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Abstract
The role of employee is imperative in services in order to protect or destroy the brand. For the reason, the employees’ behavior does maters in protection of brand image. Employee brand equity (EBE) is the employees’ brand behavior refers to the employees’ side of brand equity which contributes to external brand equity or consumer side of brand equity (King & Grace, 2009); employee brand equity is the differential impact of brand knowledge on employee responses in a work environment (King & Grace, 2009). Employee brand equity encourages employees to consistently deliver brand promises, and consequently,  the success of a brand depends on employee attitude and behaviors (Burmann & Zeplin, 2005). For the reason, the current study investigates the relationship of openness and employee brand equity by checking the mediating role of employee role clarity and employee brand commitment in Dubai top ranked hotels. The data were collected through survey method form employees working in Dubai five-star Hotels. Multistage sampling method was adopted by using proportionate stratifies random sampling by selecting the hotels and simple random sampling for the selection of employees inside hotels. Survey method was adopted by distributing the questionnaires to the employees of Dubai five-star hotels. The data were collected only from the frontline employees because, they are the actual players in delivering the services to the customers. A total number of 453 Questionnaires were distributed to the employees. Out of 453 questionnaires, 280 questionnaires were returned back. Total numbers of two Questionnaires were discarded due to incompleteness and response biasness. 278 questionnaires were considered for analysis. Hence, the effective response rate was 61.4%. For data analysis, statistical package for social sciences (SPSS) was used to check the relationships among variables. For mediation analysis, the PROCESS Macros was used to check the mediating role of employee brand commitment and Employee Brand Understanding in the relationship of opened and employee brand equity. The findings of the study demonstrate that openness has significant positive relationship with employee brand commitment and employee role clarity, meantime, employee role clarity and employee brand commitment has significant positive relationship with employee brand equity that is the employees’ brand behavior. Moreover, employee brand commitment mediates the relationship of openness and employee brand equity while Employee Brand Understanding has no mediating role in between the relationship of openness and employee brand equity. In this regard, the relationship between the variables has been studied by past research, however, the mediating role of employee brand commitment and employee role clarity in the relationship has not been tested before. According to the study, employee brand commitment is very much important in Dubai hotel industry specially in five-star hotels than employee role clarity because employee brand commitment has a stronger impact on employee brand equity than employee brand understanding, moreover, it also mediates the relationship of openness and employee brand equity but we cannot say that employee Brand Understanding is not important. Employee Brand Understanding is important but less than employee brand equity because high level of emotional sentiments (commitment) and high level of intellectual sentiments (Clarity) makes employee brand champion as per buy-in matrix suggested by Thomson, de Chernatony, Arganbright, & Khan (1999).
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