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1 Internal branding – a term “Lost in Translation” 
When branding is considered, it is often in terms of external marketing activities 

directed towards external stakeholder groups such as shareholders or 

customers, and indeed, external branding towards customers has also been the 

focus of brand management research and literature1. However, there has been a 

recent flow of articles, books, etc that discusses how to get the employees to 

support the external branding effort2, through the development of an “internal 

brand”, which refers to the employee perspective of a brand. The reasoning 

behind this is the notion that building a strong internal brand might positively 

influence the employees to act in accordance with the values of the brand, and 

thus, reinforce and strengthen the external brand. Research shows that 

employees who identify strongly with their organizations are more likely to show 

a supportive attitude toward them and to make decisions that are consistent with 

organizational objectives3. Despite the advantages to carefully managing the 

internal brand, it seems to be a forgotten management issue. In a survey 

conducted by UK branch of the consulting firm PriceWaterhouseCoopers (PWC) 

in 2002, 60% of senior management admitted that there was less focus on 

branding to employees than too clients, yet 94% of the respondents believed that 

business performance would improve if all stakeholders shared the same value 

set and received the same degree of attention4. But how do you ensure that the 

management stays focused on the people as well as external stakeholders, and 

especially under challenging circumstances? 

 

One explanation for the lack of focus on the internal brand might in fact be that 

the concept of the “internal brand” is (as the title of this introduction chapter 

                                            
1 See for example Keller (1999), p. 43 
2 See for example Schultz (2003), p. 8 
3 Simon (1997) p. 284 
4 PriceWaterhouseCoopers (2002), p. 2  
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suggests) very hard to get a grasp on because not only does it get academics 

confused, it also confuses the organisational departments with one another, and 

how can you really develop a strategy with a unified goal, when there are so 

many decision makers that each have their own idea of how one should develop 

the corporate brand?  

1.1 Introducing the topic:Specifics/problems in internal branding 

Internal branding does not only require focus from management, it also requires 

a special treatment because its specifics separate it from the external branding in 

terms of the added complexity of a much more sophisticated target group, i.e. the 

employees. In addition, there are also a lot of problems connected to internal 

brand management in terms of whether it is possible or even desirable to try to 

control employee behaviour by turning them into so called “brand ambassadors”.  

Consequently, the idea of building an internal brand raises many interesting 

issues for discussion. These issues include among other things a clarification of 

what an internal brand really is, why it should be focused on from a management 

point of view, if it is possible to build a common interpretation of the brand within 

the organisation, who should have the responsibility for implementing the 

strategies for internal branding and how this shall be done. Thus, an objective for 

this paper is to “dig deeper” into some of these issues, using relevant literature 

and case studies as basis for argumentation in the following sections. 

 

In the remains of chapter one, the research question and objectives will be 

clarified, relevant terms will be defined, as well as a brief description of the 

methodology used to gather data. The analysis chapter (chapter two) contains 

three major sections where the first two sections discusses the specifics and 

problems of internal brand management, and the last sections includes solutions 

to some of these problems and how the firm can build the internal brand, as well 

as examples from companies who have been successful in their internal 

branding. The final chapter of the paper includes final conclusions, thoughts and 

outlook for both management and research.    
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1.2 Definition of relevant terms 

In this section, concepts and terms that are especially relevant for the further 

discussion will be defined. 

Concept: “Brand” 

According to the American Marketing Association, a brand may be defined as:  

“A name, term, design, symbol, or any other feature that identifies one 

seller's good or service as distinct from those of other sellers. The legal 

term for brand is trademark. A brand may identify one item, a family of 

items, or all items of that seller. If used for the firm as a whole, the 

preferred term is trade name.”5 

The brand is a part of all the three levels of product or service (see exhibit 1); 

augmented, actual and core product / service6, but is perhaps most represented 

on the augmented or actual level, where we have the features that distinguishes 

a product or service from firm to firm. 

 

 

 

 

 

 

 

 

 

 
Exhibit 1: The three levels of a product/service7  

 
                                            
5 American Marketing Association definition; http://www.marketingpower.com/live/mg-

dictionary.php?SearchFor=brand&Searched=1, accessed  4th of October, 2004, at 6:22 PM. 
6 Kotler & Armstrong (1996) p. 275 
7 Adapted from Kotler & Armstrong (1996), p. 275 
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The brand may also be described as a six dimensional concept8: 
1. Attributes 

2. Benefits 

3. Values 

4. Culture 

5. Personality 

6. User 

Concept: “Stakeholder” 

An organisation has more than customers to consider in its branding effort. As 

stated previously, traditional marketing literature historically focused on 

marketing towards the customer, but newer perspectives also takes into account 

other groups that have influence on the success of the firm. The stakeholder 

framework defines any group or individual who can affect or is affected by the 

achievement of an organization’s purpose, as a “stakeholder” in the 

organization9. Thus, it includes both internal and external groups with a “stake” in 

the organisation (see exhibit 2). This perspective is highly relevant in order to 

develop an understanding of the term internal branding. 

 
Exhibit 2: A generic stakeholder map 

                                            
8 Kapferer (1992), p. 38 
9 Freeman (1984), p. 107 
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Concept: Internal brand management 

As seen in the stakeholder map (exhibit 2), employees are one of the groups with 

a “stake” in the organisation. Thus, they affect the firm in some way, and 

especially since they also interact with other stakeholder groups such as for 

example customers. Consequently, they are an important target group for 

branding as they should in some way act in accordance with the values of the 

brand. There exists much confusion around the term internal branding10, and 

there is a great need to define it as clearly as possible before proceeding with the 

discussion. According to Thomson et al11 the term internal marketing can best be 

explained by Kotlers service marketing triangle12 (see exhibit 3), where marketing 

of services are explained as a three dimensional relationship between the 

company, the employees and the customers with different levels of marketing 

between these three dimensions. The internal marketing is in this model defined 

as the company/employee contact that again delivers the value to the customer.  

 

 

 

 

 

 

 

 

 
Exhibit 3: Kotler´s Service Marketing Triangle 

 

Communication between employees and company is in the above model defined 

as the internal marketing of the firm. The internal branding is included as part of 

                                            
10 Mellor (1999), p. 26 
11 Thomson et al (1999), p. 821 
12 Kotler & Armstrong (1996), p. 665 
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this internal marketing. More precisely, internal branding refers to how the brand 

is communicated to the employees and how one can “convince” them to adopt 

the brand values13.  

Related concepts 

Considering that the topic of this paper is internal branding it is necessary to 

extend the brand to a higher level than just to think of it as an identification of a 

product/service or a portfolio of products/services, as the internal brand also 

includes organizational aspects, i.e. employees and management. When the 

brand term is extended beyond products or services, literature often refers to this 

with other terms and concepts than the concept of brand, depending on which 

“school of thought” the literature belongs to, which in part contributes to the 

confusion of what a brand really is and makes it hard to define. Such terms 

include: 

 Corporate reputation 

 Corporate identity 

 Corporate image 

 Corporate branding 

 

However, most of the various terms have similar meanings, but researchers have 

used different phrases to denote the same meaning14. One of the key differences 

between corporate branding and product/service branding is that corporate 

branding requires greater focus within the organisation15. The reputation of a 

firm, unlike brands, exists independently of demand. A good reputation is not 

enough to imply that the firm also has a strong brand. In other words, someone 

also has to want to buy the product or service (and the brand value then is 

valued in the size of the emotional needs it satisfies)16. One could also define the 
                                            
13 Bergstrom et al. (2002), p. 135 
14 Bick et al (2003), p. 837 
15 Harris (2001), p. 441 
16 Bergstrom et al. (2002), p. 134 
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value of the brand is in terms of its brand equity (the higher the brand equity, the 

more powerful brand)17. 

 

Corporate identity refers to an organization’s unique characteristics, which are 

rooted in the behaviour of members of the organization18. There are three kinds 

of corporate identities or brands19: 
 Monolithic identities - associated with organisations where the entire company 

uses the same “brand” (BMW) 

 Endorsed identities – the parent company is visible in the background but the 

products/subsidiaries/services have their own brands (L’Oreal) 

 Branded identities – the organisation has a number of brands, and the parent 

company is nearly invisible (Procter & Gamble) 
 

Van Riel (1992) proposed a model20 (see exhibit 4), where corporate identity 

consists of the corporate identity mix; communications, symbolism and 

behaviour, and where image is seen as the reflection of the identity. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Exhibit 4: Corporate Image as a reflection of corporate identity 

                                            
17 Kotler (1996), p. 284 
18 Van Riel & Balmer (1997), p.340 
19 Olins (1989), p. 78 
20 Brønn (2002), p. 93 
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From this discussion of terms it is clear that the concept of the internal brand is a 

little bit “fuzzy” as it portrays several meanings and there are many other 

concepts that shares fully or partly the same content depending on the context. 

In order to limit the discussion, this paper will investigate the internal branding 

using the under the following definition: 

“Internal branding involves communication of the values of the corporate 

brand to the internal stakeholders with the goal that their perceived image 

of the corporate brand is in line with the organisations long term 

objectives”. 

1.3 Objectives and methodology of the paper 

Research question 

The research question is derived from the research topic “specifics and problems 

of internal brand management”, and can be formulated as: 

 

“How can firms manage their internal brand?” 

 

The use of the word “how” implies that some sort of explorative approach is 

appropriate, and the purpose of the paper is to create insight and structure to a 

little studied topic where knowledge is lacking.  

 

Why is it important to generate knowledge on internal brand management? There 

are many reasons why the above research question is relevant and interesting. 

Among these are the fact that more and more firms are realising that their brands 

are not just about the logo of the product, but also how the service is delivered 

and what kind of reputation the company has. Deviations from the brand values 

make the brand less believable, and thus hard to sell. Additionally, it is difficult to 

make the employees “buy in” on the brand values as they attribute more personal 

emotions and experiences to the brand than what the customer can see. 
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In spite of the importance of the topic, knowledge is clearly lacking, and it is an 

area of focus that has received scant attention from both academics and 

practitioners21. 

Methodology 

Since the topic is little investigated and characterised by many paradoxes, like for 

instance there may be huge gaps between what the actors say and what they 

actually do within this field, an exploratory research design is proposed using 

secondary material to combine findings in other studies to create increased 

insight into the field of internal branding. The type of secondary data used 

includes relevant statistics, case studies, theory and literature. 

Research objectives and line of argumentation 

In line with the areas of concern the explorative research objectives are: 

 Identify what the specifics are of internal branding  

 Identify what the problems of internal branding are 

 Uncover how the firm can build their internal brand by using previous 

research and case examples 

 Discuss who should have the responsibility for the development of the 

internal brand 

 

The structure of the analysis part will follow the structure of the research 

objectives. 

 

                                            
21 Hankinson, P. (2004), p.84 
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2 Analysing the internal brand: The last “P” stands for 

people 
Anyone with a slight knowledge of marketing will remember the four P´s of the 

marketing mix. However, several researchers have suggested an additional fifth 

P, which could stand for “People”. That P would certainly fit the marketing mix to 

internal branding. But why build an internal brand at all? 

 

In this chapter, the specifics and problems of internal branding will be discussed, 

the available strategies in order to build and manage the internal brand analysed, 

and finally, who should be responsible for implementing the strategies identified. 

2.1 What are the specifics of internal brand management? 

Managers need to be attentive of their organisations culture and whether or not 

values and behaviour are in accordance with the brand’s values. Inconsistent 

behaviour from thee employees might affect the stakeholders perception of the 

brand in a negative way22. One of the things that separate the internal brand 

management from the external is the fact that it involves marketing of the brand 

towards internal stakeholders, and then particularly towards employees. This in it 

self, makes it essentially different from the external marketing effort for several 

reasons: 

 

First of all, you have a much more sophisticated target group to communicate to. 

The employees already know what the firm is like and have a formed impression 

based in the firms’ communication, behaviour and symbolism. In other words, 

they are an “informed” stakeholder group.  

 

Secondly, the internal brand building process is by nature cross-functional, as 

traditionally, a small parts of the brand has been managed separate departments 

                                            
22 Harris (2001), p. 444 
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(marketing, HR, corporate communication etc.). More work is required in terms of 

organisational culture and internal branding when the building service brands23, 

and thus, the process of managing it become more complex and involves more 

people. 

 

Thirdly, brands are multidimensional entities, and it thus relies on the members of 

the organisation holding congruent perceptions of the nature of the brand. The 

internal brand should be rooted in corporate culture and values, as internal 

branding involves marketing of an organisation to people where they are to adopt 

certain values. Organizational culture is less directly influenced by top 

management, and exists whether strategic branding is done or not. Yet, a clear, 

positive organisation culture that is reinforcing the values of the brand should be 

encouraged. However, it is important to note that it is not possible to “force” the 

employees to “live the brand”, they have to buy-in on it them selves (emotionally 

and intellectually). The measure of whether the employees understand the brand 

may be termed as an “intellectual buy-in”, and the employee commitment to the 

brand may be termed as the emotional buy-in24. There is a critical link between 

knowledge and emotion, and it is unclear what is most important for the internal 

marketing of the brand (see exhibit 5). 
 Internal application External application 

Intellectual capital  

(What is in peoples minds) 

Knowledge or “know how” 
about people, processes, 
practices, etc. 

Patents, trademarks, 
copyrights, licenses 

Emotional capital  
(What is in peoples hearts) 

The feelings of employees that 
affect their decisions to act on 
their knowledge about an 
organisation and buy-in to 
business goals 

The feelings of outside 
stakeholders that affect their 
decision to act on their 
knowledge about an 
organisation and buy its 
products, services or shares 

Exhibit 5: How employee buy-in stimulates intellectual and emotional capital25 

                                            
23 Chernatony et al (2003), p. 1 
24 Thomson et al (1999), p. 819 
25 Thomson et al (1999), p. 824 
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Additionally, internal branding need to be viewed in a long term perspective, as it 

is important, but not so much in the short term as there is no direct causality 

between sales and a strong internal brand. This might also explain why the 

internal brand is either highly prioritised by top management or fully ignored26. 

 

The internal brand might also be described as a resource or a capability for the 

firm that may lead to competitive advantage. Thus, the internal brand may be 

analysed from a resource-based perspective, where the brand and the employee 

acceptance/behaviour in accordance with the brand might resemble unique 

resources and capabilities that are Valuable, Rare, Inimitable and well Organized 

(VRIO)27.  

 

Literature suggests that internal branding might be even more relevant for the 

service industry than for physical goods, as the employees then represent the 

brand experience from the customers point of view, and thus, it is of great 

importance that the employees reflect the brand personality in their behaviour. As 

Aaker28 says in his article from 1996: 

 

“Customer satisfaction is especially a powerful measure in service firms 

(…), where loyalty is often the cumulative result of the use experience”.  

 

One of Aakers dimensions in his framework of “The brand equity ten”29 is 

organisational associations where the people, values and programs that lies 

behind the brand are considered. It is suggested that this is particularly a helpful 

measure when the organisation behind the brand is visible – a corporate brand30.  

                                            
26 Schultz (2003), p. 8 
27 Barney, (1995), p.420 
28 Aaker (1996) p. 108 
29 Aaker (1996) p. 105 
30 Aaker (1996), p. 113f 
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However, internal brand management also has consequences for physical goods 

firms, as it is people providing services around the physical good. They too have 

to care for their customer support/sales services, their reputation, and the 

company culture and employee satisfaction. 

 

2.2 What are the problems in internal brand management?  

A lot of literature describe internal branding as a “façade” of brand building and 

frequently used buzz words such as “living the brand” etc. However one major 

problem is that is not really possible to  force the employees to adopt brand 

values. Some people then question whether internal branding is indeed a “fad or 

fact?31. There are also ethical dimensions to be considered; do we not want the 

employees to think?  

 

Other limitations and problems is that a lot of the literature that exist is extremely 

short term in its perspective and suggests things like brand camps etc to kick 

start the brand adoption, rather than a careful nurturing of the brand. Of course, 

clarity and consistency is important in order to build a brand, however the values 

people should adopt should be nurtured over time (let the employees choose to 

adopt them), and the organisation must have relevant capabilities to do this32. 

                                            
31 Mitchell (2004), p. 9 
32 Chernatony et al (2003), p. 17 
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2.3 Case studies: Internal Branding at SAAB and McDonald´s 

 

 

 

 

 

Case study 1: Internal branding as corporate turn around – The SAAB 
experience 

 
In the early 1990´s, SAAB was facing a declining market share. The new CEO 
understood that they needed to do something with the internal brand. What they 
ended up doing was a stepwise process: 

1. First they sough clarity about their brand to determine its strengths and 
weaknesses 

2. Resulting from this, a new positioning of the brand was created which 
included four new “brand pillars” 

a. Individual and personal 
b. Sporty Performance 
c. Safety and Security 
d. Intelligent technology 

3. Thereafter they needed to obtain commitment for their revitalized brand, by 
communicating it throughout the company.  

4. Culture development/change  by extensive employee communication and 
training. 

5. The following media where used during the project: 
a. Internal brand brochure 
b. The “Saab Way” Training Programme 
c. Interactive modular display for the SAAB product and the brand, that 

served as a dynamic training tool 
d. A “Pillars of brand” videotape 

6. Employees were allowed to create their own rewards and incentives 
 

During the first year of implementation, SAAB recorded its first profitable year 
following several years of losses, with a growth of 40%. 
  
Adapted from: Bergstrom, A. & Blumental, D. (2002) “Why Internal Branding 
Matters: The case of SAAB”, Corporate Reputation Review, Vol 5, Nos. 2/3, p. 133-
142, 2002. 
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Case 2: Internal Branding at McDonald’s 
 
The main part of the internal branding at McDonald’s occur through their extensive 
training and development programme which all employees has to follow, no matter 
if the restaurant is in Japan or Germany. All employees starting at McDonalds has 
to go through an extensive, but standardised programme of training. Through the 
crew development program, beginning and advanced crew-members learn the basic 
operations of restaurant performance, including the McDonald’s brand mantra 
“Quality, Service, Cleanliness & Value (QSC&V), while always focusing on the 
customer. Management training occurs at the Hamburger University, McDonald's 
worldwide management training centre located in Oak Brook, Illinois. Since all 
working for McDonald’s basically go through the exact same career path and 
“schools”, it ensures that the brand values of the company are well known. 
 

 

 
McDonald’s Career Path 

 
The quick-service format of the fast food chain would probably be lost if service at 
the order desk was not courteous and efficient. To avoid this problem some detailed 
videotapes have been created to train every single worker to be behave in a certain 
way towards customers and fellow employees. The tape Customer service at the 
counter for example cover every aspect of dealing with the customers during the 60 
seconds of the transaction process. Crewmen are instructed to initiate each order 
with a polite question: “May I have your order, please?”. After the video’s have 
been watched, the crew will “learn by doing” together with a more experienced 
employee. This is because training in McDonalds is not only aimed at imparting 
skills, but more importantly, to also inculcate the McDonalds culture in their 
employees, so that they will uphold and perpetuate the desired McDonald’s image 
and reinforce the external brand. The brand values are also upheld includes using 
the story of the founder Ray Kroc as a role model and this sustains the corporate 
story. Additionally, the employees are frequently tested for knowledge not only on 
the operations, but also on the values of the brand.  
 
Considering the size of McDonald’s, it is easy to imagine how one could loose 
control with both the internal and the external branding effort (Approximately 80% 
of McDonald's restaurant businesses world-wide are owned and operated by 
franchisees). But each McDonald's restaurant runs on the standard basis given by 
the big McDonald's headquarters. 
 
Source: McDonald’s homepage – www.mcdonalds.com and the author’s own 
experience as a part time employee in the time period between 1998 and 2003 
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2.4 How can the internal brand be built? 

In this section of the paper I will discuss possible ways that the above discussed 

problems may be overcome, and investigate potential instruments or strategies 

that may be used to build the internal brand. 

 

We may describe internal brand development and implementation process as a 

stepwise, normative process. However, it is also true that often the brand building 

process is built more on “trial and error” and “creative leaps” back and forth 

between the different steps. This paper will describe the internal brand building 

as a six-step process where the “steps” are put together based on own thoughts 

and the brand building process steps described by Tosti & Stotz (2001)33 and 

Thomson (2002)34. 

 

1. Analysing and clarification of the current brand 

2. Develop common starting points; “Brand Vision” and Brand Values (Uniquness) 

3. Develop brand goals 

4. Strategy & Tactics - Instruments/Implementation aids 

5. Build consensus by communicating / educating /advertising / reinforcing 

6. Feedback loop 
 

As seen in the SAAB case, the internal branding process should begin with an 

analysis of the current position of the brand and its current content. The 

management and employees need to agree on the issue of what is the brand and 

what they want to use it for. After the analysis phase, common starting points 

should be developed. The co-orientation model35 can be applied to describe the 

process of whereby these common starting points (see exhibit 5). In this model, 

                                            
33 Tosti & Stotz (2001), p. 30 
34 Thomson (2002), p. 21 
35 Wiig (2002), p. 86 
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congruency is created by communication and developing a common 

understanding. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Exhibit 6: The co-orientation model applied to internal brand management 

 

The goals of internal branding should also be considered and it  can also occur 

that the different involved parties have different goals of the internal branding: 

 Reinforce external brand (marketing) 

 Keep employees (HR strategy) 

 Communicate effectively (corp comm.) 

 

Brand instruments play together to form a wholeness, and sample instruments 

include internal communication, training/education, profile articles, social rewards 

of “belongingness”. Most importantly it is more than a series of communication 

events, but need to align the culture and leadership to the brand36. Other tools 

                                            
36 Tosti & Stotz (2001), p. 30 

Management’s definition 

and evaluation of the 

brand 

Employee’s definition 

and evaluation of the 

brand 

 

Management’s 

perception of employees 

view 

Employee´s perception 

of management’s view 

 

Issue: The internal 

brand 

Understanding 

Agreement 

Accuracy 

Congruency Congruency 



 18 

involves using brand Mantras37, which are short three to five word phrases that 

capture the irrefutable essence or spirit of the brand positioning. In the case of 

McD´s the “QCS&V” is a brand mantra. Brand mantras are internal translations of 

the brand positioning designed to simplify the communication process and 

facilitate employee understanding38. 

 

Bergstrom et al (2002) proposes some suggestions to how the brand may be 

communicated within the organisation39: 

 Leader example  

 High frequency 

 Multiple channels 

 Environmental management 

 

It is important to connect internal marketing to the needs of the employee, where 

self realisation occur through the brand. In order to determine an individual’s 

strength of identification with an organization, it needs to be established whether 

there is: 

• a feeling of belonging; 

• congruency between organizational goals and values; 

• positive organizational membership; 

• organizational support; 

• recognition of distinct contributions; 

• a feeling of acceptance; and 

• security. 

                                            
37 Keller (1999), p. 45 
38 Keller (1999), p. 50 
39 Bergstrom et al (2002), p. 137 
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2.3 Who should manage the internal branding? 

Borderline terms such as internal branding also washes out the boundaries 

between not only research areas (marketing, corporate communication and 

human resource research) but also between organizational departments. 

Additionally, Kotler and Armstrong also provides a very good reason for why 

employees needs to take part in marketing40 

 

“It is not enough to have a marketing department doing traditional 

marketing while the rest of the company goes its own way. Marketers 

must also get everyone else in the organization to practice marketing. In 

fact, internal marketing must precede external marketing”. 
 

In other words, it is the people and not the advertising that is the core of the 

brand, and the branding efforts towards employees should occur before the 

branding effort towards customers. 

 

The brand management team should essentially be cross functional, as the 

various departments have different expertise as to how one develops a specific 

part of the brand communication (Human resources have the people know-how, 

Marketing have the brand and customer know-how, and PR/Corporate 

Communication knows the media and the alternative communication methods 

other than advertising, etc). Additionally, the management of the firm and the 

representatives for the employees should also have some influence on the 

values and implementation of the brand. 

 

In the process of building and maintaining the corporate brand it is important that 

one develops common starting points in the form of a common brand vision. In 

order to create congruency, the brand values and vision should be developed 

within the context of the cross-functional brand team and the senior 

                                            
40 Kotler & Armstrong (1996), p. 665 
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management. From that common starting point, a brand asset management 

strategy should be developed for both the internal and the external stakeholder 

groups.   

 

It is necessary that the development of the internal and the external brand values 

are coordinated in order to create congruency between the internal and the 

external brand. Thus, the brand management team should focus equally on both 

internal and external branding strategies and give guidelines to the rest of the 

organisation on brand related issues.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Exhibit 7: Suggestion on how the cross-functional brand management team may be 

organised 

 

2.4 Corporate Brand Management in a stakeholder perspective  

Based on the proceeding discussion, a new model is proposed that takes into 

more aspects of the multidisciplinary branding effort: 

HR Marketing Employees Management 

PR/CC Others 

CROSS-FUNCTIONAL BRAND MANAGEMENT TEAM 

Internal Brand 

Management Action Group 

External Brand 

Management Action Group 

“Expert Groups” “Advisory Groups” 
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Exhibit 8: Proposed new model of corporate brand management 

3 Final conclusions 
Compared with classical, product-led definitions, the internal brand proved more 

complex, comprising four fundamental components: the functional, symbolic 

behavioural, and experiential. The problems of the internal branding where 

identified. The paper uncovered how the firm can build their internal brand by 

using previous research and case examples. 

 

The study demonstrated several uses for the internal brand including unifying the 

workforce around a common purpose, acting as a catalyst for change and 

contributing to the professionalisation.  

 

Additionaly, who should have the responsibility for the development of the 

internal brand was discussed and a new model of the internal brand effort was 

developed.  

 

 

Brand Value Management Team 

External stakeholders Internal stakeholders 

External Branding 
Internal Branding 

Interactive Branding 

Corporate 

Identity Mix 
 Symbolism 

 Behaviour 

 Communication 
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