational identity and brand-oriented leadership which helps to strengthen the EBBE among the employees. Rigorous training and promotions are the effective ways for brand knowledge dissemination among the employees and other stakeholders, which ultimately leads to strengthening the EBBE.



Theoretical Contributions

This study contributes in the body of the literature in an effective way. EBKD mediates the relationship among HRM practices, organization identity, and brand leadership on employee brand-based equity which shows the importance of HRM practices, organizational identity, and brand leadership for strengthening the brand knowledge dissemination, which leads to EBBE. This study also theoretically contributes by finding that the brand knowledge dissemination among the employees fosters the employee brand-based equity which ultimately helps in reinforcing their organizational brand equity. This study provides valuable insights which help the research scholars and practitioners to further extend this area of study.



Limitations and Future Recommendations

Although several important significances are found, this study has some limitations. First, time horizon of this study was cross sectional as data were collected at once so in future studies should adopt longitudinal strategy for data collection. Second, this study adopts convenience sampling for data collection which may raise the issue for generalization of study, so future studies should adopt any rigorous sampling technique for data collection. Using self-reporting measures may also cause issue of biasness, polarity, and other motives among such measures. In order to subjugate these limitations, future research can opt for qualitative approach using interviews or can implement triangulation techniques for behavioral observations. Future studies can add some more constructs for the completion of study. Future studies can obtain data from multiple sectors to assess the generalizability of the model. Moreover, brand knowledge management can be added in the model as mediator or moderator.




CONCLUSION

One belt, one road initiative has been implemented during the second decade of 2000. The core objective of this initiative is economic integration, increasing China’s commercial viability, and creating opportunities for local businesses to become internalized. China’s ambition is to develop the world’s biggest campaign to showcase business and financial links with the entire world under its auspices. However, Chinese firms and businesses may be exposed to several challenges of internalization. In this scenario, effective HRM is playing a vital role in addressing the local and international issues faced by the organization. The novel contribution of this current research is to explore the internalization challenges faced at the organizational level due to the one belt, one road initiative. Drawing on the resource-based view theory, this study holds the view that effective HRM practices, organizational identity, and brand leadership are the strategic resources for any organization which helps them to create employee brand-based equity. This study also explores the indirect effect of brand knowledge dissemination among the HRM practices practice, organizational identity, and brand leadership on employee brand-based equity. The results of this study demonstrate that HRM practices and organizational identity have a direct influence on employee brand-based equity. However, the direct impact of brand leadership on the employee brand-based equity was found insignificant. Moreover, the results reveal that brand knowledge dissemination mediates the relationship between brand leadership and employee brand-based equity which depicts that brand leadership indirectly impacts brand-based equity through brand knowledge dissemination. Brand knowledge dissemination also mediates the relationship between HRM practice and organizational identity on employee brand-based equity. It is suggested from the finding of this study that organization management and policymakers should develop a rigorous strategy to ensure effective HRM practices. Organizational identity develops among the employees through conducting seminars and training. Knowledge management practices should be implemented in the organization to foster brand knowledge dissemination in the organizational environment.



DATA AVAILABILITY STATEMENT

The original contributions presented in the study are included in the article/supplementary material, further inquiries can be directed to the corresponding author/s.



AUTHOR CONTRIBUTIONS

XW was conceived and designed the concept, collected the data, wrote the manuscript, and read and agreed to the published version of the manuscript.



REFERENCES

Abugre, J. B., and Acquaah, M. (2022). A contextual study of co-worker relationship and turnover intentions: the mediating role of employee cynicism. Afr. J. Econ. Manag. Stud. [Epub ahead of print]. doi: 10.1108/AJEMS-08-2021-0384

Agyabeng-Mensah, Y., and Tang, L. (2021). The relationship among green human capital, green logistics practices, green competitiveness, social performance and financial performance. J. Manuf. Technol. Manag. 32, 1377–1398. doi: 10.1108/JMTM-11-2020-0441

Ahmad, S., Islam, T., Sadiq, M., and Kaleem, A. (2021). Promoting green behavior through ethical leadership: a model of green human resource management and environmental knowledge. Leadersh. Organ. Dev. J. 42, 531–547. doi: 10.1108/lodj-01-2020-0024

Akbar, K., Mahsud, M., Afzal, F., Cancan, M., and Riaz, I. (2021). Exploring drivers of luxury brand buying behavior: an empirical study. J. Stat. Manag. Syst. 24, 715–727. doi: 10.1080/09720510.2020.1800790

Albert, S., and Whetten, D. A. (1985). Organizational identity. Res. Organ. Behav. 7, 263–295.

Ambrose, S. C., and Schnitzlein, N. (2017). What makes for the best rivalries in individual sports and how can marketers capitalize on them. Sport Mark. Q. 26, 223–234.

An, H., Razzaq, A., Nawaz, A., Noman, S. M., and Khan, S. A. R. (2021). Nexus between green logistic operations and triple bottom line: evidence from infrastructure-led Chinese outward foreign direct investment in Belt and Road host countries. Environ. Sci. Pollut. Res. 28, 51022–51045. doi: 10.1007/s11356-021-12470-3

Aurand, T., Gorchels, L., and Bishop, T. (2005). Human resource management’s role in internal branding: an opportunity for cross-functional brand message synergy. J. Prod. Brand Manag. 14, 163–169. doi: 10.1108/10610420510601030

Avolio, B., Zhu, W., Koh, W., and Bhatia, P. (2004). Transformational leadership and organizational commitment: mediating role of psychological empowerment and moderating role of structural distance. J. Organ. Behav. 25, 951–968. doi: 10.1002/job.283

Avotra, A. A. R. N., Chenyun, Y., Yongmin, W., Lijuan, Z., and Nawaz, A. (2021). Conceptualizing the State of the art of corporate social responsibility (CSR) in green construction and its nexus to sustainable development. Front. Environ. Sci. 9:774822. doi: 10.3389/fenvs.2021.774822

Azeem, M., Ahmed, M., Haider, S., and Sajjad, M. (2021). Expanding competitive advantage through organizational culture, knowledge sharing and organizational innovation. Technol. Soc. 66:101635. doi: 10.1016/j.techsoc.2021.101635

Bairrada, C. M., da Costa, J. F., Santos, R. M., and Coelho, A. (2021). Determinants and consequences of brand credibility: a case study in the pharmaceutical industry. Int. J. Pharm. Healthc. Mark. 15, 282–297. doi: 10.1108/ijphm-05-2020-0037

Bala, S. D., Akther, T., Chowdhury, S., Rana, R. U., Hasan, N., Dola, A. J., et al. (2021). Weather and Covid-19 outbreak correlation in Dhaka District, Bangladesh. SPR 1, 171–175.

Balemba Kanyurhi, E. (2016). Internal marketing, employee job satisfaction, and perceived organizational performance in Microfinance Institutions: empirical study from Kivu (DRC). Int. J. Bank Mark. 34, 773–796. doi: 10.1108/IJBM-06-2015-0083

Blank, S. (2013). Why the lean start-up changes everything. Harv. Bus. Rev. 91, 63–72.

Blomkvist, K., and Drogendijk, R. (2013). The impact of psychic distance on chinese outward foreign direct investments. Manag. Int. Rev. 53, 659–686. doi: 10.1007/s11575-012-0147-y

Boukis, A., and Christodoulides, G. (2020). Investigating key antecedents and outcomes of employee-based brand equity. Eur. Manag. Rev. 17, 41–55. doi: 10.1111/emre.12327

Boukis, A., Punjaisri, K., Balmer, J. M. T., Kaminakis, K., and Papastathopoulos, A. (2021). Unveiling front-line employees’ brand construal types during corporate brand promise delivery: a multi-study analysis. J. Bus. Res. 131, 673–685. doi: 10.1016/j.jbusres.2020.12.068

Buckley, P. J., Clegg, L. J., Cross, A. R., Liu, X., Voss, H., and Zheng, P. (2007). The determinants of chinese outward foreign direct investment. J. Int. Bus. Stud. 38, 499–518.

Buhalis, D., and Park, S. (2021). Brand management and cocreation lessons from tourism and hospitality: introduction to the special issue. J. Prod. Brand Manag. 30, 1–11. doi: 10.1108/JPBM-10-2020-3158

Burmann, C., and Zeplin, S. (2005). Building brand commitment: a behavioural approach to internal brand management. J. Brand Manag. 12, 279–300. doi: 10.1057/palgrave.bm.2540223

Cao, T. T., Le, P. B., and Nguyen, N. T. M. (2021). Impacts of high-involvement HRM practices on organizational innovation capability: the mediating mechanism of tacit and explicit knowledge sharing. Int. J. Innov. Sci. [Epub ahead of print]. doi: 10.1108/IJIS-05-2021-0091

Carlini, J., and Grace, D. (2021). The corporate social responsibility (CSR) internal branding model: aligning employees’ CSR awareness, knowledge, and experience to deliver positive employee performance outcomes. J. Mark. Manag. 37, 732–760. doi: 10.1080/0267257X.2020.1860113

Cascio, W. F., and Boudreau, J. W. (2016). The search for global competence: from international HR to talent management. J. World Bus. 51, 103–114. doi: 10.1016/j.jwb.2015.10.002

Chan, M. (2016). Social network sites and political engagement: exploring the impact of facebook connections and uses on political protest and participation. Mass Commun. Soc. 19, 430–451. doi: 10.1080/15205436.2016.1161803

Chang, Y., and Ko, Y. J. (2014). The brand leadership: scale development and validation. J. Brand Manag. 21, 63–80. doi: 10.1057/bm.2013.23

Chowdhury, S., Budhwar, P., Dey, P. K., Joel-Edgar, S., and Abadie, A. (2022). AI-employee collaboration and business performance: integrating knowledge-based view, socio-technical systems and organisational socialisation framework. J. Bus. Res. 144, 31–49. doi: 10.1016/j.jbusres.2022.01.069

Clegg, J., Lin, H., Voss, H., Yen, I.-F., and Shih, Y. (2016). The OFDI patterns and firm performance of chinese firms: the moderating effects of multinationality strategy and external factors. Int. Bus. Rev. 25, 971–985. doi: 10.1016/j.ibusrev.2016.01.010

Cornelissen, J. P., Akemu, O., Jonkman, J. G. F., and Werner, M. D. (2021). Building character: the formation of a hybrid organizational identity in a social enterprise. J. Manag. Stud. 58, 1294–1330. doi: 10.1111/joms.12640

Das, K. C. (2017). The making of one belt, one road and dilemmas in South Asia. China Rep. 53, 125–142. doi: 10.1177/0009445517696624

De Chernatony, L., Cottam, S., and Segal-Horn, S. (2006). Communicating services brands’ values internally and externally. Serv. Ind. J. 26, 819–836. doi: 10.1080/02642060601011616

Deng, P. (2012). The internationalization of chinese firms: a critical review and future research. Int. J. Manag. Rev. 14, 408–427. doi: 10.1111/j.1468-2370.2011.00323.x

Dimofte, C., Goodstein, R., and Brumbaugh, A. (2014). A social identity perspective on aspirational advertising: implicit threats to self-esteem and strategies to overcome them. J. Consum. Psychol. 25, 416–430. doi: 10.1016/j.jcps.2014.12.001

Du Preez, R., Bendixen, M., and Abratt, R. (2017). The behavioral consequences of internal brand management among frontline employees. J. Prod. Brand Manag. 26, 251–261. doi: 10.1108/JPBM-09-2016-1325

Erkmen, E. (2018). Managing your brand for employees: understanding the role of organizational processes in cultivating employee brand equity. Adm. Sci. 8:52. doi: 10.3390/admsci8030052

Farzin, M., Sadeghi, M., Fattahi, M., and Eghbal, M. R. (2021). Effect of social media marketing and ewom on willingness to pay in the etailing: mediating role of brand equity and brand identity. Bus. Perspect. Res. [Epub ahead of print]. doi: 10.1177/22785337211024926

Foreman, S. K., and Money, A. H. (1995). Internal marketing: concepts, measurement and application. J. Mark. Manag. 11, 755–768. doi: 10.1080/0267257X.1995.9964388

Fornell, C., and Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measurement error. J. Mark. Res. 18, 39–50. doi: 10.2307/3151312

García Álvarez de Perea, J., Ramirez-Garcia, C., and Molina, A. (2019). Internationalization business models and patterns of SMEs and MNEs: a qualitative multi-case study in the agrifood sector. Sustainability 11:2755. doi: 10.3390/su11102755

Garson, J. (2016). A Critical Overview of Biological Functions. Berlin: Springer.

Germain, M.-L., and McGuire, D. (2022). “Using developmental relationships to foster trust in effective virtual teams: lessons in emergency preparedness from the COVID-19 pandemic,” in HRD Perspectives on Developmental Relationships, eds R. Ghosh and H. M. Hutchins (Berlin: Springer), 273–303. doi: 10.1007/978-3-030-85033-3_12

Haasis, T. I., and Liefner, I. (2019). Reviewing the research on the internationalization of Chinese firms. Int. J. Emerg. Mark. 14, 24–50. doi: 10.1108/IJoEM-03-2017-0094

Hair, J. F. Jr., Sarstedt, M., Hopkins, L., and Kuppelwieser, V. G. (2014). Partial least squares structural equation modeling (PLS-SEM). Eur. Bus. Rev. 26, 106–121. doi: 10.1108/EBR-10-2013-0128

Hair, J. F., Ringle, C. M., and Sarstedt, M. (2011). PLS-SEM: indeed a silver bullet. J. Mark. Theory Pract. 19, 139–152. doi: 10.2753/MTP1069-6679190202

Han, S. H., Chen, C.-H. S., and Lee, T. J. (2021). The interaction between individual cultural values and the cognitive and social processes of global restaurant brand equity. Int. J. Hosp. Manag. 94:102847. doi: 10.1016/j.ijhm.2020.102847

Hanson, G., and Haridakis, P. (2008). YouTube users watching and sharing the news: a uses and gratifications approach. J. Electron. Publ. 11:305. doi: 10.3998/3336451.0011.305

Hao, W., Shah, S. M. A., Nawaz, A., Asad, A., Iqbal, S., Zahoor, H., et al. (2020b). The impact of energy cooperation and the role of the one belt and road initiative in revolutionizing the geopolitics of energy among regional economic powers: an analysis of infrastructure development and project management. Complexity 2020:8820021. doi: 10.1155/2020/8820021

Hao, W., Mehmood, S., Shah, A., Nawaz, A., Atif, M., and Noman, S. M. (2020a). The impact of CPEC on infrastructure development, a-double mediating role of project success factors & project management. Rev. Argentina Clín. Psicol. 29, 737–750. doi: 10.24205/03276716.2020.878

He, H., and Brown, A. (2013). Organizational identity and organizational identification a review of the literature and suggestions for future research. Group Organ. Manag. 38, 3–35. doi: 10.1177/1059601112473815

Helm, S. V., Renk, U., and Mishra, A. (2016). Exploring the impact of employees’ self-concept, brand identification and brand pride on brand citizenship behaviors. Eur. J. Mark. 50, 58–77. doi: 10.1108/EJM-03-2014-0162

Henseler, J., Ringle, C. M., and Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-based structural equation modeling. J. Acad. Mark. Sci. 43, 115–135. doi: 10.1007/s11747-014-0403-8

Islam, T., Islam, R., Pitafi, A. H., Xiaobei, L., Rehmani, M., Irfan, M., et al. (2021). The impact of corporate social responsibility on customer loyalty: the mediating role of corporate reputation, customer satisfaction, and trust. Sustain. Prod. Consum. 25, 123–135. doi: 10.1016/j.spc.2020.07.019

Keller, K. L. (1993). Conceptualizing, measuring and managing customer-based brand equity. J. Mark 57, 1–22. doi: 10.1177/002224299305700101

Keller, K. L. (1998). Strategic Brand Management. Upper Saddle River, NJ: Prentice Hall.

Khamwon, A., and Sorataworn, W. (2021). Brand leadership, brand trust, and brand loyalty of fashion brand in E-marketplace. Asian J. Res. Bus. Manag. 3, 8–14.

Lane Keller, K. (1999). Brand mantras: rationale, criteria and examples. J. Mark. Manag. 15, 43–51. doi: 10.1362/026725799784870513

Lattemann, C., and Alon, I. (2015). The rise of chinese multinationals: a strategic threat or an economic opportunity? Georg. J. Int. Aff. 16, 172–179.

Lee, H.-J., Yoshikawa, K., and Harzing, A.-W. (2021). Cultures and institutions: dispositional and contextual explanations for country-of-origin effects in MNC ‘ethnocentric’ staffing practices. Organ. Stud. 43, 497–519. doi: 10.1177/01708406211006247

Li, J., Xia, J., and Lin, Z. (2016). Cross-border acquisitions by state-owned firms: how do legitimacy concerns affect the completion and duration of their acquisitions? Strateg. Manag. J. 38, 1915–1934. doi: 10.1002/smj.2609

Liu, A. X., Hsu, C. H. C., and Fan, D. X. F. (2020). From brand identity to brand equity: a multilevel analysis of the organization–employee bidirectional effects in upscale hotels. Int. J. Contemp. Hosp. Manag. 32, 2285–2304. doi: 10.1108/IJCHM-08-2019-0680

Liu, X., Buck, T., and Shu, C. (2005). Chinese economic development, the next stage: outward FDI? Int. Bus. Rev. 14, 97–115. doi: 10.1016/j.ibusrev.2004.12.003

Marx, M., and Hsu, D. H. (2015). Strategic switchbacks: dynamic commercialization strategies for technology entrepreneurs. Res. Policy 44, 1815–1826. doi: 10.1016/j.respol.2015.06.016

Mckinley, C., Mastro, D., and Warber, K. (2014). Social identity theory as a framework for understanding the effects of exposure to positive media images of self and other on intergroup outcomes. Int. J. Commun. 8, 1049–1068.

Mikalef, P., and Gupta, M. (2021). Artificial intelligence capability: conceptualization, measurement calibration, and empirical study on its impact on organizational creativity and firm performance. Inf. Manag. 58:103434. doi: 10.1016/j.im.2021.103434

Miller, K. W., and Mills, M. K. (2012). Contributing clarity by examining brand luxury in the fashion market. J. Bus. Res. 65, 1471–1479. doi: 10.1016/j.jbusres.2011.10.013

Morhart, F., Herzog, W., and Tomczak, T. (2009). Brand-specific leadership: turning employees into brand champions. J. Mark. 5, 122–142. doi: 10.1509/jmkg.73.5.122

Mujib, H. (2017). Organizational identity: an ambiguous concept in practical terms. Adm. Sci. 7:28. doi: 10.3390/admsci7030028

Nag, R., Corley, K. G., and Gioia, D. A. (2007). The intersection of organizational identity, knowledge, and practice: attempting strategic change via knowledge grafting. Acad. Manag. J. 50, 821–847. doi: 10.5465/amj.2007.26279173

Nawaz, A., Chen, J., Su, X., and Zahid Hassan, H. M. (2022). Material based penalty-cost quantification model for construction projects influencing waste management. Front. Environ. Sci. 10:807359. doi: 10.3389/fenvs.2022.807359

Nawaz, A., Su, X., Din, Q. M. U., Khalid, M. I., Bilal, M., and Shah, S. A. R. (2020). Identification of the h&s (Health and safety factors) involved in infrastructure projects in developing countries-a sequential mixed method approach of OLMT-project. Int. J. Environ. Res. Public Health 17:635. doi: 10.3390/ijerph17020635

Nawaz, A., Waqar, A., Shah, S. A. R., Sajid, M., and Khalid, M. I. (2019). An innovative framework for risk management in construction projects in developing countries: evidence from Pakistan. Risks 7:24. doi: 10.3390/risks7010024

Ngoc, N. M., and Tien, N. H. (2021). Branding strategy for gamuda land real estate developer in ho chi minh city vietnam. celadon city project. Psychol. Educ. 58, 3308–3316.

Noopur, N., and Dhar, R. L. (2020). Knowledge-based HRM practices as an antecedent to service innovative behavior. Benchmarking Int. J. 27, 41–58. doi: 10.1108/BIJ-10-2018-0329

Pandey, N. (2018). One belt one road initiative: a study through economic diplomacy perspective. KMC Res. J. 2, 143–152. doi: 10.3126/kmcrj.v2i2.29957

Peng, J.-M., Guan, X.-H., and Huan, T.-C. (2021). Not always co-creating brand: effects of perceived justice on employee brand sabotage behaviours in the hotel industry. Int. J. Contemp. Hosp. Manag. 33, 973–993. doi: 10.1108/ijchm-09-2020-0991

Peng, M. (2012). The global strategy of emerging multinationals from China. Glob. Strateg. J. 2, 97–107. doi: 10.1002/gsj.1030

Preacher, K. J., and Hayes, A. F. (2008). Asymptotic and resampling strategies for assessing and comparing indirect effects in multiple mediator models. Behav. Res. Methods 40, 879–891. doi: 10.3758/BRM.40.3.879

Rambocas, M., and Narsingh, S. S. (2022). Impact of perceived brand localness and globalness on brand trust to predict customer responses towards retail banks: the case of Trinidad and Tobago. Int. J. Bank Mark. [Epub ahead of print].

Roundy, P. T., and Burke-Smalley, L. (2021). Leveraging entrepreneurial ecosystems as human resource systems: a theory of meta-organizational human resource management. Hum. Resour. Manag. Rev. [Epub ahead of print]. doi: 10.1016/j.hrmr.2021.100863

Saleem, F. Z., and Hawkins, M. A. (2021). Employee-generated content: the role of perceived brand citizenship behavior and expertise on consumer behaviors. J. Prod. Brand Manag. 30, 819–833. doi: 10.1108/JPBM-05-2020-2908

Sarstedt, M., Ringle, C. M., and Hair, J. F. (2017). “Partial least squares structural equation modeling,” in Handbook of Market Research, eds C. Homburg, M. Klarmann, and A. Vomberg (Cham: Springer).

Schivinski, B., and Dabrowski, D. (2014). The effect of social media communication on consumer perceptions of brands. J. Mark. Commun. 22, 189–214. doi: 10.1080/13527266.2013.871323

Shaari, H., Md Salleh, S., and Hussin, Z. (2015). The effect of brand leadership styles on employees’ brand citizenship behavior. Asian Soc. Sci. 11:86. doi: 10.5539/ass.v11n18p86

Shahriar, S. (2019). The Belt and Road initiative: what will china offer the world in its rise. Asian J. Polit. Sci. 27, 152–156. doi: 10.1080/02185377.2019.1594324

Snihur, Y., and Clarysse, B. (2022). Sowing the seeds of failure: organizational identity dynamics in new venture pivoting. J. Bus. Ventur. 37:106164. doi: 10.1016/j.jbusvent.2021.106164

Streukens, S., and Leroi-Werelds, S. (2016). Bootstrapping and PLS-SEM: a step-by-step guide to get more out of your bootstrap results. Eur. Manag. J. 34, 618–632. doi: 10.1016/j.emj.2016.06.003

Subramony, M., Guthrie, J. P., and Dooney, J. (2021). Investing in HR? Human resource function investments and labor productivity in US organizations. Int. J. Hum. Resour. Manag. 32, 307–330. doi: 10.1080/09585192.2020.1783343

Tajfel, H., and Turner, J. C. (2004). “The social identity theory of intergroup behavior,” in Political Psychology: Key Readings, eds J. T. Jost and J. Sidanius (Hove: Psychology Press), 276–293. doi: 10.4324/9780203505984-16

Than, S. T., Le, P. B., and Le, T. T. (2021). The impacts of high-commitment HRM practices on exploitative and exploratory innovation: the mediating role of knowledge sharing. VINE J. Inf. Knowl. Manag. Syst. [Epub ahead of print]. doi: 10.1108/VJIKMS-10-2020-0196

Thomson, H., Day, R., Ricalde, K., Brand-Correa, L. I., Cedano, K., Martinez, M., et al. (2022). Understanding, recognizing, and sharing energy poverty knowledge and gaps in Latin America and the Caribbean–because conocer es resolver. Energy Res. Soc. Sci. 87:102475. doi: 10.1016/j.erss.2021.102475

Tripsas, M. (2009). Technology, identity, and inertia through the lens of “the digital photography company.”. Organ. Sci. 20, 441–460. doi: 10.1287/orsc.1080.0419

Van Nguyen, L. T., Nguyen, P. N. D., Nguyen, T. Q., and Nguyen, K. T. (2021). Employee engagement in brand value co-creation: an empirical study of Vietnamese boutique hotels. J. Hosp. Tour. Manag. 48, 88–98. doi: 10.1016/j.jhtm.2021.05.015

Wasko, M. M., and Faraj, S. (2005). Why should i share? Examining social capital and knowledge contribution in electronic networks of practice. MIS Q. 29, 35–57. doi: 10.2307/25148667

Wei, Z. (2010). The literature on chinese outward FDI. Multinatl. Bus. Rev. 18, 73–112. doi: 10.1108/1525383X201000016

Wen, Q., Wu, Y., and Long, J. (2021). Influence of ethical leadership on employees’ innovative behavior: the role of organization-based self-esteem and flexible human resource management. Sustainability 13:1359. doi: 10.3390/su13031359

Wong, K. (2013). Partial least square structural equation modeling (PLS-SEM) techniques using SmartPLS. Mark. Bull. 24, 1–32. doi: 10.18488/journal.24/2014.3.1/24.1.1.14

Xiaolong, T., Gull, N., Iqbal, S., Asghar, M., Nawaz, A., Albasher, G., et al. (2021). Exploring and validating the effects of mega projects on infrastructure development influencing sustainable environment and project management. Front. Psychol. 12:663199. doi: 10.3389/fpsyg.2021.663199

Xie, L., Li, Y., Chen, S.-H., and Huan, T.-C. (2016). Triad theory of hotel managerial leadership, employee brand-building behavior, and guest images of luxury-hotel brands. Int. J. Contemp. Hosp. Manag. 28, 1826–1847. doi: 10.1108/IJCHM-01-2015-0004

Yang, X., and Stoltenberg, C. (2014). A review of institutional influences on the rise of made-in-China multinationals. Int. J. Emerg. Mark. 9, 162–180. doi: 10.1108/IJoEM-09-2012-0095

Yingfei, Y., Mengze, Z., Zeyu, L., Ki-Hyung, B., Avotra, A. A. R. N., and Nawaz, A. (2021). Green logistics performance and infrastructure on service trade and environment-measuring firm’s performance and service quality. J. King Saud Univ. 34:101683. doi: 10.1016/j.jksus.2021.101683

Zhang, F. (2022). Technological knowledge access and transfer of multinational corporations from emerging economies: a comparison study. Chinese Manag. Stud. 16, 26–44. doi: 10.1108/CMS-12-2019-0437

Zica, R., Gonçalves, C., Martins, H., and Gonçalves, M. (2016). The resource-based theory and its adherence to a superior performance strategy: an analysis in small companies in Brazil. Corp. Ownersh. Control 13, 434–444. doi: 10.22495/cocv13i3c3p2

Zulkepli, Z., Norlena, H., and Mohtar, S. (2015). Communication and service innovation in small and medium enterprises (SMEs). Proc. Soc. Behav. Sci. 211, 437–441. doi: 10.1016/j.sbspro.2015.11.057


Conflict of Interest: The author declares that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.

Publisher’s Note: All claims expressed in this article are solely those of the authors and do not necessarily represent those of their affiliated organizations, or those of the publisher, the editors and the reviewers. Any product that may be evaluated in this article, or claim that may be made by its manufacturer, is not guaranteed or endorsed by the publisher.

Copyright © 2022 Wu. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.


OPS/images/fpsyg-13-881155-t003.jpg
Demographics Frequency Percent

Gender

Male 270

Female 151

Age (Years)

20-30 122 29%
30-40 181 43%
40-50 84 20%
>50 34 8%
Organizational tenure

<1 Year 194 46.20%
1-3 Years 171 40.63%
4-6 Years 33 8%

>6 Years 23 6%





OPS/images/fpsyg-13-881155-t002.jpg
Structural paths Path coefficient (t-value) Confidence interval F2 P-values Results

HRM - > EBBE 0.515 (12.997) {0.516 to 0.655} 0.665 0.000 H1, Supported
Ol - > EBBE 0.310 (8.588) {0.260 to 0.419} 0.419 0.000 H2, Supported
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HRM, human resource management,; EBBE, employee brand-based equity; O, organizational identity; BL, brand leadership, level of significance = 0.05.
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HRM, human resource management; EBBE, employee brand-based equity, Ol, organizational identity; BL, brand leadership;, EBKD, employee brand
knowledge dissemination.
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