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An int ernal marketing is on e of th e new topi cs in th e field of management , as it represents the
relationship betw een employ ees and the org ani zation in th e triangl e of marketing relations and the
fiel d of human resou rces management , as it requires att ention, d evelopment , and st rength ening the
relationship with empl oyees, just as the philosophy of in ternal marketing goes furt her from th at, it
tri es to link the HR dep artment to th e marketing department by describing employ ees as intern al
custo mers. The st udy also fou nd , through the th eoretical framewo rk, th at th e appli cation of in tern al
marketi ng practi ces in organizations contributes to increasing empl oyee satisfaction and also helps in
impro ving th eir performance and dev eloping th eir capabilities and skills to provide services of a
di stinct level of quality to the custo mer. The marketing role has become not just the task of providing
go ods for sale, but also the task that concerns working peopl e and prepares them as intern al custo mers
in the org ani zation , providing th em with benefits and servi ces and working to in crease th eir
capabilities and skills and then increase thei r satisfaction and improve the level of th eir performance.
Several organizations , in particular services organizations , hav e realized the ben efits th at can be
derived from th e adoption of th e strat egy of in ternal marketing , w here through this strat egy , the
org ani zation gets working empl oyees with good expertis e and skills that prepare them to take
responsibility , and provid e custo mers with high-quality services . This paper contributes to a better
un derstanding of Int ernal Marketing by adopting a bi rd’ s eye perspective of th e availabl e scholarly
li terature ranging from 20 00 to 2018 to explo re th e con ceptual boundari es of intern al marketing .
Fin dings reveal that the term intern al marketing has become th e mos t debated topi cs of 21 st century
amon g Marketing team, HR pro fessionals and academici ans which leads tow ard high performance
wi th successful achiev ement of personal and org ani zation al ambi tions.
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INTRODUCTION
The marketing role has become not just the task of providing
goods for sale, but also the task that concerns working people
and prepares them as internal customers in the o rganization,
providing them with benefits and services and working to
increas e their capabilities and skills and then increase th eir
satisfaction and improve th e level of th eir performance,
several organizations, in particular services organizations,
have realized the benefits that can be derived from the
adoption of the strategy o f internal marketing, where through
this strategy, the organization gets working employees with
good expertise and skills that prepare them to take
responsibility, and provide customers with high-quality
services.

*Co rrespo ndi ng author: Dr. No or Firdoos Jaha n,
P rofesso rs, R. V. Institute of Management , Bangalore.

As it is known that the satisfaction of external customers is
influenced by the internal satis faction of employees, and
from this point, internal marketing is a requirement for
effective external marketing. In addition, improving the
capacities and skills of employees and continuing education
for them would make it possible for the organization to be
better and stronger ove r time due to the essential capabilities
that the organization will possess through th ese personnel.
The concept of internal marketing has emerged as a tool to
achieve a qu ality of s ervice and customer loyalty by treating
employees as customers, this concept is no longer limited to
service, but it has become clear that any organization may
use internal marketing to facilitate the implement ation of
external marketing strategy or any other institutional strategy
(Mohammad Jaroush a, 2016). Internal marketing all
employees in an organi zation are internal clients who must
achieve organizational goals. Therefore, if the objectives of
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the organization are deriv ed from external marketing, the
functions of individuals contribute to this by responding to
the employees within the organi zation, each of which is
directly or indirectly linked to the end consumer (Harrell &
Fors, 1992). Internal marketing is considered to be one o f the
most modern tools for achieving employees' satis faction and
improving their performance in banks by recognizing the
importance of the role of internal marketing in the
productivity of employees in the delivery of banking
services, T his led the bank's management to focus on internal
marketing by m arketing the banks themselves internally, T o
satisfy th e needs of the employees and their wishes and
training, and provide incentives to them, and the appointment
of highly qualified staff, which directly reflects the quality of
service provided, and the distinction of the bank from other
banks, and there fore the management o f banks prioritize the
need to pay attention to individuals, and Satisfy their
satisfaction. Internal marketing policies and programs
involve some of the planned and targeted activities of their
employees in terms of development, training, reward,
employee-employee relations, communication, and clarity of
roles (Grönroos, 2004). The main objective of internal
marketing practices is to develop, train, and prepare quali fied
employees, who are able, and ret ain, satisfy, and ensure their
continuity in the organization. Therefore, this paper better
focus on underst anding o f Internal M arketing by adopting a
bird’s eye perspective o f the available scholarly literature
OBJECTIVE OF THE STUDY
The prime aim of this study is to examine the relevant
literature and researches from previous studies on the
concept of internal marketing to probe the theoretical
limitations of this subject. This study underlines the need for
significant efforts to utilize internal marketing to manage the
internal customers of the organizations very well and t rain
them to satisfy ext ernal customers. T he paper also intends to
offer a forum for finding forthcoming res earch prospects to
better guide further res earch on this subject-matter.

RESEARCH METHODOLOGY
The present study is qualitative in nature. Literatures
published between 2000 and 2018 have been considered. The
data for this study are secondary data and are procured by
reviewing the studies and analyzing research papers in
various journals. The papers were obtained from various
online resources like scholar.google.com, the National
Human
Resources
Network,
emeraldinsight.com,
elsevier.com, and th e literature available in the book are
collected for exhaustive examinations.
LITERATURE REVIEW
Internal marketing defin ed as “ employee as an internal
customer and job as a product”(Rafiq & Ahmed, 2000).
Internal marketing is “ a cultural framework and instrument
for achi eving strategic alignment among front-line workers,
goals for marketing and the organization”(Ahmed, Rafiq, &
Saad, 2003). Internal marketing is more concerned with
dealing with an employee as “ a customer, meaning
organizations should constantly strive to implement
strategies and programs that increase employee s atisfaction
at the same level as external marketing plans, which are also
designed to be new and implemented to meet the needs of

external customers” (Al -Dmour & Ayesh, 2005). More
precisely, internal m arketing is "a s et of policies and
procedures on human resources ( HR) that treat employees as
members of the internal market, who need to be aware,
trained, developed, and empowered to s erve customers more
effectively"(Arnett, German, & Hunt, 2003).
Significance of Internal marketing
(Ahmed & Rafiq, 2003) entitled “Commentary Internal
Marketing, Issues & Challenges, and European Journal of
Marketing.” The goal of this study was to explain the
challenges dealing with internal m arketing research,
clarifying the rel ationship between employee satis faction and
the overall performance o f the organization, and the ne ed to
analyze coordination and practical interaction to attain the
effective application of marketing strategies. Increasing the
studies at the signi ficance of internal marketing within the
development of effi ciency through understanding, trust, and
communication, and that department have to know the
importance of internal marketing and its application, and
therefore the importance is more important becaus e it's
important to the marketing strategy of the organizations.
(Waleska Vasconcelos Quei roz, 2009) entitled “ An
Evaluation of Internal Marketing Practices of Multinational
Companies (MNC) in Brazil.” The study was conducted into
carried out to categorize earlier research and to get a better
understanding of internal marketing and its advantages, as
well as its implementation and boundaries. The concept o f
internal marketing becomes nevertheless to be disagreed
upon. As an end result, there were di fferent definitions of
internal marketing, and a maximum o f them have a di fferent
approach. Primary statistics w ere collected via an electronic
mail questionnaire that disbursed to key individuals together
with the Marketing and Human Resources Man agers o f 100
companies. The researcher w as able to offer an image o f the
internal marketing practices used by MNCs in Brazil. As an
end result, the internal marketing practices of these
businesses had been investigated and the management's
perceptions of internal marketing understanding evaluated.
The results suggest that the companies res earched us e
communication techniques, and motivation programs. As a
consequence, it can be assumed that they need an enclosed
marketing mind-set. In addition, the man agers seem to hav e
great in formation about the topic researched.
(Salwa Mahmoud, 2010) entitled “The application of Internal
Marketing in Manufacturing Companies in Jordan, Middle
East University.” The study aims to “ measure th e internal
marketing practices in furniture industry firms in Amman
from the group of workers' factor of view (Administrative
support, career development, business communications,
working relationships, teamwork, and participation in
decision-making, salaries, and incentives ).” The sample
study was made up of 100 companies with more th an 100
Employee per company and study hypotheses formulated
according to the study's literature and obj ectives, the five
Likert scales were used in the questionnaire, the survey
contains 36 questions addressed to the respondents. Results
of the study found that organizations provide administrative
support to staff, and found that organizations should provide
administrative support to staff based on the application of
internal marketing practices th rough the implement ation of
policies appropriate recruitment, training, and development
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of st aff,
promotes internal communication, promotes
cooperation and internal work relations, and develops job
opportunities. The study also indicated a lack of agreement
on the participation of workers in decision-making and not
implementing a system of equitable and equitable salaries
and incentives. T he study proposed focusing the attention o f
the organizations on the involvement of employees in
decision-making, seeking an equitable system of incentives
and rewards to meet the satisfaction of workers. (Fernando,
2012) entitled “ Impact of internal marketing on operational
performance.” The study was aimed to establish correlation
relationships between internal marketing practices and
operational performance. For the analysis, data obtained
from 209 questionnaires were being used. The findings
suggested that there w as a signi ficant link betw een “ training
and development, top leadership and empowerment, and
operational performance.” There was also no evidence that
the operational performance works well with strategic
incentives and internal communication. Findings show that
low-cost carriers' managers must keep pay attention on a
continuous and regular basis to improve personn el’
understanding of m arketplace requirements, especially the
use of labor-saving technology to sustain competitiveness.
(Acar, Seker, Bayram, & Acar, 2012) entitled “ The effect o f
internal marketing on the performance of the employee and
the mediating role of organizational commitment.” The
study' was aimed to examine the impact of internal marketing
on the performance of employees and th e importance o f
organizational commitment as an intermediary. Results
indicate that there is a strong correlation between “ internal
marketing practices, employees’ performance, and
organizational commitment.” Moreover, “ organizational
commitment has a role as a partial intermediary.” As a result,
this study contributes significantly to literature, and it helps
administrators to develop time and values in terms of
organizational commitment and effective internal marketing
practices that improv e performance of employees'.
(Ogunnaike, Oyeniyi, & Adeniji, 2012) entitled “ Internal
Marketing Practices and Job Satis faction: Evidence from a
Nigerian University Setting.” The goal of the study was to
identify and investigate the relationship between of internal
marketing practices and job s atisfaction In Nigeria's
university environment. The findings showed that internal
marketing had an effect on three main areas or components;
“the understanding of organizational vision and values, the
quality of external marketing delivery, and the quality of
interactive marketing delivery. “ The study also found that
there is a clear rel ationship between internal marketing and
job satisfaction. The results showed that there are strong
psychometric values in the university environm ent; the study
recommended that greater emphasis be placed on internal
marketing practices that improve the interactive marketing of
the University and external. The study recommended that the
university should improve job satisfaction among its workers
and suggested more research.
(Mahmood, 2013) entitled “ Evaluation of the Degree to
which Employee Satis faction is related to Internal Marketing
within Universities of Pakistani.” T he aim of the study was
to explore the concept of internal marketing among
employees at three universities in Pakistan and its
relationship to the development of satisfaction. The internal
marketing models were reviewed, which led to the
establishment of a conceptual framework in the context o f

the study and a detailed description of the rel ationship
between internal marketing and employee satis faction. Next,
the internal marketing concept in high er education was then
identified and why t argeted universities were selected was
justified, this helped to shape the con ceptual framework and
develop the hypotheses of study based on the relationship
between variables “ internal marketing and employee
satisfaction” to achieve the study goals. The findings
confirmed great support for th e hypothesized model; all
hypotheses are accepted. There was a statistically signifi cant
correlation between all vari ables “ internal marketing and
employee job satis faction” at target universities. The study
recommended that futu re studies could be carried out on the
internal marketing relationship and the job satis faction of
employees in some countries or markets or through a
particular cultur al context.
(WALI, 2013) entitled "Internal Marketing Strategy and
employee performance." The study was intended to assess
how the impact of Internal marketing strategy to employee
performance. The study identified internal marketing fields
such as the promotion of internal marketing and reward
systems as a predictor vari able, while an effective
organizational commitment was adopted as a moderating
variable analysis and a variable standard for employees’
performance. The results indicate that a significant and
positive impact of internal marketing promotion on the
performance of employees. The study showed that the
system of rewards had a positive and important impact on the
performance of employees and a strong link between
organizational commitment effective and employees’
performance. As a result, the study showed that an internal
marketing strategy is a powerful tool for strengthening
Employee commitment, especially in the Nigeria Aviation
sector. It suggests that stakeholders and company managers
in the Nigerian aviation industry participate in a strategy of
internal marketing to enable employees to be productive as
best they possible. The organization's managers should also
play their employees' transformational leadership roles,
rather than the transnational leadership style recommended
for their employe e p erformance by this study. How ever, the
effect of adopting this study recommendation is that the
performance o f employe es in terms of productivity would be
improved.
(Zyadat, 2016) entitled “The Impact of Internal Marketing on
the Performance of Jordani an Islamic Banks in the City of
Amman.” The study was intended to assess the degree of
perception of internal marketing dimensions by Jordanian
Islamic Banks and their effect on bank performance and
measured and assess ed the in fluence of internal marketing
dimensions on bank performance. The findings showed that
the Jordanian Islamic banks perceive the concept o f internal
marketing, there was a signi ficant impact at α (0.05) level o f
significance for marketing practices (training and
development,
hiring,
job
role
clarity,
internal
communication, and rewards and incentives), that internal
communication practice was the strongest vari able to
influence the marketing performance of Islamic banks. The
study recommended that Islamic b anks pay more attention to
internal marketing planning and strategies and implement
more advanced marketing strategies in order to improve bank
preferences
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Importance of an organization's internal marketing:
Internal m arketing is a bridge to the organi zation to reach
customers through the development and motivation of the
business enterprise's personnel to carry out their
responsibilities to the fullest. This approach that internal
marketing is the m anner that the organization reaches out to
outside clients and the performance achi eved by the aid of its
far a competitive position inside the markets, internal
marketing is also important for the organization through the
following axes: (Ahmed & Rafiq, 2003)
Change Management: Many organizations experience a
shift in their lifecycle through mergers and alliances,
downsizing, or introducing new and modern systems such as
information technology or New business pr actices, and other
changes su ch as changing their name, brand, mission,
objectives. Its policies and programs it is necessary to
communicate with all relevant parties including employees
within the organization to promote this change, internal
marketing and through its objectives and practices can
contribute to making the organization more responsive and
more flexible to changes in th e internal and external
environment, by creating interdepartmental coordin ation and
cooperation within the organization, and provides a strong
internal communications system to support any change o f the
organization makes this change acceptable to everyone.
Build and improve the reputation of the organi zation: A
society's reputation for di fferent organizations depends on
their strength or weakness depending on the nature and
quality of communication between the community and those
organizations, and the extent of community interest or impact
on their activities. The process o f building a good reputation
for the organization is complex. The main issues facing the
organizations are the collapse of borders and the separation
between their internal functions and their external relations.
The internal relations of the organization are intertwined with
the daily practices of its employees. It works to integrate the
organizational structure, work culture, HRM, vision,
organization strategy with the social and professional needs
of these workers, which contributes to building a positive
collective image o f the organization to the community.
Developing strategic plans for the organization: The
planning, building, and implementation of any strategy
requires the efforts and full coordination between the
organization and its employees, Internal marketing practices
help to reduce conflicts among employees by activating
training programs, motivating employees, reaching the
satisfaction of employees, and building the required
commitment to implement these strategies.
The importance of internal marketing to employees:
There is a great deal of importance to internal marketing in
meeting the needs and desir es o f employees, It also creating
an internal environment that supports morale employees have
and develop positive behavior that increases their satisfaction
that leading to improve their p erformance and achievement
of the organization's objectives. According to (Ahmed &
Rafiq, 2003) pointed out to the adoption of internal
marketing practices and a program has many benefits for
employees within the organization as:
Achieving employees’ satisfaction: The philosophy of
modern management is based on the principle that customers

always expect the best from the organization, and through the
internal marketing vision to the employees as internal
customers, it aims to motivate, train and support employees
and promote empowerment, which works to improve the
relationships between th e employees, which s atisfi es their
desires and contributes to their s atisfaction(Ahm ed & Rafiq,
2003)
Employee’s performance improvement: Management can
move an individual's desire by meeting his or her motivations
and needs that lead to increased individual productivity.
Internal m arketing helps the organization to discover these
motivations and needs and meet these needs, making
performance improvement as a result of internal marketing
processes.
Organizational Commitment: The lack of organi zational
commitment of employees in any organization leading to
catastrophic consequences may lead to the closure of this
organization. The main pillar of the internal marketing
philosophy is to ensure that employe es b elieve and feel that
the management of the organization takes care of them and
seeks meets their needs. If these needs are met, employees
will feel the organizational commitment and organi zational
citizenship towards their organizations; there are many
advantages and b enefits that employees earn it as a result of
applying and adopt internal marketing strategi es, these
benefits contribute to s atis faction and feeling of stability
among employees. One of the most important factors
contributing to employees’ satis faction and improve th eir
performance that achieved by looking at their requirements
and meeting their needs.
Internal marketing and employee’s satisfaction:
According to (Berry, 1981) that “ employees as customers ”
The internal marketing concept is to consider employees are
just like external customers, they desire to meet their needs
as internal customers. By meeting the needs and s atisfaction
of internal customers, the logic is that organization should be
better position to provid e high-quality services to obtain the
loyalty of external customers. Implicit in this is th e belie f
that satisfying employees needs increases employee
motivation and ret ention and, as a result, the higher the
employee satis faction, the greater the ability to generate
external customer satisfaction and loyalty. If the organization
implements internal marketing, the organization will improve
employee satis faction which will certainly improve their
performance, as a result of a lot of research. In business
organizations that provide services and that require them to
deal direct to customers through employees, the most
important goal of these O rganizations is satisfy the customer
through the frontline employee, to achieve this goal the
employees have high expectations from their jobs as a source
of self-actualization and self-development. Under these
conditions, that adoption of internal ma rketing practices can
be increases external customer satis faction through those
employees they have been giv en their needs and
requirements, resulting in the use of behavior ni ce and
empathetic when dealing with the external customer. Internal
marketing is generally aimed to coordination and
commitment
between
functions
and
reducing
interdepartmental tension to ensure the effectiveness of
external marketing strategies.
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Findings & Conclusions: Through previous studies and the
theoretical framework of the study, the concept of internal
marketing is a modern concept in the field o f management in
general and marketing management in particular, the concept
of internal marketing through the marketing rel ationship
triangle represents the relationship between employees and
the organi zation, as well as a human resources management
area. The philosophy of internal marketing goes further,
trying to link human resources m anagement to marketing
management within the organi zation by describing
employees as internal customers, as it seeks to be generally
interested with employees requirements, their development,
and meets the n eeds of employees. The results of this study
indicate that o rganizations that adopt the concept o f internal
marketing and apply its pr actices are able to meet th e needs
and satis faction o f their employees, as well as to observe an
improvement in the performance of their employees by
providing a high quality services to external customers. The
interest of internal marketing is no less important than
external marketing, so the orientation towards employees (as
internal customers) is no less important than the orientation
towards external customers and satis fying their desires.
Through the above, th e success of internal marketing
depends primarily on the organizations that adoption of this
concept and the work to apply their practices to achieve their
goals. In light of this, the future studies can be taken on
evaluating the internal marketing practices of various
services and finding the best practices for internal ma rketing
implementation.
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