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Drawing inspiration from Loyalty, Compliance, Voice and Neglect (LCVN) 

Model and Attribution of Motives for Extra-role Behaviors, this study explores how 

selected employees of Organization X support the brand through brand consideration, 

exerting extra initiative and effort when engaging in brand-related behaviors, and brand 

endorsement even to non-work related situations. Moreover, it explores which is more 

influential between brand-centered activities, and identification and internalization in 

helping employees support the brand. The LCVN model and attribution of motives for 

extra-role behaviors are used as framework in analyzing the data constructed through 

interview with 10 selected employees of Organization X. Findings reveal that employees 

are either intrinsically or extrinsically influenced to support the brand through brand 

patronage, brand endorsement, brand consideration, and work improvement. 

Furthermore, employees conceptualize the brand as their employer or as their products. 

Employees find it usual to support the brand because of ethical reasons. Implications 

related to utilization of compensation, benefits; career growth programs, brand-centered 

hiring, and involvement of the employees’ family in some company programs are 

discussed. 
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CHAPTER I. INTRODUCTION 

 This chapter discusses citizenship behavior in organizations, specifically brand 

citizenship behavior or the employees’ extra-functional behavior in support of the brand 

(Riley, Burmann & Zeplin, 2008). It also outlines the objectives and significance of the 

study. 

 

A. BACKGROUND OF THE STUDY 

In a market shaped by increased competition and product imitation, a profound 

organizational transformation from “loyalty to the brand” is changing to “living the 

brand”. As core competitive differentiators, employees are now expected to deliver the 

brand promise and become brand ambassadors inside and outside the workplace, but 

what exactly is expected of employees when they are asked to “live the brand”? In the 

pursuit of trying to answer the given question, the construct, organizational citizenship 

behavior has emerged and received much attention.  

Organizational citizenship behavior (OCB) refers to individual voluntary 

behaviors outside of role expectations that are not directly recognized by the formal 

reward system, and in which enhances the performance of the organization (Organ, 1988 

as cited in Todd, 2003). OCB was first operationalized from a series of events that 

solicited the opinions of the managers regarding things they would like their subordinates 

to do, but which they could not require them, either by force, offer of rewards, or threats 

of punishment (Todd, 2003). It was adopted and modified to fit the context of branding. 

As a result, the construct brand citizenship behavior (BCB) has been coined. It describes 
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the employees’ extra-functional behavior in support of the brand, but is not recognized by 

the formal reward system (Zeplin & Burmann, 2005).  

BCB is an aggregate of descriptions of employee behaviors that enhance the 

brand identity (Riley et al., 2008). One of which is the dimension of brand enthusiasm 

which consists of three interrelated behaviors: (1) brand consideration or the employees’ 

adherence to brand-related behavior guidelines and reflection of brand impact before 

communicating or taking action in any situation; (2) the original brand enthusiasm 

concept or the employees’ attitude of showing extra-initiative and effort when engaging 

in brand-related behavior, and (3) brand endorsement or the employees’ attitude of 

recommending the brand to others even in non-job related situations (Riley et al., 2008). 

BCB is closely related to the employee engagement principle which states that engaged 

employees are highly involved in their job with great enthusiasm for the success of their 

employer or the brand, going extra mile beyond the employment contractual agreement 

(Sridevi & Solomon, 2010).  

Brand citizenship behavior and the notion of living the brand are conceptualized 

similarly (Riley et al., 2008). However, brand citizenship behavior and its dimensions 

have more theoretical support than the concept of living the brand. Hence, this study used 

the concept brand citizenship behavior focusing on its dimension of brand enthusiasm. 

The other validated dimensions of brand citizenship behavior are (1) willingness to help 

customers and co-employees, and (2) willingness for further development of oneself and 

the brand (Riley et al., 2008). 

In the Philippines, several strong brands with strong culture are present in the 

market; some of which are Cobra, Coca-Cola, Nescafe, Wilkins, Nestle, and Jollibee 
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(Reyes, 2011). These brands are implied to have employees who are committed, and 

dedicated to living and supporting the brand. One company that stands out is 

Organization X which is assumed to have brand-supportive employees. Employees of 

Organization X show brand loyalty by patronizing their own brand and even endorsing it 

to family and friends (Wong, 2006). Thus, this study was conducted in Organization X to 

ensure that participants support the brand already, as needed in the study.  

This study is also banking on the idea that delivering the brand promise lies 

almost entirely to the employees (Edwards & Derek, 2005). After all, it is the employees’ 

skills and knowledge which provide the competitive advantage for an organization (King 

& Grace, 2010). In fact, when consumers were asked about their relationship and 

experiences with a certain brand, their answers are primarily that of their experiences 

with the company representatives rather than the actual brands (Kuhn, Alpert & Pope, 

2008). It furthers the idea that in industrial context, it is the buyers and staff that interact, 

not customer and brand as in the consumer environment. 

 

B. STATEMENT OF THE PROBLEM AND OBJECTIVES 

This study aims to explore the phenomenon of brand-supporting behaviors among 

employees. It poses the question: How do selected employees of Organization X support 

the brand. The specific objectives of this study are:  

1. To explore how employees support the brand through brand consideration  

2. To explore how employees support the brand through showing extra effort and 

initiative while engaging in brand related behaviors 

3. To explore how employees support the brand through brand endorsement 
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4. To explore which is more influential between brand-centered activities and 

identification and internalization in helping employees support the brand 

a. To explore how brand-centered activities help employees support the 

brand 

b. To explore how identification with the brand and internalization of its 

values help employees support the brand 

 

C. SIGNIFICANCE OF THE STUDY 

Exploring the concept of brand-supporting behaviors among employees helps in 

enriching the concept of citizenship behavior in literature. Furthermore, this study 

examines the confusion in literature as to whether brand citizenship behavior is an extra-

role behavior or an implied requirement for a job. The attribution of motives for extra 

role behavior was formerly used to evaluate whether a behavior is an act of citizenship 

behavior or an act of ingratiation. It is extended by using it to analyze and describe the 

different brand supporting behaviors in general.  

This study also furthers the use of loyalty, compliance, voice, and neglect 

(LCVN) model to explain the influence of intrinsic and extrinsic motives to the 

employee-organization relationship. Intrinsically motivated employees have a loyalty-

based relationship with the organization, while extrinsically-motivated employees have a 

compliance-based relationship with the organization. However, unlike in the original 

model, where loyalty and compliance are mutually exclusive, this extension of LCVN 

model will take into account the intersection between loyalty and compliance quadrants.    
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As opposed to the usual marketing-centered branding, this study explored 

citizenship behavior throughout an organization by involving the different departments of 

the company. Furthermore, the use of phenomenology and in-depth interviews lessened 

the possibility of confining the answers of employees to what is currently available in 

literature.  

This study could also help improve management practices in internal branding by 

understanding and utilizing the motives of employees for supporting the brand. In 

addition, this would help determine the brand-supporting behaviors of employees which 

could then be recognized by the management to help boost morale in the workplace.  

 



 

 

CHAPTER II. LITERATURE REVIEW 

 The first part of this chapter deals with the practice of brand-supporting behaviors 

while the second part deals with the motives for supporting the brand. Most of the studies 

included in this chapter are from the area of brand management and business 

management. 

 

A. Brand-supporting behaviors 

Brand enthusiasm consists of three interrelated behaviors: (1) brand consideration, 

(2) exerting extra effort and initiative in engaging in brand-related behaviors, and (3) 

brand endorsement (Riley et al., 2008). Regardless of Burmann and Zeplin’s take on 

BCB being an extra-role positive behavior, companies like UMW are having an unusual 

take on it. UMW has introduced a “Brand Champions and Brand Heroes” program to 

keep momentum going by enlisting employees and celebrating on-brand behavior (Wise 

& Zednickova, 2009). For an instance, all employees who finished the program are called 

brand champions (Wise & Zednickova, 2009). Moreover, the company is on its way to 

recognizing and rewarding the positive brand behaviors that their employees are showing 

(Wise & Zednickova, 2009).  

Similarly, a case study on branding employees showed a company that utilizes 

brand essence, a program aimed at stimulating desired employee behaviors by promoting 

these behaviors to create a feel good association (Cushen, 2009). Nonetheless, some 

employees who were interviewed felt that the promotion of brand essence was 

demoralizing; that it was so detached from reality it became an indicator of falseness 

(Cushen, 2009). This shows how organizational attempts to inject an externally construed 
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system into working lives can be critically interpreted by employees as a disregard for 

their own judgment and professionalism (Cushen, 2009). However, some employees 

revealed otherwise by saying that they feel the need to go the extra mile to make the 

customer happy about the brand; that it is part of their job and they are being paid for it 

(King & Grace, 2007). This shows the dichotomy of belief among employees whether 

BCB is a discrete behavior dependent on the individual or if it is an implied and 

necessary requirement for a job.  

 

B. Motives for Supporting the Brand 

In this study, there are two types of motives that employees have in supporting the 

brand, extrinsic and intrinsic motives. Extrinsic motives are those motivations that come 

from outside of the performer, while intrinsic motives refer to those achievements, 

responsibility, and confidence that are in inherent in finishing a task (Delfino, n.d.). 

1. Brand-centered activity as an extrinsic motive 

Brand-centered activities reinforce the norms and values of the brand and the 

organization (Harquail, 2009; Prophet, 2002).  It includes special events which can 

emotionally impact employees by developing their passion for working (Gotsi & Wilson, 

2001). Similarly, it can also engender a shared and enhanced understanding of brand 

across an organization (Aurand et al., 2005 as cited in Evanschitzky et al., 2009) These 

brand-centered activities are called differently by different authors; some synonymous 

terms include internal branding (King & Grace, 2007), employee branding (Harquail, 

2009), and brand assimilation (Prophet, 2002). For uniformity, this study would be using 

the term brand-centered activities. 
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Several authors have argued that brand-centered activities like trainings and 

distribution of brand books or manuals help employees acquire brand knowledge that are 

necessary for them to carry out the brand promise (King & Grace, 2007; Evanschitzki, 

Punjaisri, & Wilson, 2008; Raj & Jyoti, 2011). Brand-centered activities advocate a 

system of socialization and communication processes that are intended to inspire 

employees to deliver the brand promise by leading them to internalize the brand values 

(The Conference Board, 2001, as cited in Harquail, 2009). Trainings, for example can 

enhance knowledge, attitude, and skills of organizational members to contribute to 

productivity, quality, and profitability of the organization or brand (Bejasa, 2008; 

Evanschitzky, Punjaisri, & Wilson, 2009). It ensures that employees have the necessary 

skills to implement the brand vision (Vallaster & de Chernatony, 2005) 

Aside from socialization practices like trainings and seminars, other forms of 

brand-centered activities include brand launch events and brand help desk (Bergstrom, 

Crothers, & Blumenthal, 2002), organizational décor, distribution of organizational 

artifacts, and controlling of employee appearance (Harquail, 2009). Organizational décor 

or the company’s physical space is the most obvious place to start brand-centered 

activities (Mitchell, 2002) because this can readily communicate the brand to employees 

(Bergstrom et al., 2002). Organizational artifacts which are intended to be used inside and 

outside the workplace reinforce in-brand behaviors even if one is far from the office 

vicinity, while policies for controlling employees’ appearance by making them “wear the 

brand” are intended to influence the thoughts and behaviors of employees about 

themselves in relation to the brand (Harquail, 2009). 
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These practices are used to educate and reinforce beliefs about the brand. Even 

employees stated that participating in such activities help them develop and reinforce 

brand supporting behaviors (Punjaisri & Wilson, 2007). Carefully reading company 

magazines, joining training and development programs, competing in employee awards, 

or even answering the management’s feedback mechanism are just some of the ways 

employees can develop and show support towards the brand (Boyd & Sutherland, 2006).  

In the ideal scenario, practice of these brand centered activities can increase the 

employees’ identification with and internalization of the brand (Harquail, 2009; 

Evanschitzky et al., 2009). This is due to the fact that individuals strive for consistency 

between their behaviors and self-beliefs (Gecas, 1982; Steele, 1988 as cited in Harquail, 

2009). Therefore, employees who consistently participate in brand-centered activities in 

the workplace may seek to think of themselves as being the way they present themselves 

at work; this implies that behaviors can also lead to self-belief instead of vice-versa 

(Harquail, 2009). 

2. Identification and internalization as intrinsic motives 

Support for the brand may also start from the feeling of identification with or 

internalization of the brand and its values. Identification with the brand occurs when the 

success and failure of the brand efforts are perceived as one’s own (Riley et al., 2008) 

therefore having a sense of pride when talking about the brand (Evanschitzki et al., 

2008). This acceptance of social influence leads to a feeling of belongingness which in 

turn determines the brand experience (Jost-Benz, 2008). A simple example of identifying 

with the brand can be, proudly wearing of company branded items even outside the 
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workplace (Boyd & Sutherland, 2006) or oftentimes describing oneself to others by 

saying that he or she is working for the brand (Morhart, Herzog, & Tomczak, 2009).  

Identification with the brand could also stem from identification with other 

organizational members (Vallaster & de Chernatony, 2005). An example given was a 

General Manager who lives the brand value of openness by keeping his door open. This 

kind role modeling by the General Manager was emphasized to be significant according 

to several interviewees, as they implied that seeing the General Manager live the brand 

promise serves as a motivation for other employees to live the brand as well (Vallaster & 

de Chernatony, 2005). 

On the other hand, internalization happens when there is congruence between the 

brand’s and one’s personal values which can also be developed through brand-centered 

activities (Zeplin & Burmann, 2005). Furthermore, it was mentioned that people go about 

patronizing one thing or another only if these are consistent with, enhance, or in some 

way fit well with their perception of themselves (Ross, 1971). This implies that 

internalization of the brand and its values is an important consideration in being 

supportive of the brand because it is through internalization of the brand can employees 

be better equipped to fulfill the explicit and implicit brand promise. In fact, even 

employees are aware of the importance of their behavior alignment with the brand values 

(Punjaisri & Wilson, 2007). This conscious knowledge enables the employees to show 

support for the through brand consideration at the very least.  

The validation of the previous study of Riley et al. (2008) resulted in the merging 

of identification and internalization as a construct, because one factor alone did not yield 
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any statistically significant result. Thus, this study also merged identification and 

internalization in one concept. 

 

SUMMARY 

Brand enthusiasm has three components namely: (1) brand consideration, (2) 

exerting of extra initiative and effort in undertaking brand-related actions, and (3) brand 

endorsement even to non-work related situations (Riley et al., 2008). It is argued to be an 

extra-functional behavior among employees (Riley et al., 2008). Thus, it cannot be 

rewarded and recognized by the formal systems of the organization. Nonetheless, 

companies like UMW engaged in brand trainings and programs which promoted the 

formal recognition and celebration of these extra-role behaviors in support of the brand. 

Different studies also showed the existence of this dichotomy of beliefs among 

employees as some become demotivated by brand-centered activities, saying that the 

decision to support the brand should be better left to the employees themselves (Cushen, 

2009), while others believe that supporting the brand is just giving back to the company 

what they are partly being paid for (King & Grace, 2007).    

Support for the brand may stem from employees’ extrinsic or intrinsic motives. 

Brand-centered activity would be considered as an extrinsic motive while identification 

with and internalization of the brand will be considered as intrinsic motives. By 

participating in brand-centered activities, employees can gain knowledge that would 

enable them to show and develop their brand-supporting behaviors. Identification with 

and internalization of the brand may also be a catalyst of brand-supporting behaviors; it is 

only through the internalization of the brand can employees act in accordance with it. 
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Additionally, identification with organizational members may also lead to the employees’ 

identification with the brand and the company as a whole (Vallaster & de Chernatony, 

2005). 

 

RESEARCH GAP 

Little is known on neither how employees actually support the brand nor how it is 

influenced by brand-centered activities, and identification with and internalization of the 

brand. Moreover, there is also confusion whether brand-citizenship behavior is an extra-

role behavior for employees or an implicitly required behavior upon working for a certain 

brand. It is also apparent that no local studies have been published with respect to the 

topic of this study.  

 



 

 

CHAPTER III. STUDY FRAMEWORK 

 This chapter outlines the theoretical and integrated conceptual framework of the 

study. The Loyalty, Compliance, Voice, and Neglect (LCVN) model and the Attribution 

of Motives Theory are utilized to serve as guides in conducting and analyzing the study. 

 

A. THEORETICAL FRAMEWORK 

1. Loyalty, compliance, voice, and neglect (LCVN) model  

 LCVN model was used to describe the possible behavioral responses of 

employees after an acquisition. It has two dimensions: (1) supportive or resistive and (2) 

active or passive (Bourantas & Nicandrou, 1997). The first dimension explains that an 

employee can either resist or accept the changes in an organization while the second 

dimension shows the impact of the employees’ response to the employee-organization 

relationship (Bourantas & Nicandrou, 1997). Loyalty is present when employees work 

hard to support the organization after the acquisition (e.g. do things beyond the call of 

duty without being asked) (Bourantas & Nicandrou, 1997). Likewise compliance is 

present when employees passively support the acquisition by continuing to do their job, 

while voice is present when there is an active resistance among the employees (Bourantas 

& Nicandrou, 1997). Lastly, neglect happens when employees behave in passively 

resistive manner after the acquisition; it can be through reduce work effort, increase 

absences, or use of company time for personal business (Bourantas & Nicandrou, 1997).  

Figure 1 illustrates the LCVN model. 
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Figure 1. LCVN model 

 
 

2. Attribution of Motives for extra role behavior 

 In finding out whether a certain desired behavior is an organizational citizenship 

behavior or an act of ingratiation, Kelly (1969 as cited in Eastman, 1994) proposed that 

supervisors should take note of the (1) consistency, (2) distinctiveness, and (3) consensus 

of the observed behavior. Consistency reflects the generality of action across time or 

place, or whether the employee has behaved this way before. Distinctiveness refers to the 

generality of the behavior across potential targets, or whether the employee behaves this 

towards individuals other than the supervisor. Consensus reflects the generality of the 

action across employees, or whether other employees have acted this way (Eastman, 

1994). Supervisors are more likely to label an act as ingratiation if it appears 

opportunistic, for instance, when the act is perform close to performance appraisal time 

(Jones, 1964 as cited in Eastman, 1994). In this study, the three attributions for motives 
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will focus on describing the brand-supporting behavior rather than finding whether an act 

is categorize as BCB or ingratiation.  

 

B. INTEGRATED CONCEPTUAL FRAMEWORK 

 Two behaviors under the supportive dimension of the LCVN model were adopted 

in this study. Figure 2 illustrates these two behaviors. Because the study is interested in 

how employees support the brand, only the supportive dimension was used.    

 

Figure 2. Loyalty and compliance dimension of LCVN 

 

 

 The integrated conceptual framework helps describe how employees support the 

brand through: (1) analyzing the behaviors based on its consistency or the generality of 

the behavior across time, distinctiveness or the generality of behavior across potential 

targets, and consensus across all participants, and (2) categorizing their motives for 
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supporting the brand. The attribution of motives is also used in analyzing which is more 

influential in helping employees support the brand by describing the behaviors and the 

primary motivation of the employees in acting out the behavior. Employees may practice 

certain brand-supporting behaviors because of their loyalty gained through identification 

with and internalization of the brand values or because of their compliance gained and 

reinforced through the brand-centered activities done by the management.  

 Loyalty was said to be present when employees exert more effort for the benefit 

of the organization even without being required to (Bourantas & Nicandrou, 1997). This 

is similar to employees who have sufficiently identified with and internalized the brand 

values to support it and see it as something that they should exercise even without the 

management’s command to do it. Compliance, on the other hand was described as the 

passive support of employees by continuing to do their job (Bourantas & Nicandrou, 

1997). Compliance can be likened to the attitude of employees who believe that 

supporting the brand is expected from them. Thus, they continue to support the brand 

because of belief that it is one of the reasons they are being paid for. Figure 3 illustrates 

the integrated conceptual framework. 
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Figure 3. Integrated conceptual framework 

 

 

 

 

 

 

 

 



 

 

CHAPTER IV. METHODS AND PROCEDURES 

 This chapter outlines the methods and procedures employed in conducting and 

analyzing the study. It also discusses the scope and limitations of the study.   

 

A. RESEARCH DESIGN AND METHOD 

This study is exploratory in nature. It aims to explore how selected employees of 

Organization X support the brand. Since experiences are mostly emotional (Boyd & 

Sutherland, 2006), and subjective, a qualitative design and a constructivist stance was 

adopted. This is to gather new insights that will be useful in addressing the main 

objective of the study. Interview is the primary technique for data construction. 

The participating employees are asked to sign informed consent as an adherence 

in ethical standards in conducting a research. All data about the participants are kept in a 

personal password-protected laptop and external hard drive until the study is finished and 

approved. Gathering data are done outside of work hours, or if inevitable, the participants 

are compensated in kind.  

 

B. CONCEPTS AND INDICATORS  

As an exploratory research, this study focused on brand-supporting behaviors. It 

is considered to have three indicators which are (1) brand consideration or the behavior of 

the employee to think of the brand first before doing something, (2) the behavior of the 

employee to exert extra effort and initiative when engaging in brand-related behaviors, 

and (3) brand endorsement or the employees’ behavior in recommending the brand even 

in non-work related situations.    



19 

 

Other concepts such as extrinsic motives, intrinsic motives, brand-centered 

activities, identification, and internalization are used in this study as reasons on why 

employees exhibit brand-supporting behaviors. Brand-centered activities are activities 

which promote the brand to the employee (Ahmed and Rafiq, 2003 as cited in 

Evanscitzky et al., 2009). It is also similar to internal branding efforts done by the 

management. Additionally, it will be a sub-indicator of extrinsic motive. Extrinsic 

motives are motivations that come from outside of the participant. It may be money or 

even threats of punishment (Delfino, n.d.).  Likewise, identification is present when 

employees regard of the brand’s success or failures as their own, thus having a sense of 

pride when talking about the brand (Evanschitzki et al., 2008) or having the perception of 

being intertwined with the company’s fate (Zeplin & Burmann, 2005). Similarly, 

identification with the other organizational members would be classified as identification 

with the brand as Vallaster and de Chernatony (2005) have argued.  

Internalization on the other hand is present when the values of the employees are 

aligned with that of the brand promise, thus, behaving in ways that are in accordance with 

the brand promise (Zeplin & Burmann, 2005). Identification and internalization would 

then be classified in the intrinsic motives of employees. Intrinsic motives are those 

motivations of employees that are inherent in the task itself. Also, one is said to be 

intrinsically-motivated when engaging in an activity with no apparent external reward 

except for the activity itself (Delfino, n.d.). 

In analyzing the reasons of the participants for their behaviors, value and 

principle-centered answers are categorized in the identification and internalization 

construct while rules and management-centered answers are categorized as part of the 
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brand-centered activities. This implies the intrinsic nature of identification and 

internalization and the extrinsic nature of brand-centered activities. 

The Attribution of Motives for Extra-role Behavior which is evaluated through 

the behavior’s consistency, distinctiveness, and consensus is applied in this study to 

explore how brand-centered activities, and identification and internalization influence the 

brand-supporting behaviors of the employees. This is also used in examining which is 

more influential between the two. Consistency of behavior exists when the behavior is 

done at all times and places, while distinctiveness is present when the behavior is targeted 

to certain individuals only. Likewise, consensus is present when the behavior is done by 

most or all employees (Eastman, 1994).  

 

C. RESEARCH INSTRUMENT 

This study used an interview guide with 26 open and close-ended umbrella 

questions that are intended to elicit response on employees’ conceptualizations of brand-

supporting behaviors. Follow up questions were asked depending on the answers of the 

interviewees. The study also made use of an interview data in asking basic demographic 

information such as tenure, and position in the company. Some of the questions are used 

verbatim or adapted from Parker and Lepla (1999); Millard and Wilson (2007), and King 

and Grace (2010). Moreover, the interview guide was checked by two experts on 

branding. An additional question was added in the interview guide after the first expert 

checked it and suggested the inclusion of a question on the employees’ reasons for 

working for the brand. Then the questions were rearranged as suggested by the second 

expert. Its arrangement follows the sequence: (1) getting acquainted with the brand, (2) 
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identifying and internalizing the brand and its values, and (3) demonstrating brand-

supporting behaviors. 

To address the research objectives, the following questions were asked. For the 

first main objective with the concept brand-supporting behavior in general, the question 

“How do you show your support for the brand, do you have any experiences you could 

share?” will be asked; while for the first sub-objective or the concept of brand 

consideration, the question “When do you usually remember the brand? Why?” will be 

asked. Likewise for the 2nd and 3rd sub objectives or the concepts of exerting extra effort 

and brand endorsement, the questions “How would you describe your support for the 

brand in comparison with other employees?  Why? ” and “Do you regularly recommend 

the brand to family and friends i.e. non job related acquaintances, why?” will be asked 

respectively. Moreover, to address the 2nd main objective on which is more influential in 

helping employees support the brand, every question that tries to seek how employees 

support the brand will be followed by the question why. This is to see which reasons are 

consistently raised by employees. Lastly, to address the last two sub-objectives or the 

concepts of brand-centered activities and identification and internalization, the questions 

“What does the company do to help you employees develop your appreciation for the 

brand” and “Can you describe your opinions about the brand before and after working for 

it, why is this so?” will be asked respectively. Attached in the appendix is the complete 

interview guide for further reference.  
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D. UNIT OF ANALYSIS AND SAMPLING 

The sample consisted of selected employees from Organization X (n = 10). Since 

this study is employing a phenomenological approach, at least 10 participants are 

sufficient to address data quality issues (Groenewald, 2004). By choosing interviewees 

from different departments except that of the marketing department, this study employed 

a maximum variation approach and theoretical sampling. 

Marketing department is excluded since there is abundance of studies that use the 

marketing department in the context of employees living the brand. Since the corporate 

reputation is affected by the actions of every business unit, department and employee 

(Post & Griffin. 1997 as cited by Gotsi & Wilson, 2001) all the other available 

departments are included in this study. Gummesson (n.d.) even coined the term part-time 

marketers for those employees outside of marketing or sales to emphasize that they have 

a major indirect influence on the delivery of the brand promise (Zeplin & Burmann, 

2005). 

The rationale behind choosing Organization X was because of its strong brand 

value in the market with arguably brand-supportive employees who make up the majority 

of the workforce. Furthermore, it was said that brand loyalty is present among employees 

of Organization X (Wong, 2006). This means that in choosing the organization and the 

participants, the general assumption is that brand-supporting behaviors is already present 

among the employees, because the primary requirement for interviewing an employee is 

that he or she is engaged in brand supporting behaviors. Still, the researcher was able to 

validate these assumptions during the interviews. See Table 1 for the profile of 

respondents. 
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Table 1. Profile of respondents 

Respondent Position Department Years in the 
Company Sex 

1 
Inbound Logistics 
Manager Logistics 4 Male 

2 
Transport Planning 
Staff Logistics 3 Female 

3 
Procurement 
Associate Procurement 15 Male 

4 Operations staff Logistics 3 Male 

5 
Transport Planning 
Officer Logistics 16 Male 

6 
Transport Planning 
Staff Logistics 

Less than 1 
year Male 

7 HR Business partner HR 
Less than 1 

year Female 

8 
Transport Planning 
Officer Logistics 6 Male 

9 
Regional Accounts 
personnel Accounts 28 Male 

10 
Strategic procurement 
officer Procurement 3 Female 

 

 

E. DATA CONSTRUCTION AND ANALYSIS 

Respondent interviews were used in dealing with the concept and indicators 

mentioned in section B of this chapter. Pilot testing and securing permissions from 

organizations and individuals lasted for two weeks starting on the last week of February. 

Data gathering through interviews lasted for two weeks starting on the second week of 

March. Since it is an interview, the transcription and initial data analysis are done by the 

researcher as soon as it was possible. The third week of March served as the time to 

analyze all the data gathered. Thesis-writing also commenced from then onwards.  

The interviews were voice-recorded and immediately transferred to a personal 

laptop. Once data were collected, transcriptions were made. During transcription and 
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analysis, incidents within the data are compared and formed into categories and themes. 

Codes were imperative in making the process more convenient. Data management 

through data reduction, and conceptual development were used in order to organize and 

analyze the data. The Moustakas (1994) modified van Kaam method was the overall 

guide in analyzing the descriptions of the personal experiences of the employees.  

 

F. SCOPE AND LIMITATION 

This study explored the phenomenon of brand-supporting behaviors by asking 

about the employees’ own perceptions and notion on different brand-supporting 

behaviors that they are practicing. Furthermore, the use of the term brand citizenship 

behavior in this study was much focused on its brand enthusiasm dimension.  

Likewise, this study will not be dealing with the differentiation between the 

product and the company because these two are not readily separable and are both 

representative of the brand. Consequently, even if the three attributions of motives found 

in the framework section were previously used to determine whether an act is ingratiation 

or BCB, it will solely be used to describe brand-supporting behaviors in this study.  

To address the data quality issues, a Human Resource (HR) associate from 

Organization X was asked if supporting the brand through product patronage or brand 

endorsement is part of the employees’ job. Interestingly, the HR personnel agreed and 

explained that, as long as the employees are part of a company, and as long as an activity 

promotes the product, or the company, then it is part of the employees’ job to do the 

activity. However, it was explained that supporting the brand through product patronage 

or brand endorsement was not monitored because it is already a part of the culture of the 
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company. The HR also stressed that the employees support the brand because they 

genuinely believe in the product and not because it is part of their job. Lastly, member 

checking through archival research was not done to confirm whether there was a clause 

on the employees’ contracts regarding product patronage, thus this study heavily relies on 

the report of the participants.  

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

CHAPTER V. RESULTS  

 This chapter deals with the result of the interviews. It is divided into two parts 

namely (a) brand-supporting behaviors, and (b) motives for supporting the brand  

 

A. Brand-supporting behaviors 

 Employees elaborated on nine behaviors in which they show support for the 

brand. These are (1) exclusive product patronage or the actual buying of the company’s 

products, (2) brand endorsement or the recommendation of the company’s products, (3) 

defending the brand when perceived negatively by others, (4) reporting relevant 

information heard or seen about the brand, (5) actively seeking information about the 

brand, (6) voluntarily joining of non-work company activities, (7) adherence in brand 

behavior guidelines at all times, (8) helping others to improve their work, and (9) meeting 

their deliverables as employees.  

For employees, product patronage can be extended to family, close relatives or 

friends. Respondent 10 from Procurement department, and who has been with 

Organization X for more than 3 years, explained that he and his family patronize only 

their brand, “I only drink Brand X products. I don’t drink other beverages, even my 

family [don’t drink non-Brand X products]”, while respondent 8, from the Logistics 

department said that he does not let his family eat in a restaurant serving the competitor’s 

products, 

“I cannot let my family eat in a restaurant serving the competitor’s brand.  
We rather look for other resto[restaurant] that serves the brand which I 
can call not only loyalty to Brand X but also the refreshing taste it gives 
me and my family during meal times”. 
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Additionally, respondent 3, who has been with Logistics for 15 years 

stated that he recommends the brand to everyone because of its good quality, “I 

most definitely recommend the products to everyone I get in contact with because 

I believe in the product [the quality is good]”.  

Consequently, employees defend the brand when they hear or see other 

people talk about it negatively. Respondent 4 from Logistics, and has been 

working for the brand for 3 years stated that he tries to defend the brand by trying 

to change the negative perception of others about it,  

“Kung kilala ko yung naguusap na yun [ng negatibo tungkol sa brand], 
kung ano yung makakaya kong iexplain na baguhin yung (negatibong) 
tingin nila, syempre gagawin ko (If I know those people who are talking 
negatively about the brand, then I’ll do my best to change their negative 
opinions about the brand)”  
 

Employees also relay relevant information about the brand to the 

concerned departments to help address any brand-related issues immediately. 

Respondent 1 from Logistics, and has been working for the brand for 4 years 

answered that he will report any relevant information about the brand 

immediately especially if it is a complaint, 

 
“Yes, [I’ll report information that I hear about the brand]…Lalo na kapag 
complaint (especially if it’s a complaint)… employee complaint or product 
complaint, those deserves immediate concern kasi lost sale yun kapag 
nagkataon (because those can turn into lost sales if not addressed 
immediately)”. 
 
Moreover, employees try to acquire more information about the brand if they 

deem it necessary. A situation given by respondent 2, who has been with Logistics 
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department for 3 years, was that when the company does not give out free samples of 

new products, then as an employee, she will still try it out in the market, 

“Hindi lahat ng produkto binibigay nila so parang ayos lang, ittry mo pa 
rin siya sa market, kasi parang, uy bagong product (Not all products are 
given by the company but it’s okay, I’ll still try it out in the market 
because it’s our new product”. 
 

Employees also voluntarily join non-work related company activities as long it 

can fit their schedules. These company activities involve Brigada Eskwela (school 

renovation), community clean-up drive, adopt –a-creek, sports activities, concerts, etc. 

This was confirmed by respondent 2 by saying that she voluntarily joins non-work 

company activities as long as she has the time, 

“Kapag may mga program na nilolaunch, kagaya pag may brigada 
eskuwela, community cleaning, mga ganun, sumasama ka. Basta merong 
available, and may time, kasi minsan yung timing nila hindi okay eh. Mga 
twice a year, once a year, ganon, (Whenever they host a program like 
school clean up, community cleaning, etc., I always join as long as my 
schedule permits me to.)”. 
 

Another kind of support that emerged during the interviews is adherence in brand 

behavior guidelines at all times. Respondent 4 from the Logistics department, and 

respondent 7, an HR associate for less than a year both said that they have personally 

talked with [sari-sari] storeowners before, just to remind them that they have to remove 

all the non-Brand X products from the free refrigerator that was given by Organization 

X’s sales department.  

Another way of support that employees do for the brand is helping others to 

improve their work. Respondent 1 confirmed this by saying that he always makes sure 

that members of his team are happy because it enhances their work attitude, while 
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respondent 8 confirmed this by saying that he supports the brand by looking for ways to 

improve the way his colleagues do their job. Respondent 1 and 8 answered respectively, 

 “I make it a point na all of my people are happy. Sabi ko nga (as I said), 
you must always start the day with a smile […] Actually, when I was going 
up the corporate ladder, gusto ko in my group lagi silang masaya. Kasi 
ako, pag masaya yung tao ko, it follows eh, ang working attitude nila, 
kumbaga (I want people in my group to always be happy because it 
follows- their work attitude develops and when they’re happy) they will 
also give their best”  
 
“[I support the brand not only through product patronage] Support is also 
looking for ways to improve the way your colleagues are doing their job.” 
 

The last kind of support that was mentioned was meeting their deliverables as 

employees. Respondent 1 noted that the he shows his support for the brand by doing the 

basic requirement of his job, which includes reporting every day, giving 100 percent of 

his time to the company and making sure that all his deliverables are met, “Simple, well 

basics, sabihin natin(let’s say), reporting every day, giving 100 percent of your time to 

the company, make sure that all my deliverables are met”.  

Most of the employees also disclosed that the practices they shared are not part of 

their job but it is only ethical to do the said practices as a sign of gratitude for the 

company for helping them earn a living. Nonetheless, respondents 4 and 5, who are both 

from the Logistics department, thought that brand patronage and brand endorsement are 

part of their job by explaining that it is expected from them by management, or that it is a 

way to increase their sales, 

“Part of [my job], kasi di ba, kahit sino naman, kapag nasa company ka, expected 
na rin sayo yung pagpatronage ng product [It is part of my job because if you’re 
working for a certain company, it is already expected of you to patronize its 
products.]”  
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 “Syempre [kasama sa trabaho ko] to promote, parang ipopromote mo para 
lumaki ang benta niyo, ay pero di naman ‘to kasama sa job description ko (Of 
course it’s part of my job to promote the products to increase our sales, but it is 
not included in my job description)”. 
 
Despite the employees’ take on product patronage and brand endorsement being 

part of their job, they did not see it as a negative thing but is something that is common 

and natural. In fact respondent 5 elaborated that working for the brand itself calls for the 

act of promoting it; otherwise if no one buys the product , then he will have nowhere to 

work for,  

“parang patronage, dahil dito ka nagtatrabaho so kelangan ipromote mo siya, 
kasi kung wala ng bibili sa Organization X, san pa kami magtatrabaho, paano 
pa maggrow yung kompanya (I work here so I need to promote the brand. If no 
one buys the brand anymore, then where will I work? How will the company 
grow?)”. 
 

B. Motives for supporting the brand 

 There are two primary reasons for employees to engage in brand-supporting 

behaviors. These are the intrinsic and extrinsic motives. 

 When the employees were asked for their reasons for supporting the brand, most 

employees gave their reasons for working in the company or buying their product. This 

implies that employees treat the brand as the products that they offer or the company that 

they are working for. 

1. Intrinsic motives 

 Intrinsic motives include the influence of employees’ identification with the 

brand, internalization of brand values, and gratitude for employer. Time also plays a role 

in enhancing the employees’ identification and internalization of the brand. The longer 

the employee has served the company, the more likely it is that they are naturally and 
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habitually practicing brand-supporting behaviors. When a tenured employee was asked 

how his support for the brand was affected after their bonus was cut, the employee said 

that it was not; he even suggested that it has been established after working for the brand 

for 16 years,  

“Hindi [ako naapektuhan na wala ng benefits], for 16 years, hindi ko pa ba 
naman naestablish yun? (My support for the brand was not affected despite the 
recent cutting of benefits. After 14 years, do you think I haven’t established 
that?)” 
 

a. Identification with the brand 

 Being proud of the brand and having concern for it are the main influence of 

identification. When employees are proud of the brand, it becomes easier for them to be 

brand ambassadors. Moreover, concern for the brand can lead in brand-supporting 

behaviors like brand endorsement and patronage to increase the company’s sales.  

Respondent 6 said that working for number 1 motivates him because the brand’s image is 

also reflected on him,  

“Number 1 kami (Brand X), syempre nakakapagboost ng ano mo, ng 
energy kasi nagtatrabaho ka sa number 1(We’re number 1, and that fact 
motivates me more because I know that I’m working for the number 1 
company)”. 
 
“Syempre kung ano’ng itsura ng kompanya… parang ikaw na din yung 
pinaguusapan (Whatever the image of the brand is reflects your own 
image)”. 
 

b. Internalization of the brand 

 Internalization of the brand, its values and guidelines directly influence 

employees to support the brand, specifically through brand consideration and brand 

endorsement. Indicators of internalization include (1) belief in the product and the 
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company, (2) having similar goals with the company, and (3) adherence to brand 

behavior guidelines at all times.  

 In fact, Respondent 3 said that even if he is not working for the brand anymore, he 

would still recommend and patronize the products because he believes in it, while 

respondent 01 said,“[I endorse it] Because it’s the company, it’s the product that you 

want people to patronize. And that outlet, if you’re able to convert it, that will be 

additional revenue [for the company]”.  

c. Gratitude for employer  

 Most of the employees also mentioned that another reason that they have for 

supporting the brand was that it is their way of showing gratitude to the company and 

helping it grow. Respondent 2 mentioned that she recommends the brand because it is her 

way of helping the company earn because she is also earning from it, 

“[Kaya ko nirerecommend yung brand] Kasi di ba, bukod sa tulong mo na 
sa company, gusto mo din ipakilala yung product mo. At saka ikaw diba, 
dun ka rin kumikita, (I recommend the brand to help the company. 
Furthermore, I want to introduce my brand, besides, I’m earning from that 
company as well)”. 
 

2. Extrinsic motives 

 Employees may also be extrinsically motivated to support the brand. Extrinsic 

motives that emerged from the data include brand-centered activities done by the 

management and aspiration of employees to support their family. However, based on the 

interviews, no employee supports the brand because of extrinsic motives alone. All of 

their brand-supporting behaviors are either influenced by an intrinsic motive or by both 

extrinsic and intrinsic motives.  
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a. Brand-centered activities 

 There are a lot of brand-centered activities in a company but when the employees 

were asked what the company and management are doing for them to appreciate and 

support the brand more, they primarily brought up three brand-centered activities. These 

are (1) good compensation, (2) good benefits, and (3) good career growth in the 

company.  

For the influence of compensation, respondent 7 said that compensation is a good 

motivation for him to support the brand. He said that, “mas motivated kang magtrabaho 

kapag well-compensated ka (You’re more motivated to work if you’re well-

compensated)”, while respondent 2 said, “kapag binibigyan ka ng benefits, naappreciate 

mo lalo yung ano, yung Brand X (When you’re given benefits, you appreciate the brand 

more)”. Moreover, respondent 1 and respondent 3 said respectively,  

 
“Well, I think that… all companies naman eh, if you think someone is a 
good performer, they promote him or give him an increase (I think that it’s 
the same in all companies, if you think someone is good, they get 
promoted or are given increase)”. 
 
“[Because of the brand] I’ve met a lot of people already, ughm I’ve 
developed; I’ve grown. It’s a very big part of my life, my career”. 

 

Other brand-centered activities like distribution of company magazines, selling of 

company merchandise, conducting trainings, giving of free product samples, etc. were 

also discussed, but some were not mentioned until the researcher brought it up at the 

latter part of the interviews. Most of the said activities influence employees in (1) 

identifying with and internalizing the brand and its values, and (2) supporting the brand 

through equipping them with the sufficient brand knowledge and technical know-how. 
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Additionally, all employees shared positive influence of each brand-centered activity, 

however, it must be noted that respondent 6 thought of company magazine as informative 

and appealing, yet costly. He suggested that the company magazine must be one of the 

reasons why their bonus was cut.  

b. Aspiration to support their family 

 Most of the employees mentioned their aspiration to support their family as 

another motive in supporting the brand. Respondent 5 said that,  

“Family ko [ang inspirasyon at dahilan ko sa pagsuporta ng brand], kasi sila 
yung binubuhay mo, sila yung binibigyan mo ng halaga para magsikap ka (My 
family is my inspiration and reason for supporting the brand because I’m trying 
to earn a living for them)”.  
 
Respondent 6 pointed that the brand and the company is where he gets earning to 

support his family,  

“Family mo [ang inspirasyon at dahilan ko para suportahan yung brand], kasi 
dito ka nabubuhay, at saka dito mo nakukuha yung pang suporta mo sa kanila 
(My family is my inspiration and reason for supporting the brand because the 
company and the brand is where I get money to support my family)”. 
 

Table 2-5 summarize the brand-supporting behaviors and its possible motives 

mentioned by the employees. Some of the dimensions or indicators came from previous 

authors while some are the contribution of this study. As such, all dimensions are labeled 

properly.  
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Table 2. Brand-supporting behaviors 

 Dimension of brand-
support Behavior Employees’ answer 

1 

Product patronage  Exclusive product 
Patronage 

“As much as possible, if I eat, I drink our 
products” 
 
“Kunwari asa ibang restaurant ka, 
kapag ang available ay hindi produkto 
mo, wag ka na lang iinom  
 
(When you’re in a restaurant and your 
brand products are unavailable, you’d 
rather not drink at all)”. 

2 

Brand consideration 
(Riley et al, 2008) 

Defending the brand 
when it is put in a 
negative light 

“Kung kilala ko yung naguusap na yun 
[ng negatibo tungkol sa brand], kung 
ano yung makakaya kong iexplain na 
baguhin yung [negatibong] tingin nila, 
syempre gagawin ko. 
 
If I know those people [who are talking 
negatively about the brand], then I’ll do 
my best to change their [negative] 
opinions about the brand”. 

3 

Brand consideration 
(Riley et al, 2008)  

Acquiring or reporting 
brand related information 
as deemed necessary 
 
• Reporting information 

heard or seen about the 
brand 

 
• Getting more 

information about the 
brand through buying 
of new company 
product offerings 

“Yes, [I’ll report information that I hear 
about the brand]…Lalo na kapag 
complaint… employee complaint or 
product complaint, those deserves 
immediate concern kasi lost sale yun 
kapag nagkataon 
 
(Yes, [I’ll report the information that I 
hear about the brand] especially if it’s a 
complaint, whether employee or product 
complaints. Those deserve immediate 
action because it might turn into a lost 
sale if not addressed immediately)”. 

4 

Brand endorsement 
(Riley et al, 2008) 

Brand endorsement 
(whether through face to 
face or sharing of updates 
about the brand on 
Facebook) 

“I most definitely recommend the 
products to everyone I get in contact 
with because I believe in the product, the 
quality is good”. 
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5 

Brand consideration 
(Riley et al, 2008) 

Adherence in brand 
behavior guidelines 

“Kapag asa labas, may Brand X na ref 
[sa sari sari store], makikita mo may 
ibang produkto na andun, bibiruin ko 
lang yung may ari na alam niyo po bang 
bawal yan, kasi alam naman namin yung 
ano [rule] ng sales na magbibigay sila 
ng free ref para Brand X yung ilagay, 
tapos lalagyan niyo lang ng iba  
 
(If I see a Brand X refrigerator with 
competitor’s products, I’d remind the 
store owner that it is not allowed, 
because the sales department gives 
Brand X refrigerator in a condition that 
only Brand X products should be put 
inside)”. 

6 

Work improvement  

Helping others to 
improve their work, and 
 
Meeting the expectations 
and requirements of one’s 
own work 

“ako kasi (for me), I make it a point na 
all of my people are happy. Sabi ko nga 
(as I said), you must always start the day 
with a smile […] Actually, when I was 
going up the corporate ladder, gusto ko 
in my group lagi silang masaya. Kasi 
ako, pag masaya yung tao ko, it follows 
eh, ang working attitude nila, kumbaga 
(I want people in my group to always be 
happy because it follows- their work 
attitude develops and when they’re 
happy) they will also give their best”  
 
“Support is also looking for ways to 
improve the way your colleagues are 
doing their job.” 
 
“Simple, well basics, sabihin natin (let’s 
say), reporting every day, giving 100 
percent of your time to the company, 
make sure that all my deliverables are 
met” 

 

 

 

 

 



37 

 

Table 3. Influence of employee identification 

Indicator of identification Result Employee’s answer 

1. Sense of pride in being 
linked with the brand or in 
talking about the brand  
(Evanschitzki et al., 2008). 

Helps employees to become 
better brand ambassadors 
and employees (brand 
endorsement) 

“Number 1 kami [Brand X], 
syempre nakakapagboost ng ano 
mo, ng energy kasi nagtatrabaho 
ka sa number 1 
 
(We’re number 1 and that fact 
motivates me more because I know 
that I’m working for the number 1 
company)”. 

2. The feeling that one’s 
own fate is intertwined with 
the company’s fate (Zeplin 
& Burmann, 2005) 

Helps employees to be more 
concerned about the brand 
and support it in ways they 
can 

“Syempre kung ano’ng itsura ng 
kompanya… parang ikaw na din 
yun pinaguusapan  
 
(Whatever the image of the brand 
is reflects your own image)”. 
 
“Syempre [kaya ko ineendorso 
yung brand kasi], dito ako 
nagwowork, ito yung bumubuhay, 
maraming company na kapag hindi 
maganda yung sales, 
bumabagsak… syempre apektado 
ka nun kapag dun ka nagtatrabaho  
 
(I recommend the brand because I 
work and earn a living here. There 
are a lot of companies which 
closed down because of bad sales, 
and if I happen to work for that 
company, then I will be affected)”. 
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Table 4. Influence of internalization  

Indicator of internalization Result Employee’s answer 
1. Belief in the product and 
the company  

Helps employees support the 
brand (through brand 
endorsement and product 
patronage) 

 
“Even if I'm not working for 
Organization X anymore, I'd still 
[recommend and] patronize the 
product because I believe in it” 

2. Have similar goals as the 
company/brand (Zeplin & 
Burmann, 2005) 

Help employees support the 
brand (through brand 
endorsement and product 
patronage) 

“[I endorse it] Because it’s the 
product that you want people to 
patronize. And that outlet, if you’re 
able to convert it, that will be 
additional revenue” 

3. Adherence to brand 
behavior guidelines at all 
times  

Help employees support the 
brand (through brand 
consideration) 

“Once [nakita ko na], may itlog ng 
ipis sa labas ng bote. Dapat kasi 
yung bote sa loob at labas malinis. 
Nireport ko, tapos tinanong ko 
kung sino nagdedeliver. Tapos 
chineck ko, yung [free Brand X] 
ref kung ano ano yung nakalagay, 
kung anu-ano… Brand X should 
exude quality 
 
(Once in a store, I saw a 
cockroach egg outside the bottle of 
Brand X. The bottle should be 
clean inside and out so I reported 
it and I asked the storeowner who 
delivers their supplies. I also 
checked if the store’s Brand X 
refrigerator has Brand X products 
only. Brand X should exude 
quality)”. 
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Table 5. Influence of compensation, benefits, and career growth  

Brand-centered activity Influence Employee’s answer 
1. Compensation Motivates employees to work 

harder 
“mas motivated kang 
magtrabaho kapag well-
compensated ka 
 
(You’re more motivated to 
work if you’re well-
compensated)”. 

2. Benefits Helps employees appreciate 
the brand more “kapag binibigyan ka ng 

benefits, naappreciate mo lalo 
yung ano, yung Brand X 
 
(When you’re given benefits, 
you appreciate the brand 
more)”. 

3. Career growth and 
commensurate job grade fit 

Help employees appreciate the 
brand more and motivates 
them to do their work well 

“Well, I think that… all 
companies naman eh, if you 
think someone is a good 
performer, they promote him 
or give him an increase.  
 
(I think that it’s the same in all 
companies, if you think 
someone is good, they get 
promoted or are given 
increase)”. 
 
“[Because of the brand] I’ve 
met a lot of people already, 
ughm I’ve developed; I’ve 
grown. It’s a very big part of 
my life, my career”. 

 

 

 

 

 



40 

 

Table 6. List of brand-centered activities  

Brand-centered activity Influence Employee’s answer 
Conducting trainings Helps in career growth 

and skill improvement 
“Well, I try to find other companies who 
offer trainings that I think will help me and 
my team to grow. Career growth, skill 
improvement. Although may mga trainings 
na nakaset yung company (although there 
are trainings that the company has set), we 
can also suggest and look for other 
companies that could conduct trainings”. 

Having good 
advertisements 

Helps in developing 
appreciation for the 
brand 

“promotion through advertising [yung isa 
sa mga ginagawa ng company para 
maappreciate ko yung brand] 
 
Promotion through advertising is one of the 
things that the company does to make its 
employees appreciate the brand”. 

Product developments Helps employees to 
believe the brand 
 
Develops employees’ 
internalization of the 
brand (internalization) 

Not explicitly stated but everyone believes 
and perceives the brand as of good quality 
so the management should continually 
develop its products 

Selling of company 
merchandise 

Helps employees 
promote the brand 
(brand endorsement) 
 
Helps build and show 
employees’ sense of 
pride for the brand 
(identification) 

“[Kaya ako bumibili ng company 
merchandise kasi] Maganda yung quality at 
saka nakakapagpromote ka din ng ano, ng 
brand mo kasi pag ginagamit mo sa labas 
 
([I buy the company merchandises] because 
it has good quality and it enables me to 
promote the brand when I used these 
merchandises outside the office)”. 
 
“Masarap siya icollect eh. Ako, I do have 
my collection..., nakakatuwa lang siya 
tingnan, at saka useable naman siya. At 
saka pag may taong pumupunta sa bahay 
niyo, yung tipong ay taga-Organization X ka 
nga. May corner ka sa bahay na puro Brand 
X parapernalya 
 
(It’s nice to collect. I do have my own 
collection. Besides, when people visit my 
house, they affirm that I’m really an 
employee of Brand X because there is a 
corner in my house that is purely Brand X 
collectibles and merchandises)”. 
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Giving of product 
samples 

Helps employees to get 
to know the brand and 
the products more 
 
 

“Pag new hire pa lang, meron kaming isang 
bag ng Brand X, ganyan, mga Brand X 
products. Parang dun ako may realization 
na ang katanggap tanggap na drinks sakin 
yung Starbucks, kasi wala kaming coffee. 
Pero kapag naman may bagong product, 
tinatry namin sa product testing or 
binibigyan kami ng sample, para alam 
namin yung lasa 
 
(As a new hire, I was given a bag filled with 
the company’s products and then I realized 
that the only beverage that I’m allowed to 
drink is Starbucks coffee because we 
(Organization X) do not offer any coffee 
products. When there’s a new product, they 
give it out as sample for product testing to 
let us know what it tastes like)”. 

Conducting family 
gatherings 

Helps the company to 
be integrated into the 
employee’s personal 
life and family 

“And of course, my father used to bring me 
during outings, pagka may mga family 
affairs ang company (whenever the 
company has family affairs), I used to go 
there that’s why I could say that I’m already 
a part of the company (even as a child)” 

Non-work related 
activities like concerts, 
brigada eskwela, sports 
activities, etc. 

Helps employees 
appreciate and identify 
with the brand more  

“The Company is involved in a basketball 
team which I support. They host sport 
activities. Sometime, I represent our 
company for badminton tournament, 
outreach programs like painting the schools 
of children, and there’s a coastal clean-up 
every year,  
 
(These activities are important because) I 
have an avenue of doing things other than 
work and still it’s related to Brand X, so it 
builds my appreciation for the brand itself”. 

Distribution of 
company magazines 

Helps employees to get 
to know the brand more 
 
Helps employees to 
build sense of pride in 
working for the brand 
and motivates 
employees to work 
harder 
 
 

“Oo (nakakatulong yung company 
magazines), malaki rin, kasi sa information. 
Ampangit naman kung nagtatrabaho ka dito 
tapos di mo alam yung nagiging epekto ng 
work mo. E di ba Brand X, still the number 
1, leading brand…informational eh, 
syempre sa thinking na ganun mas nagiging 
proud ka, tapos mas pagbubutihan mo pa. 
Kumbaga alam mo kung san yung 
pinupuntahan ng tinatrabaho mo 
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(The magazines are helpful because it’s 
informative. It would be bad if you’re 
working for a company, yet you know 
nothing about it. Besides the company 
shows that we’re still number 1, with that, 
you become more proud, and you try to 
work harder. Aside from those, you also get 
to know the fruits of your work because of 
the magazine)”. 
 
“[Kapag walang company magazines] di ba 
parang, ay parang wala namang ginagawa 
yung Brand X, parang ganun yung dating 
sa’yo di ba, yung ano ba yun puro trabaho 
na lang, wala man lang…  
 
(If there are no company magazines, it 
would seem that the company is not doing 
anything at all, that it is just all about 
work)”. 
 
“maganda yung magazine pero gastos lang 
yan, kinukuha yung bonus natin 
 
(The magazine is appealing but it is just an 
added expense, it gets the budget for our 
bonus )”. 

 

 

 

 

 

 

 

 

 

 



 

 

CHAPTER VI. DISCUSSION 

 This chapter outlines the explanation of the result presented in the previous 

chapter. Likewise, it is also divided into two parts namely (a) brand-supporting 

behaviors, and (b) motives for supporting the brand.  

 

A. Brand-supporting behaviors 

 The data showed that the selected employees of Organization X support the brand 

through (1) exclusive brand patronage that can be extended to family, close relatives, and 

friends, (2) defending the brand when it is put in a negative light, (3) acquiring or 

reporting of brand-related information, (4) brand endorsement, (5) adherence in brand 

behavior guidelines at all times, (6) helping others to improve their work, (7) voluntary-

joining of non-work company activities, and (8) meeting one’s deliverables as 

employees. These behaviors are categorized into 4 dimensions namely (a) brand 

patronage which includes behavior 1, (b) brand consideration which includes behavior 

number 2, 3, and 5, (c) brand endorsement which includes behavior 4, and (d) work 

improvement which includes behavior number 6 and 8.   

Brand consideration and brand endorsement came from the brand enthusiasm 

dimension of Riley et al. (2008) while brand patronage, and work improvement are part 

of the findings of this study. The existence of exclusive brand patronage as a way to 

support the brand among Organization X employees validates the study of Wong (2006) 

which showed that Organization X employees show commitment to the brand through 

patronage, while the existence of work improvement as a way to show one’s support for 

the brand is a novel concept in citizenship behavior. Work improvement may be 
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attributed to the fact that employees perceive the brand as their work in the company; 

possibly leading them to think that improving work is improving the brand, and thus 

would qualify as a way to show one’s support for the brand.  

So from the 3-dimension brand enthusiasm construct proposed by Riley et al., this 

study resulted in a 4-dimension brand-supporting behavior. (1) Brand patronage is the 

employees’ behavior of buying their employer’s products. (2) Brand consideration is the 

employees’ behavior of reflection of brand impact before taking action in any situation, 

and adherence to brand-behavior guidelines at all times (Riley et al., 2008). (3) Brand 

endorsement is the behavior of recommending the brand to non-work related 

acquaintances like friends or family (Riley et al., 2008). (4) Work improvement is the 

behavior of wanting to improve their work and meeting one’s deliverables as employee. 

Figure 4 illustrates the dimensions of brand-supporting behaviors 

 

Figure 4. Dimensions of brand-supporting behaviors 

 

  

Also, most of the employees do not consider the practice of brand patronage, 

brand endorsement, and brand consideration as part of their job. This is in support of 

earlier studies on brand-citizenship behavior. Yet respondent 4 and 5 who believe that 
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supporting the brand is part of their job do not perceive this as a negative thing but only a 

natural thing. This finding supports King & Grace (2007) who argued that some 

employees feel the need to go the extra mile for the brand because it is part of their job, 

and are being paid for it. However, this finding can be attributed to the fact that 

Organization X has already a strong culture of brand loyalty among employees. This 

means that supporting the brand is already part of the company’s culture.  

Another explanation would be that the employees who feel that brand 

endorsement and product patronage are part of their job have either (1) internalized the 

brand’s goal to maintain or exceed their market share to be one’s own goal or (2) been 

extrinsically rewarded through increase in compensation, benefits, or promotion for 

engaging in brand-supporting behaviors. Consequently, this would make brand-

supporting behaviors customary for these employees. Interestingly, respondent 05 fits the 

former explanation, while respondent 04 fits the latter explanation to a certain degree. 

Respondent 5 believes that he needs to patronize and endorse the brand to increase sales 

while respondent 4 believes that product patronage is expected from them by the 

management. The latter answer implies that part of the employee’s motive for patronizing 

the product is extrinsic in nature which is similar to the findings of King and Grace 

(2007), while the former answer implies that internalization helps in the delivery of the 

brand promise or company goals (Zeplin & Burmann, 2005). 

 

B. Motives for supporting the brand 

  The employees motives for supporting the brand may either be intrinsic or 

extrinsic. Intrinsic motives include their positive identification with the brand, well- 
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internalization of its values, and gratitude for employer, while extrinsic motives include 

certain brand-centered activities, and aspiration to support their family. Also, since the 

participants of the study are employees of the brand, they equate the brand with their 

employer or the company that they are working with. Hence, employees perceive their 

motivations to support the brand as partly their motivations to work for the company. The 

motives discussed in the previous chapter validate literature except for the findings on 

gratitude for employer and aspiration to support the family.  

 These two findings could be attributed to the location and participants of the 

study. Since the study is conducted in the Philippines, where majority of the workforce 

are said to be primarily working for, and because of their family (Hechanova & Franco, 

2005), the Filipino values influenced the motives of employees for engaging in brand-

supporting behaviors. Moreover, Filipinos are also known for their concept of utang na 

loob, which can be likened to the concept of gratitude. It is that principle of behavior 

wherein every service received, solicited or not, demands a return (Arce, 2001). 

Going back to one of the original objectives of the study, which is to explore 

which between brand-centered activities and identification and internalization with the 

brand is more influential in helping employees support the brand, the answer is 

identification with the brand, and internalization of its values. This is because 

identification with the brand and internalization of its values can directly influence 

employees to support the brand, while brand-centered activities can only influence the 

brand knowledge and skills of employees or strengthen their identification with and 

internalization of the brand. See Figure 5. 
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Figure 5. Identification and internalization vs. Brand-centered activities 

 

This finding furthers the theory of Harquail (1994) as cited in Kim, Chang & Jae 

Ko (2010). It was said that the more an individual identifies with the brand, the more 

likely is the individual to take the organization’s perspective and act in accordance to its 

best interest (Harquail, 1994 as cited in Kim et al, 2010).  

1. Intrinsic motives 

 Originally, identification with the brand and internalization of its values were 

considered as one concept under the intrinsic motive, but after data constructing, enough 

indicators were gathered to split the two concepts apart.  

 After separating the two concepts, it was found that internalization would directly 

influence employees to support the brand while identification would only build the 

employee’s knowledge about, and concern for the brand. This was not found in literature 

but it was always implied that identification and internalization of the brand and its 

values can have positive effects in organizations.  
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  2. Extrinsic motives 

  Based on the data constructed, extrinsic motives alone are not enough reasons for 

employees to engage in brand-supporting behaviors. However, it can be utilized to 

develop the employees’ identification with brand, or internalization of its values. This 

verifies the idea that brand-centered activities can increase the employees’ identification 

with, and internalization of the brand (Harquail, 2009; Evanschitzky et al., 2009). 

Additionally, it affirms the findings of Vallaster & de Chernatony (2005) which argued 

that brand centered activities ensures that employees have the necessary skills to act on 

the brand promise.  

Compensation, benefits, and career growth are the three brand-centered activities 

that motivate employees to support the brand, while the other brand-centered activities 

are just seen as helpful in terms of updating the employees and building their sense of 

identification with or internalization of the brand. Apart from compensation, the brand is 

seen as a source of living for the employee and his family. Hence, employees are 

motivated to support the brand because of their aspiration to support their family. 

Non-work activities like concerts, sports, etc. are seen as recreational activities by 

the employees. An employee stated that he supports these company activities because it’s 

an avenue for him to do other things, “it’s not all about work, because if we focus on just 

work, you’ll get burnt out. You need other outlet.” Another employee mentioned that 

joining Brigada Eskwela (school cleaning) is fun because you get to help and see school 

kids who are happy,  

“Masarap kaya yung pumupunta sa mga schools, tapos nakikita mo yung 
mga bata, natutuwa kasi may naglilinis ng classroom nila, yung mga 
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ganun (It’s fulfilling to go to schools and see these kids happy because 
people are cleaning their classroom)”.  
 
This shows that non-work company activities are treated by most employees as 

interest activities which you can join if you like, but not as support for the brand. Still, it 

must be noted, that these non-work related company activities can serve as CSR or PR 

efforts for the brand. These activities can act as promotion for the values that are being 

pushed forward by the brand.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

CHAPTER VII. SUMMARY AND CONCLUSION 

This chapter summarizes and concludes the findings that were discussed in the 

study. It also addresses the research problem and objectives of the study. 

 

A. Summary 

1. Employees support the brand through brand patronage, brand consideration, brand, 

endorsement, and work improvement.  

a. Employees practice brand consideration through adherence in brand-behavior 

guideline at all times, and reflection of brand impact before taking action in any 

situation. Adherence in brand-behavior guidelines is observed when employees 

reminded a storeowner that the free Brand X refrigerator should not have 

competitor products. Reflection of brand impact is observed when employees 

report brand-related information that they heard or seen outside the workplace, or 

when they defend the brand from other people’s misguided criticisms.  

b. Exerting extra effort and initiative in engaging in brand related behaviors were 

not mentioned by the employees. 

c. Employees practice brand endorsement by recommending the brand to 

immediate relationships like family and friends every time there is an opportunity 

to do so. Employees are more likely to recommend the brand during social 

gatherings and interactions. 

d. Employees also support the brand through exclusive product patronage and 

work improvement.  
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2. Identification and internalization of the brand and its values is more influential in 

motivating employees to support the brand because it directly influence employees to 

engage in brand-supporting behaviors while brand-centered activities only influence 

employees to (1) gain knowledge and skills relevant in supporting the brand or (2) build 

their identification and internalization with the brand. 

a. Brand-centered activities motivate employees to engage in brand-supporting 

behaviors by equipping them with significant skills and knowledge necessary in 

appreciating and supporting the brand.  

b. Identification with the brand and the company in general makes the employees 

defensive or appreciative towards comments made about the brand/company 

while internalization of the brand directly influences them to engage in brand-

supporting behaviors.  

3. For employees, the brand is the company that they are working for and the products 

that they have, thus employees’ support for the brand is also considered as employees’ 

support for the company or for the employees’ work.  

4. Employees are motivated to support the company because of their gratitude for helping 

them earn a living to support their family. Likewise, employees are motivated to support 

the company because of their aspiration to support their family. 

 

B. Conclusion 

Selected Organization X employees are either (1) intrinsically-influenced or (2) 

extrinsically and intrinsically-influenced to support the brand through brand patronage, 
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brand consideration, brand, endorsement, and work improvement. Figure 2 illustrates the 

final study framework.  

 

Figure 6. Study Framework 

 

 

  

 



 

 

CHAPTER VIII. IMPLICATIONS AND RECOMMENDATIONS 

 This chapter discusses the implications and recommendations of this study on 

three levels namely (1) theoretical, (2) methodological, (3) practical issues.  

 

A. Theoretical issues 

 This study furthered the use of the LCVN model to issues in motives and 

citizenship behavior by changing the active and passive to intrinsically and extrinsically 

motivated brand-supporting behaviors. The attribution of motives was also used to 

describe how intrinsic or extrinsic method could influence the consistency and 

distinctiveness of a behavior. Furthermore the presence of intersection between the 

Loyalty and Compliance quadrants of the study framework could still be improved but it 

adds a new dimension to the LCVN model.  

 

B. Methodological issues 

 Sample-wise, the study has much to improve which includes getting a wider 

sample and having more rigorous criteria for accepting participants. A comparison of a 

similar study between samples from manufacturing and service-centered companies 

could also be done to compare and contrast the practice of, and motives for brand-

supporting behaviors between a sample with tangible brand products and a sample with 

intangible brand offerings. The sample criteria could also be modified according to the 

participants’ hierarchical positions and years of service.  

Additionally, it would be interesting to conduct a similar study from a critical 

stance because, through member checking, the study found that management expects 
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employees to support the brand in any way they can. Moreover, the fact the employees 

get motivated by compensation and career growth programs is something to be critical 

about since these are supposedly part of the rights of the employees and not privileges 

that they should be thankful for. This expectation from the management and the 

employees could be explored more to see how it impacts both the employer and the 

employee.   

 

C. Practical issues 

 Since identification and internalization of the brand plays an important role in 

employees’ brand supporting behaviors, then the management could use this as one of the 

criteria for hiring employees, therefore making hiring as another brand-centered activity. 

Additionally, since family is a major contributor for employee motivation, it is advised 

that management conducts brand-centered activities which involve the employees’ 

families.  
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APPENDIX A. INTERVIEW GUIDE 

I. Profile 

 1. Control number 
 2. Position & Department 
 3. Years in the company 
 4. Sex 
 
II. Questions  

1. Why did you decide to work for the brand (Riley, 2011)? 2b 
2. Can you describe your opinions about the brand (before and after working there)? Why? 2b  
3. How does this affect your job? 2 
 
4. Can you say that the brand has been integrated in your life? Why? (Millard & Wilson, 2007) 2b 
5. Are there a lot of people who knows that you're working for the brand? How do they know? 2b 
 
6. What is your work/job description? Research gap 
7. How do you show your support for the brand? Do you have any experiences you could share?1 
8. How often does this happen (when, where, and whom)? xy 
9. Is that included in your job responsibility? (If not) Why do you do it? Research gap 2 
 
10. What does the company do to help you develop your appreciation for the brand? 2a 
11. Are these company efforts helpful in enabling you to support the brand? Why? 2a  
12. Do you participate in these activities? Why? 2a 
13. How do trainings help you develop your support for the brand? What about distribution of 
manuals and other company merchandise? Could you think of other programs or activities that 
helped you in developing your support for the brand? 2a 
 
14. How would you describe your support for the brand in comparison with the other employees? 
Why? 1b 
15. How would you feel when you hear people talking negatively about Brand X outside the 
workplace? Would you do anything about it? 1ab 2b 
16. What if it's positive, what would you do? Would you feel anything? 2b 
17. Does this usually happen (when, where, and whom)?  Do you have any experiences in 
particular that you could share? (Parker & Lepla, 1999)1xy 
18. Why did you do it? What were you thinking? 1a 2 
 
19. When do you usually remember the brand? Why? 1a 
20. Does this usually happen? why? 1ax 
 
21. Do you recommend the brand to family and friends i.e. non job-related acquaintances? why? 
(King & Grace, 2010) 1c 
22. Can you give examples wherein you recommended the brand to other people? 1c  
24. Why did you do it? 2 
25. To whom do you usually recommend the brand? y  
26. Does this usually happen? If so, when does this usually happen? X 
 
 



APPENDIX B. INTERVIEW TRANSCRIPTS (PILOT TEST) 
 
I. Profile  
 

• Respondent 001 - male 
• A retiree from Organization X for 2 months 
• Stayed with Organization X for almost 31 years 
• Logistics department 

 
II. Interview proper 
 
A: When did you first encounter the brand? 
B: What do you mean encounter? 
A: Like how did you know of the brand for the first time? 
A: When I was still in High school, Brand X na yan eh, popular yung brand eh. Then, there was even a time 
na I was, pumupunta ako dun sa Otis ba, during my High School days, pumapasyal kami dun, tinitingnan 
namin yung planta, not knowing na magtatrabaho pala ako dun 
 
A: Bakit po kayo nagdecide na dun na magtrabaho? 
B: It was during the time of San Miguel then, and Brand X was a subsidiary. Among all the companies that 
I applied, yun yung pinakamaganda ang sweldo, of course. Kasi when you’re starting, ang unang 
tinitingnan namin- noon ha, ay kung maganda ba ang sweldo, this is 1980’s to be exact, 2nd half of 1980 
 
A: Pwede niyo po bang idescribe yung opinions niyo about Brand X bago kayo naging empleyado ng 
Brand X? 
B: The way I looked at Brand X before working there is just a plain soft drinks company 
A: Eh nung, doon na po kayo nagtatrabaho? 
B: Well nung nagtatrabaho na, during the first year, hindi ka pa ganon kasensitive eh. You just go to the 
office, do your work, after 8 hours, uwi na. As you move along, ayan na, little by little narerealize mo na 
yung role mo, and as you go up the ladder, napopromote ka, yung role mo sa team, yung responsibility mo, 
and then ahhh, later on you yourself, yun bang ichachallenge mo yung sarili mo to improve. Yun bang 
ginagawa mo kumbaga mas nasa higher level siya.  
 
A: Bakit po? Bakit niyo po nafeel na kailangang as you move up the ladder eh mas magimprove kayo? 
B: Kasi nagiging sensitive ka na sa nangyayari sa business eh, doon sa department. Every year iba-ibang 
target at objectives eh, definitely yearly mas mataas yan eh so for you to attain those objectives, you have 
to do things differently. You cannot expect different result, if yung ginagawa mong sistema eh yung dati, 
paikot ikot ka lang.  
 
A: Meron po bang nagtulak sa inyo para mas maging sensitive dun sa mga objectives? 
B: Number 1 jan is yung influence ng boss mo, yung influence nung supervisor, yung influence ng 
manager. Syempre pag andun ka, ahh, yun yung araw araw na nakakainteract mo. Tapos syempre later on, 
parang idol, model mo na yan eh. Para bang sinasabi mo in a year or two, ako na kapalit mo, pag umalis ka 
dyan, ako na andyan.  Ngayon, pag hindi ikaw ang nailagay dun, lagot na. Yan na yung katakot takot na 
frustrations, disappointments… anyway, kasama yun. 
 
A: Sa tingin niyo po yang pagiging “sensitive” niyo po sa Brand X habang tumatagal ay paano po yan 
nakakaapekto sa trabaho niyo? 



B:  When I say sensitive, sensitive in a sense, yun bang malasakit mo, yun bang yung level ng malasakit mo 
ay nagbabago, tumataas ng tumataas. Para bang yung dati, may nakita kang, hindi tumatakbo ng maayos, 
okay lang yan, mamaya may aayos din niyan. Ngayon as you move along, pag nakita mo, inaayos mo na. 
Pagka tumaas ka na ulit, di mo na aantayin na mangyari pa, uunahan mo na, na wag mangyari. Ganun yung 
level ba. Yung umpisa nakikita mo, okay lang yun, yung susunod, hindi tama yan, yung susunod, hindi 
dapat mangyari yan, ganon. Para bang, uunahan mo na siya. Nung una passive, pangalawa, reactive, 
pangatlo proactive ka na. 
 
A: Dahil po yun sa pagtaas ng “malasakit” niyo? 
B: Yeeessss. 
 
A: Masasabi niyo po ba na integrated na sa life niyo yung Brand X? 
B: Yes, 30 years? *laughs 
A: Dahil po sa duration? *smiled 
B: Not only that kasi para bang, for 30 years, naka tie up ka na dun. Biruin mo for 30 years, yan lang yung 
pinapatronize ko, ng family namin. Yan lang yung iniinom namin, hindi kami umiinom ng iba? 
 
A: Marami po bang nakakaalam sa mga kakilala niyo na sa Brand X po kayo nagtrabaho? 
B: *Nods agreeing 
A: Paano po nila nalalaman? 
B: During gatherings, and then yung sinusuot kong t shirt, yung yuniporme ko ng Brand X, and also 
syempre kapag nagtanong, sagot ka na din, tapos yung mga kaklase ng anak ko, mga kaopisina ng asawa 
ko, pati mga kapitbahay namin, mga tsismosang kapit bahay namin (joking tone) 
A: So kahit po hindi sa trabaho, nag Brand X tshirt po kayo? 
B: Yes, kasi maraming mga tshirt na binibigay samin so kapag andun ka lang sa bahay, sinusuot mo yun. 
 
A: Ano po pala yung job description niyo?  
B: Distribution and transportation planning manager ako, so we plan for the transfer of goods to different 
facilities of Brand X and customers. 
 
A: Ay okay po, nung nagtatrabaho pa po kayo sa Brand X, paano niyo po pinapakita yung suporta niyo sa 
Brand X? 
B: Number 1 is syempre, papatronize mo yung produkto mo. Kapag nasa grocery ka, meron dapat kahit 
isang produkto ng Brand X dun. Meron akong loko lokong kasama eh (chukles) kapag nag-gogrocery sila 
kukuha yun ng maraming 1.5, ilalagay dun sa pinaka ibabaw nung cart. Tapos siyempre maraming 
makakakita nun, habang nagiikot sila, nakakimpluwensya daw yun, tapos pagdating sa counter tatanggalin, 
magiiwan lang ng isa (laughs). Number 2, syempre gaya ng sinabi ko, yung mga kamaganak ko, yung 
asawa ko, yung mga in laws ko, iniimpluwensyahan ko na inumin yung Brand X. Ang then, number 3, on 
my part naman, as an employee of Brand X, syempre yung expectation sakin, yung mga deliverables ko , 
kailangan ma materialize ko 
A: Gaano kadalas po mangyari yung mga sinabi niyo? 
B: Well yung sa grocery, every time, so weekly, yung sa gathering, halos weekly rin yun.  
*his phone rings, the interview pauses for a while 
 
A: Kasama po ba yun sa job responsibilities niyo? 
B: No, yung sa labas? Hindi. 
A: So bakit niyo po ginagawa pa yung mga yun? 
B: It’s my way of, you know, helping the company to push the product. Kasi all members of the 
organization have to help in any way push the product. Yung iba ang thinking nila eh, yan trabaho ng sales 



yan eh, pero if you think about it, san ba natin kinukuha sweldo natin, san ba natin kinukuha yung pang 
operation natin? Eh di ba sa benta, kaya dapat pagtulong-tulungan natin yung benta? 
  
A: Ganyan na po ba yung thinking niyo since nung nagstart kayo? 
B: Hindi, dati ito lang dapat kong gawin, ito lang, kung di mo matapos, tapos na yung oras, bukas naman. 
Tapos nung sumunod, medyo nagiging responsable ka na, so tatapusin mo na, then pag dating dun sa 
nakakataas ka na, dapat hindi na mangayari na hindi matapos yan.  
 
A: Yung boss niyo rin po ba yung nakaapekto sa inyo na magkaroon ng ganyang mentality? 
B: Yes, malaki, kasi siya yung nagrereview ng performance eh  
A: Gaano kadalas po ba yung performance review niyo? 
B: Dati kasi, annual, tapos naging quartely, tapos monthly (chuckles) 
 
A: Paano po kayo tinutulungan ng company para madevelop yung appreciation niyo for Brand X? 
B: May salary increase ka (chuckles), habang gumaganda yung sweldo mo, lalo mong naapreciate yung 
brand. Tsaka syempre pinapaintindi sa’yo kung ano ba yung brand. 
 
A: Paano po? 
B: Ahh, yung mga meetings, halimbawa may lalabas na bagong produkto, pinapaliwanag. Dati kasi, nung 
hindi pa uso yang mga email na yan, nagpapatawag ng gathering, ieexplain sayo yung feature nung 
produkto, ipapatikim, blah blah blah, lahat. Ngayon kasi, email blast na lang eh, so nabubuild yung brand 
awareness. 
A: Sa inyo po, ano yung mas nakakatulong? 
B: Sakin mas nakakatulong yung may personal interaction eh, tawagin mo yung mga tao 
 
A: Ngayon po ba wala ng gathering? 
B: Meron pero bihira, yung technology kasi eh… eh pano pag lumalabas ka sa field walang email, eh bat ka 
magbabasa ng email. Ang presumption kasi ay nagbabasa ka lagi ng email. 
 
A: Sa inyo po ba personally mahalaga yung mga yun? 
B: Oo, kasi naiinform yung mga tao, yung well-informed. Ako ewan ko ah, pero based on my experience, 
ang pinaka common na dahilan ng tao eh, “hindi ko alam”, hindi pinaliwanag samin- napakababaw na ano 
eh. Kapag sinabi ng tao na hindi tinuro samin, di namin alam, lagot na, lusot na yun, kasalanan na yun ng 
supervisor o superior  
 
A: Nagpaparticipate po ba kayo sa mga ganon? 
B: Yung mga product launch? Kelangan kami andun kasi yung trabaho namin na production and 
distribution and transportation planning so dapat alam namin yung feature ng mga produkto kasi kami 
magpaplano ng production 
 
A: Meron pa po ba kayong naiisip na ibang ginagawa ng Brand X para mappreciate or mas maintindihan 
niyo yung brand? 
B: Yung brand or yung company as a whole? 
A: Kayo po, kahit ano 
B: Matagal na kasi yun eh, dati meron kaming LMC- Labor management counselling, ngayon merong ano, 
kapihan, parang staff gathering tapos ieexplain yung objectives, where we are right now, mga ganun, pero 
wala ng ganon ngayon eh. 
 
A: Paano niyo po idedescribe yung suporta niyo sa brand in comparison with other employees? 



B: May dedication and doing your task exceptionally well 
A: Parang metikoloso? 
B: Yes 
 
A: Ano po yung mararamdaman niyo kung makakarinig kayo ng ibang tao na naguusap ng negative about 
Brand X? 
B: I tend to, […] ang tendency idepensa ko yung brand- yung sa kakilala ko yun 
A: Ay, yung sa kakilala niyo po? 
B: Oo, eh pag hindi ko kakilala, baka suntukin ako nun. Kapag hindi ko kakilala, kapag may pagkakataon 
ako na sabihin kung hindi totoo yan, ganun ganun, sinasabi ko. Ngayon ang isang practice dyan, sa market, 
kapag may nakita kang hindi tama, hindi na namin aantayin pa na magcomplain yung customer. 
Halimbawa, yung tindahan walang stock ng Brand X, itatawag na namin yun sa marketing, or yung cooler 
sira, o kaya pepsi yung laman, ipapaayos na namin agad yun, kasi nakakahiya na nakadisplay tapos ganun.  
 
Alam niyo yung dating presidente namin, 2006, nung nasa San Miguel pa, pupunta sa ibang mga lugar, sa 
mga carinderia. Ngayon ang sales, may ginawang itinerary, hindi niya sinunod, sabi ayoko niyan. Sabi kasi 
pinaghandaan niyo yan eh, dito tayo sa hindi niyo pinaghandaan, eh di siya kumain na, umorder ng Brand 
X, walang Brand X, eh di ang gagawin ng mga sales magpapatakbo, papabilhin ng Brand X. Yung 
presidente, sinabi wag na, eh di uminom siya ng pepsi. Kaya kami kapag pumunta sa isang lugar, 
tinitingnan namin kung mag tindang Brand X. Kasi kapag wala, nakakahiya tayo.joke 
 
A: Paano naman ho kapag positive yung narinig niyo? 
B: Syempre, nakakataba yun ng puso, hindi na ako nagsasalita. Pero nirerelay namin sa marketing yung 
information. Kung pangit naman nirerelay din namin, lalo na kung tungkol sa produkto. 
 
A: Madalas po ba itong nangyayari? Yung may naririnig kayo about Brand X? 
B: Well, madalas, hindi naman sa naririnig but rather nakikita namin 
A: Paano ho? 
B: Sabi ko nga yung store walang Brand X, negative na yun. Nirerelay na namin yun.  
 
A: Nung makita niyo po yung mga ganon, ano’ng naiisip niyo? 
B: Ano’ng iniisip ko? Well, somebody’s not doing his job pagka ganun. May taong nilagay para sa ganun 
eh. Nakakafrustrate pa din kasi opportunity yun eh. Kasi ano yan eh, a lost sale today is a sale lost forever. 
Hindi yan kagaya ng ibang produkto na kapag wala kang nabili ngayon eh pwede mong bilhin bukas. Eh 
ang consumer, pagka ang consumer bumili ngayon at walang nainom ngayon, wala na yun. Bukas kasi 
kapag bumili siya, iba na yun, hindi yun pabili nga po ng Brand X isa, at saka isa pa yung hindi ko nabili 
kahapon, hindi yun ganon, tapos na yun eh. Hindi mo na pwedeng habulin yun.  
A: Kelan niyo po usually naalala yung Brand X?  
B: […] Involve ka kasi sa operations eh, maya’t maya andyan nag texts at tawag eh, kumbaga lubog na 
lubog ka eh. Nakalublob ka sa Brand X.  
 
A: Sa tingin niyo po yung naging improvement niyo po sa Brand X, ano po kaya yung pinakadahilan nun? 
Sa sarili niyo po ba yun or sa management? 
B: Malaki yung nakaimpluwensya sakin ng managers eh. Tinanong ako dati whom I admire most sa Brand 
X, ang sagot ko ay yung former manager ko sa Meycuayan. Ang dami niyang binago eh, binago niya yung 
kultura ng Brand X noon.  […] Mas nakaimpluwensya sakin yung boss ko as a person, hindi lang yung mga 
ginawa niya. 
 
 



 
 
I. Profile  
 

• Respondent 002 - male 
• Less than 1 year with the brand Y 
• Corporate distribution supervisor 

 
II. Interview proper 
 
A: When did you first encounter the brand Brand Y? 
B: No specific date pero childhood, exposed na ko sa tri media, and naririnig ko, napapanood ko. 
 
A: Why did you decide to work for it? 
B: Actually my standards for working, una, industry. I want to be in FMCG company, basically it’s a 
manufacturing company, and 2nd track, my track right now is customer development, it’s a beautiful term 
for sales. So there, and then, Brand Y because it’s one of the leading local FMCG in the Philippines, and of 
course, they had good offer for me. 
 
A: Can you describe your opinions about Brand Y before working there? 
B: Opinions about Brand Y, it’s a good brand for me. Actually Brand Y, for me before is the only Y brand I 
know. So inisip ko, either it monopolizes the category or sila yung brand leader. So for me, if sila yung 
brand leader, it’s a good product. And even before working for it, it’s a staple product, grocery item na sa 
household already. 
 
A: What about when you were already working for Brand Y? 
B: I appreciate it more. Kasi before working there, all you know about the brand is just the finished product 
and then yun na yun. You can just find it in the supermarket, but when you enter the company, Maapreciate 
mo yung how the brand is developed, how the product is developed, from its raw materials to its finished 
product, so nakikita mo, the supply chain and all, so makikita mo all the aspects of the brand. You’ll 
appreciate the brand more than before entering the company. 
 
A: How does this affect your job? 
B: Actually, it’s a motivation factor. Motivation because you know you’re working for a brand leader, and 
it’s easy to sell, easy to develop the brand, so it motivates you to work more because you appreciate how 
it’s done *phone rings, pauses the interview for a while 
 
A: Can you say that the brand has been integrated in your life? 
B: […] It’s a part of my life yes, for example, when I go to grocery I ask my mom to buy Brand Y because 
it’s the company I’m working for. 
A: Why do you behave that way? 
B: I think it’s a part of gratitude na din for your employer. For example, you’re working for this company, 
they’re paying you so in return you have to buy their products, you have to be loyal to the brand. 
 
A: Are there a lot of people who knows that you’re working for Brand Y? 
B: Although I have a public release naman, but some thinks I’m still with Unilever, but ughmm everyone I 
know pretty much knows naman. 
A: So you tell others? 



B: I tell others if they ask, kasi wala namang point of saying… 
 
A: By the way, what is your work description? 
B: I manage an area, distributor, sales supervisors, and the sales agents 
A: Alright, so how do you show your support for the brand? 
B: First, buying their products, second, recommending my products to family and friends, third, building 
the brand in different channels, for example, I share things about Brand Y on facebook. I just show the 
people how the brand is strong, and all 
 
A: How often does this happen? 
B: Many times, if there’s something I can share, then I share it, and more likely, in a regular basis naman 
yung program ng marketing so I share regularly. 
 
A: Are these included in your work description? 
B: No 
A: Then why do you do it, aside from it’s a form of gratitude? 
B: I think for me it’s quite logical , it’s like an instinct na. If you know that you’re working for this brand, 
by instinct you just become loyal to it […] even if you don’t like the other products, you’re still loyal to the 
company. Pero it’s still the prerogative of the individual but still I think it’s instinctive eh.  
 
A: What does the company do to help you develop your appreciation for the brand? 
B: Of course we’re the first to know, for example, the different products that Brand Y will be offering, 
we’re the first to know before the general public. So I think that’s powerful, when you let the person know, 
na ikaw ang nauna dito, that’s power. And if you give the person power, he returns it back. So I think in 
that context it’s a form of loyalty.  
A: Are these company efforts helpful for you? 
B: Two levels, first helpful siya kasi feel ko powerful ako kasi I’m one of the first to know, second, in 
terms of your work, all of the employees of Brand Y has a specific function to do, and if they anticipate that 
this kind of new product is coming, then they can prepare according to their function. For example for me, I 
handle sales agents, oh may dadating na bagong variant, ito yung strategy natin. 
A: So you participate in these company efforts  
B: Yeah, yeah, for example, Brand Y supoerbods run, mga ganun 
A: Is it required? 
B: No 
A: Then why do you participate 
B: Because I like the brand and the marketing initiatives that they offer, and when you join them, you feel 
that you’re part of the company, so that there’s an actualization na you’re an employee and you like the 
brand that you’re working for 
A: Are there like seminars, or trainings that they offer? 
B: Yes 
A: How does this helps you? 
B: It helps me in theory, because iba pa rin yung experience eh. So in theory you learned the assumptions 
of management, you know how to manage a certain area, so after a training, you’ll see how it works and 
learn how to apply it 
A: What about like distribution of company books or manual? 
B: Ah right, they have this corporate magazine that they distribute to us every month 
A: Is it helpful for you? 
B: Yeah, it’s helpful for me because you know what are the, directions of the brand, and the company, 
what’s the new offering of the brand… 



A: But would it affect you if the distributions of these corporate magazines are stopped? 
B: Yes definitely, because it’s one of the channels of communication for the company. When I say channel, 
we have the regular meetings and then in print, the corporate magazine. So if that one is not present, it 
would affect my, I don’t know, performance, or appreciation, because for the meeting, you’re just there to 
listen, but if you have a hard copy, you’ll appreciate the directions of the brand. 
A: Are there company merchandise that are given to you? 
B: Yeah, a lot, umbrellas, jackets, tshirts, 
A: What about those, does it affect your appreciation for the brand? 
B: It has an effect but not dramatic, because you know you already work for the brand. I think it’s just a 
bonus. 
 
A: Alright, so how would you describe your support for the brand in comparison with the other employees? 
B: I think my level of support is just at par with my colleagues.  
A: Why is that so? 
B: Because, personally, I don’t really get attached to a brand […] 
 
A: What would you feel if you hear people talking negatively about Brand Y outside the workplace? 
B: I‘d be defensive of course, as long as the concern is address to me. […] I’ll try to explain objectively and 
scientifically  
A: What if it’s positive? 
B: Then, I’ll show my appreciation for their compliment 
A: How do you show that? 
B: Well, … I just affirm… or say, oo nga no, or buti alam mo… or just add information like for example, 
well you know how Brand Y is made or something like that 
 
A: But if you hear something about the brand, would you try to address it to the marketing department, or 
something? 
B: Yeah, if that’s a complaint, and for example it’s about quality, more likely, more consumers are 
experiencing it 
A: Has it ever happened to you? 
B: Wala pa, for now. 
 
A: When do you usually remember the brand? 
B: Ah, I think it every time, because it’s my work.  
 
A: Why do you recommend the brand to other people? 
B: I recommend it because I know there will be return for the company […]  
A: To whom do you usually recommend the brand? 
B: Immediate relationships like family, friends… 
A: Does this usually happen? 
B: Every time there’s an interaction, or an opportunity […] 
 
 
 
 
 
 
 
 
 



APPENDIX C. INTERVIEW TRANSCRIPTS (ACTUAL DATA GATHERING) 
 
I. Profile  
 

• Respondent 01 - male 
• 4 years 
• Inbound Logistics Manager 

 
II. Interview proper 
 
A: Why did you decide to work for Brand X? 
B: First, I graduated from college, the first company that I worked with was Brand X, I started as a 
salesman in this company, and [unintelligible] 5 years, I ventured to logistics company which lead me…, 
that was around 2007, One of the managers of Brand X under the commercial group. They asked me if I’m 
interested in coming back to Brand X, syempre I agreed, knowing Brand X, as one of the top companies in 
the Philippines. Honestly, I really wanted to finish my career in this company. 
 
A: Can you describe your opinions about Brand X before you started working here? 
B: Nung umalis ako as a salesman, I’ve been connected with several multinational companies, one is DHL. 
Comparing DHL, which is the former company that I worked with before I came back to Brand X, DHL is 
advance when it comes to technology, sytems-wise […] The reason why I wanted to come back to Brand X 
is because I really wanted to finish my career in the company, and of course the benefits are very far from 
what Brand X is giving, kumbaga mas mataas, maganda ang benefits ng Brand X, especially on the medical 
side.  
 
A: When you started working in Brand X, did your opinions about the brand changed? 
B: No, it’s still the same, though of course internally, may mga issues that you encounter along the way, 
especially when it comes to change management […] 
 
A: How did your opinions about Brand X affected your work? 
B: hmmm, how did it affect, how did it affect.. 
A: Nakakaapekto po ba? 
B: Hindi eh, ako naman kasi eh, even if I ventured in other companies, my mindset is, once I have set my 
mind, na of course, you just have to perform. Being an employee of the company, you really have to 
perform and give it your best, kumbaga give your passion and dedication to the company because coming 
up the corporate ladder, this is what I’ve learned. I only have 3 passions in life in working eh, quality, 
quality, quality. So for me, wala eh, it does not affect me kasi for me I just want to be happy in what I’m 
doing […] you really have to love what you’re doing 
 
A: What do you think is the reason why you love your job? 
B: Ah, I’ve been a logistics practitioner for the past 12-15 years, and in logistics, laging may action […] for 
me, wala kang idle time when you’re in logistics [explains the law of supply and demand and market 
trends]  
 
A: Kahit po ba nung nagsisimula pa lang kayo, ganyan na yung iniisip niyo about logistics? 
B: No, actually, kasi I for one am an industrial engineer so ang logistics kasi nagevolve na lang siya during 
the years eh, so, then I started as a salesman so ang isip ko lang nun, benta, benta, benta. Diba, yun lang. 



Pero ngayon iba na, di lang puro benta, kelangan what you’re selling is cost effective […] What’s the use 
of selling products kung ang pagbebenta mo palugi […] 
 
A: Paano po nagbago yung mindset niyo na dati benta, benta, benta lang? 
B: Minsan kasi, even if you, nakuha mo yung volume, you don’t earn [explains another market tren: 
volume-sales-expense ratio]  
 
A: Masasabi niyo po ba na integrated na sa life niyo yung Brand X? 
B: Yes 
A: Bakit po? 
B: Well, my father used to be an employee of Brand X, he retired in this company. My mother was also 
under San Miguel, and San Miguel was also under Brand X [actually Brand X was under San Miguel] so I 
call myself a Brand X baby, dba? 
A: Opo 
B: And of course, my father used to bring me during outings, pagka may mga family affairs ang company, I 
used to go there that’s why I could say that I’m already a part of the company […] Kumbaga, Brand X 
blood is running in my vein and honestly, sabi ko nga sa mga old timers na, iba kasi yung ano, ito yung 
dedication that you gave because you know that our fathers, or my father was working there before, and I 
grew up, the food that was presented on our table came from Brand X 
 
A: So ngayon po, paano po integrated sa buhay niyo yung Brand X 
B: I think everybody would agree if I say that Brand X is still, kumbaga pag sinabi mong empleyado ka ng 
Brand X ay maganda dba, may prestige. Kumbaga you’re working in a… that the best multinational in the 
Philippines or maybe in the whole world 
 
A: Marami po bang nakakaalam na sa Brand X kayo nagtatrabaho? 
B: [nods yes] 
A: Paano po nila nalalaman? 
B: Of course nakukuwento. Of course, I share it with my family, then friends, and.. and.. [nods signalling 
the end of his answer] 
 
A: Ano po pala yung job description niyo? 
B: I’m currently the inbound logistics operations manager. I handle all importations and booklet of all raw 
materials and planning the deployment of raw materials, kasi kumbaga kami yung first line eh. Kung 
walang raw materials, walang finish product 
 
A: Paano niyo po pinapakita yung suporta niyo for the brand? 
B: Simple, well basics, sabihin natin, reporting everyday, giving 100 percent of your time to the company, 
make sure that all my deliverables are met, [unintelligible] and ensuring, ako kasi I make it a point na all of 
my people are happy. Sabi ko nga, you must always start the day with a smile […] Actually, when I was 
going up the corporate ladder, gusto ko in my group lagi silang masaya.  
A: Kasama pa po ba yun sa job responsibility niyo? 
B: To make people happy? Maybe, kasi I don’t know, kasi ako, pag masaya yung tao ko, it follows eh, ang 
working attitude nila, kumbaga they will also give their best. […] 
 
A: Meron po bang ginagawa yung Brand X para madevelop yung appreciation niyo for the brand? 
B: Well, I think that… all companies naman eh, if you think someone is a good performer, they promote 
him or give him an increase, basics naman yan. Now if you’re asking me directly, if the company is doing 
something for me right now, well wala pa. Kumbaga they are just trying to align my job grade, kumbaga 



based on the scope of what I’m doing right now, still, yun nga, hopefully, they consider it and adjust my 
job grade. Of course at the end of the year, yung evaluation mo is commensurate dun sa performance mo. 
 
A: Meron po ba kayong mga trainings?  
B: Yes  
A: Paano po nakakatulong sa inyo yung mga trainings? 
B: Well, I try to find other companies who offer trainings that I think will help me to grow. Although may 
mga trainings na nakaset yung company, we can also suggest [to Brand X] and look for other companies 
that could conduct trainings. If I think that this is the right training for myself or for my staff, then I could 
just recommend it to my boss if papayag sila. 
A: Pumapayag naman po sila? 
B: Pumapayag naman sila basta may budget  
A: Eh yung mga company magazines po, nakakatulong po ba yun sa inyo in supporting the brand? 
B: Ughmm… well if you want to know updates from other departments  
A: Pero, kapag ho tinigil yung distribution nun, maapektuhan po ba kayo? 
B: No.  
A:What about yung pagbibigay po nung mga company merchandise po, nakakatulong po ba yun sa 
pagdevelop niyo ng support sa brand? 
B: Uniforms? Yes, it’s a privilege. Yearly, they give you your uniform parang nakatipid ka na sa clothing 
mo [chuckles]  
A: Pero kapag ho tinigil yung pamimigay nun, sa tingin niyo ho ba maapektuhan yung antas ng suporta 
niyo sa brand? 
B: Probably, kasi kelangan mo ng bumili ng ano, what you have to wear 
A: Paano niyo po ikukumpara yung support niyo for the brand with other employees? 
B: I’m dedicated just like the rest 
 
A: Ano po yung mararamdaman niyo kapag may narinig kayong naguusap ng negative about Brand X 
outside the workplace? 
B: Ughmm… well ang maibibigay kong tip, well may mga cola wars dba, may mga commercial na against 
the company. Ako kasi, I think of it as a constructive criticism na lang eh. I try to fight back… by not 
physical eh, I just try to show them that what their saying is not true, diba? Sabi nga nila diba Brand X is 
not good for the health, kaya lang sabi ko, well it’s approved by FDA.  
 
A: Kumbaga sinasagot niyo po ba sila pag mali yung sinasabi nila? 
B: Yes, yes, kumbaga in ano na lang, in a diplomatic way. 
A: Paano naman po kapag positive yung narinig niyo? 
B: Eh tawa ka na lang, probably just agree [chuckles] 
 
A: Pag may narinig po kayong complaints, nirerelay niyo po ba yung information? 
B: Yes, depende dun sa gravity of the complaint. Lalo na kapag complaint… employee complaint or 
product complaint, those deserves immediate concern 
A: Nangyari na ho ba yun? 
B: Yes, lately attitude ng salesman so I reported it directly to their supervisor 
A: Bakit niyo po nireport, ano po yung iniisip niyo nung nireport niyo yun? 
B: It’s a lost sale eh, kumbaga if that’s the attitude of your sales force, paano siya makakakuha ng benta. 
 
A: Kelan niyo po usually naalala yung Brand X? 
B: Everyday, probably because it’s my work […] Ako kasi I plan ahead eh, ayoko ng may issue . Yung 
matutulog ka na lang iniisip mo pa yung what you have to do the following day. Minsan, even when I’m 



with my family, my kids, my wife would say, oh trabaho na naman yan. Minsan kahit family day, I bring 
my laptop to work, yun still work 
 
A: Sobrang dedicated 
B: Intense pa. 
 
A: Nirerecommend niyo po ba yung brand sa ibang tao? 
B: Yes 
A: Like whom po? 
B: Well, it starts with the family, relatives, and friends. Minsan di maiiwasan when I go to an outlet that’s 
exclusive for a competitor, may time dun, ayun sabihin mo, bakit di ka nag Brand X. Ayun magcocomplain 
na yung mga anak ko, o o o dad dad, tatagal na naman tayo dito. It’s really a habit na lang kasi I’m a former 
salesman nga, you really try to help contribute to sales of the company, in a way, you try to really sell the 
product even if you’re not a salesman. 
A: Bakit po? 
B: Because it’s the company, it’s the product that you want people to patronize. And that outlet, if you’re 
able to convert it, that will be additional revenue 
A: Who or what inspires you the most to support the brand? 
B: Ughmm…. I think it’s my family, like I said, this is why I work, and it’s because of them. 
 
A: Kanina po sabi niyo yung family niyo pinapatronize yung Brand X, ano po yun exclusive Brand X lang? 
B: No, kasi they also try other competitor brands, like my kids would prefer C2. Although sinasabihan ko 
na lang, oh sana sa Brand X na lang binili niyo, sayang yun. Pero to tell them outright, na o Brand X lang, 
no I don’t do that, they’re old enough to decide for themselves.  
 
A: Okay po, okay na po, thank you po. 
 
I. Profile  

• Respondent 02 – female 
• Transport planning staff 
• 3 years in the company 

 
II. Interview proper 
A: Why did you decide to work for Brand X? 
B: Bakit nga ba? (Laughs) Hindi kasi globally naman siya kilala? Syempre sino ba namang empleyado mas 
gusto ng local lang, syempre mas preferred mo na yung global 
A: Yun na po ba yung iniisip niyo bago kayo magtrabaho sa Brand X? 
B: Oo kasi first job  
 
A: Eh nung nagtatrabaho na po kayo sa Brand X, may nagbago po ba sa opinyon niyo? 
B: Actually, kasi di ba first job ko siya, parang yung adjustment lahat nandun. So from student, masyadong 
malaki yung adjustment, may time na parang hindi mo kaya kasi masyadong fast paced yung environment, 
parang di ka maka pag cope. Pero later on, narealize mo na, ughm, kasi compared… Di ba syempre ikaw 
bago kang graduate, magcocompare ka sa mga classmates mo ng benefits, ng sweldo, yun, so parang.. kahit 
pala mabigat yung work, mas maganda pa rin pala dito kasi well-compensated ka naman.  
 
A: Yung pagiisip niyo po na yan, paano po yan nakakaapekto sa trabaho niyo? 



B: Syempre pag gising mo ng morning, yung, ay kailangan kong pumasok, syempre pag umabsent ako, 
sayang malaking mawawala sa akin, di ba? So parang mas motivated kang magtrabaho kapag well-
compensated ka. 
 
A: Masasabi niyo po ba na integrated na sa buhay niyo yung Brand X? 
B: Well, naman 
A: Bakit po? 
B: Kasi di ba parang araw araw mo siyang naeencounter, talagang madidikit sa balat mo (*laughs)  
 
A: Marami po bang nakakaalam na sa Brand X kayo nagtatrabaho? 
B: Oo, marami. Especially before ka pumasok sa Brand X, nag aano kasi sila eh, background check, so 
kahit hindi mo sabihin… Nung bago ako nahire, may kapitbahay pa ngang nagsabi, hoy may nagpunta rito, 
taga Brand X daw. Yung mga ganun, parang alam agad nila na ay nagapply ka pala sa Brand X, mga 
ganun. 
A: Paano niyo po pala pinapakita yung suporta niyo for Brand X? 
B: Support? Kasi sila may mga program. So bukod dun sa work mo mismo, kapag may mga program na 
nilolaunch, ineencourage yung mga employee na sumama, kagaya pag may brigada eskuwela, community 
cleaning, mga ganun, sumasama ka.  
 
A: Ikaw po, sumasama ka?  
B: Um-um  
A: Bakit po kayo sumasama, required po ba yun? 
B: Hindi naman required, parang ineencourage lang yung employee na sumama, pero ikaw di ba parang 
gusto mo ding sumama kasi di ba for good naman yun. Hindi lang ikaw yung magbebenefit. Masarap kaya 
yung pumupunta sa mga schools, tapos nakikita mo yung mga bata, natutuwa kasi may naglilinis ng 
classroom nila, yung mga ganun. 
 
A: Paano po kayo ineencourage ng company? 
B: Sinasabi nila na magandang activity yun, kung may oras kayo, ganun, sinasabi nila 
A: Opo, paano po kapag tinigil yung mga ganoong programs, paano po iyon makakaapekto sa inyo? 
B: Actually, doon sa akin partly, medyo, syempre mami-miss mo yung ganon, pero personally, wala naman 
masyado, kaya lang di ba parang, kultura na iyon eh, hahanapin mo eh. Hahanapin mo kapag ilang ulit mo 
na siyang nagawa 
 
A: Gaano kadalas po pala yung mga programs ng Brand X, tulad nung community cleaning, brigada 
eskwela… 
B: Kasi yung Brigada Eswela, once a year lang siya, before siya mag school, magstart yung school, yung 
clean-up, depende, kasi kagaya may female network kami, meron kaming inaadopt na creek, yun, parang 
monthly dapat minomonitor siya 
 
A: Eh ikaw po, gaano kadalas kayong sumasali sa mga ganitong programs? 
B: Basta merong available, and may time, kasi minsan yung timing nila hindi okay eh. Mga twice a year, 
once a year, ganon. 
 
A: Ano po yung ginagawa ng company para madevelop yung appreciation niyo for Brand X? 
B: Una… bukod dun sa mga programs na nila noh, ipapakilala sa’yo yung produkto. 
A: Paano po nila ginagawa iyon? 
B: Kasi yung mga bagong products, before nila ilaunch yun, minsan binibigyan ka ng sample, yung mga 
ganyan. Tapos syempre, kapag binibigyan ka ng benefits, naappreciate mo lalo yung ano, yung Brand X. 



A: Paano po kapag tinigil ng Brand X yung pagbibigay ng samples ng bagong products? 
B: Actually, hindi lahat ng produkto binibigay nila so parang ayos lang, ittry mo pa rin siya sa market. 
Parang yung minute maid di ba, kasi parang, uy bagong product 
A: Eh yung mga company magazines po ng Brand X, nakakatulong po ba yun sa inyo? 
B: Oo naman, kasi di ba anlaki ng company? So hindi lahat ng tao kilala mo, lalo na yung mga high 
ranking officials, hindi mo na sila nakakausap. Through dun sa magazine, dun mo na lang sila nakikita, ay 
ganito pala sila, mga ganon. At saka yung mga activities makikita mo, kasi lalo na kapag nationwide 
activity, usually dun lang nafifeature, hindi ka naman nakakapunta, at least aware ka 
 
A: Eh paano po kapag hininto yung pagdidistribute nung mga magazines na iyon, maapektuhan po ba 
kayo? 
B: Parang hindi masyado, pero di ba parang, ay parang wala namang ginagawa yung Brand X, parang 
ganun yung dating sa’yo di ba, yung ano ba yun puro trabaho na lang, wala man lang… (chuckles) 
A: So parang hindi niyo po nakikita yung bigger picture nung trabaho niyo? 
B: Yes, exactly 
A: Eh yung mga company merchandise naman po, mga jacket, relo, tshirts, paano po yun nakakaapekto sa 
inyo? 
B: Masarap siya icollect eh. Ako, I do have my collection, pero kahit yung mga galing McDo, ganon, 
kinokolekta ko din eh, nakakatuwa lang siya tingnan, at saka useable naman siya. At saka pag may taong 
pumupunta sa bahay niyo, yung tipong ay taga- Brand X ka nga. May corner ka sa bahay na puro Brand X 
parapernalya  
 
A: Gusto niyo po ba yun? Yung kapag may pumunta sa bahay niyo, sasabihin nila uy taga Brand X ka nga 
B: Oo, nakaktuwa naman kasi akala nila kapag taga Brand X ka, malaki sweldo mo, kilala yung company, 
mga ganun (chuckles) 
A: Hindi po ba yun totoo (smiling) 
B: Syempre may kapalit yun, yung trabaho mo  
 
A. Paano niyo po idedescribe yung suporta niyo sa brand in comparison sa ibang employees? 
B: Parang ang hirap, kasi lahat naman ng employees, pinapatronize yung product eh. Pare-pareho lang.  
 
A: Ano pong mararamdaman niyo kapag may narinig kayong ibang tao na naguusap about Brand X, tapos 
negative po yung sinasabi nila? 
B: Minsan depende, kasi minsan matatawa ka lang kasi alam mo naman yung totoo. Actually may nangyari 
dito samin noon eh, may issue ng product return, syempre di mo itatake for granted. Dapat ireport yun na 
uy hindi lang si ganito yung may naexperience na ganyan.  
A: Ah, nirereport niyo po? 
B: Oo, o kaya sasabihin sa manager para maaksyunan nila, di ba? Mamaya kumalat pa sa iba, lalo na kapag 
hindi naman totoo, hindi maiiwasan. 
A: Part pa po ba iyan ng trabaho niyo? 
B: Actually hindi, pero ethically di ba dapat. 
 
A: Paano naman po kapag positive? 
B: Syempre masaya, ikukuwento ko sa iba, uy narinig ko ganyan daw yung sabi ni ano, maganda daw yung 
ganito, ganun 
A: Madalas po bang may mangyaring ganun? 
B: Ay hindi, kasi wala kasing masyadong time lumabas. Bihira lang kapag baka-bakasyon  
 
A: Kailan niyo po usually naalala o iniisip yung brand? 



B: Kapag nasa bahay kasi… Halos daily, kasi paggising mo ay parang papasok nanaman ako sa Brand X, 
pag kakain ka di ba? Hahanapin mo yung brand 
A: Brand X products lang po ba yung pinapatronize niyo? 
B: Kapag meron, oo, kapag soda. Pero kapag iba, katulad ng fruit juices, onti lang yung meron kami, 
parang hahanap ka din ng iba, kagaya ng milk, wala sila. 
 
A: Nirerecommend niyo po ba yung brand sa family or friends? 
B: Oo, lalo na dun sa may mga tindahan, minsan sinasabi nila mahirap ibenta pero sige subukan niyo lang 
A: Bakit niyo po nirerecommend sa kanila? 
B: Kasi di ba, bukod sa tulong mo na sa company, gusto mo din ipakilala yung product mo. At saka ikaw 
diba, dun ka rin kumikita, kaya patulungin mo rin yun mga kamaganak mo na pakitain ka.  
A: Madalas po ba itong mangyari? 
B: Actually hindi, kasi minsan lang naman magkita, pero kapag sa bahay, yung mga miryenda, mga kainan, 
syempre hindi mo na kailangang sabihin. Bilhin mo na lang tapos ipainom mo na sa kanila para at least 
alam nila di ba, maappreciate nila yung product. Yung sa friends naman, kasi hindi ako masyadong 
nakakapagsocialize, pero pag sa facebook, sinasabi ko oy ilike niyo yung page ng Brand X ha, yun, or uy 
may bago yung Brand X. 
A: Eh yun po, gaano kadalas po yun mangyari 
B: Eh kasi di ba isa lang naman yung page nila so isang beses mo lang ipapalike, pero pag may bagong 
produkto or program yung Brand X, shinishare ko. 
 
A: Sino po or ano yung nagiinspire sa inyo para suportahan yung brand? 
B: Nakikita mo naman kasi, hindi lang business oriented ang Brand X. Pinapakita din nila yung social 
responsibility nila, so yun. At least alam mo na hindi lang sila profit-oriented. 
A: Mahalaga po sa inyo yun? Na hindi lang profit oriented 
B: Oo naman, kasi di ba later on, kapag nagkaanak ka… gaya ko magkakababy ako. Gusto ko may 
pakikinabangan pa din sila sa next generation.  
 
I. Profile  

• Respondent 03 – male 
• Procurement associate 
• 15 years in the company 

 
II. Interview proper 
A: Why did you decide to work for Brand X? 
B: One of the leading brands in the soft beverage industry, it’s multi-national. It’s one of the companies 
that I wanted to enter  
 
A: What is your opinion of Brand X before you started working for the company? 
B: Nice company to work in. 
A: What about the product? 
B: Very good, very delicious, refreshing 
A: What about when you were already working for the brand? How did your opinion change? 
B: Nagimprove, I got to appreciate it more. I got to see how it’s made. I got to meet a lot of people. Yeah, 
there are things that you don’t like in a company but bottom line is, it helped me appreciate Brand X more. 
 
A: How does this affect your job? 
B: It inspires me to do my job even better 



A: Can you say that the brand is already integrated in your life? 
B: Yes 
A: Why? 
B: It’s been a very big part of my life already. Fifteen years is no joke, and I’ve met a lot of people already, 
ughm I’ve developed, I’ve grown. It’s a very big part of my life, my career. It was good time in my life. 
 
A: Are there a lot of people who knows that you’re working for Brand X? 
B: Yeah 
A: How do they know? 
B: I live and breathe Brand X (laughs) 
 
A: What is your job description? 
B: Procurement, I handle data management and special projects for procurement.  
A: How do you show your support for the brand?  
B: As much as possible, if I eat, I drink our products. 
A: Is it included in your job responsibility? 
B: No 
A: Then, why do you do it? 
B: Support the brand, loyalty. 
A: How often do you do this? 
B: As often as possible, everyday 
 
A: Can you share a particular instance wherein you recommended the brand to others? 
B: Like for example this new one (shows a new Brand X product he’s drinking) the Poweraide ion 4 
advance electrolyte system. I’ve been endorsing this to my friends who are athletic so they get to know the 
brand more, and I think Poweraide is good.  
A: So you believe in the product? 
B: Very much.  
 
A: What is the company doing to help you develop your appreciation for the brand? 
B: The Company is involved in a basketball team which I support. They host sport activities. Sometime, I 
represent our company for badminton tournament, outreach programs like painting the schools of children, 
and there’s a coastal clean-up every year, but it comes in conflict with the badminton tournament so .. but 
I’m very much interested to participate in the coastal clean-up.   
A: If these activities are stopped, would it affect your job? 
B: I don’t know. Maybe.  
A: Why do you say so? 
B: It’s not all about work, because if we focus on just work, you’ll get burnt out. You need other outlet. 
A: But, are these company efforts important in enabling you to support the brand? 
B: Yes 
A: Why is that so? 
B: I have an avenue of doing things other than work and still it’s related to Brand X, so it builds my 
appreciation for the brand itself.  
A: What about the company magazines that are regularly distributed among employees… are these helpful 
for you? 
B: Not really, I don’t get to read it that much. I don’t appreciate it either. I’d rather read other magazines 
than Brand X.  
A: Why? 



B: I’m not interested that much because I live and breathe Brand X already so why should I input more 
Brand X things so I’d rather read about other different stuff. 
 
A: How about company merchandise like jacket, tshirts, umbre- (cut off by the interviewee) 
B: I have that.  
A: Does these help you appreciate the brand more? 
B: Yes, I don’t only have it; I also give it as gifts 
 
A: How often does this happen? 
B: Every Christmas 
 
A: If the giving of these company merchandises is stop, would it affect you? 
B: Wait, giving? No, it’s not given; I buy them  
 
A: Why do you buy it? 
B: Because I believe in it. Well, I want to promote the brand. Ang ano nga sakin sa community is the Brand 
X guy. 
 
A: How would you describe your support for Brand X in comparison with other employee? 
B: I don’t know but I know that I’m passionate about supporting the brand. I don’t compare myself with 
other people. 
 
A: How would you feel if you hear other people talking about the brand negatively? 
B: I defend Brand X 
A: Why do you do it? 
B: Because I know that, ahh, the product is good but it’s not something, ahh, actually anything in excess 
naman is bad so in moderation Brand X is good naman. It’s not a health drink, it’s not a health product- 
yes, but it’s good refreshment.  
 
A: Has it ever happened to wherein you had to defend Brand X? 
B: Yes, a friend of mine and I had a very heated argument. 
A: Can you elaborate? 
B: The issue there was about the question being asked in the internet that Brand X is not good, it’s bad for 
the health so you should not endorse it. Then I said it’s up to you, it’s up to you. Now if you drink Brand X 
every day, maybe it will really destroy your health, kahit ano naman eh, but he kept on insisting, he was 
parang, comparing it to cigarettes. So ang thinking ko, hello, cigarette is definitely bad, Brand X in 
moderation, hindi naman no. It’s sugar, yes, but well di ba, we need sugar. 
A: Was it a face to face interaction? 
B: Yes, muntik na kami magsapakan eh. 
A: What were you thinking before defending Brand X? Why did you defend it? 
B: Because I know that there’s nothing bad with Brand X. In comparison with, if I was working for a 
cigarette company, I would not endorse it definitely because I myself, I don’t use it. Ako, personally, I 
don’t drink Brand X that much also, because I am also very much health conscious. I drink the other 
products instead, water, and then this one (points on the bottle he’s holding) because I’m athletic.  
 
A: Would you relay complaints you hear to the concern departments? 
B: No, I’d have them call the hotline 
 
A: What if you hear something positive about the workplace, what would you do or what would you feel? 



B: I feel proud; I’d feel good about it. 
A: Does this usually happen? 
B: Yes. 
A: How often? 
B: I can’t put a day itself…Once in a while, yeah, especially this past few months, weeks, because we’ve 
been getting exposure in commercials like the truck delivery guy who brings happiness to towns, the 
balikbayan commercial, and even the environmental billboard in EDSA.  
 
A: When do you usually remember the brand? 
B: Every time I eat. 
A: Do you drink Brand X whenever you eat? 
B: Not necessarily Brand X the soft drinks, but usually Brand X the other products,  
 
A: Do you recommend the brand to others? 
B: Most definitely yes.  
A: Why? 
B: Because it’s good, the quality is good  
A: To whom do you usually recommend the brand? 
B: To everyone I get in contact with 
 
A: For my last question who or what inspires you the most to support the brand? 
B: None, it’s just myself. Maybe if I’m working with another company, I’d have the same passion and 
loyalty for that company  
A: If you suddenly change the company you’re working for, would you still drink the products? 
B: Yes, because as I’ve said, I really believe in the product.  
 
I. Profile  

• Respondent 04 – male 
• Logistics - Operations 
• Almost 3 years in the company 

 
II. Interview proper 
A: Why did you decide to work for Brand X? 
B: Sa La Union kasi, bilang lang kasi yung mga companies dun na malalaki, so napalaking ano na talaga 
kapag nakapasok ka ng Brand X. Syempre ano na yun eh, achievement na yun eh. Simula pa nung college 
ako, actually numbata pa ako yun na talaga pangarap ko, yung mag- Brand X. At saka father ko, Brand X. 
A: Nung sa Brand X na po kayo nagtatrabaho, nagbago po ba yung opinyon niyo sa Brand X? 
B: Ah hindi naman, sa tingin ko isa pa din to sa best company to work with 
A: Yung opinyon niyo po sa Brand X ngayon, paano po ito nakakaapekto sa trabaho niyo? 
B: Syempre dahil yun nga, right from the start ito yung pangarap ko pasukan noon pa, ngayong andito ako, 
kumbaga ginagawa ko din yung best ko para umangat pa. 
 
A: Masasabi niyo po ba na integrated na sa buhay niyo yung Brand X? 
B: Sobra. 
A: Bakit po? 
B: Ever since nung bata pa, syempre dun kami nabuhay 
 
A: Marami po bang nakakaalam na sa Brand X kayo nagtatrabaho? 



B: Yes 
A: Paano po nila nalalaman? 
B: Syempre pag tinanong, tapos sa facebook nakalagay din. Ayun, eh syempre proud din naman kasi akong 
ibanggit na sa Brand X ako 
 
A: Paano niyo po ipinapakita yung suporta niyo for Brand X? 
B: Kapag outside, patronage. Ever since bata naman eh, syempre nakalakihan na namin yun, na bawal na 
kaming uminom ng iba. Ngayon syempre, sa sariling ano ko na din. Syempre yun nga yung nambubuhay, 
plus kahit hindi naman yun yung nambubuhay, compared sa ibang softdrinks Brand X pa din talaga eh. 
 
A: So kahit hindi na po kayo dito nagtatrabaho, Brand X pa din? 
B: Oo naman. 
A: Gaano kadalas po mangyari na pinapatronize niyo yung Brand X outside the workplace? 
B: Daily. Kapag bibili, as in hindi ako bumibili ng iba.  
 
A: Kasama pa po ba yung patronage ng Brand X products sa trabaho niyo?  
B: Part of, kasi di ba, kahit sino naman, kapag nasa company ka, expected na rin sayo yung pagpatronage 
ng product.  
A: Expected niyo po sa sarili niyo? 
B: No, nung company 
 
A: Ano po yung ginagawa ng company para matulungan kayong maappreciate pa yung brand? 
B: Pagdating sa work, syempre yung mga incentives. Tapos kung ano yung dapat ibigay sa’yo… kung ano 
naman talaga yung dapat for employee… benefits, yun.  
A: Paano po kapag tinigil yung mga yun, maapektuhan po ba kayo? 
B: Hindi naman, kasi hindi naman ikakasama ng loob mo yun, kung ano’ng ibigay, di yun. 
 
A: Eh yung mga company magazines niyo po? Nakakatulong po ba yun para mas maappreciate niyo yung 
Brand X? 
B: Oo, malaki rin, kasi sa information. Ampangit naman kung nagtatrabaho ka dito tapos di mo alam yung 
nagiging epekto ng work mo. E di ba Brand X, still the number 1, leading brand…informational eh, 
syempre sa thinking na ganun mas nagiging proud ka, tapos mas pagbubutihan mo pa. Kumbaga alam mo 
kung san yung pinupuntahan ng tinatrabaho mo.  
A: Eh yung mga company merchandise po? 
B: Hindi pa naman ako nakakuha eh, pero yung mga items, mula bata meron na ako eh. Kumbaga may 
koleksyon din kami sa bahay, isang cabinet  na panay Brand X. 
A: Ah, opo, yung sa father niyo? 
B: Yes 
A: Paano niyo po idedescribe yung support niyo for the brand in comparison with other employees? 
B: Kasi hindi ko naman alam kung paano yung support ng iba, pero alam ko sa sarili ko na, di ba ever since 
bata nga, kumbaga tested na yung loyalty sa company. At saka yun nga, sa patronage. For example, yung 
kapag asa labas, may Brand X na ref, makikita mo may ibang produkto na andun, bibiruin ko lang yung 
may ari na alam niyo po bang bawal yan, kasi alam naman namin yung ano ng sales na magbibigay sila ng 
free ref para Brand X yung ilagay, tapos lalagyan niyo lang ng iba.(rushing at this point, there will be team 
meeting for the employees in 10 minutes) 
 
A: Paano naman po kapag nakarinig kayo ng negative things about Brand X sa labas ng office? 



B:  Syempre ano, kung hindi ko kakilala yung tao, syempre masasktan din naman ako. Kung kilala ko yung 
naguusap na yun, kung ano yung makakaya kong iexplain na baguhin yung tingin nila, syempre gagawin 
ko.  
 
A: Paano naman po kapag positive? 
B: Syempre, very proud 
A: Nirerelay niyo po ba yung information? 
B: Oo, naman.  
A: Madalas po ba yung mangyari 
B: Hindi naman, wala naman gaano kasi ang tingin din naman mostly ng asa labas, Brand X, magandang 
company, magandang product, yun din naman yung tingin nila eh. 
 
A: Tuwing kailan niyo po naaalala yung brand? 
B: Kapag nauuhaw, kasi syempre hindi naman yung softdrink, pati yung water kasi may tubig din naman 
kami.  
A: So madalas po? 
B: Oo naman, pati nga tubig bahay namin, nanggaling dito sa Brand X eh, yung distilled? Ever since bata, 
iniigib namin sa planta mismo 
A: Nirerecommend niyo po ba yung products sa friends? (family is already loyal because father is also 
Brand X employee) 
B: For example, first time ko ma-meet tapos nag Brand X products, uy good choice, ganun. 
 
A: Last question po, ano or sino yung nagiinspire sa inyo na suportahan pa yung Brand X? 
B: Syempre unang una, dito ako nagwowork, ito yung bumubuhay, maraming company na kapag hindi 
maganda yung sales, bumabagsak… syempre apektado ka nun kapag dun ka nagtatrabaho.  
 
A: Thank you po! 
B: Sige, goodluck 
 
I. Profile  
 

• Respondent 05 – male 
• Transport planning officer 
• 16 years in the company 

 
II. Interview proper 
 
A: Why did you decide to work for Brand X? 
B: Syempre bilang isang empleyado, tinitingnan mo rin kung san ka makakaginhawa, pinipili mo yung 
matatag na kompanya, sabi nila Brand X.  
 
A: Ano po yung opinyon niyo about Brand X bago kayo magtrabaho dito? 
B: Habol naman lang dati eh maganda yung trabaho mo, parang maganda yung opportunity pag asa Brand 
X ka, lalo na multinational company  
 
A: Eh ano naman po yung opinyon niyo ngayong dito na kayo nagtatrabaho sa Brand X? 
B: Maganda naman yung palakad, yung mga benefits, well compensated ka.  
 



A: Yung opinyon niyo about Brand X, paano po yun nakakaapekto sa trabaho niyo? 
B: Yung ineexpect ko na ganon, na well compensated ka, andun naman siya nameet naman yung 
expectation ko. 
 
A: Masasabi niyo po ba na integrated na sa life niyo yung Brand X? 
B: Ay syempre kasi dito na yung nagbibigay buhay mula nung… umpisa, nagkapamilya nako, ito pa din 
eh. Siya na yung, kumbaga, bread and butter ko.  
 
A: Marami po bang nakakaalam na sa Brand X kayo nagtatrabaho? 
B: Ay syempre, uniporme pa lang eh. Minsan sa mga kakilala,sa relatives 
 
A: Ano po palang job description niyo? 
B: Inventory 
A: Paano niyo po pinapakita yung suporta niyo for the brand? 
B: Syempre yung paginom ko ng products, tapos yung sa family ganon din yung ginagawa mo, even sa 
relatives dapat Brand X din, kumbaga yung loyalty 
A: Bahagi pa po ba yun ng trabaho niyo? 
B: Syempre to promote, parang ipopromote mo para lumaki ang benta niyo 
A: Bahagi pa po ba yun ng job description niyo? 
B: Ah hindi naman 
 
A: So paano niyo po nasabi na parte pa rin yun ng trabaho niyo? 
B: Hindi siya part, parang patronaging dahil dito ka nagtatrabaho so kelangan ipromote mo siya, kasi kung 
wala ng bibili sa Brand X, san pa kami magtatrabaho, paano pa maggrow yung kompanya 
 
A: Ganito na po ba yung iniisip niyo kahit nung nagsisimula pa lang kayo sa Brand X? 
B: Yes 
 
A: Gaano kadalas po mangyari na pinopromote niyo yung Brand X products sa family or friends or sa 
ibang tao? 
B: Pag may engagement 
A: Normally, anong situation po? 
B: Pag kakain kasi part yan eh, pag kakain ka, usually iinom ka din (laughs) 
 
A: Ano po yung ginagawa ng company para madevelop yung appreciation niyo for the brand? 
B: Number 1 yung benefits, pati yung promotion through advertising. 
A: Di ba po yung mga TV ads targetted sa consumers, so as an employee, apektado din po kayo nito? 
B: We are all employees and consumers, hindi naman libre yung paginom namin dito eh. Pupunta ka sa 
canteen, bibili ka din. 
 
A: Paano po kapag nalessen yung mga benefits ng empleyado, maapektuhan po ba kayo? 
B: … 
A: Or yung support niyo for the brand 
B: Hindi, for 14 years, hindi ko pa ba naestablish yun 
 
A: Pero helpful po ba ito sa inyo para masuportahan yung brand? 
B: Awareness din 
 
A: Eh yung mga benefits, paano po yun nakakatulong sa inyo na mas suportahan pa yung brand? 



B: Yun yung nagsusupport samin … 
 
A: Eh yung mga trainings niyo po sa Brand X, paano po kayo naapektuhan nun? 
B: Ang trainings kasi per function, tsaka sa trabaho, how to improve.  
 
A: Eh yung mga company magazines niyo po, paano nakakaapekto sa inyo? 
B: Yes syempre, kasi yung ibang events sa ibang regions, hindi naman na namin nalalaman. Through the 
magazine, dun kami nakakakuha ng information. 
 
A: Paano po kapag tinigil yung distribution ng company magazines, paano po kayo maapektuhan? 
B: Ughmmmm, hindi naman kasi may mga emails naman na pinapalabas, kung tatanggalin naman yan, 
may iba pa naman. Hindi lang naman yan yung soource of ano namin. Mas mabilis pa nga kapag through 
email. 
 
A: Mas preferred niyo po ba yung through email? 
B: Oo, kasi mabilis… maganda yung magazine pero gastos lang yan, kinukuha yung bonus natin (laughs) 
 
A: Yung mga company merchandise po katulad ng shirts, jackets, umbrellas, yun po nagpapamigay po ba 
yung company ng ganon? 
B: Nagbebenta, sa empleyado, hindi na ngayon, binibenta na sa empleyado 
A: Bumibili po ba kayo non? 
B: Hindi na, humihingi na lang 
 
A: Bakit pa po kayo humihingi? 
B: As a collection, ginagawa kong collection sa bahay.  
A: Bakit niyo po kinokolekta yung mga Brand X merchandise? 
B: As loyalty din at saka maganda yung mga items nila, yung mga keychains, relo, ballpen … 
 
A: Paano niyo po idedescribe yung suporta niyo sa Brand X in comparison with other employees? 
B: Yung loyalty mo.  
 
A: Ano pong mararamdaman niyo pag may ibang tao nagsasabi ng negative things about the product? 
B: Sinisiraan lang nila yun. Ganon lang yun, opinyon lang nila yun  
A: Pero may gagawin po ba kayo? 
B: Pag kakayanin mo (laughs) halimbawa marami sila, di mo na kakayanin yun, Oo tama yan. Pero kung 
maliit lang, bata lang, batukan mo na lang yun (laughs, joking)  
A: Pero kapag complaints po yung narinig niyo, irerelay niyo pa po ba yung information? 
B: Oo kasi inaaddress naman namin yung mga product complaints.  
 
A: Eh paano naman po kapag positive yung narinig niyo? 
B: Syempre proud ka, pero nababanggit mo din minsan sa mga kasama mo, good or bad 
 
A: Madalas po bang mangyari yun? 
B: Hindi naman 
A: Pero nangyari na po yun? 
B: Oo, yun na nga marami sila kaya hindi ko na pinatulan. Pero masakit yung mga sinabila nila, yung dati, 
yung may mga nalason daw, syempre as an employee alam ko naman na hindi lang basta basta yung 
produkto namin, dumadaan sa quality…  
 



A: Sinabi niyo po yun? 
B: Oo, kasi as an employee, alam mo naman yung paggawa ng produkto eh  
A: Kakilala niyo po ba yung nagsabi? 
B: Kakilala ng misis ko, kaschool  
 
A: Kailan niyo usually naalala yung Brand X? 
B: Araw araw, kasi dito ako pumapasok eh  
 
A: Bakit niyo po pala pinopromote yung brand sa family and relatives? 
B: Kasi dito ako nagtatrabaho, ito yung nagbibigay suporta sa family. Kung wala ang Brand X siguro iba 
yung lifestyle namin ngayon  
… 
 
A: Last question na po ito, sino or ano yung nagiinspire sa inyo na suportahan yung Brand X? 
B: Family ko, kasi sila yung binubuhay mo, sila yung binibigyan mo ng halaga para magsikap ka.  
A: Okay na po, salamat 
B: Tama na? Isa pa. (laughs) 
 
I. Profile  
 

• Respondent 06 – male 
• Transport planning staff - Logistics 
• Less than 1 year in the company  

 
II. Interview proper 
 
A: Why did you decide to work for Brand X? 
B: Walang iba eh, Brand X lang yung merong bakante. 
 
A: Pwede niyo po bang idescribe yung opinyon niyo sa Brand X bago kayo maging empleyado dito? 
B: Number 1 kami, kasi nung bata pa ako, pag bumibili ako ng softdrinks, kahit pepsi siya, Brand X ang 
sasabihin ko eh (laughs).  
 
A: Eh ngayon pong sa Brand X na kayo nagtatrabaho, ano na pong opinyon niyo sa Brand X? 
B: Ganun pa din ma’am.  
 
A: Yung opinyon niyo po ngayon sa Brand X, paano po yun nakakaapekto sa inyo or sa trabaho niyo? 
B: Ah, syempre nakakapagboost ng ano mo, ng energy.  
A: Paano po? 
B: kasi nagtatrabaho ka sa number 1 
 
A: Ay okay po, masasabi niyo po ba na parte na nga buhay niyo yung Brand X? 
B: Oo, kasi ito na yung huling trabaho ko eh. In comparison sa iba, mas malaki yung sweldo sa Brand X.  
 
A: Marami po bang nakakaalam na sa Brand X kayo nagtatrabaho? 
B: Sa family, sa barangay.  
A: So kayo po yung nagsasabi? 
B: Oo, tsaka sa uniporme, nakikita nila kapag papasok ako 



A: Ano po yung job description niyo? 
B: Mahaba yun eh, brief lang? kasi ibibigay ko na lang sa’yo resume ko eh (laughs) 
A: Opo, brief lang,  
B: kami yung nagpaplano ng delivery operations papunta sa customer, palitan ng stocks sa plant to plant, 
ganyan. 
 
A: Paano niyo po pinapakita yung suporta niyo sa Brand X? 
B: Pagka nasa ibang lugar kami, di ba? Kunwari asa ibang restaurant ka, kapag ang available ay hindi 
produkto mo, wag ka na lang iinom. Hayaan mo ng mauhaw ka (laughs).  
A: Gaano kadalas po yun mangyari? 
B: Ay hindi naman araw araw kasi may trabaho kami, andito lang kami… basta nakakalabas lang  
 
A: Sa tingin niyo po ba yung pagtangkilik niyo sa brand ay parte pa ng trabaho niyo? 
B: Hindi na pero syempre dito ka nabubuhay eh. Kung bibili ka ng kalaban ng produkto mo, para mo na 
ring di tinatangkilik yung kinabubuhay mo. Tulong na rin yun, STP (benta) na rin yun eh, 
A: Ano po yung STP? 
B: Sales to … yun yung benta sa customer na mismo, sa end user na 
 
A: Paano po nakakatulong sa inyo yung kompanya para mas masuportahan at maapreciate niyo pa yung 
brand? 
B: Bukod dun sa mga commercials nila, pumupunta sila sa mga public schools, tumutulong sila sa 
paglilinis sa, ng mga kanal, o kaya nagtatanim sila. Parang sinasabi ng Brand X na hindi lang puro business 
sila, may malasakit din sila sa environment natin.  
 
A: Mahalaga po ba sa inyo yun? 
B: Oo, parang promotion na rin yun eh 
 
A: Eh paano po yun nakakatulong sa inyo na masuportahan pa yung brand? 
B: Eh syempre pag nalaman ng tao na ganun yung Brand X, maeengganyo silang bumili ng produkto 
namin. Pagka ganun, lalaki yung tatangkilik sa kompanya, tapos lalaki yung bonus namin, baka magkaroon 
kami ng bonus. 
 
A: Paano po kapag tinanggal ng Brand X yung mga bonus? 
B: Ay tinanggal na 
A: Oh, paano po yun, paano po kayo naapektuhan nun? 
B: Ay malaki, malaki. Wala kang pang noche buena (laughs)  
 
A: (the question on trainings wasn’t asked because they have no trainings based on initial discussion) 
 
A: Eh yung mga company magazines niyo po, paano yun nakakaapekto sa inyo o sa trabaho niyo? 
B: Wala, informative lang siya. Nalalaman mo kung ano nangyayari sa kompanya mo, kung sa susunod na 
buwan wala ka ng trabaho (laughs) 
A: Pero gaano po kahalaga sa inyo yun? Na nalalaman niyo kung ano yung nangyayari sa kompanya niyo? 
B: Mahalaga para at least nakukumpara mo sa ibang kompanya kung matatag pa ba yung kompanya mo. 
A: Bakit niyo po yun gustong malaman? 
B: E syempre, ganon eh. Hindi sa habang panahon asa kompanya ka lang palagi.  
 
A: Eh yung mga company merchandise po, bumibili po ba kayo nun? 
(company merchandise are not given to employees but they are sold to them and the customers alike) 



B: Oo minsan yung mga bags 
A: Bakit niyo po yun binibili? 
B: Maganda yung quality at saka nakakapagpromote ka din ng ano, ng brand mo kasi pag ginagamit mo sa 
labas. Minsan nga kapag bumili ka ng tshirt sa Brand X, o san mo na nibili yan? Makakapagbusiness ka na 
ngayon niyan (laughs).  
 
A: Paano niyo po idedescribe yung suporta niyo for Brand X in comparison with other employees? 
B: Mahirap yun ah, pero ano pa rin naman, 100 percent pa rin naman yung suporta ko, siguro yung sa iba 
din 100 percent pa din 
 
A: Ano po ang mararamdaman niyo kapag may narinig kayong ibang tao na may sinasabing negative 
tungkol sa Brand X? 
B: Papatayin na yun (Laughs *obviously joking). Depende na lang kung gaano kalaki yung issue. Kung 
tsismis tsismis lang, di nakakaapekto yun.  
A: Ano po ang gagawin niyo? 
B: E di irereport ko, kunwari sa HR o kaya sa legal 
 
A: E paano naman po kapag positive yung naririnig niyo? 
B: Ay syempre matutuwa ka 
A: Bakit po? 
B: Kasi syempre kung ano’ng itsura ng kompanya kung pinaguusapan e maganda, parang ikaw na din yun 
pinaguusapan. 
 
A: Madalas po ba yung mangyari, yung may naririnig kayo about Brand X? 
B: Hindi naman ganon kadalas, minsan sa net lang eh, nababasa mo lang sa net.  
 
A: Pag sa net lang po, nagcocomment po ba kayo? 
B: Ay actually pag ganun, yung higher namin yung naghahandle nun.  
 
A: Initially po, kapag nakita niyo yung ganon, may ginagawa po ba kyo? 
B: Alam mo naman kung ano yung totoo eh, kung napakalayo naman sa katotohanan, di mo na pinapansin 
yun.  
 
A: Kailan niyo po usually naalala yung brand? 
B: Actually kapag sweldo (laughs) 
A: Bakit po kapag sweldo? 
B: Ay syempre eto na naman yung galing sa Brand X. Hindi syempre pero ano naman, araw araw yan 
syempre kasi yan yung araw araw ginagawa mo eh 
 
A: Nirerecommend niyo po ba yung Brand X sa family or friends? 
B: Syempre ito yung kinabubuhay namin eh. 
A: Madalas po ba yun mangyari? 
B: Oo syempre madalas yun 
A: Tuwing kailan po usually? 
B: Ngayon, kapag may mga social, ano, yung mga kamaganak. 
 
A: Last question na po ito, sino po or ano yung nagiinspire sa inyo na suportahan yung brand? 
B: Family mo, kasi dito ka nabubuhay, at saka dito mo nakukuha yung pang suporta mo sa kanila.  
 



I. Profile  
 

• Respondent 07 – female 
• HR associate - HR 
• Less than 1 year in the company  

 
II. Interview proper 
 
A: Why did you decide to work for Brand X? 
B: First, location, then benefits, then the company is good eh, I don’t have to explain to anyone what the 
nature of the company is. 
 
A: What was your opinion about Brand X before you work there? 
B: Good company 
 
A: What about your opinion of it when you were already an employee of the company? 
B: I didn’t know that there’s actually several Brand X company in the Philippines, like Brand X 1, and 
Brand X export. Para kasing sa labas, Brand X is Brand X pero ibang Brand X yung nagbebenta ng 
concentrate, iba yung sa marketing, talagang sa manufacturing lang pala yun.  
 
A: Nung nalaman niyo po yang mga bagaya na yan, paano po yan nakaapekto sa trabaho niyo? 
B: Nasense ko lang na yung nageexport halimbawa, sila yung mas malapit sa biyaya. 
 
A: Masasabi niyo po ba na integrated na yung life niyo sa Brand X? 
B: Oo, pag may birthday nahihiya ako na wala akong dalang Brand X na madami. Tapos pag may 
department something dyan at hindi nakuha yung Brand X na sponsor, parang hala, bakit naman ganyan 
yung drinks niyo. So feeling ko parang every salu-salo, dapat may Brand X 
  
A: Yung ganyan niyo pong mindset, kailan po yan nagsimula? 
B: I think pagkahire pa lang, kasi pagnew hire pa lang, meron kaming isang bag ng Brand X, ganyan, mga 
Brand X products. Parang dun ako may realization na ang katanggap tanggap na drinks sakin yung 
Starbucks, kasi wala kaming coffee. Pero kapag naman may bagong product, tinatry namin sa product 
testing or binibigyan kami ng sample, para alam namin yung lasa 
 
A: Marami po bang nakakaalam na sa Brand X kayo nagtratrabaho? 
B: Sobra, sinasabi ko, tapos yung mga estudyante ko sinasabi din. 
 
A: Ano po pala yung job description niyo in a nutshell? 
B: I give people solutions to business problems (smiles) 
 
A: Paano niyo po pinapakita yung support niyo for Brand X? 
B: Bumibili ako, tapos sometimes hindi ako kumakain sa restaurant kapag hindi Brand X client.  
 
A: Exclusive Brand X po – 
B: Yes 
 
A: Gaano po kadalas mangyari na sa pinapatronize niyo yung brand? 
B: As much as possible. 



 
A: Kasama pa po ba yun sa job responsibility niyo? 
B: Hindi 
A: Bakit niyo po siya ginagawa 
B: Feeling ko ethical lang siya, ano ba, hindi ko alam eh. 
 
A: Ano po yung ginagawa ng company para mas mappreciate or mas suportahan niyo pa yung brand? 
B: Sa mga events, kunwari yung concert, meron kaming dalawang tiket bawat associate. Yung MI, yung 
Brand X zero, yung poweraide gig, yun. Tapos kapag bibo ka sa mga HR summit, meron akong something 
Brand X. Nagreregalo din ako ng mga Brand X folders.. 
 
A: Bakit po? 
B: Wala lang. 
 
A: Yung mga events po na namention niyo, mahalaga po ba yun sa inyo? 
B: Oo kasi nagiging proud ka na you’re part of something alive. 
 
A: Meron po bang trainings? 
B: Wala 
A: Eh yung mga company magazines niyo po, paano po yun nakakatulong sa inyo? 
B: Kasi nalalaman yung kwento ng ibang empleyado, nalalaman mo yung nangyayari sa ibang locations, at 
saka syempre proud ka kapag may picture ka dun. 
 
A: Bakit po mahalaga sa inyo na malaman yung mga iyon? 
B: Natural na tsismoso ang mga Pilipino 
 
A: Paano po yun nakakaapekto na suportahan yung brand niyo? 
B: Hindi naman sa nakakatulong pero kesa naman patay siya.  
 
A: Yung mga company merchandise po ba, bumibili kayo nun? 
B: Oo 
A: Bakit po kayo bumibili nun? 
B: Kasi hindi libre 
A: So gusto niyo po talaga 
B: Kasi alam mo, ay alam mo yung the real Brand X restaurant sa Quezon. Ganon… 
 
A: Paano niyo po ikukumpara yung suporta niyo for the brand with other employees? 
B: Parehas lang, medyo more lang kasi HR ako 
A: Bakit pag HR po more? 
B: Kasi hindi lang siya pagpromote ng brand, but the values which make up the brand 
A: So part po ng HR yung pagpromote ng brand? 
B: Yeah, because employer branding which attracts talent is an HR matter. Employee motivation, retention, 
pride in work, discipline.. yun 
 
A: Ano pong mararamdaman niyo kapag may narinig kayong naguusap ng negatively about Brand X? 
B: I would be concerned, at the same time interested to know why. I have to know the problem so I could 
do something about it.  
 
A: Kapag po problem ano gagawin niyo? 



B: Report it to the proper channel 
 
A: Kapag postive? 
B: Ganon din. Pero okay 
 
A: Nangyari na po ba yun na may narinig kayo about Brand X? 
B: Wala pa akong naririnig, pero may nakita ako. Once kasi kumain ako sa may Sta. Rosa, may itlog ng 
ipis sa labas ng bote. Dapat kasi yung bote sa loob at labas malinis. Yun nireport ko, tapos tinanong ko 
kung sino nagdedeliver. Ganun. Tapos chineck ko, yung (free Brand X) ref kung ano ano yung 
nakalagay…  
 
A: Ano po yung iniisip niyo nung ginawa yun? 
B: Kung hindi ako taga Brand X, baka isipin ko yung quality of the brand. Brand X, number 1 because of 
quality. 
 
A: Kailan niyo po usually naalala yung brand? 
B: Tuwing kakain 
A: Bakit po? 
B: Kasi drinks siya eh 
 
A: Nirerecommend niyo po ba yung brand sa family and friends? 
B: Oo 
A: Bakit po? 
B: Kasi dun ako nagwowork 
A: Paano po kapag hindi na kayo dun nagwowork? 
B: Edi ganon pa din, kasi okay naman siya eh 
 
A: Sino or ano yung nagiinspire sa inyo para suportahan yung brand? 
B: Wala naman, ako lang.  
 
I. Profile  
 

• Respondent 08 – male 
• Transpot planning - Logistics 
• 6 years in the company  

 
II. Questions   

A: Why did you decide to work for Brand X?  
 
B: It was actually accidental in nature.  I was just asked by my cousin to accompany him for work 
application in Antipolo plant sometime in the early 90’s when the Human Resource Assistant included me 
in the qualifying examinations which I have passed. Nevertheless, I decide to work for Brand X because of 
the happy environment in work (except of course the pay they are giving).  I still remember, “pauwi ka na, 
masaya pa rin” as if you are starting your day for work.  People are very enthusiastic and passionate in 
working and dealing with their co-workers. 
 
A: Can you describe your opinions about the brand (Brand X) before working there?  
 



B: Refreshing. The brand has been part of our family wherein, it boost your appetite specially during “salo-
salo sa pagkain”.  It has become part of our daily living even more when I started working here.  
 
A: Can you describe your opinions about the brand when you were already working  
 
B: There? It’s more refreshing I think. 
How does this affect you or your job? There is a big difference in me as a person and as a family man.  I 
will tell you, I cannot let my family eat in a restaurant serving the competent brand.  We rather look for 
other resto that serves the brand which I can call not only loyalty to Brand X but also the refreshing taste it 
gives me and my family during meal times. 
 
A: Can you say that the brand has been integrated in your life? Why?  
 
B: Yes definitely.  It becomes part of life and lifestyle.  I remember my grandmother “Inang Aida” during 
the times I am visiting her in the province, she often asks me, “nasan ang Brand X ko?” as well as the other 
members of the family.  She is 95 years old now and is enjoying Brand X. 
 
A: Are there a lot of people who knows that you're working for the brand? How do they know?  
 
B: All of them (who knew me) knows that I am working with Brand X not only because I am wearing the 
uniform 6 days a week but also the way my parents, wife, kids, (all my family members) that introduces me 
proudly says “sa Brand X nagta-trabaho yan!”  
 
A:. What is your work/job description?  
B: For now I am leading the Company in the automation of delivery wherein hand held terminals (mini-
computers) were used.  I manage people with knowledge in technical and operations that implements what 
we call mobile Direct Store Delivery. 
 
I used to be an operations guy that manages planning, warehousing and delivery.  I also have experiences in 
settlement and financial accounting in the early days of my stay. 
 
A: How do you show your support for the brand?  
B: When something makes you happy, you will definitely support it.   
 
A: Do you have any experiences you could share?  

 
B: Well I think the best experience that I can share is we (me and my family) went to resto’s that is 
exclusively serving out products.  There we often celebrate dinner with the whole family specially during 
occasions like birthday, anniversary, and if we have something to celebrate like if my kids have honors and 
awards. 
 
A: How often do you show your support for the brand (when, where, and to whom)?  
B: Always, I always show my support every time, to everyone and anywhere.  You know, when you are 
fully satisfied with one thing, you are very proud of having it (and supporting it). 
 
A: Is that included in your job responsibility? (If not) Why do you do it?  
B: It is not included in my responsibility but I am not doing it because I have to pay respect and loyalty. 
 
A: What does the company do to help you develop your appreciation for the brand?  
B: Nothing, it is already there and I really appreciate it, I am very glad that Brand X comes into my life. 
Although the Company is (as far as I know) doing everything.  
 
A: Are these company efforts helpful in enabling you to support the brand? Why?  
B: I don’t think so.  As I have said earlier, I love the brand; it has become part of my life and my life style.  
I just think that the Company is doing its best for me to support it.  
 



A: Do you participate in these (company) activities? Why?  
B: By the way, I am an active “Brand X Barkada” member of the Brand X Foundation.  I join in so many 
Company initiatives like tree planting, building the Little Red School Houses in remote areas, yearly 
international coastal clean-up, brigada-iskwela, and many other voluntary works. 
 
A: How do trainings help you develop your support for the brand?  
B: The Company has so many trainings that develops its personnel and Brand X has really developed me to 
where I am now. In fact I have been a trainor/Implementer for so many years now. 
 
A: What about distribution of manuals and other company merchandise?  
B: Brand X has been very supportive in terms of manual distribution.  All trainings and Business Planning 
are fully documented for future references.   

 
A: Could you think of other programs or activities that helped you in developing your support for the 
brand?  
B: Well, there are so many ways of developing a person but I think the Company has its full-house support 
when it comes to building and developing people. 
 
A: How would you describe your support for the brand in comparison with the other employees? Why?  
B: Well some of us have the common support but I always say mine-is-better comparing to other. Support 
is not only buying and drinking and promoting it. Support is also looking for ways to improve the way your 
colleagues are doing their job. 
 
A: How would you feel when you hear people talking negatively about Brand X outside the workplace? 
Would you do anything about it?  
B: Yes, I will definitely defend my Company for any negative thing I will hear. 
 
A: What if it's positive, what would you do? Would you feel anything?  
B: Yes, I will be glad and will totally agree with it.  
 
A: Does this usually happen?  Do you have any experiences in particular that you could share?  
B: You don’t need to argue with people.  I will respect what other people’s opinion is but will also defend 
my Company and brand as well. It happens one time when a friend called my attention that his bought 
Brand X is flat in taste,  I told him that this is due to improper handling/storing (it may be stored directly 
under the sun, the reason why it has become flat in taste and I have proven it on-site). 
 
A: Why did you do what you did? What were you thinking? 

 
B: We need to share not only to our distributors but also to our consumers as well the “proper handling and 

storage of our products” to keep its freshness and taste. 
 
A: When do you usually remember the brand? Why?  
B: During and before meal time.  As I have said earlier, Brand X has become part of our life and lifestyle.   
  
A: Does this usually happen? Why?  
B: It always happens specially when the family members are complete.  It refreshes our meals and gives 
extra thing in family bonding.  Mas masaya talaga kapag may Brand X sa salo-salo. 
 
A: Do you recommend the brand to family and friends i.e. non job-related acquaintances? why?  
B: Of course, so that they will also experience the refreshing moments that we have. 
 
A: Can you give examples wherein you recommended the brand to other people?   
B: I remember I was invited to a simple birthday party of one of our delivery crew in Rizal. The lunch is 
prepared when we arrive and to boost the occasion, I bought some bottles of Brand X 1.5 and the lunch 
becomes happier.  
 



A: Why did you do it? To complete the celebration, imagine the lunch with inihaw na liempo, tilapia, 
nilagang talong na may kamatis at bagoong and mainit na sinaing.  A cold Brand X e will complete the 
salo-salo. 
 
A: To whom do you usually recommend the brand?  
B: To everyone. 
 
A: Does this usually happen? If so, when does this usually happen?  
B: It usually happens during meal time, or when there is occasion. 
 
A. Who or what inspires you to support the brand?  
B: The refreshing taste. 
 
I. Profile  
 

• Respondent 09 – male 
• Regional Accounts Group – Accounts  
• 28 years in the company 

 
II. Interview proper 
 
A: Why did you decide to work for Brand X? 
B: Para masuportahan yung family ko at maganda naman yung binibigay samin 
 
A: Ano po yung tingin niyo sa Brand X bago kayo magtrabaho dito? 
B: Eh maganda naman ang Brand X, at big company naman, at a, ito ang daan para mabigyan mo ng 
kinabukasan na maganda ang pamilya mo 
 
A: Ano po yung opiniyon niyo sa Brand X nung nagtatrabaho na kayo dito? 
B: Eh maganda talaga, pwede mong ipagmalaki 
 
A: Masasabi niyo po ba na part na ng life niyo yung Brand X? 
B: Yes 
A: Bakit po 
B: Eh kasi tumagal ako ng ganito. Mas mahaba pa ang ginugugol kong oras dito kesa sa family ko, pati ito 
talaga, kumbaga sa life ko, dito na nakafocus 
 
A: Marami po bang nakakaalam na sa Brand X kayo nagtatrabaho? 
B: Oo marami na 
A: Paano po nila nalalaman? 
B: Eh, simula 1984 eh, ano na.  
 
A: Paano niyo po pinapakita yung suporta niyo for Brand X? 
B: Eh di yung trabaho mo, kailangan mo ibigay yung time at dapat nakafocus ka talaga sa Brand X 
 
A: Ano po yung ginagawa ng Brand X para madevelop yung suporta niyo for Brand X? 
B: Eh di, more training 
A: Importante po ba sa inyo yun? 
B: Yes ma’am kasi dun namin nakukuha yung mga advantage namin sa ibang company. Tinuturuan kami 
ng tamang process, ganon. 



 
A: Paano po kapag hinito yun? Maapektuhan po ba kayo? 
B: Ay palagay ko hindi naman, kasi naabsorb ko na yun eh 
 
A: Eh paano po yung mga company magazines, nakakatulong po ba yun sa inyo? 
B: Eh, andun pinapakita yung mga nangyayari sa ibang dapartment, yung mga ginagawa ng kompanya 
 
A: Ano po mararamdaman niyo kapag may naencounter kayo na naguusap about Brand X e ng negative na 
bagay? 
B: Pinapalabas na lang namin sa tenga kasi always positive kami eh, Brand X eh.  
A: Meron po ba kayong gagawin kapag may narinig kayong ganun? 
B: Wala na rin kasi iyon ang pakiramdam nila 
A: Eh paano naman po kapag positive yung pinaguusapan nila? 
B: Eh syempre, tumataas yung moral natin 
 
A: Nirerecommend niyo po ba yung Brand X sa family or sa friends? 
B: Syempre 
A: Bakit po? 
B: Brand X adds life eh 
 
A: Sino po or ano yung nagiinspire sa inyo para suportahan yung brand? 
B: Sa’kin lang iyon. 
 
I. Profile  
 

• Respondent 10 – female 
• Strategic procurement 
• 3 years in the company 

 
II. Interview proper 
 
A: Why did you decide to work for Brand X? 
B: Brand X is the biggest sugar buyer in the Philippines and I was asked to join Brand X, so I opted to join 
 
A: Can you describe your opinion about Brand X when you were already working for it? 
B: I didn’t realize how big a company it was until I started working for it. 
 
A: How did it affect you? 
B: It was overwhelming but you’ll get used to it 
 
A: Can you say that the brand has been integrated in your life? 
B: Because you’re surrounded with it na 
 
A: Are there a lot of people who knows that you’re working for the brand? 
B: Yes 
A: How do they know? 
B: Because, I talk with a lot of suppliers, and little by little, people know 
 



A: How do you support the brand? 
B: I only drink Brand X products. I don’t drink other bevergaes, even my family. 
 
A: What does the company do to help you appreciate the brand more? 
B: You understand what goes into making it, it’s a lot of hardwork. And what I like the most is the 
innovation. 
 
A: How does the company magazine affect you? 
B: Well, it would be disappointing if it’s stopped because we’re also very compartmentalized, meaning 
we’re exposed to other departments. It’s good to know also, what the other companies are doing. 
 
A: How would you feel when you hear other people talking about the brand negatively? 
B: Well you have to respect everyone’s opinion also but of course if what they’re saying is not true, then 
I’ll try to defend the brand also.  
 
A: Would you inform the-? 
B: Yes of course, if the comment is constructive 
 
A: Do you recommend the brand to friends? 
B: Yes 
A: Why? 
B: I don’t only endorse it because I work here but because I also have a preference for our products so I 
encourage people to try especially new drinks that come out.  
A: Who or what inspires you to support the brand? 
B: Everybody that works here, there’s a lot of hard work that goes into a single bottle of Brand X. So once 
you know what people put into producing the Brand X, it makes you appreciate it more.  
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