A STUDY OF INTERNAL BRANDING IN
INDIAN SERVICE SECTOR ORGANIZATIONS

POOJA SEHGAL

DEPARTMENT OF MANAGEMENT STUDIES
INDIAN INSTITUTE OF TECHNOLOGY DELHI

JULY 2017



© Indian Institute of Technology Delhi (IITD), New Delhi, 2017



A STUDY OF INTERNAL BRANDING IN
INDIAN SERVICE SECTOR ORGANIZATIONS

by
POOJA SEHGAL

Department of Management Studies

Submitted

in fulfilment of the requirements of the degree of Doctor in Philosophy

to the

DEPARTMENT OF MANAGEMENT STUDIES
INDIAN INSTITUTE OF TECHNOLOGY DELHI

July 2017



CERTIFICATE

This is to certify that the thesis titled “A Study of Internal Branding in Indian
Service Sector Organizations”, which is being submitted by Ms. Pooja Sehgal
to the Department of Management Studies, Indian Institute of Technology
Delhi, for the award of the degree of Doctor in Philosophy (Ph.D) is a record of
bona fide research work carried out by her. She has worked under my guidance
and supervision and has fulfilled the requirements for the submission of the
thesis, which has attained the standard required for a Ph.D degree of the
institute. The results presented in this thesis have not been submitted

elsewhere for the award of any degree or diploma.

Dr. Mahim Sagar
Research Supervisor
Department of Management Studies,

Indian Institute of Technology Delhi

Dated:



ACKNOWLEDGEMENTS

This thesis has been written as part of my doctoral study on Internal Branding,
at the Department of Management Studies, Indian Institute of Technology, New
Delhi, India. This research effort would not have been possible without the help
and support from many different people — some who have guided and impacted
the direction of the efforts, and many who have provided invaluable data for the
research and analysis. And many others who have offered critical and crucial
inputs into the study at various stages, significantly enhancing the quality of the
work. Sincere appreciation is due to all the participants who have, in their

singular unique ways, enabled and made possible this doctoral work.

My deepest and sincerest thanks to my supervisor Dr. Mahim Sagar, who has
been a continuous and consistent guiding light and has been instrumental in
providing direction, suggestions and important insights, through the course of
this research work. He has also been a mentor and guide, and my guru —
helping me grow and evolve as an individual, and enabling me to learn to deal
with the various challenges life brings. | deeply appreciate your support and

guidance, and | am, and will always be, truly grateful to you Sir.

Further, | would also like to thank the members of the Student Research
Committee, respected faculty, and various members of the Department of
Management Studies, for providing their valuable input, feedback and
suggestions for improvement, in addition to patiently advising me on the various
aspects of data collection, analysis and presentation. Their help and guidance

through the course of my research effort has been extremely helpful.

ii



A big thank you is due to all my colleagues and friends who have reviewed
various pieces of my work — questionnaires, research papers, analysis, and
chapters - all of your inputs have been extremely valid and useful and have
made me improve my approach and deliverables. | would also like to thank all
the respondents and participants, who provided important data for this research

and responded to my requests with minimal delays.

My sincere appreciation for my family — my parents, my husband and my
children - for their unconditional and relentless support throughout the research

process, and who continue to be the wind beneath my wings. Thank you.

My deepest and sincerest regards and prayers to God Almighty, for being there

with me every step of the way,

Pooja Sehgal

New Delhi

Dated:

iii



Abstract

Internal branding refers to three things: “communicating the brand effectively to
the employees; convincing them of its relevance and worth; and successfully
linking every job in the organization to delivery of the ‘brand essence’.”
(Bergstrom et al., 2002). The fundamental to building a strong corporate brand
is developing a customer-centric culture which aligns with the brand values.
And an organization’s ability to develop such a culture defines its market
success. Is every staff member a brand champion? Do they all appreciate the
significance of investing in building the brand? Are they willing to support the
effort taken for building the brand from inside out, starting with the employees
themselves and then taking that same element of trust, value, and brand

commitment to the external customers?

Leading brands typically foster culture of brand building wherein every
employee understands their brand’s promise and is ready to lend a helping
hand in delivering on it. Underlying this culture is the framework wherein the
specific roles and tasks are in place to ensure that the brand management
function being carried out successfully. And the underpinning effort is that of a

strong and strategic internal branding and communications effort.

The services vertical has been rapidly growing across the world over the past
few years, and it is known to have the greatest contribution to global business
output while also being the sector that offers employment to more people than
in any other sector. However, even though the total number of employees is
quite large, very often we find that service sector organizations struggle to retain

their best employees and ensure that they deliver the brand promise reliably
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across the board. For any service organization, how an employee behaves and
delivers service at the intersection with the customer is extremely important - a
poor customer experience at this interaction can not only harm the specific
experience, but can also lead to the organization having to pay a much bigger
price, sometimes even about future opportunities of conducting business with

that customer (Mishra, 2010).

Typically, organizations find it a challenge to understand what all aspects and
elements of internal branding are critical for them to focus on. Very often, the
plethora of factors that impact the internal branding approach and strategy are
unknown and possibly ignored. Or, alternately, organizations try to work on
multiple threads without adequate focus, attention and detailing of the priorities
that could significantly impact their internal branding objectives. The success of
any internal branding effort depends on ensuring that the organization is aware
of potential points of failure, and has plugged any gaps thereof as part of the
execution of the internal branding campaign (Mahnert and Torres, 2007).
Although, in case of developed economies service sector is the most dominant,
still there are very few models which explain services brand building (de

Chernatony, et al., 2003).

Knowledge and understanding of a clear set of factors and focus areas would
enable a firm to comprehend what all would impact its brand amongst its
internal stakeholders, thus helping it take informed decisions regarding its own
internal branding approach. Intellectual and emotional buy-in matrix of
Thomson et al. (1999), and the model of the power of brand champions by Ind
(2001), are two models in literature that provide for helpful tools in internal

branding. Further, Mahnert and Torres (2007) have, based on extensive



literature review, put together a list of factors that determine the success or

failure of internal branding in a firm.

However, while a lot of information is available on the internal branding
techniques and activities, a clear and concise model that underlines the
important factors affecting internal branding, is not available. Such a model
would, ideally, factor in aspects such as size of the firm, its people policies,
industry growth and other such factors, and would greatly enable a firm to
determine its policies and techniques regarding internal branding, in different

dynamic situations.

This study focuses on explaining internal branding in the context of Indian
service sector firms. The aim is to augment the existing body of knowledge
regarding the internal brand building process and its entire lifecycle. The
internal branding process is studied to first identify the factors that impact
internal branding for the service sector firms in India. These factor inter-
relationships are then derived, to understand how they impact each other. From
the perspective of management and leadership of an organization, this
research provides practitioners with suggestions and ideas on how to factor in
specific context, complexity and attributes of their organization as they develop
their internal branding strategy, and how best to integrate the same with the
brand values and their external marketing efforts. Three sectors have been
selected, and the relevance of the identified factors in each of these is validated

through empirical analysis.

The attempt here is to evolve a simple and practical means for organizations to
better understand their own performance on the various factors of internal
branding. We believe that if organizations have a way of capturing their own
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efforts through their management and decision makers’ perspectives, and hear
form their employees on how they perceive the efforts of the organization on
the same parameters, there would be a clear line of sight into what aspects of
the firm’s internal branding efforts are considered to be working and where
there might be a perceived gap or lack of adequate efforts. That revelation could
be a potential first step for organizations to fix the gaps and start to better
connect with their employees on the issues that matter to them the most. “The
first step is to think expansively about how changing particular work practices

would help the business and help employees” (Bailyn et al, 1997).
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