N

N

Internal marketing as a new alternative for the service
employees’ performance: an empirical study
Myriam Bellaouaied, Abdelkader Gam

» To cite this version:

Myriam Bellaouaied, Abdelkader Gam. Internal marketing as a new alternative for the service employ-
ees’ performance: an empirical study. Revue de Communication et de Marketing, 2011, pp.139-159.
halshs-00706050

HAL Id: halshs-00706050
https://shs.hal.science/halshs-00706050

Submitted on 14 Jun 2012

HAL is a multi-disciplinary open access L’archive ouverte pluridisciplinaire HAL, est
archive for the deposit and dissemination of sci- destinée au dépot et a la diffusion de documents
entific research documents, whether they are pub- scientifiques de niveau recherche, publiés ou non,
lished or not. The documents may come from émanant des établissements d’enseignement et de
teaching and research institutions in France or recherche francais ou étrangers, des laboratoires
abroad, or from public or private research centers. publics ou privés.


https://shs.hal.science/halshs-00706050
https://hal.archives-ouvertes.fr

ABSTRACT

The increasing importance of relational marketingthe service sector as underlined

several authors and particularly by Berry (1983minates in a new marketing orientati

by

toward internal marketing, even suggesting a sicgmit impact of the latter on service qualjty

perception. Several scholars argued that consuatitisde toward front-desk personnel of

en

determines their attitude toward the service entmuas a whole (Berry and Parasuranam A.

(1991)), which evoke an evident role of employexistomer orientation.

This paper argues and then produces empirical es@d¢hat customer orientation has a

mediating effect between internal marketing andiserquality perception based on a sample

116 banking customer advisors and 3 client of e@#8 client). To do so, an intern
marketing performance measurement scale has bdabligsed according to Churchill

paradigm.

Two dimensions were found significantly reliable dawalid: gratitude-Empathyand
Integration-support And only the first one was found to have a sigaiit impact on

customer orientation.

Key words: relational marketing, service quality, internahnketing, satisfaction, custom

orientation.
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Introduction

Many authors are interested by the relational dsiwen Indeed, it was very present in the
most marketing studies; moreover, several authBesry 1983, Gronroos 1994) say that
service and industrial marketing sector fit intceaelational perspective. For the company,
relational marketing, and relational practices espnt a way to respond with more efficiency
to customers’ needs (Sheth and Parvatiyar, 1985hd majority of services activities, the
customer is often interacting with contact empleyeghose role has become an element of
differentiation. Through his attitude, contact eoyges could influence the of service quality
perceived by the customer. Thus, often contact eyegls and their attitude are considered as
the full service by the consumers (Berry L.L., GanaS., Parasuraman A.1991).

Looking the inseparability characteristic of seedccontact employees become fundamental
in the formulation of the product received and pered by customer. Service employees are
so critical because the service being provided performance in itself (Lovelock, 1983}.
became comprehensible that successful marketingooan be implemented if the firm is
involved not only in external but also in internaarketing (Caruana & Calleya, 1998).
Several authors and studies (Thomas, 1978, Gron@84, 1990; Kotler, 2000) have
proposed a conceptual framework of service margekinown as the service trianglé
(Fig.1) in order to integrate internal marketingteznal marketing and interactive marketing.
Toward the same direction, a parallel stream oféaesh investigated the impact of internal
marketing to enterprise performance (Rafig and Athni®93, 2003; Donavan amd, 2001,
2004; ...), to job satisfaction (Rafig and Ahmed, @0Conduit and Mavondo, 2001) to
employees customer orientation (Saxe and Weitz2;19&rver and Slater, 1990, 1995;
Brown andal, 2002) and to service quality (Parasuraman and985, 1988, 1991; Cornin
and Taylor, 1992; Anderson and Sullivan, 1993).



Figure 1: The “Service Trianglé

Internal Marketing External Marketing

Adapted from Christian Grénroos, 1984.

This study presents an empirical exploration ifte torrelation among internal marketing,
employee customer orientation and service qualltis study sets out to consider whether
internal marketing practices in a service firm,tigafarly in a french bank, has an impact on
the level of customer orientation to the contacpkayee. And, possibly an impact on the
service quality perceived by bank customers; thaan, also, study the mediating effect of
employee customer orientation between internal etarg and service quality. This study
aims at presenting, also, a scale of internal ntgxdgeA description is provided on how the

internal marketing scale is developed.

The organization of the remaining manuscript isoflews: The first section presents relevant
literature that leads to specific hypotheses. Neximethodology of the study and the analysis

of the data follow. The communication closes with imitations and future research.

Literature review

Internal marketing: concepts and measures

Internal marketing: a new era of relational marketg

Originally derived from the literature on marketisgrvices, internal marketing fits into the
relational paradigm(Seignour, 1998; Seignour & Dubois, 1999). At tl9&0s, some authors
already evoked the marketing concept internallyfaat, it comes from the literature on
services marketingGronroos, 1981; Berry 1981; Foreman and moneW@5L9Several

definitions (table 1) exist and agree on the faeat the employees are considered as internal
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customers, what is presumed to improve the inteelations with the aim of developing the

efficiency of the company (Helman and Payne, 1992).

According to Gronroos (1990), internal marketingaizove all “a philosophy to manage the
staff and a systematic way for developing and perilog a service culture”; this definition
emphasizes the customer orientation of the staffeo¥ice; Michon (1988) propose another
definition, "the internal marketing is a marketiagproach inside the company allowing this
to conceive and promote ideas, projects or valsetulifor the company, to communicate by
the dialogue with the employees so that they camess themselves, choose freely and after

all facilitate their implication in the company ".

To recapitulate, we can divide research treatimgdbncept of internal marketing into three

categories:

1. Internal marketing results by satisfying the nesfdesmployees, it is a holistic approach, it
results in job satisfaction and it is implementgdugh communication with employees (Berry
andal, 1976; Sasser and Arbeit, 1976; George, 1990)

2. Developing employee customer oriented behatiar,goal would be to stimulate service
awareness and customer orientated behg@odnroos, 1985, 1994; Heskett, 1987; Conduit &
Mavondo, 2001)

3. Human resource management orientation, accordng soithors (Joseph, 1996; Cooper &
Cornin, 2000), internal marketing should be incaaaal in the human resource management, in

order to motivate and encourage personnel to @rdétier services.

On one hand, we are convinced that the main olbg@dr the internal marketing concept is to
make employees the first market of company andeagri¢h the authors who assert the
function of internal marketings to obtain motivated and conscious persoratetvery level
(George, 1990; Gronroos, 1981), what is crucidbke in consciousness for the development
and the increase of firm’s performance, especisdlyvice quality. On the other hand, we
realize the companies’ lack of practice of intermadrketing but also the limited number of
empirical studies about this concept. As Rafiq @&iunmed (2000) suggest, this could be

explained by the lack of a single and unanimoughged upon definition.



Thinking, that this is not the only reason that smlknternal marketing neglected by the
majority of companies, we propose to show the dbfie dimensions of internal marketing by
trying to develop a measuring tool after having enah exploratory study. Thus, before
modeling the various correlations of the differgatiables, a qualitative study with contact

bank employees was realized in order to develogasnring scale.

Hence, based on the above argument, this manusepptts empirical findings from a study
aiming to investigate the impact (direct or indijeaf internal marketing on the perceived

service quality in a service firm (bank).
Internal marketing: development of measuring scale

In the previous research three scales measurimgnadt marketing have been developed.
Foreman and Money (1996) used 15 items, 7 poirgrtiKype questions to evaluate the level
of which internal marketing programs are succebsfnhplemented, Conduit & Mavondo
(2001) developed a scale to look for targets beyarsiomer-oriented values and behaviors.
Then, Jou &al (2008), in the same direction as Rafiq’'s and Ah€H993) view of internal
marketing as a human resource strategy , they peojpaturn, a measurement tool allowing to
estimate the degree of the internal marketing pdiyuthe company; the used scale consisted
of 26 items which converged to 6 factors. In tifeecence of the above three scales, the scale
developed through this study has as objectiverit &#ind describe the dimensions of internal
marketing in order to show the perceptions’ sengoaployees (contact employees) of the
internal marketing practices. For the scale devalam, the methodological approach of
paradigm of Churchill (1979) was followed and Weda (1983) recommendations were
taken into account, in particular in the specifmatof the domain of construct (internal
marketing). The “triangulation” method (Allix-Desfeaux, 1998) allows us to combine the
literature review, the qualitative and the quatitra methods in order to develop our scale.
The different steps are described in the methogodegtion.

Employees’ customer orientation: a real building...

The literature in this domain is marked by two lasigproaches: the first approach was

proposed by Saxe and Weitz (1982) and the secomibiie recent; it was evoked in 2002 by



Brown andal. It deserves to present both of these approachdsshow the difference

between them.

For Saxe and Weitz (1982), the customer orientasafedicated to the behavior of the sales
force by trying to adjust this one to the benefitostomer satisfaction. Besides, the period of
formalization of the first article on the custonmgrentation (by Saxe and Weitz in 1982) and
the date of publication of the first contributiona the market orientation (by Kohli and
Jaworski in 1990) legitimizes the difference betwéeth concepts (Esslimani, 2007). Indeed
the market orientation is an organizational concepasured by Narver's and Slater’s (1990)
scale while the customer orientation is an indigldooncept measured by the Saxe’s and
Weitz’'s SOCO(Selling Orientation — Customer Orientatjoscale (1982) (Gauzente, 2000).

Customer-orientation behavior focuses on the extenwhich salespeople practice the
marketing concept by helping their customers makehmase decisions that will satisfy their
needs (Saxe & Weitz 1982). Saxe and Weitz (198fhel¢he customer orientation as being
“the degree according to which the salesman apgiesotion of the Marketing by trying to
accompany the customer in his decisions of purchegeas to answer effectively his needs”.
More recently, Brown anal (2002) proposed another definition to customeerdation.
Their perspective emanates from Saxe’s and Weitgs (1982) but it is based on the
services characteristics and the contact employsssicularity for the company of services.
The authors define customer orientation @as émployee’s tendency or predisposition to meet
customer needs in an on-the-job coritexturthermore, they propose that the customer
orientation is composed of two dimensions. The sakohension, which ensues from Saxe’s
and Weitz's conceptualization (1982), this dimensiepresenting the employees’ ability to
satisfy customer needs. The second dimension i®tf@yment dimension representhe
degree to which interacting with and serving custenis inherently enjoyable for an
employeé (Brown andal, 2002). They affirm that the two dimensions aszeassary to
understand a service employee motivation to semgeomers and respond to their needs. We
agree with the Brown’s andl's view and will use their customer orientation lecan our

study.

In general, the above studies suggest that inl it#ting, business-to-business organization
and banking institution, greater efforts to engegeustomer-orientation behaviour are shown

by salespeople who are motivated satisfied. Astpdiearlier, the internal marketing concept,
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as it was underlined by several authors (Gronr@885, 1994; Heskett, 1987; Conduit &
Mavondo, 2001), aims at stimulating service awassrand employee customer orientation.
Given these findings, internal marketing can beeeigd to lead to sales techniques

emphasizing a greater customer orientation.

Measuring Service quality

As competition in service industries has increasee,notion of service quality has become
increasingly important. Service quality has beesntdied as a determinant of market share,
return on investment and cost reduction (Andersad @eithaml 1984; Parasuraman,
Zeithaml and Berry 1985). They affirm that servipgality is more difficult to define and

measure than product quality because servicesiaegible, heterogenous (service quality is
very variable as a concept and a measure), andigtiod is inseparable from consumption.
Several experts have sought to define and meakareancept of service quality (Carman
1990; Cronin and Taylor 1992; Parasuraman, Zeithand Berry 1985; Parasuraman,
Zeithaml and Berry 1988; Parasuraman, Zeithaml d&wtry 1991). According to

Parasuraman et al. (1985), a perception of sequadty is “a result of a comparison between
what consumers consider the service should be &aed perceptions about the actual

performance offered by the service provigdgenerally it is defined as the effort given by a

company to meet and satisfy their customers.

On one hand, internal marketing aims to ensure ¢batact employee is satisfied and that
quality is progressively built into the service iapasses through the company so that the
external customer is also satisfied (Bansahlet2001); on the other hand, as we noted
previously, service quality is approached as ‘cmsieoriented’ despite the fact that this is
not the rule (Edvardsson, 1998); what supportsvigion with regard to the antecedents of

the service quality.

On these grounds the followings hypotheses arestigated:

H1: Internal Marketing has an impact on employestomer orientation

H2: customer orientation has a mediating role or ttelationship between internal

marketing and perceived service quality



The most famous scale of service quality was d@esldy Parasuraman, Zeithaml and Berry
(1985): the SERVQUAL scale. It is based on a d#fee score between customer
expectations of service and their perceptions aéeeiving the service. Parasuraman ahd
(1985) focused on the ten determinants of servigality: reliability, responsiveness,
competence, access, courtesy, communication, digdilsecurity, understanding/knowing
the customer and tangibility. On the other hantgrafvo stages of scale purification, they
reduced the ten determinants to five dimensionsestiice quality: tangibles, reliability,

responsiveness, assurance, and empathy (Parasuaadan1985).

Empirical evidence indicates that the SERVQUAL sdahs a good reliability (between .80
and .93), good trait validity and predictive/conemt validity, what does not have to prevent
the criticisms of some researchers. For instanaen@n (1990) notes that while SERVQUAL
showed good stability, its five dimensions were abtaysgeneric In fact, the various
dimensions can vary depending on the type of seruustry surveyed. Teas (1993)
guestions SERVQUAL's discriminant validity... Altingh, there have been other studies that
have failed to replicate SERVQUAL's five distingtmgnsions (Carman 1990; Babakus and
Boller 1992), we think that the most extreme cistin of the SERVQUAL scale has come
from Cronin and Taylor (1992).

Cronin and Taylor (1992) developed pefformance-basédservice quality measurement
scale called SERVPERF. According to Cronin and ad@ay{1992), their unweighted
performance-based SERVPERF scale was a better chethneasuring service quality. This
scale's reliability ranged between .884 and .9@&pedding on industry type, and exhibited
both convergent and discriminant validity (BurcB02). In spite of the possibility to advance
a relatively strong case for using the SERVQUAL Iscave have preferred to use the
SERVPERF scale mainly because of many criticismSBRVQUAL (Cronin and Taylor
1992; Teas 1993; Churchill, Brown and Peter 1993).

Figure 2: Conceptual Framework

Internal Marketing .|  Customer Orientation .| Perceived Service Quality

A
A




Research methodology
Data collection

As we noted previously about our methodology, weehzhoose to use triangulation approach
(Fig.3) in this study seen that we proposed to ldgvean internal marketing scale.
Consequently and after a literature review, we @eded to a qualitative study preceding the

guantitative study.

To be able to investigate the relationship betwiaternal marketing, customer employee and
perceived service quality, a research design wasagmed that involved personnel interviews
with the contact employees (Number = 15, duratid@@=min) and their customers (Number=

10, duration= 60min) of the retail French bank.
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Figure 3: The triangulation approach

Literature review

(theoretical
hackrannd

Triangulation

Qualitative study Quantitative study

(interviews) (questionnaires)

Then, we invited them to answer our questionnairested to participate in this study were
352 contact employees. Of this 192 surveys wemtestaout of which, 116 were completed.
For every contact employee questioned, we inviterf Bis customers to participate in this
study. We noted that contact employees were sedicitith the help of a level director, who
accept to support us during our survey; on therdthed, customers agreed to participate in
turn with the help of contact employees. Thus,dhstomer's sample contained 348 persons.
We also specify that before this collect, a firsilect was made for a pretest, which counted
36 contact employees and 66 customers. This presimported to the purification of the
scales, especially, the internal marketing’s mezarment tool that we had proposed to develop.

Measures

Internal marketing scale was constructed furthéitécature review (Ahmed and Rafiq, 1993,
2000, 2003; Berry, 1981, 1987; Berry arad, 1976; Gronroos, 1984, 1990, 1994,
Gummesson, 1987...) and to the qualitative survdyenTa questionnaire was developed and
the internal marketing concept was structured intdms included in 3 dimensions. Items in
the questionnaire integrated the relational prastim the bank (hierarchical and between
employees), the level of employees’ integration anadnagers’ coaching, some aspects
including employees’ needs and what the organindteve to offer them. The questions were

assessed on a 6-point Likert scale frortofally disagreeo 6:totally agreé.

Several researchers (Churchill, 1979; Peter, 1&&tbing and Anderson, 1988 and Rossiter,
2002) had proposed various approaches for the remtisin of measuring scale, what gave us

vast methodological choice, different but contrébdinally towards the same result. We
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subscribed in paradigm of Churchill (1979), whidtommend two steps: an exploratory
phase during the first data collection followed dyconfirmatory phase during the second
collection of data. The recommendations of Gerlaind Hamilton (1996) will be taken into
account after the second data collection. Thest fstep of thesubsequentanalysis was
to estimate the multidimensional character efsbaleandtheir internal consistency as
indicated by Cronbach’salpha coefficient (Cronbach, 1951). Thus, we made an agbbry
Factor Analysis (EFA) based on the principle comgmananalysis in order to confirm the
three dimensions of the scale (Table 1), after, that estimate the reliability of the scale; the
results provided reliabilitglphasof 0,934 for the internal marketing; and of betw&g909
and 0,745 for gratitude-Empathy; “ Integration-supportand “coaching. Thus, it was very
acceptable. The second step of the Churchill pgnads the Confirmatory Factor Analysis
(CFA); the goal is to check psychometric propertgthe revised structure that proved more
robust, the objective is also to verify the scaleability and validity (convergent and

discriminant) (Fornell and Laker, 1981).

Investigation of the scale’s psychometric attribste

Thus, the proposed was tested in a single strdatuwdel using Amos 16 (Table I1). Firstly,
we tested the model with all the 17 items in thdirBensiondM1; the first analysis produced
poor results, to improve the psychometric propsmiethe model, we dropped two items from
the third dimensionGoaching which make the model unidentified. Consequentlyg, test
the model with 2 dimension®l2 (gratitude-Empathy, Integration-supprthe model was
improved but results remain insufficient. Afterastl specification of the model by removing 2
items of every dimension (MIE4, MIE5 / MIR7, MIR3)e results show that the model fitted
the data wellM3 (GFI=0,948; CFI= 0,993; RMSEA= 0,041 angt/df= 1,193; the
standardized factor loading ranged from 0,716 D,

A last investigation of this phase of the analysislved the examination of the convergent
and discrimant validity of the dimensions. The tesstrom this investigation was good, the
average variance extracted for each estimate waseab.5 which is greater for the

convergent validity and such is the case for tiserdninant validity (AVE>Corr?).

The scale used in measuring the customer emplogseadopted from Brown aradfs (2002)
study with 12 items divided into 2 dimensions: thmeed dimensidnand the ‘e€njoyment
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dimensioi. Next, the perceived service quality, as we nqteeviously, was measured with
22 items from the Cronin and Taylor (1992) SERVPERStale. For the tow scales, we
applied the Churchill recommendations and tryincatijust the psychometric properties of
every model. We confirmed the multidimensionalifyboth scales (customer orientation and
SERVPERF) using principal component analysis, tivenestimate the reliability of scale.

The results customer orientation scale providedhbiity alphas of 0,932 for customer

orientation, 0,852 foneeddimension and 0,901 fanjoymentdimension; the standardized

factor loading ranged from 0,758 to 0,891.

The results of SERVPERF scale provided reliabdifyhasof 0,911 for the perceived service
quality; 0,774 fortangiblesdimension; 0,762 for theeliability dimension; 0,616 for the
responsivenesdimension; 0,814 for th@ssurancedimension and 0,852 for thempathy
dimension; the standardized factor loading rangenh f0,570 to 0,811 except one item from
reliability dimension (QSF3) which damage the psychometriceptigs of the modelM’1),

it had a standardized factor loading was 0,261ambrding the SME estimated that the
predictors of QSF3 explain 6,8% of its variancejolitis too poor ; we decided consequently
to keep it it at this stage, we noted also a strorgelation between the 5 dimensions of the
SERVPEREF scale. With this note in mind, the exationaof each of the five dimensions for
convergent and discriminant validity followed. Thesults of this test showed that
“reliability” failed to prove evidence of either convergent ecdminant validity. Therefore,
the second-order factor model could, may be, desdhe multidimensionality of the scale

and at the same time improve the psychometric ptiegeof the model.

We estimate one more time the moddlZ: the second-order factor model), and the results
of these tests showed that the model fitted thea daell (GFI=0,874; CFI=0,902;
RMSEA=0,041 angf/df=2,673. The next stage involved the examination of thevergent
and the discriminant validity of the second-ordactér dimensions. The results show that
both attributes are presents. Finally, when comsigehe model in its entity, the results again
indicates a good fit of the dat&f1=0,815; CFI=0,897; RMSEA=0,061 and&df=2,299.

! SMC :Squared Multiple Correlation

13



Results from structural model

Having established the psychometric propertieshef three instruments, the relationship
between the constructs and their dimensions wevestigated using structural equation
modeling in AMOS 16.0. Hypothesis 1 investigates tmpact of internal marketing on

customer orientation.

A 4

Internal Marketing Customer orientation

In others words, we investigated the impact of tratitude-empathg dimension on

customer orientationNeed dimension) andntegration-suppofs dimension on customer
orientation Enjoymentdimension). The results reveal that tratitude and empatfg level
has a positive and significant effect on (1) thataot employees’ ability to satisfy customer
needg3=.984, t= 6.586, p<.001); and on (2) the contagbleyee’senjoymentvhen they are
interacting and serving customefs(.633, t= 5.101, p<.001). The results reveal #isod the
integration-suppors level of the organization was not a significan¢dictor of employees’
customer orientation (for both dimensionged& enjoyment The hypothesis 1 is partially
supported.

To investigate the mediating role of employee’staoner orientation on the relationship
between internal marketing and perceived servicdityu(H2); the four step’s approach of
Baron and Kenny (1986) followed; according to tlaedm and Kenny's (1986) approach, we

have to show respectively:

1. (H2.1): that the link between the independent blri@nternal marketing) and the dependant
variable (perceived service quality) is significantorder to make sure to have an impact to
mediate. The results reveal that the internal riagkéboth of two dimensions) affects positively
and significantly the perceived service qualitysupport of hypothesis H2.8< .224, t= 5.271,
p<.001) forgratitude-empathy dimension andp& .065, t= 2.228, p<.005) fontegration-

14



supports dimension. The model fit was acceptal@-IE0,872; CFI=0,935; RMSEA=0,053
and2/df=1,978.

2. (H2.2): that the independent variabiet¢rnal marketing has a significant impact on
the mediating variablecgistomer orientatiopy considered as dependent variable into
this relationship. The results show it but in atipamwvay (see H1 results); hence, we
can confirm the internal marketing’s significanteet on customer orientation through
the gratitude-empathg dimension. The adjustment of the model was good
(GFI=0,851; CFI=0,954; RMSEA=0,074 and/df=1,626.

3. (H2.3): that the link between the independent \deiginternal marketing and the
dependant variablepérceived service qualityby adding the mediating variable
(customer orientation The effect of the independent varialilgdgrnal marketing on

the dependant variablpdrceived service qualiynust remain significant.

The results reveal that thaternal marketinginfluence positively thecustomer
orientationthrough thegratitude-empathyg dimension 8= .647, t= 9.082, p<.001) for
the enjoymentdimension andf{= .946, t= 11.496, p<.001) for threeeddimension.
Internal marketing influence also, positively thecustomer orientation(need
dimension) through thaategration-suppors dimension = .131, t= 2.217, p<.005).
The customer orientatiomfluence in his turn theerceived service qualit{p= .520,
t= 4.187, p<.001) for thenjoymentdimension and¥= .345, t= 4.812, p<.001) for the
need dimension. The model fit was also acceptab&FI€0,813; CFI=0,900;
RMSEA=0,062 ang/df=2,318.

4. The last step of the Baron and Kenny's (1986) aggnois to verify the partial or
complete nature of the mediation, by investigatthg direct links between the
independent variableinternal marketingy and the dependant variablpe(ceived
service quality. The authors recommend, also verifying that themliating effect is
significant, using the Sobel test (1996) (Kline9&}

The analysis followed and the results indicate thatlink betweernternal marketing
and perceived service qualitis not significant any more when we introduce the

mediating variabledqustomer orientatiop while it was significant in the first step of
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the Baron and Kenny's (1986) approach. Consequernily mediation between

internal marketingandperceived service qualitg total.

The Sobel (1996) test was made to show if the niediaustomer orientatios effect
is significant or not. By using regression weighitsl standard errors, the results reveal
that the mediating effect is significant (Z= 8,48%0,0002).

Discussion and implications

The findings in this study have various implicagdor both academics and managers. Within
the broader relationship marketing approach, theicgiion of marketing practices internally
represents the most relevant answer toward thestitin (Gounaris, 2008). Based on previous
literature, this study underlines the notion ofilt@rnal marketing and proposes, through an
empirical study, a measurement tool trying to meashe level of the internal marketing
practices in the company. We proposed, also thatevs degree of customer orientation can
be determined by more application of internal manke practices (through the proposed
dimensions). Furthermore, we suggested that théewsr disposition to satisfy customer
needsand herenjoymenpredisposition when he serves customers, aregtiezlof perceived
service quality and thus of service worker perfaroga One unexpected finding was
negative, direct relationship betwegtegration-suppors dimension of internal marketing
and customer orientation (both of dimensions). Wked to produce evidence that the support
and integration dimension of internal marketing s impact on customer orientation.
Contrarily, gratitude-empathylimension was found to have a significant impactostomer
orientation. This strong relationship between imé&marketing (throughratitude-empathyg
dimension) and customer orientation has not beewviquisly found in the literature. Although
our results are more suggestive than conclusieg, shpport each of the proposals motioned.

The study is not without limitations, which, howevéuture research can address. A first
limitation pertains the sample of this study; iotfa study with more important sample could
be more effective. The second limitation concentedmeasure of internal marketing as well
as the internal marketing dimensions; we consibat they need further development and
validation. It is also possible that additional dimsions of internal marketing exist that might

improve its predictive ability.
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In summary, our research suggests that the coetagkoyee’s degree of customer orientation
is based in part on more fundamental internal mamggractices and is related to perceived
service quality. In spite of this proposal, it @tearly to begin to use our scale in the others

sectors.

Table I: Factor analysis of the items making up tk internal marketing scale

Internal Marketing dimensions (n=116)

Items Gratitude — Integration - coaching
empathy support
MIE1 ,246 ,883 ,151
MIE2 ,206 ,884 174
MIR3 ,195 ,883 ,140
MIE4 ,485 ,645 ,087
MIES ,504 ,621 -,068
MIR1 ,669 ,547 -,032
MIR2 ,817 ,308 -,040
MIR3 ,600 ,295 412
MIF1 ,457 ,105 725
MIF2 ,026 ,019 ,809
MIR4 ,650 ,346 414
MIR5 , 715 ,312 ,196
MIR6 ,644 ,436 ,319
MIR7 77 ,163 -,004
MIR8 , 704 ,162 ,354
MIF3 ,068 ,139 , 793
MIR9 ,595 ,141 ,297

Table II: Investigation of internal marketing’s instrument psychometric properties
Structural equation model

Alternative model CFlI GFlI REMSEA

A
M1 : test of the 3 dimension ,849 752 127 2,843
M2 : test of 2 dimension ,879 , 789 ,130 2,942
(Gratitude — empathy/
Integration — support)
M3: test of 2 dimension ,993 948 ,041 1,193

adjusted

Table IlI: Investigation of internal marketing’s in strument psychometric properties

Gratitude — empathy Integration — support Convergent validity Discriminant
(MIR) (MIE) validity
AVE (Corr?) AVE (Corr?) MIR MIE
0,61 0,43 0,84 0,43 YES YES

Notes: AVE= Average Variance Extracteflifstandard loading)®/Standard loading)?feij
Convergent validity (AVE >0,5); Discriminant valigiit AVE/(Corr?)>1
Corr2= highest (Corr)?2 between factor of interest erdaining factors
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Table IV: Investigation of SERVPERF's instrument ps/chometric properties
Structural equation model (n=348)

Alternative model CFI GFlI REMSEA Al
M1 : First-order factor ,909 ,880 ,068 2,586
model
M’2 : Second-order factor ,902 ,874 ,069 2,673
model
Table V: Reliability’s scales (n-employees=116; nustomers=348)
Variable Number of Coefficient Alpha Joreskog
Iltems Rh6
Gratitude — empathy 9 .909 .96
(MIR)
Integration — support 5 .920 .88
(MIE)
Internal Marketing 14
Enjoyment 6 .901 .86
Needs 6 .851 .94
Customer orientation 12

tangibles 4 .704 .88
reliability 5 .762 .86
responsiveness 4 .616 .85
assurance 4 .814 .89
empathy 5 .852 .93

SERVPERF 22 911 .95
References

Ahmed.P.K. and Rafig.M. (1993), « The scope ofrimi& marketing: defining the boundary
between marketing and human resource managemeldusnal of Marketing
ManagementVol.9-3, pp. 219-32

Ahmed.P.K; Rafiq.M ; Norizan M Saar. (2003), “Imtaf marketing and the mediating role of
organizational competencie€uropeen Journal Of Marketing/ol.37-9

Anderson, E. W. and Sullivan, M. W, (1993). "The téegedents and Consequences of
Customer SatisfactionMarketing Sciencevol.12 (Spring), pp.125-143.

Allix-Desfautaux, C. (1998), "Triangulation : veus dépassement de |'opposition qualitatif /
quantitatif',Economies et sociétés série Sciences de Gestb24, pp. 209-226.

Anderson, C. and Carl P. Zeithaml, C. P. (1984a¢8tof the Product Life Cycle, Business
Strategy, and Business Performandsgademy of Management Journ&lol.27-3,
pp.5-24.

Berry, L.L., Hensel, J.S. and Burke®l.C. (1976),“Improving retailer capability for
effective consumerismesponse”Journal of Retailing Vol. 52-3, pp. 3-14.

Berry L.L. (1981), “The employee as customedgrnal of Retail Bankingvol.3-3, pp.8-25

Berry L. L. (1983), “Relationship marketing, emergiperspectives on services marketing”,
Eds. L. Berry, G.L. Shostack, G. Upah, Chicago, Aoca® Marketing Association,
pp25-28.

18



Berry L.L., Conant J.S., Parasuraman A. (1991),ff@émework for conducting a services
marketing audit”, Journal of Academy of Marketingiéhce, Vol. 19, n°3, pp255-
268

Brown, T.J., Mowen, J.C., Donavan, T., and Licatsy. (2002), « The Customer Orientation
of Service Workers: Personality Trait Effects orif-Sand Supervisor Performance
Ratings »Journal of Marketing Researchol.39, pp.110-1109.

Babakus, Emin and Gregory W. Boller (1992), "An Hmepl Assessment of the
SERVQUAL Scale,'Journal of Business Researdfol24, pp.253-268.

Burch, E, Rogers, P., H. and Underwood, J. (20)yploring SERVPERF: an empirical
investigation of the importance-performance, SQti@hship in the uniform rental

industry”. Available from:
(http://www.sbaer.uca.edu/research/swma/1995/pgitlfy [Assessed on: 5 July
2007].

Baron R.M. and Kenny D.A. (1986), “The Moderator-dieor Variable Distinction in Social
psychological Research: Conceptual, Strategic, &mtatistical Considerations”,
Journal of Personality and Social Psycholpyyl.51, pp. 1173-1182.

Carman, James M. (1990), "Consumer Perceptionemfic® Quality: An Assessment of the
SERVQUAL Dimensions,Journal of RetailingVol.66-1, pp.33-55.

Carruana, A. and Calleya, P. (1998), “The effectimdérnal marketing on organizational
commitment among retail bank manageflsternational Journal of Bank Marketing
Vol.16-3, pp108-116.

Conduit, J, and Mavondo, F. T; (2001), “How critiéa internal customer orientation to
market orientation”Journal of Business Researdfol.5, pp.11-24.

Cooper, J.and Cornin, J., (2000), “Internal marigetia competitive strategy for long term
care industry” Journal of business Researqp.177-181.

Churchill, Gilbert A. Jr., Tom J. Brown, and J. Pdeeter (1993), "Improving the
Measurement of Service Qualitylburnal of RetailingVol.69-1, pp. 127-139.

Churchill, G. A. (1979), « A paradigm for developgi better measures of marketing
constructs »Journal of Marketing Researchiol.16-2, pp.64-73

Cronbach, L. J. (1951), « Coefficient alpha andititernal structure of testsBsychometrica
Vol.16, pp.297-334.

Cronin J. Joseph, Jr. and Steven A. Taylor (199R)easuring Service Quality: A
Reexamination and Extensiodgurnal of MarketingVol.56-7, pp.55-68.

Cronin J. Joseph, Jr. and Steven A. Taylor (1998ERVPERF Versus SERVQUAL:
Reconciling Performance - Based and Perception nubli— Expectations
Measurement of Service Qualitylburnal of MarketingVol.58-1, pp.125-131.

Donavan, D.T. and Hocutt, M.A. (2001), “Customeraleation of service employees”
customer orientation'Journal of Quality Managemenvtol.6, pp. 293-306.

Donavan, D.T., Brown, T.J. and Mowen, J.C. (200#)ternal benefits of service-worker
customer orientation: job satisfaction, commitmeamd organizational citizenship
behaviors” Journal of MarketingVol. 68-1, pp. 128-46.

19



Esslimani, B. (2007), « Etudes des déterminantd’atéeentation client du personnel en
contact avec la clientéle dans I'entreprise de isesw, These de doctorat en
sciences de gestion, Université des Sciences &eclalulouse 1.

Fornell, C. and Laker, D. F., (1981), “Evaluatingrustural equations models with
unobservable variables and measurement errgoyrnal of marketing research
Vol.18-1, pp. 39-50.

George, W.R. (1990), “Internal marketing and orgational behavior: a partnership in
developing customer conscious employees at eves}’]eJournal of Business
ResearchVol.20, pp. 63-70.

Gerbing, D. W., Hamilton, J.G., (1996), “Viabilitgf exploratory factor analysis and a
precursor to confirmatory factor analysis”, StruatiEquation Modeling, pp.62-72.

Gronroos,.C. (1984), « A service Quality Model arsdmarketing implications »£uropean
journal of marketing, 1984vol.4, pp 36-44

Gronroos C. (1990), “Service, Management and Marggt Lexington, Massachussetts.
Toronto D.C. Health and Company.

Gronroos C. (1994) « From Marketing-mix to Relasbip Marketing: towards a paradigm
shift in marketing»Management Decisigivol.32- 2, pp 4-20.

Gummesson, E. (1999), Total Relationship MankgtButterworth-Heinemann, Oxford

Helman D and Payne A (1992)|nternal marketing: Myth versus Realiy Cranfield School
of Management

Heskett, J. L., (1987), “Lessons in the sector isefy Harvard Business Review, Vol.65,
pp.118-126.

Joseph, W. B., (1996), “Internal marketing buildsvice quality”,Marketing ReviewVol.16-
1! pp-54'59.

Jou, J. Y. H., Chou, C. K. and Fu, F. L., (200®etVelopment of an instrument to measure
internal marketing concept”, Journal of Applied Mgement and Entrepreneurship,
Vol.13-3.

Kline R.B. (1998), Principles and Practices of Stwmmal Equation Modeling, New York,
Guilford.

Kohli A.K. and Jaworski B.J. (1990), « Market otiation: The construct, research
propositions and managerial implications », Jouoh&llarketing, Vol.54-2, pp.1-18.

Lovelock, C. H. (1983), “Classifying services tdrgatrategic marketing insights”, Journal of
Marketing, Vol.47-3, pp 9-20.

Michon C (1988), “ Le Marketing interne, un systéng marketing a part entieréRevue
Francaise en Marketingvol.120, pp 11-20

Money, A.H. and Foreman, S. (1996), “The measuréman internal marketing: a
confirmatory case studyJournal of Marketing Managementol.11-8, pp. 755-66.

Narver, John C. & Stanley F. Slater (1990), “Thieaf of a market orientation on business
profitability”, Journal of MarketingVol.54-4, pp.20-35.

20



Parasuraman A., Zeithaml V. A., Berry L. L. (198%,Conceptual Model of Service Quality
and its Implications for Future Researchdurnal of MarketingVol. 49, n°4, pp 41-
50

Parasuraman,A.;Berry,Leonard L.;Zeithaml,Valarie @988), “SERVQUAL: A Multiple-
Item Scale For Measuring Consumer Perceptions oficee Quality”, Journal of
Retailing , Vol.64-1, pp.12-40.

Parasuraman,A.;Berry,Leonard L.;Zeithaml,Valarie ,(¥991), “Refinement  and
Reassessment of the SERVQUAL Scal&jurnal of Retailing, Vol.67-4,pp.420-
450.

Parasuraman A., Zeithaml V. A., Berry L. L. (1994Reassessment of Expectations as a
Comparison Standard in Measuring Service Qualityplications for Further
Research”Journal of MarketingVol. 58, n°1, pp 111-124.

Peter, J. P. (1981), « Construct validity: A reviefsBasic Issues and Marketing Practices »,
Journal of Marketing Researctl.18-2, pp.133-145.

Rafig.M and Ahmed.P.K;. (2000), “Advances in théemal marketing concept: definition,
synthesis and extensionJpurnal of Service Marketing/ol.14-6, pp.449-462,

Rossiter, J. R., (2002): “The C-OAR-SE Procedure doale development in Marketing”,
International Journal of Research in Marketjngol.19, pp.305-336.

Sasser, W. and Arbeit, S.P. (1976), “Selling jaibghe service sectorBusiness Horizons
Vol. 19-3, pp. 61-5.

Saxe, R. and Weitz, B.A. (1982), « The SOCO ScéleMeasure of the Customer
Orientation-Selling Orientation of SalespeopleJsurnal of Marketing Research
Vol.19, pp.343-351.

Slater, Stanley F. & John C. Narver (1995), Makitntation and the learning organization,
Journal of MarketingVol.59-3, pp.63-74

Sobel, M. E. (1982). Asymptotic confidence intervals for indirect eféeah structural
equation modefs In S Leinhardt (Ed.), Sociological Methodologipp. 290-312).
Washington, DC: American Sociological Association.

Sobel, M. E., (1996), “An Introduction to Causalfdrence”, Sociological Methods and
Research Vol.24, pp.353-379.

Thomas, D. R. E. (1978), “Strategy is differentdervice businessesHarvard Review
Vol.56-7, pp 158-165.

Teas, Kenneth R. (1993), "Consumer Expectationgtamileasurement of Perceived Service
Quality," Journal of Professional Services Marketinpl.8-2.

Wallace, M. J., (1983) « Methodology, Research fprac and progress in Personnel and
Industrial Relations »Academy of Management Revi&®|.8, pp.6-13.

21



