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Internal brand management: introduction to the special issue

and directions for future research
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Special issue on internal brand management

By including five articles in this special issue, we, as guest editors, would like to address some of the identified areas for
future research. The Journal of Brand Management represents the ideal publication outlet for this special issue as several
important contributions to IBM research have been published in the journal (Burmann and Zeplin 2005; Burmann et al. 2009;
Gapp and Merrilees 2006; Harris 2007; Ind 2003; Ind and Bjerke 2007; Kimpakorn and Tocquer 2009; King and Grace 2008;
King et al. 2012; Punjaisri and Wilson 2007; Tuominen et al. 2016). With Ind and Bjerke (2007), Harris (2007), King and
Grace (2008), and Punjaisri and Wilson (2007), four articles that deal with employees in an IBM context of are among the
Top 20 articles published in the Journal of Brand Man-agement in 1993-2014 based on downloads from 2009 to 2014
(Powell 2014). With Mosley (2007) and Moroko and Uncles (2008), two more articles among the Top 20 are related to
(prospective) employees in the context of employer branding. Overall, six of the Top 20 most downloaded articles in the
Journal of Brand Management address the topic of (prospective) employees as a target group for brand management, thus
indicating relevance for the research community.
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