Branding inside out in Kenyan universities: The significance of employees and students brand support in learning institutions
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Abstract

This paper focuses on how universitiespublic or private can use their internal resources to project great brand reputations. Section one looks at definition of branding in today’s world. Section two compares branding inside out and branding from outside each with the merits and demerits. Section three looks at the methodology of branding inside out. The last section gives a conclusion of why universities need to focus on branding inside out. Potential and further studies in internal branding are discussed and recommended.
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