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The challenging competitive situation in the market forces the organizations to recognize the crucial role of branding. Many studies focused on financial and customer perspectives and ignored the importance of employee-based brand building in the organization. Employee-based brand equity plays a vital role in increasing organizational performance. Hence, this study puts effort into brand-building and recognized many factors that develop employee-based brand equity for organizations. This study examines the role of internal knowledge dissemination and employees-based brand equity through brand identification and emotional attachment. This study also assesses the direct relationship between internal knowledge dissemination and brand identification, internal knowledge dissemination and emotional attachment, brand identification and employee-based brand equity, and emotional attachment and employee-based brand equity. For this purpose, this study adopts a convenient sampling technique and questionnaire survey method and gathered data with 712 sample sizes from employees of various clothing brands in China. For empirical examination of the data, this study considers the partial least square structural equation modeling technique and analyzed data using the Smart PLS 3.3.3 software. The outcomes revealed that internal knowledge dissemination negatively influences employee-based brand equity. This study finds a positive direct association between internal knowledge dissemination and brand identification, internal knowledge dissemination and emotional attachment, brand identification and employee-based brand equity, and emotional attachment and employee-based brand equity. Moreover, this study finds that emotional attachment and brand identification positively mediate the relationship between internal knowledge dissemination and employee-based brand equity. The findings of this study provide an insight to the organizations that effective dissemination of the internal knowledge enhances employees’ brand identification and their emotional attachments. Consequently, these positive attributes of employees play a constructive role in creating employee-based brand equity. This study also has some valuable theoretical and practical implications.
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INTRODUCTION

In this ever-changing era, it is very challenging for the organization to deal with the market dynamics to create a solid competitive position (Iglesias et al., 2019). Firms are trying to find tools and techniques to create a competitive edge. However, Hasni et al. (2018) pointed out that organizations are now focusing on branding and using it as a powerful tool for maintaining sustainability. In the preceding decades, organizations mainly emphasize branding from the consumers’ perspective, but currently, this trend is fading (Iglesias et al., 2019). In parallel with consumers’ perspective of branding, organizations are now giving attention to employee perspective as well. King and Grace (2010) also acknowledged the importance of branding with employees’ perspectives and said that the intellectual abilities of employees are the valuable asset of organization for effective branding.

The organizational efforts invested in the form of branding could pave the way for the creation of organizational brand equity (Fernández-Ruano et al., 2022). Furthermore, they stated that effective organizational brand equity is a constructive indicator for the long-term sustainability of a firm. According to the Feldwick’s (1996) point of view, brand equity could be termed as the value addition effort of the firm to generate a long-term relationship with stakeholders. Brand equity has a crucial role in achieving organizational goals and objectives in the form of increasing firm performance. Higher brand equity enables organizations to win greater trust and commitment of customers (Hanaysha and Al-Shaikh, 2021). King and Grace (2009) pointed out three essential dimensions of brand equity, namely, financial-based, consumer-based, and employee-based brand equity (EBBE). Furthermore, they revealed that the literature has pieces of evidence of brand equity creation from the perspective of financial and consumers, but there is a dearth of literature on the employee perspective.

Iglesias et al. (2019) further shed light on EBBE and said that organizations should focus on employees’ training and development to understand brand values because they can play a crucial role in making or breaking the brand. Moreover, Hanaysha and Al-Shaikh (2021) also pointed out the importance of EBBE and said that organizational performance is greatly influenced by employee contribution in the creation of the brand equity process. In addition, it is more convenient for the firm to achieve expected organizational success when there is a positive alignment between employees’ values and the brand. Scholars documented the importance in the literature of brand equity and said that firms can improve the ability of delivering promises accurately by considering EBBE as an important aspect of organizational strategy (Piehler et al., 2016; Boukis and Christodoulides, 2020; Hanaysha and Al-Shaikh, 2021). However, Vallaster and Lindgreen (2011) acknowledged that when organizations consider employees as part of brand-building strategies, they admit the importance of employees in the firm’s success. This positive signal of the organization can create a sense of emotional attachment and psychological commitment of employees to the brand.

Patwardhan and Balasubramanian (2011) noticed that employees’ emotional attachment seeks huge attention from researchers due to its important role in the brand equity process. EBBE is positively influenced by the psychological and emotional attachment of employees. These positive attributions of employees assist the organization in gaining expected outcomes (Poulis and Wisker, 2016). The employees with emotional attachment feel like an important part of organizations, and they serve their energies more efficiently in the building process of brand equity. This type of emotional bond between employees plays a favorable role in the firm’s overall performance. King and Grace (2010) shed further light and said that organizational sustainability also has a strong link with employees’ emotional attachment. However, Boukis and Christodoulides (2020) revealed that although emotional engagement is important for the creation of EBBE, there is a need to consider another important aspect of the EBBE creation process, such as brand identification.

Kuenzel and Halliday (2008) noticed that the literature argues the brand identification from the customer-brand perspective and ignores this concept from other internal stakeholders’ points of view. In addition, brand identification consequently affects the attitude and behavior of employees. Boukis and Christodoulides (2020) shed further light and said that organizational citizenship behavior could be a possible antecedent of employee brand identification. When employees feel the similarity between the brand value and their values, they feel a sense of belongingness with the brand (Lashley, 1999). Helm et al. (2016) argued in favor of employee brand identification and said that the brand equity creation process is interlinked with the brand identification of employees. Boukis and Christodoulides (2020) further argued that brand identification and internal knowledge dissemination are important aspects of the EBBE building process.

Erkmen (2018) pointed out that the internal dissemination of knowledge is the basis of the EBBE creation process. Organizational effective strategies for internal knowledge dissemination are an important tool to improve the overall organizational performance. Knowledge dissemination is a process of transferring the brand’s values to employees to deliver the organizational promise to consumers accurately (King and Grace, 2010). In addition, internal organizational efforts in knowledge dissemination favorably influenced the employee level of commitment and satisfaction. Billy and To (2013) stated that internal knowledge dissemination affects the work attitude of an employee and their long-term retention with the organization.

This study attempts to contribute to the literature in eight ways. First, this study serves the literature by adding insight into the building process of EBBE. This study tries to point out the importance of brand equity for organizations from employees’ perspectives as scholars acknowledged that there is a dearth of literature on EBBE (King and Grace, 2010; King and So, 2015; Boukis and Christodoulides, 2020). Second, based on social exchange theory, this study tries to find out how internal knowledge dissemination plays a role in the EBBE creation process. However, Erkmen (2018) documented in the literature that organizations’ internal knowledge dissemination efforts have a positive association with EBBE. Third, based on identity theory (Tajfel, 1978), this study attempts to determine the role of internal knowledge dissemination in employee brand identification activities. Boukis and Christodoulides (2020) pointed out that internal knowledge dissemination acts as a precursor to employee brand identification. Fourth, on the basis of signaling theory, this study tries to reveal the role of internal knowledge dissemination in the emotional attachment of employees. Fifth, this study tries to know how brand identification participates in EBBE, as Boukis and Christodoulides (2020) argued the importance of brand identification in the brand equity building process from an employee’s perspective. Sixth, this study also attempts to find out the positive direct relationship of emotional attachment with EBBE. Seventh, this study tries to determine the mediating role of brand identification between internal knowledge dissemination and EBBE. This study also attempts to find out the mediating role of emotional attachment between knowledge dissemination and EBBE.

The remainder of this article is structured as follows: first, this study introduces the key concept of the theoretical framework and reviews the literature for hypothesis development. Next, the methodology of the article is documented, and the findings are discussed. Next, this article presents the discussion part. Finally, this study finishes with concluding remarks as well as future research directions and limitations of the study.



LITERATURE REVIEW


Employee-Based Brand Equity

In this era of competition, organizations have to deal with a complex business marketplace (Poulis and Wisker, 2016). Moreover, organizations have to manage their tangible and intangible equities to compete with the dynamics of the market. However, according to the King and Grace’s (2010) point of view, intangible equities have more weight for competitive advantage than tangible equities. Additionally, Hasni et al. (2018) pointed out that to compete in a complex marketplace, organizations use branding as a powerful tool to maintain their sustainability. These brand-building activities of firms help them out in achieving the goals of brand equity creation (Fernández-Ruano et al., 2022).

Prados-Peña and Del Barrio-García (2021) shed light on the significance of brand equity and said that it is an important and valuable intangible asset of organizations. King and Grace (2006) pointed out that financial, customer, and employee-based brand equities are three fundamental approaches to measuring brand equity. Furthermore, they give arguments that literature gives more attention to financial and customer perceptive of brand equity and ignores the importance of EBBE. Lee et al. (2019) termed EBBE as the employee’s constructive and productive brand behaviors that are interlinked with brand identity and brand knowledge. Wilden et al. (2006) acknowledged that firms are now realizing the importance of the knowledge and skills of employees in organizational success and their constructive role in brand-building activities. Moreover, Lee et al. (2019) also commented that employees are the firm’s important stakeholders and are also termed as the organization’s internal customers in the literature. Furthermore, they acknowledged that positive internal dissemination of knowledge and organizational brand-building strategies shape the attitude and behaviors of the employee for the creation of brand equity. However, scholars noticed that the frontline employees (leaders) have more considerable role in shaping attitude and behaviors of other employees, as well as other external stakeholders in the brand-building process (Vallaster and Lindgreen, 2011).

Poulis and Wisker (2016) stated that “brand endorsement, brand-consistent behaviors, and brand allegiance” are three important dimensions of EBBE. Furthermore, they elaborated on the term brand endorsement and said that employees are willing and enthusiastic to say positive things about the brand. The brand’s positive image in employees’ minds is a favorable indication for organizations to have a long-term relationship with employees. The second important dimension is brand-consistent behaviors, which could be termed as the extent of employee perception about the uniformity of values of employees and organizations (King and So, 2015). When employees feel identification with the values of organizations, they will ultimately put their efforts into fulfilling the expectations of customers. Poulis and Wisker (2016) defined the third dimension of EBBE and stated that brand allegiance is employees’ intention to remain the part of the firm for a long time. Employee-organization long-term relationships are a positive signal for the firm in the EBBE building process.



Internal Knowledge Dissemination

King and Grace (2010) pointed out that organizations need an effective system to provide clear direction to shape employees’ attitude and behavior for the brand equity process. Furthermore, they instructed that it is the organizational responsibility to generate required information and transfer to employees in a respectful and relevant manner. The effective internal communication system of the organization plays a central role in improving employees’ brand-building efforts (Men, 2014). Moreover, Robson and Tourish (2005) stated that organizations have to put their efforts into internal knowledge dissemination for more effective results from employees in the brand-building process. King and Grace (2010) defined knowledge dissemination as the extent of employees’ perception of the effective transformation of brand-related knowledge from organization to employee. Internal knowledge dissemination activities of organizations are concerned with transferring the knowledge to employees to appropriately satisfy consumers’ needs (King and So, 2015). Furthermore, they argued that organizations have to be serious about effective planning between information generation and communication to employees for brand equity creation.

Knowledge dissemination provides assistance to employees in understanding the rationale behind organizational strategies and guides them to deliver services based on expectations (King and Grace, 2010). Van der Bij et al. (2003) also acknowledged the importance of knowledge dissemination for organizational strategic planning. Organizations can offer a timeline of possible solutions to deal with internal and external challenges through effective dissemination of information.

Kingston (2012) documented that there are two important dimensions of knowledge dissemination with four different approaches. Moreover, the first dimension contained formal and informal approaches, and the second dimension consisted of “connect” and “collect” approaches. Using formal knowledge dissemination approach, the author performed knowledge dissemination activities within a well-defined structure or set of rules (Billy and To, 2013). In addition, the informal knowledge dissemination approach means the organizational activities for dissemination that are non-structured, and there is no hard and fast set of rules. Kingston (2012) defined the collect approach of knowledge dissemination and said that this is the approach by which the knowledge is assembled and stored in a repository. Furthermore, the author argued that the direct transformation of knowledge between organizations and employees is accounted for under the connect approach of knowledge dissemination. Bharadwaj (2014) also commented on the importance of internal knowledge dissemination and pointed out that internal knowledge dissemination has two main types, namely, as horizontal and vertical dissemination. Furthermore, they elaborated on the horizontal dissemination of knowledge and said that it occurred when employees who kept similar organizational positions transformed the knowledge between each other. Vertical knowledge dissemination occurs either in downward position (from top to bottom) or upward position (from bottom to top) (Stevanović and Gmitrović, 2015).

The above literature on internal knowledge dissemination highlights the vital role of knowledge dissemination in the improvement of employee productivity and organizational performance. The effective internal knowledge dissemination activities of organizations increase the chances of employees’ commitment and engagement. Based on the social exchange theory, this study assumes that organizations’ internal knowledge dissemination efforts increase EBBE. Employees show positive behavior on a reciprocity basis when organizations put their energies into effective knowledge dissemination. Erkmen (2018) also admitted the positive role of knowledge dissemination in creation of EBBE. Based on the literature, this study hypothesizes that:

H1: Internal knowledge dissemination has a positive association with employee-based brand equity.



Emotional Attachment

Burris et al. (2008) noticed that employees’ psychological and emotional bond with the values and objectives of organizations is a positive indication of their long-term relationship. Furthermore, they stated that this emotional tie between employees and organizations plays a significant role in achieving the firm’s desired goals. Poulis and Wisker (2016) stated that when employees feel identified with organizational values, they put their efforts more enthusiastically into brand management activities. Furthermore, they argued that EBBE is one of the possible outcomes of employee emotional and psychological attachment. Additionally, King and Grace (2010) revealed that these positive attributes of employees have considerable worth in the building process of EBBE.

Hang et al. (2020) stated that emotional attachments could make significant attitudinal and behavioral changes in the stimulus. The emotional attachment of employees rewards the organization with two valuable employee attributes in the form of brand attitude and brand loyalty (Patwardhan and Balasubramanian, 2011). Grisaffe and Nguyen (2011) also argued in favor of brand loyalty as the significant consequence of emotional attachment. Furthermore, they stated that emotional attachment is a psychological state deeply rooted in brand involvement, brand attitude, and brand satisfaction. King and Grace (2012) further shed light on important attitudes and behaviors of employees and point out brand commitment and organizational citizenship behavior as important antecedents of employee emotional attachment. Further, they point out three important aspects that can affect the internal brand building management from the employees’ perspective. First, organizational socialization is the extent of employees’ belief to which they perceive that the overall strategies and environment of the organization are suitable for them to learn values and expectations related to the brand. Piehler et al. (2016) also agreed with the importance of organizational socialization and said that effective internal transformation of organizational brand-building strategies is a valuable organizational attempt for EBBE. Second, relationship orientation could be defined as the degree of positive organizational intentions for retaining the long-term relationships with their employees. Third, employee receptiveness is the extent to employee willingness or readiness to receive the organizational brand-related information, which, in turn, affects their brand-related attitude and behavior (King and Grace, 2012).

Patwardhan and Balasubramanian (2011) acknowledged that “pleasure, arousal, and dominance” are three important dimensions of emotional attachment. Furthermore, they defined the term pleasure and said that it is the extent of stimulus positive emotional state of joy, which he or she feels with some particular brand. Moreover, arousal is the stimulus tendency to encourage others’ attitudes in a positive way about the brand. The term dominance describes the extent to which a stimulus feels that the brand becomes an essential part of his or her lifestyle (Patwardhan and Balasubramanian, 2011).

The above-discussed literature underlines the importance of emotional attachment role in increasing the performance of employees and the organization. On the basis of signaling theory, this study tries to find out the role of internal knowledge dissemination in the emotional attachment of employees. Organizations’ effective internal knowledge dissemination activities are a constructive signal toward employees to enhance their attachment to the brand. Hang et al. (2020) also acknowledged that organizations’ communication strategies pave the way for employees’ strong bonds with their organization. On the basis of attachment theory, these positive attributes of emotional attachment shape employees’ behavior during the creation process of EBBE. Furthermore, this study attempts to check the mediating role of emotional attachment between knowledge dissemination and EBBE. Based on the literature, this study hypothesizes that:

H2: Internal knowledge dissemination has a positive association with emotional attachment.

H3: Emotional attachment has a positive association with employee-based brand equity.

H4: Emotional attachment mediates the relationship between internal knowledge dissemination and employee-based brand equity.



Brand Identification

Vallaster and Lindgreen (2011) identified that efficient delivery of brand promise is employees’ responsibility because they have a crucial role in internal brand management strategies. Furthermore, they argued that organizations have to put effort into managing positive employees’ attitudes and behaviors for brand-building activities. Employees are the key source for organizations to create a competitive advantage and maintain their sustainability (Piehler et al., 2016). Furthermore, they pointed out that employees’ brand identification is an important factor in the EBBE building process. Hassan (2012) defined brand identification as an imperative psychological state of employees that reflects their attachment to the workplace, which influences positively on job-related outcomes. In addition, Piehler et al. (2016) commented that for efficient and effective delivery of brand promise, it is necessary for employees to thoroughly understand the purpose and values of the brand. Furthermore, they stated that without such cognitive recognition, employees cannot participate with their full energies in brand-building process.

According to Kuenzel and Halliday (2008), “prestige, satisfaction, and corporate communications” are three important determinants of brand identification. By prestige, the author means the positive perceptions and opinions of other people about the brand. Furthermore, these positive brand evaluations of other people endorse the thoughts of employees in a positive manner for the creation of brand identification. Satisfaction indicates the emotional and cognitive response of other people toward the brand after purchasing and using it. Moreover, this positive response from people about the brand also helps out employees in brand identification. Corporate communication is the extent to which firms share knowledge in formal or informal ways with each other. This positive management instrument paints a positive picture of the organization in employees’ minds and has a positive effect on brand identification (Kuenzel and Halliday, 2008).

Hassan (2012) identified “cognitive, affective, and evaluation” as three important components of brand identification. Moreover, cognitive identification indicated the degree to which people related themselves in relation to the organization. Affective identification refers to the extent to which people feel an essential part of a particular organization (Piehler et al., 2016). The evaluative component refers to the extent of employees’ evaluation of the brand image and their assessment of the value of organizations (Hassan, 2012). The internal brand management efforts of the organization can play a considerable role in the creation of these three components of brand identification (Piehler et al., 2016).

On the basis of identity theory, this study assumes that employee brand identification increase when organizations effectively disseminate brand-related knowledge to their employees. Boukis and Christodoulides (2020) also agreed that effective brand-related knowledge dissemination enhances the brand identification of employees. In addition, this study also attempts to check the influence of employees’ brand identification on EBBE. This study also tries to determine the mediating role of brand identification between knowledge dissemination and EBBE. For empirical investigation of these assumptions, Figure 1 explains this study’s research model and thus hypotheses that:
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FIGURE 1. Conceptual framework.


H5: Internal knowledge dissemination has a positive association with brand identification.

H6: Brand identification has a positive association with employee-based brand equity.

H7: Brand identification mediates the relationship between internal knowledge dissemination and Employee-based brand equity.




RESEARCH METHODS


Study Design

This study applies a convenient sampling technique to collect data for empirical examination of this study model. The data were gathered from employees of top clothing brands in China. To shortlist the top clothing brands, the author first developed a mini questionnaire based on famous top clothing brands and distributed it among 30 male and 30 female final-year students of BBA marketing and asked them which clothing brand they understand as the top. The author also asked for suggestions from respondents regarding other top clothing brand names that the author missed, and according to respondents, these should also be included in this questionnaire. In this way, the author also included other clothing brand names. Second, the author also consulted the results of mini questionnaires with senior researchers, and they acknowledged mini questionnaires’ outcomes. In this way, the author shortlisted the top well-known brands. The author personally visited the targeted clothing brands and got permission from their managers to address his academic purpose. The author convinced managers by assuring that the data would be utilized only for academic objectives.

Moreover, the author also ensured the managers that the outcomes and practical implications of this research would be shared with them upon their request, and thus most of the managers showed their consent. At the request of the author, managers shared the details of employees. The author targeted 3,000 employees and personally distributed questionnaires among these employees. The questionnaire was developed based on a cover letter. The cover letter explained the objective of the data collection and trusted the employees about their data confidentiality. Moreover, the cover letter also ensures the employees that their answers are not good or bad: “Instead, your actual answer will be considered good, so don’t consult with your colleagues for the answer.” This step surely boosts up the confidence of the employees so that they fill questionnaires without any hesitation but with their free will. Furthermore, the author adopted a time lag data approach for gathering the data and decided to distribute questionnaires in three turns to reduce the common method bias. Thus, the author designed questionnaires to recognize the same respondents based on hidden codes.

In the first turn, the author distributed demographics and IV- (interdissemination knowledge) related questionnaires and collected 1,919 valid questionnaires out of 3,000. After a 45 days gap, the author distributed questionnaires based on mediator variables (brand identification and emotional attachment). In this second round, the author collected 899 complete questionnaires. After an additional 45 days gap, the author again distributed questionnaires based on DV (EBBE), and in this third round, the author gathered 726 responses. Out of 726 responses, the author found 14 incomplete responses. In this scenario, this study collects 712 complete and valid responses. Hence, the empirical outcomes of this study were based on the 712 sample size.



Measures

The study measures respondents’ responses by using 5-point Likert scale. This scale consists of points 1 to 5, where 1 represents “strongly disagree,” 2 represents “disagree,” 3 represents “neutral,” 4 represents “agree,” and 5 represents “strongly agree.” Previously validated items were adopted to measure this study model’s variables. This study measures internal knowledge dissemination with the seven items developed by King and Grace (2010). The sample item includes “The information provided to me when I was employed helped me to understand my role in the context of what the organization is trying to achieve.” The variable brand identification was measured with 4 items developed by Boukis and Christodoulides (2020). The sample item includes “My sense of pride toward (my company) brand is reinforced by the brand-related messages.” The variable emotional attachment was measured through nine items developed by Patwardhan and Balasubramanian (2011). The sample item includes, “Sometimes I feel I can’t control my thoughts as they are obsessively on this brand.” The variable EBBE was measured through five items developed by Boukis and Christodoulides (2020). The sample item includes “I always consider the impact on the company’s brand when I make decisions.”



Demographic Information

This study also assesses the demographic information of the participants. The total number of participants was 712. Out of this, 380 were females, and 332 were males. A total of 180 participants were 20–30 years old, 263 were 31–40 years old, and 141 were 41–50 years old; 51 were above 50 years old; 48 participants have 10–12 years of education; 135 have bachelor’s education; 291 have master’s education, and 238 have other professional kinds of education. A total of 119 respondents have less than 2 years of experience, 167 have 2–4 years of experience, 233 have 5–7 years of experience, 145 have 8–10 years of experience, and 48 have 11 years and more than 11 years of experience (see Table 1).


TABLE 1. Demographic information.
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Results

This study considers the structural equation modeling (SEM) approach by utilizing partial least squares (PLS) to analyze the data. PLS-SEM is a variance-based approach; however, it is different from a covariance-based approach like AMOS (Nawaz et al., 2022), and the main reason behind its adoption is because it is convenient for both confirmatory and exploratory studies (Avotra et al., 2021). SEM depends on covariance-based (CB-SEM) and PLS-SEM methods (Hair et al., 2014). The key variation in both methods is that CB-SEM is useful for accepting and rejecting the theories; conversely, PLS-SEM is useful for advancing and extending the theories (Yingfei et al., 2021). Thus, this study’s data were analyzed through the Smart PLS 3.3.3 software. The Smart PLS provides outcomes in two parts: the first part is measurement and the second part is the structural path. Smart PLS also efficiently handles complex or even short sample sizes data analysis.

The measurement of the research framework is based on two parts, namely, reliability and validity. The reliability of the framework mainly depends on standard values of Cronbach’s alpha, roh-A, composite reliability, and average variance extract (Hair et al., 2014, 2016). This study’s reliabilities of all variables are presented in Table 2. As per the criteria, the acceptable Cronbach’s alpha value is up to or above 0.7 (Hair et al., 2019). This study’s research framework variables and Cronbach’s alpha values are based on the given criteria. Such as the IV (knowledge dissemination), mediators (brand identification and emotional attachment), and DV (EBBE), Cronbach’s alpha values are 0.819, 0.921, 0.867, and 0.914, respectively. However, Cronbach’s alpha values are as per the given criteria and thus accepted. The roh-A values of all variables are based on the given criteria. Similar to Cronbach’s alpha, the composite reliability criteria are also up to or above 0.7. All variables’ composite reliability is also more than 0.7. Thus, this reliability is also accepted. Finally, the average variance extract (AVE) value is acceptable if it is above 0.5. This study models all variables’ AVE values are more than 0.5. Thus, this reliability is also accepted.


TABLE 2. Reliability and validity of the study constructs.
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Furthermore, Table 2 also presents the outer loadings of all variable items. Values of 0.7 or above 0.7 are considered acceptable for outer loadings (Xiaolong et al., 2021). The items’ outer loadings values in this study model are above 0.7 except for two items (Figure 2), one item EA9 of mediator variable (emotional attachment). The item EA9 is retained in the model because it is close to 0.7 and does not affect overall model reliability. The second item, EBBE5 of DV (EBBE), was deleted because of lower outer loading.
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FIGURE 2. Path estimates.


Table 2 also explains all variable items’ variance inflation factor (VIF) values. The purpose of VIF measurement is to examine the collinearity issue in the model. A VIF value less than 0.5 is considered a fit for the model (Hair et al., 2019). In this study, all variables’ items VIF values are in the range of 1.558–3.334. Hence, it is entrusted that the model of this study is free from collinearity issues.

According to Hair et al. (2019), the R2 value of latent variables up to 0.5 shows moderate strength in the model. This study constructs (brand identification, emotional attachment, and EBBE) R2 values as 0530, 0.501, and 0.408, respectively. Thus, based on these R2 values, this study model shows moderate strength. Finally, this study’s latent variables also have Q2 values more than zero. It also revealed this study model’s significance.

Fornell-Larcker criterion and heterotrait-monotrait (HTMT) were applied to check the model discriminant validity in this study (Hair et al., 2016). As per the Fornell-Larker criterion, all constructs’ square root of average variance extract values was taken (Fornell and Larcker, 2016; Hair et al., 2016). This study models values of the Fornell-Larker criterion explained in Table 3. According to the criteria, all the above values of each column mentioned in Table 3 should be greater than their lower values in the same column. Hence, this study model fulfills the Fornell-Larker criterion by achieving discriminant validity (Fornell and Larcker, 2016; Hair et al., 2016). As per the HTMT criterion, all construct of models values should be below 0.85 (Hair et al., 2016). This study models construct values of HTMT are presented in Table 4, and these values are based on the given threshold as all values are below 0.85. Hence, discriminant validity is appropriate for this study.


TABLE 3. Discriminant validity (Fornell-Larker-1981 criteria).
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TABLE 4. Discriminant validity (HTMT).
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Hypotheses Testing

The empirical analysis of this study hypotheses was examined through 5,000 samples of bootstrapping techniques for statistical outcomes, and Table 5 explains the total direct, indirect, and path outcomes of this study model (Hair et al., 2014, 2016). This study’s hypotheses’ statistical acceptance and rejection are established on t- and p-values (Hair et al., 2014). Table 6 explains the outcomes of this study’s hypotheses. H1 of this study predicted the positive direct association between knowledge dissemination and EBBE. Moreover, statistical outcomes (t = 0.807, p = 0.419) revealed their negative direct association. Hence, as per outcomes, knowledge dissemination negatively influences the EBBE. Thus, H1 is rejected. H2 of this study observed a positive direct relationship between knowledge dissemination and brand identification. According to the statistical outcome (t = 26.050, p = 0.000), this study confirms that internal knowledge dissemination positively influences brand identification as the path coefficient value reveals that one unit change in internal knowledge dissemination would bring a change of 0.728 in brand identification. Hence, H2 is accepted. H3 of this study expected a positive direct association between internal knowledge dissemination and emotional attachment. The statistical outcomes (t = 24.267, p = 0.000) reveal that internal knowledge dissemination positively influences the emotional attachment. As per the beta value, one unit variation in internal knowledge dissemination would lead 0.708 variation in emotional attachment. Thus, H3 is accepted. H4 of this study predicted a positive relationship between brand identification and EBBE. The statistical results (t = 6.405, p = 0.000) explain that brand identification positively influences the EBBE such as according to the path coefficient value; one unit variation in brand identification would bring 0.372 variation in EBBE. Thus, H4 is accepted. H5 of this study expected a positive association between emotional attachment and EBBE and as per statistical outcomes (t = 7.714, p = 0.000); it is confirmed that emotional attachment positively influences the EBBE. The beta value shed light that one unit variation in emotional attachment would lead to 0.351 variation in EBBE. Hence, H5 is accepted.


TABLE 5. Direct, indirect, and total path estimates.
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TABLE 6. Hypotheses testing.
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Moreover, the H6 and H7 expected mediation role of brand identification and emotional attachment between the association of internal knowledge dissemination and EBBE. The statistical values (t = 6.291, p = 0.000) of H6 reveal that brand identification positively mediated the relationship between internal knowledge dissemination and EBBE. Hence, H6 is accepted. According to the statistical values (t = 7.352, p = 0.000) of H7, it is confirmed that emotional attachment positively mediated the relationship between internal knowledge dissemination and EBBE. Thus, H7 is accepted. The outcomes of t-values of hypotheses H6 and H7 also revealed that emotional attachment plays the highest mediation role between internal knowledge dissemination and EBBE rather than brand identification.




DISCUSSION

Currently, organizations’ primary focus is to gain a competitive edge by creating brand equity. Organizations are now realizing the importance of brand equity as it creates competitive advantages and wealth for the organization (Lee et al., 2019; Liu et al., 2020; Maleki Minbashrazgah et al., 2021). EBBE is a vital construct regarding organizational brand equity, and due to its high importance, this study attempts to find out the brand-building process from employees’ perspectives. This study proposes that internal knowledge dissemination positively predicts the EBBE based on the social exchange theory. Boukis and Christodoulides (2020) argued the importance of knowledge dissemination regarding EBBE. This study also predicts that brand identification and emotional attachment mediate the relationship between internal knowledge dissemination and EBBE.

Moreover, on the basis of signaling theory, this study also assesses the direct association between internal knowledge dissemination and brand identification, internal knowledge and emotional attachment, brand identification and EBBE, and emotional attachment and EBBE. For this purpose, this study proposes seven hypotheses (Table 6). First, H1 of this study predicted a positive association between internal knowledge dissemination and EBBE, but this study finds that internal knowledge dissemination negatively influences the EBBE. Hence, H1 was not as per the prediction of this study, thus rejected. Second, H2 of this study has been developed to explore the relationship between internal knowledge dissemination and brand identification. The outcomes revealed that internal brand dissemination positively impacts brand identification. Third, H4 predicted the direct positive association between brand identification and EBBE. The outcomes of this study were based on the prediction, such as brand identification positively influencing the EBBE. Fourth, the H3 of this study predicted a positive association between internal knowledge dissemination and emotional attachment. The results of this study were aligned with the prediction that internal knowledge dissemination has a positive impact on emotional attachment. Fifth, H5 of this study expected a positive relationship between emotional attachment and EBBE.

The outcomes of this study revealed that emotional attachment positively influences the EBBE. Hence, H5 outcomes were also based on the prediction. Moreover, this study also assesses the mediating role of brand identification and emotional attachment between the association of internal knowledge dissemination and EBBE. For this purpose, this study examines H6 and H7, and the results revealed that brand identification and emotional attachment positively mediated the relationship between internal knowledge dissemination and EBBE. Hence, the outcomes of this study, H5 and H6, were based on the prediction. Even though this study finds a negative association between internal knowledge dissemination and EBBE, this study’s outcomes revealed the importance of brand identification and employees’ emotional attachment. Both are significant mediators between the relationship of internal knowledge dissemination and EBBE.


Theoretical and Practical Implications

This study has various theoretical and practical implications. This study extends the theoretical literature on EBBE in a significant way. First, this study examines the direct association between internal knowledge dissemination and EBBE and found negative consequences. This study finds that such outcomes may be due to poor management and policies. Second, this study examines the direct association of internal knowledge dissemination with brand identification and found positive outcomes such as employee brand identification increased through organizational internal knowledge dissemination. Third, this study also assesses the direct association of internal knowledge dissemination with employees’ emotional attachment and found positive outcomes such as employees’ emotional attachment to the brand positively increased by organizational internal knowledge dissemination. Hence, this study extends the literature on internal knowledge dissemination as a developer of employees’ brand identification and brand emotional attachment. Fourth, this study also extends the literature by building the relationship between brand identification and EBBE. The outcomes confirm that brand identification works as a booster of EBBE. Fifth, this study confirms that emotional attachment also enhances EBBE. Hence, this study extends the literature on emotional attachment. Moreover, this study finds emotional attachment and brand identification as mediators in the relationship between internal knowledge dissemination and EBBE. This study extends the literature on brand identification and emotional attachment as mediators between internal knowledge dissemination and EBBE. Practically, this study guides managers as this study finds internal knowledge dissemination as an essential construct for organizations. Even though its direct association with EBBE was not positive, brand identification and emotional attachment can play a role as a game-changer in building EBBE. Through organizations’ rational internal knowledge dissemination, organizations can boost employees’ brand identification and brand emotional attachment. Consequently, for the building of EBBE, organizations rationally disseminate internal knowledge among their employees. The complete and proper knowledge of the employees about their company brands creates identification and emotional attachment, which positively develops employee brand-building equity.




LIMITATIONS

This study has limitations, which have the opportunities for further studies. First, this study collects data for empirical analysis through a questionnaire survey method; future research may collect data by applying other methods such as interviews. Second, this study applies a time lag data approach for data collection to avoid common method bias. Future research can collect data in different ways to avoid common methods bias, such as including marker variables or adding reverse coded items in variable scales. Third, this study collects data from clothing brands. Future research may enlarge the data size or adopt longitudinal data methods to confirm this study outcomes. Fourth, this study collects data from the secondary sector; the author encourages future researchers to conduct a similar study by collecting data from other sectors like primary or territory. This step also helps to verify this study outcomes. Fifth, this study does not include a moderator variable between the direct association of internal knowledge dissemination and EBBE, maybe a moderator effect turns this negative relationship into a positive relationship. Future studies may check the moderator effect of top management support, leader-member exchange, and organizational culture between internal knowledge dissemination and EBBE. Sixth, future studies may extend our study model by examining other mediators, such as brand knowledge and employee absorptive capacity. Finally, this study was conducted in China, and future research may conduct a similar study in other developing or developed countries, especially in western countries.



CONCLUSION

Organizations have to face competition from their national and international competitors, and employee-based branding has a vital role in creating a competitive edge. Branding is a significant organizational tool to enhance performance and differentiate themselves in dynamic markets. Hence, organizations can achieve a competitive edge through building EBBE. For this purpose, this study develops an empirical model and examined internal knowledge dissemination’s role in promoting EBBE. This study examines the direct relationships between internal knowledge dissemination and brand identification, internal knowledge dissemination and emotional attachment, brand identification and EBBBE, and emotional attachment and EBBE. Moreover, this study also assesses a mediating role of brand identification and emotional attachment in this relationship between internal knowledge dissemination and EBBE. This study depicts that organizations, through their rational internal knowledge dissemination, can develop employees’ emotional attachment and band identification and, by building these organizations, can enhance EBBE.
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