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Abstract: Nowadays corporate brand is one of the most important invisible assets of organizations. A 
strong corporate brand has many benefits for organizations. Many studies emphasized the effect of 
brand on customers, but the few studies examine effect of brand on employee’s behavior. Thus, in 
this research, we examine the impact of corporate branding on organizational citizenship behavior. 
This research was done on food industries of Iran. A number of companies with well-known brands 
were selected, which 211 managers and assistants were eligible to response. The Statistical sample 
was 60 employees of population. This research is an applied research. In this paper, we review 
previous studies and experts from the food industry, we have identified factors that influence 
organizational citizenship behavior and based on these factors, hypothesis testing was set. The results 
illustrated that there is a positive and significant relationship between corporate brand and 
organizational citizenship behavior. Although there is no significant relationship between corporate 
brand and individual initiatives. But there is a positive and significant relationship between corporate 
brand and other organizational citizenship behavior dimensions (helping behaviors, organizational 
obedience, loyalty, sportsmanship, social manners, self development). 
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INTRODUCTION 

 
 Nowadays, many organizations face increased employee absenteeism, reduced job satisfaction, lack of staff 
accountability. Employees of these organizations consider their jobs as a source of income and are indifferent 
toward goals to the organizations’ goals. No one is willing to shame for his work place. (Mohammadi 
Moghanaki, 2009) So corporate brand has a better external effect, increases job satisfaction, and provides 
suitable areas for manifesting organizational citizenship behavior.  
 Organizational citizenship behaviors include optional behaviors of staffs that are not their official tasks and 
will not be awarded, but they will increase effectiveness of organization. Regarding to the benefits of these 
behaviors for an organization, many researches noticed this field during last three decades. This research studies 
the role of corporate brand in demonstration of organizational citizenship behavior. 
 
Literature Review:  
Corporate Brand:  
 As most companies continue to mature and competition within industries grows fiercer, companies will not 
succeed purely on the basis of what products or services they offer. (Keller, Richey, 2006).  Marketing theories 
suggest that corporate branding will boost the consumer awareness about the products as well about the 
corporation. (Aitzaz, Arshad, 2008). 
 A growing field of research on corporate branding is emerging in the same pace as an increasing number of 
companies talk about corporate branding as a central management strategy. (Morsing , 2006) Some authors even 
claim a generic shift of emphasis from line branding to corporate branding. (Fiedler, Kirchgeorg, 2007). 
 While brand associated to a product/service while corporate brand as a cluster of functional and emotional 
values which promises managers, stakeholders, employees and customers a particular experience. (Sheikh, 
2008). Yu Xie and Boggs (2006), claiming that corporate branding builds upon the tradition of product 
branding. 
 Corporate branding consists of more intangible attributes such as organizational characteristics. Corporate 
brands represent the producer of the product/service while product brand represent the product or the service 
itself. This raises the level of corporate brand above the product brand as the perception of the company. 
According to Aaker corporate brand in comparison to product brand has a richer heritage with strategic vision, 
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leading to long-term strategy. (Johansson, Rashidzadeh, Azar, 2010). Corporate branding is derived from two 
words "brand" and "organization". 
 According to American Marketing Association a brand is defined as “a name, term, sign, symbol, or design, 
or combination of them, intended to identify the goods or services of one seller or group of sellers and to 
differentiate them from those of competitors.” (Rahaman, 2008). 
 Brands are among the most important intangible assets possessed by firms, contributing to greater value and 
market Success. (Sääksjärvi Maria & Saeed Samiee., 2011). 
 “Corporate” originates from the Latin term corpus, which means body. The derived verbum is “incorporate” 
which is typically used in the meaning of integrate or unite. 
 A corporation refers to a company or an organization in the sense of a group of people, who act like one 
body.  (Morsing , 2006). Companies rarely focus on what leads to a successful corporate brand, concentrating 
their energy instead on their individual brand name products. (Ind, 1997). 
 

MATERIALS AND METHODS 
 
Organizational Citizenship Behavior (OCB): 
 As the businesses confront dynamic and unforeseen contingencies that require the employees to work 
beyond the employment contract, employees’ extra-role behavior is gaining significance. (Bhal  Kanika T., 
2006). In other hand more than four decades ago, Katz (1964) argued that organizations cannot succeed by 
relying strictly on the performance of behaviors delineated in job descriptions. (Bowler, Wm, Halbesleben, Paul, 
2010). Thus in recent times, there has been a lot of research conducted on behaviors that are desirable yet 
informal. Organizational Citizenship Behavior (OCB) has been identified by the researchers having considerable 
financial, nonfinancial, short-term, and long-term outcomes that lead to organizational efficiency and 
effectiveness. (Andaleeb, Shahjehan, Zeb and Saifullah, 2011). The term organizational citizenship behavior to 
refer to “employee  behavior that contributes to the broader organizational, social, and psychological  
environment in the work context. These behaviors tend not to be perceived as in-role or as part of an employee’s 
job and tend not to lead to formal organizational rewards”.  (Karam, 2011). 
 A very important distinction between task activities and citizenship activities is that task activities are 
typically different for different jobs, whereas citizenship activities are similar across jobs. (Maarleveld, 2009)  
The greater the employees willingness to volunteer, the higher the organization s flexibility and ability to realize 
its business objectives. (Yaniv, Steeiner Lavi, Siti, 2010) . 
 Regarding to the previous researches, it seems that experts are not consentaneous about dimensions of 
organizational citizenship behavior. 
 For example Organ (1988) has provided five dimensions including: altruism or helping behaviors, 
conscientiousness, sportsmanship, civic virtue and courtesy. Some researchers have also divided OCB into two 
types including behavior that is directed at individual (OCBI) and organization (OCBO) level. (Zeinabadi, 2010) 
Moorman and Blakely (1995) created an instrument based on the four dimensions proposed by Graham (1989). 
These dimensions are interpersonal helping, individual initiative, personal industry, and loyal boosterism. 
(Vondey, 2010) Podsakoff organized the different constructs of OCB into seven common dimensions: helping 
behavior, sportsmanship, organizational loyalty, organizational compliance,  individual initiative, civic virtue, 
and self-development. (Kim, 2006). 
 According to the previous researches, it seems that experts are not consentaneous about dimensions of 
organizational citizenship behavior. In an integrated study about previous researches and polling from related 
experts and professors, 16 dimensions of organizational citizenship behavior were recognized and the designed 
questionnaire was distributed among managers of food industries. Seven dimensions of organizational 
citizenship behavior in this study were selected by this questionnaire that includes: (Helping behaviors, 
organizational compliance, organizational loyalty, sportsmanship, civic virtue, individual initiatives, self 
development). 
 
Helping Behavior:  
 Helping behavior has become very important in modern organizations. (Qureshi, 2011)  These behaviors 
include voluntarily aids and prevention of work-related problems. The first part (voluntarily aids) includes 3 
dimensions: altruism, intercession, and encouragement, which were suggested by Organ (1988). Interpersonal 
aids, interpersonal facilitation, and help to others express these behaviors. The second part demonstrates helping 
to others by preventing work problems. (Sobhaninejad, Youzbashi & Shateri, 2010). 
 
Organizational Compliance:  
 It includes carrying out tasks conscientiously, responsibility, showing respect for organizational rules (e.g. 
punctuality), showing a  positive attitude, using company resources responsibly, and trying to keep promises  
made to customers.  
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Organizational Loyalty:  
 It indicates promotion of the firm to third parties (e.g. an employee may speak favorably about the firm to 
others both  inside and outside the organization), protection and defense against external threats,  and 
commitment to the firm even in adverse circumstances. (Varela, Garcı´a Garazo, 2006). 
 
Civic Virtue:  
 This parameter reflects those behaviors that point to participation in the affairs of organization. Civic virtue 
includes behaviors such as participation in extracurricular activities, support the development and changes 
offered by managers and awareness of corporate announcements. (Bahari far, Javaheri kamel, 2010). 
 
Self Development:  
 George & Brief defined self development as individual's voluntary participation in activities that improve 
his knowledge and skills and abilities. (Sobhaninejad, Youzbashi & Shateri, 2010). 
 
Sportsmanship: 
 In this dimension, staffs decrease complains, reproach, cavil, nag and criticism in organization and serve 
most of their time to organizational activities. (Hoveyda, Naderi, 2009). 
 
Individual Initiatives:  
 Voluntary behaviors such as creative and innovative activities to benefit organization, insist on working 
with double the effort and enthusiasm, volunteer to accept additional responsibilities, encouraging colleagues to 
do works, innovative design to improve personal tasks and organizational performance are all samples of self 
initiatives. (Sobhaninejad, Youzbashi & Shateri, 2010). 
 
The Effect of Corporate Brand on Organizational Citizenship Behavior: 
 Although there has been little published research to the impact of corporate brand on organizational 
citizenship behavior, but there are some studies about the effect of organization brand or popularity on staffs, 
which we explain a brief here. 
 Increasing competition in the business world led organizations to develop unique and differentiated 
resources to gain a competitive edge over their rivals. Nowadays, corporate success depends more on intangible 
assets of a company than on the traditional physical and financial indicators. (Alniacik, Cigerim, Akcin, 
Bayram, 2011) . Much attention has been paid recently to corporate brands and corporate reputations. Although 
companies go to great lengths to enhance their image in the minds of consumers, investors, employees and other 
constituencies. (Ormeno, 2007). 
 Employee’s perception on organizational reputation is strongly associated with employee engagement. 
Employees with more favorable evaluation of organizational reputation are more likely to reciprocate with a 
greater level of engagement in the organization. Employees with good feelings towards the company, such as 
admiration, trust, and respect, would be more willing to engage in and be more attentive to organizational 
activities. (Men Linjuan, 2012) Brand loyalty promotes organizational commitment and other organizational 
citizenship behaviors. (Love, Singh, 2011) . A negative employee view of corporate reputation will lead to 
employee dissatisfaction and turnover. (Chun, Davies 2010) . The results show that individuals who work for 
companies with better social and workplace reputations are willing to sacrifice more. (Auger, 2011). 
 Organizational reputation is an indicator of the organization’s ability to attract talented people. (Hamori, 
2003) Cable and Turban (2003) argued that “individuals were willing to pay a premium in the form of lower 
wages to join firms with positive reputations”. 
 
Results: 
Research Framework and Hypotheses: 
 In this study, corporate brand is independent variable and organizational citizenship behavior parameters 
(helping behaviors, organizational obedience, loyalty, sportsmanship, social manners, self initiatives, self 
development) are dependent variables. A questionnaire was designed to examine hypotheses. Employees of 
companies in the food industry respond to the questionnaire. Cochran formula was used to determine the sample 
size. The sample size for this study with error 0.1 and a confidence level of 95% was 59. 60 samples were used 
in this study. 
 

n = 
𝑁𝑁.𝑝𝑝𝑝𝑝 .𝑢𝑢

1−𝛼𝛼2

2

𝑁𝑁.𝜀𝜀2+𝑝𝑝𝑝𝑝 .𝑢𝑢
1−𝛼𝛼2

2                            n = 211∗0.3∗0.7∗(1.96)2

211∗(0.1)2+0.7∗0.3∗(1.96)2 = 58.37 
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Reliability:  
 Before testing the research hypotheses, we made some preliminary analyses to control the reliability of the 
measurement scales. Scale reliability was assessed by Cronbach’s Alpha coefficient. The Cronbach’s Alpha 
coefficient all exceed 0.831, above the conventional acceptable level of 0.7 and thus, are adequate. 
 
Table 1: Cronbach’s Alpha coefficient. 

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items 
.813 .827 30 

 
Data Analysis: 
 The mean age of respondents was 30 years 60% were female and 40% were male and 73% had at least a 
bachelor’s Degree. A survey was conducted in June 2012. The population of this research was all managers, 
assistants, and experts of some famous Iranian food companies, which were about 211 persons. Designed 
questionnaires were distributed among 60 individuals from population. 
 In this study, the first main hypothesis and 7 sub-hypothesis was used. SPSS was used for data analysis. 
Nonparametric test (chi square distribution) was used to test the hypotheses and priority of factors was 
determined by Choproff correlation coefficient.  
 
Hypothesis 1:  
 There is a significant relationship between corporate brand and helping behaviors. 
 
Table 2: Result of Hypothesis 1. 

Correlation coefficient Accepted Significance level Pearson Chi-Square 
0.705 Yes 0.015 25.007 

 
 As we see in the table 2, Due to the significant level (0.015) is less than 0.05, correlation coefficient is not 
zero and the hypothesis is accepted and correlation coefficient is 0.705. Thus, there is correlation between these 
two variables; there is a significant relationship between corporate brand and helping behaviors. 
 
Hypothesis 2:  
 There is a significant relationship between corporate brand and organizational obedience. 
 
Table 3: Result of Hypothesis 2. 

Correlation coefficient Accepted Significance level Pearson Chi-Square 
0.755 Yes 0 38.319 

 
 As we see in the table 3, Due to the significant level (0) is less than 0.05, correlation coefficient is not zero 
and the hypothesis is accepted and correlation coefficient is 0.755. Thus, there is correlation between these two 
variables; there is a significant relationship between corporate brand and organizational obedience. 
 
Hypothesis 3:  
 There is a significant relationship between corporate brand and sportsmanship. 
 
Table 4: Result of Hypothesis 3. 

Correlation coefficient Accepted Significance level Pearson Chi-Square 
1 Yes 0 66.602 

 
 As we see in the table 4, Due to the significant level (0) is less than 0.05, correlation coefficient is not zero 
and the hypothesis is accepted and correlation coefficient is 1. Thus, there is correlation between these two 
variables; there is a significant relationship between corporate brand and sportsmanship. 
 
Hypothesis 4:  
 There is a significant relationship between corporate brand and organizational loyalty. 
 
Table 5: Result of Hypothesis 4. 

Correlation coefficient Accepted Significance level Pearson Chi-Square 
0.821 Yes 0 35.29 

 
 As we see in the table 5, Due to the significant level (0) is less than 0.05, correlation coefficient is not zero 
and the hypothesis is accepted and correlation coefficient is 0.821. Thus, there is correlation between these two 
variables; there is a significant relationship between corporate brand and organizational loyalty. 
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Hypothesis 5:  
 There is a significant relationship between corporate brand and individual initiative. 
 
Table 6: Result of Hypothesis 5. 

Accepted Significance level Pearson Chi-Square 
NO 0.301 10.642 

 
 As we see in the table 6, Due to the significant level (0.301) is more than 0.05, the hypothesis is not 
accepted. There is no significant relationship between corporate brand and individual initiative. 
 
Hypothesis 6:  
 There is a significant relationship between corporate brand and civic virtue. 
 
Table 7: Result of Hypothesis 6. 

Correlation coefficient Accepted Significance level Pearson Chi-Square 
0.696 Yes 0.002 30.321 

 
 As we see in the table 7, Due to the significant level (0.002) is less than 0.05, correlation coefficient is not 
zero and the hypothesis is accepted and correlation coefficient is 0.696. Thus, there is correlation between these 
two variables; there is a significant relationship between corporate brand and civic virtue. 
 
Hypothesis 7: 
 There is a significant relationship between corporate brand and self development. 
 
Table 8: Result of Hypothesis 7. 

Correlation coefficient Accepted Significance level Pearson Chi-Square 
0.766 Yes 0.037 20 

 
 As we see in the table 8, Due to the significant level (0.037) is less than 0.05, correlation coefficient is not 
zero and the hypothesis is accepted and correlation coefficient is 0.766. Thus, there is correlation between these 
two variables; there is a significant relationship between corporate brand and self development. 
 According to the results of theoretical research model is shown in this figure. 
 
Results: 
 Corporate brand is one of the important assets. Managers must engross their notice to improve corporate 
brand image in minds of their staffs. Therefore, in this study, we have examined the effect of corporate brand on 
organizational citizenship behavior. Data for this study were collected from the employees of food companies. 
 Using the results of the analysis of the first questionnaire was answered by managers of food companies, 
seven factors were considered as the factors of organizational citizenship behavior. 

 
Fig. 1: Conceptual Research Model. 
 
 Helping behaviors, organizational obedience, loyalty, sportsmanship, social manners, self initiatives, self 
development. 
 According to the analysis of data from the second questionnaire, six hypotheses are confirmed with 
different intensity. But hypothesis 6, the relationship between corporate brand and individual initiatives are not 
approved. Employees of their corporate brand image, has a positive effect on behavior beyond their role in the 
organization. According to the survey results, the corporate brand has the greatest impact on the employees' 
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sportsmanship, after that corporate brand effect on self development, organization obedience, helping behaviors, 
and social manners. 
 
Discussion: 
Theoretical and Managerial Implications: 
 Employees with positive feelings towards the brand have positive effects for the organization and 
employees. According to the findings of this research, organizations can improve their brand strength and 
organizational citizenship behavior: 
- Meetings held in the organization should be analyzed pathologic and employees are encouraged to attend 
and participate in these meetings. Employees are encouraged to submit suggestions and these will be collected at 
the specified time period, it is useful and practical recommendations to be implemented. 
- All problems of employees should be noticed by their managers and Colleagues to promote cohesion and 
sympathy spirit and mutual esteem and to increase organizational citizenship behavior. Group efforts and 
activities should be noticed to promote mutual esteem atmosphere and improve performance. 
- Successes, honors, and good news about corporate brand should be informed to others and staffs to increase 
their satisfaction about cooperation with their organization. 
- According to the results of this research, the cost of the brand is a profitable long-term investment, which 
views of employees should be considered. At specified times, the image of y brand in the minds of your 
employees are analyzed. A survey should be done regularly about the image of brand and then its faults and 
problems should be removed. Be sure the best way to achieve the desirable brand image in the minds of 
consumers is modification and promotion of brand entity in the minds of your staffs. 
 
Limitations and Suggestions: 
 Our research is not without limitations. In describing these limitations, we  simultaneously suggest 
directions for future inquiry. 
- In this study, the effect of the corporate brand on employee behavior has been studied. It is suggested to 
study the effect of corporate brand on behaviors of staffs, external stockholders such as customers, suppliers, 
and investors simultaneously. 
- The role of interface elements (such as job satisfaction, perceived value, esteem sense, etc.) between the 
brand and organizational citizenship behavior has not been studied in this research, which this is deferred to 
future researches. 
- Since the study was conducted in Iran, it might not be generalizable to other cultural settings. Therefore, it 
is suggested to implement the research in other countries. 
- In most studies by questionnaires, there are problems such as communication with responders, creating a 
sense of trust and eliminating their fear and anxiety. So, it is better to use other methods in addition to this 
method to collect data. 
- Data of this research was taken from food companies, which is dependent to its specific environment. 
However, it is recommended to do this research in other industries (hospital, metal, etc). 
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