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Abstract:

These days, many organizations are pushing their large investments towards branding in
order to have a strong and valuable brand, with the idea that brand concepts and values
reach their audiences through communication and advertising and create a more appropriate
and superior identity in the audience's mind. Be slow with competitors because they believe
customers' minds play a key role in their decision to buy. But the coin also has a different
side, where each employee of the organization as a product or service element will be the
point of contact or impact on customers and each other, and sometimes more than
advertising on customers. Therefore, the importance of internal branding is becoming
increasingly evident. The purpose of this study was to investigate the effect of relationship
between brand orientation and internal brand mechanisms on employee behavior in brand
building through interoperable communication. The professors, administrators and staff of
Hakim Sabzevari University were considered as the research population and 117 persons
were selected randomly and a questionnaire was distributed among them. The extracted
data were analyzed using structural equation modeling and Amos software. The findings
showed that there is a positive significant relationship between brand orientation and
internal brand mechanisms on the one hand and internal brand mechanisms and employees
behavior on the other. However, inter-functional communication cannot directly influence
employee behavior in brand building, due to the lack of direct relationship between inter-
functional communication and employee behavior in brand building.



