o A Framework Proposition from Employee Perspective
— —t -
| ’
Depto. de Comercializacién e Investigacion de Mercados
UNIVERSIDAD COMPLUTENSE DE MADRID
53 1. Introduce a framework which enables firms to study employer 2, Develop the instruments to mesure constructs
" - branding. —  Exploratory study
Objectlves — Employee-based brand value framework.
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Differential effect of brand knowledge on consumer
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All that makes the [employer] brand deserve to live (Schmitt, 1999)
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2 . 383 undergraduate students. Self-administer questionaire, 5 points likert scale.
. — 10 items to measure Brand Awarness
Developlng — 22 items adapted from Knox and Freeman (2006) and Davies (2007) to measure Brand Image
measurement — 16 items adapted from Bakus et al. (2009) to mesure Brand Experience
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Brand Awarenes: Higher importance of external knowledge vs. internal dimension \
Brand Image: Higher importance of goodness/kindness over modernity. Paradoxically items refering SCR were dropped.
Brand Experience: Behavior is the main provider of brand experience.Experience meaning job enjoyment.

Further empirical research is needed to: Complete and improve the quality of the scale developped, to test validity and
reliability of constructs and to test the suggested causal relationships.




