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PRELIMINARY INVESTIGATION TO OPERATIONALISE EMPLOYEE BRAND EQUITY  
 

Ceridwyn King, Griffith University, Australia 
Debra Grace, Griffith University, Australia 

 
ABSTRACT 

 
This paper builds on the internal brand management literature and, in particular the concept of “employee brand equity” to 
commence preliminary investigation into the conceptualisation and operationalisation of this construct. The development and 
validation of the Employee Brand Equity (EBE) scale followed a 3 stage process, including 4 data collections using a total of 
755 respondents. The exploratory data analysis indicates that the resulting 11-item (3-factor) EBE scale has face, content, 
convergent, discriminant validity and the EBE scale is reliable across the samples. The EBE scale is a multidimensional, yet 
parsimonious scale that has the potential for significant use in the development and testing of internal brand management 
theory, as well as a key performance measure for practitioners seeking greater accountability.   
 
  


