Journal of Management and Development Ubon Ratchathani Rajabhat University
Vol.9 No.1 January - June 2022

unumvainzgimsiasuudaslunuifanisadeuusuanelusens

The Role of Transformational Leadership in Internal Branding Concept

a ¥ a

sy A3ledu
AMZINGINITIANTT UKTINEGeAaUINT

Sira Sriyothin

Faculty of Management Science, Silpakorn University
Corresponding Author E-mail: sira@ms.su.ac.th

(Received: April 23, 2022; Revised: May 24, 2022; Accepted: June 2, 2022)

UNANED
B4ANITINVANUTAON AUV AUAR KA N ANTTUVDINTNNUA WuZaN 1N LT UATIHANTT
UftRunfvesesnsialagldnzdinisdsuidasld unanuiiidvaneiazesunaiesiuunuim
Y94017E NI ULURIILLUIRANTET 1L UT AN 18 TURIANT TagunANazTUAINN1TET U
a v '3 < a a PR o v o &
ANTImveIIIAnNsasiusUAnsluasinslasantlun1AgIRUINS WewenlesiuaIuFUTUS
seminneinisiisundasesguimslussAnsuaznadnsnentnauniglussdniniuiuifn
A15a5196UsUANETuBIANT NeulavnenledaiauatuslunisyiniselusuiamAgInuuNUINIINY

o

v .:4' a 1 ¢ ¢
i rm’ﬁLﬂaEJULLﬂaQéLULLU']ﬂ@ﬂqﬁﬁﬁqﬁLLUiu@ﬂ’lﬂiu@ﬂﬂﬂ'ﬁ

ARy Aediinsiudsunlas, nsaiausuanigluefng, N1sRaInuInTg, N1SUIINIIAAIN

Abstract

Business organizations can positively shape attitudes and behavior even improve their
company's performance by using transformational leadership. This paper aims to purpose a
discussion in the role of transformational leadership and the effect on employee attitudes and
behaviors from the internal branding concept. From this purpose the author provides an overview
on the concept of internal branding especially for the business services sector. Additionally, this
paper provides the relationship between the transformation leadership and employees’ brand

outcomes in the internal branding concept. In the last section, this paper provides suggestions
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for future research is to use the transformational leadership approach in the internal branding

concept.
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