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ABSTRACT

A conceptual model was proposed for examining the mediating effects of organizational
identification on the relationship between employer brand and employee voice. The research
model was tested empirically using data collected from 276 humanitarian workers in Jordan
through questionnaire. The findings supported the proposed hypotheses that organizational
identification mediates the relationship between employer brand and employee voice. This paper
adds significant contributions to the knowledge base and related theoretical and practical
implications for the humanitarian organizations since it the first time the relationship between
employer brand and voice behavior is investigated, using the job demand resource model.
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INTRODUCTION

One of the key managerial issue organizations strive to promote inside their premises is
encouraging their employees to share their ideas and information beyond their essential tasks
and responsibilities (Detert & Burris, 2007). This is because employee voice behavior is vital for
improving companies’ performance and productivity (Kim et al.,, 2010). Therefore, a
considerable academic and professional effort is dedicated to understand employee voice and the
ways it can be stimulated inside their organizations. In this study, our major focus is on the
mechanism by which people exercise voice behavior. In particular, we will investigate the
impact of the employer brand on employee voice behavior that has not been investigated yet,
taking into consideration the mediating impact of organizational identification.

Employer brand is an institution (Ta’Amnha, 2020) that comprises of several benefits,
mainly functional, economic, and social those are offered by the employing organizations
(Berthon et al., 2005). This effort is conducted to promote positive job attitudes and outcomes
among current employees (Kaur et al., 2020), and to improve the effectiveness of the
recruitment efforts (Heilmann et al., 2013). Employer brand reflects the development of
psychological contract (Backhaus & Tikoo, 2004) which evidently impacts the organizational
performance positively (Biswas & Suar, 2016; Tumasjan et al., 2020), that therefore it receives a
considerable effort from scholars and practitioners.

Employee voice behavior is an extra-role performance exercised by employees when
they find opportunities to enhance the operations and performance of their organizations, or to
protect them from harmful activities (Hirschman, 1970). Literature reveals that employee voice
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leads to various sought after results such as enhancing the performance of organizations (Kim et
al., 2010).

The organizational identification refers to the cognitive association between the
definition of the organization and self-definition of employees (Dutton et al.,, 1994).
Organizational identification improves the emotional response to one’s job and organizations
(Lee et al., 2015), and affects the employee’ sense of self-worth (Dutton et al., 1994). People
tend to identify themselves with their organization based on their perception and evaluation of
the benefits, experience, and values they get from their organizations. Therefore, when
employees receive numerous resources from their organizations, that are represented by the
employer brand values in this study, they perceive their organizations positively, and therefore
they tend to attach their identities with their organizations. Consequently, they are more likely to
show active voice behavior, because they consider the success of their organizations as a part of
their self-worth and success.

The significant of this research stems from the lack of research in respect of the factors
of interest in this study. Indeed, the relationship between employer brand, as a key predictor, and
employee voice behavior as a dependent factor is still empirically uninvestigated. In addition,
there are few studies that investigated the antecedents and consequences of the employer brand
(Charbonnier-Voirin et al., 2017). Moreover, this research response to the call of investigates
voice behavior to reveals new other important antecedents that are not examined yet (Tangirala
& Ramanujam, 2008).

This study is taking place in the humanitarian sector where workers retention is a key
issue of these organizations (Korff et al., 2015; Loquercio et al., 2006; Korff, 2012). This is
because they are located in risky places (Heyse, 2016), that therefore affect their workers
physical and psychological health (Curling & Simmons, 2010). In addition, the uncurtaining in
working environments requires ongoing contributions from workers to enhance their
organizations’ responsiveness, adaptability, and operations. Accordingly, we expect that the
results of this research will enhance the ability of the humanitarian organizations in
understanding their employees career motives and desirable workplaces, that thus improving
their attractiveness in the eyes of their workers and boosts their positive job attitudes (Benraiss-
Noailles & Viot, 2021).

The remainder of this study is organized as follows. Section 2 presents the previous
literature and hypotheses development. Section 3 presents the research methodology. Section 4
presents the results and discussions. Section 5 presents the conclusion by providing the
theoretical and practical implications. Finally, Section 6 presents the limitations and directions
of future studies.

LITERATURE REVIEW
Theoretical Underpinning

To meet the objective of this study, three key theories are employed to underpin this
research and explain its results, namely job demand resource (JD-R) model (Bakker et al.,
2005), self-identify theory (Tajfel et al., 1979), and Social Exchange Theory (SET) (Homans,
1958; Cropanzano & Mitchell, 2005).

According to the JD-R model, each job has two key categories: Job demands and job
resources. Job demands refers “to those physical, social, or organizational aspects of the job that
require sustained physical or mental effort and are therefore associated with certain
physiological and psychological costs.” (Bakker et al., 2005). Whereas, job resources refer to
“those physical, psychological, social, or organizational aspects of the job that (a) are functional
in achieving work goals, (b) reduce job demands and the associated physiological and
psychological costs, or (¢) stimulate personal growth and development.” Bakker, et al., (2005).
In this research, we believe that the employer brand values offered by organizations such as
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social support, training and development, and well-being support enable their employees to meet
their jobs responsibilities and challenges in a very effective way and deals with the associated
stress very well.

According to the self-identity theory, individuals tend to identify themselves with
certain group of people when they evaluate them favorably and positively. When one’s company
is perceived as the employer of choice because of the values and experiences it offers, this
therefore enhances their desire to attach themselves with their organizations since they believe
that their self-worth stems from their workplace attractiveness. In other words, we believe that
by offering employer brand values, employees are more likely to show organizational
identification job attitudes.

According to the social exchange theory, when people get support from their
organizations they feel indebted to support them in return. In other words, when companies
work in creating and promoting positive workplaces by offering several sorts of support and
experiences, employees feel indebted to their organization so they offer their voices and ideas to
enhance the performance of their organization and to protect it from any adverse consequences
(Sukumaran & Lanke, 2020). In this research, we propose that the associated values of employer
brand such as training and development enhance the quality and quantity of employee voice.

Hypotheses Development
Employer Brand and Employee Voice

Voice is a voluntary behavior initiated by employees when they find a chance for
improvement, or to protect their organizations from harmful consequences (Hirschman, 1970).
When employees share their ideas with their organizations, several benefits are attained such as
solving organizational problems more effectively (Detert & Burris, 2007), improving the quality
of customer services (Lam & Mayer, 2014), that thus enhancing the productivity of
organizations (Kim et al., 2010). Therefore, understanding the constructive active voice behavior
is one of the key topics that capture the attention of practitioners and organizations. VVoice was
studied from several perspectives such as psychological safety supports (Dyne et al., 2003),
leadership (Detert & Burris, 2007), and perceived organizational support (Ta’Amnha et al.,
2021). In this study, we will investigate the impact of a novel managerial strategy i.e., employer
brand on the employee voice.

Employer brand consists of several distinctive Employment Value Propositions (EVPS)
that aims at enhancing the working experiences of current employees, that also represent a
promise to potential highly qualified employees (Benraiss-Noailles & Viot, 2021). Recently,
Ta’ Amnha (2020) conceptualized employer brand as an institution that comprise of three pillars
that lead to institutionalize employer brand in organizations and provide it with the required
legitimacy to compete over the organizational resources. These pillars are: Regulative (such as
HR policies and producers, job descriptions and employment contracts), normative (such as
training and development, succession planning, and involvement), and cultural (such as
Corporate Social Responsibility (CSR) and organizational justice). From this perspective,
employer brand can be integrated more effectively into the organizational practices and
strategies.

We consider employer brand in this study as resources provided by organizations to
their employees to enhance their ability to meet their jobs demands effectively, and to deal with
the related stress and anxiety successfully. Certainly, employer brand positively improves
employees wellbeing (Benraiss-Noailles & Viot, 2021), and encourages them to show positive
job attitudes (Allen et al., 2003) such as voice behavior (Wang & Hsieh, 2013). Moreover,
leadership which is associated with the employer brand (Ta’Amnha, 2020) was found a
significant predictor of employee’s tendency to share their ideas with their organizations (Bhal

Business Ethics and Regulatory Compliance 1544-0044-24-S1-272



Journal of Legal, Ethical and Regulatory Issues Volume 24, Special Issue 1, 2021

& Ansari, 2007; Hu et al., 2015; Islam et al., 2019; Qi & Ming-Xia, 2014; Sari, 2019; Detert &
Burris, 2007; Zhu et al., 2015; Monzani et al., 2019; Ashford et al., 1998; Frese et al., 1999).

In addition, offering training and development opportunities that is a key employer
brand value (Berthon et al., 2005) enhances the self-efficacy (Bandura, 1978) and capability of
employees that therefore they become more confident to exercise voice behavior. Furthermore,
the working environment that is characterized by trust, cooperation, justices, and psychological
safety encourage employees to share their opinions and ideas with their organizations. This
particularly true when employees experience justice inside their organizations, and they believe
that they are not at risk when exercising voice behavior (Detert & Burris, 2007; Ashford et al.,
1998; Fodchuk and Sherman, 2008; Dyne et al., 2003). Thus, we propose that:

H1: Employer brand is positively related to employee voice.
Employer Brand and Organizational Identification

People tend to identify themselves with certain group of people such as with their
employing organizations when they perceive them positively. The organizational identification
refers to the cognitive connection between the definition of the organizations and self-definition
(Dutton et al., 1994). Organizational identification increases the emotional response to one’s job
and organizations (Lee et al., 2015), and affects the employee’ sense of self (Dutton et al., 1994)
based on evaluating their organizations and their components.

People tend to use employer brand values such as social, economic, developmental
(Berthon et al., 2005), as a referent point to evaluate their experiences in their companies. When
they perceive their employer brand positively they tend to identify themselves with these
organizations. They associate their self-worth and prestige with their organizations and therefore
they tend to attach themselves with them that thus affects their behaviors and job outcomes
(Backhaus & Tikoo, 2004). Indeed, the image of the company detriments whether employees
tend to maintain their membership in their companies and being engaged and attached or not.
For instance, several studied found that employer brand enhances employees satisfaction (Kaur
et al., 2020; Fasih et al., 2019; Buttenberg, 2013), organizational citizenship behavior (Alsoud &
Almmaiteh & Buttenberg, 2013), commitment (Arasanmi & Krishna, 2019; Tanwar, 2016),
loyalty (Benraiss-Noailles & Viot, 2021), and decreases their intention to the leave their
organizations (Kashyap & Verma, 2018; Kashyap & Rangnekar, 2016; Lelono & Martdianty,
2013). In addition, several researchers found that employer brand has positive and significant
impact on the employees’ organizational identifications. For instance, Lievens, et al., (2007)
found that the symbolic perceived identity dimension of employer brand best predicts
employees’ identification with their organization. Schlager, et al., (2011) found that social and
reputation values of employer brand predict the current and potential employees’ identification
(Bohari, 2016). Charbonnier-Voirin, et al., (2017) validated their research theoretical proposition
regarding the influence of employer brand on organizational identification based on the social
identity theory. Kashyap & Chaudhary (2019), based on theories of resource-based view, social
exchange, social identity and social information processing, found that the organizational
identification mediates the relationship between employer brand image and work engagement.
Ergun & Tatar (2016) found that the application value of employer brand predict of the
organizational identification. Qi & Ming-Xia (2014) found that organization identification fully
mediates the positive influence of ethical leadership on employee voice behavior. Hu, et al.,
(2015) found transformational leadership and its four dimensions have a significant positive
influence on organizational identification; organizational identification has a significant positive
influence on voice behavior. Organizational identification plays an intermediary role between
transformational leadership and voice behavior. Sari (2019) found that organizational
identification mediates the influence of ethical leadership on voice behavior. Thus, we propose

that:
H2: Employer brand is positively related to organizational identification.
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Organizational Identification and Employee Voice

Employees who identify themselves with their organizations tend to evaluate
themselves as significant contributors to their organizations. They perceive their organizations
positively, and associate their self-worth with the value of their organizations. Research reveals
that people tend to enhance their extra-role performance when they are attached to their
organizations (Reade, 2001). They tend to share their voices with their organizations. This is
because they believe that by engaging in extra-role performance such as by sharing their ideas
with their employers, they add value to their organizations, and by which they boost their self-
worth as well (Arain et al., 2018).

Several studies found that organizational identification is positively related to employee
voice behavior. For instance, Tangirala & Ramanujam (2008) found that voice was higher for
employees with stronger identification. Arain, et al., (2018) found a positive effect of
employees’ perception of psychological contract fulfillment on their promotive and prohibitive
voices through the mediation impact of organizational identification. Hu, et al., (2015) found
transformational leadership and its four dimensions have a significant positive influence on
organizational identification; organizational identification has a significant positive influence on
voice behavior, and organizational identification plays an intermediary role between
transformational leadership and voice behavior. Wang, et al., (2018) found that voice behavior is
stronger when organizational identification is high. Sari (2019) found that organizational
identification mediates the influence of ethical leadership on voice behavior. Zhu, et al., (2015)
found that ethical leadership has an indirect effect on follower job performance and voice
through the mediating mechanisms of organizational identification. Monzani, et al., (2019)
found direct effects of organizational identification on voice behavior. Thus, we propose:

H2b: Organizational identification is positively related with employee voice.
Based on the H2a and H2b, we propose:

H2: Organizational identification mediates the relationship between employer brand and employee voice.

Theoretical Model

A proposed theoretical model that combines all of the previously proposed hypotheses
is shown in Figure 1. The model includes employer brand as an independent variable, employee
voice as a dependent variable, and organizational identification as a mediator. This model is the
first framework that suggests the mediating effect of organizational identification on the direct
relationship between employer brand and employee voice.

Y

Employer Brand - Organizational

Hx Identification Hz > Employee Voice

FIGURE 1
THEORETICAL MODEL

METHODOLOGY
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Questionnaire Design and Measures

To empirically test the research model, a questionnaire was developed. This
questionnaire comprised several measurement items about each research variable (i.e., employer
brand, employee voice, and organizational identification) adopted from the published literature.
Employer brand was measured using 23 items taken from Tanwar & Prasad (2017). Employee
voice was measured using six items taken from Van Dyne & LePine (1998). Organizational
identification was measured based on six items adapted from Mael & Ashforth (1992); Chughtai
& Buckley (2010). Respondents were asked to indicate their degree of agreement with each
statement on a five point Likert-type scale ranging from 1 (strongly disagree) to 5 (strongly
agree).

Study Sample

A questionnaire was used to collect the data from employees who work in humanitarian
sector in Jordan. We contacted several humanitarian organizations in Jordan to participate in this
study. The purpose and the need for this research were explained. As a result, 8 organizations
responded such that 294 questionnaires were received out of 550 distributed questionnaires.
After eliminating the questionnaires with missing responses, the final sample comprised 276
usable questionnaires representing a response rate of 50.2%. This rate is comparable to several
previous empirical studies conducted in Jordan and used a similar distribution method (Al-Tahat
& Bwaliez, 2015; Bwaliez & Abushaikha, 2019; Rifai et al., 2021; Sharabati et al., 2020;
Ta’Amnha et al., 2021).

Questionnaire’s Validity and Reliability

The questionnaire’s measures were translated from English into Arabic and then
checked using back-translation to ensure conceptual equivalence (Brislin, 1980). The resulting
questionnaire was reviewed by four academics in the field of HRM, as well as four managers
from different humanitarian organizations in Jordan. Thereafter, some modifications were made
according to their notes and suggestions in order to improve the understanding of the
questionnaire’s content. As a result, the content validity of the questionnaire was ensured.
Thereafter, the construct validity was checked by assessing the unidimensionality and
convergent validity.

The unidimensionality of the main constructs (i.e., employer brand, employee voice,
and organizational identification) was assessed by conducting a Confirmatory Factor Analysis
(CFA). We conducted CFA by checking four key indices: the Comparative Fit Index (CFl), the
Incremental Fit Index (IFI), the Tucker-Lewis Index (TLI), and the root mean square error of
approximation (RMSEA). Table 1 shows that CFI, IFI, and TLI values are greater than the
recommended cut-off value of 0.9, and the RMSEA is less than the recommended cut-off value
of 0.05 (Hu & Bentler, 1999).

Convergent validity was assessed by finding the factor loading for each individual
questionnaire’s item and the average variance extracted (AVE) for each main construct. Table 1
shows that all items in their respective constructs have statistically significant (p<0.01) factor
loadings from 0.50 to 0.90, which suggest convergent validity of the constructs (Anderson &
Gerbing, 1988). Furthermore, the AVE for each construct exceeds the recommended minimum
value of 0.50 (Fornell & Larcker, 1981), which indicates strong convergent validity.

Reliability was assessed by finding the Cronbach’s o coefficient and Composite
Reliability (CR) (Sekaran & Bougie, 2016; Hair et al., 2017). Table 1 shows that the Cronbach’s
a and CR are greater the recommended cut-off value of 0.7 (Fornell & Larcker, 1981; Hair et al.,
2017).
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Table 1
CONSTRUCT VALIDITY AND RELIABILITY ANALYSIS
Construct (source)/item description I';ggti?]; erlll idaltt)>i1| ﬁ;d
Employer brand (Tanwar & Prasad, 2017)
1. My organization provides autonomy to its employees to take decisions. 0.73
2. My organization offers opportunities to enjoy a group atmosphere. 0.82
3. I have friends at work who are ready to share my responsibility at work in my 067
absence. '
4. My organization recognizes me when I do good work. 0.75
5. My organization offers a relatively stress-free work environment. 0.81
6. My organization offers opportunity to work in teams. 0.77
7. My organization provides us online training courses. 0.74
8. My organization organizes various conferences, workshops, and training programs 0.69
on regular basis. '
9. My organization offers opportunities to work on foreign projects. 0.83 CFI:0.91_; IFI:.0.92;
10. My organization invests heavily in training and development of its employees. 0.95 RJIS‘IIEX);%O(’M_
11. Skill development is a continuous process in my organization. 0.86 AVE=0 6'3_ ’
12. My organization communicates clear advancement path for its employees. 0.78 N
— - - - Cronbach’s a=0.91;
13. My organization provides flexible-working hours. 0.74 CR=0.90
14. My organization offers opportunity to work from home. 0.81
15. My organization provides on-site sports facility. 0.83
16. My organization has fair attitude towards employees. 0.72
17. Employees are expected to follow all rules and regulations. 0.79
18. Humanitarian organization gives back to the society. 0.91
19. There is a confidential procedure to report misconduct at work. 0.84
20. In general, the salary offered by my organization is high. 0.90
21. My organization provides overtime pay. 0.69
22. My organization provides good health benefits. 0.78
23. My organization provides insurance coverage for employees and dependents. 0.64
Employee voice (Van Dyne and LePine, 1998)
1. I develop and make recommendations concerning issues that affect my organization. 0.90
2.1 spea.k up and encourage my colleagues to get involved in issues that affect my 0.92 CF1=0.92: IF1=0.93;
organlzatlc_)n. — - - — TLI=0.90;
3. I communicate my opinions about work issues to my colleagues even if my opinion 0.86 RMSEA¥O (’)3_
is different and they disagree with me. ' I
4. | keep well informed about issues where my opinion might be useful to my AVE=0.53
L 0.85 Cronbach’s 0=0.92;
organization. CR=0.91
5. 1 getinvolved in issues that affect the quality of work life in my organization. 0.79
6. | speak up in my organizations with ideas for new projects or changes in procedures. 0.89
Organizational identification (Mael and Ashforth, 1992; Chughtai and Buckley, 2010)
1. When someone criticizes my organization, it feels like a personal insult. 0.80 CFI=0.92; IF1=0.91;
2. | am very interested in what others think about my organization. 0.82 TLI=0.90;
3. When I talk about my organization, I usually say ‘we’ rather than ‘they’. 0.90 RMSEA=0.04;
4. My organization’s successes are my successes. 0.87 AVE=0.55;
5. When someone praises my organization, it feels like a personal compliment. 0.84 Cronbach’s a=0.81,
6. Ifastory in the media criticized my organization, | would feel embarrassed. 0.87 CR=0.90

RESULTS AND DISCUSSIONS

Descriptive Statistics and Correlations

Table 2 shows the descriptive statistics and correlations of the study variables. The
results showed that employer brand and organizational identification are positively correlated

with employee voice (r=0.52, p<0.01, r=0.38, p<0.01 respectively).
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Table 2
MEAN, STANDARD DEVIATION, AND CORRELATIONS AMONG THE STUDY
VARIABLES

Study variable Mean | SD 1 2 3
1 Employer brand 3.57 0.77 1
2 Organizational identification 4.04 0.76 | 0.25* 1
3 Employee voice 4.10 0.75 | 0.52* | 0.38* 1

Note: n=276, *p<0.01

Hypotheses Testing
Testing the Relationship between Employer Brand and Employee Voice

Table 3 shows the regression statistics between employer brand (independent variable)
and employee voice (dependent variable). The r-value is 0.521, which means that there is a
positive relationship between Employer brand and employee voice. Moreover, the coefficient of
determination (R?) is 0.272, which means that 27.2% of the variability in the voice behavior
variable is explained by employer brand. Additionally, the regression statistics (F=65.76, p
<0.001) indicates that H1 is supported. Therefore, the Employer brand has an effect on
employee voice at the 0.000 level of significance.

Table 3
EMPLOYER BRAND AGAINST EMPLOYEE VOICE
r R Adjusted R? F-value Sig.
0.521 0.272 0.268 65.67 0.000

Table 4 shows the regression between employer brand (independent variables) and
employee voice (dependent variable). It is clear from this table that employer brand (t=8.104,
p<0.001) has a positive and significant effect on employee voice at the 0.001 level of
significance. This indicates that humanitarian workers in Jordan believe that employer brand can
affect their voice behavior.

REGRESSION STATISTICS OF EMPL;?(tI)—ZleRAlBRAND AGAINST EMPLOYEE VOICE
Unstandardized Coefficients Standardized Coefficients
Model B Standard Error p-value t-value Sig.
(Constant) 2.277 0.228 9.981 0.000
Employer brand 0.506 0.062 0.521 8.104 0.000

Testing the Effect of Employer Brand on Organizational Identification

Table 5 shows the regression statistics between Employer brand and organizational
identification. The r-value is 0.250, which means that there is a positive relationship between
Employer brand and organizational identification. Moreover, the coefficient of determination
(R?) is 0.061, which means that 6.1% of the variability in the organizational identification
variable is explained by employer brand. Additionally, the regression statistics (F=11.527,
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p<0.001) indicates that H2a is supported. Therefore, the Employer brand has an effect on
organizational identification at the 0.001 level of significance.

Table 5
EMPLOYER BRAND AGAINST ORGANIZATIONAL IDENTIFICATION
r R? Adjusted R? F-value Sig.
0.250 0.061 0.056 11.527 0.000

Table 6 shows the regression between employer brand and organizational identification.
It is clear from this table that employer brand (t=3.395, p<0.001) has a positive and significant
effect on organizational identification at the 0.001 level of significance. This indicates that
humanitarian workers in Jordan believe that employer brand can affect their organizational
identification.

Table 6
REGRESSION STATISTICS OF EMPLOYER BRAND AGAINST ORGANIZATIONAL
IDENTIFICATION

Unstandardized Coefficients Standardized Coefficients
Standard .
Model B Error p-value t-value Sig.
(Constant) 3.146 0.262 11.992 0.000
Employer brand 0.244 0.072 0.248 3.395 0.000

Testing the Effect of Organizational Identification on Employee Voice

Table 7 shows the regression statistics between organizational identification and
employee voice. The r-value is 0.340, which means that there is a positive relationship between
organizational identification and employee voice. Moreover, the coefficient of determination
(R%) is 0.116, which means that 11.6% of the variability in the organizational identification
variable is explained by employer brand. Additionally, the regression statistics (F=23.963,
p<0.001) indicates that H2b is supported. Therefore, organizational identification has an effect
on employee voice at the 0.001 level of significance.

Table 7
ORGANIZATIONAL IDENTIFICATION AGAINST EMPLOYEE VOICE

RZ

Adjusted R?

F-value

Sig.

0.340

0.116

0.111

23.963

0.000

Table 8 shows the regression between organizational identification and employee voice.
It is clear from this table that organizational identification (t=4.895, p<0.001) has a positive and
significant effect on employee voice at the 0.001 level of significance. This indicates that
humanitarian workers in Jordan believe that organizational identification can affect their voice
behavior.
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Table 8
REGRESSION STATISTICS OF ORGANIZATIONAL IDENTIFICATION AGAINST EMPLOYEE

VOICE

Unstandardized Coefficients Standardized Coefficients
Standard .
Model B Error p-value t-value Sig.
(Constant) 2.745 0.280 9.814 0.000

Organizational 0.333 0.068 0.340 4.895 0.000
identification

Testing the Mediating Effect of Organizational Identification

Hierarchical regression was used to test this hypothesis of this study. H2 predicted that
organizational identification mediates the relationship between employer brand and employee
voice. Table 9 shows that employer brand significantly affects employee voice as shown in the
data of model 1, while it shows that organizational identification mediates the relationship
between employer brand and employee voice as shown in the data of model 2 (AR?=0.046,
AF=11.93**, **p<0.001). Therefore, it can be concluded that H2 is supported.

Table 9
RESULTS OF HIERARCHICAL REGRESSION ANALYSIS

Dependent variable: Employee voice

Model 1 Model 2
b SE b SE
Employer brand 0.506* 0.062 0.452 0.063
Organizational identification 0.220** 0.064
R? 0.272* 0.318**
AR? 0.046**
AF 11.93**

Notes: b is unstandardized regression coefficients. SE is standard error, *p<0.000, **p<0.001.
CONCLUSION
Theoretical Implications

In line with JD-R model (Bakker et al., 2005), this research revealed that the resources
offered by company through the employer brand values enhance the employees participation in
voice behaviors. This is because the organizational support improves the employees’ abilities to
share their ideas with their employees when the company works on improving their skills and
knowledge. People who have more exposures and skills are more confident (Detert & Burris,
2007) and have more valuable ideas (Frese et al., 1999) to share with their organizations. In
addition, this research highlights the importance of promoting the reciprocity culture inside
companies. The result showed that when people receive more support from their companies
through the employer brand propositions, that are more likely to feel indebted to pay back their
organizations by offering their voice to enhance the operations of their companies and to protect
them from harmful activities. This goes with the core tenet of the social exchange theories. The
result showed that the relationship between employer brand and employee voice are enhanced
through the organizational identification attitude. According to the self-identify theory (Tajfel et
al., 1979) people tend to attach themselves with the desirable group. When companies actively
engage in the employer brand activities, they are more likely to be an attractive workplace,
which improves their image in the eyes of the current employees who tend to attached
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themselves with their organizations and thus show positive attitudes such as organizational
citizenship behavior and engaging in employee voice behavior.

Practical Implications

Humanitarian organizations can effectively manage their workforce and encourage
them to share their voice and ideas with their organizations. Through adopting the employer
brand institute and integrating it with the overall strategy and being part of the organizational
culture, organizations can gain their employees identifications and thus encourage them to
exercise voice behavior.

LIMITATIONS AND DIRECTIONS OF FUTURE STUDIES

There are several limitations of this study that should be considered in future scholarly
works. First, this study only used humanitarian agency employees in Jordan as a research
sample, which is not wide enough to validate and generalize the explanation of the relationships
between research variables. Future researchers can include other employees from other
industries and countries. Second, this study used a cross-sectional design in which the
relationships between research variables studied at a specific period of time. Future researchers
can use a longitudinal design to reveal more insights about the causality relationship between
employer brand and employee voice behavior over a longer period of time. Another limitation is
related to the measuring of employee voice. According to (Hirschman, 1970), voice behavior
consists of two facets promotive voice and prohibitive voice. Therefore, it is recommended to
consider studying these two facets separately in following similar research. Unlike the current
study that took organizational identification into consideration to understand the indirect
relationship between employer brand and employee voice, future researchers can conduct more
research to explore the effect of other personal resources and individual differences such as age
and gender. To conclude, this study offers empirical validation to the role of employer brand on
increasing the employees’ organizational identification and voice behavior. It offers more
understanding in respect of the role of employer brand on employee’s attitudes and behaviors.
This offers a solid groundwork for further research.
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