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 This research was conducted to explore the influence of variables of 
brand empowerment, employee brand understanding, employer 
brand equity, brand psychological ownership and corporate branding 
to know the role of employee Brand understanding on hospital 
employees. The contributions from this research are expected to 
provide the theory/science of human resource management and also 
provide improved quality services in the health industry sector and 
also positive managerial implications on organizational management. 
Referring to the results of previous research and empirical theories 
related to the process of understanding employees’ brand and all 
aspects related to brand empowerment, employee brand 
understanding, employer brand equity, brand psychological 
ownership and corporate branding, this research gathered data with 
the survey method of spreading questionnaires online using Google 
forms. Respondents were selected using purposive sampling. 
Quantitative research is conducted using the analysis of structural 
equation models. (SEM). Some of the findings in this study were 
positive effects of brand empowerment on employee brand 
understanding, but no impact on brand psychological ownership. 
Employee Brand Understanding has a positive impact on Employee 
Brand Equity. In contrast, brand psychological ownership does not 
affect employee brand equity. In addition, corporate branding has a 
positive impact on brand psychological ownership. This research is 
useful for organizations to improve the role of employees in having a 
sense of ownership of the brand, as well as getting employees to 
understand the brand of the organization to deliver positive change 
and improve the quality of the company’s brand image. 
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INTRODUCTION 
The emergence of pandemics causes many changes in human life, the various social elements that 
exist around them also change and adapt to habits that will likely increase their chances of survival. 
(Purnama et al. (2020) The impact of the presence of a coronavirus pandemic creates changes in the 
daily life patterns of society so that many behaviors and thinking of society change such as 
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disruption, habits of wearing masks, always washing hands and so on, including changes in 
behavior and thinking that occur in employees starting from a new SOP of the company that requires 
them to follow the changes. According to Piehler et al. (2016)  Employee Brand Understanding (EBU) 
is an employee thinking, which is also an important prerequisite for employee behavior that is in 
line with the brand. Employee brand understanding (EBU) emphasizes the importance of 
understanding employees’ knowledge of their role in supporting brand success as well as their 
ability to provide guarantees for the brand (Altaf & Shahzad, 2018). Employee Brand Understanding 
(EBU) also demonstrates an effect on employee commitment and behavior that supports the brand 
(Batt et al., 2021). In addition, brand empowerment (BE) also drives the behavior and initiative of 
employees towards customers in controlling the brand image (Altaf & Shahzad, 2018). Next 
according to Altaf et al. (2019)  Employee Brand Understanding (EBU) is also important for the 
psychological state of an employee who further develops employees in their understanding of their 
Brand Psychological Ownership (BPO) which reflects the characteristic process of work, in which 
employee condition can develop employees into better individuals and workers. Employees don’t 
have to have an understanding of the importance of brands for company success, but employees 
should contribute to spreading the brand image, because when they understand their company’s 
brand as well as their brand equity and feel experienced in their daily work, they will tend to be 
more responsible and give the best for their work (Hackman & Oldham, 1976). 

Previous research focused more on the attitude of employees with brand commitment to 
employees, either brand-related attitude and its impact on their brand related behavior 
(Dechawatanapaisal, 2018; Piehler, 2018; Quaratino & Mazzei, 2018). Employee brand related 
behavior includes employee brand loyalty, brand-related behaviour, brand support, or a 
combination of all in an employer brand equity construction (Burmann et al., 2009; Altaf et al., 2017;  
Altaf & Shahzad, 2018; Altaf et al., 2019). Other studies also focused on employee brand-related 
attitudes and behaviors such as brand psychological ownership (BPO) and Employee Brand 
Understanding  (Piehler et al., 2016). In addition to the attitudes and behaviors of employees, other 
internal branding also focuses on Brand Empowerment (BE) and its relationship with Brand 
Psychological Ownership (BPO), Employee Brand Equity (EBE), consistent brand behavior, and 
employees brand understanding (e.g Macrae, 1998; Collins & Clark, 2003; Burmann & Zeplin, 2005; 
Burmann et al., 2009; King & Grace, 2012; Xiong et al., 2013;  Santos-Vijande et al., 2013;  Altaf et al., 
2017; Altaf & Shahzad, 2018; Altaf et al., 2019). These structures were then explored as the 
relationship between corporate branding (CB) and brand psychological ownership (BPO), and brand 
citizenship behavior (Chiang et al., 2012). Several studies like (e.g Burmann et al., 2009; Altaf et al., 
2017;  Altaf & Shahzad, 2018; Altaf et al., 2019). have conducted research on normal conditions that 
is the condition of employees that are conducive and controlled are not experiencing disruption or 
experience health disorders as well as other mental disturbances so that they perform activities well 
without feeling anxious about the situation around them, however, in an emergency situation such 
as a coronavirus pandemic employees must adjust the situation in each of their activities such as 
following the latest SOP of their company, the condition is still rarely studied especially in employees 
who are close to the corona virus such as employees who work in the home, then this research is 
done when there is a pandemia of the coronaviirus. In addition, previous research was done in the 
banking sector, while this research was carried out in the health sector, exactly hospitals. 

The objective of this study is to test the relationship between brand empowerment (BE), 
Employee Brand Understanding (EBU), Employer Brand Equity (EBE), Brand Psychological 
Ownership (BPO) And Corporate Branding (CB) in hospital employees of RSPAD Paviliun Kartika, 
it is expected this research can contribute to the theory or knowledge of human resource 
management and also provide quality services in the health industry.  
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RESEARCH METHOD  
Measurement on this study used the Likert scale on a scale of 1-5 (Bishop & Herron, 2015; Wu et al., 
2015). Where score one is very disagreeable (STS), score two disagrees (TS), score three between 
agreed and disagreed (ASTS), point four is agreed (S), and score five is very agreed (SS). The data 
used is a type of primary data, the collection of data using the survey method online with Google 
forms as many as once. The spread of the initial questionnaire (pre-test) to 30 respondents, resulted 
in 7 invalid statements, while the variables brand psychological ownership and employee brand 
understanding were declared valid. On the employee brand equity variable of 11 statements 2 
statements are invalid. Furthermore, on the brand empowerment variable of 5 statements only 4 are 
declared valid and the corporate branding variable from 20 statements 4 statements are stated 
invalid. Thus, out of a total of statements consisting of 58 statements, 51 statements are valid for 
questionnaire. 

Measurement of employee brand equity variables with eleven items adopted from study by 
King et al. (2012). Variable employee brand understanding is a mediated variable with a multi-
dimensional construction of thirteen items adopted from the study  Piehler et al. (2016). Variable 
brand psychological ownership with the construction of 9 items to measure three dimensions of 
brand psychologic ownership is adapted from the study Chiang et al. (2012). The brand 
empowerment variable with five one-dimensional items to measure the construction of brand 
empowering is adopted from the study Morhart et al. (2009). Next, a scale of twenty items to measure 
corporate branding construction is adopted from the study Chiang et al. (2013). 

The population for this research is the staff of the hospital, from the number of population 
can be taken samples to represent that of the RSPAD Paviliun Kartika staff, then the amount of 
samples of the research is 5 times the quantity of questionnaire questions, there are 255 samples (Hair 
& Brunsveld, 2019). Subsequently, the sampling technique uses the method of purposive Sampling, 
with the sample criteria being employees who work in RSPAD Pavilion Kartika have worked for at 
least 1 year, have a supervisor and have the status of a permanent employee. The study was 
conducted during the Covid-19 pandemic. 

Data analysis techniques use Structural Equition Model (SEM) with the help of Lisrel 
software to process and analyze data. while, to perform validity and reliability tests we use SPSS 
factor analysis. The validity test was performed using Kaiser Meyer-Olkin (KMO) and Measure of 
Sampling Adequacy (MSA). If the value of KMO and MSA is greater than 0.5 then the anylysis factor 
is already appropriate. Next, to test reliability using Cronbach's Alpha measurement, where the 
closer the Cronbahs Alpha value to 1, the better it will be. 

RESULTS AND DISCUSSIONS  
This research selected the staff on the RSPAD Pavilion Kartika as the subject of research. Based on 
the dissemination of questionnaires carried out online through Google Forms, it was gathered as 
many as 259 respondents who met the criteria set. The number of respondents was represented by 
pharmacists and nurses consisting of 228 respondents of Pharmacy, Nurses included 31 respondents, 
then respondents consisted of 152 female respondents and 107 male respondents with an average 
age of 17 to 26 years, which is as many respondents as 149 and final education average S1 to S2 that 
is as much as 131 respondents. 

This study tested the validity and reliability of the construction submitted by Hair & 
Brunsveld (2019) state that the measurement of construction validity in a study is valid and 
acceptable if the indicator on each variable has a load factor value of more than 0,50. Based on this, 
it can be stated that the measurement of construction validity in this study is acceptable and declared 
valid because most load factor values on each variable have values greater than 0.50. Only a few 
indicators that have a load factor value of less than 0.50 are the variable indicator EBE1 = 0.33, EBE2 
= 0.47, EBE3 =0.39, EBE5 = 0.29, variable EBU10 = 0,32, EBU12 = 0.36, variable BE3 = 0,48, variable 
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BPO2 =0.47. Next study, Hair & Brunsveld (2019) explains that construction reliability tests must 
meet several conditions, namely: construct reliability (CR) value more than 0.70 and extracted 
variance value (VE) above 0.50. Almost all variables in this study had a construct reliability (CR) 
value of more than 0.70 then the entire variable had a variance value extracted (VE) close to 0.50. 
Employee Brand Equity (CR = 0.812; VE = 0.472), Employees Brand Understanding (CR= 0.859; VE= 
0.368), Brand Empowerment (CR: 0.609; Ve = 0.351), Brand Psychological Ownership (CR : 0.836; VE: 
0.446), and Corporate Branding (CR ≤ 0.936; Ve: 0.515). 

This study performs a structural test analysis that works to find out the value of R2 on each 
equation. This is done to show the size of the independent variable in explaining its dependent 
variable, based on the results of SEM analysis that has been performed, obtained some results: First, 
the variable employee brand equity is influenced by the variables employer brand understanding 
and brand psychological ownership with a value of R2 is 0,58. According to the study, 58% of 
employee brand equity variants can be explained by employer brand understanding and brand 
psychological ownership variables, while 42% can be described by other variables not found in this 
study. Employee brand understanding is influenced by the brand empowerment variable with a R2 
value of 0.92. According to the study, 92% of employee brand understanding variants can be 
explained by the brand empowerment variable, and the moderation role of employer brand 
understanding in employee Brand Equity, while the remaining 8% can be described by other 
variables. Third, brand psychological ownership is influenced by the variable brand empowerment 
and corporate branding with a R2 value of 0.80. 80% of the variants of brand psychological 
ownership are influenced by the variables of brand empowerment and corporate branding, while 
20% can be explained by other variables. 

The study also conducted model suitability tests that most of the tests showed good 
suitability including Chi square, RMSEA, ECVI, AIC, CAIC, Fit Index, and Goodness of Fit. The 
results of the analysis showed that there was a model matching (goodness of fit) built in this study, 
although there was one item whose level of matching was at the marginal level of fit. Here are the 
results of the study depicted in the Figure 1, T-Value diagram: 

 
 

 
 
 
 

 
 

 

 

 

 

Chi-Square=1124.55, df=811, P-value=0.00000, RMSEA=0.039 
Figure 1. Path diagram T-Value  

 

Based on the path diagram T-Value in Figure 1 Chi-Squere and df showing the research can be 
continued or, in other words, the study is accepted, then the test of the hypothesis model can be 
shown as follows on Table 1: 
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EBE 
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4.57 

0.28 
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Table 1. Result analysis 

Hypothesis Hypothesis Statement T-statistic Information 

H1 
Brand empowerment has a positive effect on employee 

brand understanding. 
8.59 

Data supports the 
hypothesis 

H2 
Brand empowerment positive effect on Brand 

psychological ownership. 
0.58 

Data not supports the 
hypothesis 

H3 
Employee brand understanding positive effect on 

Employee brand equity. 
4.57 

Data supports the 
hypothesis 

H4 
Brand psychological ownership positive effect on 

Employee brand equity. 
0.28 

Data not supports the 
hypothesis  

H5 
Corporate branding has positive effect on Brand 

psychological ownership. 
3.86 

Data supports the 
hypothesis 

Based on the table 1, that explain result of hypothesis test, the majority of variables have a 
statistical t-value above 1.96 so the data in this study supports the research hypotheses made. The 
results of data analysis in Table 1, brand empowerment has a statistical t value of 8.59>1.96 so it is 
said to have a positive impact on Employee brand understanding. On the variable brand 
empowerment versus brand psychological ownership recorded t-value of 0.58<1.96 then this result 
is contrary to the hypothesis, because brand Empowerment has no significant impact on brand 
psychological ownership. The results of the employee brand understanding test positively 
influenced Employee brand equity because of the t-statistical value of 4.57>1.96. The fourth 
hypothesis is that brand psychological ownership over Employee brand equity is not appropriate 
because the statistical t-value of 0.28<1.96 is interpreted as having no significant influence. The fifth 
hypothesis is that corporate branding rated the t-statistic 3.86>1.96 to support the research 
hypotheses. 

Discussion 

The study aims to explore the relationship between Brand Empowerment (BE), Employee 
Brand Understanding (EBU), Employer Brand Equity (EBE), Brand Psychological Ownership (BPO) 
and Corporate Branding (CB). Thus, this study found some results, namely on the first findings, 
showing that brand empowerment has a positive relationship to employee brand understanding. 
The stage in realizing brand empowerment is by improving the employee’s understanding of the 
brand where they work according to their needs as well as the empowering of brands in the field of 
health because the presence of pandemics for the moment is a very important part in dealing with 
health dynamics, the existence of Brand Empowerment can give customers confidence to the hospital 
to surrender all activities that deal with their health. As part of the process of brand empowerment 
in the organization, employee brand understanding can be said to need to be developed according 
to the conditions at the time of the covid-19 virus pandemic in order to understand the conditions 
and needs of customers such as the presence of strict care for visitors as well as the availability of 
complete tools to detect the virus to increase customer confidence in the hospital. The findings in 
this study are in line with the Altaf & Shahzad (2018) study that argues empowered employees are 
more confident in their ability to contribute to brand success, making brand empowerment an 
important part of brand success. 

Furthermore, the findings of both brand empowerment and brand psychological ownership 
have been linked to the outcome of unsupported data. The findings indicate that in the brand 
empowerment of hospital employees who have their own SOP, it does not affect their performance 
towards brand understanding. Their sense of responsibility for the good name of the brand makes 
brand empowerment have no influence on their individual performance in delivering the brand 
where they work. These results are supported by research Mokhtar et al. (2018) found no influence 
between brand empowerment variables and brand psychological ownership in the Islamic banking 
sector. The results of past studies discussing the relationship between brand empowerment and 
brand psychological ownership have a significant positive effect on the Pakistani banking sector, this 
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is because banking requires brand empowerment from each individual to create a sense of 
ownership so that employees can make decisions independently in carrying out their work 
according to their responsibilities (Altaf & Shahzad, 2018). In this study, brand empowerment and 
brand psychological ownership had one indicator that was not accepted while in the research Altaf 
& Shahzad (2018) all indicators on these variables are accepted. The brand empowerment 
relationship was tested in various industrial sectors and in various countries. Brand empowerment 
in this study is that the health sector has results that have a positive effect but the data proves the 
results are not supported for brand psychological ownership, which means brand empowerment 
has no effect on a sense of ownership so that in this case hospitals need to emphasize employees on 
empowering their brand so that a sense of ownership their employees do not affect their 
performance. In the case of the Korean hospitality industry, brand empowerment was tested with 
employee commitment and satisfaction and found results where there was a significant relationship 
with employee commitment and not significant with satisfaction (Lee et al., 2006; Lytle et al., 2015), 
and the relationship was significant in studies on the case of fast-moving consumer goods in Asia 
(Kaufmann et al., 2012). 

The third finding is that employee brand understanding has a positive relationship with 
employee brand equity where job characteristics have a positive relationship with employee 
understanding. Employee brand understanding has a good impact on the company, employees who 
understand the company brand will have performance or equity that is in line with their 
understanding of the company brand where they work. In this study, hospitals can make pandemic 
conditions a form of threat that bring opportunities that can be taken as business development 
loopholes in the health sector, such as developing employee brand equity which can be developed 
through continuous activities so that employees can feel experienced in their work. and they will 
tend to be more responsible and give their best for their work. Previous studies also support the 
findings of this study, namely research Altaf & Shahzad (2018)where employee brand understanding 
has a significant and positive effect on employee brand equity. The existence of employee brand 
understanding has an effect on employee brand equity which means that employee understanding 
of brands can increase employee brand equity towards company branding or branding where they 
work (Xiong et al., 2013; Altaf & Shahzad, 2018; Altaf, Mokhtar, & Ghani, 2019; Altaf et al., 2019).  

The fourth finding, the relationship between brand psychological ownership and employee 
brand equity, this finding has data results that do not support the hypothesis. in this study hospitals 
can encourage their employees to always give a good image of their hospital, this can be started from 
each individual who adjusts to the image of their hospital so that customers can judge for themselves 
through their behavior in providing services as promised by the hospital against them. The findings 
of the study support job characteristics where core job characteristics (autonomy) affect critical 
psychological states which in turn affect employee personal outcomes. In line with Mokhtar et al. 
(2018) also examined the employee brand equity variable. In this study, employee brand equity also 
had data results that were not supported by other variables in Islamic banking. This relationship is 
a reflection of social exchange theory in which organizations provide empowerment to employees 
and in response to demands for higher levels of employee brand equity. The relationship is 
supported because brand-related empowerment or autonomy gives employees a sense of ownership 
which directs employees towards a higher level of brand equity (Altaf & Shahzad, 2018). Meanwhile, 
the results in this study of psychological brand ownership and employee brand equity in different 
sectors, namely the health sector, prove that the data is not accepted. The results of this study are not 
in accordance with the research conducted (Altaf & Shahzad, 2018) which states that psychological 
brand ownership has a positive and significant effect on employee brand equity in this study. It is 
known that all indicators are accepted in the validity test, but in this study one indicator of brand 
psychological ownership is not accepted. In addition, in the employee brand equity variable, there 
are four indicators. which is not accepted. Previous research also supports the research findings 
(Altaf & Shahzad, 2018) where psychological brand ownership has a significant effect on employee 
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behavior that reflects brand value (Chiang et al., 2012; Chiang et al., 2013; Chang et al., 2015) 
according to the results of this study, brand psychological ownership and employee brand 
understanding mediate the relationship between brand empowerment and employee brand equity. 

The fifth finding in this study is that corporate branding has a positive relationship with 
psychological brand ownership. It was concluded from the analysis that in order to influence 
corporate branding, a company's employee brand must first help employees identify corporate 
branding by developing a sense of belonging (brand psychological ownership) to the company. For 
company managers, this is valuable insight into how employees think, belong, and behave in the 
workplace, especially in relation to the company's brand. This research leads to the understanding 
that corporate branding practices affect employees' cognitive awareness of the brand of the company 
they work for (Ozdemir et al., 2020). The results of this study are in line with previous research, 
namely research put forward by Hsu-Hsin Chiang et al. (2013) in this study explained that interactive 
companies can make employees feel ownership of the brand (brand psychological ownership). In 
addition, this research suggests that the effect of corporate branding on brands is not as strong as the 
effect of corporate branding on brand psychological ownership. 

 

CONCLUSION  
This research has proven all hypotheses that have been built that there is a relationship between 
Brand Empowerment (BE), Employee Brand Understanding (EBU), Employee Brand Equity (EBE), 
Brand Psychological Ownership (BPO), and Corporate Branding (CB). The first finding proves that 
brand empowerment has a positive impact on employee brand understanding. This is because 
individuals who know brand empowerment where they work will directly understand the brand 
meaning of the place in this case, namely the hospital. It can be said that employees who know brand 
empowerment mean having an understanding of the meaning of the brand for the hospital where 
they work. either will increase employee brand understanding of their environment. In addition, 
there is a positive relationship between employee brand understanding and employee brand equity 
where it can be explained that employee brand understanding (EBU) affects their brand equity or it 
can be called employee brand equity. Brand empowerment (BE) is known to have an influence on 
the relationship between employee brand ownership (BPO) and their environment, but these 
findings have unsupported data results, brand empowerment will influence employee brand 
understanding (EBU) and brand ownership (BPO). towards the brand where they work or in this 
case, the hospital. Furthermore, in this study, brand psychological ownership (BPO) also has an 
impact with data results that are also not supported on employee brand equity (EBE). Then, we find 
something new in the relationship between corporate branding (CB) and brand psychological 
ownership (BPO) and prove that corporate branding (CB) has a positive and significant effect on 
brand psychological ownership (BPO). in the health sector is different from previous studies that 
focused on other sectors. In this study there are limitations or limitations that are expected to be 
updated and improved by further research. First, this research cannot be generalized as research 
conducted to represent Indonesia, because the scope of the locations listed is only one hospital, it is 
hoped that future research can represent this research for all hospitals in Indonesia. Second, this 
research focuses on only one sector, namely the health sector such as hospitals. So that the results of 
this study are not confirmed to be the same as the results of other studies if carried out in different 
industries. Third, this study analyzes and links the relationship between corporate branding (CB) 
and brand psychological ownership (BPO). It is recommended for further research to develop how 
corporate branding (CB) has other positive influences through other variables, such as employee 
empowerment, innovative behavior, and employee attitudinal. Managerial implications in this study 
can be carried out on hospital employees as a form of improvement in the role of employees towards 
the hospital. First, it can be seen from the results of employee brand understanding data that has an 
important role, therefore hospitals need to maintain employee understanding of the brand with an 
appeal to always provide a positive image. outside and inside the hospital, apart from that it is 
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necessary to maintain employee brand empowerment towards the hospital and their performance 
as well as an understanding of realizing services in order to provide a good image to customers, 
hospitals also need to pay attention to brand psychological ownership of employees by providing 
training or giving rewards the best for those who are able to carry out their duties professionally and 
in accordance with the promises given by the hospital to customers also grow their self-confidence 
and sense of responsibility for their work so that they are able to have a good influence that can 
increase their equity in carrying out their work, this can show brand-related behavior that better 
represents brand values. 
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