Brand values of the lecturers and the leadership style contribute to enhancing university branding: A Case study at private universities in Ho Chi Minh City, Vietnam

Abstract:
   Universities play a crucial role in providing high-quality human resources to support national development. They serve as institutions that equip learners with specialized knowledge and essential skills, enabling them to become a valuable workforce for society. In this context, lecturers play a key role in the development of university education, contributing to building the institution's brand and competitive position in society. The objective of this article is to identify factors that affect the brand value of lecturers and university brands. Research using both qualitative and quantitative methods, the author has used the smallest square structure modeling method (PLS-SEM) to check the suitability of the model with practical survey data. A survey was conducted with 191 lecturers from five private universities in Ho Chi Minh City. The results show that leadership style directly influences the organizational culture of universities, which in turn impacts the enhancement of brand value of lecturers and university branding. The study also explores and clearly identifies that lecturers' brand value has a direct impact on university branding in the era of innovation. The conclusion provides several recommendations for university administrators to implement policies that support and nurture lecturers, helping them become excellent and valuable educators. This, in turn, contributes to the sustainable development of the institution in the era of globalization and innovation.
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1. INTRODUCTION 
   Universities play an important role in providing high-quality human resources to serve the socio-economic development of a country. They contribute to addressing urgent societal issues such as the application of science, promoting innovation, enhancing productivity, and improving workers' capabilities in the era of international integration. 
   In the context of increasingly fierce competition in universities in Vietnam, due to the entry of foreign universities, the trend of university autonomy and the pressure of innovation of universities, these make private universities face great pressure in enhancing their brand to attract high-quality students and lecturers, as well as strengthen international cooperation and attract investment (Thuy Van Nguyen, 2023; Education Magazine, 2024; Ngo Quang Son et al, 2024). Enhancing the university's brand value is a crucial requirement, helping to strengthen its competitive position for sustainable educational development. Some key tasks that universities consistently carry out include improving training programs, strengthening scientific research, and applying experimental practices, among others. These efforts help students gain foundational knowledge and practical skills aligned with societal development. The positive outcomes of these activities will enhance the quality of higher education and strengthen the brand position of universities (Doan Nhan, 2024). The successful implementation of these aspects depends largely on the university's lecturers. They are one of the important resources and valuable assets of the university. They play an important role in enhancing the brand value for the sustainable development of the university. Each lecturer, with their unique personal values, contributes to shaping the university's overall brand value. Therefore, it is necessary to motivate them to maintain high standards in teaching, promote creativity in education and participate in scientific research. Several factors affect the enhancement of personal value of lecturers in fulfilling their responsibilities. Based on the theory of human resource development strategy and organizational brand development, this article aims to examine and analyze the relationship between leadership style and organizational culture and their impact on enhancing the brand value of lecturers and university brands. The analysis is based on survey data collected from several private universities in Ho Chi Minh City.

2. THEORY AND RESEARCH HYPOTHESES
2.1 Theory
   - Brand value has attracted significant attention from scholars, leading to various definitions. According to studies by Aaker (1991), Keller (1993, 2000), and Philip Kotler (2006), there is a consensus that brand value is a set of shared perceptions regarding customer behavior toward members of an organization. A strong brand value enhances a company's competitive advantage over its rivals. Likewise, a branded product helps attract more customers, increasing the potential for higher revenue. The study by King & Grace (2010) proposed three approaches to evaluating organizational brand value. The first approach is based on financial resources, the second on customer resources, and the third on workforce resources. Specifically, organizational brand value is assessed through employee brand value, also known as employee-based brand equity. Employee-based brand equity is an approach rooted in Philip Kotler's internal marketing theory, which views employees as valuable assets of an organization. It emphasizes the importance of supporting and motivating employees to maximize their contribution to the organization's value. King & Grace argue that employees play a crucial role in creating and delivering products through direct interactions with customers. Therefore, employee-based brand value is essential in building an organization's brand value, contributing to sustainable business growth in a market economy. The article applies branding theory with the concept of an internal human resource-based approach to develop hypotheses on lecturer-based brand value. The brand value of lecturers is considered an important resource for developing the university's brand. The article inherits the research of King & Grace (2010) and the research question posed is: How does the brand value of lecturers impact the university's brand?
   - Leadership style (LEAD) is a key research topic in organizational behavior science. Leadership is the process of influencing subordinates to achieve goals, while leaders are responsible for creating a cohesive and engaging work environment. They motivate employees to enhance their performance to achieve the organization's objectives (Yukl, 1971; Acar, 2012). Leadership style (LEAD) is a concept that reflects how leaders interact with stakeholders in executing tasks. LEAD is the process by which leaders establish implementation strategies, organizational methods, direction, control, and techniques to guide, motivate, and persuade employees to follow and achieve the organization's goals (Anastasiou & Garametsi, 2021). There are various leadership styles. This study adopts the transformational leadership style, which has proven effective in education (Anderson, M., 2017), and the servant leadership style (Qiu et al., 2020). Leaders with transformational and servant leadership styles are typically characterized by idealized behavior, inspirational motivation, intellectual stimulation, and a strong commitment to supporting their colleagues. Combined with idealized behavior, they foster a positive educational organizational culture and inspire faculty members by clearly defining the vision, development strategy of educational institutions, and the role of lecturers, thereby strengthening trust and shaping positive attitudes. This article builds on the research of Anastasiou & Garametsi (2021) to construct a scale for leadership style.
   - Organizational culture (OC), according to Schein (2004), includes shared perspectives established by the organization that members follow in the process of solving internal problems and interacting with the surrounding environment. OC is understood as a system of values, philosophies, beliefs, and typical behaviors that characterize the organization, helping its members identify and unify behavioral standards and ways of working. This article inherits the research of Hosen et al. (2023) to build a scale of organizational culture of universities, which act as training facilities and provide advanced knowledge to learners. It emphasizes the need to build a highly aware collaborative environment to foster trust, enabling individuals to confidently innovate and willingly share knowledge in teaching and research.
2.2 Research hypotheses:
     - The relationship between Leadership Style and Organizational Culture. Research by Yukl (1971) and Schein (2004) indicates that leadership style influences the orientation of business culture and organizational performance. Studies by Xi Yu Leung et al. (2025), Aferi et al. (2023), Stringer, F.J. (2020), Qiu et al. (2020), and Anderson, M. (2017) support this perspective, suggesting that harmonious leadership styles, servant leadership, and transformational leadership can foster a positive organizational culture in the era of technological advancement. These leadership approaches help employees clearly define the organization’s vision and goals, enhance their roles, boost motivation, and improve creativity and overall work performance. The following hypothesis is proposed:
Hypothesis H1: The leadership style (LEAD) of university administrators has a positive and direct impact on the organizational culture (OC) of the university.
     - The relationship between Organizational culture and Brand value of lecturers. Research on organizational culture in university environments by Sahibzada et al. (2024), Udey (2020) showed that positive culture has changed and promoted lecturers' behavior in creativity, collaboration, sharing and inspiring students in learning and research, which are more likely to enhance lecturers' brand value. The following hypothesis is proposed:
Hypothesis H2: Organizational culture (OC) has a positive and direct impact on Brand value of lecturers (BVL) in universities.
     - The relationship between Organizational Culture and University Branding. The research by Hosen et al. (2023) and Osama F. Al-Kurdi et al. (2020) discusses the organizational culture of universities, where high-level expertise is imparted to learners. It emphasizes the need to build a highly aware collaborative environment that fosters trust, encourages creativity, and promotes knowledge sharing in teaching and research. The organizational culture of a university reflects unity and commitment to its goals and development strategies for sustainable education, contributing to enhancing the brand of higher education institutions. The following hypothesis is proposed:
Hypothesis H3: Organizational culture (OC) has a positive and direct impact on the Branding of Universities (BU). 
     - The relationship between Brand value of lecturers and University Branding. Lecturers play a crucial role in directly influencing students' perceptions during the knowledge exchange process. Research by (Stringer, 2020; Doan Thi Hong Van & NTT Giang, 2021; Pham Quang Vinh, 2023; Nguyen Duy Thuc & Bui Quang Huy, 2024;  Shangfeng Jiang & Fujun Xiao, 2024) indicated that when lecturers are motivated in teaching, enhance their value through creative lectures, and conduct inspiring scientific research, they effectively convey the institution's values. This contributes to strengthening the university's brand, fulfilling its educational mission, and enhancing its competitive position. The following hypothesis is proposed:
Hypothesis H4: Brand value of lecturers (BVL) has a positive and direct impact on enhancing the branding of universities (BU).
2.3 Proposed research model:
[image: ]
Figure 1: Research model
Source: authors

3. RESEARCH METHODS:
3.1. Research methods. This study used mixed research methods, including qualitative and quantitative research:
   - The qualitative research method aims to explore and identify factors affecting university branding. This method is conducted through expert discussion within the framework of research on organizational branding and human resource development. The expert discussion is five lecturers who have more than ten years of teaching experience at non-public universities. The discussion process included three steps: Step (1), Identify four inherited measurement scales; step (2), Preliminary screening and checking of observed variables, step (3), Discuss the results of the scale. The qualitative research results have 19 observed variables for four scales in the proposed research model.
   - The quantitative method uses the Partial Least Squares Structural Equation Modeling (PLS-SEM) to analyze and evaluate the model's fit and the impact levels of factors proposed in the hypothesis. The results of quantitative data analysis were based on the criteria of Hair et al. (2009).
3.2. Sampling Method. 
   The study used a convenience sampling method, surveying lecturers who are working at 5 non-public universities (including: 1 university in District 5; 1 university in District 8; 1 university in District 10 and 2 universities in Binh Thanh District in Ho Chi Minh City, Vietnam). The survey questionnaire was designed using Google Forms and distributed to faculties and lecturers with the assistance of the Administrative Organization Office. The process from the Administration Department was sent to the faculties and lecturers, the survey period was from September 4 to December 27, 2024. On December 28, 2024, the author came to receive the data and checked the total number of response forms collected, which was 191 survey forms that had enough information to be included in the analysis.
3.3. Survey sample information.
Table 1. Characteristics of the survey sample
	Characteristics
	Number of samples
	Percentage

	Sex
	Female
	101
	52,88

	
	Male
	90
	47,12

	Age
	30 years old and under
	31
	16,23

	
	31 to 45 years old
	61
	31,94

	
	46 to 55 years old
	56
	29,32

	
	56 years old and over
	43
	22,51

	Professional qualifications
	Master
	92
	48,17

	
	Ph.D and Ass.Professor
	76
	39,79

	
	Professor
	23
	12,04

	Family status
	Single
	56
	29,32

	
	Married
	135
	70,68

	Teaching time
	Less than 10 years
	34
	17,80

	
	From 10 to 20 years
	92
	48,17

	
	Over 20 years
	65
	34,03


Source: Statistics from author

4. ANALYSIS of RESULTS:
4.1. External factor loadings: 
Table 2: Results of external factor loadings
	Obs. variables
	LEAD
	BVL
	OC
	BU

	LEAD_1
	0,856
	
	
	

	LEAD_2
	0,877
	
	
	

	LEAD_3
	0,855
	
	
	

	LEAD_4
	0,861
	
	
	

	BVL_1
	
	0,835
	
	

	BVL_2
	
	0,823
	
	

	BVL_3
	
	0,818
	
	

	BVL_4
	
	0,799
	
	

	BNL_5
	
	0,793
	
	

	BVL_6
	
	0,791
	
	

	OC_1
	
	
	0,861
	

	OC_2
	
	
	0,833
	

	OC_3
	
	
	0,901
	

	OC_4
	
	
	0,882
	

	OC_5
	
	
	0,880
	

	BU_1
	
	
	
	0,865

	BU_2
	
	
	
	0,823

	BU_3
	
	
	
	0,871

	BU_4
	
	
	
	0,864


Source: Analysis results from SmartPLS software
   The results of Table 2 show that the external loading factors are all greater than 0.7. Thus, the scales used all meet the statistical quality requirements for analysis of the following indicators.
4.2. Scale Reliability. Scale reliability is measured through two main indicators: Cronbach’s Alpha and Composite Reliability (CR).
Table 3. Results of scale reliability analysis
	Variables
	Cronbach's Alpha
	CR

	LEAD
	0.885
	0.886

	BVL
	0.896
	0.899

	OC
	0.923
	0.925

	BU
	0.880
	0.881


Source: Analysis results from SmartPLS software
   According to researchers Henseler & Sarstedt (2015) and Hair et al. (2009), the appropriate threshold for Composite Reliability (CR) is 0.7 or higher. A Cronbach’s Alpha coefficient between 0.8 and 1 indicates a good measurement scale, while a value between 0.7 and 0.8 is considered acceptable. Based on the results in Table 3, the measurement scale demonstrates good reliability for use in further analysis.
4.3. Convergent Validity. Convergent validity is assessed through the Average Variance Extracted (AVE) index. AVE reflects the average variance extracted for each latent construct in the model. According to Hock and Ringle (2010), a measurement scale achieves convergent validity if the AVE value is 0.5 or higher.
Table 4. Results of Convergent Validity Analysis of the Measurement Scale
	Variables
	AVE
	Square root of AVE

	LEAD
	0.743
	0.862 

	BVL
	0.658
	0.811 

	OC
	0.765
	0.875 

	BU
	0.735
	0.858 


Source: Analysis results from SmartPLS software
   The results of Table 4 show that all AVE indices are greater than 0.5. This result proves that the scales achieve convergent validity and explain over 50% of the variation in observed variables.
4.4. Discriminant Validity: 
Hair (2009), Hock and Ringle (2010) stated that discriminant validity between two latent variables is ensured when the HTMT index is less than 0.850. The results in Table 5 show that all HTMT indices meet the requirement, staying below the 0.850 threshold:
Table 5. Results of HTMT index analysis
	Variables
	LEAD
	BVL
	OC
	BU

	LEAD
	
	
	
	

	BVL
	0.586
	
	
	

	OC
	0.651
	0.599
	
	

	BU
	0.664
	0.619
	0.752
	


Source: Analysis results from SmartPLS software
4.5. Evaluation of coefficient (VIF) and forecast coefficient (Q2):
- Evaluation of the VIF coefficient: (1) If VIF ≥ 5: The likelihood of multicollinearity is very high. (2) If 3 ≤ VIF ≤ 5: Multicollinearity may be present. (3) If VIF < 3: Multicollinearity is unlikely to occur (Hair et al., 2009).
- Q² coefficient for predictive relevance: The Q² value represents the predictive power of independent variables on the dependent variable. Hair et al. (2009) proposed the following levels of predictive accuracy for the model: (1) If 0 < Q² < 0.25: Low predictive accuracy. (2) If 0.25 ≤ Q² ≤ 0.5: Moderate predictive accuracy. (3) If Q² > 0.5: High predictive accuracy.
Table 6. Results of VIF and Q2 analysis
	Variables
	VIF
	Q2
	Conclude

	LEAD
	2,270
	0,015
	No multicollinearity
Low predictive accuracy 

	BVL
	2,142
	0,208
	No multicollinearity
Low predictive accuracy

	OC
	2,890
	0,259
	No multicollinearity
Average predictive accuracy

	BU
	2,281
	0,369
	No multicollinearity
Average predictive accuracy


Source: Analysis results from SmartPLS software
4.6. Assess the impact of relationships:
Table 7. Relationship results
	Hypothesis
	Relationship
	 β
	P. Value
	Conclude

	H1
	LEAD ---> OC
	0,589
	0,000
	Accepted

	H2
	OC ---> BVL
	0,505
	0,001
	Accepted

	H3
	OC ---> BU
	0,538
	0,000
	Accepted

	H4
	BVL ---> BU
	0,327
	0,003
	Accepted


Source: Analysis results from SmartPLS software
   The analysis results of Table 7 show that the four hypotheses H1, H2, H3 and H4 are all accepted with positive β coefficients and P.values ​​less than 0.05. The analysis results show that they are consistent with the data collected from the market and have a statistical significance of 95%.
4.7. Discussion:
     - Leadership style influences organizational culture at universities, with a positive β coefficient of 0.589, indicating that the "Leadership Style" factor has a direct and positive impact on "Organizational Culture." Leadership style often guides and shapes the formation of organizational culture at universities. This finding aligns with studies by Anastasiou (2021), Anderson (2017), and Qiu et al. (2020), which highlight that effective leadership styles - such as transformational and servant leadership create a dynamic and positive working environment, fostering a culture of collaboration and knowledge-sharing in today's educational landscape.
     - Organizational culture at universities influences the enhancement of brand value of lecturer, with a positive β coefficient of 0.505, indicating that the "Organizational Culture" factor has a direct and positive impact on "Lecturer Brand Value" A positive organizational culture encourages lecturers to strive for self-improvement through learning, research, and innovation, thereby strengthening their roles and responsibilities in fulfilling their duties. This result aligns with studies by Sahibzada et al. (2024) and Osama et al. (2020), which suggest that a positive organizational culture supports lecturers in realizing their full potential, making them valuable assets to universities.
     - Organizational culture in universities affects the enhancement of university brand value, with a positive β coefficient of 0.538, indicating that the factor "Organizational Culture" has a direct and positive impact on "University Brand Value". The organizational culture of a university must be consistent with the goal of sustainable educational development. The goal of education is for learners, prioritizing learners by providing the highest quality training services and training individuals who contribute positively to society. As a result, the brand value of the university is strengthened. This finding is consistent with the research of Doan Thi Hong Van & Nguyen Thi Thuy Giang (2021) and Osama et al. (2020).
     - The brand value of lecturers influences the enhancement of a university's brand value, with a positive β coefficient of 0.327, indicating that the "Lecturer Brand Value" factor has a direct and positive impact on "University Brand Value." Lecturer brand value is a valuable asset to a university and plays a significant role in strengthening its overall brand. This result aligns with the studies of Shangfeng Jiang and Fujun Xiao (2024), Nguyen Duy Thuc (2024) and Pham Quang Vinh (2023), which highlight that lecturer brand value is crucial in enhancing a university’s competitive position and reputation.

5. CONCLUSION AND MANAGEMENT IMPLICATIONS:
   The research findings reveal the following causal interactions: (1) Leadership style directly impacts the organizational culture of universities. Additionally, it influences the enhancement of lecturer brand value and university brand value. (2) The organizational culture of a university directly affects both lecturer brand value and university brand value. (3) Lecturer brand value has a direct impact on strengthening the university's brand.
   In conclusion, the leadership style of the university administration and the value of lecture  members play a crucial role in educational activities at universities during the reform period. They enhance the university's brand and competitive position, contributing to its sustainable development in the pursuit of education.
   Some managerial implications are recommended to enhance the brand and competitive position of universities and educational institutions in building, maintaining, and developing their brand:
   - First, senior administrators at universities, in addition to possessing high-level expertise, need to adopt an appropriate leadership style to foster a positive organizational culture. A culture that serves the mission of education should create an environment that ensures high-quality support for both learners and educators. The role of administrators is to develop infrastructure and implement effective teaching and learning processes, providing students with the best possible conditions for knowledge acquisition and enhancement.
   - Second, organizational culture is a key indicator of a university’s modernity and civility, playing a crucial role in enhancing lecturer brand value and strengthening the university's brand. Therefore, it is essential to establish regulations that promote a positive behavioral culture, fostering collaboration, knowledge sharing, and respectful communication among colleagues and students. Additionally, universities should develop fair reward policies for both students and lecturers who achieve excellence - such as publishing high-quality research in reputable scientific journals or introducing innovative teaching methods that are well-received by students and society.
   - Third, universities should develop policies to attract and nurture talented lecturers - those who possess both strong ethics and expertise. Lecturer members play a crucial role in conveying the university’s educational strategies and development goals by directly engaging with students through high-quality lectures and academic support. Institutions should implement mechanisms that motivate all lecturer members to strive for excellence. Outstanding lecturers not only effectively deliver specialized scientific knowledge but also provide practical insights. Therefore, they must have ample opportunities for real-world engagement and conduct applied research to enhance their ability to inspire students. This fosters a lifelong learning mindset, encouraging students to apply their knowledge in practice. Such an approach aligns with the rapidly evolving landscape of global higher education and the dynamic socio-economic context of Vietnam.
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