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This study attempts to explore the dimension of internal brand citizenship

behavior in Malaysia. As there is a dearth of research in understanding
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dimension of such behavior considered utmost important especially in facing

this challenging business horizon. The random survey of 288 hotels

employees of three to five star hotels from four major states in the northern

region of Malaysia revealed that brand citizenship behavior is best explained

by multidimensional concept. The study revealed that, brand citizenship

behavior consists of helping behavior, sportsmanship, self-brand-development

and brand endorsement. Contribution, limitation and future research also

were addressed at the end of the discussion.
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1. Introduction

Internal brand behavior is rarely being discussed especially in academic literatures. In

the last decade, brand management strictly focused from the perspective of customers

which is directed to understand customer V Behavior better towards the brand. Keller

(1993) was one of the most cited literatures in brand equity that le G VZ istemer-Based

Brand ET X LMBBE) theory ZKLFK FRQFHUQHG RQ béavoreentfiuted HU V 1

to a long term brand survival. However, in this challenging millennium, to sustain the
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