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Abstract 

Internal marketing (IM) is a contemporary concept that brings the marketing tools to the 

internal environment treating the employee as clients to promote the organisation's mission, 

culture and strategy. The purpose is to sell the business towards the employees, so they feel 

more engaged, brand-aware, and consequently, satisfied and motivated. The research seeks 

to explore the impacts of internal marketing in the hospitality business in New Zealand. 

Through a mixed-methods exploratory case study design, the theme is investigated from 

managers' and employees’ perspectives. The results illustrate that the internal marketing 

impacts are mainly employee satisfaction, motivation, and performance. They are 

examined and how it could benefit the company and improve business performance in the 

external market.  The findings support that business culture and values are essential to job 

satisfaction and are part of the internal marketing approach. Furthermore, the results 

recognised organisation support, training and development and internal communication as 

the most important internal marketing practices that influence and impact satisfaction. This 

paper contributes to the industry helping companies with new perceptions and how to 

manage their people in favour of the business. The field of the research could be expanded 

in how the marketing concept can be used internally with the employees, impacting their 

satisfaction and engagement, consequently, in quality service and business performance. 

Keywords:  internal marketing, employee satisfaction, motivation, business 

performance, business culture and values. 
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Chapter 1. Introduction 

1.1. Introduction 

Internal marketing (IM) is a contemporary topic in business management. It is a strategic 

approach that businesses can use to manage their workforce to achieve engagement, 

satisfaction, and motivation, and consequently a better business performance. Thus, the 

concept has been explored in different approaches. The distinct perspectives of the concept 

come from a high-quality service strategy to boost customer orientation and 

competitiveness in the external market (Ahmed & Rafiq, 2002d); as a philosophy to 

enhance the company's brand internally developing solid cultural values at the workplace 

(Kelemen & Papasolomou, 2007); and as a way of knowledge management to enhance the 

internal capabilities of businesses (Armistead & Meakins, 2002). All these perspectives 

intersect in the core of the internal marketing philosophy, which uses marketing tactics 

towards the employee, treating them as internal clients to satisfy them, achieving business 

management goals (Ahmed & Rafiq, 2002d; Gilmore, 2000).   

The present project will address this theme, exploring the impacts of IM in a hospitality 

company in New Zealand (NZ) and how its outcomes can benefit businesses. The study is 

designed through a mixed-methods exploratory case study to investigate the impact of 

internal marketing from the management point of view and to examine the influence of 

internal marketing on employee satisfaction from the employee perspective. The data is 

triangulated using qualitative and quantitative methods to cross-reference the findings, 

bringing more evidence for the study. As a result, the research can benefit businesses in 

New Zealand to understand their staff mentality better and adapt their strategies to get 

better outcomes for the company and improve employee satisfaction. Furthermore, this 

study hopes to bring awareness and innovations to the professionals and leaders responsible 

for the management of enterprises. 

This chapter introduces the statement and justification of the research problem. In addition, 

the background and context of the project are developed, explaining the benefits and 
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purpose to the industry and the relationship of the subject to the applied management field. 

Lastly, each chapter is outlined in an overview 

1.2. Statement of the problem 

In the global market scenario, 85% of employees are not committed at the workplace 

(Gallup team, 2019, p. 8). The environment has changed how employees interact with each 

other and their employer; consequently, the worker demands, and desires have mutated too 

(Gallup team, 2019). While in the past the motivations were for paychecks and job status, 

nowadays employees are looking for purpose and development at their work, something 

that brings belonging and uniqueness (Gallup team, 2019, p. 5). According to Nink and 

Robinson (2016), when team engagement and motivation decrease, job satisfaction 

declines, employee loyalty is reduced, production shrinks, and, as a result, profits fall. 

Therefore, internal marketing strategies have been employed to raise job satisfaction and 

employee engagement, thus achieving business performance, adding value to the external 

market and bringing more effectiveness to the company. Researchers have investigated 

internal marketing as an internal strategy that can influence, and impact job satisfaction to 

bring more engagement and competitiveness to the business (Kanyurhi & Akonkwa, 2016; 

Kelemen & Papasolomou, 2007; Sarker & Ashrafi, 2018; Wahab et al., 2019; Yao et al., 

2013). However, there is a research gap in the hospitality sector, which this project seeks 

to fill. In the literature review, only a few studies that analyse the IM from a hospitality 

scenario were found, being necessary to explore more this topic from this industry 

perspective.  

Furthermore, research has shown that most of the studies that have analysed internal 

marketing focus on Asia, Europe, and America, respectively. China, India, and the United 

Kingdom (UK) are the countries most explored. For example, Hogg and Carter (2000) and 

Kelemen and Papasolomou (2007) explore the topic from the UK scenario while Yao et al. 

(2013) and, Sarangal and Nargota (2017) focus on the Asian context. This study focused 

on the New Zealand (NZ) scenario because IM has not been widely researched from the 

employees` or Human Resource Management (HRM) perspectives. The only analyses 

found were a New Zealand Retail Electricity sector study that explores the importance of 
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IM communication with the stakeholders and employees (Flannagan, 2010) and a case 

study of an English language school in Dunedin that analyses the lack of educational 

marketing in the management through its internal marketing philosophy (Stachowski, 

2008). 

In this project, data were gathered by a mixed-methods exploratory case study design, 

triangulating the data through a qualitative and quantitative approach. This strategy was 

chosen because most of the sources explore the IM theory using a single method, 

quantitative being the most common, with a survey approach focused on the employee 

perspective. Therefore, they do not go in-depth as a case study design. Using the strategy 

method cited, the research investigates the views of management and employees using 

qualitative and quantitative methods, enriching the findings and cross-referencing the 

results. It goes in-depth, exploring the topic and bringing real-world perspectives.  

Analysing the New Zealand workforce scenario, Stats NZ Tatauranga Aotearoa (2020) 

informed in 2020 that the total number of enterprises increased 1.7% compared with 2019, 

totalising 557,685 businesses in the country. Table 1.1 shows a resume of the size of the 

enterprises by employee count. Despite companies with 100 or more employees 

representing less than 1% of the total, they provide work for roughly 49% of all employees 

in New Zealand, having massive importance for the economy of New Zealand. In the NZ 

hospitality sector, the number of employees has risen considerably, from 130,000 in 2010 

to 171,400 in 2020 (Statistas, 2021). The data indicate that employees have considerable 

importance in the businesses, being necessary to explore strategies that can keep them 

engaged and satisfied.  
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Table 1. 2 

Employee count by size group in 2020 

 

Note. Employee count by size group in 2020. From New Zealand business demography statistics: at February 
2020, by Stats NZ Tatauranga Aotearoa, 2020, retrieved from https://www.stats.govt nz/information-
releases/new-zealand-business-demography-statistics-at-february-2020  

Considering this, it is relevant to highlight that usually internal marketing programs are 

applied by businesses with an above-average representation of the number of employees to 

bring a better environment, performance, and satisfaction to the workplace through the IM 

strategies. Much of the research found used middle and larger businesses to explore this 

phenomenon (Haghighikhah et al., 2016; Kanyurhi & Akonkwa, 2016; Sarker & Ashrafi, 

2018; Theodoridis & Panigyrakis, 2011; To et al., 2015; Yao et al., 2013). Therefore, the 

case study selected was four businesses under a hospitality organisation management in 

Invercargill, NZ that was employing in 2021, 200 employees between staff and managers 

from all sectors. The company manage different business in the sector including hotel, 

motels, restaurants, bars, and retail liquor outlets. Their mission is providing high-quality 

service and to return the profits to the local community. 

For those reasons, this project sought to explore the IM theory from the NZ hospitality 

scenario to cover the industry and location gaps found in the business market and academy. 

The management perspective on the topic was examined to help other businesses in the 

country understand their reality. Also, it investigated the influence of this practice from an 

employee point of view to help companies better understand their staff attitude and adapt 

strategies to bring better outcomes to the business. 

 



16 
 

1.3. Significance of the research 

Having the goal of achieving better performance and competitiveness for the business, 

Applied Management has an intrinsic association with Internal marketing (IM) which acts 

to reach the internal environment at the workplace. With the increasing recognition of 

employees as the main resource in the company, IM strategies are increasingly 

implemented to manage the workforce, as researched by Kelemen and Papasolomou (2007, 

p. 746). IM concepts and tactics can communicate business culture and values, nurturing 

the feeling of belonging and engagement, empowering personnel and raising organisational 

competencies such as management support and cross-functional coordination (Ahmed et 

al., 2003; Kanyurhi & Akonkwa, 2016). Consequently, employee satisfaction, customer 

engagement, production and execution are increased. It is critical to research and 

understand IM relationship to applied management to better harness its positive impacts 

and outcomes. 

IM conceives the employees as internal clients of the organisation, and its focus is to 

permeate them in the business culture and values through marketing strategies. In turn, 

those workers become more involved, achieving comprehensive management goals 

(Gilmore, 2000). By studying IM practices in a study case in NZ, encouraging companies 

to capitalize on the human assets at their disposal and developing awareness of such 

practices in professionals and managers establishes the main contribution of this research. 

Berry and Parasuraman (2004, p. 170) bring a valuable overview of why applying internal 

marketing can get practical benefits to companies:  

Compete aggressively for talent market share; offer a vision that brings purpose and 
meaning to the workplace; equip people with the skills and knowledge to perform 
their service roles excellently; bring people together to benefit from the fruits of 
team play; leverage the freedom factor; nurture achievement through measurement 
and rewards; and base job-product design decisions on research. 

(Berry & Parasuraman, 2004, p. 170).  
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1.4. Research question/aim and objectives 

This research aims to explore the impacts of Internal Marketing (IM) in a hospitality 

company in NZ from both manager and employee perspectives. 

Objectives: 

1 To investigate the influence of IM on employee satisfaction from the employee 

perspective. 

2 To examine the impact of IM from management perspectives. 

3 To determine how IM can benefit the business. 

Research question: 

What are the impacts of Internal marketing in a hospitality company in New Zealand? 

1.5. Structure of project 

Following is an overview of each chapter of this paper below, showing what to expect in 

each chapter. 

Chapter Two: Theory and Industry 

This chapter is split into two sections to emphasise the case study's industry and the subjects 

background studied in a real-world application context. First, the theoretical analysis 

discusses Maslow's hierarchy of needs and the AMO framework to explore the concepts of 

motivation and satisfaction at the workplace that are behind the IM theory. The second 

section applies and discusses the Stakeholder analysis to explore the hospitality industry, 

the centre of this research.  

Chapter Three: Literature Review 



18 
 

The literature review explores the internal marketing theory from findings investigating the 

theme in varied ways. Beginning by defining the internal marketing concept from different 

approaches with a subsection exploring the internal marketing mix followed by an 

investigation of findings regarding the internal marketing practices in the literature. Then, 

the chapter examines the relationship between IM and human resource management and 

the evidence in the literature regarding internal marketing as a competitive advantage. 

Chapter Four: Research Methodology 

The research methodology chapter describes how the project was conducted and the aim 

and objectives answered through the methodological approach chosen. The strategy used 

was a mixed-methods exploratory case study design. The data collection was done through 

qualitative and quantitative techniques triangulating the data with the multi-sources 

evidenced. The chapter begins by explaining the philosophy background and the research 

design used, to then, describe the methods chosen to collect and analyse the data. The last 

two sections, respectively, inform the paper's limitations during the development of the 

project and the ethics procedures adopted for the application.  

Chapter Five: Findings and Analysis 

This chapter addresses the findings and analysis of the research based on the data collected 

from the case study. Firstly, separately in two sections, the interviews and questionnaire 

results are described through the similarities and patterns that highlight its most important 

aspects. Secondly, both data are triangulated and complemented by the document analysis 

to evidence the common elements of the sources used. Finally, the last section interprets 

the results presented, relating them to the research objectives, literature review and the 

theoretical models approached in chapters 3 and 2, respectively.  

Chapter Six: Recommendations and Conclusions 

The last chapter summarises the most important insights of the research compiling all 

chapters. It restates the research questions and recovers the crucial aspects of the literature 
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review, theoretical and industry analysis, describing the concepts covered in each chapter. 

In addition, the methodology design and findings are reviewed, followed by a report of 

limitations and delimitations. Finally, after intersecting the whole paper, recommendations 

are suggested to the Applied management field, hospitality industry and future research.  

 



20 
 

Chapter 2. Theory and Industry 

2.1. Introduction 

This chapter will address two aspects that involve the background of this research: the 

theoretical and industry analysis. The theoretical analysis explores Maslow's hierarchy of 

needs and the AMO framework to base and contextualise the themes behind satisfaction 

and motivation at the workplace. The industry analysis explores the hospitality sector 

through a stakeholder analysis, where structural and managerial aspects will be broadly 

explained, overviewing how the hospitality sector operates in its market. After concluding 

the chapter, the internal marketing (IM) concept will be better comprehended through a 

more expansive outline of where it fits in the management of people in the work 

environment and its importance for businesses. 

2.2.  Theoretical analysis 

2.2.1 Motivation and performance through AMO framework  

The AMO framework suggests that businesses can manage their teams through three 

variables to affect employee performance (EP) and contribute to their success. Boxall and 

Purcell (2011b)  have formulated AMO as the following concept: P (performance) = f (A, 

M, O). According to this theory, Ability (A) would be the skills and capabilities that the 

employee has to do the job and practices that could change or improve its behaviour (Boxall 

& Purcell, 2011; Hirsch, 2020). Motivation (M) would be the commitment and engagement 

with the tasks and work (Boxall & Purcell, 2011). Furthermore, Hirsch (2020) believes that 

motivation could be the key to behaviour change and the business culture and values would 

be vital factors in achieving it. Finally, Opportunity (O) would be the work environment: 

the structural, contextual and situational factors that impact the workplace and support the 

employee (Boxall & Purcell, 2011; Hirsch, 2020). Moreover, social pressure and context 

can influence opportunity, where the behaviour of influential employees within the 

organisation can have a significant impact (Hirsch, 2020).  
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These variables should work together to provide effective employee performance 

management based on individual organisational change implementation (Boxall & Purcell, 

2011; Delery & Roumpi, 2017; Hirsch, 2020). Hughes (2007, pp. 5-8) believes that 

motivation influences behaviour and ability, and opportunity influences motivation. He 

argues that either ability and opportunity can excite and focus one’s goal. Also, he suggests 

intention should be a mediator variable between the three variables and behaviour, being 

necessary to investigate in-depth psychological relationships at work (Hughes, 2007, pp. 

5-8). The AMO framework is depicted in Figure 2.1, resuming its concept.  

Figure 2.1 

AMO Framework 

 

 

Note. AMO with intention. From The ability-motivation-opportunity framework for behaviour research in 
IS (p. 9), by Hughes (2007), retrieved from 10.1109/HICSS.2007.518 

Employees are affected through incentives and practices to achieve AMO. Human resource 

management (HRM) practices are tools to link performance, change of behaviour, and the 

AMO framework (Armstrong & Brown, 2019; Boxall & Purcell, 2011b; Delery & Roumpi, 

2017; Hirsch, 2018). HRM practices interact directly as a mediating factor with employees' 

abilities, motivation, and opportunities to impact business outcomes (Delery & Roumpi, 
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2017). Armstrong and Brown (2019) resume and split HRM practices among the three 

factors to enhance performance, as seen in Figure 2.2. First, the ability factor highlights the 

recruitment and selection procedure and training and development programs to upskill 

employees with talent management (Armstrong & Brown, 2019). Motivation is focused on 

pay and rewards programs, employee security, self-managed teams to enhance a sense of 

responsibility and engagement and performance and leadership management (Armstrong 

& Brown, 2019; Delery & Roumpi, 2017). Lastly, opportunity is explored in career 

management programs and job design (Armstrong & Brown, 2019). All these practices 

should be interdisciplinary, being applied in different roles according to the context of the 

organisation and the external environment the business belongs to, enhancing the three 

variables and achieving the high-performance and change of behaviour wished (Delery & 

Roumpi, 2017; Hirsch, 2018). This is presented in Figure 2.2. 

Figure 1.2 

The AMO model X HRM practices 

 

Note. The AMO model as a framework for performance enhancing HRM practices. From Strategic human 
resource management: back to the future (p. 17), by Armstrong and Brown (2019), retrieved from 
https://www.employment studies.co.uk/system/files/resources/files/517 Strategic-Human-Resource-
Management-Back-to-the-future-IES-CIPD-2019.pdf   
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However, for Boxall and Purcell (2011b) and Hirsch (2020), HR practices are not the only 

option affecting AMO. There are some aspects that businesses should be aware of while 

planning and executing AMO. Boxall and Purcell (2011b, p. 7) conclude by saying that 

"management's stance towards employees' voice is the key influence here and a variety of 

collective variables (such as trust levels, commitment, levels, and the quality of 

cooperation) are in play " (p. 7). IM theory can be connected to this framework since both 

are implemented to achieve better performance and satisfaction. Authors recognise that 

internal marketing has an essential effect on employee satisfaction (Kanyurhi & Akonkwa, 

2016; Sarangal & Nargota, 2017; Sarker & Ashrafi, 2018; Yao et al., 2013). Employee 

satisfaction dimensions can interact with the IM practices, bonding a solid relationship 

between them, making employee satisfaction the core force of the organisation (Bojarskytė, 

2017). 

2.2.2 Maslow’s Hierarchy of Needs and Employee relationship within the 
workplace 

Maslow's hierarchy of needs is a psychological framework to understand human needs. It 

is conceptualised as a pyramid where a person's motivation and focus move through steps 

as they are fulfilled to a satisfactory personal baseline (Maslow, 1943). Created by 

Abraham Maslow in 1943 for the Psychological Review and expanded in the 1987 book 

"Motivation and Personality", the hierarchy of needs has gone through many revisions and 

extensions in the hands of its author. 

Classically five levels, or needs, are presented in the framework, in order from most basic 

to most complex: Physiological, Safety, Love and Belonging, Esteem and Self-

Actualization (Maslow, 1943). In the author's view, as one moves towards "higher" needs, 

their sense of fulfilment and self-identity is developed, leading to more contentment and 

more prosperous life experiences. In contrast, each of them directs a person's motivation, 

actions, and effort if not met to an appropriate degree, bringing distress and anxiety in their 

lacking. It's important to mention that during the evolution of the framework and its 

concepts, Maslow suggested that the needs aren't rigid (Maslow, 1987, p. 68). To 
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complement it, McLeod (2020, p. 06) noted, analysing Maslow's Theory, an important 

aspect of the order levels:  

The order of needs might be flexible based on external circumstances or individual 
differences. For example, he notes that for some individuals, the need for self-
esteem is more important than the need for love. For others, the need for creative 
fulfilment may supersede even the most basic needs. 

(Mc Leod, 2020, p. 06). 

In the context of human resources (HR) and internal marketing practices, the pyramid of 

needs can be used as a model to understand and boost employee motivation and, 

consequently, productivity. Research that relates the IM theory with employee satisfaction 

illustrates a relationship between employee satisfaction and performance (Kanyurhi & 

Akonkwa, 2016; Mohanan et al., 2012). Employee engagement and motivation can 

improve productivity and profitability through a variety of activities and strategies 

(Mohanan et al., 2012). Therefore, to apply the Hierarchy of Needs in this way, the original 

concept on each level takes a relevant meaning geared towards the worker relations with 

their workplace (Sharma, 2021) as described below: 

Physiological needs: employees' most basic needs can be viewed as the material needs to 

complete their work responsibilities (Maslow, 1987, pp. 35-38). Those can be having the 

right tools, facilities and materials; access to convenient restrooms, bathrooms and clean 

water fountains; designed break and mealtime; proper workplace hygiene (Indeed Editorial 

Team, 2021; Sharma, 2021).  

Safety needs: in the workplace, Safety has a double denotation – Physical Safety and 

Psychological Safety. Physical safety refers to active measures to ensure hazards are 

properly indicated, safety guidelines are planned and set up, and other standards are 

complied with (Maslow, 1987, pp. 39-43) Psychological Safety, in turn, represents the level 

of security/uncertainty that the employee has when dealing with layoffs, opportunities, 

stress, and stability in the company (Indeed Editorial Team, 2021; Sharma, 2021).  

Belonging needs: creating an environment with proactive communication, free association, 

and a collaborative workplace that fosters friendly interaction and long-standing 
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relationships are required features to satisfy this level. It is also essential for all levels of 

management to value input from the people under them, nurturing a feeling of participation 

and inclusiveness (Indeed Editorial Team, 2021; Maslow, 1987; Sharma, 2021, pp. 43-45). 

Esteem needs: building directly from the previous level, to fully realise their sense of self-

esteem in relation to their workplace, the employee must have a sense of progression and 

achievement towards their skills and responsibilities, and that their commitment is 

recognised and rewarded. Those can be achieved through promotions, awards, corporate 

appreciation, and other expressions that suit the employee's definitions of accomplishment 

(Indeed Editorial Team, 2021; Maslow, 1987, pp. 45-46; Sharma, 2021). 

Self-actualisation: the apex of engagement in the workplace, when an employee reaches 

this level their perception of their professional expectations, objectives and opportunities 

are fully aligned with the realities of the company he is employed for. Their abilities, 

strengths and personality is not viewed only as reactive or accidental but intrinsic to and a 

foundational asset of his workplace (Indeed Editorial Team, 2021; Maslow, 1987, pp. 46-

47; Sharma, 2021).  

Figure 2.3 illustrates a resume of Maslow's hierarchy of needs applied for the work 

environment, which synthesises the influence and impact of each level on employees as 

described above. 
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Figure 2.3 

Maslow's hierarchy of needs based on the workplace  

 

Note. How Maslow's Hierarchy of Needs can be applied to workplace. From Maslow's hierarchy of needs 
for employee motivation at workplace (p. n.d), by Sharma (2021), retrieved from 
https://www.linkedin.com/pulse/maslows-hierarchy-needs-employee-motivation-workplace-nidhi-sharma/ 

Maslow (1987, p. 71) found that the process of evolving through the model is non-linear. 

A person can weave different motivational needs through interactions and expectancies and 

fulfil them directly or indirectly, especially in the complex associations that are brought 

forth in the modern workplace. Moreover, employees face a challenge in even being able 

to recognise their professional needs in relation to other personal needs in their life, and 

the degree to which each of these sides interacts with one another shapes another web of 

relationships (Indeed Editorial Team, 2021). In any case, there are valuable opportunities 

for companies and their management teams to incorporate the Hierarchy of Needs, even if 

only some of its concepts, in the workplace as (Tanner, 2020, p. n.d):  

The employee will be interested in growth and individual development. He will 
also need to be skilled at what he does. He may want a challenging job, an 
opportunity to complete further education, increased freedom from supervision, or 
autonomy to define his own processes for meeting organisational objectives. 

(Tanner, 2020, p. n.d) . 
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2.3. Industry analysis 

2.3.1 Defining a stakeholder analysis 

The stakeholder analysis is a helpful framework for management business. Schmeer (2000, 

p. 4) conceptualises it as a "process of systematically gathering and analysing qualitative 

information to determine whose interests should be taken into account when developing 

and/or implementing a policy or program" (p. 4). According to Smith (2000) and Brugha 

and Varvasovszky (2000), this framework has different techniques and tools to identify the 

needs and description of the stakeholders involved in the business to comprehend the 

expectations, attributes, and interrelationships between them to support the business 

strategy planning to be well-succeed.  

The term stakeholder is described by Freeman (1984, p. 25) as "any group or individual 

who can affect or is affected by the achievement of the firm's objectives" (p. 25).  He 

organises them generally as internal and external to the company, while Lombarts (2018, 

p. 303) further designates stakeholders as potentially direct or indirect in her proposed new 

model of hospitality. The direct stakeholder is "in direct contact with the provider 

delivering the product or service and with whom there is interdependence" (p. 303), and 

the indirect "may influence or are influenced by either the service provider and/or the direct 

stakeholder/customer" (p. 303).  

This framework can help management decide if all company procedures are integrated with 

the stakeholders, ensuring that the actions are on track clearly and aligned towards shared 

business goals, becoming a guide for which path the business should follow (Lucid Content 

Team, n.d). In case not, it is possible to make arrangements and fix the gaps in advance, 

having the support of the stakeholders and preventing issues that can impact the company's 

main goal (Lucid Content Team, n.d; Schmeer, 2000; Smith, 2000). Based on that concept, 

the stakeholder's analysis can benefit the company (Martins, 2021, p. n.d): "gain more 

support and resources; increase project visibility, especially to executive stakeholders; 

prevent costly roadblocks later in the project cycle; communicate through the right 
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channels at the right time; Share the right level of information with your stakeholders" (p. 

n.d). 

Managing a stakeholder analysis involves first setting business goals to apply it, then 

planning the process (deadlines and priorities), consequently selecting and defining rules 

and procedures that must be transparent and objective (Schmeer, 2000). From that, authors 

have defined four main steps as a guideline that should be followed to manage business 

projects through a stakeholder's analysis (Lucid Content Team, n.d; Martins, 2021; Smith, 

2000). The first step is to identify the stakeholders, who will be involved, impacted and 

will influence and support the business project (Lucid Content Team, n.d; Martins, 2021; 

Smith, 2000). Secondly, it is essential to classify the stakeholders' level of influence and 

interest, splitting them into high influence with high interest; high influence with less 

interest; low influence with high interest; low influence with less interest (Lucid Content 

Team, n.d; Martins, 2021; Smith, 2000). Allocating and assessing them according to these 

levels could help to company manage better their strategies and actions (Lucid Content 

Team, n.d; Martins, 2021; Smith, 2000). The third step would be to comprehend 

stakeholders' needs, expectations, perspectives, and behaviours (Lucid Content Team, n.d; 

Martins, 2021; Smith, 2000).  

Considering this guideline and having hospitality as the background of this research, a 

stakeholder's analysis is mapped to identify all the parts involved in this industry to 

comprehend the importance of its stakeholders and the influence between them and the 

hospitality industry. 

2.3.2 Hospitality stakeholder`s analysis 

Pérez and Del Bosque (2014) compilation on the definition and scope of the hospitality 

market consolidates findings and concepts to reach six general stakeholders acting over the 

hospitality field: customers, suppliers, employees, shareholders, society, and the 

environment. By using the stakeholders defined above and orienting them in both internal-

external and direct-indirect axes, the researcher can better specify levels of interest within 



29 
 

the stakeholders of the hospitality market and co-relate those with needs and expectations 

they hold. 

Employees are part of direct-internal stakeholders. They are characterised mainly through 

their diversity in relation to the company, potentially being "a customer for XYZ's products, 

may belong to a Union of XYZ, may be an owner of XYZ(...)" (Freeman, 1984, p. 58). 

Although heavily diversified, this class of stakeholders always is highly interested and high 

influent. Their role as workers and providers of service co-depends on the company's 

success as they are the main locus of interaction with the customers.  

Customer service is the base of the hospitality industry, making the employee the core of 

the stakeholders (Jones, 2019; Kurtzman, 2017). However, according to (Jones, 2019), the 

industry has indicated an increase in skill shortages, being hard to recruit a quality 

workforce. This is happening due to a lack of investment in employee engagement, 

focusing only on attending the seasonal peaks and not involving the staff in the business's 

values nor developing a sense of ownership with them (Jones, 2019; Kurtzman, 2017). 

Therefore, investing in this stakeholder is essential to succeed in the market with high 

customer service standards, especially in a highly competitive touristic destination (Jones, 

2019; Kurtzman, 2017).  Employee engagement is the key to achieving it, having practices 

and strategies to make them feel part of a team, proud to belong to the company, and being 

the business's first priority (Jones, 2019; Kurtzman, 2017). As said by Kurtzman (2017, p. 

n.d), "if the employer is committed to unlocking the potential of their staff, the staff is 

committed to helping the business succeed".  

Shareholders and owners are identified as indirect-internal and classified as high interest 

and high influence. Their economic interests are "related to the provision of information 

concerning corporate profitability and transparency" (Pérez & Del Bosque, 2014, p. 180). 

They hold indirect power by their ability to "expend resources in terms of voting power, 

by voting for directors or voting to support management, or even "voting" their shares in 

the marketplace in a takeover battle."(Freeman, 1984, p. 61). The shareholders have a high 

interest and influence in the business, pressuring to manage the relationship between them 

proactively important. 
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Suppliers can be classified as high interest and low influence. It is a class that includes 

service providers, material providers and goods providers, becoming external-indirect 

stakeholders. They can be said to have a dependent economic outcome on the hospitality 

companies they supply and "range from products or foods most commonly used by cafes, 

restaurants, hotels, serviced apartments, resorts and clubs" (HRD search, 2017, p. n.d). The 

logistics and supply chain are essential strategies in the industry to drive the costs down, 

increasing the profitability (SBS team, 2017). Moreover, the supplier's quality can impact 

the customer service and, consequently, the client experience that it is looking for (HRD 

search, 2017). Building a solid partnership comes together in the process where reliable 

and efficient suppliers can impact the business's success, building a relationship based in 

transparent and honest negotiation (HRD search, 2017; SBS team, 2017). Therefore, "the 

well-established logistics and supply chain management system can help the hotel industry 

give individual hotel companies a sustainable competitive advantage"  (SBS team, 2017, 

p. n.d). 

Customers are classified as external-direct stakeholders who have high interest and high 

influence. They are families, tourists, professionals, and individuals who contact the 

hospitality providers looking for high-quality customer service. It is the main economic 

channel for a hospitality venue profit where businesses rely on customers to survive in the 

market (Pérez & Del Bosque, 2014).  Customers look for experiences to feel valued and 

appreciated in the hospitality sector  (CSM Contributor, n.d; Hamilton, n.d). Hospitality 

businesses should give special attention to this stakeholder to keep an excellent reputation 

in the market, attract more customers, and keep the regular clients satisfied (CSM 

Contributor, n.d). 

Society is classified as external-indirect stakeholders who have low interest and low 

influence. It encapsulates organisations and actors that are not direct consumers. 

Companies don’t cater directly to their needs under stakeholder theory, although many will 

bring those interests in view to gather social capital or understand customer demand (Bravo 

et al., 2012).  However, there has been a movement to embrace the local culture into the 

business as a strategy to add value to the service experience, but also involve other local 
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businesses to foment the local economy (Minett, 2017; Stainton, 2021). Hospitality 

businesses are trying to find a balance between offering experiences where the guests can 

explore the local culture and the hotel brand and its services (Minett, 2017). Furthermore, 

from 2020 on, Covid 19 has been a significant impact in the hospitality industry that has 

still not ceased. However, the revenue and supply chain are the most affected: "decisions 

being taken to shut down hotels, restaurants, theme parks, cinemas, not to mention the 

entire disruptive effect of the travel ecosystem, all have a significant impact on worldwide 

tourism" (Deloitte Tram, n.d, p. n.d).   

Environment is classified as external-indirect stakeholders who have low interest and high 

influence. The relationship of the hospitality industry, especially tourism, with sustainable 

environmental practices is complex and multi-faceted (Barreiros, 2021). The development 

of hospitality infrastructure (hotels, transportation, public venues, restaurants) affects the 

habitat, one of the principals draws for customers of hospitality and so fundamental to the 

economic profitability of these developments (Barreiros, 2021). With the increase of 

consciousness around sustainability practices and environmental responsibility, companies 

in the last 40 years are socially, and in many cases legally, required to adopt new models 

and paradigms of operation to better reflect new society values (Stottler, 2018).   

Considering this analysis, it is essential to reflect that the framework divides and looks at 

each actor, organisation, or company on its own. Their interactions are interlaced and hold 

profound ramifications for any business trying to engage and research them. Goods and 

materials supply chains can be readily disrupted by environmental factors, which in turn 

change the perspective of the population towards that environment. Clients have their 

expectations based on cultural values reflecting the society they come from, which may be 

out of sync with the customer service standards that any given employee has. Shareholders 

or owners may prioritise a service provider due to their corporate values, geographical 

location, or ideological views. Those are just some of the more obvious relationships, 

growing in complexity as we add context, factors, and events to these links. The Covid-19 

outbreak is a fitting, if extreme, example of agents' reactions that impact hospitality as each 

is amplified and resonates with one another (Baum & Hai, 2020, p. 02). When a company 
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2.4. Summary 

This chapter has explored the research's theoretical analysis through two theories related 

to motivation and human needs: AMO framework and Maslow's hierarchy of needs, 

respectively. They are the underpinning theory of this research. It was possible to link these 

theories with the internal marketing (IM) theory once it sees employees as internal 

customers, helping companies define their needs and wants to achieve employee 

satisfaction and a healthy workplace. The idea and background of the AMO framework 

explored helped comprehend the importance of internal marketing in bringing employee 

satisfaction and performance due to a comprehensive analysis of the variable's ability, 

opportunity and motivation and the drivers behind it. In a real-world context, this 

framework can assist companies in planning and executing strategies to achieve behaviour 

changes and performance wishes. 

Regarding Maslow's hierarchy of needs, with the contextual take on each level of the 

pyramid analysed, it was possible to link the hierarchy of needs to realistic and reoccurring 

circumstances that employees, managers, and companies are involved in. As shown, the 

move towards higher-level needs is intrinsic to effective HR techniques, synergised by 

internal marketing tools that incentivise and communicate brand values and expectations. 

All these factors raise not only the motivation of the workers towards their job but also the 

company attitude towards those workers, engaging all actors in a positive interpersonal 

feedback loop. In the workforce context, this theory can investigate the driver behind the 

variables of motivation and satisfaction and can synergy with the IM concept for better 

business performance.  

Finally, the industry analysis was investigated by a stakeholder framework. The impacts 

and importance of each stakeholder for the sector highlighted the interconnection and the 

cascade effect between them. It is observed who sustain and build the hospitality industry 

is the people, directly or not, and they have different roles and importance in the sector 

chain. Once hospitality depends on them to achieve the management goals, internal 

marketing tools are needed to manage the stakeholder, keeping them synergised with the 

business values and reinforcing the internal brand and culture. In a real practise, business 
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can define their goals and identify how to take advantage from the stakeholder’s abilities 

to enhance the business and develop a competitive advantage in the market. For this process 

to happen, IM can be the strategy that will bridge all the parts involved into the core of the 

business. 
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Chapter 3. Literature Review 

3.1. Introduction 

This literature review was completed as part of MGT804, the research methodology 

component of the Master of Applied Management qualification, of which this research 

project is the final element. Only minor amendments have been made from the original 

literature review completed as part of MGT804. MGT804 is the research methodology 

paper for this research project component of the Master of Applied management 

qualification, self-citation was not required. 

Internal marketing (IM) is a philosophic and strategic approach used in the internal 

environment to enhance employee satisfaction and achieve a better performance in the 

external market. Due to it, this review is organised into four topics. Firstly, it will 

investigate the concept of internal marketing based on researchers' different approaches. 

The next section will describe all the practices of the IM found in the literature and the 

relation with the marketing mix. The third topic will examine the findings relating to 

internal marketing and human resource management. Finally, the last topic will analyse the 

literature regarding internal marketing as a competitive advantage 

3.2. Defining internal marketing 

Internal Marketing (IM) is cited as a marketing activity. Armstrong et al. (2014) and 

Hundekar et al. (2009) suggest that marketing is an exchange process in which strategies 

are developed to accomplish business objectives based on clients' needs and wants and 

where products and services are swapped. The main goal is to gain a competitive advantage 

over competitors delivering value e satisfaction to the target through the business's product 

(Armstrong et al., 2014; Hundekar et al., 2009). Hence, internal marketing is applied to the 

internal management towards its employees using marketing concepts and tools (Ahmed 

& Rafiq, 2002d; Gilmore, 2000). IM can be a company's strategy to market itself to its staff 

(Brown, 2020). The company's culture and values can be communicated to its employees 

to achieve business strategies and objectives.(Ahmed & Rafiq, 2002d; Gilmore, 2000; 
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Kanyurhi & Akonkwa, 2016). Therefore, internal marketing is a marketing approach to 

managing the business. 

Internal Marketing (IM) has been explored and conceptualised from different perspectives. 

Most businesses use this philosophy to achieve high service quality related to enhancing 

the external market and customer orientation (Ahmed & Rafiq, 2002d; Mac & Shirley, 

2015). Kelemen and Papasolomou (2007, p. 755) claimed that IM is an internal "process 

of selling" based on values and market demands that emphasise service quality. In this 

view, employees are treated as clients and internal marketing is used to motivate and 

qualify them to deliver high-quality services (Berry & Parasuraman, 2004; Gilmore, 2000; 

Raj & Jyothi, 2011). The workforce feels valuable by the company when treated as clients; 

consequently, they become more engaged and committed to the business (Kanyurhi & 

Akonkwa, 2016; Kelemen & Papasolomou, 2007). Mac and Shirley (2015) that the 

marketing strategy should first apply to the internal customers to understand the company 

strategy internally to get the necessary engagement to achieve it and improve the customer 

orientation. Moreover, many studies have acknowledged that internal marketing has a 

significant positive impact on employee satisfaction applying the IM practices to improve 

organisational performance and service quality (Haghighikhah et al., 2016; Kanyurhi & 

Akonkwa, 2016; Sarangal & Nargota, 2017; Sarker & Ashrafi, 2018; Yao et al., 2013). The 

features interact distinctly with employee satisfaction and motivation, collaborating in an 

integrated and inter-functional approach to impact the external market. (Haghighikhah et 

al., 2016; Kanyurhi & Akonkwa, 2016; Sarangal & Nargota, 2017; Sarker & Ashrafi, 2018; 

Yao et al., 2013).  

The other approach brings the concept of internal branding (IB) into the service quality 

strategy of internal marketing. The idea is to create a corporate culture and orientation 

rather than only satisfying and motivating employees (Hogg et al., 1998; Kanyurhi & 

Akonkwa, 2016; Kelemen & Papasolomou, 2007; Raj & Jyothi, 2011, pp. 109-124; Santos 

& Gonçalves, 2018). Through IM strategies, businesses can educate the employees 

according to the company's culture and vision, promoting its brand value internally and 

consequently developing a healthy and satisfying workplace, where the employees feel 
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engaged and belonging (Hogg et al., 1998; Kanyurhi & Akonkwa, 2016; Kelemen & 

Papasolomou, 2007; Raj & Jyothi, 2011, pp. 109-124; Santos & Gonçalves, 2018). Brown 

(2020, p. 10) considers IM an approach where employees and businesses can "co-create 

sustained incremental, mutual value" (p. 10) based on pillars of mutual respect between all 

parties concerned. For example, in the Stachowski (2008) findings, IM has been applied to 

get the staff to where they feel part of the business as a family and share the same values. 

The results showed that they were committed and involved in a harmonious and 

collaborative environment, honouring all business stakeholders. Employees gained a sense 

of ownership and satisfaction by building a solid relationship between themselves, 

management, and clients (Stachowski, 2008). With internal marketing and branding 

aligned, employees make an extra effort to reach the company's goals. Internal marketing 

is a channel to communicate the brand's values, achieving productivity and gaining a 

competitive advantage (Kelemen & Papasolomou, 2007; Stachowski, 2008). 

Knowledge management (KM) is another approach evidenced in the IM concept. 

Knowledge sources can be improved, exchanged and accessed in different ways using IM 

in the relationship development at the workplace to renovate market-oriented strategies 

(Ballantyne, 2003). Research has shown the importance of integrating knowledge renewal 

into internal marketing for better performance and organisation effectiveness (Tang et al., 

2017; Wahab et al., 2019; Yang, 2012). Studies have indicated that employees and 

managers agree that sharing, learning, and storing knowledge can further strengthen the 

internal capabilities of the business (Armistead & Meakins, 2002; Chen & Huang, 2011; 

Wahab et al., 2019; Yang & Wan, 2004). Through analysis of an IM communication 

framework practice, Flannagan (2010, p. 188) findings illustrate an improvement in the 

feedback of knowledge and understanding between colleagues, employees, and 

management. Nevertheless, in the findings that analysed the managers' point of view, 

developing a communication pattern for the organisational knowledge can be a challenge 

because they believe knowledge-sharing usually occurs informally (Armistead & Meakins, 

2002; Yang, 2012; Yang & Wan, 2004).   
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Knowledge management works together with the organisation's culture, being evidenced 

in studies that businesses should develop a company culture with sound foundations in their 

structure, values, and culture to have a synergetic and effective KM (Chen & Huang, 2011; 

Yang & Wan, 2004). According to Chen and Huang (2011), knowledge management (KM) 

programmes could be introduced to boost the participation of employees and managers in 

exchanging and renewing knowledge. KM is another internal marketing approach that can 

affect internal performance, adjust the work-role, and bring competitiveness (Tang et al., 

2017; Wahab et al., 2019; Yang, 2012).  

Based on the definitions and approaches described in this literature review, Figure 3.1 

illustrates the interaction and integration of internal marketing between internal clients, 

internal branding and knowledge management with service quality, business performance 

and competitive advantage. 

Figure 3.1  

Internal marketing conceptualisation framework 

 

 

 

 

 

 

 

 

Note. Created by Schio (2021). 
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3.3. Internal marketing mix framework and its practices 

The classic marketing mix is the most fundamental framework of marketing used when the 

company's strategy is ready to be planned and implemented in detail (Armstrong et al., 

2014). The four "Ps" and marketing tools help businesses to deliver value to the customer, 

producing wants in the target market (Armstrong et al., 2014). Ahmed and Rafiq (2002a) 

suggest that the marketing mix should be adapted and adopted for the internal environment 

using combined and integrated tools to respond to the internal target market and achieve 

externally. The "Ps" of the marketing mix are inter-functional and should work together to 

have effectiveness (Ahmed & Rafiq, 2002a). Most of the researched sources focus on 

practices of IM used in the internal environment and how it affects employee satisfaction 

more than implementing the "Ps" marketing mix framework. Hence, according to Ahmed 

and Rafiq (2002a), the IM practices are part of the marketing mix in a practical and 

integrated approach to achieve businesses objectives. 

Ahmed and Rafiq (2002a) suggest that the internal marketing practices would be split as 

tools between the "Ps" of the marketing mix. For example, training and development would 

be part of the "Ps" of product, process, and physical evidence. HRM would apply it as a 

strategy for career development and improvement at the workplace. The training would be 

a tangible factor of commitment to the policies and standards of the company (Ahmed & 

Rafiq, 2002a). Consequently, the position itself would be treated as "P" of product, to be 

constructed considering what employees seek and valorise. The "P" from price would 

embrace all the practices to carry new policies and improvements at the workplace and 

would control pay and rewards (Ahmed & Rafiq, 2002a). Internal communication would 

belong to the "P" of promotion, employing communication strategies right through 

different media. Market research would be part of the "P" of participants to identify the 

wants and needs of employees and monitor their strategies (Ahmed & Rafiq, 2002a). 

Finally, organisation support would be part of all "Ps" to bring synergy between the 

strategies and effectiveness (Ahmed & Rafiq, 2002a). 

Different practices have appeared in the literature to apply the IM into the business and 

influence employee satisfaction (ES). All the literature examined shows evidence of the 
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following IM practices: market research; pay & rewards; organisation support; training & 

development; communication. 

Market research has been mentioned in the literature. This practice appears together with 

internal communication and training practices in a three-dimensional concept (Bojarskytė, 

2017; Huang & Rundle-Thiele, 2014, 2015; Huang et al., 2019). This concept is applied 

from different contexts and industries to show that market research with the other two 

elements is related to IM and influences employee satisfaction (Bojarskytė, 2017; Huang 

& Rundle-Thiele, 2015; Huang et al., 2019). It can enhance ES and usually is used 

internally to investigate their wants and needs (Huang & Rundle-Thiele, 2014). According 

to the findings of Bojarskytė (2017), market research can be implemented to understand 

the distinct behaviours of employees than to use a specific IM strategy for the internal target 

identified. 

Pay and Rewards is another IM dimension found in the literature. Findings illustrate that 

pay and rewards (employee benefits) can have different results and impacts on employee 

satisfaction depending on the business' industry. In the food service and retail sectors, pay 

& rewards positively influence employee satisfaction, commitment, and performance 

(Joung et al., 2015; Sarker & Ashrafi, 2018). In the Tsai and Tang (2008) studies, pay & 

reward was a performance incentive in the health care industry. The results illustrated the 

relation of this practice with service quality, however, being not as influential as training 

(Tsai & Tang, 2008). In the bank sector, pay and rewards displayed the opposite effect on 

employee satisfaction (Kelemen & Papasolomou, 2007). It brought disunion and unhealthy 

competition at the workplace (Kelemen & Papasolomou, 2007). However, as Rani and 

Mariappan (2011) found, in the information technology (IT) industry, this practice showed 

that work-life balance could be an intermediator agent to employee satisfaction. 

Organisational support is illustrated as an IM practice that can influence employee 

satisfaction and business performance (Kameswari & Rajyalakshmi, 2012; Rani & 

Mariappan, 2011; Santos & Gonçalves, 2018; Sarangal & Nargota, 2017; Sarker & Ashrafi, 

2018; To et al., 2015). Results show it works together with other practices, such as internal 

communication and training (Rani & Mariappan, 2011; Santos & Gonçalves, 2018; Sarker 
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& Ashrafi, 2018; To et al., 2015). Through constructive feedback and recognition, 

organisation support is highlighted as an important aspect of employee satisfaction leading 

to a feeling of belonging towards the company (Rani & Mariappan, 2011; Sarker & Ashrafi, 

2018). Additionally, this practice influences business culture, working in parallel with 

communication to support the relationship between employees and the middle and top 

management of the organisations (Raj & Jyothi, 2011; Santos & Gonçalves, 2018; To et 

al., 2015). 

Training and development is evidenced in several studies as an IM practice that impact 

employee satisfaction and organisational performance (Bojarskytė, 2017; Huang & 

Rundle-Thiele, 2015; Huang et al., 2019; Joung et al., 2015; Kameswari & Rajyalakshmi, 

2012; Kelemen & Papasolomou, 2007; Sarangal & Nargota, 2017; Sarker & Ashrafi, 2018; 

Silvia & František, 2017). For example, Huang et al. (2019), Huang and Rundle-Thiele 

(2015) and Bojarskytė (2017) showed the influence of training and development running 

together with internal communication and market research as a three-dimensional concept 

that improves ES. Furthermore, Joung et al. (2015) claimed that this cascade influence from 

IM to ES could reduce employee turnover. Berry and Parasuraman (2004, pp. 151-202) 

suggest that training is a no ending process of sharing skills and knowledge that should be 

amended to keep employee motivation and self-esteem. 

Nevertheless, there are some challenges illustrated by Silvia and František (2017, p. 15) 

that can restrain the effectiveness of the training: "lack of time, non-systematic training, 

fear of failure and insensitive approach of a supervisor". In addition, Kelemen and 

Papasolomou (2007) findings demonstrated that companies usually train only the front-

office team that deals with clients, resulting in a lack of integration and sharing culture and 

knowledge among all remaining employees highlighted as not efficient. 

For communication, there is a mounting of evidence that suggests that it is a vital IM 

practice that influences job satisfaction and performance (Bojarskytė, 2017; Huang & 

Rundle-Thiele, 2015; Huang et al., 2019; Kanyurhi & Akonkwa, 2016; Raj & Jyothi, 2011; 

Santos & Gonçalves, 2018; Siviero & Pereira, 2014; To et al., 2015; Yang, 2012). Kanyurhi 

and Akonkwa (2016)  and To et al. (2015) found that employees do not interact with middle 
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and top management, showing the significance of exploring communication between them 

to influence motivational orientation and company belonging. Communication between 

management and workforce is evaluated as a tool to exchange information and contribute 

to the workforce's synergy, enhancing the cascade effect of team satisfaction and service 

quality (Bojarskytė, 2017; Kanyurhi & Akonkwa, 2016). To et al. (2015) emphasised the 

importance of innovating traditional ways to communicate, improving internal 

communication, making employees feel more supported by upper management. In 

addition, Huang et al. (2019) highlighted that this IM practice could connect the internal 

environment with external business strategies.  

Communication is an IM instrument to promote the business branding (Raj & Jyothi, 2011; 

Santos & Gonçalves, 2018; Siviero & Pereira, 2014). Communication must be clear and 

available for all employees (Raj & Jyothi, 2011). In Flannagan's (2010) research, an IM 

communication framework was applied to investigate how communication affects 

employees and businesses. The findings suggest that communication has a significant role 

in the company when integrated with other elements, enhancing business culture values, 

motivation and commitment, knowledge, structure, and operation. A well-communicated 

plan makes employees feel more secure to innovate and be proactive, impacting customer 

interaction and relationships, avoiding misunderstandings, improving motivation, 

satisfaction, and productivity between the team (Flannagan, 2010; Santos & Gonçalves, 

2018; Siviero & Pereira, 2014). An outline of internal marketing practices is presented in 

Figure 3.2. 

 

 

 

 

 

 



43 
 

Figure 3.2  

The Internal Marketing Practices 

 

Note. Created by Schio (2021). 

3.4. The relationship between internal marketing and human 
resource management 

Human Resources Management (HRM) is first conceptualised to understand the 

relationship between these two fields. From a human resource perspective, HRM is 

responsible for all the actions that impact the workforce and employees individually. In 

other words, it covers all the strategies regarding human capital management (Armstrong, 

2014; Boxall & Purcell, 2011a). By developing organisational capabilities through 

practices and policies, the main goal is to create motivated, satisfied and committed teams 

that will support company strategies and sustenance a competitive advantage for the 

corporation (Armstrong, 2014; Boxall & Purcell, 2011a). In the marketing perception, 

HRM belongs to the "P" of people in the marketing mix framework strategy (Ahmed et al., 

2003; Dunne & Barnes, 2000). Dunne and Barnes (2000) affirm that the human resource 

purpose would be to integrate the workforce into the business culture and values 

envisioning employee satisfaction, performance, and productivity to achieve the external 

market impact. 
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Studies have shown a relationship between HRM and IM. Both have the same objective of 

achieving employee satisfaction and business performance (Cioclov et al., 2016; Kelemen 

& Papasolomou, 2007; Rani & Mariappan, 2011). Furthermore, there is an intersection in 

these fields with marketing, all with similar practices and activities (Cioclov et al., 2016; 

Huang & Rundle-Thiele, 2015). The literature suggests an integration between human 

resources and marketing sectors to implement internal marketing with the support of 

management to achieve the goals (Ahmed & Rafiq, 2002c; Dunne & Barnes, 2000; Huang 

& Rundle-Thiele, 2015; Saleem et al., 2018; Snell & White, 2009; Yang, 2012). This 

interface could facilitate the business strategy implementation aligning all the practical 

actions and strategies of the HRM (Ewing & Caruana, 1999; Saleem et al., 2018). 

Moreover, Ewing and Caruana (1999) highlighted that IM has a vital role in enhancing 

HRM. However, from their point of view, it should be treated separately of HRM functions 

collaborating for the human resource sector effectiveness.  

Working together, each field would have different approaches. The literature has discussed 

that IM should be implemented as an HRM tool or a program having the cooperation of 

both departments: marketing and human resources (Ahmed & Rafiq, 2002c; Dunne & 

Barnes, 2000; Joung et al., 2015; Snell & White, 2009). From Cioclov et al. (2016) 

findings, IM has a strategic role in bringing creativity and innovation and applying 

practices for employee motivation and development. Distinctively, HRM has an 

administrative role with policies and procedures that should inspect the internal marketing 

strategies (Cioclov et al., 2016). Ahmed and Rafiq (2002c, p. 61) argued that by having a 

synergy between both fields, IM could "create a shared system of beliefs" according to the 

business culture and values, helping the organisation achieve its objectives.  

3.5. Internal marketing as a strategy for competitive advantage 

The term competitive advantage is initially explored to thus investigate the IM as a 

competitive advantage (CA) strategy. Competitive advantage (CA) is associated with 

strategic management to perform better than the market competitors. According to Singh 

(2012), this happens when a company develops and synergies different features to 

outperform its competitors having a better earn and return of the investments. Furthermore, 
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the author highlights that CA is successful when adding value to the customer, thus 

ensuring differentiation and a solid position in the market. Therefore, business process 

management (BPM) is the best strategy to gain a competitive advantage aligning and 

planning appropriate measures and resources to the business's success (Hung, 2006; Singh, 

2012). Furthermore, Hung (2006) findings indicated that people involvement, through an 

integrated process in the BPM, has a positive impact on the performance to gain a 

competitive advantage. And the results provide empirical evidence that BPM and people 

involvement should work together, empowering and motivating employees to achieve the 

business goals (Hung, 2006).  

Taking this relationship into consideration between CA, BPM and people, prior research 

suggests that internal marketing can be used as a tool to earn a competitive advantage. 

Caldwell et al. (2015) argue that companies could open space for more commitment among 

employees by integrating internal marketing with high-performance management and, in 

the BPM, being IM an internal capability to gain competitive advantage. Theodoridis and 

Panigyrakis (2011) add that clear communication with feedback for improvements and 

business culture with values to lead a customer orientation could impact the competitive 

advantage. Wedzerai et al. (2020) analysed the IM as a competitive advantage from three 

perspectives: internal communication, inter-functional coordination, and organisational 

commitment. A support relationship between the three dimensions and competitive 

advantage was found, meaning that IM can help businesses perform better than the 

competitors in the business environment (Wedzerai et al., 2020).  

The correlation between internal marketing and innovation as a competitive advantage has 

been discussed in literature. Firstly, Ahmed and Rafiq (2002b) argued that IM could 

promote innovation by working on and integrating the following aspects: organisational 

culture, process and structure, cross-functional communication, core competency and 

integration. Yeum et al. (2020) examined the relationship between IM, service innovation 

and competitive advantage from three perspectives: communication, reward, and 

empowerment, concluding it is vital to gain service innovation and then enhance 

competitive advantage. However, service innovation cannot influence competitive 
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advantage if there is no IM strategy behind it (Yeum et al., 2020). In contrast, Mieres et al. 

(2012) findings illustrated that IM does not directly influence the intensity of innovation, 

meaning that, alone, IM is not strong enough to bring innovation. 

3.6. Summary 

This literature review has investigated the literature relating to internal marketing. Research 

shows different approaches to internal marketing, such as service quality, internal branding, 

and knowledge management. Considerable evidence describes internal marketing practices 

and their influence on employee satisfaction. Regarding the relationship between internal 

marketing and human resources management, research has found evidence that IM and 

HRM have similar goals and can work together to achieve them. The final theme covered 

was the analysis of IM as a competitive advantage. Findings suggest that IM can be a 

management strategy tool to gain a competitive advantage.  

Studying and analysing the findings regarding internal marketing, it is possible to conclude 

that it is a contemporary topic that HRM, and businesses in general, are still exploring and 

testing at the workplace. The literature review assisted in developing the research 

questions, understanding the importance of analysing the IM impacts to help organisations 

and managers to use this strategy in their favour. Understanding their staff wants and needs 

can help develop strategies to better performance and improve employee satisfaction. Most 

of the research found shows the results from an employee perspective, which helped 

develop the research question, bringing the manager's point of view into the study. 

Moreover, New Zealand has a lack of research about its topic. Just a few studies were 

found, becoming relevant to study this scenario in-depth, bringing evidence that can help 

their reality. 
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Chapter 4. Methodology 

4.1. Introduction 

The purpose of the methodology chapter is to describe the research design and strategy 

used to develop this research for a better understanding of the approach given in the 

following chapters. In addition, this section will explain the chosen methodology clearly 

outlining all the procedures adopted to answer the aim of the study and its three objectives 

regarding internal marketing to the reader. The chapter is structured into six topics. Firstly, 

the research design and strategy will be introduced, focused on a mixed-methods 

exploratory case study design as a central strategy. From the second to the fourth topic, the 

methods chosen to collect and analyse the data will be described: questionnaire, interviews, 

and document analysis as secondary data. Then, the fifth topic will present the limitations 

of this research, highlighting challenges faced due to the use of a single multi-sources study 

case design. Finally, the ethics procedures adopted in this organisation and participants 

involved. 

4.2. Research philosophy and design  

Interpretivism was the philosophy background of this research methodology due to the 

philosophy`s argument that knowledge and truth are subjective and interpreted in different 

ways according to the social world that the sample belongs to (Collis & Hussey, 2009; 

Ryan, 2018; Žukauskas et al., 2018). This philosophy brings the concept of the importance 

of the researcher's interests in the topic studied (Žukauskas et al., 2018). This approach 

goes against the positivism philosophy that focuses on precise and accurate knowledge 

having an objective analyst understand the population studied (Saunders et al., 2016; 

Žukauskas et al., 2018). The data collected explored the differences between people and 

followed a structured methodology. The theme of internal marketing worked on a 

subjective reality based on evidence from the workforce experiences and the reality of the 

case study reinforcing the interpretivism philosophy. According to the sample 

understanding of the environment and circumstances, the study could bring different 

realities and truths from the topic explored, helping to answer the questions of this research.   
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The overall approach applied was exploratory to investigate the impacts of the internal 

marketing concept. As explained by Saunders et al. (2016, pp. 174-175), this methodology 

is helpful to comprehend and explore a phenomenon through open and in-depth interview 

questions. Furthermore, it gives the researcher more opportunities to adapt to changes 

during the process, having more flexibility to explore the theme according to what occurs 

during the research progression (Saunders et al., 2016). Usually, exploratory research does 

not test a hypothesis. Instead, the goal is to look for patterns and ideas of an existing theory 

to get impressions and guidance for future studies (Collis & Hussey, 2009, p. 4). This 

research aimed to investigate the impacts of the internal marketing theory from managers 

and employees’ perspectives, exploring the topic from their point of view and experience. 

This research aimed to better understand the staff mentality and adapt the strategies guiding 

businesses to be more successful and improve employee satisfaction. Inevitably, 

descriptive research was not suitable in this theme since it describes the “phenomena as 

they exist” to identify and gain data on the issue investigated by a particular individual or 

group (Collis & Hussey, 2009, p. 5).  

Synergising with the interpretivist and exploratory methodology, the use of case study 

design was the heart of this research to explore the world of IM in-depth. The case study 

deeply explored the relationships, experiences, and processes of the theme in the case 

chosen, bringing a real-world perspective of a contemporary issue (Denscombe, 2003; 

Thomas, 2011; Yin, 2018). According to Yin (2018), a case study depends on multiple 

sources to describe and display the data of the scenario studied. It is a careful analysis of 

something specific rather than general (Thomas, 2011). All the questions sought to 

investigate the impacts of IM: how and why this concept works on businesses. The more 

the questions need an in-depth explanation, the more necessary and relevant it is to use a 

case study design in the research (Yin, 2018). The case study sample could bring different 

perspectives between managers and employees to understand IM tools, practices, and 

strategies from many points of view. Thereby, other methods, such as surveys, were not 

appropriate in the study proposal. They would not go in-depth on the case and would have 

more of an objective approach than subjective or would not work to explore the study theme 

of a business scenario.   
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The role of the researcher was removed, and her responsibility was to investigate and 

analyse the evidence of the study. The researcher did not participate in the research nor get 

involved with any participant. Furthermore, the data collected were analysed through an 

inductive approach. According to  Saunders et al. (2016, p. 571), “the use of an inductive 

approach should allow a good “fit” between the social reality of the participants and the 

theories that emerges” (p.571), which means that the researcher collected the data that was 

relevant to the topic and looked to patterns that could explain and investigate the theory of 

IM. Inductive analysis, rather than deductive, connects better with all the research 

methodology. The deductive concept goes against the other research strategies chosen. The 

idea is to formulate a hypothesis to be tested, being more objective than subjective and 

generalising the research findings (Saunders et al., 2016). 

Using a case study design, it was possible to explore all the objectives of this research using 

mixed methods. Cresswell and Cresswell (2018, pp. 215-216) describe mixed-method 

research as a compilation of qualitative and quantitative data regarding the research 

questions to explore a phenomenon incorporating and merging both data in a larger 

framework. This methodology is valuable to compare qualitative and quantitative data 

cross-referencing the results of both (Cresswell & Cresswell, 2018, pp. 215-216). 

Therefore, each objective of the research used a distinct kind of data collected.  

Initially, a qualitative approach was used through an interview method to examine the 

impact of IM from managers' perspectives, investigating the second and third aims of this 

research.  According to (Saunders et al., 2016, p. 388), the interviews are helpful to obtain 

valid and reliable information pertinent to answering the research questions. Also, it is said 

by him that “qualitative data are likely to be characterised by their richness and fullness, 

based on the opportunity to explore a subject in as real a manner as is possible” (p. 568). 

The second method utilised was a quantitative approach based on a questionnaire to 

investigate the influence of IM on employee satisfaction from the worker perspective, 

examining the first research’ objective. Through the questionnaire, it was possible to 

investigate and understand the participants' opinions and attitudes collecting similarities 

and variabilities from data (Saunders et al., 2016). In addition, analysis of documents was 
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used as a secondary data to complement the research, bringing more evidence, and helping 

answer the three research questions. According to Yin (2018, pp. 113-118), documentation 

analysis can be helpful for a case study design because it can be reviewed many times and 

they are broad, covering a considerable period of data and providing specific details to 

collaborate with other methods and sources. 

Overall, the study had a mixed-methods exploratory case study design as a strategy. All 

the methodologies chosen were intersected in a case study design with mixed methods. 

This strategy is cited by Cresswell and Cresswell (2018, p. 230) as valuable to explore this 

framework to merge the data and compare in a “cross-case comparison.” All methods 

worked together to examine the impacts of internal marketing in the hospitality company.  

Figure 4.1 shows a resume of the research design and strategy. 

Figure 4.1 

 Overview of the research design and strategy 

 

Note. Created by Schio (2021). 
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Considering the design and strategy described a data triangulation was undertaken. It is a 

phenomenon that has a crucial concept in case studies to enhance the credibility of the 

research study (Yin, 2018, pp. 127-130). Triangulating multiple sources permits going in-

depth in the case's real-world context, gathering relevant and reliable data from all sources 

(Yin, 2018, pp. 127-130). For example, in the study scenario, the researcher could examine 

the data from the participant`s current views based on the internal marketing theme. The 

triangulation data could ensure that the respondent`s perspective was covered precisely, 

appreciating the multiple realities (Yin, 2018, pp. 127-130). Figure 4.2 exemplifies the data 

triangulation of this research. 

Figure 4.2  

Triangulation data of multiple sources in a case study design 

 

Note. Created by Schio (2021). 
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4.3. Method 1: Questionnaire  

4.3.1. Purpose of the questionnaire  

The purpose of the questionnaire was to investigate the study's first objective, the influence 

of internal marketing on employee satisfaction from the employee perspective, using a 

quantitative approach as the kind of data collected. The study aimed to get a volume of 80 

returns showing relevant evidence. The questionnaire brought statistical data through 

quantitative analysis, solid measurement, and foundation. As noted by Denscombe (2003), 

the questionnaire is appropriate to get straightforward information from the target, using 

identical questions to gather the points concerned on the research. Therefore, the 

questionnaire was relevant to the case study due to its significant evidence provided, 

helping to understand the differences and similarities of the theme and about the distinct 

perspectives between managers and employees.  

4.3.2. Questionnaire design 

The researcher designed the questionnaire in three parts. Firstly, there was advice that 

consent was implied through the respondent’s completion, and an introduction to the 

research purpose. The first part of the questionnaire contained general questions identifying 

factual and demographic information, categorising the respondents by similarity. The 

second part was focused on behaviour, opinions, and attitudes to investigate the research 

objective. The questions were developed through the researcher's studies of the topic 

founded on the academic literature to keep the main goal on track. The IM practices were 

measured through the theory of internal marketing elements to investigate the influence of 

these practices on employee satisfaction. The respondents had 11 closed questions and one, 

final open question. The closed questions generated quantitative data with a statistical 

procedure, while the open question allowed the participants to express themselves, bringing 

a rich reflection about the topic explored. The questionnaire in detail is at Appendix A. 
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4.3.3. Pilot testing 

The questionnaire was tested as a pilot to a group of master and postgraduate students of 

Applied Management at Southern Institute Technology (SIT) in Invercargill. It reached 

three students to answer the questionnaire online and had feedback by e-mail with 

suggestions of improvements to better understand and identify the respondent`s research. 

According to their suggestions, an extra age group was added to cover all the ages before 

retirement and the IM practices were better clarified making each one more understandable.  

4.3.4. Procedure 

The questionnaire was overseen by the Communication Manager from the Head Office of 

the case study company. A Google Form link was e-mailed to the manager to gain 

permission and be sent out to all the employees. Furthermore, the researcher had 

permission to deliver in paper at the workplace to reach staff who did not have ready email 

access. All the departments' teams were included, even the operational supervisors. Only 

general managers, assistant managers were excluded as they belonged to management, 

responsible for their teams and strategy decisions. The research reached 190 employees 

through identical questions of a google form link having 50 returns. With voluntary and 

anonymous participation, the applicants answered the questionnaire that was automatically 

returned to the project e-mail. Regarding the staff that replied in paper, the researcher 

picked it up within the limit of the deadline on the reception at each organisation. The 

researcher did not have contact with the participants.  

4.3.5. Participants and sampling 

The research population was a local hospitality company in Invercargill, NZ, with 200 

workers between managers and staff.  The study collected 50 returns as a sample. The 

questionnaire was applied only to employees who did not have a management position to 

understand the world of IM from their perspective and experience. The influence of internal 

marketing on job satisfaction was studied since they are the goal of IM strategies and are 

totally immersed in its implementation. The selection of this sample was purposive because 

the researcher knew that this group of people were the main target of the concept of internal 
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marketing, being relevant to cover them in the study. Furthermore, purposive sampling 

could select information-rich samples for better utilisation of resources, chosen by the 

quality of the respondents (Edgar & Manz, 2017). 

4.3.6. Data analysis 

The data analysis was completed using descriptive statistics to present the evidence 

quantitatively. Descriptive statistics can describe the features of the data in a more compact 

procedure (Collis & Hussey, 2009, pp. 221-224). It was possible to discover patterns, 

similarities, and differences in the examined sample through it. The data collected was 

passed in an excel sheet, and the evidence was shown in tables and graphs to bring more 

clarity and practicality. Age groups and ethnicity, for example, were compared to provide 

the profile of the respondents. In addition, most of the questions had an ordinal 

measurement to report attributes as satisfaction and agreement. These quantitative data can 

be appropriate for descriptive statistics, providing a solid foundation based on facts and not 

impressions (Denscombe, 2003, pp. 252-265). Tables and graphs effectively illustrated and 

communicated the findings in an organised manner. 

4.4. Method 2: Interviews  

4.4.1. Purpose of interviews 

The interviews aimed to research this study's second and third objectives. The impact of 

IM and how it can benefit the business from managers’ perspectives were examined using 

a qualitative approach as the kind of data collected. The purpose was to provide more in-

depth data from the point of view of managers who manage their teams' IM practices. 

According to Denscombe (2003, pp. 163-192), interviews can suit the specific needs of the 

projects, providing deeper material and insights into the topic. Furthermore, in a case study 

design, an interview gives an in-depth look at a case and a sense of real-world perspective 

by focusing directly on the issues, providing explanations and a glimpse into participants' 

personal experiences (Yin, 2018). Therefore, the interviews could evidence significant data 

regarding the objectives, having a vital importance in this research. Moreover, they 

enriched it by bringing depth data of IM impacts.  
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4.4.2. Interview design 

Semi-structured interviews were the basis of this method. Denscombe (2003) contends that 

semi-structured interviews can give the interviewee more flexibility to express their ideas 

and thoughts. Furthermore, according to Saunders et al. (2016) the order of the questions 

can be varied and covered to explore the research questions. Hence, using the questions as 

a guide allowed participants to share their experiences and knowledge without losing the 

topic. A semi-structured interview was appropriate for a case study to demonstrate a deep 

understanding and explore the theme from the participants' perspective (Hancock & 

Algozzine, 2017; Yin, 2018). 

The research had a list of nine questions as a lead to keep on-topic; however, the researcher 

followed the flow of the conversation. The researcher designed the questions based on the 

IM academic foundations and the hospitality industry analysis to explore the impacts of 

internal marketing. Table 4.1and Appendix B illustrate the questions used to interview the 

managers. 
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General questions 

1. What is your Job Title? 

Questions about the research objectives 

1. What does the concept of internal marketing mean for you? 

2. How do you think ILT uses internal marketing or similar strategies at the workplace? 

3. How important do you consider the use of internal marketing is for ILT businesses? 

4. What do you believe are the impacts of Internal Marketing on the company? 

5. In your opinion, what is the importance of internal marketing for the employee and their job 

satisfaction? 

6. How important do you consider the business culture and values of ILT businesses are for the 

implementation of an internal marketing strategy? 

7. Which Internal Marketing practices do you consider have the biggest influence on employees’ 

performance and satisfaction? Why?  (Practices may include market research; work 

content/task; communication; training & development; organisation support; pay & rewards). 

8. Which department or role do you think should be responsible to implement IM in the business 

and monitor it? Why? 

Table 4.1  

Interview questions 

 

 

 

 

 

 

 

 

 

Note. Created by Schio (2021). 

4.4.3. Pilot testing 

The questions were reviewed by three masters and postgraduate students of Applied 

Management at Southern Institute Technology (SIT) in Invercargill. The feedback was by 

email with suggestions of improvements to make the questions as clear as possible for the 

respondents to achieve the research questions. Following their suggestions, the researcher 

deleted the introduction “what your opinion, or “in your opinion” in the questions because 

it was redundant and repetitive. 
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4.4.4. Procedure and participants 

The target of these interviews was the general managers, managers of the four businesses 

under the case study management. From 10 managers, the Communication Manager from 

the Head Office of the case study company selected the general managers of each 

organisation and the Head Office marketing manager to participate, totalling five 

interviews. Firstly, the Communication Manager sent an email introducing the study and 

informing them that the researcher would contact them to schedule the interviews. The 

researcher sent an e-mail containing a description of the study aim, an information sheet, 

and a consent form. The project had two withdraw, and it was possible to substitute only 

one manager that agreed to participate. Therefore, in total this method achieved four 

interviews. The meetings were scheduled according to their availability at their workplace 

and had a duration of around 30 minutes each. First, the interviews were recorded (with the 

permission of the interviewees), fully transcribed, and made notes. Then, the data was 

analysed and described. 

4.4.5. Data analysis 

The data were analysed through a thematic analysis with an inductive approach to identify 

similarities and patterns related to the research and bring evidence to answer the objective 

questions. This approach could bring more flexibility and adaptation to the research 

strategy, producing descriptive accounts about the topic explored (Braun & Clarke, 2006; 

Saunders et al., 2016). The inductive method synergised with it, enriching the respondent's 

experience and perceptions, and cross-referencing the evidence patterns. In addition, 

thematic analysis can be often used by case study researchers as a strategy to report 

meaningful findings in a synthesised way where the themes reflect the purpose of the 

researcher (Hancock & Algozzine, 2017). 

4.5. Method 3: Documents analysis 

As secondary data, document analysis was used to access complementary data to 

supplement the other two methods covered in the study topics. The researcher accessed 

public information about the organisation and each business under its management that 
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participated in the study. It was available on their official websites, news from online 

journals and magazines. The annual reports or any other kind of document were not 

allowed to be accessed by the head office management. 

4.6. Limitations, reliability and bias 

The research was explored through a mixed-methods exploratory case study design 

strategy triangulating the multi-source data. Due to this, the first limitation faced was the 

amount of information provided. As noted by Yin (2018), the case study can be too long, 

becoming a tiring reading and losing the methodical and systematic procedure, unclear and 

having a lack of reputation. To avoid this, the researcher followed reliability tactics. As 

Yin (2018) suggested, having a case study protocol and developing a database in an 

organised procedure, maintaining records and notes, and being aware of any action that 

could contribute to bias. Moreover, the research was a single case study based on one 

hospitality organisation from Invercargill limiting the IM impacts in a specific scenario. A 

case study design can provide a little basis for generalising results using a single study to 

the broader population (Yin, 2018). The results were based on the reality and experience 

of the participants, where the findings represented the whole scenario since they brought 

only a piece of reality.  

The researcher confronted the challenge of working at the case study company by not 

becoming involved or placing her own interpretation on the data. Conversations between 

colleagues about the topic were avoided so as not to create any conflict. In addition, the 

data collection happened between Christmas and New Year, causing a delay in the 

timeframe because some employees and managers were on holidays, not being able to 

participate. The last limitation faced was regarding the interviews with the managers. Some 

of them were a little unfamiliar with the internal marketing concepts,  being challenged to 

answer some questions. Yin (2018) advises this as a limitation. Interviews can cause bias, 

and answers can be affected due to poorly articulated questions and recall (Yin, 2018).  
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4.7. Ethical considerations 

Ethics was a crucial step in this research since the methods involved people from the case 

study. Therefore, ethics approval was formally approved by the Human Resource Ethics 

Committee of Southern Institute of Technology in Invercargill (SIT) on 4th November 

2021 and the project was applied after it. In Appendices E and F, there is a copy of the 

ethics application and the approval letter. The ethical considerations of each method used 

in this research are discussed. 

4.7.1. Method 1: Questionnaire 

The questionnaire was approved by the Ethics Committee of SIT and was overseen by the 

Communication Manager of the study case, who e-mailed it as a link in a google form 

format. Besides this, with authorisation, the researcher left hard copies at each 

organisation's business involved for employees who did not have access to e-mails. The 

implied consent was the first statement of the questionnaire informing all participants about 

the project and communicating with them about their rights as voluntary participation and 

anonymity. Appendix A is the implied consent and questionnaire. 

4.7.2. Method 2: Interviews 

The Communication Manager selected the participants and sent an e-mail informing them 

about the enrolment on this project. After this, the researcher had the authorisation to send 

an e-mail to the five managers selected inviting them to be part of the research. The general 

managers of each organisation and the Head Office marketing manager participated, 

totalising five interviews. The Participant Information Sheet and Consent Form were sent 

in advance and signed for both sides (Appendices C and D). The interviews were recorded 

and transcribed, keeping them stored on a password-protected computer for five years, 

being destroyed after it. Their names weren’t used. The researcher named them as manager 

01, 02, 03 and 04 to maintain their identity anonymous. Any identifying characteristics 

were also changed when the data was written up.  
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4.8. Summary 

This chapter has addressed the methodologies applied to the research, clarifying all the 

adopted processes in detail and the reasons for choosing them. The main design and 

strategy selected was a mixed-methods exploratory case study design with triangulation 

data to cross-reference the findings and go in-depth in the study case. This strategy could 

bring relevant evidence from all the sources and examine the sample's differences, realities, 

and experiences. To align with this strategy, all the methodologies chosen are synergistic 

and have one goal - to explore the impacts of internal marketing in a hospitality company 

in Invercargill, NZ, from both manager and employee perspectives. 

The intersection began with the philosophy elected: interpretivism as a claim that it is 

possible to interpret the world in distinct ways since knowledge and truth are subjective, 

and the respondents' background impact it. The overall approach chosen was exploratory 

to engage in-depth with the research aim of discovering patterns of internal marketing 

impacts that could guide future studies. In addition, the core of this research was a case 

study design to investigate all the relations, patterns, experiences of the topic from the 

sample bringing a deep understanding from different perspectives of the real world. Finally, 

to complete the research strategy, the study had an inductive approach where the data 

collected was relevant to the topic helping to investigate the impacts of internal marketing. 

For that, the researcher did not get involved in the study case. 

The second part of the chapter explained the mixed methods utilised and the data collection 

procedures. The mix-methods were qualitative through interviews, quantitative through a 

questionnaire and document analysis as secondary data. The interviews were used to 

investigate the impact of internal marketing from managers perspectives, while the 

questionnaire was selected to examine the influence of internal marketing on employee 

satisfaction from the staff perspective. The researcher triangulated the data using these two 

practices, enriching the findings and results. To conclude, the analysis of the documents 

was used to complement the triangulation and the research design and strategy. The last 

part of the chapter was related to limitations and ethical considerations. The limitations 

raised the challenges of using multi-sources in one single case study: the time frame due to 
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the data collection happening during Christmas and New Year, and of the researcher work 

at the organisation of the study case. Furthermore, all the ethics procedures were followed, 

respecting anonymity and voluntary participation. 

In summary, all the methodology and strategy selected were related to answering the 

research aim and objectives, bringing relevant evidence and profound results about the 

impacts of internal marketing in a hospitality company in Invercargill, NZ. 
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Chapter 5. Findings and Analysis 

5.1. Introduction 

The case study analysed in this research is a business in the hospitality industry of 

Invercargill, New Zealand. The organisation operates different companies in the sector, 

including seven hotels and motels, ten restaurants, fourteen bars, and six retail liquor 

outlets. They are committed to delivering high-standard quality accommodation, food and 

beverage, entertainment facilities, and excellent customer service for the residents and 

visitors. There is a head office manager responsible for all the business strategies, having 

different departments to administrate it, such as marketing, communication, human 

resource, operations, etc. The department contacted and involved in this research that 

approved all the processes was the Communication office. The research population was 

approximately 200 employees where ten of them were from management or leadership 

roles.  

This chapter aims to describe the results found in the research. The data collection of each 

method utilised is examined in detail in different sections and triangulated between each 

other. The final part interprets and discusses the results in relation to the project objectives 

and cross-references with previous studies in the field. For that, two methods, with different 

sample targets, were utilised in this project: interviews and questionnaires. While the 

questionnaire reached employees, the interviews were done with the managers of the 

business.  

The questionnaire was handled to explore the influence of internal marketing on employee 

satisfaction and how IM can benefit businesses from the employee perspective. It had 12 

closed questions, of which four are demographic, seven thematic, and a final open question. 

The Communication manager distributed it by e-mail to all employees and underlined it to 

the managers of each business to supervise it. The study reached a population of 190 

employees through identical questions on a google form link, having 50 responses. Section 

5.2 of this chapter explores the results through a descriptive statistics analysis. 
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The interviews were used to examine the impacts of internal marketing from the 

management perspective and determine how internal marketing can benefit the business 

through a semi-structured interview with nine questions used as a guide to explore the 

topic. The Communication manager chose five managers to be invited to participate in the 

study. However, two of them withdrew, and one extra manager was indicated totalising 

four interviews. To keep their identity anonymous, the participants are referred as manager 

01 (M01), manager 02 (M02), manager 03 (M03) and manager 04 (M04), respectively, 

with their short perspective code. Section 5.3 of this chapter describes and cross-references 

the results through a thematic analysis to identify patterns and themes to answer the 

research questions.  

5.2. Results Method 01: Questionnaire 

Bellow, the research breaks down the questionnaire results by pattern topics illustrated in 

tables and graphs. 

5.2.1. Demographic questions 

The participants were questioned on their age group to identify the workforce profile from 

the case study. As shown in Figure 5.1, most employees are from 18 to 40 years old, 

belonging to the Gen Z and Millennials generations. Gen Z represents 40% of the 

workforce, Millennials for 30%, and Gen X 20%. It is possible to acknowledge some 

common points regarding their career mentality. According to Adecco (2016), both groups 

are looking in their first job for career development (36%), fulfilling work (19%) and 

stability (19%), respectively. This finding illustrates that young generations dominate the 

responses of the questionnaire. Furthermore, this data works together with Statista (2019) 

evidence that the hospitality industry employs more millennials, averaging 30 years-old 

staff.  
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Figure 5.1 

Question 1: What is our age group? 

 

Note. Created by Schio (2022). 

Question 02 complemented in identifying the internal target of the organisation. According 

to Figure 5.2, most employees have been working for less than three years in the company, 

34% between 1 to 3 years and 28% less than a year. This finding connects with the age 

group profile, once most of GEN Z are in their first jobs, just starting their careers whereas 

Millennials are investing in their development, looking for opportunities in their career 

growth. 
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Figure 5.2  

Question 2: How long have you been working at this company? 

 

Note. Created by Schio (2022). 

Crossing the data of the first two demographic questions, staff involved in the case study 

research are from younger generations looking for career growth and stability. Therefore, 

Gen Z and Millennials should be the internal target of the organisation in understanding 

their needs and wants to impact, through IM, their satisfaction and motivation and 

ultimately the business performance. 

The last question of this theme identified from which department the researched staff 

belonged. From Figure 5.3, Restaurant/Bars and Housekeeping departments replied the 

most with 16 returns, next coming customer service and administrative sector with 11 

answers. According to the complementary documents provided by the case study, among 

the four businesses that participated in this research, the largest teams are housekeeping 

and restaurant/bars, with a population of 56 and 76 employees in total. This is a very direct 

correlation between department staff numbers and responses.   
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Figure 5.4 

Question 4: At this moment, how satisfied do you feel working at the company? 

 

Note. Created by Schio (2022). 

When asked "You are treated as an internal client by the company management", to identify 

the internal marketing philosophy among the sample, 46% of the respondents answered 

"neutral", and 30% "agree" respectively, as illustrated in table 5.1. The statement implies 

that internal marketing uses marketing concepts and tools towards the employees, making 

the company target their employees (Ahmed & Rafiq, 2002d; Brown, 2020; Gilmore, 

2000). Therefore, this result shows that they feel well-treated. 
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Table 5.1 

Question 5: Please, indicate your level of agreement about the statement: You are treated 

as an internal client by the company management. 

Strongly disagree 4% 
Disagree 12% 
Neutral 46% 
Agree 30% 
Strongly agree 8% 

Note. Created by Schio (2022). 

Figure 5.5 displays that 44% of respondents are satisfied, followed by neutral with 22%. 

They feel stable with the benefits offered. Interconnecting with question 4, where most of 

the employees feel moderately satisfied or satisfied, totalising 82% of the responses. In a 

similar line their satisfaction with benefits had 56% "satisfied" or "very satisfied". This 

revealed a relationship between the satisfaction of the employee benefits and the level of 

satisfaction at the workplace.  
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Figure 5.5  

Question 6: How satisfied are you with your employee benefits?  

 

Note. Created by Schio (2022). 

5.2.3. Internal marketing practices 

The literature review findings identified the following IM practices as tools to provide and 

improve employee satisfaction: internal marketing review, organisation support, internal 

communication, pay and rewards, training and development and work content/task. These 

elements were used on question 7 to investigate if employees recognise the company 

applying them to achieve job satisfaction. The results in Table 5.2 show that all of them 

were known by the participants; however, the most recognised were work content/task, 

with 64%, training and development with 48% and pay and rewards with 38%. 
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Table 5.2 

Question 7: Which practices cited below do you recognise that the company has 

implemented to improve job satisfaction? 

Do not recognise any 4% 
Internal marketing research 8% 
Organisation support 28% 
Internal communication 32% 
Pay and rewards 38% 
Training and development 48% 
Work content/task 64% 

Note. Created by Schio (2022). 

In addition, question 8 is related to question 7 to understand the efficiency of IM applied 

practices. When asked if the IM practices used by the company were effective, 44% of the 

participants replied moderately effective, and 28% replied effectively, showing a positive 

impact on the implementation of these practices. 

Figure 5.6 

Question 8: How effective do you believe these practices are? 

 

Note. Created by Schio (2022). 
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However, question 9 examined the IM practices evidenced in the literature review with a 

different approach. In this case, which practices are more critical for the employee to 

bring satisfaction were investigated. The respondents could classify from less important 

to very important using scores from 1 to 5, respectively. From Figure 5.7 is possible to 

observe the score of each practice and to identify the one with lowest and highest score. 

Market research and work content/task had the lowest rating, score 3. Pay and rewards 

reached score four only. Internal communication, training and development, and 

organisation support had the highest rate, being recognised by the employee as very 

important practise with score 5. 

Figure 5.7 

Question 9: For you, which practices/benefits are more important to bring job 

satisfaction? 

Classification: from 1 (less important) to 5 (very important). 

 

 

Note. Created by Schio (2022). 
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Comparing the Very important ratings among the IM practices, Figure 5.8 illustrates that 

internal communication and training and development, with 58% and 52% of the answers, 

are the practices recognised by the employees as the most important ones to bring job 

satisfaction. This result contrasts with evidence shown on question 7 that identified work 

content/task as the most invested tool used by the organisation to bring employee 

satisfaction. 

Figure 5.8 

Comparison of "Very Important" responses between the practices approached 

 

Note. Created by Schio (2022). 

5.2.4. Internal branding: business culture and values 

The last two questions investigated employee vision on business culture and values. 

Findings from the literature review show that using the IM framework, organisation culture 

and values can impact employees providing a satisfying workplace where they feel 

motivated and engaged with de company (Kanyurhi & Akonkwa, 2016; Kelemen & 
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Papasolomou, 2007; Raj & Jyothi, 2011; Santos & Gonçalves, 2018). It is clearly shown 

in Figure 5.9 that employees involved in the case study are proud of the organisation brand: 

66% of them feel proud or extremely proud. Aligned with it, question 11 in Figure 5.10 

investigated if the respondents agree that business values and culture can impact employee 

satisfaction. 46% of the participants agreed with the statement. Both questions suggest that 

employees valorise business culture and values and are happy with the company 

philosophy. 

Furthermore, this evidence synergises with results displayed on the Internal marketing X 

Satisfaction section, demonstrating a connection and a cascade effect between the level of 

satisfaction and the influence of the business culture and values on it. The results suggest 

that both work to achieve satisfaction between the staff. 

Figure 5.9 

Question 10: How proud are you of your employer's brand? 

 

Note. Created by Schio (2022). 
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Figure 5.10 

Question 11: Please, indicate your level of agreement about the statement: the business 

values and culture can bring jog satisfaction 

Note. Created by Schio (2022). 

5.3. Results Method 2: Interviews 

The interview analysis is divided according to the patterns and similarities found among 

the managers and the previous studies explored in the literature review. 

5.3.1 Internal marketing concept 

The concept of internal marketing was explored from the manager's perspective through 

the themes of communication, knowledge management and engagement as a base to build 

an internal marketing philosophy at the workplace. Each topic is explored as follows. 

Internal communication: the four managers during the interviews explored internal 

marketing as a process to communicate with the employees, being the main pillar of IM. 

The literature review shows that communication can connect the internal environment with 

the business, synergising with the results found in this research (Huang et al., 2019). M03 

described it saying:  
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Internal marketing to me, are all of the channels that we would use for our 
communication throughout the entire organisation. So, generally, there's a difference 
between marketing and comms, which is marketing's paid, comms is free. For me 
internal marketing is everything that we do. It's generally I would, I would think that 
it would normally be a free channel, a free way to get messaging through but for me, 
it's, it's probably more about communication than it is about marketing as such but 
comes as marketing because information is key. So, for me internal marketing is every 
single way that you talk to your people within an organisation or business. 

M03 complemented it by sharing its perspective that internal marketing is an approach to 

connect the internal workforce, using communication to keep it open. And business can 

use it on different levels and platforms. The structure depends on where this information 

needs to go. Moreover, M02 shared that communication is a way to support the team, which 

is essential to all the developed strategies. This manager added that once a business keeps 

a good communication structure, the employee will feel more motivated and engaged to 

perform better in its daily tasks. These results combine with the literature review that 

concludes that a well-planned communication makes employees feel more secure to 

innovate and be pro-active, improving motivation and satisfaction (Santos & Gonçalves, 

2018; Siviero & Pereira, 2014).  

All managers evidenced that communication and knowledge work together, being both a 

part of the IM concept and highlighting that this approach can bring satisfaction to the 

environment. The literature review illustrated similar results that IM as a communication 

framework could improve knowledge and the understanding between colleagues, 

employees, and management (Flannagan, 2010). 

Knowledge management (KM): according to the literature review, KM is an inter-

functional and networked approach where the exchange occurs by forming relationships 

around learning, trading knowledge, and solving problems in a collaborative workplace, 

mutually sharing values and benefits between employees, customers, and the company 

(Ballantyne, 2003). The research findings detected a similar concept. The M02, M03 and 

M04 used the term "knowledge is power", saying that this should be one of the cores of the 

internal marketing strategy. M02 believes that knowledge is crucial for businesses to 

constantly improve and invest in all business hierarchies and not only with the operational 
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team. It explored the topic, saying that there is always something to be learned, shared 

and/or improved to benefit all the stakeholders involved. Also, it is highlighted by M02 

that this is a process that never ends, that should be constantly coming formally from the 

Head office and informally between the team. The M03 brought the idea that the business 

should "give to them (employees) the knowledge to do their jobs well. And, you know, 

ultimately, they're going to feel great about themselves". M03 added that the organisation 

should identify what is valuable to share, so the employees can have the proper knowledge 

and use it in their favour to have better performance and be well informed. It can be a 

challenge to filter while passing the information, and the organisation could always do 

better. M04 had the same perspective that M02 and M03 finalised the importance of 

knowledge, saying:  

Well, knowledge is power. So, to keep everyone informed, it's not just about the 
information. It's not just about general day to day stuff, it's actually bigger than it, its 
ensuring people understand who we are and the business efforts, and how we keep 
people motivated and feel connected. So, there's that relationship, that you're building 
a culture. 

From their perspective, an internal marketing approach brings the culture of knowledge 

sharing to the business to improve the quality of service and keep the team motivated. 

Therefore, they feel part of it and feel confident with their work content. However, in 

studies approached in the literature review from the managers' perspectives, knowledge 

happens informally, being difficult to develop a communication pattern for the 

organisational knowledge (Armistead & Meakins, 2002; Yang, 2012; Yang & Wan, 2004). 

And they agreed that it is challenging to keep a pattern. That's why management should 

always be aware of using their leadership skills to support this process in the best shape 

possible. 

Engagement through the business culture and values: from the point of view of the four 

managers, the business culture and values are essential and should be part of the internal 

marketing strategy to build a sense of belonging with the team and, consequently, bring job 

satisfaction and a better customer service to the workplace. The literature review also 

carries the idea that engagement and empowerment intermediate the employee satisfaction 

and performance (Setiyani et al., 2019). Therefore, M01 sees the IM concept as a strategy 
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to engage the employees as part of the business to have better performance and ultimately 

to achieve better customer experience: 

I think it's really important that the staff do get buy in and do feel like they're part 
of something, because then it becomes personal to them. And you get more I guess, 
you know, they feel a sense of achievement, they feel as being part of something 
will give better   results, like they'll take it on, because it's personal, they've taken 
on this plane, the responsibility to make sure the customer has a great experience.  

M04 and M03 added that they can understand the business mission and feel more connected 

when the team is engaged with the business culture and values. Due to it, employees can 

provide a higher level of service and productivity because they believe they are involved 

with the company. This justifies why income is not the most crucial aspect of employment 

at the end of the process. Only wages do not keep the team engaged and motivated. Instead, 

the business should share its mission through staff induction and keep it alive daily in the 

environment through the leadership team. M03 and M04 agreed that culture and values 

should drive everything the business does, and internal marketing should be entwined with 

it. Furthermore, it is believed that the employee values should be aligned with the company 

to enhance the sense of belonging between this relationship and, consequently, achieve 

better engagement. M04 shared during the interview: 

if you're not happy with the work that you're doing, or the environment you work in, 
you're never going to be truly engaged or productive….. we want people to be actually 
thinking about the business, and about the culture and the environment…It's not about 
being best friends, but it's about having respect, understanding support for the entire 
group. 

The literature review interprets it as an internal marketing approach by bringing this 

concept as a strategy to the business to communicate their mission, gaining engagement 

and better performance (Kelemen & Papasolomou, 2007; Stachowski, 2008). Moreover, 

the managers perspective parallels the literature review where Brown (2020) and 

Stachowski (2008) consider internal marketing as a mechanism to share value between all 

the stakeholders building a motivated and agreeable environment at the workplace. 
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5.3.2 Internal marketing practices 

The IM practices patterns found in common by the managers were organisation support, 

training and development, communication, and pay & rewards. 

Organisation support: according to the literature findings, organisation support is an IM 

practice that influences and bands together with other practices to achieve satisfaction and 

high-performance (Kameswari & Rajyalakshmi, 2012; Rani & Mariappan, 2011; Santos & 

Gonçalves, 2018; Sarangal & Nargota, 2017; Sarker & Ashrafi, 2018). All managers 

highlighted it, saying that organisation support should be part of the IM. Once employees 

have structural support from the company, they feel more confident in being proactive and 

producing more because they know they can trust their leaders. Therefore, M03 informed 

that it is possible to develop and maximise staff skills through organisation support. They 

all concurred that it is an equal share responsibility from the head office to the leadership 

team to assist their teams at each business. M01, M02 and M03 believe that the leaders and 

seniors' positions are important in passing the information and supporting their staff. 

However, M01 and M02 understand the Head office as the "parent company" that should 

deliver the leaders' tools and assist. M02 feels that, at the moment, there is a lack of it: 

"there is a lot of improvement that could be done for us, because I don't think we're 

maximising at all, in any of that particular area". M03 recognised that head office could do 

more, giving the managers more tools. 

Training and development: the four managers mentioned training and development as an 

IM practice that supports bringing motivation and satisfaction and working together with 

communication practices and the knowledge concept. However, only the M02 and M03 

went in-depth in that practice. M02 considers it a crucial responsibility to teach people, 

especially in the hospitality scenario and the younger generation. They mention it has been 

challenging to find people who are keen to stay longer in the sector. This affirmation runs 

together with Joung et al. (2015) findings that show that this practice can reduce turnover 

in the foodservice industry in the USA. Both asserted that through training, businesses 

share knowledge and responsibilities, making the employee more engaged in doing the job 

well and bringing personal satisfaction.  
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Furthermore, they agree that the business should invest in professional development, 

upscaling their skills continually in a never-ending process. There is always something new 

to be learned and shared, and training can keep this knowledge updated. The literature 

findings match the synergy mentioned between training and communication. It is 

illustrated by Berry and Parasuraman (2004) that this process never ends if the business 

wants to keep the team motivated and satisfied. This practice appears in several studies as 

an instrument that influences employee satisfaction, as mentioned by the managers 

(Bojarskytė, 2017; Joung et al., 2015; Kameswari & Rajyalakshmi, 2012; Kelemen & 

Papasolomou, 2007; Sarangal & Nargota, 2017; Sarker & Ashrafi, 2018).  

Communication: as cited before, the managers comprehend this term as one of the cores 

that run the internal marketing framework, yet it is seen as a tool to influence employee 

satisfaction and better performance. According to M04, business defines policies, 

procedures, etc., and guides the team through communication. It said, "everyone needs to 

be well informed because everything else will lead down from that". M01 complemented 

sharing the opinion that the business can avoid surprises and unforeseen situations at the 

workplace through well-planned communication. M03 informed that there are several 

channels, such as social media, intranet systems, and e-mails, to communicate with the 

staff, making sure that they are aware of what is happening within the organisation. 

On the other hand, M02 brought challenges in applying this practice. As a hotel manager, 

they believe that the busy environment makes some vital information and communication 

procedures to be passed as an operational improvement that should be done, feedback, etc. 

Therefore, they are challenged to come back and recover information during their daily 

tasks at work.  

Pay and rewards: this practice is mentioned by all managers, but none consider it a priority 

as the others explored above. They are aware that the income and benefits are important 

since they bring safety and stability to employees; however, it does not keep employees 

performing well, satisfied, and motivated in the long term. In contrast, the Joung et al. 

(2015) findings illustrated that pay and rewards positively impacted job satisfaction and 

performance in the food industry in the USA. 
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5.3.3 The impacts of IM and its integrative approach 

Applying the IM as a background in the business, managers recognised that the main IM 

impact is satisfaction and motivation. This can bring a competitive advantage to the 

company because they will be more prepared and empowered. M02 and M04 emphasised 

that by having IM behind the organisation's strategies, the employees will know what they 

are doing, be confident, and then be motivated and satisfied in working for them. 

Consequently, it can avoid mistakes that can impact the customer experience. Not using 

IM in the business, M03 declared the following impacts: 

…they lose their passion, they walk away from the job, but then they take that next 
step, and they go on, they say, oh, you know, the company (brand name deleted) is 
terrible, you know, so. So that's the worst. You know that reputational harm is huge. 
But also, you know, we've got to look after our people. So, this is, you know, one of 
those ways that we do that we make them feel as though they are really valued. And 
you know that feeds into their well-being. If, on the flip side of that, you do your 
internal marketing really well, then not only do you have somebody who's really 
happy, and they're healthy, and they love their job, but then they, in turn, become a 
promote. 

Overall, all the interviews analysed brought the idea of intersection and integration of the 

themes of the internal marketing concept and its practices explored by the managers. 

Knowledge, culture and values, and communication, the core of internal marketing, must 

be carried on by different IM practices. They should be synchronised to achieve employee 

satisfaction, performance and consequently, high-standard service. This testimony comes 

together with many authors explored in the literature review that believe in an integrative 

approach of the IM, interlacing the business strategies with the IM practices (Bojarskytė, 

2017; Hogg et al., 1998; Huang et al., 2019; Kelemen & Papasolomou, 2007; Rani & 

Mariappan, 2011). For M02, all practices are equally important if businesses want to 

succeed with their internal marketing strategy. Moreover, M04 believes that the framework 

could be explored differently according to the employees' behaviours: 

…you need to understand how each individual operates what's important to them. 
And by understanding their style, or where they fit into your business, then you're 
going to identify what can be done to keep them connected, motivated, engaged in 
the business, have a genuine willingness to be part of your business. 
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The questionnaire aim was to investigate the influence of IM on employee satisfaction from 

the employee perspective. The findings are consistent with previous studies showing that 

IM influences employee satisfaction (Kanyurhi & Akonkwa, 2016; Kelemen & 

Papasolomou, 2007). Through different strategies and practices, the IM framework can 

impact employee satisfaction. The most important IM practices that can influence 

satisfaction are internal communication, training and development, and organisation 

support from the employee perspective. Previous studies have mentioned the same 

practices can work together to achieve employee satisfaction (Rani & Mariappan, 2011; 

Santos & Gonçalves, 2018; Sarker & Ashrafi, 2018).  

Moreover, their level of satisfaction regarding the organisation is high and is influenced by 

the benefits that they have at the company. However, these benefits are considered more 

psychological and physical security than an IM practice. According to Maslow's hierarchy 

of needs, safety needs represents the tools used at the workplace to provide psychological 

and physical security (Maslow, 1943). Therefore, benefits as bonus, insurances, 

medical/health support, discounts deals, retirement benefits are recognised as practices 

for the safety need level at the workplace. The last part of the questionnaire investigates 

the influence of business culture and value on employee satisfaction. The results are 

congruent with previous research that shows business culture and value, as a core of the 

IM, to impact employee satisfaction developing a sense of belonging and engagement 

between them and the company (Kanyurhi & Akonkwa, 2016; Kelemen & Papasolomou, 

2007; Raj & Jyothi, 2011; Santos & Gonçalves, 2018).  

The interviews examined the impact of IM from management perspectives and how it can 

benefit the business. From their perspective, the concept and approaches of internal 

communication, knowledge management and engagement through the business culture and 

values are the IM background and strongly impact employee motivation and satisfaction, 

providing a better environment and being beneficial to the business in building an assertive 

transparent relationship. Knowledge is seen as the core of IM and should be shared 

constantly. Once the employee has the knowledge and feels confident in applying it, it can 

impact its motivation and business performance. 
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The results showed the development of a sense of belonging through the business culture 

that can bring satisfaction and more engagement to the business. Previous research has 

discussed the concept of internal branding into the internal marketing strategy, showing 

that promoting the business culture internally can create a sustainable and mutual value 

relationship between employees and the company. Consequently, the staff feel part of the 

company, impacting their satisfaction, motivation, and engagement (Brown, 2020; 

Kanyurhi & Akonkwa, 2016; Kelemen & Papasolomou, 2007; Raj & Jyothi, 2011; Santos 

& Gonçalves, 2018). 

Furthermore, IM practices that most impact the business and employees are organisation 

support, training and development and internal communication. They combine efforts to 

achieve employee satisfaction and engagement, and consequently, a better business 

performance. The literature review has displayed the same practices working together as 

an IM strategy to achieve the business objectives (Rani & Mariappan, 2011; Santos & 

Gonçalves, 2018; Sarker & Ashrafi, 2018).  

Triangulating the results of each method, it is noticeable that both show that organisation 

support, training and development, and internal communication impact on employee 

satisfaction the most, being internal communication for both the most important one. While 

from the employee perspective, internal communication had 58% of adhesion, for the 

managers, this practice is seen more than a tool, but as the pillar of the internal marketing 

concept. In addition, the influence of the business culture and values on employee 

satisfaction had a positive result in both cases. Both showed that there is a relationship 

between the brand and employee that has been built.  

From the manager's perspective, the work content/task practice, which had the majority of 

the votes for employees when asked the practice they recognised that the organisation has 

implemented to improve satisfaction, is part of the knowledge management concept. The 

literature review found only two studies introducing the work content/task as an IM 

practice (Kameswari & Rajyalakshmi, 2012; Rani & Mariappan, 2011). Both cases showed 

that IM practice influences employee satisfaction being the challenges of the work 
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content/task a motivator factor. The managers of this study case believe that this investment 

should be constant, always more to be learned and improved at the daily work. 

Considering the testimonies and the patterns underlined, Maslow's hierarchy of needs, 

explored in the theoretical analysis, appeared in the background of the testimonies. The 

five levels are intrinsically involved in the IM framework. The themes of engagement 

through business culture and values and the organisation support practice approach the 

safety and belonging needs investigated by Maslow. As mentioned by the managers, people 

need to feel that they belong, that their work has a purpose for them to engage and feel 

motivated. They need to feel valued as a team member. They feel supported in a safe 

environment where they can explore their skills and challenge themselves to achieve better 

performance and, ultimately, benefits business. Self-esteem can be achieved by 

implementing the IM framework, using its practices and concepts highlighted by the 

managers. And once the business can synergise and interconnect its strategies in an internal 

marketing approach, self-actualisation can be achieved. It means that employee and 

company values are aligned, working together to increase business performance.  

Overall, all the results showed an interconnection between the different tools and strategies 

that the business can use as part of its IM strategy to achieve employee satisfaction. The 

literature review has suggested that each practice and strategy should interact with each 

other, to achieve employee satisfaction and business objectives (Bojarskytė, 2017; Hogg et 

al., 1998; Huang & Rundle-Thiele, 2015; Huang et al., 2019, pp. 109-124; Kelemen & 

Papasolomou, 2007; Rani & Mariappan, 2011). Also, the managers agreed that all practices 

and strategies should work in partnership to enhance the results and achieve the desired 

goals. 

5.5. Summary 

The research question of this project is to investigate the impacts of the IM in a hospitality 

company in NZ from manager and employee perspectives. The findings could answer the 

question using different methods to achieve it. The question was explored through a case 

study design. The enterprise chosen is in Invercargill, with different businesses in the 
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industry and a good representation in the market. The results were approached according 

to the methods used. Firstly, the questionnaire results explored the topic through a 

descriptive statistics analysis from the employee point of view. The results showed that IM 

could impact employee satisfaction. Secondly, the manager's interviews outcomes were 

displayed by thematic analysis. The evidence illustrated that the IM impacts are mainly 

employee satisfaction, motivation, and performance. Both results were discussed in the last 

section and finalised with the triangulation of both data to bring more evidence to the 

project. Cross-referencing showed that managers and employees agreed that business 

culture and values are important to job satisfaction and are part of the IM approach. 

Furthermore, both recognised organisation support, training and development and internal 

communication as the most important IM practices the influence and impact satisfaction. 
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Chapter 6.  Recommendations and Conclusion 

6.1. Introduction 

This chapter brings the most important insights into the research. It starts with an overview 

of the purpose of the project restating the vital aspects of the theoretical and industry 

analysis, literature review and methodology. The results are highlighted and cross-

reference with the objectives and research aim. The following section explains the 

significance of this study, exploring the implications of the findings and the importance for 

the industry and applied management field. Subsequent, a conclusion is made regarding 

the research objectives and the limitations confronted during the research development are 

reported. To finalise, the recommendations are described suggesting what could be 

developed from this study. 

6.2. Purpose of the research 

The purpose of this project was to explore the impacts of IM in a hospitality enterprise 

from the New Zealand scenario. The objectives were to investigate the influence of IM on 

employee satisfaction from the employee perspective and examine the impact of IM and 

how it can benefit the business from management perspective. Through a case study design, 

the aim was to have an in-depth understanding of all the relations, patterns, experiences of 

the theme and from different perspectives of the real world. The study used a mixed-

methods exploratory case study with triangulation data to cross-reference the findings and 

go in-depth in the case to achieve the objectives and enrich the research results. As the 

background of the project, the methodology philosophy was interpretivism, once in a case 

study, the truth is subjective, and the respondents' background impacted the results.  

The mixed methods approach used included quantitative, qualitative and documents 

analysis as secondary data. The quantitative approach was done through a questionnaire 

with the employees of the case study to examine the influence of IM on employee 

satisfaction. With twelve questions on a google form link, the questionnaire reached a 

sample of 190 employees and had 50 responses. The descriptive statistics technique was 
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applied to analyse the data collected. The qualitative method was used to investigate the 

impact of internal marketing and determine how internal marketing can benefit the business 

from managers' perspectives. In total the study could interview four managers from the 

organisation, and all the results were examined through a thematic analysis. 

The theoretical analysis enriched the study bringing the theories of the Maslow's hierarchy 

of needs and the AMO framework to understand in depth the conceptions of satisfaction 

and motivation in the work environment that are the background of the IM framework. The 

concepts have a linear relationship with the employee within the workplace and are 

intrinsically involved in the IM theory. Both theories can enhance motivation and 

satisfaction drivers and assist companies in synchronising it with an IM approach and 

improving better performance. In addition, the industry analysis investigated the hospitality 

sector using a stakeholder framework analysis to understand better the scenario in the case 

study is inserted. The research clarified that the heart of the hospitality industry is the 

people, and the IM can be the strategy used to connect the stakeholders into the business 

strategies.  

The literature review redeemed previous studies about the internal marketing. Firstly, the 

IM concept was explored from different perspectives, highlighting the following 

approaches to influence employee satisfaction and achieve high service quality: treating 

the employee as internal clients, creating a business culture of the brand, and developing 

knowledge management internally. Furthermore, the literature explored the internal 

marketing mix evidencing the following IM practices that can influence employee 

satisfaction: market research; pay & rewards; organisation support; training & 

development; internal communication. This section was finalised, instigating the 

relationship between IM and human resource management and internal marketing as a 

competitive advantage. 

When triangulating the results, the findings of the data collected illustrated that 

organisation support, training and development, and internal communication were the IM 

practices that had more impact on employee satisfaction and performance. Internal 

communication was highlighted not only as a tool but as an approach behind the 
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background of the IM theory to bridge a connection with employees and engage with them 

through a transparent relationship. The findings reported that business culture and values 

could influence employee satisfaction, being an important approach to developing a sense 

of belonging and affecting employee satisfaction, engagement, and performance. In 

addition, managers and employees brought the idea of knowledge from different 

perspectives. While managers informed that knowledge is the key to achieving better 

performance and enhancing satisfaction and motivation, the employees admitted that the 

implantation of work content/tasks is a practice to improve job satisfaction. 

All results combined could answer the research objectives. From the manager's and 

employee's perspectives, the present study could explore the topic and investigate the 

influence of the IM on employee satisfaction, its impacts and how IM could benefit the 

business. Overall, the impacts of internal marketing in a hospitality enterprise in NZ were 

explored and evidenced. 

6.3. Relationship to previous research 

Nowadays, the hospitality market has been more competitive and clients more demanding, 

looking from distinct experiences to consume service. Marketing principles and strategies 

have been essential to identify the target wants and personalise the service according to its 

business goals. However, the sector has recognised that customer service is the key to 

achieving their goals being necessary to invest in the workforce once it is the primary 

source. This is the moment that internal marketing appears to develop strategies to engage 

employees towards the business strategies and culture to foment their performance and 

achieve the external marketing. Due to it, the implications of this research have shown that 

a satisfied and motivated workforce can impact business performance. All the IM impacts 

evidenced in the results illustrate the importance of involving human resources to maximise 

them to the business disposal. Furthermore, the study displayed that using IM as the 

background of the business strategies is a win-win scenario where the business and all the 

stakeholders are benefited. This study could expand internal marketing knowledge, helping 

companies with new perceptions and how to manage their people in favour of the business.  
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The findings added value and complemented the knowledge of previous research regarding 

this topic. The IM impacts reported in this study band together with the benefits evidenced 

by  Berry and Parasuraman (2004, p. 170) that believes that IM collaborates with the 

business bringing purpose, meaning, and knowledge to the workplace consequently, 

impacting the quality of the customer service provided. Also, it synergises with Gilmore 

(2000) that informs the importance of involving the employee in the business values and 

culture through IM strategies to achieve the management goals. The IM practices 

highlighted added knowledge to the field, complementing what many authors have found 

that organisation support, internal communication and training and development together 

have a crucial impact on employee satisfaction and business performance. Together, the 

three practices applied can foment and maximise the results (Rani & Mariappan, 2011; 

Santos & Gonçalves, 2018; Sarker & Ashrafi, 2018; To et al., 2015). Moreover, the results 

finalised believing an integration approach going towards too many previous studies found 

in the literature review helping on the construction of interconnection between all strategies 

and beliefs of the IM (Bojarskytė, 2017; Hogg et al., 1998; Huang & Rundle-Thiele, 2015; 

Kelemen & Papasolomou, 2007; Rani & Mariappan, 2011). 

6.4. Conclusion of this research regarding the research objectives 

The case study findings concluded that IM is necessary for business environment and 

performance. The impacts reported how this strategy could benefit the whole business all 

the stakeholders. The research results confirmed the influence of IM on employee 

satisfaction from the employee perspective, the objective one. The reasons are the positive 

results regarding the level of satisfaction and the positive relationship between the business 

values and culture with satisfaction and the IM practices with satisfaction. In addition, from 

the interviews, the second objective was answered. It is clear that the impacts of internal 

marketing from the managers' perspective are primarily employee satisfaction, motivation 

and performance. The results displayed that using IM concept and practices as a 

background, the company strategies can create a cascade effect, improve workforce 

satisfaction and motivation, and consequently, enhance business performance and quality 

service. 
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Hence, the research objectives were concluded by the project in a case study design, 

bringing evidence from their reality that IM can bring employee satisfaction and benefit 

the business by bringing better performance and quality service. Overall, managers and 

employees agreed on the benefits and practices of the IM framework. 

6.5. Limitations of the present study 

The empirical results reported herein should be considered in light of some limitations. The 

first was the researcher's case study design, which was based on a single company in a 

particular scenario limiting the investigation of IM impacts, once the results were cantered 

on this background bringing a piece of the reality regarding this topic. Secondly, the study 

was limited to a certain amount of time, causing a delay in the project's timeframe. The 

findings were affected by the operations of society. Initially, the limitation was because the 

data collection occurred between Christmas and New Year. Despite some employees and 

managers being on holiday, the Communication manager responsible for sharing the 

questionnaire was also out of the office. Then, the hospitality sector had to readapt its 

operation due to the COVID19 changing its protocols, occurring another delay in the data 

collection because the case study was busy restructuring the business process. Finally, the 

researcher had to delay in approximately two weeks the data collection to ensure the data 

would access the respondents having enough volume to analyse the results.  

Once the questionnaire was running, the employees were not engaged to participate, which 

took longer to get the responses. It was necessary to print hard copies and share them 

around the companies because only the google link was not enough to achieve the 

respondents. The head office asked the managers of which business to advertise among the 

employees the questionnaire in a tentative to get more responses. Therefore, the data 

collection was delayed again, having another week to gather the data. Regarding the 

interviews with the managers, once they were back from holiday, two of them gave up 

participating, taking time to find another volunteer to replace and impacting the project 

deadline. 
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Furthermore, the researcher challenged working at the case study company by not 

becoming involved. Conversations between colleagues about the topic were avoided not to 

create any conflict. All the delays mentioned above were talked restrictively with the 

Communication Manager at the Head office.  

6.6. Recommendations for future research and practice 

The research was a single case study design. Therefore, initially, further study is 

recommended to explore other companies in the hospitality industry of New Zealand. It 

could bring different perspectives considering other location scenarios and new insights 

into the topic researched. Secondly, regarding the quantitative method that brought 

evidence from the employee perspective, it is suggested to go further regarding the internal 

marketing practices. It could be included an analysis of these practices by department, 

identifying in-depth the needs of each sector, consequently helping the leaders and the 

business as a whole to plan their strategies accordingly. It is possible to go in further studies 

adding a question to explore more the third objective, bringing more insights into how 

internal marketing can benefit businesses from the employee point of view. Another 

recommendation would be to use a focus group method with the employees of the case 

study to discuss the topic and have a profound analysis of their experience, background 

and perspectives regarding the influence of the IM on employee satisfaction and its 

impacts. Finally, the last suggestion would be to compare the results before and after 

implementing the internal marketing in a case study company to analyse in-depth the 

impacts and perspectives of the stakeholders involved and their behaviours before and after 

applying the IM theory. 

6.7. Conclusion 

Overall, this study was well supported by the analysis done in the theoretical and industry 

section that brought solid frameworks to the topic explored, bringing relevant insights and 

interpretation of the results. Previous studies reported in the literature review could cover 

the topic from different perspectives enhancing the results analysis. Through the research 

findings, the objectives could be answered and agreed with studies illustrated by different 
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authors in the literature review. This paper could contribute to Applied management, 

bringing more insights into how the marketing concept can be used internally towards the 

employee becoming a new strategy that can impact employee satisfaction and engagement, 

consequently, in quality service and business performance.  
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Appendix A  Implied Consent and Questionnaire      

My name is Luciana Schio, and I am a student in the Master of Applied Management degree 

programme at the Southern Institute of Technology, Invercargill carrying out a research 

project as partial fulfilment of my degree.  

This questionnaire is about the impacts of Internal marketing, a strategic approach that 

businesses can use to manage the workforce treating them as an internal client to bring 

more production, a better performance, and consequently, bring job satisfaction to all 

employees. 

The aim of my research is to investigate the influence of the Internal Marketing practices 

on employee satisfaction from your point of view.  

This research will help the company that you work for and other businesses in New Zealand 

to understand better their staff mentality and adapt the strategies to bring more success to 

the business and improve engagement and satisfaction to employees. 

Your participation is voluntary and anonymous. If you decide to answer the questionnaire, 

I thank you.  

All the material is confidential and will be stored on a password-protect computer for five 

years, being destroyed after it. 

If you do complete it, you are giving your consent for your data to be included in my 

project. 

This project is being carried out under ethical approval from the Human Research Ethics 

Committee. If you have any questions, please contact my supervisor Dr. Robyn Hill, e-

mail robyn.hill@sit.ac.nz. 
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Thank you very much for helping us with this research. 

Luciana Schio 
2019008610@student.sit.ac.nz 
 

QUESTIONS 

What is your age group? 

  Gen Z (18-24)  
  Millennials (25-40) 
  Gen X (41-56)  
  Boomers (57-66) 
 Boomer I (67-75) 

 

How long have you been working at this company? 

  Less than a year  
  From 1-3 years 
  From 4 – 6 years 
  From 7-10 years 
  More than 10 years 

 

Which department do you belong to? 

  Reception / Front Office/Porter 
  Functions 
  Housekeeping 
  Restaurants & Bars 
  Kitchen 

 Back Office 
 

At this moment, how satisfied do you feel working at the company? 

  Extremely satisfied  
  Satisfied 
  Moderately satisfied  
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Unsatisfied 
Extremely unsatisfied 

Please, indicate your level of agreement about the statement: You are treated as an internal 

client by the company management. 

Strongly agree 
Agree 
Neutral 
Disagree 
Strongly disagree 

How satisfied are you with your employee benefits? 

Very satisfied 
Satisfied 
Neutral 
Dissatisfied 
Very dissatisfied 

Which practices cited below do you recognise that the company has implemented to 

improve job satisfaction? 

Internal market research (research with employees to identify the needs, wants 
and to understand the distinct behaviours of employees) 
Work content/task (employee duties and responsibilities) 
Internal communication (the communication between the team and middle and 
top management, also between colleagues and between business culture and 
workforce) 
Training & development (ex: workshops; courses) 
Organisation support (help from the middle and top management) 
Pay & rewards (regarding employee benefits) 
Another option

How effective do you believe these practices are? 

Extremely effective 
Effective 
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  Moderately effective  
  Slightly effective  
  Extremely not effective 

 

For you, which practices/benefits are more important to bring job satisfaction? You can 

classify from 1 (less important) to 5 (very important). You can repeat the numbers. 

  
Internal market research (research with employees to identify the needs, wants 
and to understand the distinct behaviours of employees) 

  Work content/task (employee duties and responsibilities) 

  

Internal communication (the communication between the team and middle and 
top management, also between colleagues and between business culture and 
workforce) 

  Training & development (ex: workshops; courses) 
  Organisation support (help from the middle and top management) 
  Pay & rewards (regarding employee benefits) 
  Another option  

 

How proud are you of your employer`s brand?  

  Extremely proud  
  Proud 
  Moderately proud  
  Not at all proud 

 

Please, indicate your level of agreement about the statement: The business values and 

culture can bring job satisfaction. 

  Strongly agree  
  Agree  
  Neutral 
  Disagree 
  Strongly disagree 

 

Would you like to add any information or testimony regarding your job satisfaction 

experience working at the company? Please write here_______________  
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Appendix B  Interview Questions    

General questions 

1. What is your Job Title?  

 

Questions about the research objectives 

1. What does the concept of internal marketing mean for you? 

2. How do you think ILT uses internal marketing or similar strategies at the workplace?  

3. How important do you consider the use of internal marketing is for ILT businesses? 

4. What do you believe are the impacts of Internal Marketing on the company?  

5. In your opinion, what is the importance of internal marketing for the employee and 

their job satisfaction? 

6. How important do you consider the business culture and values of ILT businesses 

are for the implementation of an internal marketing strategy? 

7. Which Internal Marketing practices do you consider have the biggest influence on 

employees’ performance and satisfaction? Why?  (Practices may include market 

research; work content/task; communication; training & development; organisation 

support; pay & rewards). 

8. Which department or role do you think should be responsible to implement IM in 

the business and monitor it? Why? 
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Appendix C  Participant Information sheet    

 

THE IMPACTS OF INTERNAL MARKETING: A CASE STUDY OF A NEW 

ZEALAND ENTERPRISE 

 

Information Sheet for Participants  

Thank you for showing an interest in this project. Please read this information sheet 

carefully before deciding whether to participate or not. If you decide to participate, I thank 

you. If you decide not to take part, there will be no disadvantage to you of any kind and I 

thank you for considering my request. 

Introduction  

My name is Luciana Schio, and I am a student in the Master of Applied Management degree 

programme at the Southern Institute of Technology, Invercargill carrying out a research 

project as partial fulfilment of my degree.  

What is the aim of the project? 

This research aims to explore the impacts of Internal marketing in a national company in 

New Zealand from the construction industry in a case study. The objectives are to 

investigate the effects of Internal marketing and how it can benefit the company from a 

manager’s point of view. A benefit of this research could be to better understand the staff 

mentality and adapt the strategies to bring more success to the business and improve 

satisfaction to the employees. Furthermore, it could bring awareness and innovations to the 

professionals responsible for the management of companies. 
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What type of participants are being sought? 

The project will be conducted in one company that the offices are throughout New Zealand. 

Therefore, the participants sought will be supervisors and/or managers of this company. 

The selection of the managers will happen together with the Human Resource management 

of the case study company to identify potential participants. An e-mail will be sent by the 

Human Resource overseen. 

What will participants be asked to do? 

Should you agree to take part in this project, you will be asked to attend an interview with 

the researcher in person or face-to-face, depending on your availability and location.  Your 

level of participation is entirely voluntary. You will not be asked to answer questions you 

are not comfortable with within any part of the interview. The interview will take around 

30 minutes, and the information will be recorded. Talking will be led by the researcher, 

who will have some questions to be covered, but most of the interview will depend on the 

flow of the conversation. Only questions relating to internal marketing will be discussed. 

Please be aware that you may decide not to take part in the project at any time without any 

disadvantage to yourself of any kind. 

Can participants change their minds and withdraw from the project? 

You may withdraw from participation in the project at any time up until the point at which 

the data is anonymised and amalgamated into the report, without any disadvantage to 

yourself of any kind. 

What data or information will be collected and what use will be made of it? 

The interviews will be recorded on a digital audio recorder or video in case online 

interviews for later transcription and analysis. Your name will not be mentioned in the 

recording or transcription, and you will not be identified at any time. Your name will not 

be used in the dissertation, and any identifying features in the data will be withheld or 

disguised to protect anonymity. All information will be kept confidential, and the 

researcher will use the data only for the purposes of this study. 
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What will happen to the results? 

The results of the project will be in a report available in the Southern Institute of 

Technology library (Invercargill, New Zealand). You are most welcome to request a copy 

of the results of the project should you wish. 

How will the data be stored? 

The data collected will be securely stored in such a way that only the researcher will be 

able to gain access to it. At the end of the project, any personal information will be 

destroyed immediately except for, as required by SIT's research policy, any raw data on 

which the results of the project depend on will be retained in secure storage for five years 

after which it will be destroyed. 

What if you have any questions about the project?  

If you have any questions about the project, either now or in the future, please feel free to 

contact:  

Researcher: Luciana Schio 
Southern Institute of Technology  

Supervisor: Dr Robyn Hill 

This research has been approved by the Human Research Ethics Committee at SIT. 

If you have concerns about the ethical conduct of this research or the researchers, the 

following procedure should occur. Write to the following:  

The Secretary of the Human Research Ethics Committee 
Southern Institute of Technology  
133 Tay St  
INVERCARGILL 9840 NZ  
Tel: 03 211 2699  

All information is confidential and will be handled as soon as possible. 



111 

Appendix D Participant Consent form 

I have had the scope and nature of the research fully explained to me.  Any questions about the research have 

been satisfactorily answered, and I understand that I may request further information at any stage. 

I accept and note that: 

1. My participation in this research is entirely voluntary.
2. I may withdraw from participation in the research at any time up to the point at which the data

is anonymized and, without explanation, disadvantage, or disincentive.
3. Any information given during the interview is being utilized solely for the purpose of the

specific research project and will not be disclosed to any other person or agency without my
express consent.

4. With my permission the interview will be recorded for later transcription.
5. This information may be incorporated into the research report, but actual names or other

characteristics that may lead to identification of individuals or organisations will not be
disclosed.

6. I may request to view any completed drafts or sections of the research report to which I have
contributed, at any time.

7. A copy of the completed research report will be made available to me, on request, at the
conclusion of the research.

 _____________________________________________________________________ 

DECLARATION 

I have read and understood the information set out on this form and give my informed consent to be 

interviewed in accordance with the stated terms and conditions. 

Name of Research Subject/Participant Name of Researcher 

………………………………………              ………………………………………… 

Signature ……………………………    Signature ………………………….. 

Declaration of consent to be interviewed for 

THE IMPACTS OF INTERNAL MARKETING: A CASE STUDY OF A NEW 




