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Abstract
Brands are strategic prerequisites that help organizations to generate more value for customers and
sustainable competitive advantage among competitors. Employee behavior is crucial for brand
success because the service provided by employees is located in the interface between brand
commitment and brand delivery. As a result, an increasing number of banks is encouraging their
employees to be more competitive and improve the efficacy and stability of the banking sector. The
main objective of this work is to investigate the relationships among brand commitment, brand trust,
and brand citizenship behavior in private banks. The data were collected from 249 respondents from
private banking companies in Indonesia. Structural equation modelling was used to test research
hypotheses, and a highly reliable and valid model was developed. The findings indicate that brand
commitment has a positive effect on brand citizenship behavior, while brand trust is not a predictor
of brand citizenship behavior. Furthermore, there is a correlation between brand commitment and
brand trust. These findings provide useful insight and suggestions for managers in the banking sector.
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Resumen
Una marca es un prerrequisito estratégico que ayuda a las organizaciones a generar más valor para
sus clientes y una ventaja competitiva sostenible entre sus competidores. El comportamiento de los
empleados es crucial para el éxito de la marca porque el servicio que prestan se encuentra en la
interfaz entre el compromiso de la marca y el cumplimiento de la misma. Un número creciente de
bancos ofrece la oportunidad de alentar a las empresas a ser más competitivas y mejorar la eficacia
y la estabilidad de la banca. El objetivo principal de este artículo es estudiar las relaciones entre el
compromiso de marca, la confianza en la marca y la ciudadanía corporativa de las marcas en bancos
privados. Los datos fueron recolectados de 249 encuestados en compañías de banca privada en
Indonesia. Se utilizó el modelado de ecuaciones estructurales para probar la hipótesis de
investigación y se desarrolló un modelo con alta confiabilidad y validez. Los resultados indican que el
compromiso de la marca tiene un efecto positivo en la ciudadanía corporativa de la marca, mientras
que la confianza en la marca no es un predictor de dicha ciudadanía. Además, existe una correlación
entre el compromiso de la marca y la confianza en la marca. Estos hallazgos proporcionan ideas y
sugerencias útiles para la gestión corporativa en el sector bancario.
Palabras clave: compromiso de marca, confianza en la marca, ciudadanía corporativa.
Clasificación JEL: J24, G21, M32.

1. INTRODUCTION
Brands can be built and used by managers, but they are also strategic prerequisites that help
organizations to generate more value for customers and sustainable competitive advantage among
competitors (Sun & Ghiselli, 2010). A brand is the most valuable asset of every organization, and it
can pave the way to gaining a more significant share of the market and more profits through proper
management (Ghenaatgar & Jalali, 2016). Internal branding also plays a significant role in the weight
of a company that introduces its brand to competitors and society, showing company durability in
order to increase brand commitment, brand trust, and brand citizenship behavior.
Internal branding activities focusing on increasing employee awareness of, knowledge of, and
commitment to their corporate brand are central for the successful implementation of company
policies, such as sustainability (Baumgarth & Schmidt, 2010; Burmann & Zeplin, 2005; Foster et al.,
2010). Besides, prior studies confirm that employee engagement is increased through practical
internal branding activities, which helps to improve business performance (Gapp & Merrilees, 2006).
Internal branding has emerged as a means to create a corporate brand by aligning employees’
attitudes and behaviors with brand commitment (Erkmen & Hancer, 2015).
Employees of a service provider could create or crush the company’s brand. On the other hand,
Schultz and de Chernatony (2002) argue that organizations rely on employees to fulfil their brand
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promise. Moreover, according to Morhart et al., (2009), customer’s perception relies on service
performance and attitude as demonstrated/performed by front liners.
An increasing number of banks is encouraging their employees to be more competitive and improve
the efficacy and stability of the banking sector. Banking industry employees play vital roles, and their
actions are evaluated based on certain features and the effectiveness of said actions. Hence, brand
citizenship behavior should be considered to be the variable that determines customer experience in
the banking industry (Ghenaatgar & Jalali, 2016). If companies display brand citizenship behaviors
successfully (following their psychological contract), employee commitment and trust in the brand
and the company increase.
2. THEORETICAL FRAMEWORK
Brand trust could be defined as the willingness of a customer to have confidence in the reliability and
honesty of a specific brand (Moorman et al., 1993; Morgan & Hunt, 1994). Organizations can
proactively affect the brand trust of consumers (and, likewise, that of potential and current
employees). Trust in organizations differs from trust between people, as the former also covers “the
organization’s institutionalized processes and principles” (Searle et al., 2011). In the customer–
service provider relationship, trust has also been reported to aid the development of customer
commitment (Bowden, 2014). Furthermore, trust is a fundamental aspect of genuine commitment
(Hess & Story 2005).
Employee behavior is crucial for the brand’s success because the service they provide is located in
the interface between brand agreement and brand delivery (Foster et al., 2010). In order to
understand what is expected from employees to live the brand, Burmann and Zeplin (2005)
developed the concept of brand citizenship behavior across the construct of organizational
citizenship behavior. Such construct mainly states that employee behavior can enhance the fulfilment
of the brand promise by including external behaviors as well as intra-organizational behaviors.
According to the commitment-trust theory of relationships (Morgan & Hunt, 1994), trust is a crucial
concept to explain people’s desire to stay in a long-term relationship, such as one with a brand
(Erkmen & Hancer, 2015).
Burmann and Zeplin (2005) define brand commitment as the extent of psychological attachment of
employees to the brand. Employee brand commitment is related to their sense of belonging (Punjaisri
et al., 2017). A person who has a sense of belonging to an organization possesses a specific type of
common sense by which they would then define him / herself in relation to that organization
(Bhattacharya et al., 1995).
Under the category of employee characteristics, Podsakoff et al., (2000) reported that organizational
commitment is what is most commonly identified as an antecedent to organizational citizenship
behavior (OCB). In the case of corporate brands, brand commitment is perceived as synonymous with
organizational commitment (Burmann et al., 2009). Erkmen and Hancer (2015) stated that
commitment is the key to understand how employees adopt brand citizenship behaviors and behave
in accordance with the brand promise. Moreover, internal commitment has been proposed as one
of the main challenges for the success of branding because commitment leads employees to believe
in their service brand (de Chernatony et al., 2003).
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Trust, which has been proposed to be an antecedent of commitment, exists when one party has
confidence in the other party’s reliability and integrity (Morgan & Hunt, 1994). Similarly, trust is also
essential to improve commitment and enhance relationships within the context of branding
(Bowden, 2014). Therefore, it is reasonable to argue that the brand trust of employees might also
enhance their commitment to the brand. Erkmen and Hancer (2015) found that brand commitment
has a direct and positive effect on employee brand trust. Based on these discussions, the following
hypotheses are proposed in this work:
H1: Brand trust has a positive impact on brand citizenship behavior.
H2: Brand commitment has a positive impact on brand citizenship behavior.
H3: There is a correlation between brand trust and brand commitment.
3. METHOD
Participants
Generation Y individuals who work in some private banks in Indonesia participated in this research.
They are known as millennial workers, people born between 1977 and 2002 (Dessler, 2013). Three
hundred questionnaires were distributed offline directly to employee banking in the Greater Jakarta
area. A total of 268 questionnaires were responded and sent back, but 7.1 % of them did not meet
the criteria or had some unanswered questions. Hence, the total number of respondents in this study
was 249. Table 1 shows that the age of most respondents ranges between 23 and 27. Additionally,
most of them have been working at the same company for one to three years.
Table 1. Demographic profile of respondents
Tabla 1. Perfil demográfico de los encuestados
Number
Gender

Age

Years at current company

Educational attainment

Percentage

Male

95

38.15 %

Female

154

61.85 %

19–23

90

36.14 %

23–27

116

46.58 %

28–32

17

4.7 %

33–37

26

12.58 %

1–3

130

52.2 %

3–5

86

34.53 %

5–7

13

5.22 %

>7

20

8.05 %

High school diploma

21

8.43 %

Bachelor’s degree

204

81.92 %

Master’s degree

24

9.63 %

Doctoral degree

0

0%

Source: Created by authors.
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Measurement
In this study, brand commitment was measured as described by Chaudhuri and Holbrook (2002). In
turn, brand trust was measured using an adaptation of the instruments proposed by Erkmen and
Hancer (2015). Brand citizenship behavior was studied with the instrument created by Bettencourt
(1997) and Arnett et al., (2003). All constructs were measured on a six-point Likert scale (ranging from
strongly disagree to strongly agree) to assess respondents’ attitudes and behaviors.
Procedures
The survey was administered by providing each participant with a package that contained a
statement summarizing the objectives of the study written in simple language, a questionnaire, and
a souvenir. The packages were delivered by the managers/supervisors of the participants, who are
their employees. Inside the package, a reply-paid envelope was also provided so that participants
could confidentially return the questionnaire to the researchers. A total of 300 questionnaires were
distributed, and the response rate was as high as 89.3 %.

4. RESULTS
Validity and Reliability Test Results
According to Hair et al., (2014), an indicator is valid if its factor loading estimates are higher than 0.5.
In Table 2, all the indicators have standard factor loadings that exceed 0.5, which means that all of
them are valid. Considering the recommended levels, 0.70 for CR and 0.50 for AVE (Hair et al., 2014),
all the constructs in brand commitment, brand trust, and brand citizenship behavior meet the criteria
of composite reliability and average variance extracted. Table 2 presents the summary statistics of
standard factor loading, CR, and AVE values of all the variables and indicators.
Goodness-of-Fit Test Results
A structural model was then designed using AMOS software. In that stage, several criteria were
considered for assessing the structural model and ensuring it fit the data well. As shown in Table 3,
the fit criteria of the structural model achieved the recommended values suggested by Hair et al.,
(2014); the Root Mean Square Error of Approximation (RMSEA) was 0.068. Other fit indices (i.e.,
absolute fit indices, incremental fit indices, parsimony fit indices) were df = 730; normed chi-square
= 2.156; Normed Fit Index (NFI) = 0.932; Comparative Fit Index (CFI) = 0.962; and Parsimonious
Normed Fit Index (PNFI) = 0.741. Based on these results, it can be said that the structural model
achieved an adequate fit for the data.
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Table 2. Validity and reliability
Tabla 2. Validez y confiabilidad
Latent
Variable

Brand
Commitment

Brand Trust

Brand
Citizenship
Behavior

Items
BC 1: When I chose this company as my workplace, I
cared a lot about the company’s brand.
BC 2: This is the banking company with the best brand to
work at.
BC 3: Most of the time, I tell my colleagues that this
company is a great place to work at.
BC 4: I am pleased to work at this company compared to
other banking companies.
BC 5: I am going to do a good job to be able to keep
working at this company.
BT 1: I trust the company’s brand.
BT 2: When I work, I depend on the company’s brand.
BT 3: This is an honest banking company.
BT 4: This is a reliable banking company.
BCB 1: Most of the time, I talk about the good aspects of
the company in my community.
BCB 2: I communicate to my manager any idea I have to
consolidate the company’s brand image.
BCB 3: I communicate to my manager any idea I have to
improve the company’s brand performance.
BCB 4: Most of the time, I provide feedback so that the
company can improve its consumer brand experience.

Standard
Factor
Loading
0.788

CR

AVE

0.856

0.545

0.859

0.605

0.865

0.618

0.76
0.798
0.661
0.671
0.788
0.74
0.762
0.818
0.686
0.831
0.862
0.753

Source: Created by authors.

Table 3. Goodness of fit
Tabla 3. Bondad de ajuste
Goodness-of-Fit (GOF)
units

Acceptable degree of compatibility

X2 Value

-

133.654

-

DF

-

62

-

Estimated result

Test criteria

Absolute Fit indices
Normed
(X2/DF)

Chi-Square

RMSEA
Incremental Fit indices
NFI
CFI

(χ²/DF) < 3 is very good
or 2 ≤ (χ²/DF) ≤ 5 is acceptable

2.156

RMSEA < 0.08

0.068

Acceptable fit
Acceptable fit

0.932

Acceptable fit

0.962

Acceptable fit

0.741

Acceptable fit

0 ≤ NFI ≤ 1, model with perfect fit
would produce an NFI of 1
CFI ≥ 0.95

Parsimony Fit indices
PNFI

0 ≤ NFI ≤ 1, relatively high values
represent relatively better fit
Source: Created by authors.
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Hypothesis Testing
Structural equation modeling (SEM) was used to test the model and the hypotheses. The hypotheses
were analyzed using AMOS 22.0 software. The hypothesis test was conducted after the validity of the
structural model was proven in order to test the structural theory in this study. To test the hypothesis
regression, some output from the structural model was used.
As shown in Table 4, the findings indicate that brand trust is not a predictor of brand citizenship
behavior (β = -0.019, t-value = -0.104, p > 0.05); hence, H1 is not accepted. In turn, the effect of brand
commitment on brand citizenship behavior is positive and statistically significant (β = 0.773, t-value
= 4.128, p < 0.05); consequently, H2 is supported. The results in the table above show that H3 is also
supported because there is a correlation between brand trust and brand commitment (β = 0.384, tvalue = 8.227, p > 0.05).

H1:
H2:
H3:

Table 4. Findings
Tabla 4. Resultados de la investigación
Hypothesized effect
Std.
S. E.
Estimate
Brand trust has a positive impact on brand
-0.019
0.185
citizenship behavior.
Brand commitment has a positive impact on
0.773
0.187
brand citizenship behavior.
There is a correlation between brand trust and
0.384
0.047
brand commitment.

C. R.

P

Decision

-0.104

0.917

Not Supported

4.128

***

Supported

8.227

***

Supported

Source: Created by authors.

5. DISCUSSION
This study shows that brand trust does not positively affect brand citizenship behavior. Such result
contradicts the work by Erkmen and Hancer (2015), in which brand trust has a positive impact on said
behavior. Ghenaatgar and Jalali (2016) hold that internal branding, job satisfaction, and brand
commitment are predictors of brand trust. According to Özçelik and Fındıklı (2014), internal branding
is associated with organizational citizenship behavior, which is similar to brand citizenship behavior.
A previous study by Piehler et al., (2016) is in line with the result in this work, where brand
commitment is a predictor of brand citizenship behavior. Such study identified brand understanding
and brand commitment as two scopes of brand citizenship behaviors. When employees understand
the company's brand, they will try to know more and commit to the company's brand; this will
encourage increased brand citizenship behavior. There are many benefits of high employee
commitment to a company’s brand. One of them is that they will recommend the company as an
excellent place to work to their relatives by word of mouth, which is a very low-cost promotion tool,
yet very useful to attract new employees.
The findings above show that there is a correlation between brand trust and brand commitment. This
result supports those obtained by Moreira and Silva (2015), which suggest that trust and commitment
are essential for ensuring long-lasting relationships and diminishing the risk of anticipated
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opportunistic behavior (Erdem & Swait, 2004). Moreover, this result is in line with a previous work by
App and Büttgen (2016). Therefore, trust in the company’s brand determines the continuity of work
relationships among workers and contributes to their commitment to the company’s brand, which,
in turn, supports longs-lasting relationships (Chaudhuri & Holbrook, 2002; Delgado-Ballester &
Munuera-Alemán, 2001; Morgan & Hunt, 1994).

6. CONCLUSIONS
A corporate leader should appropriately understand the culture, values, and norms a company has
embraced. An honest, open-minded leader can inspire employees to develop brand trust. In an
environment of trust and openness, employees can offer and take advice and opinions, and they can
also use their aspirations to contribute to the company. When employees trust a company, the latter
is expected to help them improve their work performance, which has a positive impact on the
company’s brand image.
A transparent reward system is one of the demands of millennial workers. Rewards can be either
financial or non-financial: bonuses, incentives, promotions, plane tickets, or even additional days off.
Differentiated rewards are one of the reasons why millennial workers decide to move to another
company. Therefore, equitable and transparent rewards could be a practical corporate approach to
improve employee commitment.
The existence of a positive relationship between trust and commitment is essential. Moreover, in
order to retain knowledgeable workers, organizations must focus on strengthening their employees’
commitment by offering rewards, recognition, better compensation, and also a better work
environment. The participants in this study are employees of banking companies, and a few of them
only meet each other online; therefore, their companies should provide opportunities to gather and
interact face to face, not only for work-related purposes. This can promote organizational citizenship
behavior among employees.
The limitation of this research is that one of the three hypotheses is not supported. Furthermore, the
results show significant differences compared to a previous study by the author, where similar
concepts were examined with different participants, i.e., generation Y individuals in state banking
companies. It could be implied, from this study, that brand commitment positively influences brand
citizenship behavior; nevertheless, further research could examine the connection between those
two variables in other service industries, such as hospitality, education, or health care. This work is
an attempt to find out more about the relationship between such variables.
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