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Abstracts 

A limited number of persons can afford the fees of private universities; hence, enrolment 
determines survival. The choice of those who can afford the fees depends on the institution's 
corporate reputation.  In a service-providing organization, the development and sustenance 
of a strong brand is seen as the principal function of the Marketing and Corporate Affairs Unit. 
This practice relegates the employees of other departments in the drive for competitive 
advantage and corporate reputation. The objective of the study is to determine the effect of 
Employee-based brand equity (information generation and knowledge dissemination) on 
financial performance. The study adopted the quantitative research method, using the 
questionnaire as the research instrument. 700 questionnaires (soft and hard copies) were 
administered to six private universities’ staff in the nation’s southern region. The randomly 
selected respondents returned 594 copies of the questionnaires. The data collected were 
analyzed using the Structural Equation Model, specifically the Partial Least Square. The tested 
hypotheses revealed that information generation and knowledge dissemination have a 
significant effect on financial performance. The findings revealed that the perceived 
corporate reputation of the universities by the employees affected their relationship with the 
institutions' external customers. The study recommends that the managers of private 
universities should educate employees on institution's brand promise and establish a 
feedback mechanism that enables employees report their experiences on the field with 
external customers. Such feedback should be injected into the decision–making processes and 
individual knowledge should be institutionalized. 
 
Keywords: Employee-Based Brand Equity, Corporate Reputation, Competitive Advantage, 
Private Universities 
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Introduction 

Universities can survive a competitive 
environment by creating dissimilar brand 
images from adopted strategies that could 
create competitive advantages. The choice 
of a private university for the limited 
number of candidates, their parents or 
guardians, depends on the reputation of the 
universities (Panda, Pandey, Bennet & Tian, 
2019). Universities must have enough 
students enrolment to be able to survive 
(Heer, 2020). The corporate reputation of 
the institution distinguishes the institution 
and determines the decisions or actions of 
the stakeholders (Akintaro & Ekhareafo, 
2017; Baumgartner, Ernst & Fischer, 2020).  
In service-providing organizations like 
universities, the Admissions office and the 
Media and Corporate Affairs Units are seen 
as solely responsible for marketing 
universities' brands. The development and 
sustenance of a strong brand is equally seen 
as the principal function of the Marketing 
/Sales department in organizations (Al-
shuaibi, Shamsudin & Aziz, 2016). Also, the 
building of corporate reputation is seen as 
the function of the Marketing and Public 
Relations department of organizations 
(Chun, Argandoña, Choirat & Siegel (2019). 
The employees are overlooked by the 
managers of these institutions as possible 
advertisement outlets for their 
services/products and reputation building. 
Institutional goals can be achieved by 
maximally utilizing all operant resources, 
sharing individual competencies of 
employees to make them organizational 
competencies. 
Guided by the concept of internal brand 
management, the challenge of private 
universities’ competitiveness and corporate 
reputation might be addressed by 
Employee-based brand equity (EBBE). 
Internal brand management is a process 
that promotes the sharing of brand values 
amongst employees to ensure better 
representation of the brands by employees 
(Adamu, Abd Ghani & Rahman, 2019).  
Employees’ perception of an organization’s 
reputation determines their motivation at 
work and attitude. These inadvertently 
affect the employees’ communication with 

the external stakeholders (Amegbe, 2016; 
Esenyel, 2020). 
EBBE refers to the translation of an 
organization’s brand identity to an 
employee to enable him/her successfully 
deliver on the organization’s brand promise 
through his/her job performance. The EBBE 
is suggested as a possible solution because 
it focuses on internal brand management 
using employees’ of universities as asset 
/resources that can bring about a 
competitive edge and positive corporate 
reputation in the eyes of the external 
stakeholders. 
 
Statement of Research Problem 

 

Studies have been conducted on the 
corporate reputations and competitiveness 
of private universities and suggestions 
proffered on overcoming challenges faced 
by them (Adedeji, Okotoni & Ogunleye, 
2019; Oluwasanmi, 2016; Babatunde; 2017; 
Atanda, & Adeniran, 2017, Ekeagbara, 
Ogunnaike, Ibidunni & kehinde, 2019; 
Olawore & Ajayi, 2016; Shamsudin,, Nurana, 
Aesya, & Nabi, 2018). There are no studies 
on how employee-based brand equity can 
improve the corporate reputation of private 
universities. This study, therefore, 
concentrated on the effect of information 
generation (IG) and knowledge 
dissemination (KD) (some constructs of 
EBBE) on the perceived financial 
performance (FP) (a construct of corporate 
reputation) of private universities. IG is the 
perception of employees that the 
Management of the universities utilises the 
feedback generated from them in their 
decision-making process. On the other 
hand, KD refers to employees' 
empowerment with information that 
enables them to deliver on the brand 
promise (King & Grace, 2009; Al-Shauaibi, 
Shamsudin & Aziz, 2016).  Researchers had 
investigated the impact of KD on 
organizational performance and concluded 
that organizations with a large spread of KD 
have better organizational performance 
(Eresia-Eke and Makore, 2015). However, it 
is important to note that studies have not 
examined how IG could influence the FP of 
private universities in Nigeria. Few studies 
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examined the influence of knowledge 
dissemination on private universities’ 
financial performance. This study aims at 
achieving the following objectives, to 
investigate the effect of: 
 

i. information generation on financial 
performance; and 

ii. knowledge dissemination on 
financial Performance. 

 
Based on the problem statement, the 
researchers formulated the questions and 
hypotheses to guide the study with respect 
to how: 

i. information generation influence 
financial performance?; and 

ii. knowledge dissemination influence 
financial performance? 

 

Research hypotheses: 

 

(i).   H1: information generation does not 
have a significant influence on 
financial performance. 

(ii)  H2: knowledge dissemination does not 
significantly influence financial 
performance. 

 

Conceptual model 

The conceptual model relating IG, KD and FP is as shown in Figure 1. 

 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 
Literature Review 

 

Corporate Reputation 

 

An organization’s reputation is seen or 
perceived by both internal and external 
stakeholders. The internal stakeholders are 
the internal customers (employees), and the 
external stakeholders are the customers. 
According to Falola, Adeniji, Adeyeye, 
Osibanjo, Igbinoba and Salau (2018), 
“reputation is value judgement among the 
public about an organization’s quality 
formed over time regarding its consistency, 
trustworthiness and reliability”. The 

indicators of corporate reputation are 
vision and leadership, products and 
services, financial performance, social 
responsibility and emotional appeal. 

Employee-Based Brand Equity (EBBE) 

The provision of exceptional service 
(regardless of whether the organization’s 
core product is a physical product or 
service) by employees is used as a weapon 
to gain a competitive edge against 
competitors (King & Grace, 2009). EBBE 
refers to the translation of an organization’s 
brand identity/brand value to an employee 
to deliver on the brand promise through 

IG 

KD 

Perceived FP 

Figure 1: A Conceptual model of EBBE on Corporate reputation 

�� 

�� 
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his/her job performance. King and Grace 
(2009) defined EBBE as “the differential 
effect the knowledge of a brand has on an 
employee’s response to their work 
environment”.  

Internal Brand 

According to Ngo, Nguyen, Kuynh, Gregory 
and Pham (2019), internal branding 
influences employees' attitude and 
behaviour to align with brand values 
through a proper comprehension of the 
brand values. Organizations are responsible 
for delivering promised benefits of brands 
to customers. The delivery of that 
responsibility depends on employees' 
ability to develop functional and non-
functional services that distinguish their 
offerings from their competitors' behaviour 
towards customers (Piehler, Grace, & 
Burmann, 2018).  Quality Service gives 
organizations an edge over their 
competitors (. Enaworu, Adegboye & Wara, 
2018).  

In the contact service industry like the 
university setting, where delivery of service 
entails contacts with customers by the 
employee, the employee behaviour affects 
the customers’ perception of the brand, 
service quality and ultimately the 
satisfaction level, which further decides 
future patronage and referrals to other 
customers (King, 2008). 
 
Information Generation (IG) 

The deliberate gathering of information of 
employees needs on their jobs and 
assurance from Management that they can 
be open, makes employees realise their 
importance. However, the availability of 
information is only present in an 
environment where Management 
acknowledges and supports employees’ 
efforts (Amangala and Amangala (2013). 
Organizations that pay attention to 
feedback from employees can generate 
relevant information that can move the 
organization forward. King and Grace 
(2010) refer to IG in this context as the level 
to which employees perceive the use of 
feedback from them in the organization's 
decision-making process. If feedback is 
taken, the organization's shortcomings on 

the field in their interaction with external 
stakeholders are corrected, making for 
better products and services and, 
eventually, better patronage. 

Knowledge Dissemination (KD) 

The use of specific employees with special 
skills to secure competitive advantage is 
outdated. The shared knowledge of the good 
few's, puts the organization in a better 
position to secure a competitive advantage. 
(Agbim & Idris, 2016). The acquisition of 
knowledge by employees starts with 
selecting the right information from within 
and outside the organization (co-workers 
and customer feedback). The appropriate 
application of such information to an 
employee’s job activity contributes to the 
organization’s performance (Xiong & King, 
2019). Therefore, managers of a system 
must manage knowledge appropriately by 
ensuring that individual knowledge is 
transformed into organizational 
knowledge. King and Grace (2009) defined 
KD as “the extent to which an employee 
perceives brand knowledge is transferred 
from the organization to the employee, in a 
meaningful and relevant manner”. The 
discovery of a knowledge/tool or 
experience that has improved a unit’s 
performance should be communicated to 
other units /departments in an 
organization.  

Financial Performance (FP) 

Financial performance indicates how an 
organization is utilizing its resources to 
maximize the shareholders’ wealth and 
profitability. FP is the measurement of an 
organizations financial well-being over 
some time.  The process manages an 
organization’s current and non-current 
assets, financing, equity, revenues, and 
expenses, resulting in increased sales, 
profits, and overall worth of the business to 
the benefit of the shareholders. In addition, 
this process evaluates comparable 
organizations of the same industry and 
provides information that makes decision-
making easier for the shareholders and 
stakeholders (Naz, Ijaz & Naqvi, 2016). 

There are, however, studies that had been 
done in the past on the perception of FP by 
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employees. It is a general notion that the 
actual state of the affairs of an organization 
is never out for public consumption. An 
employee who has a very poor perception of 
the financial state of an organization is 
taunted by insecurity, which would affect 
his/her commitment to external 
stakeholders. According to Özbağ and 
Çekmecelioğlu (2019), the perception of the 
reputation of an organization by an 
employee is crucial. An organization's most 
significant reputation leverage is realised 
through employees, and their perception 
also shapes external corporate reputation. 

Theoretical Review 

Resource-Based Theory (RBT) 

Resource-Based Theory (RBT) is centered 
on the notion that the ability of an 
organization to make judicious use of all 
available resources, especially human 
resources, effectively and efficiently will 
enable such an organization gain and 
sustain a competitive advantage.  RBT is 
premised on two assumptions in explaining 
competitive advantage: that the resources 
controlled by firms within an industry may 
be heterogeneous and the variedness of the 
resources are not so mobile, difficult to 
accumulate and imitate as such the resource 
heterogeneity persists over time 
(Kozlenkova, Samaha & Palmatier, 2013. 
Pee and Kankanhalli (2016) state that 
resources, especially human resources, are 
a major key to a firm’s performance. All 
significant resources that contribute to a 
firm’s competitive advantage and eventual 
market performance must be 
acknowledged and their contributions 
measured (Duh & Uford, 2019). Also, 
though the mind and emotions are needed 
to align employees’ behaviour with the 
brand promise (Itam & Singh, 2016), the 
Human Associative memory theory was not 
introduced into the study but the Social 
Exchange Theory (SET). 

Social Exchange Theory 

Social exchange theory was introduced in 
1958 by George Homans in his work “Social 
Behaviour as Exchange”.  The basic 
foundation of social Exchange Theory is 
reciprocity.  It refers to a relationship 

between two or more parties based on 
voluntary actions of reciprocity.   According 
to Blau (1964), Social Exchange Theory 
involves voluntary behaviours exhibited by 
individuals generated through social 
interactions.  The parties’ compliance in the 
relationship to the “rules” of exchange 
evolves into mutual commitment, loyalty 
and trust. The social exchange theory 
begins with a party providing input into a 
relationship for exchange from the same 
relationship (Cropanzano & Mitchell 2005)   

Methodology 

Research Design, Data collection and 

analyses 

Data were collected using google form (soft) 
and hard copies of questionnaires from the 
academic and non-academic staff of six 
selected private Universities in the 
Southern region of Nigeria. The research 
used a descriptive research design, 
purposive and stratified sampling to ensure 
all sub-groups under study were adequately 
represented. 

Seven hundred (700) questionnaires were 
distributed to the selected universities. Five 
hundred and ninety-four (594) 
questionnaires were correctly filled and 
returned.  The measurement of the chosen 
constructs of EBBE (IG and KD) and 
corporate reputation (financial 
performance) was adapted from King and 
Grace (2010) and Özbağ and Çekmecelioğlu 
(2019) respectively. The constructs were 
measured using the four-point Likert scale, 
where 4 = strongly disagree and 1 = 
disagree. The EBBE constructs had seven 
(7) items each, while the corporate 
reputation construct had three (3) items. 
The reliability of the measures was tested 
before the distribution of the 
questionnaires. The scales came back 
reliable, meeting the recommended 
threshold of 0.7 and above. The partial least 
square (PLS) structural equation modeling 
using the Smart PLS software, version 26, 
was used to test the hypotheses. 
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Results 

 
Descriptive Statistics 

 

The descriptive statistics showed there 
were more males (67.3%) than females 
(32.7%), indicating male employees' 
dominance. Furthermore, the age 
distribution showed that 0.7% of employees 
were less than 21 years old. Also, 93% of the 
employees were within the active economic 
age range of 22-54, 4.4% were in the range 
of 55-65, and 1.9% were 65years and above. 
Furthermore, 66% of the population had 
postgraduate degrees, 24.7% were degree 
holders, 7% were National Diploma holders, 
and 2.2% were School Certificate holders. 

Finally, 88% were full-time staff, 3.4% 
contract staff, while 8.2% were casual staff; 
it was observed that 52.9% were Academic 
Staff, 47.1% were non-academic staff. 

Measurement Model 

The measurement model tested the 
construct reliability, validity, and model fit, 
as shown in Tables 1,2, 3 & 4). All the 
constructs had acceptable reliability, with 
composite reliability ranging between 0.8 to 
0.9 and within the threshold of 0.7. In 
addition, factor loading and average 
variance extracted were all acceptable with 
figures greater than 0.05.   

 

Table 1: Construct Validity and Reliability for H1 
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Constructs > 0.7 <3.0 >1.96 <.05 >0.5 > 0.8 > 0.7 

Information Generation (IG)  0.659 0.905 0.867 

IG1 0.889 2.276 66.265 0.000    

IG2 0.866 2.089 30.677 0.000    

IG3 0.638 1.325 7.991 0.000    

IG4 0.826 2.491 23.177 0.000    

IG5 0.815 2.224 19.678 0.000    

Financial Performance (FP)    0.754 0.902 0.839 

FP1 0.866 1.809 24.567 0.000    

FP2 0.835 2.002 19.753 0.000    

FP3 0.904 2.298 54.145 0.000    

 

Table 2: Path Coefficients for IG (IG) and Financial Performance (FP) 

 Path 

Coefficient 

R-Square Std. Dev T-statistics P-value 

IG              FP 0.604 0.365 0.070 8.623 0.000 
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Table 3: Construct validity and Reliability for H2 
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Constructs > 0.7 <3.0  >1.96 <.05 >0.5 > 0.8 > 0.7 

 Knowledge Dissemination (KD)  0.542 0.853 0.799 

KD1 0.730 2.581  9.720 0.000    

KD2 0.853 1.941  26.388 0.000    

KD3 0.811 2.911  17.751 0.000    

KD4 0.604 1.654  6.538 0.000    

KD5 0.653 1.414  9.930 0.000    

Financial Performance (FP)     0.755 0.902 0.839 

FP1 0.871 1.809  28.377 0.000    

FP2 0.845 2.002  20.935 0.000    

FP3 0.890 2.298  29.746 0.000    

 
Table 4: Path Coefficients for Knowledge Dissemination (KD) and  

Financial Performance (FP) 

 

 Path 

Coefficient 

R-Square Std. Dev T-statistics P-value 

KD FP 0.647 0.418 0.062 10.362 0.000 

 

Hypotheses Testing Results 

 

The tested H1 and H2 showed the effect of IG 
and KD on perceived financial performance.  
 
The finding showed that IG had a significant 
effect on financial performance at (β = 
0.604, R2 = 0.365, t-statistics = 8.623 > 1.96, 
P-value = 0.000 < 0.01). The Path coefficient 
of 0.604 suggests a significant strength of 
the relationship between IG and FP. The R2 
value of 0.365 indicates that IG can explain 
a 36.5% variance in FP. The null hypothesis 
was therefore rejected.  
 
The finding also showed that KD had a 
significant effect on FP at (β = 0.647, R2 = 
0.418, t-statistics =10.362 >1.96, P-value = 
0.000 < 0.01). The Path coefficient of 0.647 
suggests a considerable and significant 
strength of the relationship between KD and 
FP. The R2 value of 0.418 indicates that KD 

can explain a 41.8% variance in FP. The null 
hypothesis was also rejected.  
 
Discussions and Implication 

 

The relationship between IG and FP in the 
selected private universities was directly 
significant, with a beta value of 0.604, 
indicating a moderate degree of 
relationship. The analysis showed that the 
indicators of IG variables substantially 
explained 36% of the change of FP in the 
selected private universities. In other 
words, 36% of the change in FP was due to 
the model's five latent constructs, 
suggesting good explanatory power for the 
model. The results statistically indicated 
that the measures of IG significantly 
influenced perceived FP. A further look at 
the measures of IG indicated that the EBBE 
was influenced considerably by data 
gathered from employees to improve their 
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jobs, followed by the Management’s 
meetings with employees, then direct 
interaction of employees with Management. 
The IG measure with the most negligible 
value was the staff Appraisal exercise, 
where employees' wants were discussed. 
The implication of what is displayed in the 
result is that the universities should 
implement policies that encourage 
employee feedback, which should be 
adapted when found to be good. Also, 
policies that encourage meetings where 
employees’ expectations for the future are 
discussed and their expectations met 
should be in place. The result showed that 
the discussion of what employees want only 
at the Staff appraisal period would not yield 
as much effect as the other measures on FP. 

The findings of this study is supported by 
the works of Özbağ and Çekmecelioğlu 
(2019), which substantiated the fact that 
perceived corporate reputation of 
institutions by employees (middle and top 
managers) in terms of IG had a positive 
effect on quantitative performance and 
overall qualitative performance.  

The result is also supported by the work of 
Neerja and Vandana (2017). They stated 
that internal communication between 
employees and the employer (the 
Management) could improve employee 
behaviour and strengthen brand value 
leading to financial benefits. 

If the result should be inferred in this study, 
IG in the institution affects the employee’s 
perception of FP of the institution.  A 
positive perception of the employees about 
IG would result in commitment and a 
qualitative relationship with external 
customers, resulting in increased patronage 
(quantity) and eventually increased FP.  

Findings from the analysis showed that KD 
had significant effects on FP. The 
relationship was confirmed to be directly 
significant with a beta value of 0.647, 
indicating a strong degree of association. All 
path coefficients were of practical 
importance since the significance level was 
below 0.05. The result suggests that 
employees' skill and knowledge 
development, as an ongoing process, had 
the highest beta values among the 

constructs that best predict FP. The analysis 
showed that the independent variable (KD) 
indicators substantially explain 41.8% of 
the variability of financial performance in 
the selected Universities. This means that 
41.8% of the FP change was due to seven 
latent constructs suggesting good 
explanatory power for the model. The 
relationship between KD for the selected 
institutions and FP was confirmed to be 
directly significant. By implication, the 
results established that KD had a significant 
predicting role on FP. the measures of KD 
significantly contributed to the FP of the 
selected private universities. 

A critical look at the measures of the KD 
showed that the EBBE was significantly 
influenced by an ongoing skill and 
knowledge development, followed by 
teaching employees why they should do 
things the way they were asked to do it and 
the communication of brand promise to 
employees. A continuous 
training/retraining/dissemination of skills 
and knowledge to old and new employees 
was effective and increased perceived FP. 
The results implied that some policies 
encourage the education of employees on 
the universities brand promise.  

This study is supported by Eresia-Eke and 
Makore (2015) work that investigated the 
relationship between KD and organizational 
performance. Their results showed that 
there was a positive relationship between 
KD and organizational performance. This 
result of the study is also supported by the 
work of Agbim and Idris (2015). They 
investigated the relationship between 
Competitive advantage and KD. They stated 
that there was a significant relationship 
between KD and the competitive advantage 
of firms. Furthermore, the investigation 
revealed that the sustained competitiveness 
of the organizations investigated is 
traceable to disseminating knowledge 
amongst the organization's employees.  

The findings have shown that there was a 
significant relationship between KD and FP. 
This means that the dissemination of 
knowledge practices was one of the key 
activities within an organization for 
boosting the employees' performance, 
which would invariably affect the 
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organization's FP. Therefore, strategies that 
facilitate KD should be encouraged. The 
Universities should create formal and 
informal environments which enable 
employees to share knowledge.  

This study supports the Resource-based 
theory in justifying the EBBE effect on the 
perceived corporate reputation of the 
universities. The resource of the 
universities, the employees, were 
concentrated on as assets that can bring 
about a considerable corporate reputation. 
Therefore, the Management of the 
universities should provide adequate 
information generated from the field based 
on the employees' experience, disseminate 
such information to all institution’s 
employees, educate them on brand 
knowledge and their role. This will raise 
brand commitment, establish a work 
environment that allows continuous 
dialogue between employees, and ensure 
policies that portray the institutions have a 
human face in their dealings with the 
employees.    

This study confirms the voluntary actions of 
reciprocity in the social interaction between 
employees and the university management. 
As described by the social exchange theory, 
the two-way relationship between the 
employees and the university's 
Management is evident.  

Recommendation 

 

Private universities should establish a 
feedback mechanism where employees can 
report their experiences with external 
stakeholders. Furthermore, the 
management should utilise them in their 
decision-making process. This will spur a 
sense of belonging and importance in the 
employees towards the system. Finally, 
private universities should institutionalise 
individual knowledge through staff training 
processes for a better competitive 
advantage.  

Conclusion and Limitations 

 
The study provided empirical evidence 
between EBBE (IG, KD) dimensions and 
perceived corporate reputation (financial 
performance). It expanded on EBBE 
literature related to private sector 
participation in education. It also 
enlightened the managers of private 
universities to the importance of their 
employees cum stakeholders as a vital 
catalyst for securing competitive advantage, 
strengthening their brand and corporate 
reputation (s).  
This study was carried out on selected 
private universities in the Southern region 
of Nigeria, further research could be 
conducted on private universities in other 
parts and longitudinal research may be 
conducted.  
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