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Abstract

Internal Marketing (IM) is a concept in which employees within organisations are
treated as internal customers. This concept of internal marketing focuses on how an
organisation serves the employees. In addition, internal marketing (IM) has evolved
as a strategy in order to create employee satisfaction within the company. This is
because when employees are treated as customers they become more committed,

co-operative, enthusiastic and satisfied.

Employee job satisfaction is an essential element of internal marketing (IM). This is
because employee’s understanding of their organization’s goals and activities help in
meeting the required standards and establish successful relationships with external
customers. Employee satisfaction towards their work uplifts their morale which in
turn contribute significantly and positively to high-quality performance and external
customer service. Therefore, internal Marketing (IM) is considered a continuous

process and directly linked to employee satisfaction.

This research seeks to explore the concept of internal marketing (IM) and its
relationship in developing satisfaction among employees of three targeted
universities in Pakistan, Lahore. In this research, firstly, relevant literature is
reviewed on relation between internal and external customer which leads to concept
and development of internal marketing (IM). After that, in depth discussion of the
models of internal marketing (IM), briefly leading to the development of a conceptual

framework in the context of this research.

XV



Later, it follows, to define employee satisfaction and its relationship with internal
marketing (IM) comprehensively. Next, concept of internal marketing (IM) in higher
education (HE) and justify the reasons of choosing three targeted universities in
Pakistan. This helped in shaping the conceptual frame work, and to generate
hypotheses to fulfil the objectives of this study, in terms of relationship between

variables of internal marketing (IM) and employee job satisfaction.

Statistical Package for Social Science (SPSS) is used to test hypotheses using the
non-parametric alternative, Spearman’s Rank Order Correlation (rho) to find
significance of the above defined relationship and then Standard Multiple Regression
was applied to find the Coefficient of Determination in order to observe the goodness

of fit of the model.

The empirical research findings provide strong support for the hypothesized model;
all hypotheses are supported and accepted. Statistically significant and positive
correlations were found between all variables of internal marketing (IM) and
employee job satisfaction in three targeted Pakistani universities. Future research
can be built by considering other regions, industries, in different environment,
backgrounds or cultural context to determine the unaffected impact of variables of

internal marketing (IM) and its relationship with employee satisfaction.
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Chapter One

Introduction



1.0 Introduction

The basis of this research is to seek an understanding of the concept of internal
marketing (IM) and its relationship with employee job satisfaction in Pakistani
universities. More specifically, this research is concerned with exploring the
understanding and implementation of most frequently used variables of internal
marketing (IM) within three targeted universities in Lahore, Pakistan and its role in

developing satisfaction among university employees.

The main purpose of this chapter is to present an outline of the research which is to
be discussed over the next six chapters. The introduction of this chapter begins by
presenting the importance of the research, research objectives and research
guestions with their justifications. After that it is followed by an overview and a brief

explanation of the structure of research.



1.1 The Importance of the Research

Marketing is considered an important subject in academic discourse and an
significant tool in business practices. This subject has been studied extensively since
the 1950’s (Kotler, 1991) . He further defines marketing as a social and managerial
process by which individuals and groups obtain what they want and need through

creating, offering and exchanging products of value with others (Kotler 1997, 1991).

Marketing theory has evolved over several stages:

Consumer Marketing in the 1950’s, Industrial Marketing in the 1960’s, Societal
Marketing in the 1970’s, Service Marketing in the 1980’s and Relationship Marketing
in the 1990’s (Egan, 2001, Christopher, Payne and Ballantyne, 1991). All the above

helped to set the stage for Internal Marketing (IM) (Voima, 2000).

Traditionally, marketing and management focus on external customers and markets,
while attracting and retaining customers for a profit (Drucker, 1963). Nevertheless,
there has been consistently internal resistance to marketing in organizations,
requires major change (Kotler and Armstrong, 2001) For this reason, internal
marketing (IM) was proposed as an approach to solve the challenge of constantly
delivering high quality service (Gronroos, 1978). Internal marketing was first
emerged in the literature of services marketing and then in service management and
relationship marketing (Voima, 2000). Internal marketing (IM) is a method for
enabling the delivery of promises to customers by external marketing (Zeithaml and
Bitner, 2000). In this concept of internal marketing, employees within organizations

3



are considered as internal customers and jobs as products (Berry, 1981).
Furthermore, according to Pitt et al., (1999) treating all employees as internal
customers is the most important aspect of internal marketing and their ability to
satisfy the needs of others inside the organization is considered an antecedent to
external customer satisfaction (Gummesson, 2000). Internal Marketing (IM) is
usually focused in service firms. However, it is equally important in all firms, including

manufacturing, non-profit entities and government agencies (Cahill, 1995).

Internal marketing (IM) consists of a work environment that motivates employees to
respond to management’s demands Gronroos (1985). In addition, internal marketing
has evolved as a strategy in order to create employee satisfaction within the
company (Grénroos, 1981; George, 1990; Woodruffe, 1995; Barnes et al., 2004;
Papasolomou and Vrontis, 2006). In this way, internal relationships between
employees and departments enhance the drive to develop strong external

relationships with customers (Grénroos, 2000).

Employee job satisfaction is an essential element of internal marketing (IM)
(Donaldson and O’'Toole, 2002). This is because employee’s understanding of their
organization’s goals and activities help in meeting the required standards and
establish successful relationships with external customers (Donaldson and O’Toole,
2002). Employee satisfaction with job, work environment and relationship with staff
and other departments is pleasurable emotional state and play vital role in providing

excellent service to external customers (Locke, 1976 ; Foreman and Money, 1995).



Employees satisfaction raise their morale which in turn contribute significantly to
high-quality performance and external customer service (Kolter and Armstrong,
2001). Employees who are satisfied will most likely have positive attitude towards
work and excellent performance as it leads to greater attraction and retention of the
best employees, which in turn significantly enhance the ability of the organization to
deliver higher quality service to external customers (Berry, 1981, Berry and

Parasuraman, 1991).

Consequently, internal marketing is an important part of employee satisfaction (Yim

et al., 2005).

This research is concerned with exploring and seeking an understanding of the
development of relationship between internal marketing and employee satisfaction in
Pakistani universities, which are explained below in research objectives. More
specifically, in order to do that this research is concerned to develop a theoretical
model that establishes the relationship between variables of internal marketing (IM)
that influence employee job satisfaction. Furthermore, measure the significance and
relationship of the model in the context of three targeted universities in Lahore,

Pakistan.



1.2 Research Objectives and its Justifications

This research is set out to achieve the following objectives :

a) To identify the key features of employee satisfaction through a

consideration of the relevant academic literature.

The rational of choosing above research objective is that from the proposed concept
of employee satisfaction, it was found in the academic literature that employee
satisfaction in organisational management has achieved important position in
academic literature (King et al., 1982 ; Lofquist and Dawis, 1969; Smith et al., 1969;

Locke, 1976; Cranny et al., 1992).

According to Currivan (1999) since last forty years, this notion of employee job
satisfaction has been broadly investigated by many researchers (Boshoff and Tait,
1996; Hartline and Ferrell, 1996; MacKenzie et al., 1998; Herrington and Lomax,
1999) and moreover it is considered essential to the success of any business (King
et al., 1982). Even though, this notion has not yet fully explored (Bell and Weaver,

1987).

Employee’s job satisfaction improves performance and is influenced and modified

from various factors within and outside of working environment (Baran, 1986).



That is why, in such circumstances it is vitally important to know that which key
features and variables most influence employee satisfaction because it helps to
understand the importance of staff, add positive value to organisations and keep

them focused on employee issues (Togia et al., 2004).

b) To explain the development of internal marketing (IM) and to examine
the relationship between internal marketing and employee satisfaction
and as a result, develop a theoretical model that establishes the

relationship between internal marketing and employee satisfaction.

The purpose of this objective is to describe how the progress towards internal
marketing came into being in academic literature and study its relationship in the
context of employee satisfaction. After that, consequently, derive a conceptual model
from existing marketing literature that links the relationship between variables of

internal marketing that influence employee job satisfaction.

The subject of internal marketing (IM) has been discussed widely in the literature
(Foreman and Money, 1995) but it has not received extensive research (Fisk et al.,
1993).There is confusion about the concept of internal marketing and its
implementation within organizations (Gilmore and Carson 1995). Despite the fact,
that it would be useful to define internal marketing (IM), there exist no single unified
definition of IM (Rafig & Ahmed, 1993). The concept of internal marketing (IM) first
came out in the services marketing literature and later in other domains such as

service management and relationship marketing (Voima 2000).



Ahmed and Rafig (2000) also write researchers have been continuously defining and
clarifying the concept of internal marketing (IM) since its emergence. For instance
researchers like George and Gronroos (1989) ; George (1990) ; Berry and
Parasuraman (1991) ; Kotler (1991) ; and Joseph (1996) argue for the
interdependence between internal marketing and human resources. In contrast,
Gronroos (1985); Barnes (1989) ; Piercy and Morgan (1990) and Ahmed and Rafiq
(1995) discuss internal marketing may involve the use of marketing-like techniques

within the company.

Similarly, Berry (1981) suggests that internal marketing (IM) emerged from the notion
that employees within organizations should be considered as internal customers and
jobs as products. Pitt et al., (1999) also suggest that the most important aspect of
internal marketing is that all employees are considered as internal customers. Payne
(1993) also point out that in internal marketing concept, every employee and

department is viewed as an internal customer.

Additionally, the concept of internal marketing (IM) has been developed as a strategy
in order to create customer orientation within organisation (Gronroos, 1981; George,
1990; Woodruffe, 1995; Barnes et al., 2004; Papasolomou and Vrontis, 2006). In this
way, this enhances internal relationship between employees, departments and
processes. In return, it develops strong external relationship with customers

(Gronroos, 2000).



Likewise, in the concept of internal marketing (IM), it is equally important to consider
offering job satisfaction to internal customers (employees) because it raises their
morale, strengthen team work and contribute significantly to high-quality
performance Berry (1981). Therefore, employee job satisfaction plays vital role to
excellence of services to external customers (Berry, 1981, Berry and Parasuraman,
1991). They also mention that successful IM strategies could increase employee job
satisfaction which in return, will bring higher degree of positive attitude by employees

towards work.

At the same time, according to Ahmed and Rafiq (2000) researchers do not agree on
a single definition of internal marketing (IM), its variables, which created
disagreement amongst researchers at the conceptual level and made its empirical
investigation of the concept more difficult. Ahmed and Rafiq (2003) also write that in
internal marketing (IM), limitations still exist and there is little agreement that how this
notion can be used effectively to influence and motivate employees. In the same
way, Papasolomou and Kitchen (2004) also mention that these limitations on internal
marketing has resulted in a variety of implementation formats in practice which has

created ambiguity rather than clarity and understanding (Papasolomou, 2006).

Therefore, further exploratory research is required to shed light on the fundamental
principles and theoretical concept of internal marketing (Papasolomou and Kitchen,
2004). This will certainly support in the development process and to understand the

concept of the fundamental principles of internal marketing among managers and
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educators alike (Varey and Lewis, 2000). Further research on internal marketing will
identify its factors that may have impact on its success and failure (Christopher et al.,

1991).

For this reason, this research objective is important and add knowledge in the area
of internal marketing and additionally, as it is explained earlier that research in this

field is limited as well.

C) To undertake empirical research in order to assess the
appropriateness of the model in the context of three targeted

universities in Lahore, Pakistan.

The above research objectives seek to implement the suitability of the derived
model from academic literature within Pakistani universities because barely, any
research has been done in developing or underdeveloped countries on this issue.
That's why, more investigation is necessary in order to figure out its concept for the
importance of employee satisfaction issue and its relationship with internal marketing
in higher education (Kusku, 2003). At the same time, recently in Pakistan, higher
education has become an attractive and promising sector to work in, attracting
people from industry to pursue their career in universities. (Arif, 2009; Arif and llyas,

2011; Arif and Riaz, 2011).

The findings of the research will provide the researcher a clear picture of the

relationship between variables of internal marketing that influence employee
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satisfaction within three targeted Pakistani universities. For this reason, the
theoretical model for this study is derived from academic literature that links the

relationship between variables of internal marketing and employee job satisfaction.

1.3 Research Questions and its Justifications

Based on the above discussion, this study attempts to examine variables of internal
marketing and its positive and significant relationship with employee job satisfaction
within three targeted universities in Lahore, Pakistan. This research is conducted to

answer the following questions:

a) What are the variables affecting employee job satisfaction within

three targeted universities in Lahore, Pakistan?

In this study, different variables have been identified with specific viewpoints of job
which generate satisfaction for employees. Different writers like Coomber and
Barriball (2007); Luthans (1992) ; Drummond and Stoddard (1991) ; Tsigilis et al.,
(2006); Dinham and Scott (2000) ; Kazemsadeh and Bashiri (2005) ; Togia (2004) ;
Koustelios (2001) ; Bodur (2002) ; Brewer et al. (2000); Kuo et al., (2010) ; Bhatti
and Qureshi (2007); Chao et al., (1994) ; Ampofo-Boateng et al., (1997) ; Snipes et
al.,(2005) and Velthouse (1990) have mentioned different factors affecting employee

job satisfaction.
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The researcher has taken the most frequently used variables affecting employee job
satisfaction and applied them in three targeted universities in Lahore, Pakistan.

These variables are identified as University vision (UV) , Team work (TW), Quality
and internal customer (employee) focus (Q) , Employee relationship (ER) ,

Employee benefit (EB) , Training and development (TD).

It was found in the existing marketing literature and discussed in detail in chapter
two and chapter four that these above mentioned variables of internal marketing (IM)

influence employee job satisfaction.

b) What are the interrelationships between these variables and employee
satisfaction in order to provide explanations for the role of employee
satisfaction and its links with internal marketing (IM) in three targeted
universities in Lahore, Pakistan and the extent to which IM leads to

employee satisfaction?

Firstly, this study examines whether there is positive and significant relationship
between variables of internal marketing; University vision (UV) , Team work (TW),
Quality and internal customer (employee) focus (Q) , Employee relationship (ER) ,
Employee benefit (EB) , Training and development (TD) affecting employee

satisfaction in three targeted universities in Lahore, Pakistan.

Accordingly, above research questions are formulated in a set of hypotheses that

require statistical testing. These hypotheses are mentioned in chapter six in
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section 6.2 Non-parametric Spearman’s Rank Order Correlation (rho) is applied to
find significance of the above defined relationship and then standard multiple
regression is applied to find the coefficient of determination in order to observe the
goodness of fit of the model and to find the extent internal marketing (IM) leads to

employee satisfaction.

13



1.4 Research Hypotheses

A set of six hypotheses have been derived from academic literature and formulated

to link the criteria of variables of internal marketing that influence employee job

satisfaction to fulfil the objectives of this research which are as follows:

H1:

H2:

H3:

H4:

H5:

There is a significant and positive relationship between university vision and

employee job satisfaction.

There is a significant and positive relationship between team work among

employees (internal customers) and employee job satisfaction.

There is a significant and positive relationship between quality and internal

customer focus and employee job satisfaction.

There is a significant and positive relationship between employee relationship

and employee job satisfaction.

There is a significant and positive relationship between employee benefits and

employee job satisfaction.
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H6: There is a significant and positive relationship between training and

development of employees and employee job satisfaction.

1.5 Structure of the Research

The writings of this research are divided into six chapters to fulfil the requirements
followed in the University of Salford. This research consists of six chapters, as

follows:

1.5.1 Chapter One: Introduction

This chapter expresses the importance of this research, its objectives , research
guestions based on the problem which led the researcher to go through this project.
It also explains a strong background of this research, where researcher stands to go
through and follow necessary steps to implement this study. The research problem is
explained comprehensively about the concept of internal marketing and its link with
employee satisfaction. This helped in shaping the theoretical model derived from
academic literature, research questions and to generate hypotheses to fulfil the
objectives of this research that need to test the relationship between most frequently
used variables of internal marketing (IM) and employee satisfaction in Pakistani

universities.
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1.5.2 Chapter Two: Internal Marketing and its Implications in

Employee Satisfaction

This chapter reviews the relevant literature related to concept of customer (internal
and external) which has a central role in marketing. Further, it investigates the
relevant literature on relation between internal and external customer which leads to

the concept of internal marketing (IM).

Chapter two represents the background of the concept of internal marketing (IM) by
discussing it in depth and examines different academic viewpoints, measures,
models and main functions to analyze literature relevant to internal marketing (IM) in
the context of this research. In addition, internal marketing models are also explained
briefly leading to the development of a theoretical model of internal marketing.
Afterwards, it follows, to define employee satisfaction and its relationship with

internal marketing (IM) and theoretical model of this research comprehensively.
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1.5.3 Chapter Three: Higher Education and its Applications in

Pakistan

This chapter presents the overall importance of higher education sector in society,
marketing applications in higher education (HE), concept of internal marketing (IM) in
higher education (HE). Following on from that, brief background on the higher
education (HEC) in the Pakistan, its key features and achievements and at the end,
three targeted universities in Pakistan for the research, in order to find relationship

between the variables of internal marketing (IM) and employee satisfaction.
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1.5.4 Chapter Four: Research Methodology

This chapter discusses suitable method to carry out the proper exploration for this
research. It begins by presenting the main research paradigms and approaches.
These are followed by a clear justification for the quantitative research approach and
the strategy adopted in this research. Its main aim is to provide empirical data to
investigate the research problems and answer the research questions. After that two
major approaches to theory development, inductive and deductive are explained with
justification for the adoption of the deductive approach. Next, a clear explanation of
the research strategy, reasons for adopting survey as a strategy are discussed.
Research sampling, data collection method and layout of the questionnaire are

systematically highlighted with justification for questions of the questionnaire.

1.5.5 Chapter five: Presentation of Findings , Analysis and

Discussion

This chapter presents the research findings of empirical data that is analysed and
discussed in order to test the proposed hypotheses. In addition, hypothetical testing

follows a rational sequence of stages of deciding whether to accept or reject it.

The research findings begins by data reliability test and descriptive statistics .
Hypotheses have been tested using the non-parametric alternative, Spearman’s

Rank Order Correlation (rho) to find significance of the above defined relationship
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and then Standard Multiple Regression was applied to find the Coefficient of
Determination in order to observe the goodness of fit of the model with justification
for using the non-parametric test in this study. After that in the next section,
discussion is presented from the empirical study, the results of which verify the
hypotheses developed in this research. Accordingly, cultural values have been used
to describe the behaviour of employees in three targeted Pakistani universities and
link it to research results. For that reason, the results of this study among all the
variables of internal marketing and its relationship with employee satisfaction have
been clearly presented , analysed, and discussed relationship proposed in the
theoretical model in the context of three different targeted universities in Lahore,

Pakistan.

1.5.6 Chapter Six: Summary, Conclusions and Recommendations

This chapter presents an overall summary on the research with possible
implications, theoretical conclusions, a reflection on the research questions based on
the findings, limitations of the study, contribution to knowledge and
recommendations on future research directions. For this reason, conclusion of this
research is based on the results, the discussion and the literature reviewed in this
research. This research also highlights the importance of the research by identifying
the main reasons for conducting this research. It also identifies that there is dearth of

previous research on variables of internal marketing and its relationship with
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employee satisfaction in the context of Pakistani universities due to the confusion

over its definitions and elements. Therefore, this thesis focuses on exploring in depth

understanding and apply the most frequently used variables of internal marketing
and its relationship with employee satisfaction within Pakistani universities.
Consequently, these conclusions led the researcher to prescribe and highlight the

recommendations and future research directions.
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Chapter Two

Development of Marketing theories and its link with

Internal Customers (Employees)
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2.0 Introduction

This chapter begins by introducing the development of marketing theories and
generally described different definitions of marketing to get key points and similarities
between different authors. After that concept of customer (internal and external)
which has a central role in marketing theories and different definitions of marketing
have been discussed in detail. Later on, relationship and link between internal and
external customer has also been explained which leads to the concept of internal

marketing (IM).
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2.1 Development of Marketing Theories

Marketing is often difficult to define because of its complicated and disputed

definitions and nature (Kotler, 2002).

According to Kotler and Armstrong (2007) marketing is a management process that
identifies, anticipates and satisfies customer requirements profitably. It is also said
that marketing is the human activity directed at satisfying human needs and wants
through an exchange process. As Kotler (2002) put it, marketing is a social and
managerial process by which individuals and groups obtain what they want and need

through creating, offering and exchanging products of value with others.

It is an important area in academic discussion and it has been studied extensively
since the 1950’s.Marketing history has gone through several different stages. The
first important stage is the Consumer Marketing of the 1950’s. In this stage,
marketing concepts, models and strategies were mainly concentrated on corporate
manufacturers and their consumer brands. Industrial Marketing followed in the
1960’s. It involved managing exchanges between companies and human interaction
issues. Afterwards, Societal Marketing in the 1970’s and Services Marketing in the

1980’s were developed.

In the 1990's marketing notion was shifted from production-led economies to service-
led economies in many western economies. It emphasized and increased the
importance of service marketing which guided towards the importance of
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Relationship Marketing (Egan 2001, Christopher et al.,1991). Consequently, it was
understood to transform marketing from a narrow set of functional skills to a broader
business orientation where delivery of ‘superior customer value’ was a key objective

(Christopher, 1996).

2.1.1 Defining Marketing

Marketing has grown, developed and become accepted as a management discipline
over the years. Marketing is not narrowly confined to a particular office or a
department. It is an attitude of mind and a strategic approach to solve business

problems that should be adopted by the whole organization (Lancaster et al., 2001).

Marketing is a wide- ranging subject. Different authors often look on the topic from
different viewpoints and perception or they emphasis the matter differently. For
example, many people go into marketing after studying economics and are likely to
give the subject an economics perspective. Some others have worked for many
years in a specialized area of marketing e.g. marketing research or advertising, and
for this reason are inclined to their particular field as the most important aspect of

market (Kotler, 2002).

There are number of generally described and accepted definitions of marketing, it is

impossible to find and identify one unified definition of marketing. While many
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definitions are correct, at the same time all of them are slightly different from each

other (Kotler, 2002 and Egan 2001 ).

The following are the some key points and similarities between different authors

which will clarify the situation:

Marketing is considered the centre and backbone of businesses because it has an
analytical nature which shows the path by which the organizational resources can be
utilized effectively and efficiently in order to meet business needs and organizational

tasks (Lancaster et al., 2001).

Lancaster et al., (2001) as mentioned above, consider marketing an activity or
process which focuses the firm’s or individual’s attention towards the needs and
wants of the market place. According to (Kotler, 1991) marketing concept is more
inclined and focus on external customers and markets, with an emphasis upon

attracting and retaining customers for a profit.

Marketing is explained as an organizational activity and it is difficult and rather
impossible to expect relationships with customers without satisfying their needs and
wants. Furthermore, needs and wants can only be satisfied if they are identified by

initial research (Withey and Lancaster, 2006).
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Marketing is described as a management process and raises the most important
issue of satisfaction of customer requirements due to anticipation and identification
which results in profit to the organization Hyde (2002). Hyde (2002) and Jay (1998)
also emphasize that all kinds of marketing tools are required for the satisfaction of

needs and wants of customers.

Both above writers, Withey and Lancaster (2006) and Hyde (2002) agree to the point
that marketing refers to certain actions and measurable procedures towards
customers. Moreover, those actions are interrelated with the distribution of goods

and services to customers so that producers can attain profit.

Jobber (2006) like Withey and Lancaster (2006) and Hyde (2002) accept marketing
as a set of activities in order to provide goods and services to customers.

Brassington and Pettitt (2006) describe marketing as an interaction and exchange of
goods and services so that needs can be satisfied. Hyde (2002) and Brassington
and Pettitt (2006) explain marketing as exchange of goods and services so that the

customer can be satisfied.

Marketing is an activity that involves the individual and the organisation. Additionally,
it creates, accelerates and fulfils through interaction between buyer and seller. This
happens in a well motivated atmosphere while using marketing tools from beginning

to end (Dibb et al., 2005).
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Furthermore, other authors like Blythe (2005), Kotler and Armstrong (2005) and
Gronroos (2000) state that marketing involves analysis, planning, control and
dynamic operational actions. They also highlight the principle of marketing which
states that all business decisions should be made with a careful and systematic
consideration of the user. In addition, marketing requires an improved form of
business organization in order for it to be able to lead and catalyze the application of

the marketing approach.

Marketing is an important functional area of management and an overall business
philosophy which recognizes that the identification and retention of the customer is
the key to prosperity Lamb et al., (2002). Lamb et al., (2002) also believe that the
definition of marketing and misunderstandings over the term ‘marketing’ starts from
the confusion between the function of marketing and its philosophy.
The term marketing describes the overall marketing orientation of the firm and

company — wide culture.

Marketing is concerned with satisfying the genuine needs and wants of specifically
defined target markets by creating products or services that satisfy customer

requirements (Kotler and Armstrong,2007 and Smith 1997).

Strategically, in the concept of marketing, organisations must centre businesses on

the customers more than their products. Even though, good and quality products are

also essential. (Kotler and Armstrong,2007 ). So indeed, in the next section it will be
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discussed in detail about the concept of customer, its importance and implications in

marketing.

2.2 Customer

Customer is a person that a marketers believe buy products and services and will
benefit from their goods and services offered by them (Kotler and Armstrong,2007 ).
The customer has been the focal point of marketing (Kotler, 1988 ; Kotler et al.,
1999). Customer is someone who makes use of or receives products or services of
an individual or organisation (Harris, 2006). According to Harris (2006) customer is
derived historically from "custom”, meaning "habit", a customer was someone who
frequented a particular shop, who made it a habit to purchase goods of the sort the
shop sold there rather than elsewhere, and with whom the shopkeeper had to
maintain a relationship to keep his or her "custom". This means expected purchases

in the future.

Customers are also known as consumer, client, end-user, retailer, buyer, beneficiary,

receiver or purchaser and the definition of a customer is an organization or person

that receives a product or service (Smith, 1997).
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Rice (1997) concludes that a customer is someone who pays for goods or services

and notes the following:

o A customer is the most important person ever in the place of work in person
or by mail.
o A customer should not be considered a deprived person, in-fact organizations

are dependent on them.

o A customer is not a disruption of a marketer’s work. A company is not doing a
favour by serving a customer. In reality a customer is doing a favour by giving
the opportunity to do so.

o A customer is the most important person who should not be argued with
because an organization loses its image and reputation in the market and
nobody has ever won an argument with a customer.

o A customer is a person who brings his/her wants and requirements with them.

It is an organization’s job to satisfy and gratify them.

Cusack (1998) uses a similar approach to Rice (1997) and considers that a customer
is not an interruption to work. As a matter of fact, they do a favour to the company
when they come in. Therefore, a customer should be taken as part of the
organization not as an outsider. Cusack (1998) also stresses that a customer is a
human being and deserves to be treated with respect. A customer is a person who
enters in an organisation with his/her needs and his/her wants. It is an organizational

obligation to fulfil them. It is also an organizational duty to give the most courteous
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attention to a customer. In the end, Cusack (1998) highlights that a customer is the

lifeblood of any business and every business.

Cusack (1998) also says that it is because of the competitive environment that
organizations are forced to produce excellent quality and provide best possible
services and customer care. All organizations should never forget that without
customers they would have to close their doors and leave the market Cusack (1998).
Smith (1997) argues that customers are those who use companies’ goods and
services and in return pay for them. Moreover, he classifies also customers into two
main groups which are internal customers (employees) and external customers.
Internal customers are the people working in different departments or branches of an
organization. It can be individuals or departments within an organization that receive
a good or service from another individual or department within the organization.
External customers are individuals or organizations that receive a good or service in

return for compensation, typically monetary.

For instance, businesses or businesspeople, including suppliers, bankers and
competitors. They also can be Non-government organizations (NGOs), government
bodies, or voluntary organizations. Drucker (1954) emphasise that the fundamental
purpose of the business being to “create a customer”. His concept has been
acknowledged by many management writers since then e.g.(Hoffman and

Ingram,1992; Smith, 1997 and Henning-Thurau,2004).
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Marketing is not just a matter of placing advertisements and selling certain ideas for
the sake of profit. It is a method of attracting new businesses and bringing new
innovative ideas (Kotler et al., 2002). Colombo (2003) raises a very important issue
of customers and users as an influential distinction for marketers to make when
developing marketing strategy. Users are the ones who are affected by the products
or who affect the product that is supplied. In a simple way, users can be those who
use the product but do not necessary pay for it e.g. children do not buy toys: parents,
relatives, and friends, of the family do. It is agreed by all that children are targeted

customers of the marketers and manufacturers.

Today, more and more organizations are recognizing the importance of effective
customer care i.e. satisfying and retaining current customers. Acquiring new
customers can cost five times more than the cost involved in satisfying and retaining

current customers (Evenson, 2005).

Customers are the source of income for any business. Their demand has to be
satisfied, so that they continue buying products/services from the company (Barlow
and Stewart, 2006). It is also emphasized by Bacal (2004) that customers determine
the requirements of their needs and wants. This is the reason why a customer

focused strategy has major value in the concept of the market (Bacal, 2004).

The soul of marketing is the customer and any organisation cannot achieve their

targets if customer focus strategy is not implemented (Hutching,1995).
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Kotler et al., (2002) have also mentioned that companies have placed increasing
emphasis to fulfil needs and expectations of their customers as a tool for gaining
competitive advantage. The most important aspects of this tool is satisfying

customers.

2.2.1 Needs and Expectations of the Customer

For Smith (1997), customer needs may be defined as the facilities or services a
customer requires to achieve specific goals or objectives. Needs are generally non-
negotiable. Gee and Gee (1999) explain that in any transaction, customers seek
value-for-money, and will often judge a range of vendors' offers before settling on a
purchase. Ford et al., (2001) state that customer expectations are based on
perceived values of facilities or services as applied to specific needs. Leland and
Bailey (2006) state that a customer’s expectations are influenced by cultural values,
advertising, marketing, and other communications, both with the supplier and with
other sources. Furthermore, expectations are negotiable and modifiable. Customer
needs and expectations may be determined through interviews, surveys,

conversations or other methods of collecting information (Leland and Bailey, 2006).

Customers sometimes do not have a clear understanding of their needs. Help and
assistance given by organisation in determining needs is a valuable service to
customers. In this process, expectations may be set or adjusted to correspond to

known product capabilities or service (Blacharski, 2006). Cook (2000) writes that, as
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customers begin to experience a better service, their expectations rise. Furthermore,
the marketing of a service and customer care is transferable in the mind of a
purchaser. The customer makes a conscious and unconscious comparison between

customer care and over all service experience (Blacharski, 2006).

2.2.2 Customer Care

Over the last 30 years, marketing concept has been focusing on customer
satisfaction and it has been to the fore in the marketing management literature.
Moreover, as a result, it has become central to management development and

gualification programmes and courses in marketing management (Kotler, 2002).

Customer care is a phrase that is used to describe the process, procedure and
development of taking care of all customers in a positive manner (Karr and
Blohowiak, 1997). Colombo (2003) notes it as a means of complaint handling due to
its positive customer focus strategy. In short, customer care is a reminder that
customer satisfaction has a priority for the organizational approach. Fundamental
aim of customer care is to delight the customer by delivering more than was
expected. It can be referred to as ‘added value’ the extra that makes organizational

products/services special (Peel,1987:Harris, 2006).

Peel (1987) and (Harris, 2006) and also believe that customer care is a process

which combine a firm and its customers together. Customer service is the set of
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behaviours that businesses carry out during its interaction with its customers. It can
also refer to a specific person or desk which is set up to provide general assistance
to customers (Cusack,1998). Customer care is an internal part of customer service
that seeks to acquire new customers, provide superior customer satisfaction to

existing customers, and build customer loyalty and relationship (Cook, 1997).

According to Karr and Blohoviak (1997) customer care is an act of performance that
one party can offer to another that is essentially intangible and does not result in the
ownership of anything. Its result may or may not be tied to a physical product.
Kotler (2002) describes that as the market has now moved increasingly towards
service economy, marketers have become increasingly interested in the special
challenges involved in effective customer care. Companies need to consider all the
ways the business interacts with customers. For instance, web sites, outgoing
letters, incoming calls, orders and service visits, e-mail, fax, sales calls and more.
Customer care allows businesses to integrate all of these customer communications
and service channels into an organized, accessible knowledge which enables it to
create a more personalized and profitable relationship with each of its customers,

based on their individual needs (Zeithaml et al., 2005).
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2.2.3 Marketing Objectives in Customer Care

Stone and Young (1992) explain that marketing objectives should be based on
product understanding and moreover the strengths and the weaknesses of the
business and marketing environment that it operates in. After that, an organization
will be in a better position to formulate its business and marketing strategy by means
of customer care. For example, if business objectives include increasing sales by 10
per cent over the following year, the marketing objective might include the targeting
of a new market segment in order to achieve its objective (Kotler 2002 ; Zeithaml et

al., 2005).

Customer care is a crucial element of business success. Every contact that a
customer has with a business is an opportunity for the company to improve its
reputation with its clients and it increases the likelihood of further sales. Customer
care starts from a member of staff's telephone manners to the efficiency of order-
fulfilment systems, almost every aspect of the business affects the way its customers
view its business (Rice,1997). It seems self-evident that the customer always
matters but unfortunately in spite of this, the behaviour of some organizations
indicates that customers are not valued (Baird,2000). Gale (1994) states that if

organizations do not care for their customers then they will surely go out of business.
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However, Gale (1994) also identifies some possible exceptions:

o Some businesses may be competing with other organizations that don’t
care about their customers either.
o Organizations may be able to compete on factors other than customer

care such as price.

o Some businesses may not need to compete at all if they have a
monopoly
o Some organizations might be offering products or service which are in

great demand and nobody else is yet in position to imitate.

The dilemma with these exceptions is that they are only likely to be temporary

conditions if businesses are operating in a competitive environment.

Kotler and keller (2005) hold the view that total quality management (TQM) is also
one of the most important and significant approaches which encompasses customer
care. TQM is based on a customer centred approach satisfying customer

requirements and necessity (Brown, 1999).

Cusack (1998) highlights the fact that customers are the guarantee of the
organizations’ profitability and continued existence in the market. For him, customer
satisfaction (internal as well as external) is the key objective for success. Indeed, it is

argued by Cook (1997) that customer satisfaction, in its fundamental nature, defines

36



guality. In a recent survey of 600 organizations, Leland and Bailey (2006) note that
customer care appeared among the top five training requirements. Both public and
private sector were well represented in the sample. They also note that the training
requirement covered all forms of customer contact, i.e. written, telephone and face-
to-face. 80 per cent of training programmes were judged to be needed for staff at the

lower end of the organizational pyramid.

Cook (2002) holds the view that the reason for this priority being at the lower end is
because this group of staff faces customers on most occasions. She also writes that
customer care is a by-product of internal relationships and culture. The way the
customer is treated is closely dependent on how the staff feel about their jobs, and
the situation in which they perform. This atmosphere within a company is reflected at
every level, but generated at the top. Training should start at the top, but the courses
at each level should differ to reflect the outcomes which are required. Leland and
Bailey (2006) also agreeing with Cook (2002) that customer-care training should
start at the top, the courses at each level should be different to show the required
results. It is difficult to attain long term change unless senior managers treat
customer care as part of business strategy. Customer-care training for senior
managers must be in the course of development and implementation of customer
focus. Customer care training should target real understanding of customer
requirements. Managers should be involved in research in understanding both

internal and external customer views, so that they can really begin to appreciate the
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situation. It also helps them to model the behaviours of staff that have a successful

track record of customer care Leland and Bailey (2006).

Customer care is the most important training obligation for organizations which look
for competitive advantage and atmosphere because most markets are saturated and
product innovation is the norm rather than the exception. So, indeed, any company

which wants to be successful must aim to retain its customers (Morris, 1996).

Morris (1996) also writes that most customer-care training programmes are targeted
on customer-facing staff because it is the place where the majority of transactions
occur but by doing this customer care can become a simple tactical issue. However,
it is according to Morris (1996) a leadership issue. It should be part of an overall
business strategy, not a “bolt-on” benefit which can be won through a short training

course. So, it has to start at the top with leaders (Morris, 1996).

Customer care training is about attitudes more than skills. It is about wanting to help
customers rather than being told to help them. Genuine commitment from managers
is quickly apparent to staff and their action of performance highlights it
(Griffin, 2002). Good service is about exceeding expectations, not just meeting
them. Employees must be given authority of empowerment to make decisions even
though some of those decisions will be less than perfect. They must also receive
management support if they make mistakes, and training will enhance their ability to

avoid similar occurrences (Leland and Bailey, 2006).
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Customer care training for senior managers needs to be about the development and
implementation of a customer focus strategy (Brown, 1999). Customer care strategy
will not give any result until business vision, plus believes and values which highlight
culture, become truly customer centred and customer focused (Lovelock and Wirtz,
2006) . They also emphasize that training should target a real understanding of
customer requirements. It means involving managers at understanding both internal
and external customer views. The next phase of customer care training takes in the

development of their customer-satisfaction mission.

According to Brown (1999) training must meet a number of objectives including

Defining the business in a customer focused way.

. Defining the management behaviour needed to support customer focus.

. Defining management involvement in the ongoing process.

. Stating how management will communicate the previous three points to
employees.

. Considering how to motivate staff to take part in the program and maintain

their commitment.
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« ldentifying the methods by which communication filters will be removed from

the organization.

. Identifying how the success of the program will be measured.

Staff training is more about customer centred attitude than skills to be developed
(Griffin, 2002 and Baird, 2000 ). Employees must be empowered and allowed to
make certain decisions even though some of those decisions will be less than
perfect. She also writes that they must also receive management support and
coaching even if they make mistakes so that similar occurrences can be avoided in

the future (Cook, 2002).

Customer care means giving consideration to all direct and indirect customer
contacts. Direct contacts encompass telephone and written communications as well
as face-to-face contact. Indirect contacts accumulate through all forms of advertising,
external perceptions (the building, delivery vans, staff appearance, contract
suppliers, company newsletters, etc.). Moreover, every aspect affects the customer

so it should be seriously addressed (Anderson, 1992).

Customer care program is not a short term goal and should be programmed as an
ongoing objective. Moreover, its cost must be viewed as an investment (Kotler et al.,
2002). Brown (1999) stresses that producing and implementing the customer-

satisfaction strategy should be the management’s fundamental objective. It should
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take inputs and advice from all levels of staff, but the final decisions on positioning
and broad strategy are the responsibility of management. Every other step in this
field should involve both staff and managers. The best way, is to involve working

groups made up from within the organization.

2.2.4 Key Features in Customer Care

Effective and successful customer care programs require true commitment from the
top management. It is the most vital and central step to be followed by the top
management and they must ensure that the customer care program is delivered
properly so that it can provide good results and improvement in quality in the
customer service (Cook,1997). Customers’ requirements and obligations must be
clearly defined and moreover, from the organizations view point a customer can be
viewed and thought of as a collection of requirements and obligations (Carlaw and

Deming,1998).

Cusack (1998) explains that measurement is extremely important for any customer
care program. He also writes that measurement must be continuous and accepted
by all. Similarly, Cook (2002) states that required performance should be clearly
specified in terms which can be measured and mechanism must be instituted which
provide clear indicators and methods of achievements. For Baird (2000) the end

product of any customer care program must be to satisfy the needs and wants of the
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paying customer in order to accomplish and achieve particular commercial, financial

or strategic objectives.

Cook (2002) highlights that the success of an organization doesn’t depend on its
understanding of economics, or organizational development, or marketing. She
stresses that it depends, quite simply, on the understanding of human psychology,
how each individual employee connects with his/her company. In order to survive in

today's highly competitive markets, organizations are required to provide good
service that produce highly satisfied and loyal customers. The retention of very loyal
customers is key to organizational survival and success (Baird, 2000; Jones and

Sasser, 1995).

According to Blacharski (2006) customer relationship marketing (CRM) is one of the
most common name used in the market by marketers. It has many dimensions. One
of the most common definition is the use of wide range of marketing, sales,

communication and customer care techniques and process to

. Identify named individual customers.
. Create a relationship between company and these customers- a relationship
that stretches over many transactions.

. Manage that relationship to the benefit of customers and the company.
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Blacharski also (2006) also notes that customer relationship marketing (CRM) has
become one of the top priorities for organizations of all sizes. It is a business
strategy, which places customers as the central focus of the organization.
Organizations are successfully implementing CRM strategies to improve revenue,
decrease costs while increasing consumer satisfaction and loyalty.
Lovelock and Wirtz (2006) claim that if businesses do not have a strategy and a plan
for keeping its customers, and if they do not have a staff that is skilled in creating

positive customer care environment, then in the long run customers will leave.
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Today’s competition is fierce and customer service training should not be an event
rather it should be an ongoing process that leads to better relationship management
skills and higher levels of customer loyalty Leland and Bailey (2006). The benefits of
understanding customers and how organizations can use customer contact,
feedback and loyalty schemes to retain existing customers increase sales and even
win new customers (Baron and Harris, 1995). Customer care involves putting
systems in place to maximize a customer’s satisfaction with the business. It should
be a prime consideration for every business and its sales and profit depends on

keeping its customer happy (Harris,2006).

Once companies have identified their most valuable customers or best potential
customers, they can target their highest levels of customer care towards them (Bell
and Ron, 2003). They also write that understanding the customers, help the
organisation to sell more and increase their profit. The more a company knows about
its customers, the easier it is to spot opportunities to sell them new products or
services and target them with appropriate offers. Zemke and Woods (1999) suggest
that profiling existing customers also make it easier to find new ones because it
helps in data evaluation and analysis of existing potential customers. Steps should
be taken and it must make sure that organisations must act in accordance with data
protection regulations for any personal information on existing and potential
customers that companies collect, keep and use. Baron and Harris (1995) note that
the organization can use the information, it has about customers to improve

efficiency. Keeping a central record of customer details and sales reduces errors and
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speeds up transactions. They also state that the organization can tailor product
offerings and provide personalised treatment. The right information makes it easier
to track down and resolve any problems. In this way, it can be easily predicted and
analysed that what customers will buy or are willing to buy, and estimate how much
stock a company might need (Baron and Harris, 1995). McCoy (2000) also hold the
same view that information about customers and what they want can easily be
tracked down from many sources particularly customer order history. McCoy (2000)
also mentions that it is important that organizations should draw up a business plan
about how customer information is to be gathered and used in future. Customer

records can be managed by using a database system software.

Lovelock and Wirtz (2006) claim that making customer information available to
employees can make them more productive. For example, a company could give
sales staff access to financial systems so that they can check orders and payments.
Lovelock and Wirtz (2006) also explain that managers need to decide what
information different employees might need, and how to make it available to them.
Additionally they emphasize that in this situation, technology can be very useful. For
example, staff can share correspondence and other information on their computer
network. If they use caller recognition, staff can view an incoming caller's details and
purchasing history before even answering the phone. Young (2005) stresses that
managers need to update records regularly. Staff could also give customers online
access, so that they can update their own details themselves. He also mentions that

organizations must ensure that any confidential or important information is protected
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against misuse or accidental deletion. Moreover, organizations must also comply
with data protection rules for any personal information on existing and potential

customers which is collected, kept and used (McCoy, 2000).

McCoy (2000) also states that the right information will build up a useful profile of the

customers. This typically includes the following:

o Who the customers are - their age and gender of individual consumers, or
industry and business size for corporate customers.

o What they think and believe, what interests them and what they think of
company and its products/ services.

o Clients' purchasing behaviour - which products they intend and prefer to buy,

from where it is bought, when, and how it can be or usually it is paid for.

Profiling the customers in this way will facilitate any organization and assist them in
placing them in different segments, each of which can be approached separately so
that a company will be in a better position to produce customised products or

services for different segments McCoy (2000).

Peel (1987) states that a system should be placed to assess a company’s
performance in its business areas which significantly affects its customers'
satisfaction levels. For instance, it can be tracked via sales renewal rates, the
number of queries or complaints about its products or services, the number of

complaints about its employees, the number of damaged or faulty goods returned,
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average order-fulfilment times, the number of contacts with a customer each month,
the volume of marketing material sent out and responses generated and time taken

from order to delivery (Peel, 1987 and McCoy, 2000).

Cook (1997) identifies important areas of customer care which are more difficult to
measure. Many of these are human factors such as a receptionist's telephone
manner or a salesperson's conduct whilst visiting clients. In these areas it is crucial
that a company gets feedback from its customers about their perceptions of its
customer care. Customer surveys, feedback programs and occasional phone calls to
key customers can be useful ways of deciding how customer service levels in a
business are perceived. They also note that customer feedback and contact
programs are two ways of increasing communication with customers. These can
represent great opportunities to listen to its customers and to let them know more
about what the company can offer. Customer feedback can provide companies
with detailed information about how this business is perceived. Feedback is most
often gathered using questionnaires, in person, over the telephone or by post
(Johnson and Gustafsson, 2001). The purpose of customer contact programs is to
help to deliver tailored information to customers (Young, 2005). In conclusion,
customer care is the best way of generating customer loyalty, sometimes new

relationships can be strengthened or old ones refreshed (Zemke and Woods, 1999).
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At the same time, these service programs can also be used to persuade customers
to give the company another try if they feel that the company has successfully

tackled past problems with its customer service (Leland and Bailey, 2006).

Companies can also provide key customers with loyalty cards that entitle them to a
discount on all their purchases (Carlaw and Deming,1998). Blacharski (2006)
explains that employees who deal with customers' orders should be fully aware of
current offers and keep customers informed. Customers' view of the overall service
that a company provides will influence their loyalty much more than short-term
rewards. Companies’ existing customers are among the most important assets of a
business because they have already chosen the company instead of its competitors.
It is therefore, worth taking steps to make sure that they are satisfied with the service

they receive (Berry,1999 and Grénroos, 2000).

According to Morris (1996) the fundamental objective of any business is to win,
satisfy and, hence, retain their customers. The total value of a lifetime customer is
probably unquantifiable. The real value of the customer comes from the most cost-
effective form of advertising known to man, namely word-of-mouth recommendation

(Morris, 1996).

Morris (1996) also highlights that in the global market as products improve and
competition increases, customer care is considered the only sustainable competitive

advantage. Genuine customer care always remains in the mind even after the
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product is obsolete. Therefore, main issue for companies, is to exceed customers’

expectation regarding service (Morris, 1996).

After discussing about the concept of customer, its marketing significance and
implications and link with customer care. In the next section, its link with internal

customer and internal marketing will be discussed.

The justification for that is extensive research has been conducted and found in
literature on the characteristics and quality of organizational effectiveness from the
perspective of external customers as compared to organizational effectiveness from
the perspective of internal customer satisfaction (Parasuraman, et al.,, 1985;
Zeithaml, et al., 2000 ; Fisk, et al., 1993; Bojanic, 1996; Nicholls, et al., 1993; 1998;
Taylor, 1994) because it translates directly into increased profits (Spreng and Mckoy,

1996; Reynoso and Moores, 1996 and Wilson 1991 ).

Internal customers have special importance because the satisfaction of external
customers largely depends on them. Therefore, low-quality service by internal
suppliers may have as an effect, the provision of low-quality service to external

customers (Bowen and Johnston, 1999).

There are a number of studies that have investigated empirically the link and

relationship between internal and external customers (Chaston, 1994; Farmer et al.,
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2001; Hallowell et al., 1996; Heskett et al., 1994; Nagel and Cilliers, 1990; Newman

et al., 2001; Pitt et al., 1999; Stanley and Wisner, 2001:2002 and Khan et al., 2011).

2.3 Link between External Customer , Internal Customer

(Employees) and Internal Marketing (IM)

According to Piercy (1995) it has been acknowledged that companies face two kinds
of customers: internal and external. This notion, is successfully adopted by many

organizations to implement their strategies (Piercy, 1995).

Internal customer is a term used for employees of any organisation and to highlight
the necessity to motivate its employees which bring change in the overall interest of
a company as well as its employees. It is also suggested that an organisation can
perform better by marketing its own employees, just as it markets its products to
external customers (Berry, 1981). The internal customer concept can be applied to
any type of business but it is widely practiced in organisations engaged in service

businesses (Berry, 1981; Gronroos, 1981).

The ‘internal customer’ concept was first originated nearly forty years ago. Internal
customer as a term was used by Sayles (1964) whilst analysing various types of
administrative relationships within departments. After that, it was suggested by
Sasser and Arbeit (1976) that this concept of the internal customer evolved with the

intention of making more attractive jobs in the services sector. Berry (1981) argue
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that employees should be viewed as internal customers, jobs as internal products in

organisations and at the same time, progressing the aims of the organisation.

The concept of employees as internal customers brought forth the importance of
internal service quality. Every employee or department acts as an internal supplier to
customers within the company that receives goods or services from them. In result,
they need to reply to both internal and external customers (Strauss, 1995).
Therefore, it can be concluded from this view that an organization consists of a chain
of individuals and functional units that are linked together with an objective of
satisfying the needs and wants of their external customers (Finn et al., 1996;

Marshall et al., 1998 and Mills and Ungson 2001).

Bowen and Johnston (1999) also emphasize in a similar way that if organisation
needs their employees to deliver a quality service to external customers, then it must
be prepared to provide a great job to its employees. Gronroos (1985) found in case
of poor internal customer service, external customer will be diminished. Likewise, a
number of researchers like Ahmed et al.(2003); Berry (1981); Berry and
Parasuraman (1991) and Cespedes, (1995) have also commented on the
importance of internal customer as one of the key determinants in the provision of
qguality goods and services to external customers. Similarly, research evidence
indicates that there is a positive relationship between employee satisfaction and

external customer satisfaction (Ahmed et al., 2003 and Bowen and Schneider,

51



1988). Employee satisfaction in an organisation has beneficial effects on external
customers (Berry, 1981). The important concept herein is that if an organisation
provides their internal customers with better service then external customers are
likely to receive service of higher quality (Lukas Maigan, 1996 and Ahmed et al.,

2003).

Internal customers (employees) are one of the most important stake holders within a
company. Aninternal customer helps the organization to serve the external
customer. As profit is the main objective of many organizations. So, indeed, it is
essential for organizations to take care not only of the external customers but also
people who are serving the external customers i.e. the Internal customers (Greene et

al., 1994).

External customers give value to the organisation in the form of money and in return
what they get from organisation, goods or services. Similarly, internal customers get
value from the company in the form of salary, payment and employment benefits etc
and provide valuable services in return to the organisation. It can be in the form of
work done for the organisation, outsourced materials etc (Greene et al., 1994). Any
dissatisfaction of internal customers will eventually lead to losses to the company
This usually happens due to improper communication, co ordination and poor care

and concern for internal customers (Berry and Parasuraman, 1991).
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Internal customers and their satisfaction is the “mirror-image” of the external
customers and their satisfaction. For this reason, it is argued that those
organisations which effectively manage internal customers would show similar,
behaviour while interacting with external customers (Reyno0so0,1994 ; 1999).
Interaction of internal customers with external customers mostly take place during
the process of delivering services to them and in this process, internal customers
play a vital role in contributing to the company's success (Berry, 1981; Gronroos

1985).

According to Spreng and Mackoy (1996) internal customer (employee) satisfaction
has significant role for service oriented organizations. So, indeed, in order to have an
in depth understanding of service quality, it is important to consider employees as

determinants of quality (Dotchin and Oakland,1994).

Greene et al., (1994) writes that satisfied employees are more motivated and hard
working than dissatisfied employees. Gremler et al., (1994) supports this argument
by suggesting that satisfied employees will respond by working towards the
organization's success. Additionally, satisfied internal customers (employees) will
have more pride in their jobs. Similarly, Zairi (2000) also writes that internal customer
satisfaction is the source of excellent quality and as a result, internal customers
(employees) are more likely to work together as a team and effectively to achieve

external customer satisfaction.

53



In order to achieve excellent external customer support, organisations are required
to align internal customer support to serve the external customer (Deming, 1986). In
service marketing literature, external customer satisfaction is strongly influenced by

the interaction between employee and external customer (Boshoff and Tait, 1996).

It has been recognized that an organisation's competitive advantage is dependent on
its employees' skills. In order to have successful customer service, the organization
must revive its human resource ethos through the development of internal customer
care by internal partnerships, communication with employees, and a general selling

of the job to them (Barsky, 1995 and Schlesinger and Heskett (1991).

In service marketing literature, this concept of internal customers give rise to the
concept of internal marketing. The concept of internal marketing focuses on how an
organisation serves the employees (Berry 1981; George, 1990; Gronroos, 1981).
Furthermore, in internal marketing, organisations focus on internal customers, or
employees, to motivate them to provide good quality service to external customers

(Berry, 1981; Gronroos (1990).

A number of authors highlight the link and importance of internal marketing and
external customer care (Berry 1981; George, 1990; Gronroos, 1981 ; Zeithaml and
Bitner, 2001 and Ahmed and Rafiq, 2003). Zeithaml and Bitner (2000) state that

external customer care is a strategy and the ability of any organization to
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‘continuously improve” the operating effectiveness of the business. They also
suggest that this must be undertaken in such a manner as to balance and recognize
the needs of two stakeholders (external customers and internal customer). A major
challenge is hiring and keeping great people in order to develop and deliver great
products and services (Brooks and Weatherston 1997). External Customer care
programmes have been widely embraced as challenges, to improve external
customer service. A number of writers have suggested that, if the employees of the
organization are viewed and treated as internal customers, then good service will be
more likely and possible for external customers through effective marketing
behaviour by customer-oriented and sales-minded people (Berry 1981; George,

1990; Gronroos, 1981 and Ahmed and Rafig, 2000).

2.4 Summary

This chapter explains several advancement of marketing theories by different
authors. Later, the concept of customer both internal and external and their central
role in marketing has been reviewed in detail. After that, it has been described that
how internal and external customers are linked with each other which lead to the

concept of internal marketing (IM).

In the next section, concept of internal marketing will be discussed in depth.
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Chapter Three

Internal Marketing , its implications and link

with Employee Satisfaction
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3.0 Introduction

The objective of this chapter is to explore theories which allow a deeper
understanding of the concept of internal marketing (IM) by discussing it in depth and
at the same time, examine different academic viewpoints, measures, models and
main functions of internal marketing (IM) to analyze relevant academic literature in

the context of this study.

After discussing many issues related to internal marketing. It is followed by a section,
which defines most frequently used variables of internal marketing that influence

employee satisfaction.

It then proceeds to define employee satisfaction and its relationship with internal
marketing (IM). In addition, a full explanation of the conceptual framework of internal
marketing (IM) and its link with employee satisfaction as developed in this research

is also considered.
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3.1 Internal Marketing (IM)

There exists no single definition of internal marketing (IM) (Rafiq & Ahmed, 1993). A
review of literature suggests that this concept of (IM) internal marketing can be
related to a number of aspects, including ‘market orientation’, ‘service culture’ or

even 'empowerment of service providers’'.

The term, internal marketing was first used by Berry et al., (1976), has taken hold in
the modern services literature (Gronroos, 1981; Gummesson 2000; George, 1990;
Harrell and Fors, 1992; Christopher et al., 1993; Sargent and Saadia, 1998; Ahmed

and Rafig 2000).

The concept of internal marketing focuses on how an organisation serves the
employees (Berry 1981; George, 1990; Gronroos, 1981). Furthermore, in internal
marketing, organisations focus on internal customers, or employees, to motivate
them to provide good quality service to external customers (Berry, 1981; Gronroos

(2000).

Likewise, in parallel notes, the concept in the marketing literature that focuses on
employees and their satisfaction is internal marketing (IM) (Greene et al., 1994). In

internal marketing (IM) employees represent an internal market within an
organisation. In this notion, employees are viewed as internal customers and jobs as

internal products (Berry, 1981). It has been suggested by Sasser and Arbeit (1976)
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that the fundamental benefit of focusing on the internal market is the direct
improvement of service quality which has a direct effect on external customer
satisfaction. Varey and Lewis (1999) write that IM is interface between staff,
management and between departments in order to maximize internal and external

customer satisfaction.

Dunmore (2002) also states that marketing and the market philosophy came into
prominence in the 1960s. However, it was not until the 1980s that it became widely
accepted, practised and seen by most organisations as obligatory. Similarly,
participative management, for example human resource management (HRM),
gained wide acceptance in the 1980s and the 1990s. The need to align human
resources to the organisational strategy is widely accepted and more recently, the
need to focus organisational resources towards customer/market orientation has
gained ground in the emergence of market focused management. These conditions
have led to the development of IM. There is likely to be a rapid growth of interest in
IM by managers and a number of organisations adopting IM management practices

(Dunmore, 2002).
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3.2 The Development and evaluation of Internal Marketing (IM)

concept.

Internal marketing (IM) has emerged as the latest and newest trend in marketing.
This concept of IM was first proposed in the mid 1970s in order to obtain the best
service quality which is considered to be the core area in service management
(Gronroos, 1981; Ahmed and Rafiq, 2002 and Burton, 1994). However, in the
beginning at that time only a few organizations applied the actual concept in practice.
The major reason was that there was no unified and clear concept of what was
meant by IM, what it was supposed to do, how it was supposed to be done and who
it was supposed to do it. There was complete diversity in interpretations and
definitions which made this concept difficult to be implemented in organizations
(Berry et.al., 1976). In the concept of internal marketing, management is emphasized
to consider the company as a market and employees as internal customers (Berry,
1984; Foreman and Money, 1995 ; Barnes et al., 2004). Internal marketing
relationship with external customers are created through maintaining successful

relationships with employees (Voima and Grénroos, 1999).

On the other hand, despite many years having passed, the concepts of IM have not
attained widespread recognition in many organizations (Ahmed and Rafigq, 2002).
According to Ahmed and Rafiq (2000) there is a great deal of confusion in the
literature regarding a clear definition of internal marketing (IM) which has created a

situation where very few organizations actually apply the concept in practice
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because of the misconception of what internal marketing (IM) actually means.
Ahmed and Rafiq (2002) suggest three separate yet closely intertwined components
of theoretical development of IM concept, namely an employee satisfaction phase, a
customer orientation phase, and a strategy implementation/change management
phase. All three phases are considered as significant in the development and

implementation of IM as an approach in any organisation.

3.2.1 Employee Motivation and Satisfaction

In the early developmental phase, a predominantly greater part was focused on
employee motivation, inspiration, incentive, interest and satisfaction. The
fundamental objective of the IM concept is to improve service quality in general.
Ahmed and Rafiq (2002) also insist that it is not the machine that matters or can
provide 100% satisfaction to the client but the employee’s inconsistent ability and
performance of attaining an objective and as a result, brings a variation to the level
or service quality. This was the first stage where the importance of employee
satisfaction and valuable standards of customer satisfaction were considered. Berry
et al., (1976) was the first person who used the term IM and later it was used by
Sasser and Arbeits (1976), George (1977), Tansuhaj et al., (1987) and Murry (1979).
Though the term IM was not directly used by many of the writers, its idea was
present. However it was not until Berry’s (1981) article when IM was truly accepted.

This article defined internal marketing as viewing employees as internal customers,
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viewing the job as an internal product that satisfies the needs and wants of these

internal customers.

The fundamental hypothesis in this view is based upon the concept that in order to
satisfy external customers, the firm must also satisfy the employees so that
organisational objective and tasks can be achieved efficiently and effectively
(George, 1977). Sasser and Aarbeit (1976) go one step further by contending that
the most important market of a service company is personnel department. They also
drew the picture of jobs as products and employees as customers by implementing

marketing techniques in the personnel area of the company.

“viewing their job offerings as products and their employees as customers
forces managers to devote the same care to their jobs as they devote to the
purchasers of their services”.( Page, 5).

The internal products consist of a job and a work environment, which motivates the

employees to respond favourably to management’s demand for customer orientation

(Gronroos, 1985).

Berry and Parasuraman (1991) state:

‘Internal marketing is attracting, developing, motivating and retaining
gualified employees through job products that satisfy their needs. Internal
marketing is the philosophy of treating employees as customer and it is the
strategy of shaping jobs as products to fit human needs”. (Page, 5)
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In this new approach to employee management, employee satisfaction is the
fundamental focus. Consequently, the attraction of the best employees, their
retention and motivation become of critical importance. In the environment, where
the quality of the service is the only and real differentiating factor between
competitors, attraction, retention and motivation of high quality staff is very critical.
These types of situation usually occur in the service environment where external
customers are very demanding of companies’ internal customers (employees).
Sasser and Aarbeit (1976) also explain that employees as internal customers hold
very high expectations of their organisation and see their jobs as sources of self
actualization and self development. Under these circumstances, the effect of

employing an IM approach would create more satisfied customer contact employees.

3.2.2 Customer Orientation

Gronroos (1981) acknowledged that not only buyer and seller interactions have an
impact on purchasing and repeat purchasing decisions but also significantly, that
buyer and seller interactions provide a marketing opportunity for organisations. For
this reason he strongly viewed the fundamental goal of IM as to employ motivated
and customer conscious employees. He also states that it is not enough at all that
employees must be sales minded rather additionally, effective and successful
service orientation requires efficient and co-operative co-ordination between contact

staff and back room support staff. Grénoos (1981) also extended the concept of IM
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to include the use of marketing like activities in this activity and redefines internal

marketing as

“holding that an organisations’ internal market of employees can be influenced
most effectively and hence motivated to customer consciousness, market
orientation and sales mindedness by a marketing like internal approach and
by applying marketing internally” (1981:6).

George (1997) similarly accepts this stand by emphasising that employees must be

motivated for service mindedness and customer oriented behaviour by an active

marketing approach, where marketing activities are used internally.

3.2.3 The Internal Marketing Concept in Strategy Implementation

and Change Management

The third phase is indicated by Winter (1985) who openly recognises the role of IM
as a tool for implementing strategy. He was one of the earliest writers who
highlighted the significant role of IM as a technical method for managing the
workforce so that organisational goals cans be achieved. Winter (1985) also

stressed the role of IM as that of

“Aligning ,educating and motivating staff towards institutional objective the
process by which personnel understand and recognise not only the value of
the programme by their place in it” ( 1985:7).
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Similarly, George (1977) emphasises that IM is a philosophy for managing the
organisations’ human resources. In this phase, the position of IM is more clear and
open as an implementation tool and methodology. Later, Morgan and Piercy (1991)
emphasis that tools and techniques of external marketing could be applied to internal
marketing. In addition, their model clearly links internal marketing with external
marketing programs. In this way, IM is generalized by Morgan and Piercy (1991) as
a course of action that decreases departmental inter-functional tension and conflicts
and overcome resistance to change. Therefore IM can be applied to any type of
organisation and not just specifically a service. For instance, Harrell and Foors

(1991) applied this concept of IM to manufacturing firms.

According to Ahmed and Rafig (2002) the study of Internal Marketing shows that
there are numbers of competing definitions and activities to address IM. There seem

to be five main elements of IM:

o Employee motivation and satisfaction.

o Customer orientation and customer satisfaction.

o Inter-functional co-ordination and integration.

o Marketing like approach to the above and implementation of specific

corporate or functional strategies.
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The definitions that are the most closest to satisfying the above criteria are those of
Gronroos (1985) and Rafig and Ahmed (1993). However, Grénroos (1985) does not
emphasise the inter-functional co-ordination, whilst,Rafig and Ahmed (1993) do not
emphasise the implementation of marketing approach. Therefore Internal Marketing
(IM) can be defined either in the Gronroos (1985) way, but suitably modifying it by
incorporating inter-functional co-ordination and strategic dimension, or the definition
of Rafig and Ahmed (1993) can be modified to incorporate the use of marketing

techniques. According to Ahmed and Rafiq (2002)

internal marketing is a planned effort using a marketing like approach
directed at motivating employees, for implementing and integrating
organizational strategies forwards customer orientation” (2002:10).

This definition incorporates the five necessary components of Internal Marketing set
above. It emphasises achieving customer satisfaction through the implementation of
customer oriented strategies by motivating and satisfying employees and co-

ordinating cross functional efforts.

In order to develop a clear conceptual framework of internal marketing for this
research, it is essential to discuss three key issues: the aims of internal marketing,
models of internal marketing and variables of internal marketing (IM) that influence

employee satisfaction (ES).
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3.3 The Aims of Internal Marketing

The aim of internal marketing (IM) is to promote customer consciousness in
company employees in order to develop and enhance customer satisfaction through
employee-customer interactions. The central concept of internal marketing is to view
employees as internal customers (Greene et al., 1994). Berry et al., (1976) suggest
that internal marketing is the solution to the problem of how to deliver high service

guality constantly.

Berry (1981) defines internal marketing as

“viewing employees as internal customers, viewing jobs as internal products
that satisfy the needs and wants of these internal customers while
addressing the objectives of the organization” (1981:272).

The above definition is based on the view that in order have satisfied external
customers, the company must also have satisfied employees known as internal

customers (George, 1977).

Berry and Parasuraman (1991) state in a similar way that

‘internal marketing is the philosophy of treating employees as customers ...
and it is the strategy of shaping job-products to fit human needs” (1991:151).
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IM’s fundamental principle is that if a firm wants to have satisfied customers then it
must have satisfied employees. This can only be achieved by considering and
treating its employees as its customers. Berry and Parasuraman (1991) also
strongly emphasize that employees must be given the same importance and value
as is usually given to external customers. Moreover, when employees are viewed as
internal customers and jobs as internal products then Job products must attract,
develop, and motivate employees thus by satisfying the needs and wants of these
employees while addressing the overall objectives of the organization ( Ahmed and
Rafig, 2002; Berry, 1981 and Berry and Parasuraman, 1991; Greene et al., 1994).
Piercy (1995) also suggest in a similar way that an internal marketing programme
should be aimed at employees because without their commitment, co-operation and
support, the organization will not be able to successfully embed its external
marketing programme. Similarly, Ahmed and Rafig (2002) define internal marketing

as

‘a planned efforts to overcome organizational resistance to change and to
align, motivate and integrate employees towards the effective implementation
of corporate and functional strategies” (2002:222).

The above definition is focused on the view point that ensures an effective
implementation of marketing and other programmes to achieve external customer
satisfaction while recognizing the fundamental role and importance of employees as

internal customers (Ahmed and Rafig, 2000).
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According to Gronroos, (1981) the core principle of IM is to prepare customer
oriented employees and this will lead employees to market in day-to-day activities
and thereby consistently provide quality service to the external customers. According
to Sasser and Arbeit, (1976) successful marketing strategies can only be
implemented if firms are involved not only in external marketing but also in internal
marketing. In order to be successful an organisation needs to sell the job to

employees before it can sell to external customers.

From the above point of view, internal customers satisfaction is important to the
success of an organisation. Indeed, Rosenblunth and Peter (1992) have also
claimed similarly that the needs of external customers should come after to those of
employees which in turn will result into organizational commitment, increase in Job

Satisfaction and enhance their performance.

Ahmed and Rafiq (2002) also claim that IM requires

o The acceptance of marketing techniques and philosophy.

o Customer orientation/marketing orientation.

o A participation approach to marketing.

o A strategic approach to human resource management (HRM) to ensure the

alignment of HRM strategy with organisational strategy.
o The co-ordination of all management activity to achieve customer or market

orientation or customer/market focused management.
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Internal Marketing (IM) is necessary to improve organizational capability and an
essential tool to deliver valuable services to external customer. This goes with
customer needs, as a basis for competitive strategy (Christopher et al., 1991;Wilson
et al.,, 1991). In the beginning, internal marketing (IM) was initially suggested
recommended as an approach to service management which involved the
applications of the traditional marketing concept and the associated marketing mix
within an internal market. However, in this concept, employees are treated as
customers of the organization in order to improve corporate effectiveness by

improving internal market relationships (Helman and Payne, 1992).

In order to meet the needs of external customers, IM is considered as an internal
customer care strategy which creates an environment and motivation among all
members of an organization in such a way that they explore their own role and
accept positive customer consciousness and service orientation, whether “front-line”
service performers or “back-office” service support workers (Cowell, 1984). This can
only be accomplished after building a service climate. Moreover, this can be attained
through the marketing process of communicating customer needs and requirements

(Mills, 1986).
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Internal marketing (IM) produces service orientation among staff by being conscious
of customer relationships and their own role in achieving customer satisfaction.
Internal marketing should therefore be viewed as a customer care philosophy and a
continuous process for both motivation and support (George, 1990; Gronroos, 1985
and Morris, 1996) rather than as a short-lived exhortation programme or a temporary

campaign to boost attention to customers.

Berry et al., (1976) write their views that internal marketing can solve problems of
delivering high service quality consistently. Berry (1981) defines internal marketing

as

“viewing employees as internal customers, viewing jobs as internal products
that satisfy the needs and wants of these internal customers while addressing
the objectives of the organization” (1981:272).

So, indeed, in order to have satisfied customers, the companies must also have

satisfied employees (George, 1977).

Berry and Parasuraman (1991, p.151) state that

‘internal marketing is the philosophy of treating employees as customers ...
and it is the strategy of shaping job-products to fit human needs”.
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Woodruffe (1995) also support above notion that internal marketing is treating
internal customers (employees) and external customers with equal importance and
required needs through effective programmes and planning in order to achieve
organizational objectives by both employee and external customer satisfaction. It is
also recognized in literature of internal marketing that businesses pay major attention
on the significance of satisfying employees’ needs and treat their jobs as internal
products, in order to develop and motivate employees (Gronroos, 1994). Satisfying
the needs of internal customers (employees) might enable the organizations to meet

customers’ expectations of service quality (Ahmed and Rafig 2003).

According Gronroos (1981) the main aim of internal marketing is to create customer

orientation among service employees. He argues that internal marketing should

“create an internal environment which supports customer-consciousness
among the personnel” (1981:237).

Similarly, George (1990) writes internal marketing a management process which is
used to integrate the multiple functions of the organization in order to ensure that all
employees (internal customers) understand the business and its activities which is
aimed at supporting customer orientation, and to make sure that all employees are

willing to perform in a customer-oriented manner.
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In support of that, Stauss and Schulze (1990) argue in a similar way that

‘the objective of internal marketing is to get motivated and customer-oriented
personnel” (1990:155).
Consequently, they point out that internal marketing (IM) highlight the idea of
customer orientation by creating acceptance of customer orientation among
employees (internal customer) and creating an organizational environment that
supports customer-oriented attitudes and behaviours among employees (Stauss and

Schulze,1990).

Woodruffe (1995) argue that the fundamental aim of internal marketing is to ensure
that the employees of an organization are well motivated and committed to the
company goals by ensuring their best possible treatment. This concept also strives
to make sure that employees see themselves participating actively in achieving

organizational goals in order to accomplish long term success (Woodruffe, 1995).

Papasolomou (2006, p.194) also states in a similar way that internal marketing

develops customer orientation among employees by defining internal marketing as

‘a mechanism for instilling a ‘people’ orientation within an organization as a
prerequisite for instilling and strengthening the service, customer, and
marketing orientation among organizational personnel” (2006:194).
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Compton et al., (1987) argue that in internal marketing (IM), employees are helped to
understand the importance of their interactions with customers and responsibility for
interactive marketing performance. Furthermore, the purpose of internal marketing is
to create, maintain and enhance internal relationships in the organization (Voima and
Gronroos, 1999). Additionally, Gummesson (1990) suggest that internal marketing
has expanded the ideas of training, education, information and communication within
the organization. In result, it motivates employees to provide services to internal and
external stakeholders successfully in a customer-oriented manner (Voima and
Gronroos, 1999). Hence, in interactive marketing processes and in handling
customer relationships, the role of employees is very important in order to create
motivated, committed and customer-oriented employees within organization and to
build relationships with external customers (Panigyrakis and Theodoridis, 2009 and

Gronroos, 2007).

If employees of an organization are viewed and treated as internal customers, then
high-quality and satisfactory service will be more likely and possible for external
customers through effective marketing behaviour by customer-oriented and sales-
minded people (Grénroos, 1981). Kanter (1983) also has a similar approach that
those employees who are talented, capable, skilled and willing to give exceptional
service and care to the customers must be attracted, trained, motivated and retained
by treating them well and making them feel important. An appropriate customer
service climate and a consistent customer care strategy is obligatory to form a good

service experience to employees who will then “do the many things right” and “do the
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right things to create a quality service and customer care experience for consumers”
(Schneider, 1986). George (1990) writes that the principle of internal marketing (IM)
is that if management wants its employees (internal customers) to do a great job with
external customers, then the organization must do a great job with its employees. It
means that the internal exchanges between the organization and its employees must
function effectively and efficiently before the organization can succeed in satisfying
its external customers (Rajyalakshmi and Kameswari, 2009 ; Norbani et al., 2007

and George, 1990).

The main aim and purpose of internal marketing (IM) is to identify and satisfy
employees' need as an individual and as service providers. IM is the process of
marketing, the notion of customer care to employees so that they internalize an
appropriate set of values. It therefore, aims to change attitudes and behaviour
(Barnes, 1989). This topic has received considerable attention from customer care
and service quality specialists (Barnes, 1989; Berry, 1984; Berry and Parasuraman,
1991; Crane, 1989; Panigyrakis and Theodoridis, 2009 ; Davidow and Uttal, 1990;
Golzen, 1990; Gronroos, 1991; Gummesson, 1987a; Kahn, 1985; Lewis, 1989,
1991; Lewis and Entwistle, 1990; Hua et al., 2010; Lovelock, 1984 and Sasser and
Arbeit, 1976). Schonberger (1990), Ciampa (1991) and others have also urged the
recognition of an internal customer-supplier chain as an enabler of good (external)

customer service (Richardon and Robinson, 1986).
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In internal marketing, the concepts of marketing are applied, originally developed for
the external marketing of the company (Martensen and Grgnholdt, 2006 and

Gummesson,1987a).

In the same direction, Barnes (1989) and Ahmed and Rafig (2002) defined internal
marketing as the application of marketing principles to motivate employees, within
the organization to ‘sell customer service to employees’ in order to encourage them
to provide external customer satisfaction. So, indeed, the aim of internal marketing is
to encourage employees to ‘buy in’ and share commitment to external customer
service (Nittalan and Kameswari, 2009 ; Barnes, 1989). Similarly, Ahmed and Rafiq
(1995) also stress on using marketing-like techniques within the organization in order
to encourage employees to be committed, motivated and develop customer-oriented

attitude. According to them internal marketing is defined as

“a philosophy involving the planned use of marketing-like techniques internal
to the organization in order to help realise the effective implementation of
marketing programmes through a process of attempting to create customer
orientation and employee commitment”( p.34).

According to Gronroos, (2000) in marketing, the external customer has been
considered an essence for organisational success. However, in order to succeed in
external marketing it is in fact essential to succeed in internal marketing.
Wright and Staw (1999) write that in the notion of internal marketing, when
employees are treated as customers eventually they will become more committed,

co-operative and enthusiastic. Through changes in their behaviour and attitude

76



employees will experience greater motivation and happiness. Finally, organisations

will reap the benefits in the form of increased productivity, efficiency and quality.

Piercy (1995) describes internal marketing as a mechanism and method for
implementing marketing strategy to ensure market-led change management. Internal
marketing provides a course of action to leadership through which the advancement
of a better knowledge and function of marketing principles can be achieved (Nittala,
and Kameswari, 2009 and Bryman, 1986). The leader therefore, must conduct
analysis of the existing culture in the form of internal market research. For instance,
staff surveys, and other techniques to sense the needs of the internal market, and
then to take action in order to develop the required new culture (Preston and Steel,

2002 and Seddon ; Jackson, 1990 ; Ballantyne2003).

Ahmed and Rafig (2003) also highlight the reason of satisfying the needs of internal
customers (employees) that possibly will enable the organization to meet external
customers’ expectations of service quality. So, as a result, IM facilitates the
interactive process and improves the awareness of employees in terms of
productivity, efficiency and effectiveness (Rosenblunth and Peter, 1992 and
Ballantyne, 2003). So, indeed, it can be concluded that IM creates the environment
of deeper and clearer understanding of inside of an organization which is a key
capability to respond to the challenges of today’s competitive world. In conclusion,

IM as an approach provides strategic guidance on how to influence and control
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business performance and increase profitability in progressively more competitive

atmosphere (Awwad and Agti, 2011 and Gilmore, 2000).

3.4 Models of Internal Marketing

Importance of internal marketing is widely recognised by academics in the literature.
Instead of that, there are only a few models for the implementation of internal
marketing in practice (Gilmore and Carson, 1995). It is because of the confusion
over the definition of internal marketing and the elements that can be grouped under
the umbrella of internal marketing (Ballantyne, 2000; 2004 ; Papasolomou and

Kitchen, 2004; Papasolomou, 2006).

Therefore, three different models will be presented in this section in order to show
how internal marketing can be used in practice. These were developed
independently by three different authors. The aim of these three models are to
provide different views on the concept of internal marketing so that practitioners may
form an outlook on how they can use these models of internal marketing and what

can be achieved as a consequence.

First model presented in this section developed by Berry (1981) on the concept of
treating employees as customers and the second model is based on customer
mindedness and interactive marketing (Gronroos, 1985). Few authors seems to

distinguish between the two models. Ahmed and Rafig (2002) highlight that both
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Berry (1981) and Gronoos (1985) are concerned with improving service quality in

their models of IM. However, they have different methodologies in achieving it.

3.4.1 Berry’s model

The key features and points of Berry’s (1981) model are as follows:

Figure 3.1

Berry’s Model of Internal marketing (IM)
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Berry’s (1981) Internal marketing model source: Ahmed and Rafiq (2002:14)

79




The primary concept in Berry’s (1981) model is that treating employees as
customers along with viewing and treating jobs in the same way as any other product
of the company. This means that employees’ needs and wants are taken into full
consideration by organization and efforts are made to make their products attractive
to their internal customers (employees). In result, it will lead to changes in attitudes
of employees by having full employee satisfaction. In this model it is also explained

that by viewing the job as products, it will also lead to the involvement and the
participation of employees’ and employee satisfaction. Applications of marketing
techniques internally also view the job as product and attract and retain employees .
This will lead to the work force (employees) having service minded attitudes will give
their best in terms of innovation and perceived quality of service. It will increase the

competitive advantages through customer satisfaction in the market place.

According to Berry's (1981) above model, one of the most important factors that
influence the quality of services to external customers is organization’s employees.
Treating employees of organisations as the customer means that jobs must be
treated as any other product of the company. It also means that by employee’s
involvement and participation, needs and wants of the customer should be taken into
account and an effort should be made to make the product attractive to the external
customers. Satisfied employees that are directly in contact with external customers
in the process of rendering services play the central role in creating values and
perception of the quality of service on the external customer’s part. Therefore, paying

attention and satisfaction to the employees is very important to bear the load of
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competitive advantage. In addition, by attracting and maintaining customer-oriented
and service-oriented employees, organizations may distinguish themselves from

their competitors.

According to above Berry's (1981) model internal marketing is as much important as
external marketing. Similarly, treating jobs as products requires a new approach to
human resource management (HRM) and the need to implement the application of
marketing techniques internally both to attract and to retain customer conscious
employees. A typical organization can achieve its marketing strategic successes

when it analyzes both internal and external marketing strategies at the same time.

3.4.2 Gronroos model of IM (1985)

Ahmed and Rafiq (2002) point out key distinguishing features of Gronroos’ (1985)
model of Internal Marketing (IM). This model is based on that employees need to be
customer conscious and sales minded so that they can take advantage of interactive
marketing opportunities. It will automatically lead to better service quality and higher

sales, and thus higher profits.
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Although, the main focus of Berry's (1981) model is on employee satisfaction, the

above model of Grénroos (1985) sheds light on how internal marketing can be used

to develop customer orientation among employees.

According to above model customer consciousness can be created among

employees by supportive management which focus on supportive recruitment

practices. It also requires staff training, participative management style, employee

discretion and pre- launch information regarding marketing campaign. It enhances
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employee motivation. They realize the importance of their role which develops
ultimately employee’s satisfaction. Subsequently a motivated customer conscious
employee attitude leads to good interaction and responsibility in the delivery of
perceived service quality. Therefore, the process can take advantage of interactions
between contact employees and satisfied customers. When employees are given
responsibility, workers are given more control over their work, As a result, it is
expected in a positive sense, that employees’ job satisfaction will increase.
According to Gronroos (1985) only motivated customer conscious employees can
achieve the target of increased sales and profitability through interactive marketing

and customer satisfaction.

Gronroos (1985) also strongly stresses that before launching any campaign or
bringing any required changes in marketing strategies to the external market,
employees must be well informed. The fundamental idea behind this concept is that
it gives a clear indication of the employees’ importance and it shows the value of
their role in decision making, service production and delivery process. In the end,
Gronroos (1985) claims that all the above will be successful only with the support of

senior management.

Although, the fundamental aims of both the above mentioned models are the same,

the methodological approach applied by both of above writers are quite different.
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3.4.3 Combination of Berry (1981) and Gronroos (1985) model by

Ahmed and Rafiq (2002)

This model of Ahmed and Rafig (2002) has some advantages over the previous
models of Berry (1981) and Grénroos (1985). Both models of Berry (1981) and
Gronroos (1985) highlight different aspects of internal marketing (IM). In fact, this
model of Ahmed and Rafiq (2002) has taken these differences and presented a more
comprehensive model of IM and has combined both of above models' approaches.
Moreover, this model of Ahmed and Rafiqg (2002) suggest a large number of linkages

and mechanism by which internal marketing can be implemented in practice.
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According to Ahmed and Rafig (2002) in this new model which is the combination of
Berry (1981) and Gronroos (1985) a number of additional features are added.

The main characteristics of above model are:

o When jobs are treated as products, by adopting recruitment, training,
participative management and employee discretion. In result , it will lead to

employee satisfaction and customer orientation.

J The application of marketing-like techniques within the organization is linked

to customer conscious and orientation.

o The relationship between customer satisfaction and customer loyalty and
increased profits, which can be increased through word of mouth promotion

by satisfied customers.

o Good communication between marketing and contact employees is linked to

customer orientation.

This new combined model starts with service quality strategy which can only prosper
with the help of senior management support. It also requires applications of
marketing techniques internally and pre-launch information regarding marketing
campaigns. Senior supportive management leads to supportive recruitment process,
training, participative management, employee discretion which go ahead towards

customer conscious/customer oriented employees. Applications of marketing
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techniques internally view jobs as products and this requires adequate training.
Viewing jobs as products give rise to employees’ satisfaction, at the same time,
attracting and retaining of customer conscious employees. Employee satisfaction
should improve motivation amongst employees. This should also increase sales due
to interactive marketing. As a result, this means increased profitability. When senior
support management are informed about pre-launch information regarding marketing
campaigns, employees will realise the importance of their role which build
employees’ motivation. It is observed that word of mouth of the satisfied customer

increases the profit and the image of the company.

Ahmed and Rafiq (2002) also highlight that the composite model of IM has a number
of advantages. The new model also emphasizes the fact that the Gronroos (1985)
and Berry (1981) models are not competing models but highlight different aspects of
IM and the new model uses these differences to build a more broad
conceptualisation. The model stresses a large number of hidden assumptions and
relationships that needs to be tested empirically. The model clearly indicates and
explains the mechanisms involved in the implementation of IM. This model projects a

more comprehensive and clear view of internal marketing (IM).

All three above mentioned models are conceptual and aim to show different ways of
using internal marketing. They also suggest a clear relationship of employee
satisfaction and internal marketing for this research. One of the ideas raised by these
above mentioned models is that internal marketing can lead to employee

satisfaction, which is the main focus of this research. These three above mentioned
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developed models show the way that internal marketing (IM) can be applied within

organizations and the outcomes following its implementation.

Consequently, the way these models argue in favour of the link between internal

marketing and employee satisfaction will be discussed in detail in the next section.

3.5 Internal Marketing Variables that influence Employee

Satisfaction

The concept of internal marketing views employees as internal customers, and jobs
as internal products that satisfy their needs and wants (Sasser and Arbeit 1976;
Berry 1981 ; Ballantyne, 2003 and Arnett et al.,, 2002). Moreover, satisfying
employees through internal marketing has been widely recognized (Berry and
Parasuraman 1991; Conduit et al. 2001; Zand 1981 and Awwad and Agti, 2011).
Employees awareness in business has contributed to the adoption of internal
marketing which emphasis on the their satisfaction and needs (Zampetakis and
Moustakis, 2007). As a result, implementation of internal marketing approach will
create more satisfied employees and hence, lead to greater external customer

satisfaction (Ahmed and Rafig, 2000).

Gronroos (1985) also urge that the scope of internal marketing (IM) that consists of a
work environment motivates employees to perform their job well. Hesket et al.,
(1997) write the link between employee satisfaction and internal marketing as well.

However, more studies like Loveman (1998); Hallowell, et al. (1996); Richardson
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and Robinson (1986); Schlesinger and Zornitsky (1991) ; Pritchard and Silvestro
(2005) and Kim, (2009) also found positive correlations between internal marketing
(IM) and employee satisfaction. In the same way, other researchers like Tansuhaj
et.al., (1991); Ahmed and Rafig (2000) ; Conduit and Mavondo (2001) reveal that the
concept of internal marketing has a direct link with employee job satisfaction and
organizational performance (Pfeffer and Veiga (1999) and Nebeker et al.,2001).
According to Fisk et al. (1993) there are two main issues in internal marketing
concept. Firstly, employees are considered as internal customers and secondly, the
organizations need to satisfy the needs and wants of internal customer so that they
can serve to the external customers. For that reason, it is suggested that for
obtaining external customer satisfaction businesses should first concentrate on their
internal customer (employee) satisfaction George (1977). Gounaris (2008) also
emphasises that in internal marketing it is very important to satisfy the needs of
employees before the business can satisfy the needs of its external customers.
Palmatier et al., (2006) also define this concept of internal marketing and state that
by satisfying the needs of internal customers (employees), businesses come in a

better position to satisfy external customers.

The factors of internal marketing that influence on employee job satisfaction are
described in various ways. Gronroos (1990) presents it as prerequisites for
successful internal marketing. However, all variables of internal marketing discussed
by different authors like (Groénroos, 1990 ; Kasper, et al., 1999 and Berry and
Parasuraman, 1992) are categorised in terms of different factors that influence

employee satisfaction and can be summarised as recruitment and selection ,
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training, teamwork, empowerment, performance measurement and reward systems,
organisational vision, communication , culture, top management commitment,
involvement and leadership, employee commitment and involvement. Moreover,
these elements have been identified as contribution to successful internal marketing.
Additionally, they lead to successful external marketing and also play a major role in
the development of a service culture through facilitating and enhancing quality

service delivery.

Internal marketing (IM) is an enabling tool for the implementation of strategic
business plans and organisational vision because internal marketing (IM) concept is
based on the understanding that no single business management function is
effective if it operates in isolation. Employees in different departments with different
skills have to be actively involved with each other. These cross-functional activities of
employees have a major influence on their satisfaction and performance (Chang and

Chang, 2008 ; Ahmed and Rafig, 2003).

In the concept of internal marketing (IM), marketing tools are applied by firms to
attract and retain the best and high quality employees which enhance their
satisfaction and performance (Che-Ha and Hashim, 2007 ; Martensen and
Grgnholdt, 2006 and Panigyrakis and Theodoridis, 2009). They also identify many
variables of internal marketing like organisational vision, inter-functional coordination
between departments and integration, teamwork among employees, customer
orientation, marketing like approach, employee job satisfaction, empowerment,

employee motivation, employee benefits quality of service, employee development,
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and vision of the organization, strategic reward, internal communication between
different departments and senior leadership which lead to employee satisfaction

(Che-Ha and Hashim, 2007).

The impact of internal marketing factors on employee job satisfaction, motivation and
their performance have a positive effect (Danish and Usman, 2010). Furthermore, it
reveals that working conditions, working hours, hygiene and sanitation, rest rooms,
support from superior, and attitude of colleagues have highest influence on job
satisfaction and motivation. Likewise, satisfied employees are the biggest asset to an
organization, whereas, the biggest liability is dissatisfied employees of organisation
(Amal and Hani, 2010 ; Nittala and Kameswari,2009 ; Mornay, 2010 and Yazdani et

alk., 2011).

Preston and Steel ( 2002) write issues related to internal marketing. According to
them recruiting, training, development, teamwork and motivating staff are the
important variables of internal marketing (IM) that influence employee satisfaction.
Sang et al., (2009) state that aspects of internal marketing (IM) that affect employee
satisfaction like pay, colleagues, supervisors, working conditions, job security,
promotional aspects and the nature of work, teamwork, employee relationship and
training and development are the most researched factors and In addition, all these
aspects are positively inter-correlated with job satisfaction. Panigyrakis and
Theodoridis (2009) also write about concept of internal marketing (IM) and its effect
on employee job satisfaction and business performance. According to them vision,

internal communication, teamwork, quality of job, care about employee, reward
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systems, feedback, internal procedures and policies and internal customer
relationship with colleagues, senior staff and other departments play vital role in
employee job satisfaction and their performance. Internal marketing include some
human resource management practices, such as internal communication, employee
recruitment, employee training and employee empowerment, teamwork, employee
benefit in order to satisfy employees and create customer consciousness amongst
them (Che-Ha and Hashim, 2007 ; Chughtai, 2008 ,Team, 1999 and Pawan et al.,

2009).

Spiros (2008) and Yavas and Babakus (2010) also examine the relationship between
internal marketing and employee job satisfaction. According to them supervisory
support and employee benefit are closely associated with employee performance
and their satisfaction. Similarly, creating and aligning internal customer relationships
between department and other staff inside the organisation is necessary to improve
their performance and satisfaction. Amal and Hani et al., (2010) identify important
variables of internal marketing like retaining and attracting high quality employees,
training and development, vision, feedback, internal communications, have major
impact on job satisfaction as well. Abdullah et al., (2011) also highlight the relation
between internal marketing and job satisfaction. They also identify employee
recruitment, training and development, employee benefits, work design, job
description, rewards and compensation have positive and significant dimensionality
to internal service quality of employee job satisfaction (Mani, 2010 ; Yaseen, 1990 ;

Bowling, 2007 ; Saari and Judge, 2004 and Rajyalakshmi et al., 2009).
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The important factors of internal marketing that has a positive impact on employee
satisfaction like pay, co-worker support, supervisors, working conditions, job security,
promotional aspects, employee complaint handling, teamwork, nature of work,
feedback, work environment, employee selection, employee care, employee training
and development, work design, employee rewards and compensation, fairness,
recognition, flexibility, feedback, quality of service, employee development, vision of
the organization, reward, internal communication with senior leadership have been
concentrated upon by different authors over the years (Che-Ha and Hashim, 2007 ;
Abdullah et al., 2011; Sang et al., 2009 ; Faragher et al., 2005 ; Preston and Steel,

2002; Khan et al., 2010 and Amal and Hani et al., 2010).

In internal marketing, approach to measure employee’s job satisfaction is used when
the objective is to measure overall aspect to the employee’s job. However, different
variables can be identified with specific viewpoints of the job which generate
satisfaction for employees. Employee job satisfaction involves many aspect of the
job such as employee benefits, employee relationship with co-workers and
supervisors, organizational vision, growth opportunities, employee commitment,
training and development, organizational factors and work environment (Coomber

and Batrriball, 2007).
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Long and Swortzel (2007) and Luthans (1998) also mention five dimensions of
internal marketing(IM) that directly influence employee job satisfaction, comprising
attractive benefits, characteristics of job, working environment, team work and

employee relationships.

According to Drummond and Stoddard (1991) and Tsigilis et al., (2006) employee
job satisfaction contain various characteristics. These characteristics are working
environment, employee benefits, employee relationships with co-workers and
supervisor, organizational quality, employee focus policies and the nature of the job
itself. Additionally, according to Dinham and Scott (2000) and Koustelios (2001),
there are numerous factors of internal marketing (IM) related to job satisfaction, like
vision, commitment, employee relationship, feedback, employee’s needs, working

environment and training.

Kazemzadeh and Bashiri (2005) also explore the relationship between internal
marketing (IM) and employee job satisfaction. They identify the following variables:
employee relationships with staff across different departments, employee motivation,
commitment, loyalty, wage and salary, other welfare facilities, growth opportunities,
feedback and complaint handling, organization’s systems and processes. Bodur
(2002) also suggests that working condition, co-workers, benefits and training are
some of the factors related to job satisfaction. Similarly, Kuo et al., (2010) and Khan
et al., (2010) write as well that job characteristics and employee empowerment are
significant factors in providing higher employee commitment and loyalty towards the

organization which lead to their satisfaction. Similarly, organisational quality,
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employee involvement and feedback improve employee’s satisfaction. As a result,
they feel that they are part of organization which makes them motivated to improving

the system (Khalid and Irshad 2010).

According to Brewer et al., (2000) considering employees in decision-making
processes which create awareness and satisfaction among them, is one of the
important factor of job satisfaction. Similarly, Bhatti and Qureshi (2007) suggest that
employee participation improves their job satisfaction level. Likewise, according to
Chao et al., (1994), employee’s understanding of direction and goals, balance
between work and personal life are positively and significantly related to job
satisfaction. Employee’s empowerment involves doing their job independently
without constant intervention of management is one of the variable of their

satisfaction (Ampofo-Boateng et al., 1997 and Hassan et al., 2011).

The fundamental aim of the employee’s empowerment is to develop them and
improve organizational performance. It also helps employees to achieve their goals
by authorizing employees to participate in the decision-making process (Seibert et
al., 2004; Hua and Nigel, 2010; Alagbari, 2002 ; Mohammad et al., 2011 ; Jun et al.,
2006). From an employee’s viewpoint, feelings of empowerment should have a
positive impact on attitudinal responses and satisfaction from the job (Snipes et
al.,2005; Norbani et al., 2007). Likewise, Velthouse (1990) and Alarami (1988) also

note that staff autonomy is a variable of their satisfaction.
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Based on the literature and models of internal marketing proposed by Berry
(1981),Gronroos (1985) and Ahmed and Rafig (2002). The present study has
identified six most frequently used variables of internal marketing that influence

employee satisfaction as follows:

Vision

Teamwork

Quiality and internal customer focus
Employee relationship

Employee benefit

Training and development.

These variables of internal marketing are studied to identify their relations with

employees’ job satisfaction in this research
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3.5.1 Vision and Internal Marketing (IM)

Vision have been defined differently by different authors. According to them, vision
stimulates and manages the flow of energy. Additionally, vision is the starting point of
establishing an organisation and portrays unique image of the future (Smith, 1996a,
1996b; Snyder and Graves, 1994 ; Eccles, 1994; Kouzes and Posner, 1987; Nanus,
1992 and Li et al.,, 2007). Furthermore, vision evolves employee satisfaction and

influence to motivate them (Tichy and Devanna, 1986).

Internal marketing practices offers vision and also communicate vision to employees.
This means that employees need to know contribution of their work to the
organization and moreover, they must understand and believe in the goals to which
they contribute. In addition, vision also communicates employees about their
guidance, positive behaviour and creates strong culture (Berry and Parasuraman,
1991). Additionally by understanding organisational vision, employees are able
monitor their own progress, perform better and ultimately leads to their satisfaction

(Berry and Parasuraman, 1991).

Internal marketing programmes includes organisational vision in order to develop
sense of purpose, establishing behavioural standards, and direction to employees
(Gronroos, 1981; Bart, 1997; Ireland and Hitt, 1992; Klemm et al., 1991; McGinnis,
1981 and McGivern and Tvorik, 1998). In internal marketing concept, employees are
involved at all levels in effective marketing programmes which enable them to
understand their role within the organisation. In the same way, internal marketing
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(IM) encompasses vision as an important element which helps contribute towards
enhanced customer service, a greater degree of marketing orientation and finally
leads to employee satisfaction (Berry and Parasuraman, 1991). According to
Kirkpatrick and Locke, 1996; Nanus, 1992 understanding and acceptance of
organisational vision by employees which is an important element of internal
marketing (IM) stimulate their job satisfaction and improve their commitment and

performance towards job.

3.5.2 Teamwork and Internal Marketing (IM)

There is no single definition of teamwork as numerous concepts exist amongst
researchers and they also differ in their view of what teamwork actually means

Schermerhorn et al., (2005).

Teamwork is an important element of internal marketing leads to employee job
satisfaction because a team has a common goal and it can be autonomous in its

decision-making, responsibility and support (Hayes 2005).

In internal marketing, teamwork amongst the employees is one of the key factor in
the development, retention of a successful business strategy (Kale, 2006 and
Roberts-Lombard, 2007). Teamwork is essential for better outputs and better
relationships amongst staff which ultimately leads to employee job satisfaction

(Hayes 2005). Teamwork among employees has a positive effect on their job
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satisfaction. In addition, teamwork among employees and departments are essential

factors for organisational successes (Eklund and Hallberg 2000).

According to Gilmore and Carson, (1995) team work which is an important element
of internal marketing is about working together in order to contribute to organizational
progress. Kitchen (1997) also believe in a similar way that employees must be
working in a team if they are to participate effectively in the organization. Moreover,
strong feelings of teamwork among employees from different departments increases
quality and job satisfaction (Kusku, 2003). Furthermore, Employees are more likely
to perform better when they feel they are valued by their organizations (Dunmore,

2002).

3.5.3 Quality and internal customer (Employees) focus and

Internal Marketing (IM)

Most researchers like Berry and Parasuraman (1991); George (1990); Gronroos
(1985); Gummesson (1987a); Piercy (1995); Chaston (1995) and Ahmed and Rafiq
(2000) agree that adoption of internal marketing improves internal service quality
delivered to internal customer (employees). In internal marketing (IM) concept a
method is applied across the organization which treats other service chains as
customers (Christopher., et al 1991). This role of IM helps employees to know that
how they are related to others in order to promote, develop and sustain the concept
of customer service for internal as well as external customers in activities including

marketing to employees and internal functions (Helman and Payne, 1992). The

99



concept of internal marketing was developed from the idea that employees are
considered as an internal market within the organization. They need to be informed,
educated, trained, rewarded and motivated to meet external customers’ needs and

expectations (Varey and Lewis, 2000).

Successful internal marketing should start with recruiting employees to perform
marketing tasks (Gronroos, 2000). It has been argued that employee focus is a
significant part of internal marketing. For example hiring for right staff is an essential
element of internal marketing because one of the principal causes of poor service
quality is recruiting the wrong employees to deliver the service (Gronroos, 2000).
Similarly, Ahmed and Rafiq (2002) consider recruiting customer-oriented employees

as an important element of internal marketing.

An effective internal marketing strategy should result in internal service quality and
employee focus (Lewis and Entwistle, 1990; Joseph, 1996). In this regard, Gorchels
(1995) note that recruitment of employees, who fit the values of the organization
bring changes in employees’ attitudes and behaviours (Ahmed and Rafig, 2000). For
this reasons, Ahmed and Rafig (2000) suggest that it is beneficial to spend time

selecting the person who matches the desired criteria.
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3.5.4 Employee relationship and Internal Marketing (IM)

This section deals employee’s relationship with immediate supervisor or manager

and its link with internal marketing (IM).

According to Mills (1994) organisations need employees who work together with
immediate supervisor, manager and other departments in order to achieve
organisational objectives. Employee relationship with immediate supervisor,
manager and other departments require necessary attitudes and skills from
employees, rather than a specific management function or well-defined activity.
Employee relationship and internal communication on different issues are significant
and at the same time very decisive to the relationship between staff and their
immediate supervisor because firms cannot afford to have barriers between
employees. Additionally, as it is explained earlier that internal marketing (IM) guides
all organisational employees by its systematic appreciation of the needs and
aspirations firms cannot afford to have barriers between employees and
departments. Furthermore, it gives them confidence, sense of responsibility and

bring success to organisation (Eklund and Hallberg 2000).

A number of researchers like Ballantyne (1997) ; (2000b) ; Gilmore (2000) ;
Gummesson (1999b) ; Varey et al., (2000) ; Lings (1999 ; 2000) ; Varey (1995) and
Voima (2000) write link between employee relationship and Internal Marketing
(IM). Employee relationship with immediate supervisor, manager and other
departments in firms is an important and well adopted element of internal marketing
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(IM) (Vioma, 2000) because it develops a measure of internal marketing and ability
to sell organisational vision to employees and moreover, it motivates employees to
perform well and gives them satisfaction (Forman and Money, 1995). So, indeed, an
effective internal marketing strategy should result in employee relationship in
organisations (Lewis and Entwistle, 1990; Joseph, 1996) because it has many
benefits like exchange views, ideas, discuss problems, consider developments and
ultimately lead to job satisfaction for employees (Mills, 1994). Equally, employee
relationship with immediate supervisor, manager and other departments in firms
contribute to productivity, improve service quality to external customers, employee
commitment, and as a result, lead to their job satisfaction (Mitchell et al., 1988). In
addition, It helps employees to know that how they are related to others in order to
promote, develop and sustain the concept of customer service for internal as well as
external customers in activities including marketing to employees and internal

functions (Helman and Payne, 1992).
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3.5.5 Employee benefits and Internal Marketing (IM)

Employee benefits are a reward that employees receive from employers for their
work (Schermerhorn et al., 2005). In this regard, Mitchell et al., (1988) note that
employee benefits are considered an important element of internal marketing (IM) as
it helps managers to retain their valued staff and also facilitate in achieving the

business goals of an organisation and values that it needs in employees.

In the internal marketing (IM) concept, employees play very important role in
continuing growth and success of an organisation. Thus, employee benefits
contribute to their overall job satisfaction (Schneider et al., 1996; Walsh and Tseng,
1998) and also considered by the empirical studies of Locke (1976), Lawler (1973)
and Smith et al., (1969) one of the major determinant of employee job satisfaction.
Employee benefits not only encourage employees to perform better but also create
internal motivation among them to offer better service quality to external customers

which in the end will contribute to the success of the business.

The concept of internal marketing was developed from the idea that employees are
considered as an internal market within the organization. In internal marketing (IM),
they need to be informed, educated, rewarded and motivated to meet external
customers’ needs and expectations (Varey & Lewis, 2000). So, indeed, competitive
employee benefits for staff and their families as compared to other organisations are
the major factor of their job satisfaction (Zeffane et al., 2008; Reiner and Zhao 1999;

Ellickson and Logsdon 2001).
103



3.5.6 Training and development and Internal Marketing (IM)

A number of researchers like Gummesson (1990) ; Berry and Parasuraman (1991)
and Foreman and Money (1995) suggest that internal marketing includes employee

training .

Training and development of employees can enhance every sub-goal of internal
marketing: attracting, developing, motivating and retaining superior employees.
Therefore it is considered an essential element of internal marketing (Berry and

Parasuraman, 1991).

In order to achieve business objectives, training and development are considered
necessary required skills for employees by management (Chen et al., 2004).
Training modifies employees behaviour through learning which occurs as a result of
education, instruction, development and planned experience (Armstrong, 1996). In
result, it improves employees performance and reduces anxiety or frustration,
brought on employees by work demands (Beardwell et al., 2004 ; Scott et al., 1999 ;

Chen et al., 2004 and Karthikeyan et al., 2010).

Organizations should invest in people (employees) as much as in machines, in order
to enhance the abilities of employees to meet customers’ expectations of high
service quality and it leads to their satisfaction (Schlesinger and Heskett, 1991 ; Tsui
et al.,, 1997 and Merkac Skok, 2008 ). This is because employees, who are well
trained, capable and fairly rewarded provide better performance, require less
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supervision and are more likely to remain on the job. In result, it gives benefits to
organisation in the form of enhanced productivity, lower turnover, loyalty, satisfaction
and overall competitiveness. This has led to the development of the internal
marketing concept, where selling the job to employees must precede selling the

services to external customers (Schlesinger and Heskett, 1991).

Most researchers like Berry and Parasuraman (1991); George (1990); Gronroos
(1985); Gummesson (1987a); Piercy (1995); Chaston (1995) and Ahmed and Rafiq
(2000) also agree that training and development of employees in internal marketing
improves satisfaction and overall competitiveness. Likewise, it also contributes
significantly to organizations’ reputations for responsive service (Benoy, 1996).
Employees training is considered very important for the success of an internal
marketing programme, as it enhances their knowledge about firms’ products,

business development, and specific marketing skills (Woodruffe, 1995).
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3.6 Relationship of Internal marketing (IM) and Employee Job

Satisfaction

The rationale for this section is to allow the researcher to develop a conceptual
frame work based on academic literature and the models of internal marketing
proposed by Berry (1981), Gronroos (1985) and Ahmed and Rafig (2002) mentioned
in the section 3.4.1, 3.4.2 and 3.4.3 for testing and analysing the employee job

satisfaction

The rational justification was driven by the fact that no one definition of internal
marketing had been agreed upon by researchers(Rafig & Ahmed, 1993).
Furthermore, a clear identification of internal marketing practices influence
employees satisfaction (Berry, 1981;Gronroos, 1985 and Ahmed and Rafig, 2002).
As a result, these models have played an important role and serve as a guidance
towards developing conceptual framework of this study in order to clarify the
mechanism through which internal marketing can be used in practice to influence

employees satisfaction.

In this part, the classical notion of employee job satisfaction is reviewed and its links
with internal marketing, after that, this is followed by the development of a
conceptual framework. At the same time, variables influencing employee job

satisfaction are described and discussed in detail based on supporting literature.
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Internal marketing (IM) programs perform in order to develop, train and motivate its
employees, so to enhance quality of the services provided to its external customers
(Hwang and Chi, 2005). In addition, internal marketing(IM) also improves the
employees productivity, satisfaction and enhances external customers' satisfaction

which increases earnings (Ahmed and Rafig, 2002).

As it is discussed earlier that in internal marketing (IM) employees are treated at all
levels of the organization as internal customers. Moreover, growing recognition of
the importance of the employees' role has led organizations to adopt internal
marketing (Yavas and Babakus, 2010). Likewise previous researchers like Hwang
and Chi (2005); Martensen and Grgnholdt (2006); Masroor et al., 2009 ; Tortosa-
Edo et al., 2010 ; Che Ha et al., (2007); Judith et al., (2002) Paulin et al., (2006) ;
Sergeant and Frenkel (2000) ; Homburg and Stock (2004); Spiros Gounaris (2008);
Vella et al., (2009); Abdullah et al (2011); Paul et al., 2009 and Khan et al.,(2011)
write that dimensions of internal marketing positively influence employees job

satisfaction to a larger extent.

Overall employee job satisfaction and its elements are traditionally emphasized as
important essentials of organizational management (Lofquist and Dawis, 1969; Smith
et al., 1969; Locke, 1976; Cranny et al., 1992) and it has obtained an established
position in the research literature (King et al.,, 1982). There is not one particular
definition of employee job satisfaction. Employee job satisfaction has been broadly

studied over the last four decades (Currivan, 1999). It depends on how much and
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what employees like about their job. Employee Job satisfaction has been studied by
several researchers (Boshoff and Tait, 1996; Hartline and Ferrell, 1996; MacKenzie

et al., 1998; Herrington and Lomax, 1999).

Every year a significant amount of research has been published in reputable
journals. According to Quinn (1985) more than 5000 articles had been published on
employee job satisfaction. However, according to Bell and Weaver (1987) the

concept of employee job satisfaction is not fully explored.

Employee job satisfaction has been defined as a

‘pleasurable or positive emotional state resulting from an appraisal of one's
job or job experiences” (Locke, 1976:1300).

‘the amount of overall affect that individuals have toward their job” (Arnold
and Feldman, 1986:86).

‘the degree to which people like their jobs” (Spector:7).

“There is concrete evidence that satisfied employees make for satisfied

customers” (Zeithaml and Bitner, 2000:287).

Schneider and Snyder (1975) regard job satisfaction as a personal evaluation and
perception present in the job. Employee satisfaction is defined as the gratification or

prosperity that the employees get from their job (Visser et al., 1997).
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Sempane et al., (2002) hold the view that job satisfaction is defined as employees’
own evaluation of their jobs against those concerned issues that are important to
them. Similarly, McCormick and llgen (1980) conclude that high job satisfaction
means that employee like their job in general. Hence, they appreciate and feel
positive about it. They also mention that job satisfaction is an employee’s personal
attitude towards their job, and an attitude is an emotional response to job, which can

be positive or negative.

Sempane et al., (2002) also write that job satisfaction involves employee’s emotions
and their feelings. Indeed, it has a major impact on their work lives and for this
reason it also influences their behaviour as employees, e.g. loyalty, commitment,
teamwork, relationship with other staff attitude and behaviour etc (Locke, 1976;
Visser et al., 1997 and Aloryali, 2002). Employee satisfaction is a central task of
organizational management. Since, satisfaction creates confidence, loyalty and
consequently improved quality in the output of employees (Tietjen and Myers, 1998).
According to Arnold and Feldman (1986) the concept of employee job satisfaction
has taken a lot of organisations’ attention these days. Managers feel their moral
responsibility for maintaining high levels of employee job satisfaction, because of its
impact on productivity. It has been recognized by different organisations that a
satisfied workforce contributes enormously towards organisational effectiveness and

ultimate survival (Spector, 2003 ; Kim, 2009 and Alonazi, 2001).

Employees derive job satisfaction from their work place, for different reasons

(Hartline and Ferrel, 1996; MacKenzie et al., 1998; Yousef, 2000 ; De Nobile, 2003 ;
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Kim et al., 2005 and Mercer, 1997 ). A variety of factors motivate employees at their
workplace , some of which are tangible, such as money, and some of which are

intangible, such as a sense of achievement (Spector, 2003).

Hence, some researchers have established a strong positive relationship between
job satisfaction and performance (Hartline and Ferrell, 1996; MacKenzie et al., 1998
and Yousef, 2000). Employees’ satisfaction improves their job performance and
boost the level of work, which in turn contributes to the company’s growth (Tsui et
al., 1997; Shaw et al., 1998; Gerhart and Rynes, 2003). Employee’s job satisfaction
is not a static state rather it is influenced and modified from factors within and
outside an individual and working environment (Baran, 1986). Employee’s job
satisfaction is an antecedent of customer-oriented behaviour (Hoffman and Ingram,

1992).

Employee satisfaction is an important variable that gives an opinion about general

emotions of employees about their job. As a result, job satisfaction is a function to

which one’s needs are satisfied in a job (Togia et al. 2004).
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The concept of employees’ job satisfaction includes several factors emphasized by
many writers like (Hartline and Ferrell, 1996; Locke, 1976; Visser et al., 1997
MacKenzie et al., 1998 and Yousef, 2000). As mentioned earlier, the most frequently
used variables of internal marketing that influence employees’ job satisfaction are as

follows:

Vision

Team work

Quiality and internal customer focus
Employee relationship

Employee benefit

Training and development

In Chapter 5 section 5.15.1 , the definitions of these variables and their links with

employee satisfaction is discussed in detail.

111



3.7 The conceptual Framework of Internal Marketing (IM) that

Influence Employee Satisfaction

As it is explained earlier, that the conceptual framework see figure 3.4 on page 114
of this research is developed and derived from academic literature and the models of
internal marketing proposed by Berry (1981),Gronroos (1985) and Ahmed and Rafiq

(2002) in the section 3.4.1, 3.4.2 and 3.4.3.

Moreover, the researcher referred to above mentioned internal marketing literature
and developed models to support the linkages between variables of internal
marketing and employee satisfaction suggested in this conceptual framework. These
models of Berry (1981),Gronroos (1985) and Ahmed and Rafig (2002) show the way,

that internal marketing can be applied within organizations.

The rational of this conceptual framework is driven by the fact that no one definition
of internal marketing has been agreed upon by researchers (Rafig & Ahmed, 1993)
and also a clear identification in these models by Berry (1981),Gronroos (1985) and
Ahmed and Rafig (2002) show that internal marketing(IM) practices lead to

employee job satisfaction.

Consequently, these models are important and serve as guidance towards
developing conceptual framework of this research in order to clarify the mechanism
through which internal marketing can be used in practice. For instance, Model of

Berry (1981) was developed on important notion of internal marketing ‘employee as
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customer’ in order to achieve both internal and external satisfaction. After that their
jobs are treated in the same way as any other product of company. It means that
employees’ needs and wants are taken into account. In result, it will lead to
employee satisfaction and changes in employee attitudes. Consequently, they will
become service-minded, leading to better service quality to external customers and
competitive advantage in the market-place. Moreover, employees will have feeling of
identification and satisfaction with organization. Empirical evidence suggests that
there is a link between employee participation and employee satisfaction (Bhatti and

Qureshi, 2007).

Gronroos (1985) model show that training is an element of internal marketing (IM)
which improves employee satisfaction. This model also shows that supportive
management focuses on quality and internal customer (employee) focus by using
recruitment activities to take on motivated and customer-oriented employees,
providing staff with training activities, allowing them the opportunity to participate in
decision making which in turn will lead to the delivery of better service quality,

increased internal and external customer satisfaction and profit.

Third model of Ahmed and Rafig (2002) give a more precise view of internal
marketing. In fact, this model is the combination of first two models with some

additional features.

The main characteristics of this model is treating jobs as products, by adopting

recruitment, employee training, participative management and application of
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marketing-like techniques within the organization which are linked to employee
satisfaction, customer orientation and consequently, external customer satisfaction.
Moreover, Ahmed and Rafig (2002) believe that this model show the mechanism by

which internal marketing can be implemented in practice.

While, this research is aimed to determine the relationship between most frequently
used variables of internal marketing (IM) and employee satisfaction in Pakistani
universities, other outcomes mentioned in these models of Berry (1981),Gronroos
(1985) and Ahmed and Rafig (2002) are not included in the conceptual framework
developed for this study, as they are not focused as per objectives of this research.
Therefore, the researcher developed a conceptual framework to focus on the link
between internal marketing and employee satisfaction. In order to achieve this, the
researcher has identified a set of most frequently used variables of internal
marketing elements, namely University Vision ( UV ),Team work (TW ), Quality and
internal customer (employee) focus (Q), Employee ( internal customer ) relationship
( ER ), Employee benefit ( EB ), Training and Development ( TD ) as discussed
earlier in this chapter and their effect on employee job satisfaction. Hence, link
between internal marketing and employee satisfaction has been agreed by
researchers (Berry 1981; Gronroos 1985, Ahmed and Rafig 2002; George, 1990;

Stauss and Schulze, 1990; Papasolomou, 2006).
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Along these lines, the conceptual framework of internal marketing is developed in
this research focused on the link between internal marketing and employee

satisfaction are as follows:

Figure 3.4: The conceptual framework of internal marketing

University vision

-

Team work

Quality and internal

customer focus !Emplpyee Job
satisfaction (Internal
Variables of customer)
Internal Marketing Employee (internal
customer)
relationship

Employee benefit

Training and
\ development

The conceptual framework presented above shows how the variables of internal
marketing (IM) are linked to employee satisfaction. So, indeed, this research will
examine relationship between internal marketing (IM) and employee satisfaction
within three targeted universities in Pakistan, Lahore and it will be discussed in detail

in the next chapter.
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3.8 Summary

This chapter presents a critical review of the literature on the concept of internal
marketing. This notion has been explained differently by different authors, based on
their own reading and understanding of the literature, which contains no single,
concise definition of the term. Thus, it is related to the context of their studies. For
instance, it has been interpreted as the treatment of employees as customers
(Gummesson, 1987a), use of marketing tools inside the organization (Barnes, 1989;
Piercy and Morgan, 1990; Ahmed and Rafig, 1995), use of human resource
management functions (Ewing and Caruana, 1999; Tansuhaj and Wong, 1987,
Tansuhaj et al., 1991; Caruana and Calleya, 1998; Asif and Sargeant, 1998; Quester

and Kelly, 1999; Davis, 2001).

After that, most frequently used variables of internal marketing that influence
employee satisfaction has been adopted and defined to fulfil the objectives of this
research. In addition, the conceptual framework is developed which identifies the

linkages between variables of internal marketing and employee satisfaction.

As it is explained earlier that this research aims to study the relationship between the

variables of internal marketing (IM) and how it influence employee satisfaction within

Pakistani universities. So, indeed, it will be discussed in detail in the next chapter.
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Chapter Four

Higher Education and its Applications in Pakistan
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4.0 Introduction

This chapter begins by looking at the brief background on the higher education
(HEC) in the Pakistan, its key features and achievements in Pakistan. Following on
from that looking at the importance of the higher education sector in society,
importance of employee satisfaction in higher education. After that concept of
marketing in higher education, developing role of contemporary marketing
applications in higher education (HE), criticism of marketing higher education,
importance of Faculty (Employee) involvement (Internal marketing) in the
educational marketing process. At the end of this chapter, defining the three targeted
universities in Pakistan, Lahore for the research, in order to find relationship

between the variables of internal marketing (IM) and employee satisfaction.
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4.1 The Higher Education Commission (HEC) in Pakistan

4.1.1 Introduction

At the time of independence in 1947, Pakistan had only one institution of higher
education, the University of the Punjab (wwwl). In the coming years, many private
and public schools and higher education institutions were established to improve

Pakistan’s socio-economic development (www2 ; www3 and Mabhr et al., 2011).

Problems facing in Pakistani educational system are multidimensional like increase
in population, lack of educational and financial resources, non participation of the
private sector, inconsistency in the policies of various regimes, political instability,
inefficient educational management system, and poor implementation of policies and

programme etc. (Hayes,1987 ; www4 and Mabhr et al., 2011).

Moreover, recently in Pakistan, higher education has become an attractive and

promising sector to work in, attracting people from industry to pursue their career in

universities. (Arif, 2009; Arif and llyas, 2011; Arif and Riaz, 2011).
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4.1.2 Key features and achievements of higher education

commission (HEC) in Pakistan

The Higher Education Commission of Pakistan was established in 2002
(Ali and Tahir , 2009 ; Athar et al., 2009 ; Tayyeb and Nasira, 2011 ; Abdul et al.,
2013). It is the primary supervisory body of higher education in Pakistan. It is also
responsible to upgrade and facilitate the development of system of higher education
in Pakistan (www5 ; www6 ; Ali, 2006 ; Ali and Tahir , 2009; Athar et al., 2009 ;

Tayyeb and Nasira, 2011 ; and Mahr et al., 2011).

Since 2002, the HEC has undertaken a remarkable and impressive revival in Pakistan.
Its fundamental aim is to revive and restructure higher education system and transform
Pakistan from an agriculture-based economy to a “knowledge-economy” (www7; Al

and Tahir, 2009 ; Athar et al., 2009 and Mabhr et al., 2011).

The HEC has taken many steps to elevate the indigenous universities to be world-
class centres of education, research and development. Its mission is “to facilitate
institutions of higher education to serve as engine of growth for the socio-economic
development of Pakistan”. It helps and plays a vital role in leading and building
knowledge based economy in Pakistan. The government has taken keen interest
and given HEC an authorization to assess, and promote higher education and
research in the country. The government has also given instructions to HEC in
restructuring and modification of programs. As a result, in Pakistan HEC, has left

positive impact on higher education. In addition, since 2002, HEC has shown
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professional, organized procedures and methods of reforming the whole higher
educational structure in Pakistan (www8 ; Athar et al., 2009 ; Azra et al., 2011 and

Mahr et al., 2011).

HEC has taken key steps in the following developing projects:

a) Improving Access

Progressive plan has been set up by the HEC to double the student enrolment in the
coming next five years. In order to accomplish this target, as per education Policy
2009, HEC has set up strategy to increase the capacity and competence of existing
universities, establish new institutions in remote areas, in providing financial
assistance to needy students and to increase access to higher education to 10% by
2015 (www9 ; www10 ; HEC, 2007 ; Athar et al., 2009 ; Azra et al., 2011 and Mahr

et al., 2011).

b) Quality assurance:

HEC has identified quality as one of the key pillars of higher education development
and is well committed to quality assurance and enhancement of higher education
institutions. The HEC has made impressive efforts to improve the quality of higher
education in Pakistan and to meet international standards in the provision of high-
quality teaching, learning, research and service. In result, according to QS World

Universities Rankings 2010 two universities of Pakistan are now ranked among the
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top technology universities of the world. Additionally, HEC is looking for at least five
universities in the top 300 technology universities of the world by 2015 (www11;

HEC, 2007 ; Athar et al., 2009 ; Azra et al., 2011 and Mahr et al., 2011).

C) Faculty Development:

The HEC has made many efforts to provide facilities to their academic staff and
hiring foreign faculty for the uplift of educational standards in Pakistan which is a
great challenge for higher education in Pakistan (Adeeb, 1996 Rao, 2003;
HEC, 2008 ;Athar et al., 2009 ; Azra et al., 2011 and Mahr et al., 2011 and Abdul et

al., 2103).

Human Resource Development in HEC lies at the heart of the reform process, in
which vital and significant progress has been made with goal of increasing
institutional capacity and enhancing local research activities, primarily aimed at
improving the academic qualifications of university faculty. In order to achieve that
an indigenous and foreign PhD scholarships have been established and thus
followed (www13; HEC, 2007 ; Athar et al., 2009 ; Azra et al., 2011 and Mahr et al.,

2011).

Hence, by following this focused approach on the issue of faculty development in
higher education, the number of faculty with Ph.D. degrees have been doubled in
last five years in Pakistani universities . HEC has planned to triple the number of

PhD faculty at the universities by 2015. It will increase the number of Ph.D. faculty to
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at least 40% by 2015. According to HEC at the moment the number of PhDs
awarded by Pakistani universities is 700 per year. HEC has future plans to increase
it at least 1000 by 2015, with a significant increase in science and technology
disciplines and research publications per year at least 50% during this period

(wwwl14 ; HEC, 2007 ; Azra et al., 2011 and Mahr et al., 2011).

b) Infrastructure:

HEC has made enormous investments in order to improve the physical infrastructure
of universities, especially, to meet the requirements of increased enrolment in higher

education.

A plan for a public sector university has been set up by HEC to bring improvement
and advancement in its departments in means of availability of books, journals,
scientific equipment, teaching aids and high speed internet connectivity and
connecting universities in Pakistan through Video Conferencing System, so that
students of such universities, who are not in a position to benefit from high profiled
teachers, could have the opportunity to learn from them, exchange their ideas,
contribute and communicate their views in order to enhance their knowledge and
capabilities so that necessary environment can be provided for quality education and
to increase enrolment in higher education and moreover in result, Pakistan’s
education standard will become comparable with any of the world class universities
(www15 ; wwwl16 ; HEC, 2008 ; Athar et al., 2009 ; Atta, 2009 ; Azra et al., 2011

and Mahr et al., 2011).
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Other examples of the types of projects are as follows:

. Development of new universities and degree awarding institutions

. Introduction of new disciplines and cutting edge technologies

. Improvement of existing infrastructure

. Upgrading/ strengthening/ establishing of Laboratories (www17 ; Atta, 2009

; Azra et al., 2011 and Mabhr et al., 2011).

d) Scholarships:

A number of scholarship programs have been introduced and offered by the HEC in
order to develop highly qualified university faculty. The HEC has also offered several
scholarship schemes consist of local as well as foreign scholarship/fellowships.
Many PhD scholars have been sent to a number of reputable foreign
universities/institutions/ research centres. In addition, the HEC has also offered a six
month research fellowship to reputable foreign universities to full-time PhD students
to increase their research capabilty. HEC has awarded 4000 Ph.D. level
scholarships for study in a number of reputable foreign universities which is largest
program in developing world and at the same time some 3,000 indigenous Ph.D.
scholarships have also been awarded (www18 ; HEC, 2007 ; Athar et al., 2009 ;

Atta, 2009 ; Azra et al., 2011 and Mahr et al., 2011).
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e) Foreign Experts:

The services of several foreign experts has been arranged by the HEC in a number
of disciplines from many universities like UK, USA, Canada and Australia in order to
provide consultation in a variety of critical areas. The HEC has also adopted the
foreign faculty hiring program to recruit highly qualified faculty members, both on
short and long term appointments from different reputable foreign
universities/institutions/ research centres (www19 ; Azra et al., 2011 and Mahr et al.,

2011).

The other major landmarks are as follows:

a) HEC established the most excellent digital library in Pakistan in which every
student in public sector university has got access to 45,000 textbooks,
research monographs from 220 international publishers as well as to 25,000
international research journals (www20 ; Atta, 2009 ; Azra et al., 2011 and

Mabhr et al., 2011).

b) University enrolments were tripled from 135,000 in the year 2003 to 400,000

in 2008 (www21 ; Atta, 2009).

c) HEC promoted research, which resulted in huge expansion of international
research publications from Pakistan. The total number of research

publications from universities in Pakistan was only about 600 per year till 2001
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d)

f)

)

and by the year 2008 it had increased to over 4,300 (www22 ; www23 and ;

Athar et al., 2009 ; Atta, 2009).

During (2003-2008) HEC established 51 new universities and degree
awarding institutes and 18 campuses of existing universities (www24 ; Atta,

2009 and Azra et al., 2011).

Since the time of independence (1947-2003) not a single Pakistani university
could be ranked among the top 600 universities in the world. While today, 5 of
Pakistani universities are in this category with the National University of
Science and Technology (NUST) standing at a very respectable number 350

(www25 ; Atta, 2009).

HEC also established video-conferencing facilities in most of the public sector
universities that allow lectures to be delivered live and interactively to students
in Pakistan from technologically advanced foreign countries (www26 and

Atta,2009 and Azra et al., 2011).

According to the institute of scientific information, two year report for 2004 to
2006, the total number of publications appeared in 8,000 leading journals
indexed in the web of science, coming out of Pakistan in 2005 were 1,259
articles, representing a 41% increase over the past two years and a 60%
increase since the establishment of HEC in 2002. Moreover, over 20,000

leading research journals, covering about 75% of the world's peer reviewed
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scientific journals are provided by the HEC digital library. Furthermore, 40%
increase in enrolment in universities in Pakistan is also noted (www27 and ;

Atta, 2009 and Azra et al., 2011).

For this reason, a positive change can be seen in all areas of academic activities like
development of infrastructure, academic standards, curriculum, knowledge
distribution, international collaborative research and fine supervisory standards etc

(Athar et al., 2009 ; Atta, 2009 ; Azra et al., 2011 and Mabhr et al., 2011).

4.2 Importance of Higher Education (HE) in a society

Education is a fundamental necessity of every society. An excellent education
system improves the social, scientific, and technological improvement of a country.
The development of any country depends upon human resource development and

the quality of education imparted (Mohanthy, 2000 and Donn and Manthri, 2010 ).

Higher education accommodates education in the colleges and universities (Allen,
1988 and Donn and Manthri, 2010) . In the development of any country, higher
education has a great importance. Higher education provides the social norms of
communication and interaction such as philosophical thinking and reasoning to
promote the sovereignty of its individuals, and to eliminate all kinds of social-class
ethnic conflicts (Best, 1994 ; Atkins,1993 and Garcia-Aracil, 2009). In addition,

higher education is considered as a capital investment, economic and social
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development of a country (Barnet, 1990 ; Rao, 2003 ; Russell, 2005 and Donn and

Manthri, 2010 ).

Higher education plays very important role in socio- economic and cultural
development of any country. It is primary responsibility of higher education
institutions to equip individuals with advanced knowledge and skills required for
positions of responsibility in government, business, and other professions (Mughal
and Manzoor 1990; Rao, 2003 ; Brown and Oplatka, 2006 ; Becker, 2009 and

Knight, 2011 ).

In the emerging challenges of the 21st century, future of higher education is based
on international mobility of students, and teachers’ accessibility of computer based
learning pursuit of research and scholarship, globalization of economy (Mughal and
Manzoor 1999 ; Alves and Raposo, 2009). The fundamental purpose of higher
education is not simply to impart knowledge in certain branches of learning rather it
has multidimensional objectives to achieve and it plays very important role in
accelerating economic growth (Moore and Farris, 1991 ; Russell, 2005 ; Badril,

2009).

Higher education in the 21% century faces many challenges in the form of various
economic, social, political, and moral changes (Rao, 2003 ; Russell, 2005 ; Gibbs,
2008). It is very important to assure quality in higher education because it is no
longer sufficient to expand the access and establishment of higher education

institutions without maintaining internationally comparable quality standards. The
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quality of higher education provide students skills, competencies, abilities and vision
to compete in the job market that is driven by knowledge economy. Moreover, it
develops a civil society through following the norms of social interaction such as

argumentation and reasoning (Adeeb ,1996 and Bunzel, 2007 ).

As new management approaches, place the human factor in the forefront. So, in this
vision, institutions can only make progress based on the views, attitudes, and
perceptions of their human resources. For that reason, the number of studies related
to employee satisfaction in higher education (HE) has increased very rapidly (Witt
and Beokermen, 1991; Jenkins, 1993; Judge and Watanabe, 1993 and Badril, 2009)

which will be discussed in detail in the next section.

4.3 Reasons of choosing higher education for this research

4.3.1 Marketing higher education (HE)

4.3.2 Introduction

In recent years, educational system has received a lot of attention from policy
makers, and revolutionary reforms are being introduced. Moreover, educational
administrators have also started using of marketing principles and strategies to

determine educational programme's needs, institutional missions, strengths and
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weaknesses, and to find ways to increase competitiveness (Barry et al., 2001,

Russell, 2005 and Stamp, 2007).

Barry et al., (2001) also highlight that in the mid-1980s, the marketing of higher
education emerged as an offshoot of the field of health care marketing. In the
beginning, there was resistance within the institutions itself and it was perhaps the
greatest challenge to marketing education. The perception existed in the higher
education (HE) tended to discount marketing as an appropriate tool for education,
equating marketing with selling products that degraded the profession and delivery of
guality education and performance (Becker, 2009). As the time passed, marketing
became an invaluable tool to ensure the survival and ultimate success of higher
education (HE) (Blackburn, 1980; Dolence, 1993; Turnbull and Edwards, 2005 ;
Ferrari and Lauer, 2000; Hayer, 1991; Kotler and Clarke, 1986; Kotler and Fox,

1995 ; Topor, 1997; Russell, 2005 ; Bunzel, 2007).

The concept of marketing of education is not new; however, implementation of a
comprehensive marketing techniques in the educational sector is adopted in the mid-
1980s. The implementation of the marketing of education is also a relatively new
activity, as is the admission by some educational administrators that marketing is a
legitimate, relevant, and viable management strategy (Tytherleigh et al., 2005 and

Becker, 2009).

In the late 1980s, several marketers with industrial background entered in marketing

of higher education, where the focus was on a physical product. At the start, it took
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some time to understand non-tangible service marketing in general. Many marketers
came from internal public relations offices, they were not aware of the complete
scope of marketing. This lack of recognition had existed previously in health care,
but was addressed and rectified by health care administration programs which
included marketing courses as part of the curriculum. Indeed, many challenges were
faced by marketers in the development and growth of application of marketing tools
in higher education (HE) (Barry et al., 2001; Bok, 2003; Litten, 1980 and Domino et
al.,, 2006). For that reason, in conclusion, today, all universities have separate

marketing department (Bok, 2003 and Domino et al., 2006).

4.3.3 Developing role of contemporary marketing applications in

higher education (HE)

Like any other businesses, higher education also needs effective marketing
applications which gives good quality of education and organizational performance.
Marketing in higher education is a way of managing to improve the effectiveness,
efficiency, cohesiveness , flexibility, and competitiveness of an institution as a whole.
Marketing in higher education (HE) is a management philosophy and institutional
practices which aim to harness the human and material resources of educational
institution in the most effective way to achieve the objectives (Barnett, 1990 ; Tight,

2004 ; Sinlarat,2005 and Gibbs 2008).

Sinlarat (2005) ; Pascarella and Terenzini (1991) ; Leslie and Brinkman (1988) ;

Tooley (2003) ; Domino et al., (2006) ; Bunzel, D.L. (2007) and Bennett and Ali-
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Choudhury (2009) state that the importance and value of marketing in higher
education is unquestionable. Moreover, the application of marketing concepts in
higher education is to provide quality education, research and related services to
continuously satisfy stakeholders’ needs and achieve excellence through it (Archer
et al., 2003 ; Sinlarat, 2005 ; Russell (2005) and Bennett and Ali-Choudhury 2009).
In addition, according to them marketing in higher education is to supply satisfactory
teaching standards, competitive research and complementary services and facilities
which must be internationally competitive. According to Drummond (2004) and
Domino et al., (2006) in today’s higher education system, marketing is directly and
clearly related to the forces and elements that affect business organizations across
the globe. They also express the view that the commercialization of higher education
and organizations now place far greater emphasis on marketing as a means of

business development.

Drummond (2004) and Bunzel (2007) also write that the marketing management of
higher education increasingly rely on the strategies, methods and tools that the
business world has long-adopted, irrespective of their profit or non-profit orientation.
They further stress that the concept of marketing in higher education require

understanding better their markets' needs and wants.

First of all, it is very much obligatory towards the segmentation of their markets and
the targeting of the right segments. Secondly, it is essential for the in-depth
investigation into the causes and effects of customer behaviour within individual

segments, as well as the motivators that underlie this behaviour. The adoption of
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marketing techniques in higher education as on organizational philosophy will not
only influence the administrative style but also affect its culture (Grabowski, 1981
and Winter and Sarros 2002 ; Hemsley-Brown and Oplatka 2006; Gibbs 2008 and
Bennett and Ali-Choudhury 2009). Carlson and Fleishher (2002) and Bunzel (2007)
also write that marketing in higher education is a thoroughly integrated effort for
gaining competitive advantage by continuously improving every aspect of

organizational culture.

The undisputed concept of marketing in educational institutions, just like any other
industry with customers, has as a primary purpose to satisfy their customers. Relying
on fundamental marketing concepts, it becomes apparent that once institutions
identify the needs and wants of the customer, the task of satisfying these needs and
wants becomes more feasible and practical (Eagle and Brennan, 2005 ; Carlson and
Fleisher, 2002; Becker and Lewis, 1992; Hoenack and Collins, 1990 and Buss et al.,
2004 ; Brown and Oplatka 2006 ; Stamp 2007 ; Gibbs 2008 and Bennett and Ali-

Choudhury 2009).

The marketing of higher education is a process which consists of decisions on the
marketing mix, i.e. the right product at the right place, right promotion and right price.
As the marketing functions are always concerned with effectiveness (doing the right
thing) and efficiency (doing things right). Consequently, the successes of the
marketing functions are always the primary objective in higher education (Witcher,
1990 ; Clayson and Haley 2005 ; Domino et al., 2006 and Stamp 2007 and Bennett

and Ali-Choudhury 2009).

133



As a whole, in every division, higher education marketing is an entire system,
including planning, operations and maintenance, involving everyone from top
executives to workers, promoting productive maintenance through morale building
management and small-group activities in an effort to maximize efficiency. For
instance, necessary equipments such as computing facilities, laboratory equipment
and demonstration displays require regular maintenance in order to provide services
when required. The conditions of these equipments and facilities have a direct
impact on the quality of services in the form of teaching and instruction sessions

(Barnett, 1990 ; Winter and Sarros, 2002 and Stamp 2007).

Application of marketing principles in higher education are the main guarantee of
success because it requires leadership, commitment, total customer satisfaction,
continuous improvement, total involvement, training and education, ownership of
problems, reward and recognition, error prevention, and teamwork (Dearing, 1997
and Smith, 2002 and Domino et al., 2006) . In addition, some employees may
recognize the importance of marketing in higher education (HE) but fail or are not
willing to contribute individually because they do not know what is required or are not
motivated to participate. So, in order to implement marketing planning effectively, it is
important to ensure that everyone is fully involved in and committed to the process

and procedure (Clarke, 2003 ; Smith, 2002 and Judson et al., 2006).

Today’s universities face a lot of critics since advent of fees from students in a very
crowded and competitive market place. Potential students and other stakeholders

view the higher educational institutions from many sources like how the phones are
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answered and building condition to web blogs matters. Managing the messages
relayed by these diverse channels are the most important role of marketing in higher

education (Dearing, 1997 and Knight, 2011).

The marketing process of higher education includes the following aspects: scanning
the environment; defining the institutional mission; analysing institutional strengths,
weaknesses, opportunities, and threats; formulating specific objectives; and targeting
potential students. As a result, it develops a marketing mix and it can be used by an
educational institution to achieve its objectives in a particular and desired setting

(Decore and Pannu, 1989 ; Hebron, 2005 and Bruce, 2006).

The primary aim in successful higher education marketing is to direct relevant
publics and their expectations come together with those of educational
administrators (Dennison, 1990 ; Brookes, 2003 ; Domino et al., 2006 and Gibbs
2008). The development of a marketing process in higher education stems from its
vision. Hence, first of all institutional vision must be clearly identified because vision
statement influences the limits an educational institution is free to adapt to its

changing environment (Clarke, 2003 and Russell, 2005 and Bruce, 2006 ).

Canning (1988) ; Wolverton et al., (2005) and Domino et al., (2006) express the view
that the adoption of marketing as an institutional philosophy in higher education
requires that the entire organisation should reflect in terms of marketing: consumer
needs, market segmentation, competitors and their positioning, and developing

product/market trends. Likewise, it will improve market place performance and
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promote the educational institution’s growth. Furthermore, it is essential for higher
education marketing that employees must understand and recognize the value of
their institutional vision, processes, values, and issues, whilst at the same time
understand how marketing strategies can be effectively incorporated (Canning,

1988; Bruce, 2006 ; Domino et al., 2006 ; Stamp , 2007 ; Gibbs , 2008).

Educational institutions must have to understand and adopt the concept of marketing
principles and strategies (Clarke, 2003 ; Bernard et al., 2003 and Gibbs , 2008).
Implementation of marketing principles in higher education will give a degree of
success by educational institutions in the form of greater success in fulfilling the
institution's vision, satisfaction of the institution's employees and improvement in

efficiency (Kotler and Fox, 1985 ; Domino et al., 2006 ; Gibbs , 2008 ).

On the other hand, different higher educational institutions achieve benefits from
marketing strategies based mainly on the needs and goals of those institutions.
Some institutions have adopted marketing to increase enrolment, others to increase
the quality of students who have enrolled, and yet others to enhance the image or
prestige of the institutions (Cohen, 1985 ; Domino et al., 2006 and Bunzel, 2007).
Application of marketing strategies in higher education (HE) increase the
effectiveness of its academic curriculum design and delivery by aligning them with
the wants and needs of various publics, the institution's strengths and weaknesses,
and the institution's mission. No matter what of the kind of education is offered, the

implementation of marketing in higher educational institutions demonstrate that
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academic curriculum development display the needs of the students, employers, and

society in general (Davies, 1989 ; Bruce, 2006 ; Stamp, 2007 ).

4.3.4 Importance of Faculty (Employee) involvement (Internal

marketing) in the educational marketing process

Employees in higher education have to be fully concerned and involved if marketing
has to be effective and result oriented. (Doyle and Newbould, 1986 ; Campbell,

1978 ; Kotler and Andreasen, 1987 and Noor and Sahibzada , 2012).

Topor (1983) argues that

"the most successful marketing strategy begins at the top" (1983:5).

According to Kohut (1988) in a study of 46 liberal arts colleges and universities in the
United States, it was found that top management support and involvement was a
major factor in the success of higher education marketing. Hence, in higher
education marketing, it must be ensured that the administrative and academic
members of staff not only recognize and believe in the application of marketing but
actively support the activities. Faculty involvement, in the educational marketing
process is of principal importance to its success ( Kotler and Andreasen, 1987 ;

Topor,1983 ; Davies and Scribbins, 1985 and Brochado 2009).
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4.3.5 Importance of employee (internal customer) satisfaction in

higher education

It has been observed that significance of employee (internal customer) satisfaction
has been increased in all over the world since the beginning of 1990s because
higher education institutions are labour intensive. Moreover, their budgets are mostly
spend to personnel and in result, their effectiveness and efficiency are mainly
dependent on their employees (internal customer). Thus, satisfaction of the
employees (internal customer) in higher education institutions is enormously

significant (Judge and Watanabe, 1993 and Judge et al., 2012).

Even though, as it is explained above that there is a growing interest in employee
satisfaction in higher education but majority of the leading theoretical and empirical
research is done in the western countries.( e.g. Fredman and Doughney ;2011 ;
Hagedorn, 1994; 1996; 2000 ; liacqua and Schumacher, 1995 ; Johnsrud and Heck,

1998 and Kanji and Tambi, 1999).

According to Comm and Mathaisel (2000) and Noor and Sahibzada, 2012) most of
the researcher on higher education focus on students as customers, and evaluate
student levels of satisfaction/dissatisfaction. Whereas, employee (internal customer)
satisfaction are usually neglected. In fact, very few deal with university staff in
general (Ward and Sloane, 1998 ; Kusku, 2003 ; Badril, 2009 and Noor and

Sahibzada, 2012).
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External customer satisfaction is the key to raise company profits. Moreover, it also
facilitates company development (Dubrovski, 2001 and Badril, 2009). As it is
discussed earlier employees (internal customers) are the greatest assets of any
organisation (Nebekar et al., 2001 and Noor and Sahibzada, 2012). Their influences
have an effect on organisational performance as much as external customer
satisfaction. Furthermore, they satisfy the current working environment and
cooperate with the business to accomplish their business goals (Domino et al., 2006

; Badril, 2009)

Employees working in any higher education institution can be divided into two
categories: academic staff, who are responsible for all kinds of academic activities
such as research and teaching, and non academic staff (administrative staff), who
are usually involved in supporting research and teaching activities. Therefore, their
requirements must be fulfilled to improve the working environment and enable them
to achieve outstanding results and performance ( Chen et al., 2006 ; Badril, 2009

and Noor and Sahibzada, 2012).

Organisations seek job satisfaction from their employees (Oshagbemi, 2003 and
Badril, 2009). Job satisfaction radically influences job performance, absenteeism,
and psychological distress (Andrisani, 1978; Davis, 1992; Spector, 1997 ; Nyquist et
al., 2000 ; Gilbert et al., 2000 and Badril, 2009). So indeed, dissatisfied employees
are more prone to excessive turnover and absenteeism. Therefore, employee
satisfaction is a strategic concept and directly linked to employee performance,

organisational productivity and other issues, including labour turnover (Dickter et al.,
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1996; Murat and Thomas , 2003 ; Lee et al.,1999; Melamed et al., 1995; Sekoran ;
Jauch, 1978 ; Badril, 2009 and Garcia-Aracil, 2009). Similarly, employee satisfaction
is as important as external customer satisfaction in influencing organisational
performance (Murat and Thomas , 2003 and Badril, 2009 ) and it shows that job
satisfaction is among the best predictors of turnover. Moreover, it also influences
external customer perceptions of service quality (Rafaeli, 1989; Hagedorn, 1996 :
Bender and Heywood, 2006 and Badril, 2009 ). Conversely, employee satisfaction
enhances creativity and commitment. Thus, employee satisfaction must not be
ignored in spite of that, very few organisation seriously consider it (Ulmer et al., 1999

; Bender and Heywood, 2006 and Badril, 2009 ).

The fundamental objectives of any higher education institution are to provide in-
depth knowledge, seek academic development, educate students, and coordinate
national development demands (Eyupoglu and Saner, 2009 and Bunzel, 2007).
Okpara et al., (2005) propose that university staff (internal customers) accomplish
three major functions; teaching, researching, administration and management.
Mamiseishvili and Rosser, (2010) examine the satisfaction of academic staff and non
academic staff in higher education sector by using various variables, including
salary, perceived support from colleagues, satisfaction with administration, university
vision, employee training, enjoyment of student interaction and perceived stress

levels.

Nevertheless, employees can be successful if they can turn their work environment

more productive with the help of other employees who are involved in the same
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organization with different jobs (Kuski, 2003 and Domino et al., 2006). Employee
(internal customer) satisfaction is the reflection of the degree to which the each
employee's needs and desires are met and how and what level it is perceived by the

other employees (Hagedorn, 1994 and Mamiseishvili and Rosser, 2010).

4.3.6 Conclusion

To implement marketing techniques generally is high-priced exercise. So, it must be
carefully managed and followed in order to achieve institutional objectives. Adoption
of marketing strategies in higher education will increase influence of constraints and

level of competition in the environment (Dearing, 1997 and Winefield et al., 2008).

Adoption of marketing strategies will give benefits to their institutions, enhance their
market shares and it will be impossible to ignore these benefits (Dearing, 1997 ;
Badril, 2009). The application of marketing to educational institutions requires
specific management actions, such as the adoption of a marketing philosophy,
senior administrators' acceptance, market-led allocation of resources, and constant
monitoring of institutional activities (Mclnnis and Anderson, 2005 and Badril, 2009).
Doyle and Newbould (1986) and Badril (2009) also highlight that in the higher
education sector, the adoption of a marketing approach brings programme
development closer to the needs of the relevant publics, increases institutional
responsiveness, and provides a more efficient allocation of resources. Moreover,
marketing higher education is based on an organisational philosophy and it promotes
careful planned programme to enhance client satisfaction, employee satisfaction,
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institutional effectiveness, and social advancement (Baldwin and James, 2000 ;
Jongbloed, 2003 ; Trim, 2003 ; Brookes ; 2003 ; Shandler, 1980 ; Gibbs, 2008 and

Badril, 2009).

As it is explained earlier that this research aims to explore the relationship between
the variables of internal marketing (IM) and employee satisfaction within Pakistani

universities. In the next section, three targeted universities are discussed.

4.4 Targeted Universities in Pakistan

In order to achieve the research objectives the three distinguished universities of

higher education in Lahore, Pakistan were targeted which are as follows:

a) University of the Punjab (PU)
b) University of Engineering and Technology (UET)

c) Lahore University of Management Sciences (LUMS)

a) University of the Punjab (PU)

University of the Punjab (PU) is the largest and the oldest seat of higher learning in
Pakistan. This public institution was established in 1882 by British colonial authorities
in undivided India. It is located in the historical and culturally alive city of Lahore,
Pakistan and the most important low tuition fees; the university remains the
institution of first choice for admission seeking students (Khawaja, 1996 ; www28).
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b) University of Engineering and Technology (UET)

University of Engineering and Technology (UET) is the oldest engineering
educational institution of Lahore, Pakistan. It was established in 1921 before partition
of India by British. UET has honour to produce the largest number of engineering
graduates in Pakistan. It is also considered number one public sector engineering

university in Pakistan (www29).

c) Lahore University of Management Sciences (LUMS)

The Lahore University of Management Sciences (LUMS) is one of the largest leading
private universities of Pakistan. LUMS is one of Pakistan’s first private universities
was established in 1984 by sponsors belonging to the country’s leading private and
public sector corporations (www30). The university was granted a charter by the

Government of Pakistan in March 1985 (www31).

LUMS is rated as the best in Pakistan for management studies. According to
the higher education commission (HEC) of Pakistan, LUMS is the top ranked leading
Pakistani university among institutions that offer degrees in Business Management

and Information Technology in South Asia (www32 ; www33 and www34).
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4.5 Summary

This chapter explained the overall importance of higher education in society, gave a
brief description of the employee satisfaction in higher education, marketing
applications in higher education and illustrating the significance of internal marketing

(faculty involvement) in educational and marketing process.

This was followed by a giving brief overview of higher education (HE) in Pakistan, its
key features and recent achievement and defining three targeted universities in
Pakistan for the research, in order to find relationship between the variables of
internal marketing (IM) and employee satisfaction within three targeted Pakistani

universities.

In the next chapter, Research Methodology will be carried to further elaborate the
research. So, that best possible philosophy and methodology can be adopted . In
addition, empirical data can be collected and investigated in order, to answer

reserach questions.

In the next chapter, Research Methodology will be carried to further elaborate the
research. So, that best possible philosophy and methodology can be adopted . In
addition, empirical data can be collected and investigated in order, to answer

research questions.
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Chapter Five

Research Methodology
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5.0 The Research Project

5.1 Introduction:

Chapter two, three and four have presented a comprehensive literature review, and

in this chapter a suitable method is presented to carry out the proper research.

This chapter presents the suitable research philosophy and methodology adopted in
this research. Its main aim is to provide empirical data to investigate the research

problems and answer the research questions.

In this chapter, first of all, the philosophical paradigms are discussed then two
research approaches; inductive and deductive are explained with justification for the
adoption of the deductive approach . After that, most suitable research philosophy is
identified with rational justification. Subsequently, a clear explanation of the research
strategy, reasons for adopting survey as a strategy, questionnaire as a tool and type
of questionnaire for this study are mentioned. Next is the final structure (layout of the
guestionnaire is discussed with justification for the questions of the questionnaire.
Last section sets summary of this chapter. The questionnaire is attached in the

Appendix -2.
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Research methodology is the way in which data is collected, organized, analysed
and integrated for the research project in order to solve a problem or answer a

guestion (Sekaran, 1992). It is usually described as

“ a voyage of discovery during which the researcher learns much about
research methodology as well as about the subject being researched, and
may even learn something of him or herself” ( Remenyi et al., 1998:27)

According to Collis and Hussey (2003) research methodology determines the
research process from the beginning to the end. They also emphasise the research
philosophy, which refers to the assumptions about the world and the nature of
knowledge. Arbnor and Bjerke (1997) see research methodology as guiding
principles for certain knowledge. Generally speaking that there are several
approaches which can be considered in research. Saunders et al., (2003 : 2000)
describe the research process as layers of an onion which need to be peeled so that
research philosophy, approach, strategy, time restrictions and the data collection

methods can be found.
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Figure 5:1 The Research process ‘onion’

Philosophies

Approaches

— Strategies

- Choices

Time
horizons

Techniques and
procedures

Source: The Research process ‘onion’ Saunders et al., (2000:85)
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Collis and Hussey (2003) have divided the whole process of research into the
following steps. Firstly, why the research is being conducted. It means that what is
the purpose and principle reason of the research. Secondly, in what way data will be
collected in order to analyse the research question. It means the process and
procedures of the research. Thirdly, is research moving from general to specific topic
or vice versa. It means logic, reasons and judgement of the research. Fourthly, is
researcher contributing new to knowledge and trying to resolve and answer

particular problem.

Following table explain the major kinds of research as above criteria

Table 5:1 Classification of main types of research
Basic of classification Type of research
Purpose of the research Exploratory, descriptive, analytical
Process of the research Explanatory or predictive research
Logic of the research Quantitative or qualitative research
Outcome of the research Deductive or inductive research
Applied or basic research

Source: Collis and Hussey (2003:10)
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5.2 Research Philosophy or Paradigm

The term paradigm refers to the progress of scientific practices based on people’s
philosophies and assumptions about the world and the nature of knowledge (Collis
and Hussey, 2003 and Saunders et al., 2009). According to them the term paradigm
is used very loosely and with different meaning in academic research and every
person takes its different meaning. It is suggested by Morgan (1979) that the term

can be used at three different levels:

a) at the philosophical level, where it is used to reflect basic beliefs about the

world.

b) at the social level, where it is used to provide guidelines about how the

researcher should conduct his or her endeavours.

C) at the technical level, where it is used to specify the methods and

techniques which ideally should be adopted when conducting research.

Business research, like other social science research, aims at solving various issues
and problems which exist in society and in the business environment. The
researcher needs to address philosophical issues behind these problems so that

approach can solve problems and justify the methods used in finding solutions. This
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is known as philosophical ‘stance’ or ‘consideration’ taken by the researcher

(Johnson and Duberley, 2000 and Saunders et al., 2007).

Philosophy of research is very essential and important for researchers. According to
them there are at least three reasons for this. Firstly, it helps to explain research
designs. This means what type of data is required, how to collect and interpret it, in
order to reach the best answers or solutions to the research question. Secondly, it
clarifies and makes it easier for the researcher to analyse which research design is
applicable or not and which research design will give appropriate results, so aiding in
an appropriate choice of methodology. Thirdly, it may help the researcher to
recognize and even generate designs, which could be outside his or her past

experience (Easterby-Smith et al., 2008 ; Creme and Lea, 1997 and Sekaran, 2003).

In this section two main philosophical paradigms which dominate the literature in the
field of management research are discussed, namely positivism and
phenomenology. Furthermore, both philosophical paradigms are different views and
play very important roles in business and management research (Clough and
Nutbrown 2012 ;Hussey and Hussey, 1997; Easterby-Smith et al., 2002; Gill and
Johnson, 2002; Collis and Hussey, 2003; Jankowicz, 2005; Saunders et al., 2003;

Remenyi et al., 1998 ; Creswell, 2009 ; Bryman and Bell, 2003 and Sekaran, 2003).
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Table 5:2  Alternative terms for the main research paradigms

Positivistic paradigm

Phenomenological paradigm

Quantitative
Objectivist
Scientific
Experimentalist

Traditionalist

Qualitative
Subjectivist
Humanistic

Interpretivist

Source: Collis and Hussey 2003, p.47

Table 5:3  Features of the two main paradigms

Positivistic paradigm

Phenomenological paradigm

e Tends to produce
guantitative data

e Uses large samples

e Concerned with hypothesis
testing

e Data is highly specific and
precise

e The location is artificial
¢ Reliability is high
e Validity is low

e Generalise from sample to
population

Tends to produce qualitative
data

Uses small samples

Concerned with generating
theories

Data is rich and subjective

The location is natural
Reliability is low
Validity is high

Generalises from one setting
to another

Source: Collis and Hussey 2003, p.55
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5.2.1 Positivism

In positivism, the researcher will probably adopt the philosophical stance of the

natural scientist. The researcher will prefer

“‘working with an observable social reality and that then end product of such
research can be law like generalizations similar to those produced by the
physical and natural scientist” (Remenyi et al., 1998:32).

A positivistic paradigm is based on the concept that the study of human behaviour
should be carried out in a similar way as studies carried out in the natural sciences
(Hussey and Hussey, 1997 ; Bryman and Bell 2011 and Sekaran, 2003). That means
if the research philosophy shows the image of positivism, then researchers will take
the philosophical stance of the natural scientist (Bryman and Bell 2011 and
Saunders et al., 2003). According to them, in this course of action, researchers
presume the role of objective analyst, calmly understanding and explaining about
data that is collected. It means there will be an emphasis on a highly structured
methodology to facilitate replication and quantifiable observation that lend itself to
statistical analysis (Gill and Johnson, 2002). According to Easterby-Smith et al.,
(2002) the positivist philosophy traditionally assumes that the researcher undertakes
the role of an objective analyst, making detached interpretations about the data that

has been collected.
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In positivism, Remenyi et al., (1998) describe,

‘the researcher is independent of and neither affects nor is affected by the
subject of the researcher” (Remenyi et al,. 1998:33).

Consequently, personal beliefs, hunches, feelings, intuitions and emotions do not
count as evidence in positivistic philosophy (Bryman and Bell, 2011 and Jankowicz,
2005). The positivistic paradigm looks at a variety of phenomena and at the same
time looks for causes and links. The benefit of the positivistic approach is cost
effectiveness and quick data collection and simplicity of analysis (Remenyi et al.,
1998; Easterby-Smith et al.,, 2002; Collis and Hussey, 2003; Sekaran, 2003;

Saunders et al., 2003 ; Bryman and Bell, 2011 and Jankowicz, 2005 ).

A positivistic philosophy has number of attributes like: it is deductive and it tries to
find out causal relationships among the variables being researched and links them to
a certain theory. It commonly makes use of quantitative data. Large samples from
population are usually used and hypotheses are tested. It determines the
relationship between variables and it also establishes the reliability and
generalisability of data. Positivistic philosophy is cost effective and quick in data
collection and the easy to analysis. (Remenyi et al., 1998; Easterby-Smith et al.,
2002; Collis and Hussey, 2003; Sekaran, 2003; Saunders et al; 2009 and Jankowicz,

2005 ).
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Similarly, Malhotra and Birks (2003) point out that the basic factor of positivistic
research is the desire to generalise findings to a target population. Most targeted
population are so large that measurements of them can only be managed through

representative sample surveys (Veal, 2005).

5.2.2 Phenomenology

According to Collis and Hussey (2003) phenomenology is the science of

phenomena. A phenomenon is a

‘fact or occurrence that appears or is perceived, especially one of which the
cause is in questions” (Allen, 1990, P893).

Hence, according to Collis and Hussey (2003) the phenomenological paradigm is
based on the perceptive of human behaviour from the participant’'s own frame of
reference. Social scientists have assumed that social reality is within human beings

so consequently, the act of investigating reality has an effect on that reality.

Argument against the positivism paradigm indicates that

‘the physical sciences deal with objects which are outside us, whereas the
social sciences deal with actions and behaviour, which are generated
from within the human mind” (Hussey and Hussey, 1997, p.52).
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Phenomenologists strongly consider that social reality is dependent on the human
mind. Therefore, in phenomenological paradigm, it uses a more personal process in
order to understand reality (Carson et al., 2001; Hussey and Hussey 2003 and

Saunders et al., 2009).

It can be argued by researchers that the social world of business management is
completely different and it cannot be theorized by definite ‘laws’ like physical
sciences. According to them, rich in-depth research of business management would
be lost if it is reduced to a series of law-like generalizations. This type of research
philosophy and view is likely to be nearer to that of the phenomenologist (Cooper
and Schindler, 1998 ; Hussey and Hussey 2003 and Saunders et al., 2009). In the
case of business and management research, this opinion carries heavy weight
because business circumstances most of the times are very complex and this raises
guestions about the generalisability of research that aims to capture the rich
complexity of social situations (Saunders et al., 2009). They also describe that social
scientists criticize positivism. According to them, physical sciences deal with objects
which are outside human beings, while the social scientists deal with action and
behaviour which are generated from within the human mind. In addition, social

scientist also argue that the

“interrelationship of the investigator and what was being investigated was
impossible to separate, and what existed in the social and human world was
what we (investigators and laymen) thought existed” (Smith 1983; P.7).
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Saunders et al., (2009) write that phenomenological paradigm has emerged as a
result of criticism and dissatisfaction with the application of the positivistic approach

in social science. Easterby-Smith et at., (2002) argue that this philosophy

“stems from the view that reality is not objective and exterior, but is socially
constructed and given meaning by people”. (P.29).

In other words, the phenomenological approach focuses on the subjective state of
individuals by embracing the meaning rather than the measurement of social

phenomena (Easterby-Smith et al., 2008).

This philosophy tries to understand and explain why people have different
experiences, rather than searching for external causes and fundamental laws to
explain their behaviour. Moreover, the researcher is not independent of what is being
researched but is a part of it. At the same time, the weaknesses of this philosophy
are that: large samples are required if results are to have credibility, and this may be
costly and time consuming (Clough and Nutbrown, 2012, Remenyi et al., 2003;
Easterby-Smith et al., 2008; Collis and Hussey, 2003; Saunders et el., 2007; Hair et

al., 2003).
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There are advantages and disadvantages for both of research philosophies. Table
below shows the strengths and weaknesses of the positivist and phenomenological

philosophies.
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Table 5.4

The strength and weakness of positivist and Phenomenological
philosophies

Theme

Strength

Weakness

Positivist (quantitative Paradigm)

Can provide wide coverage of the
range of situations.

Can be fast and economical.

Where statistics are aggregated from
large samples, they may be of
considerable relevance to policy
decisions.

Methods used tend to be
rather inflexible and artificial.

Not very effective in
understanding processes or
the significance that people
attach to action.

Not very helpful in generating
theories.

Because of a focus on what
is, or what has been recently,
it may be hard for policy
makers to infer what changes
and actions should take place
in the future.

Phenomenological (qualitative paradigm)

Data-gathering methods seen as
more natural than artificial.

Ability to look at change processes
over time.

Ability to understand people’s
meaning.
Ability to adjust to new issues and

ideas as they emerge.

Contribute to theory generation.

Data collection can be
tedious and require more
resources.

Analysis and interpretation of
data may be more difficult.

Harder to control the pace,
progress and end-points of
research process.

Policy-makers may give low
credibility to results from the
gualitative approach.

Source:

Amaratunga et al., (2002:20)
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5.3 Research approach

There are two research approaches to be considered, deductive and inductive. A
new researcher might start thinking that one research approach is ‘better’ than
another. Both research approaches are important and valuable at doing different

things (Saunders et al., 2009 and Sekaran, 2003).

In case of choosing research approach, either deductive or an inductive. It depends
on degree to which the researcher is clear about the theory from the beginning of the

study (Saunders et al., 2009 ; Easterby-Smith, et al., 2008 and Sekaran, 2003).

5.3.1 Inductive approach:

In the inductive approach, the researcher will collect data and as a result of data
analysis, a theory will be developed. The Inductive approach owes more to
phenomenology (Saunders et al., 2007). In other words, inductive approach is the

opposite of the deductive approach as it includes:

‘moving from the plane of observation of the empirical world to the
construction of explanations and theories about what has been observed”
(Gill and Johnson, 2002, p.40).

In the inductive approach, one observes certain phenomena and on the basis of the
observations one reaches certain conclusion (Sekran, 2003). This approach involves

moving from individual observation to statements of general patterns or laws; this is
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referred to as moving from the specific to the general (Collis and Hussey, 2003).
Inductive approach also allows the researcher to gain an understanding of the
meanings human beings attach to events Saunders et al., (2007). Researchers who
use the inductive approach would also seriously criticize the deductive approach
because in the deductive approach, rigid methodology is developed and followed
which does not allow any alternative explanation of a current situation (Saunders et

al., 2009).

In addition, inductive research is associated with qualitative research methods
(Saunders et al., 2007) in order to establish different views of the phenomena under

investigation (Easterby-Smith et al., 2008).

5.3.2 Deductive approach

In the deductive approach researcher seeks the

“development of a conceptual and theoretical structure prior to its testing
through empirical observation” (Gill and Johnson, 2002, p.34).

In the deductive approach, the researcher has his/her roots in the natural sciences
and develops a theory and hypotheses related to the research and designs a
research strategy in order to justify the researcher's theory and hypothesis
(Saunders et al., 2007). Saunders et al., (2007) also write that the deductive
approach owes more to positivism. According to Sekaran (2003), the deductive

approach is a process by which one arrives at a reasonable conclusion by
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consideration of known facts. In other words, this approach is referred to as moving
from the general to the particular (Collis and Hussey, 2003). It is observed that the

deductive approach is based in the natural sciences where

laws provide the basis of explanation, permit the anticipation of phenomena,
predict their occurrence and therefore allow them to be controlled’ (Husy and
Husy, 1997:52).
In deductive approach, laws present the basis of explanation then allow the
anticipation of phenomena under investigation. After that predict their occurrence
and then permit them to be controlled (Collis and Hussey, 2003). Deductive research
is associated with quantitative research methods (Saunders et al., 2007) and moves

from the general theoretical framework to the particular as particular instances are

drawn from general inferences (Hussey and Hussey, 2003).

Robson (1993:19) lists five sequential stages through which deductive research will

progress:

1. Deducing a hypothesis from the theory.

2. Expressing the hypothesis in operational terms

3. Testing this operational hypothesis. This will involve an experiment or some

other form of empirical inquiry.
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4. Examining the specific outcome of the inquire. It will either tend to confirm the

theory or indicate the need for its modification.

5. If necessary, modifying the theory in the light of the findings. An attempt is
then made to verify the revised theory by going back to the first step and

repeating the whole cycle.

In the deductive approach, the concepts need to be operationalised in such a way
that facts can be measured quantitatively. Another characteristic of the deductive
approach is generalization. In human social behaviour in order to generalize about
regularities, a sufficient numerical size sample must be selected (Saunders et al.,

2003).

This research follows a deductive approach because it started with general ideas
derived from the theory, not with observations on internal marketing and employee
satisfaction. Rather, it used the theory and research on internal marketing and
employee satisfaction to develop a conceptual framework to be explored within the
context of universities in Pakistan. In addition, the literature review on internal
marketing and employee job satisfaction was used to decide on the research
guestions. Consequently, this study has been conducted to provide answers for
research questions and to identify whether or not the general ideas, such as the
linkage identified in the conceptual framework, are correct. The following is a
summary of the major difference between deductive and inductive approaches to

research.
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Table 5.5 Difference between

deductive and inductive approaches

Deductive emphasises

Inductive emphasises

Scientific principles.

Moving from theory to data.

The need to explain causal
relationships between variables.

The collection of quantitative
data.

The application of controls to
ensure validity of data.

Researcher independence of
what is being researched.

A highly structured approach.

The necessity to select samples
of sufficient size in order to
generalise conclusions.

The operationalisation of
concepts to ensure clarity of
definition.

Gaining an understanding of the
meaning humans attach to
events.

A close understanding of the
research context.

A more flexible structure of

permit changes of research
emphasis as the research
progresses.

The collection of qualitative

data.

Less concern with the need to
generalise.

A realisation that the researcher
is part of the research process.

Source: Saunders et al., (2003), p. 91
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5.4 Rational for Choosing the Research Philosophy

This research bends more in the direction of positivistic philosophy because of the

following reasons:

a) The need to satisfy the research topic and its objectives. This research seeks
to explain the casual relationship between variables (i.e Job satisfaction and
growth opportunities, vision, team work, quality and internal customer focus,

employee relationship, employee benefit, training and development.

b) This research needs to evaluate the variables of internal marketing (IM) that
influence employee job satisfaction within the context of Pakistani universities,
which means it tries to find and analyse through measurement and

judgement.

c) Hypotheses testing, humbers of hypotheses are proposed and need to be
tested, for this reason; statistical tests have been applied that utilise
guantitative data. The statistical analysis package (SPSS) is used in order to

analyse the collected data.

Generalisation, the sample size of this study is reasonably large (See section 5.10).

In this context, Saunders et al.,(2003;87) write that
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“in order to be able to generalise about regularities in human social behaviour
it Is necessary to select samples of sufficient numerical size”

In the similar way, Malhotra and Bricks (2003) also explained that in
positivistic research it is fundamental requirement to generalise findings to a
target population. Most targeted populations are quite large that their

measurements can only be managed through representative surveys.

e) Resource limitation, the positivistic approach is cost effective, speed in data

(time saving) and ease of analyses (Saunders et al., 2007).

f) Previous studies in a similar area have applied the same quantitative methods
as an appropriate way to achieve the research objectives ( e.g. Kusku 2003;

Hwang and Jang chi 2005; Farzad et al., 2008 and Lai, 2006).

From the above mentioned reasons it is summarised and conducted that this

thesis tends in the direction of a positivist philosophy.

5.5 Qualitative and Quantitative methods

Qualitative and quantitative are the two methods and processes which are applied in
research paradigms. Whereas, the qualitative approach inclines more towards
phenomenological paradigm and quantitative approach tends to be linked and

related with the positivistic paradigm (Saunders et at., 2003).
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Saunders et at., (2003) also highlight that quantitative research methods are usually
explained in the form of numerical data with statistical analysis so that the formulated
research questions can be judged by measurement and it is in general takes the
form of a questionnaire. According to Collis and Hussey (2003) in quantitative
method, the collected data which is descriptive and illustrates frequencies. Whereas,
in qualitative research methods, words are more emphasized than in numerical form.

They also summarised the main features of the two approaches.

Table 5.6  The main features of the quantities and qualitative methods

Qualitative Quantitative
Concerned with generating theories Concerned with hypothesis testing
Uses small sample Uses large sample
Data is rich and subjective Data is highly specific
Reliability is low Reliability is high
Validly is high Validity is low
Generalise from one setting to another Generalise from sample to populations

Source: Collis and Hussey (2003:55)

5.6 Theories and Hypothesis:

In the positivistic paradigm, generally a researcher studies the literature to
understand an appropriate theory and then formulate a hypothesis. A hypothesis is
defined as an idea or proposition which needs to be tested by using statistical

analysis (Collis and Hussey 2003 and Sekaran, 2003).
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In phenomenological approach, however, there might not be present or relevant
theory or a researcher might not want to be constrained by existing theories.
Therefore, researcher usually, explains the phenomena with different perception

which emerge in the data (Collis and Hussey 2003).

As it is explained earlier, this research aims to examine the relationship between
internal marketing and employee satisfaction within three targeted universities in
Lahore, Pakistan which means it tries to find and analyse through measurement and
judgement. In addition, this also tests framework and hypothesis. Subsequently, it
stresses the need to formulate hypotheses for verification. The statistical analysis
package (SPSS) will be applied in order analyse the collected data. From the above
mentioned reason, it is summarised and conducted that this thesis tends in the

direction of positivistic philosophy.

5.7 Type of data:

In the positivistic paradigm, it is necessary that the data which is used must be highly
specific and precise. As, measurement is an important factor of the research process
in positivistic paradigm. Moreover, significant rigour must also be applied to make

sure the accuracy of the measurement (Collis and Hussey 2003).
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5.8 Reliability:

According to Collis and Hussey (2003) reliability is related with the results of the
research and besides that the credibility of research findings. In
statistics, reliability means consistency of a set of measurements obtained from
respondents (Pallant 2007). It means that if a finding of the required research data is
repeated and the same result is reproduced then it is considered reliable (Collis and
Hussey 2003 ; Veal, 2005 and Sekaran, 2003). Reliability is very important in
positivistic research and is usually very high. Whereas, in phenomenological
paradigm, reliability is interpreted in different ways. In phenomenology, qualitative
scales are measured differently from a positivistic sense. For instance, if a manager
of a bank decides to grant an overdraft to customers, he has information and rational
criteria, such as income level, security of employment, previous evidence of
repayment, property ownership etc. Likewise, on the other hand, observation or in
depth interviews may determine different criteria and standards than already
presented rational information about customers which could be equally important. In
additions, their criteria could be less rational in order to establish principal standards
so that the overdraft can be granted to customers (Saunders et al., 2009 and

Sekaran, 2003).
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5.9 \Validity

Collis and Hussey (2003) explain that validity means a level where finding of a
research, precisely represent the action. In the same way, validity of research
findings can be undermined because of wrong and miscalculating research

procedures, poor samples, inaccurate or misleading measurement (Sekaran, 2003).

“An effect or test is valid if it demonstrated or measures what the researcher
thinks or claims it does”(Coolican,1992; 35).

In the positivistic approach validity is usually very low because it focuses on the

precision of measurement and the ability to be able to repeat the experiment reliably.

In other words, measures do not reflect the investigated phenomena in positivistic

approach.

In contrast, in phenomenological approach, the researcher ensures the essence of
phenomena from his/her perception and extracts data for explanation and analysis.
As a result, validity is high under such an approach because full access to the
knowledge and meaning involved in the phenomena (Collis and Hussey, 2003 ;

Saunders, 2009 and Sekaran, 2003).
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5.10 Generalisability

According to Vogt (1993) generalisability is

‘the extent to which you can come to conclusions about one thing (often a
population) based on information about another (often sample)”(p, 99).

In generalisability of data; the sample size (population) of this research will be quite

large. In this perspective, Saunders et al., (2003) write that

“In order to be able to generalise about regularities in human social behaviour
it is necessary to select samples of sufficient numerical size” (P, 87).

According to Collis and Hussey (2003)

“Generalisation is concerned with the application of research results to cases
or situations beyond those examined in the study”(p, 59).

In the positivistic paradigm, a researcher must be determined that characteristics
and information found in the collected samples must be presented in the population

from which samples are drawn.
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5.11 Research strategy

Remenyi et al., (1998) emphasise that adoption of a research strategy should be
followed after thoughtful consideration about that how the research questions can be

answered with reasons and justifications.

In social sciences a researcher can apply a number strategies. According to
Remenyi et at., (1998) research strategy is a working plan in which specific and
precise plan is adopted and particular research methods are followed and used. In

other words, it was defined as

‘the direction of the research including the process by which the research is

conducted” (Remenyi et at., 1998:44).
There are a number of strategies like experiment, case study, survey and
ethnography (Remenyi et al., 2003; Leedy and Ormrod, 2001: Saunders et al., 2007,
Sekaran, 2003; Yin, 2003, Hair et al., 2003 and Jankowicz, 2005). Every strategy
has its own specific approach and methods to be followed in order to collect and
analyse data so it can be said each one has its own advantages and disadvantages.
Most of the above mentioned strategies are inappropriate in order to achieve the
aims and objectives of this research. For example, experiments are generally
adopted in natural sciences and come under positivistic approach and method.
Manipulation and control are the two main features. Laboratory setting is different
from the real world. Moreover, experiment as a strategy is difficult to adopt in

business research because the actual environment cannot be arranged and reflected
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in laboratory settings. In addition, ethnographic approach bends towards
phenomenology and does not seem to be an appropriate approach because of the
limitation of the researcher's time and it demands the involvement of direct
participation in the activities of certain work place (Collis and Hussey 2003 and Veal,

2005).

According to Collis and Hussey (2003) case study is a paradigm of
phenomenological methodology. Yin (2003) highlights the point that case study
strategy, questions are related with ‘why’, ‘what’ and ‘how’ because events are not
under the control of researcher. Questions in case study have operational links to be
traced by time, rather then by frequency. In addition, it also concentrates on

contemporary phenomenon surrounded by a real life frame work.

In business studies, a general case study would be a company or particular
departments of a company. At the same time it can include group of people or
certain events. The disadvantage of adopting this strategy is that it will become quite
complicated and demanding to realise the phenomena in a particular period of time.
Additionally, case studies are usually illustrated as a lengthy process, time

consuming and costly (Collis and Hussey 2003; Saunders et al., 2009).
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5.11.1 Survey

Surveys as a research strategy is usually considered an important part of positivistic
methodology (Collis and Hussey 2003). Even though, all strategies have some
advantages and some disadvantages. It all depends upon the research question
which determine the strategy should be followed. Likewise, weakness of survey
research is low response rate and possible ambiguities in questions. However,
survey strategy is the most popular and commonly used method in business and
management research (Remenyi et al., 1998; Saunders et al., 2007). According to
Saunders et al., (2007) survey strategy is generally linked with deductive approach.
Moreover, it is an efficient and very well organised way of collecting large amount of
data on the basis of required information from variable respondents in a highly

economical way.

5.11.1.1 Questionnaire

The questionnaire is a convenient data collection tool used in survey strategy

(Oppenheim, 1992; Sekaran, 2003; Saunders et al., 2009).

Sekaran (2003) has defined a questionnaire as

“a pre-formulated written set of questions to which respondents record this
answer” (p,26).
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Likewise, Hair et al., (2003) defined it as the

‘pre-determined set of questions designed to capture data from the
respondents” (P, 130).

Spasford (1999) similarly writes that

“a survey in this sense is a detailed and quantified description- a precise map

and/or a precise measurement of potential” (P, 2).
According to Spasford (1999) quantification is a tool in survey research that
differentiates it from other types of research projects. Questions are generally asked
to respondents, which the researcher wants to be answered, and often range of
answers is also given which needs to be dictated. Set rules of standardisations and
scales are the fundamental tools of survey research which is a method of
measurement so that consistent answers can be achieved from consistent

guestions.

In this study, survey strategy has been adopted in order to answer the objectives of
this research and the need for a large sample to carry out data analysis. In addition,
guestionnaire in survey strategy is considered broad in nature and it focuses on
scope rather than depth (Saunders et al., 2009). That is why, it is well suited to
collect a large amount of data. This is the reason why the researcher has used
guestionnaire as a tool to measure variables of internal marketing that influence

employee job satisfaction.
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The questionnaire is most often used as a method of gathering data from the
required field (Sekaran, 2003). Afterwards, statistical techniques can be applied to
give explanations and descriptions of the meaning beyond data gathered in order to
determine reliability, validity and statistical significance (Collis and Hussey, 2003).
One of the biggest advantages of a survey strategy is that it can be adopted to study
attitude, value, belief and past behaviours. Equally, it is the most prominent and
economical method to collect massive amount of data and information from large
number of population (Oppenheim, 1992 and Leedy and Ormrod, 2001). Moreover, it
makes it easy for researchers to administer efficiently and effectively the significant
amount of data. Survey strategy provides control to a researcher over the research
process. In survey strategy, questionnaires are easy to make comparisons and
analyse statistically. In addition, it is far easy and quick to understand for common
people. For instance, in everyday life surveys or reports which show the results
about certain questions or cultural values indicate that how population thinks and
behaves in certain way (Oppenheim, 1992; Leedy and Ormrod, 2001; Easterby-

smith et al., 2008; Collis and Hussey, 2003; Jankowicz, 2005; Saunders et al., 2009).

Hence, from the above discussion, it can be said that a survey strategy is suitable for
this research in order to achieve its objectives. For this reason, samples from a large
population were identified from stratified sampling for the survey which means that
members of the population will be grouped into relatively homogeneous subgroups
before sampling so that the proportions within a sample are representative of the

sizes within each university as a whole and the results and findings from the survey
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can be generalised in order to understand more about the population (Krejcie and

Morgan 1970).

5.11.1.2 Types of Questionnaire

Once questionnaire has been chosen as the research strategy, then the next task is

to choose the method of communication with targeted population.

Saunders et al.,, (2009) highlight different types of questionnaire like on-line
guestionnaire, postal questionnaire, telephone questionnaire and delivery and
collection questionnaire. Moreover, Saunders et al., (2009) also highlight on-line
guestionnaire, postal questionnaire and delivery and collection questionnaire as self-

administered and telephone questionnaire as interviewer administered.

The on-line-line questionnaire and postal questionnaire were difficult to use in this
study due to difficulties in obtaining the email/ postal addresses of all types of staff
(academic and non academic) of targeted universities and to send the questionnaire
to them. Moreover, some of the non academic staffs of the universities like drivers,

security staff, cleaners and staff working in cafeterias do not have internet access.

Regarding the telephone questionnaire, this is also difficult to use for many reasons.
Firstly, it is difficult to contact some of non academic staff of the universities like
drivers, security staff, cleaners and staff working in cafeterias on work telephone

number. Secondly, the traditional difficulties accompanying the use of the telephone
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in data collection in Pakistani environment. A telephone interviewee may have some
suspicious towards the character of the interviewer. Thirdly, it is time-consuming and

very costly, since the sample size of this study is quite large.

Fourthly, it has been seen as an inconvenient method for obtaining data because it
was not clear for the interviewer of a suitable call (when day/night; where, home /

office and how, whether to use the land line or mobile phone).

Due to these difficulties, neither a mailed questionnaire (on-line questionnaire and
guestionnaire) nor a telephone questionnaire has been used in this study. On the
other hand, delivery and collection questionnaire (self-administered questionnaire)

were seen as suitable methods to obtain data from the respondents.

Regarding the delivery and collection questionnaire (self-administered
guestionnaire). Oppenheim (1992) has pointed out that self-administered

guestionnaire are distributed to respondents by appointed fieldworkers.

Following this method, the questionnaires were delivered to respondents through
appointed fieldworkers. Respondents were informed about the purpose of study, as
well as the use of the data gathered. They were also informed that their response will
be anonymous: no personal identity such as name and address will be required and
issue of confidentiality and anonymity was also addressed. In addition, it was also
clearly informed by appointed fieldworkers that it is the respondents’ right to

participate or not in the survey.
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Questionnaires were delivered to respondents which were academic and non-
academic staff of three different targeted universities in Lahore, Pakistan as
discussed earlier in Chapter three: University of the Punjab (PU), University of
Engineering and Technology (UET), Lahore University of Management Sciences

(LUMS).

The staff were also reminded to remain as neutral as possible in administering the
guestionnaire. According to Sekaran (2003) the main advantage of this method is
that it covers a wide geographical area. As recommended by Sekaran (2003), 3-5
days were set as the interval time between delivery and pick-up of the questionnaire.
Moreover, this method also enabled the respondents to complete the questionnaires
at their convenience, in their homes, and at their own pace. In addition, it is less

expensive and less time-consuming.

Next Page presents in the Table 5.7 the overall description of three targeted
universities in this research, their total population including academic and non
academic staff and the required sample size of three universities for the distribution

of questionnaire.
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Table 5.7 Targeted Universities of the Research

Universities Population(Staff; Targeted
academic and sample
non-academic) size(required)

University 1 2762 338
University 2 789 260
University 3 7860 367

*University 1 (University of Engineering and Technology; UET)

*University 2 (Lahore University of Management Sciences ;LUMS)

*University3 (University of the Punjab ;PU)
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Figure 5.2 Targeted Universities of the Research

7860

University 1 University 2 University 3

M Population

m Required sample size

180




Krejcie and Morgan (1970) have produced a Table 5.8 for determining sample size

of the targeted universities.

Table 5.8 Determining sample size of the targeted universities

N-n N-n N-n N-n N-n
10-10 100 - 80 280 - 162 800 - 260 2800 - 338
15-14 110 - 86 290 - 165 850 - 265 3000 - 341
20-19 120 - 92 300 - 169 900 - 269 3500 - 346
25-24 130 - 97 320- 175 950 - 274 4000 - 351
30-28 140 - 103 340 - 181 1000 - 278 4500 - 354
35-32 150 - 108 360 - 186 1100 - 285 5000 - 357
40 - 36 160 - 113 380- 191 1200 - 291 6000 - 361
45 - 40 170-118 400 - 196 1300 - 297 7000 - 364
50-44 180 - 123 420 - 201 1400 - 302 8000 - 367
55-48 190 - 127 440 - 205 1500 - 306 9000 - 368
60 - 52 200 - 132 460 - 210 1600 - 310 10000 - 370
65 - 56 210 - 136 480 - 241 1700 - 313 15000 - 375
70 - 59 220 - 140 500 - 217 1800 - 317 20000 - 377

N = Population size, n = sample size
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The above mentioned sample size is expected to be representative of those to be

respondents from within the accessible population in the universities.

5.12 Questionnaire design and pre-testing

According to Sekaran (2003) the language used in the questionnaire is one of the
most important aspects in questionnaire design. Words and sentences should be
used in such a way that they are easily understood by the respondents. He further
stresses that questionnaire design is related to how questions are worded, measured
and organised. Ambiguities, inappropriate wording or misleading questions should
be avoided in the questionnaire (Sekaran, 2003; Saunders et al., 2007;Collis and

Hussey, 2003).
However, in questionnaire design, careful consideration has been made by
researcher as recommended by many writers (Oppenhiem, 1992; Saunders et al.,

2007; hair et al., 2003; Sekran, 2003). These considerations are as follows:

o Clear, simple and precise wording of the questionnaire in order to avoid any

ambiguities or misleading questions.

o Clear instructions for the completion of the questionnaire and directions of

answering the questions of each section.
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o The lengths of the questions were kept as short as possible and negative

guestions were avoided.

Oppenheim (1992) emphasise that every question in each section of the
guestionnaire that is taken from previous surveys or studies need to be piloted or

modified to ensure that it will work as required with the kind of respondents involved.

Thus the questionnaire was developed and modified from the literature which
identifies variables of internal marketing (IM) that are likely to influence employee job

satisfaction in three targeted Universities in Pakistani, Lahore.

Therefore, the questionnaire was pretested and piloted. Pre-testing stage was done
by adopting and involving experts available in the University of Salford, including
research supervisor in providing with necessary guidelines. Other academic staff
and research students of business school at the University of Salford were also
asked to read the questionnaire and suggest any additional comments or

corrections.

183



5.12.1 Translating the Questionnaire

Since Urdu is the national language widely spoken in Pakistan and English is the
official and medium of instruction used in the Pakistani universities. So indeed,
original questionnaire was prepared in the English language and translated into Urdu

using parallel blind technique (Behling and Law, 2000).

This method is based on two stages. First, two translators who are fluent and have
full command in both languages independently prepare the draft translation of the
targeted questionnaire. Second, both versions are compared and if there are any
differences they are resolved. After that, targeted language questionnaire is

presented to the researcher (Behing and Law, 2000).

This technique has many advantages like the process of this technigue is faster than
other type of translation (e.g back translation). Both translators of targeted translation
of questionnaire work in parallel rather in sequence and checking of both
translations against one another will provide security and confidence ( Behing and

Law, 2000).

The criterion used to confirm the accuracy of translation is the experts' judgement

which are based on their qualification and experience in this field of translation from

English to Urdu or vice versa.
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5.13 Pilot study

According to Oppenheim (1992) all aspects of the research must be piloted, so that
subsequently, it should be made sure by all means that it works and results can be
produced as expected and designed. A pilot study was conducted in April, 2009, by
distributing questionnaire to twenty academic and non academic staff that are the
subject of this research within the University of Salford. This number was chosen in

order to cover the entire sample (three Universities) in Pakistan.

The rational reason of conducting pilot study in the University of Salford is that the
present educational system in Pakistan is inherited by the British colonial rule, and
the levels of education, medium of instruction at higher education, systems of
examinations and supervision and the titles of degrees are similar. The teacher
education systems and hierarchy of university staff and administration also retain

same fundamental structures, making it convenient to compare and analyze.

The fundamental aims of these questionnaires were to certify the relevance and
appropriateness regarding the topic and besides that it can be examined that how
University would collaborate and act as a team in order to help the researcher to fill
guestionnaires and also to indentify key respondents and distribute the

guestionnaires.

Simultaneously, 20 questionnaires were distributed at random to internal customers

(employees) of the university; academic and non academic staff. These
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guestionnaires accomplished the result in order to provide comments on the final
guestionnaire. This piloting was helpful in order to explain, whether the questions are
appropriate, relevant to the subject, intelligent, easy to answer, do they contain
inapplicable or confusing statements and in addition, the researcher obtained
valuable and constructive feedback as to where and when, the questionnaire should

be distributed.

According to Oppenheim (1992) the important reason for a pilot study is problem
recognition with the questions and some alterations, adaptations that are necessary
before they are applied in the final questionnaire. It gives the researcher
constructive, beneficial and worthwhile understanding and knowledge in the relevant
administrative procedures, contacting the respondents, explaining the purpose of the

survey and timing in each operation.

This pilot study is also helpful in given information before hand, if any of the
university must be excluded from the research because if organisation policy does
not permit any information to researchers. Similarly, it is also supportive in case of

respondents’ alteration that seemed necessary for the final questionnaire.
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5.14 Population and Sample Research

According to Collis and Hussey (2003) research population means a precisely
defined set of people, or population is defined as collection of people under
consideration. In the same way, Sekaran (2003) explains that research population is
the entire group of people, events, or things of interest that a researcher wants to
research. Likewise, Collis and Hussey (2003) emphasis that sample means subset
of required population of the research. Similarly, population is defined as collection of
people under consideration. For instance, skilled and unskilled workers in a
particular industry, workers or office of specific grade or department in an
organisation. However, in positivistic paradigm usually large samples are collected in

order to conduct statistical analysis (Collins and Hussey 2003).

In the light of these details, the targeted population of this research survey include
internal customers (employees) in Pakistani higher education that means academic
and non academic staffs of three universities from Lahore, Pakistan and because of
time and other constraints like travel. It was decided that this survey will be

conducted in March, 2010.
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5.15 The final structure (layout) of the Questionnaire

The conceptual framework of this study and questions of the questionnaire are

derived from the concepts given in the academic literature.

As already discussed above, enormous efforts were invested (e.g., pilot study, pre-
testing) in designing the layout and appearance of the questionnaire. The first page
(covering letter) contained: university name, brief introduction of researcher and
purpose of study, research title, importance of participation by respondents to the
success of the study, statements regarding confidentiality and anonymity. It was also
mentioned that it is their right to participate or not in the survey. The covering letter
ended with information about the researcher's address (phone number, postal

address and e-mail address) and thanked the respondents for their co-operation.

Five point Likert scale was used in the questionnaire for scales in each section.
Other than that respondents were also allowed to give additional comments in each
section. The rational for using Likert scale is that they are more reliable than using
single opinion items and can capture the whole domain of the construct (Oppenheim,
1992; Sekran, 2003). Similarly, Oppenheim (1992) also writes that the layout of the
guestionnaire should be convenient for the respondents and the researcher, who will
have to enter data into his/her computer. In the same way Saunders et al., (2009)
also emphasise that Likert scale is the most common approach used by researchers
to ask from respondents, strongly agree, agree, neither agree or disagree, disagree,

strongly disagree.
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This questionnaire starts with the clarification that it takes approximately only 10
minutes for respondent to complete the questionnaire and short description of
purpose of survey. It was also clearly mentioned on the questionnaire that
researcher does not require any respondent’s personal identity and all information
will be treated as strictly confidential, anonymous and for academic use only.
Likewise, it was also mentioned on the questionnaire that it is respondent’s right to
either participate or not in the survey because of sensitivity of the questions in the

guestionnaire.

Clear instructions were given on the questionnaire for respondents to tick one
answer for each question. Compulsory information that was required from
respondents was marked with an asterix (*) sign such as university name, academic

or non academic.
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5.15.1 Justification for the questions of the questionnaire)

In general, the research questionnaire was split into seven sections with rational

justification as follows:

5.15.1.1 Section one: (Job satisfaction and growth opportunities)

this section contains five questions (Q1-Q5).

5.15.1.1.1 Job satisfaction and growth opportunities

Job satisfaction is a sense of achievement of employees and is generally linked to
personal wellbeing. It also implies when employees enjoy their work and rewarded

for their efforts. Moreover, it also involves their enthusiasm and happiness.

Job satisfaction comes from vision, working environment, employees growth
opportunities and accomplishment of their goals that lead to a general feeling of

fulfilment (King et al., 1982).

Job satisfaction and growth opportunities are most important of factors in employees’
satisfaction. Job satisfaction and growth opportunities bring satisfying state that often
leads to a positive work attitude. As a matter of fact, satisfied employees are more
likely to be loyal and committed to their organization. For the organization, job
satisfaction brings motivated employees to high quality performance and increased

productivity (Sempane et al., 2002).
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| have real opportunities for career development in the university.

According to the empirical studies of Smith (1969), Lockie (1976) and Lawler
(1973) employees’ growth opportunities in companies lead to their job
satisfaction. Chen (2006) also writes that career development and growth
opportunities bring employee job satisfaction. Some researchers such as
Fisher (2000), Lockie, (1976) and Petty et al., (2005) have also found similar

results that growth opportunities increases employee job satisfaction.

Hence, from the concept given by the above authors about career

development and growth opportunities which lead to employee

satisfaction. It was added as a first question in the questionnaire.

| am committed to my career in the university.

There is an indisputable relation between employees’ commitment and their

job satisfaction (Basset-Jones and Lloyd, 2005; Chen et al., 2004; Lok and

Crawford, 2004; Pool and Pool, 2007).
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According to Becker et al., (1995), loyalty is defined as a strong desire of
employee commitment to an organization. Chen (2006) also writes that
employee job satisfaction is an antecedent of organizational commitment of
employees. It means that organizational commitment of employees build up
from their job satisfaction (Chen, 2006). Likewise, Fletcher and Williams,
1996) also highlight that employee job satisfaction has a positive impact on
organizational commitment of employees. Also, some researchers like Al-
Aameri (2000), Fang (2001) and Wu and Norman 2006) also report a strong
relationship between organizational commitmentand employee job
satisfaction. Some researchers such as Fisher (2000), Lockie, (1976) and
(Petty et al., 2005) have also found similar results that employee job

satisfaction increases, the degree of organizational commitment.

In view of the fact that, this question is derived from the above mentioned

writers’ view.

| feel that the university has a caring attitude towards its employees.

Employees’ attitudes have many aspects about their job, like their careers,
and their organizations. However, the most focal employee attitude is their job
satisfaction. Employee’s attitude is the degree to which he/she identifies with
organisation, value of their contribution, their well being and to maintain

membership in organisation (Chen, 2006).
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Organisation’s caring attitude toward employees brings job satisfaction by
treating them with respect, dignity and fairness. However, caring attitude
towards employees is an effective response of the whole organization by

showing that they are important to the firm (Chen, 2006).

Therefore, above question is derived from the justification given by Chen

(2006) about employees caring job attitude.

| feel that people get ahead predominantly in this university on the

merits of their work.

In job, employees seek fair promotion policies and practices. Hence, it
provides them opportunities for personal growth and increased social
status. Therefore, promotion decisions must be made in a fair and just
manner. For this reason, employee satisfaction is positively related to fair
polices of employee’s job promotion in their companies (Martensen and

Gronholdt ,2001).

Similarly, Chen (2006) also writes that impartial promotional chances of
employees affect their job satisfaction to a great extent because it
indicates their worth to the organisation and also increase self-esteem.
Moreover, employee takes promotion as the ultimate achievement in

their career which creates satisfaction.
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For this reason, the above question is derived from the concept given by
above authors relating to just promotional chances of employees which

lead to their job satisfaction.

| would recommend this university as a place to work.

According to Becker et al.,, (1995), employee’s job satisfaction plays
significant role in the organisation. Therefore, workers who are satisfied
with their job lead to employee loyalty and employee commitment. That is
characterized as a strong wish to continue membership of an organization not

only for himself/ herself but also recommend to others by word of mouth.

Additionally, satisfied employees recommend their companies to others

because of their enjoyable experience (Martensen and Gronholdt ,2001).

That's why, above question was taken from the argument given by above

writers and added in this section.
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5.15.1.2 Section two: (Organisational vision and its link with
employee satisfaction) this section has been divided into four questions (Q1-

Q4).

5.15.1.2.1 Organisational vision and its link with employee

satisfaction

Different people have defined organisations’ vision differently. Vision is a force; it
stimulates and manages the flow of energy (Smith, 1996a, 1996b; Snyder and
Graves, 1994). It portrays unigue image of the future (Eccles, 1994; Kouzes and
Posner, 1987; Nanus, 1992). Formulation of vision is the starting point for
establishing an entity or organization and it distinguishes them from others (Li et al.,

2007).

Vision is a phenomenon; it evolves employee commitment, satisfaction and appeals

to motivate them (Tichy and Devanna, 1986).

1. | understand the directions and goals of the university.

According to Sidhu (2003) vision plays a vital direction-establishing role in
organisations. Hence, Goodstein et al., (1993) emphasize that vision provides
the organisations with a clear sense of direction, a strong stimulation of

energy and employees feel the positive sense of being engaged in something
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important. According to Tvorik and McGivern (1997) employees need to be
knowledgeable with the concept of organisational vision, direction and its
goals because it identifies what they need to aim at. Understandable
organisational vision allows employees to monitor their own progress and
ultimately leads to their satisfaction. In addition, within an organisation,
vision proposes unanimity of purpose and provides a focal point for employee
direction (King and Cleland, 1979). Organisational vision provides a sense
of purpose, promoting shared values, establishing behavioural
standards, and maintaining employee focus on organizational strategy and
direction to employees (Bart, 1997; Ireland and Hitt, 1992; Klemm et al.,

1991; McGinnis, 1981).

Consequently, this question was added in the questionnaire of organisational
vision as it is explained by Sidhu (2003), Goodstein et al., (1993), Tvorik and
McGivern (1997), Bart (1997), Ireland and Hitt (1992), Klemm et al., (1991),

McGinnis (1981).

The university leadership has produced policies which are positive for

me.

The relationship between vision, organizational culture, employee perceptions
and quality service has been recognized in the literature and its impact on
employees’ job satisfaction (Parasuraman et al., 1985) and (Harber, et al.,

1997). Similarly, Harber et al., (1997) also point out that communication,
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positively affects employees' organisational commitment, employee job
satisfaction and performance.

Organisational positive attitude towards the vision will stimulate the
employees’ job satisfaction and improve their commitment and performance
towards job (Kirkpatrick and Locke, 1996; Nanus, 1992). Similarly,
McGovern and Tvorik (1998) and Price (2001) highlight that organizational
vision is an approach that drives business strategy and an organisational
culture. Additionally, itis interdependent with preceding business strategy

development.

The above theme by different authors on positive policies of an organisation

towards employees was the reason of this question.

The university has a successful method in dealing with external issues.

Finkelstein et al., (2008) emphasize that organisations must formulate a
comprehensive vision, touching external issues of the business. Likewise, it
must be inclusive, reaching both inside and outside the organization. A
vision which is comprehensive and inclusive will bring an enterprise to a
superior competitive position. As a result, it will prevent in extremis the threat

of corporate failure (Finkelstein et al., 2008).

For this reason, according to Wilson (1992) an effective organizational vision

provides organisational effectiveness and it can be measured by continued
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competitive advantage factors of improved sales, leadership, organizational

values, employee satisfaction, and increased shareholder value.

As explained by Finkelstein et al., (2008) and Wilson (1992), this subject
matter has been derived as a question in the questionnaire of organisational

vision.

. The University has a successful method in dealing with internal issues.

Employees’ involvement, open communication, demonstration of commitment
to the culture through daily work life activities are variables related to the
usefulness of vision statements which lead to their satisfaction (Juechter et
al., 1998) and (Poole et al.,, 1996). In the same way, Wilson (1992) also
stresses that organisational vision must be practical about the market,
competitive, economic and reflect the values and aspirations of management,
employees, and stakeholders. As a result, vision establishes direction for the

organisation.

Similarly, as it is mentioned above in the question number two of the
organisational vision that in literature it has been recognized the relationship
between vision, organizational culture, employee perceptions ,quality service
and its impact on employees’ job satisfaction (Parasuraman et al., 1985) and

(Harber et al., 1997).
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In the same way, according to Finkelstein et al., (2008) a comprehensive
vision must be formulated that touches internal issues of the business
‘because it will bring an enterprise to a superior competitive position
and prevent in extremis the threat of corporate failure. In result, it can be
measured by continued competitive advantage factors of improved sales,
leadership, organizational values, employee satisfaction, and increased

shareholder value (Wilson, 1992).

Like so, on the basis of above reasons by different authors this question was

derived.

5.15.1.3 Section three: (Team work and its link with employee job

satisfaction) this section has been divided into two questions (Q1-Q2).

5.15.1.3.1 Team work and its link with employee job satisfaction

This factor explains the relationship between teamwork and employee job
satisfaction. In this section, employee satisfaction with a team-based way of working

and its impact on overall employee job satisfaction are examined.

Schermerhorn et al., (2005) express their view that teamwork is defined in many
ways. In fact, it is not easy to define with a single definition as numerous concepts

exist and researchers also differ in their view of what teamwork actually means.
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The university ensures that there is teamwork across the departments.

Teamwork is as an important instrument of an organizational measure that
leads to employee job satisfaction. Organisational teamwork across different
departments contributes to employee job satisfaction because a team has a
common goal and it can be autonomous in its decision-making, responsibility
and support (Hayes 2005). Murray (1988) defines teamwork as
interpersonal contact and autonomy among employees leading to their job
satisfaction. For this reason, Eklund and Hallberg (2000) explain that
teamwork is dependent on organisational tasks. According to them it is used
by organisations to refer to a wide range of possibilities, such as quality
circles, cross-functional teams, self-managing teams among employees and
across departments. Similarly, according to Schermerhorn et al., (2005),

employee job satisfaction includes teamwork with different departments.

So, it is derived from the studies of above researchers and included as a

guestion of the questionnaire in the section of Teamwork.
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Employees have a strong feeling of teamwork and cooperation in the

university.

Finn (2001) also writes that teamwork and co-operation in an organisation
among employees have a positive effect on their job satisfaction. In addition,
cooperation among employees and departments are essential factors for
employee job satisfaction (Eklund and Hallberg 2000). A Strong feeling of
organisational teamwork among employees from different departments

increases quality and job satisfaction (Kusku, 2003).

In result, from the studies of above researchers, this theme is added as

guestion.
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5.15.1.4 Section four: (Organisational quality and internal customer

(employees) focus and its link with employee job satisfaction)

This section contains ten questions (Q1-Q10).

5.15.1.4.1 Organisational quality and internal customer
(employees) focus and its link with employee job

satisfaction

This section explains how organisational quality and internal customer focus are

linked with employee job satisfaction.

Organisational quality is determined by stakeholders (Anwyl, 1992; Birnbaum, 1994;

Harvery and Green, 1993; Lindsay, 1994; Ruben, 1995).

“Good is no longer good enough. To survive in today's competitive
environment, you need to excel. To excel, an organisation needs to focus on
all parts of the organisation, optimizing the use and effectiveness  of all of its
resources” (Harrington, 2005, p. 107).

1. The university attracts high quality employees.

Employee job satisfaction is an attitude and is based on many factors. It is
important from the perspective of hiring the appropriate employees within the

organisation; it is about getting the right person in the right culture and
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keeping them satisfied (lvancevich et el., 1997; Huczinsky et el.,, 1991,
Goleman et el., 1995).

Likewise, according to Crow et al., (1995) high quality staff is cost-effective in
the long run as they give better productivity and can work autonomously. In
the same way, employees who know their job well can suggest improvements
and bring efficiency, less training overhead and competitive advantage
Mitchell et al., (1988). Zeithaml et al., (1990) also note the importance of the
recruitment of high quality employees. Moreover, the right employees are
also able to deliver quality service to the organisation. Ross (2001) and
Payne et al., (2001) also write that employee recruitment decisions are the
foundation of any organisation's success in quality management. Likewise,
there are many benefits of hiring good staff as it leads to service value and

companies can effectively add value to their business over the long term.

So, from the studies of above mentioned writers, this theme was added as a

guestion in this section.
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The university retains high quality employees.

Employee’s job satisfaction is based on many factors and retaining the
appropriate employees within the organisation is one of the important factor

(Ivancevich et al., 1997; Huczinsky et el., 1991; Goleman et el., 1995).

Ross (2001) and Payne et al., (2001) highlight that retaining high quality
employees play an important role in achieving organisation's goals. Moreover,
there are many benefits in retaining good staff as companies can effectively

add value to their business.

Crow et al., (1995) strongly suggest that companies should work hard to
retain high quality employees because first they are cost-effective in the long
run, second they improve productivity. In the same way, they bring efficiency,

and competitive advantage Mitchell et al., (1988).

In result, above question was derived from the concept given by the above

mentioned writers regarding retaining high quality employees.
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Employees are held accountable for the quality of work they produce.

According to Bhatti and Qureshi (2007) creating employee accountability is a
delicate process. It is very important for the organization to know the correct
approach in using accountability for the quality of work employees produce.
Accountability based employees engagement improves their performance
which is important to maintaining productivity and profitability. Hence, it leads
to employee job satisfaction, commitment and loyalty. Consequently, when
employees are held accountable for their performance. It builds an
organisational culture that produces highly motivated work force

(Kazemsadeh and Bashiri 2005).

From the research conducted by Bhatti and Qureshi (2007) and Kazemsadeh
and Bashiri (2005), this question was taken from the above theme in this

section.

The quality of services provided to internal customers (employees) is

important to the university.

According to Harrington (2005) employee job satisfaction is interrelated with
delivering service quality to employees from an organisation, as satisfied
customers can only be created by satisfied employees. He also stresses that
the quality of services provided to staff have a major affect on their job

satisfaction. Boshoff and Tait (1996) and Hoffman and Ingram (1992) also
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support his argument and link it with employee job satisfaction. As it increases
employee’s confidence in their abilities, company loyalty and organisational
behaviour through the mechanism of employee empowerment to carry out the
tasks which lead to employee  job  satisfaction and  organisational
commitment (Schneider et al., 1996; Waldman, 1994; Morrison, 1994;

Walsh and Tseng, 1998).

Employee job satisfaction has a considerable positive effect on the service
quality of staff (Rust et al., 1996; Greenberg and Baron, 1997; Zeithaml et al.,
1990; Boshoff and Mels, 1995; Schneider, and Snyder, 1975 and Boshoff and

Tait, 1996).

Thus, the above question has been derived from the above researchers’

work and put it as a question in this section.

The university is aware of its internal customers'(employees) needs.

According to Ellickson and Logsdon (2001) employees job satisfaction is
positively correlated with the extent to which their organisations fulfil their
needs. Employees’ need fulflment and the cognitive process are

determinants of job satisfaction (Foster, 2000; Spector, 1997).

In result of Ellickson and Logsdon (2001) and (Foster, 2000; Spector, 1997)

studies this question was derived and added as a question.

206



Employees’ complaints are properly handled.

Complaint handling is an important aspect of business which must operate
satisfactory for its employees. So, senior management should ensure their
employees that their firm very well understand and has a clear policy to act on
it (Foster, 2000; Spector, 1997). Within any industry, those organisations with
a reputation for fair complaint-management have a competitive edge (Eklund

and Hallberg 2000).

According to Eklund and Hallberg (2000) good complaint handling can turn
aggrieved staff into loyal ones. Employee’s complaint handling and feed back
are significant factors for employee’s job satisfaction (Eklund and Hallberg

2000).

For this reason, this question is derived from the concept given by above

authors.
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Employees have professional work environment with senior

management.

When employees are satisfied with their jobs and the environment they work
in, they become more productive and it contributes to the enhancement of
institutional quality (Kusku, 2003). A supportive work environment increases
employee’s positive organisational behaviour and job satisfaction through the

mechanism of employee empowerment (Schneider et al., 1996).

Likewise, Finn (2001) also emphasises that the professional work
environment among employees plays a very important role in job satisfaction.
Similarly, according to (Kusku, 2003) the working environment with senior
management is positively associated with administrative quality and

performance which in turn leads to employee job satisfaction.

Hence, above question is derived from the concept given by above writers

regarding working environment and its impact on job satisfaction.

Employees have professional work environment with other departments.

Herzberg (1968) and Spector (2003) emphasise that working environment has
a significant effect in motivating employees to work with a high level of job
satisfaction. Hence, it is a good predictor of job satisfaction (Reiner and Zhao,

1999; Carlan, 2007; Ellickson and Logsdon, 2001; Diener et al., 1995; Forsyth
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and Copes, 1994; Nevis, 1983; Finn 2001). Similarly, according to Kusku
(2003) the working environment with other departments is linked with
organizational characteristic and performance which in turn leads to employee
job satisfaction. Moreover, it makes them productive which enhances their

institutional quality (Kusku, 2003).

Thus, from the concept given by above researchers, this question was taken

in this section.

The university provides environment which supports a balance

between work and personal life.

Murray (1998) writes that balance between work and personal life lead to
employee’s job satisfaction. The focus on quality of professional environment
and balance between work and personal life influence job satisfaction
(Zeffane et al., 2008; Murray and Murray, 1998 ; Reiner and Zhao, 1999;

Ellickson and Logsdon,  2001).

From the studies of above writers this questions was derived and included in

the questionnaire.
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10.

| receive feedback that helps me improve my performance.

Feedback is a necessary component of communication between employees
and management. It also leads to motivation of employees and effective job
training (Murray, 1995 ;Eklund and Hallberg 2000). At the sametime
employees feedback is an essential tool of improving performance. It
improves poor performance and gives indications and reasons for

dissatisfaction of employees (Murray 1998).

Similarly, Murray (1998) also writes that feedback from employees helps in
improving business problems and achieving organizational goals.
Furthermore, It also keeps management updated about their employees’ likes

and dislikes and organisation’s strengths and weaknesses.

There are many factors of employee’s job satisfaction; few of them are as
satisfying as positive feedback. Employees feed back improve their job
performance, and it also determines that how well the employees are meeting

organisational and personal goals (Ellickson and Logsdon, 2001).

Verily, employee’s complaint handling and feed back are major significant

factors for employee’s job satisfaction (Eklund and Hallberg 2000).

From the point of view of above writers, this question is derived and added in

this section.
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5.15.1.5 Section five: (Employee relationship and its link with

employee job satisfaction)

This section contains eight questions (Q1-Q8).

5.15.1.5.1 Employee relationship and its link with employee job

satisfaction

This section, deals with employee’s relationship with immediate supervisor or
manager, its implications and impacts on employee’s performance, opinion,
consultation, information about work, personal development support, realistic
expectations about work, directions about work assignments, authority to perform job

and his/her availability to staff the role.

Employee relationship is a philosophy which requires necessary attitudes and skills,

rather than a specific management function or well-defined activity.

1. My immediate supervisor/manager takes note of opinions.

According to Mills (1994) an employee’s relationship with the immediate
supervisor or manager is based on mutual communication with each other.
Hence, it is also related to issues of workplace decisions through consultation

and taking notes of their opinions.
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Taking opinions on different issues from staff gives them confidence and
sense of responsibility of effective organisation. Moreover, this concept is
significant and at the same time very decisive to the relationship between staff
and their immediate supervisor/manager (Eklund and Hallberg 2000). At the
same time, taking notes of opinions from staff has many benefits like
exchange views, ideas, discuss problems and consider developments. In
result, it will lead to job satisfaction for employees (Mills, 1994). Similarly,
Mitchel et al., (1988) also emphasise that employer-employee relationships
contribute to organisational productivity, improve service quality, employee

commitment, and as a result, lead to their satisfaction.

Thus, the above question is taken from the theme of above writers.

. My immediate supervisor/manager is well-informed about my work.

Competent managers play indispensable role in the success of all
businesses. It is very important for an immediate supervisor or manager to be
well informed about their staff's work and challenging issues. (Payne et al.,

2001).

The most important ability for a potential manager is to be able to think
strategically and make decisions in challenging matters. Similarly, a potential
business leader will never be able to influence and guide his subordinates if

he/she is not well informed about their work (Murray 1998).
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Managers must be knowledgeable and proficient in the skill of their
profession. However, they must be well informed about their assistant’s work
which gives them vision to make strategic decisions and eventually gives job

satisfaction to employees (Murray 1998).

So, from the studies gathered from (Payne et al., 2001 and Murray 1998), this

guestion was derived and added in this section of the questionnaire.

. My immediate supervisor/manager gives fair and honest performance

evaluation.

Quinn (1985) writes that an excellent employee relationship with the
immediate supervisor or manager improves the working environment and
increases revenue and profit. This relationship can only be performed
effectively when managers demonstrate interest about their staffs’ work and
show honesty in performance evaluation. This relationship with the immediate
supervisor or manager includes the process of developing, implementing,
administering and analyzing the employer-employee relationship and
performing ongoing evaluation, managing employee performance and

complaint handlings (King and Cleland, 1979; Payne et al., 2001).

Likewise, Fosam et al., (1998) write that a good employee relationship
depends on showing appreciation for work in the form of performance

evaluation which leads to their satisfaction.
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As a result, above question is added from the theme given by (Quinn, 1985;

King and Cleland, 1979; Payne et al., 2001 and Fosam et al., 1998).

. My immediate supervisor/manager supports personal development.

Mutual communication between employee with the immediate supervisor or
manager is also broadly used for personal development of staff and
furthermore, how methods are applied that encourage employees to make
decisions (Schermerhorn et al., 2005). Similarly, the relationship with the
immediate supervisor or manager includes the process of personal
development of employees which gives productivity and employee loyalty and
commitment. In result, this process will lead to job satisfaction. (King and

Cleland, 1979).

Therefore, this question is derived from the above theme.

. My immediate supervisor/manger has realistic expectations regarding

my work.

Fosam et al., (1998) mention that organisational goals can only be achieved

when managers have realistic expectations regarding work from their

employees.
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All employers have expectations that they want employees to meet. Managers
must understand the realities of business and maintain realistic expectation.
This is the best way to earn employee’s commitment and confidence which

eventually leads to job satisfaction (Schermerhorn et al., 2005).

Hence, above question is derived from the concept given by (Fosam et al.,

1998 and Schermerhorn et al., 2005) regarding setting realistic expectations.

. My immediate supervisor/manager gives me clear direction on work

assignment.

An employee’s job satisfaction is directly related to his/her relationship with
the immediate supervisor or manager (Schermerhorn et al., 2005). Similarly,
Fosam et al., (1998) report that some employees obtain satisfaction from a
professional working relationship with senior staff and the way they receive

clear direction on work assignment.

Similarly, Fosam et al., (1998) also highlight that employees get job
satisfaction by giving clear direction on work assignments because

employees can never follow ambiguous job instructions.

For that reason, this question is added in this section from the concept given

by above researchers.

215



7. My immediate supervisor/manger gives me the authority | need to do my

job.

Relationship of employees with the immediate supervisor or manager is
broadly used for planning activities and how methods are applied that

encourage employees to make decisions (Schermerhorn et al., 2005).

Employee empowerment is a strategy set by management that enables
employees to make decisions about their jobs. It helps employees to own
their work and take responsibility for their results (Payne et al., 2001).
Moreover, it also enables employees to think, behave, take action, and
control work and decision making in autonomous ways which is important

factor of job satisfaction (Fosam et al., 1998).

Hence, above question is derived from the concept given by (Schermerhorn et

al., 2001; Fosam et al., 1998) and added in this section .

8. My immediate supervisor/Manager is available when needed.

It is very important for an immediate supervisor or manager to act as a role
model and always be available when needed to deal with required issues
(Payne et al., 2001). In order, to understand and deal with difficult people,

immediate supervisor/Manager must be available when they are required. It
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increases employees’ confidence and lead to job satisfaction (Fosam et al.,

1998).

So, this question is added in this section from the viewpoint given by (Payne

et al., 2001) and (Fosam et al., 1998).

5.15.1.6 Section six: (Employee benefit and its link with employee

job satisfaction)

This section includes three questions (Q1-Q3).

5.15.1.6.1 Employee benefit and its link with employee job

satisfaction

This section explains how employee benefit is linked with employee job satisfaction.
Employee benefits are any form of packages offered to staff. In essence, employee
benefits are a reward that employers can give to their staff for their work
(Schermerhorn et al., 2005).

Employee benefits also help managers to retain their valued staff, not least, as this
cuts the cost of recruitment. Furthermore, once employees are recruited, it is
extremely important to promote a sense of work devotion and enthusiasm for their
job. In these cases, employee benefits have an important role to play in any
business (Mitchell et al., 1988). As a result, employee benefits help to achieve the

business goals of an organisation and values that it needs in employees in order to
217



be successful. Moreover, in the concept of internal marketing, the employees of an

organization play a vital role in its continuing  growth and success. Thus, employee

benefits and their job security contribute to their overall job satisfaction. So indeed,

employee benefit packages increase their job satisfaction (Schneider et al., 1996;

Walsh and Tseng, 1998).

1.

| am provided with the type of benefits | need.

According to the empirical studies of Locke (1976), Lawler (1973) and Smith
et al., (1969) one of the major determinant of employee job satisfaction is
benefits provided to staff. Similarly, Finn (2001) and Schermerhorn et al.,
(2005) also mention in their work that employee benefits positively affect job

satisfaction.

According to the research conducted by above authors, this question was

taken from their view point.

| am provided with the type of benefits my family needs.

Locke (1976), Lawler (1973) and Smith et al., (1969) emphasise that fulfilment
of employees’ family benefits is determinant of job satisfaction. In the same
way Finn (2001) and Schermerhorn et al., (2005) also talk about in their work
that employees’ family benefits positively affect their job satisfaction (Zeffane

2008; Reiner and Zhao 1999; Ellickson and Logsdon 2001).
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Therefore, this question is derived from the concept given by above writers.

The university provides benefits that compare favourably with other

universities in higher education.

Competitive employee benefits for staff and their families as compared to
other organisations are the major factor of their job satisfaction (Zeffane 2008;

Reiner and Zhao 1999; Ellickson and Logsdon 2001).

One of the major determinant of employee job satisfaction is benefits provided

to staff, especially which is comparable favourably to other organisations in

market (Locke, 1976; Lawler, 1973 and Smith et al., (1969).

According to the research conducted by above authors, this question is

derived from their theme and added in this part of the questionnaire.

219



5.15.1.7 Section seven: (Training and development)

This section contains two questions (Q1-Q2).

5.15.1.7.1 Training and development

In this section, training and development is discussed and its relevance to an
employee’s job satisfaction.

Training is defined as

‘as the planned intervention that is designed to enhance the determinants of

individual job performance” (Chiaburu and Tekleab, 2005, p.29).
In order to achieve organisational goals, training and development are considered
necessary required skills for employees by management. Hence, training reduces
anxiety or frustration, brought on employees by work demands, that they are not
familiar with, and they are lacking the skills to handle effectively (Chen et al., 2004).
Investing in employee training and development is very essential for any
organisation and it leads to their satisfaction (Tsui et al., 1997; Merkac Skok, 2008).
Training and development provide opportunities to employees to widen their job
related knowledge and abilities for more efficient teamwork and achieve individual

development (Jun et al., 2006).
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Employees without having sufficient required training are always less able to do a
task and are more likely to leave the field (Chen et al., 2004), or if they stay, their
capability in terms of productivity would be sub-optimal. The larger the gap between
the required adequate training possessed by the employees, the greater the
probability of the lack of job satisfaction of the employees (Kanelopoulos and

Akrivos, 2006).

For Guest (1997) training and development, not only affects the quality, skills and
ability of employees, but behavioural and attitudinal change and thus higher

performance will be achieved as well.

1. Ireceived initial training when | was hired.

According to Tai (2006) high quality initial training leads to higher employee’s
job satisfaction, which in turn has a beneficial effect on organisational
performance. Training increase the level of employees satisfaction which is

higher than those without such training (Saks, 1996).

Rowden and Conine (2005), argue that trained employees are in a better
position to satisfy the needs of their customers. Tsai et al., (2007) also find
out that trained employees show a higher level of job satisfaction with a
positive effect on their performance. High quality initial training has a direct
effect on employee’s motivation and commitment which leads to higher

employee’s job satisfaction as well. As a result, it also has a beneficial effect
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on organisational performance (Meyer and Allen, 1991; Tai, 2006; Tsai et al.,

2007; Pool and Pool, 2007; Demirbag et al., 2006 Sirota et al., 2005;).

One way of empowering employees is through initial job training to perform
well. Thus, it gives them the skills to conduct tasks (Deming, 1986; Juran and
Gryna, 1993). It enhances the employee’s capability to carry out job tasks

(Shea and Howell, 1998).

It also increases employee’s confidence in their abilities, company loyalty and
organisational behaviour through the mechanism of employee empowerment
to carry out the responsibilities which lead to employee’s job satisfaction and
organisational commitment (Schneider et al., 1996; Waldman, 1994; Morrison,

1994; Walsh and Tseng, 1998).

Martensen and Gronholdt (2001) also accept that the development of
employee’s competencies through various training programs and have a
positive influence on their job satisfaction. Hence, they gain self-confidence
after attending training programs. As a result of this, employee satisfaction

increases (Jun et al., 2006).

Therefore, above question is derived from the concept given by above writers

and included in this section of the questionnaire.
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| receive necessary ongoing training to perform my job well.

Tai (2006) stresses that ongoing training of employees increases their job
satisfaction and organisational performance. Similarly, on-going training of
employees through self-development enhance satisfaction level as compared

to those without such training (Saks, 1996).

According to Rowden and Conine (2005), training enhance their quality in
order to satisfy the needs of their customers. Similarly. Tsai et al., (2007)
also emphasise that employee training is directly linked with job satisfaction

and has positive effect on their work performance.

One of the benefits of on going job training is that it empowers employees
and gives them the skills to conduct tasks (Deming, 1986; Juran and Gryna,
1993). In the same way, ongoing job training has major effect on motivation

and commitment of employees which leads to employee’s job satisfaction.

Moreover, it also has a valuable result on performance and increases their
capability to carry out job tasks (Meyer and Allen, 1991; Tai, 2006; Tsai et al.,
2007; Pool and Pool, 2007; Sirota et al., 2005; Demirbag et al., 2006; Shea
and Howell, 1998). Furthermore, it also enhances their confidence, loyalty
which leads to employee’s job satisfaction and organisational commitment
(Schneider etal.,, 1996; Waldman, 1994; Morrison, 1994; Walsh and

Tseng, 1998).
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Martensen and Gronholdt (2001) also explain the importance of different
training programs and it increases their work competencies and job
satisfaction. For this reason, it gives them confidence and enhances

employee job satisfaction (Jun et al. 2006).

Hence, above question is derived from the above mentioned researchers’

work.

5.16. Summary

This chapter explains about research methodology and its importance in order to
achieve research objectives. In general, it has been identified the key decisions

made with respect to the methodological choices available to researcher.

In actual fact, there is no right or wrong methodology rather it is employed in
research projects to achieve objectives (Sekran, 2003; Saunders et al., 2007).

Limitations as well as advantages of methods employed have been discussed.

In this chapter, the instruments employed have been discussed and its rational
justifications for adopting survey as a strategy. In general, it is focused on the
research design, methodology applied, strategies regarding population and samples
in order to achieve its objectives. A detailed description of the procedures conducted

in the pre-testing stages of questionnaire, a pilot study is also provided. At the end it
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presents layout of the questionnaire with justification for the questions of the

guestionnaire are thoroughly discussed.

The following chapter will present the model for analysing data, identify the key

statistical tests used, its results, interpretation and discussion about hypotheses.
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Chapter Six

Presentation of Findings , Analysis and Discussion
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6.0 Introduction

As explained in the previous chapter that this research has used a positivistic
philosophy and deductive approach. In Hypothesis testing, existing theory is tested
(Saunders et al.,, 2003; Collis and Hussey, 2003). Moreover, hypothetical testing
follows a rational sequence of stages of deciding whether to accept or reject it.
Hence, in this research, hypothesis testing has been chosen because it will
investigate the general patterns of relationship between sets of phenomena, add
clarity, make it easier to understand the issues to be resolved and lead to the stage
of clear goal achievement i.e. successfully complete the research ( Collis and

Hussey, 2003).

In this chapter, empirical data is presented, analysed and discussed that is used to

test the proposed hypotheses.
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6.1 Conceptual Framework of Study

A framework outlines a model by building a rational implication of the relationships
among the several identified variables. A conceptual framework allows to convert the
research objective into a research question, which can be used for further study

(Cavana et al., 2001 and Cooper and Schindler, 2008).

In line with the literature review and the purpose of research, the conceptual

framework of the study has been configured below:

Figure 6.1: Hypothetical Model Correlting Variables of Internal Marketing that

influence Employee Job Satisfaction

University vision

-

Team work

Quiality and internal

customer focus Employee Job

satisfaction (Internal

Variables of customer)
Internal Marketing Employee (internal
customer)
relationship

Employee benefit

Training and
\ development
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6.2 Research hypotheses

A set of six hypotheses have been formulated to link the criteria of variables of

internal marketing that influence employee job satisfaction to fulfil the objectives of

this research which are as follows:

H1:

H2:

H3:

HA4:

H5:

H6:

There is a significant and positive relationship between university vision
and employee job satisfaction.

There is a significant and positive relationship between team work
among employees (internal customers) and employee job satisfaction.

There is a significant and positive relationship between quality and
internal customer focus and employee job satisfaction.

There is a significant and positive relationship between employee
relationship and employee job satisfaction.

There is a significant and positive relationship between employee
benefits and employee job satisfaction.

There is a significant and positive relationship between training and
development of employees and employee job satisfaction.
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Whenever hypotheses are being tested, in general, two hypotheses are compared,

which are called the null hypothesis and the alternative hypothesis.

The null hypothesis (Hp) is the hypothesis that states that there is no relation
between the two measured phenomena whose relation is under investigation. The
alternative hypothesis (H ») is the alternative to the null hypothesis (Mellenberg,

2008).
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These hypotheses can be stated in the alternate and null hypotheses as follows:

H1a:

Hlo:

H2A:

H20:

H3A:

H30:

H4A:

H4o:

H5A:

H5o:

There is a significant and positive relationship between university vision
and employee job satisfaction.

There is no significant and no positive relationship between university
vision and employee job satisfaction.

There is a significant and positive relationship between team work
among employees (internal customers) and employee job satisfaction.

There is no significant and no positive relationship between team work
among employees (internal customers) and employee job satisfaction.

There is a significant and positive relationship between quality and
internal customer focus and employee job satisfaction.

There is no significant and no positive relationship between quality and
internal customer focus and employee job satisfaction.

There is a significant and positive relationship between employee
relationship and employee job satisfaction.

There is no significant and no positive relationship between employee
relationship and employee job satisfaction.

There is a significant and positive relationship between employee
benefits and employee job satisfaction.

There is no significant and no positive relationship between employee
benefits and employee job satisfaction.
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H6a: There is a significant and positive relationship between training and

development of employees and employee job satisfaction.

H6o: There is no significant and no positive relationship between training and

development of employees and employee job satisfaction.

6.3 Rationale for statistical tests

To perform the statistical analysis of data, it is necessary to conduct Cronbach's Test

(reliability test) and also to conduct a descriptive analysis of a research data.

Additionally, it is clear from the research objectives that the researcher is examining
the relationship between variables of internal marketing that influence employee job

satisfaction.

In response, the above mentioned hypotheses have been tested using the non-
parametric alternative, Spearman’s Rank Order Correlation (rho) to find significance
of the above defined relationship and then Standard Multiple Regression was applied
to find the Coefficient of Determination in order to observe the goodness of fit of the

model SPSS 16.0 has been used to complete all this statistical analysis.

The reason for using the non-parametric test in this study is that it was observed that
the data does not follow the assumptions of parametric tests. In addition, non-

parametric tests are more robust but not stringent (of regulations, requirements, or
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conditions) and distribution free (Gibbons, 1993; Daniel, 2004 ; Lawrence and Arthur,

1990; Corder and Foreman, 2009; Siegel and Castellan, 1988).

According to Lawrence and Arthur (1990) in statistics, a test is considered as robust
if it provides insight to a problem despite violation or alteration of assumption. In fact,
robust is resistant to errors in the results, produced by deviations from assumptions
(e.g. of normality). Likewise, these tests have advantage of not requiring the
assumption of normality (Gibbons, 1993; Lawrence and Arthur, 1990; Corder and

Foreman, 2009 and Siegel and Castellan, 1988).
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6.4 Reliability analysis

In Statistics, reliability means consistency of the set of measurements obtained from
respondents (Pallant, 2007). Oppenheim (1992) writes that internal consistency
measures whether a number of items that propose to measure the same general
construct produce similar scores. According to Sekran (2003), internal consistency of
measures is indicative of the homogeneity of the items in the measure(s) that
formulate the construct(s). Pallant (2007) writes that there are various situations
where one can measure it. In this study, reliability was measured to assess the

internal consistency of results across the items.

To validate the obtained information from respondents, Cronbach's test (Cronbach's
alpha) was used which is one of the most commonly used reliability tests to measure
internal consistency (Oppenheim, 1992; Amaratunga et al., 2002 Sekran, 2003;
Saunders et al.,, 2003; Hair et al 2003). Cronbach’s alpha reliability coefficient
normally ranges between 0 and 1 with O being not reliable. However, there is actually

no lower limit to coeffiecient (Carmines and Zeller, 1979).
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Georger and Mallery (2003) provide the following rule of thumb for describing

internal consistency is as follows:

Table 6.1 Internal consistency

Cronbach’s alpha [Internal consistency
az.9 Excellent
9>a02=.8 Good
8>az2.7 Acceptable
J>a02.6 Questionable
6>a=.5 Poor
5>a Unacceptable

Table 6.2 Reliability Test for the data

Cronbach's
Variables Alpha Number of Items

Job satisfaction and

0.870 5
growth opportunities
University vision 0.828 4
Team work 0.733 2
Quality and internal customer

0.944 10
(employee) focus
Employee relationship 0.931 8
Employee benefit 0.811 3
Training development 0.783 2

235



Figure 6.2 Reliability Test for the data
12
10
10
8
6 5
4
4
2
0
Q\..‘ . o X
& 4\‘)‘o 6@5‘
N & &
&° & &
@ N o
NG A
P o :
X M Cronbach’s Alpha
s B Number of Items

From the above table 6.2 and figure 6.2, it can be seen that the variable scales have
a range of coefficients between 0.733 and 0.944, which are considered acceptable

(Hair et al.,2003 and Pallent, 2007).

6.5 Descriptive Statistics

Section 6.5.1 and section 6.5.2 describe the overall number and percentage of

respondents out of total number of academic and non-academic staff.
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6.5.1 Respondents of Universities

Table 6.3 Respondents of universities

Universities Frequency Percent

UET 264 26.0
PU 550, 54.2
LUMS 200 19.7
Total 1014 100.0

*UET = University of Engineering and Technology
PU = University of the Punjab
LUMS = Lahore University of Management Sciences

Table 6.3 shows the number and percentage of respondents from all three

Universities.
Figure 6.3 Respondents of Universities
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6.5.2 Academic and Non Academic Staff Respondents

Table 6.4 Academic and Non- academic staff respondents

Respondents Frequency Percent
Academic 350 345
Non Academic 664 65.5
Total 1014 100.0

Table 6.4 shows the number and Percentage of academic and non-academic Staff

(Respondents) of the three Universities together.

Figure 6.4 Academic and Non-Academic Staff Respondents
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6.5.3 Interpretation of Table 6.3 and 6.4 from frequencies

The output above in table 6.3 shows that there are 264 respondents from UET
(26%), 550 respondents from PU (54.2%) and 200 respondents from LUMS (19%) in

the sample, giving total of 1014 respondents.

Likewise, in table 6.4, 350 respondents were academic (34.5%) and 664
respondents were non-academic (65.5%) in the sample, giving total of 1014

respondents.

6.6 Correlation Analysis- Nonparametric (Spearman’s Rank order

correlation-rho)

In this section, hypotheses mentioned in section 6.2 have been tested using
Spearman’s Rank Order Correlation (rho) to find significance in order to describe
relationship between between variables of internal marketing that influence

employee job satisfaction.

Spearman’s Rank Order Correlation (rho) is a non-parametric measure usually used
when a researcher needs to measure the strength and direction or interdependence
of the relationship between two, or more than two, variables measured on ordinal
scale. It therefore, provides the numerical value of strength of relationship between

variables and how strongly pairs of variables are related (Pallant 2007).
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The rationale for using Spearman's Rank Order Correlation — (rho technique) is that
it allows the researcher to make a prediction about one variable based on what the
researcher knows about another variable (Pallant, 2007; Moore and McCabe, 2003).
This test is applied for ordinal variables failed to meet the necessary assumptions
and those variables which are not normally distributed (Pallant, 2007; Moore and

McCabe, 2003).

Both sets of authors also write that it is a way to measure the degree of linear
relationship between two variables. A correlation coefficient is a number between -1
and +1, including 0 and is usually represented by the symbolrs (or the Greek

letter 2, pronounced rho).

There are two types or directions of correlation. These are called positive correlation
and negative correlation. Values closer to +1 indicate a positive relationship. Values
closer to -1 indicate a negative relationship. Values closer to O represent the
absence of a relationship between two variables (Pallant, 2007; Moore and McCabe,

2003; Georger and Mallery 2003).

In a positive correlation, as the value of one of the variables increases, the value of
the second variable also increases. Likewise, as the value of one of the variable
decreases, the value of the other variable also decreases. In a negative correlation,
as the value of one of the variables increases, the value of the second variable
decreases. Likewise, as the value of one of the variables decreases, the value of the

other variable increases. These values whether positive or negative indicate the
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strength and direction of the relationship between variables (Pallant, 2007; Moore

and McCabe, 2003).

A score of 0 means that there is no correlation (the weakest measure). It means that
value on one of the variable provides no assistance in predicting the value on the
second variable. A score of 1 is a perfect positive correlation, which does not really
happen in the “real world.” As the correlation score gets closer to 1, it is getting
stronger. So, a correlation of 0.8 is stronger than 0.6; and 0.6 is stronger than 0.3

(Pallant, 2007; Moore and McCabe, 2003; Georger and Mallery 2003).

Similarly, negative correlations will be reported as a number between 0 and -1.
Again, a 0 means no correlation at all. A score of —1 is a perfect negative correlation,
which does not really happen. As the correlation score gets close to -1, it is getting
stronger. So, a correlation of -0.7 is stronger than -0.5; and -0.5 is stronger than -.2

(Pallent, 2007; Cohen, 1988; Moore and McCabe, 2003; Georger and Mallery 2003).

Below is a reference on how to interpret non-parametric correlation coefficients. The

interpretation also applies to negative correlations (Cohen 1988).
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Table 6.5 Non-parametric correlation coefficients

Non-parametric  correlation | Interpretation

coefficient (rs)

0.00-0.19 Slight, almost negligible correlation
0.20-0.39 Low, quite small correlation

0.40 - 0.69 Moderate correlation

0.70-0.89 High correlation

0.90 - 1.00 Very high correlation
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6.6.1 Results of Hypotheses

This section looks at the relationship of variables. Table 6.6 shows Spearman’s Rank
Order Correlation (rho) results for the variables. It looks at the relationships between

six variables of internal marketing that influence employee job satisfaction.
The important thing in the below table 6.6 is that it gives direction and strength of the
relationship between variables. It indicates whether, there is a positive correlation or

a negative correlation (Pallant, 2007).

In the second section 6.6.1.4 Standard Multiple Regression is applied to find the

Coefficient of Determination in order to observe the goodness of fit of the model.
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6.6.1.1 Research data
Table 6.6 Correlations- nonparametric(Spearman’s rank order correlation-

rho)
JS Score | UV_Score | TW _Score | Q _Score | ER _Score | EB_Score | TD_Score
Spearman'srtho JS_Score  Correlation Coefficient 1.000 445" .359” 435" .394” .399” .304”
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 1014 1014 1014 1014 1014 1014 1014
UV_Score  Correlation Coefficient 445" 1.000 4407 484" 4737 487" 361"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 1014 1014 1014 1014 1014 1014 1014
TW_Score Correlation Coefficient .359" 4407 1.000 407" 401" .399” 367"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 1014 1014 1014 1014 1014 1014 1014
Q_Score  Correlation Coefficient 435" 484" 407" 1.000 550" 538" .368"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 1014 1014 1014 1014 1014 1014 1014
ER_Score  Correlation Coefficient .394" 473" 401" 550" 1.000 598" 444"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 1014 1014 1014 1014 1014 1014 1014
EB_Score  Correlation Coefficient .399” 487" .399” 538" 598" 1.000 4447
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 1014 1014 1014 1014 1014 1014 1014
TD_Score  Correlation Coefficient .304" 361" 367" .368" 444" 444" 1.000
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 1014 1014 1014 1014 1014 1014 1014

**_Correlation is significant at the 0.01 level (2-tailed).
(JS) Job satisfaction and growth opportunities

(UV) University vision
(TW) Team work

(Q) Quality and internal customer (employee) focus

(ER) Employee relationship

(EB) Employee benefit

(TD) Training and development
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6.6.1.2 Interpretation of Table 6.6

In the above table 6.6 for non-parametric correlation analysis, the number of

respondents were 1014 used in this analysis.

Spearman’s Rank Order Correlation-rho (rs) for all observed relationships between

Job satisfaction & growth opportunities (JS) and other variables are:

Table 6.7 Research results

Variables JS_Score UV_Score TW_Score Q_Score ER_Score EB_Score TD_Score

JS_Score 1 0.445 0.359 0.435 0.394 0.304 0.399

Table 6.7 indicating a positive correlation between all variables (JS, UV, TW, Q, ER,
EB, and TD). Correlation (rs) values for University vision (UV) and Quality and
internal customer (employee) focus (Q) are 0.445 and 0.435 which are positive and
moderate correlation.  Similarly, Correlation (rs) values for Team work(TW ),
Employee ( internal customer ) relationship ( ER ), Employee benefit ( EB ) and
Training and development ( TD ) are 0.359, 0.394,0.304 and 0.399 which are

considered positive and low, quite small correlation (Cohen, 1988).
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This means in terms of previously noted hypotheses, University vision (UV ), Team
work (TW ), Quality and internal customer (employee) focus (Q), Employee ( internal
customer ) relationship ( ER ) , Employee benefit ( EB ) and Training and
development ( TD ) increase, Job satisfaction and growth opportunities ( JS ) will

also increase.

After observing relationships between all variables, the next thing in table 6.6 is to

consider the significance level (labelled as sig 2 tailed).

Statistically, "highly significant” result means it is very probably true and the statistic
is reliable. At the same time, it does not mean the finding is important or that it has

any decision-making utility (Ziliak and McCloskey, 2008 and Thompson, 2004).

The statistical significance test is used to determine whether the null hypothesis is
rejected or alternative hypothesis is accepted. It eliminates the possibility that the
data results occurred by chance, allowing a rejection of the null hypothesis (HO).
The significance level (p) is usually denoted by the symbol a. The significance level
is the criterion used for rejecting the null hypothesis. This test determines whether
there is enough evidence to reject the null hypothesis. The significance level test is
applied in hypothesis testing in the following way. First of all, the difference between
the results and the null hypothesis is determined. After that, it is assumed that the
null hypothesis is true, the probability of a difference that large or larger is computed.
Then, the probability is compared to the significance level. If the measured

probability is less than or equal to the significance level, then the null hypothesis is
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rejected and the outcome is called statistically significant. The level of statistical
significance does not indicate how strongly the variables are associated rather it
indicates that how confidently results are obtained (Ziliak and McCloskey, 2008;
Cooper and Schindler, 2003 ; Nilsson and Vacha-Haase, 1998 ; McLean and Ernest,

1998 ; Daniel, 1998 ; Chow, 1996 and Thompson, 2004 ).

Two-tailed noted in the table is a statistical test where the region of rejection is on
both sides of the sampling distribution. In addition, a two-tailed test allots half of
alpha to testing the statistical significance in one direction and half of alpha to testing
statistical significance in the other direction. For example, suppose the null
hypothesis Hp states that the mean is equal to 10. The alternative hypothesis Ha
would be that the mean is less than 10 or greater than 10 (Cooper and Schindler,

2003; Ziliak and McCloskey, 2008 ; Thompson, 1993 ; Freund,1984).

Moreover, Sig. (2 tailed) value also explains that if there is a statistically significant
correlation between variables. In this case, all variables are significant, sig 2 tailed
(p) for all variables are 0.000 which means p<0.01. That means, increases or
decreases in one variable do significantly relate to increases or decreases in other
variable (Pallent, 2007). So, it can be concluded that there is a statistically significant

correlation between all variables (JS, UV, TW, Q, ER, EB, and TD).
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6.6.1.3 Presenting the Results (Spearman’s Rank Order
Correlation- rho)

A Spearman's Rank Order correlation was conducted to determine the relationship
between Job satisfaction and growth opportunities ( JS ) , University vision ( UV ) ,
Team work (TW ), Quality and internal customer (employee) focus (Q), Employee
( internal customer ) relationship ( ER ) , Employee benefit ( EB ) and Training and

development (TD ).

It was found from table 6.6 that there were positive low, quite small correlation some
were moderate and significant correlations between all variables (JS, UV, TW, Q,
ER, EB and TD), rs = 0.445,0.359,0.435,0.394,0.304 and 0.399, Number of items =

1014, p < 0.01.

Therefore, the null hypotheses H1lp to H6p i.e. there exists no linear relationship

between all variables, have been rejected with p < 0.01.

This rejection of null hypotheses H1p to H6o (no correlation) are evidence in favour
of above stated hypotheses from H1to H6. As a result, H1, to H64 hypotheses have

been supported and accepted.
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6.6.1.4 Standard Multiple Regression Analysis

Second part of this analysis is to observe the goodness of the fit of this model by

applying Standard Multiple Regression.
The rationale for using this technique is that Multiple regression is applied to find the
Coefficient of Determination in order to know model as a whole. (Pallant, 2007;

George and Mallery 2003).

6.6.1.4.1 Model Summary

Table 6.8 Summary of fitted standardized regression model

Model R Square Adjusted R Square

1 .806 .805

a. Predictors: (Constant), TD_Score, TW_Score, EB_Score, UV_Score,
Q_Score, ER_Score
b. Dependent Variable: JS_Score

The value given under the heading R Square (Coefficient of determination) in the
table 6.8 is the key output of regression analysis. Its main purpose is the prediction
of future outcomes likely to be predicted by the model. It is explained as the
proportion of the variance (fluctuation) in the dependent variable that is predictable
from the independent variable. In addition, It gives the proportion of the variance

(fluctuation) of one variable that is predictable from other variable.

249



Furthermore, it is also used as a guideline to measure the accuracy of the model.
One of the common uses of the coefficient of determination R?is to test the
goodness of fit of the model (Pallant, 2007; Aiken and West, 1991). In this case, the
value is 0.806. This means that this model explains 80.6 % of the variance in Job
satisfaction (JS) which is respectable result because in social sciences, R? value of
above 75% are considered very good; 50-75% good; 25-50% fair; and below 25%

poor and perhaps unacceptable (Pallant, 2007; George and Mallery 2003).

The Adjusted R Square in the multiple regression is the proportion of variation in the
dependent variable that can be explained by the predictors in the regression model.
As predictors (independent variables) are added to the model, each predictor will
explain some of the variance in the dependent variable. The Researcher could
continue to add predictors to the model which would continue to improve the ability
of the predictors to explain the dependent variable, although some of this increase in
R-square would be simply due to chance variation. The adjusted R Square attempts
to yield a more honest estimate of R-Square (Pallant, 2007; Tabachink and Fidell

2007).

In this study , as mentioned in table 6.4 the sample size is quite large. Therefore, R
Square value should be taken which tells the model accounts for 80.6 % of variance
in the UV, TW, Q, ER, EB and TD scores which is a very good and respectable

model (Pallant 2007; George and Mallery 2003; and Aiken and West, 1991).
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6.7 Discussion

This section presents discussion and conclusions from the empirical study, the
results of which verify the hypotheses developed in this thesis. In this study, non-
parametric alternative, spearman’s Rank Order Correlation (rho) is implemented to
indicate the strength and direction of the relationship between variables of internal
marketing (IM) that influence employee job satisfaction. Additionally, in order to
observe the goodness of fit of the model, standard multiple regression is also applied
to find coefficient of determination (R square) which is a parameter to observe the

precision of the model (Pallant, 2007; Aiken and West, 1991).
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6.7.1 Employee job satisfaction and culture

After presenting statistical findings it is very important to note that factors that
influence employee job satisfaction are always abstract because of dissimilar
environment and sector. Moreover, employee job satisfaction factors are always
divergent and influenced by culture (Hofsted, 1980; Hofsted and Hofsted 2005). In
addition, Hofstede is also most often cited scholar on different cultural dimension in
business literature (Chandy and Williams, 1994; Kogut and Singh, 1988 ; Sivakumar

and Nakata, 2001; Sondergaard, 1994 and Tian, 2000).

Employee job satisfaction is a collective business objective while considering cultural
importance (Hofsted, 1980). According to Hofsted (1980) concept of national culture

exists worldwide and it guides the behaviour of their people.

Given the partial support resembling Hofstede's dimensions of culture ( 1988, 2005),
a cultural analysis may be useful to add meaning to this research results and it is
important for the implementation of an organization’s strategies. It also helps to

analyze different aspects that have special effects on results and performance.
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The cultural values of any organization reflects the values prevailing in that society
(Kluckholn, 1951 ; Emery and Tian, 2002b ; Lillis and Tian, 2010 and Senguder,
2000). Culture is joint programming of mind that differentiates its members or
category of people from others (Hofstede, 2003). Similarly, some researchers like
(Kanungo and Wright, (1983); Lincoln and Kalleberg, (1985); Palich et al., (1995);
Verkuyten et al., (1993); Williams et al., (1965) ; Monga and John, (2007) ; Kroeber
and Kluckhohn (1952) and Rodrigues, C. (2001) found a relationship between
cultural values, job attitude, and behaviours. Equally, in certain cultures employees
resist to self management whereas in other cultural values employees resist the
team efforts (Hackman and Oldham, 1976 ; Hackman and Oldham, 1980; Kuchinke,
2006 : Kirkman and Shapiro, 1997; Pareek, 2006 ; Manz and Sims, 2001; Orsburn

et al., 1990).

In this research, the researcher has used Hofstede’s country cultural values study to
describe the behaviour of employees in Pakistani universities and link it to research

results.

Hofstede (1980, 1984), analyzed a large data base of employees values scores
collected by IBM between 1967 and 1973. He covered more than 70 countries
including Pakistan and found that organizations are cultural-bounded. These cultural

dimensions define the attitude of employees towards the organization.

In this survey, according to Hofstede (1980, 1984) Pakistan was observed as a

collectivist . The family and kinship structure support the collectivist behaviour in
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Pakistan (Islam, 2004). According to Hofstede (1980) these dimensions can predict

the attitude of employees in the organisations.

Although considerable academic research is present on this issue but cross cultural
comparison of employee job satisfaction that includes this research's framework in
Pakistani higher education environment is absent from literature. As no previous
research has been found that exploring the organization’s cultural values, its
interrelationship between the variables of internal marketing that influence employee
job satisfaction and its impact on Pakistani higher education institutions at least to
the extent of researcher's knowledge from 1980 to 2012. So, indeed, it has created a
big gap that needs to be filled in order to enrich literature regarding organization’s

cultural values.

As discussed above referenced by Hofstede (1980, 1984), cultural dimensions of

collectivism is mainly applied in order to understand the results of this research.

In collectivist culture, employee shows his/her affiliation within the group or
organisation as long as group or organisation is involved in the achievement and
satisfaction of employees goals and needs (Wagner Ill, 1995 and Triandis, 1995). In
the same way, in collectivism, people from their birth are integrated into strong,
cohesive in-groups with each other which throughout their lifetime continue to protect

them in exchange for unquestioning loyalty (Hofstede, 1997).
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Emotional commitment to each other and organisations , employees perform best in
groups, belief in collective decisions, organizational success means a lot for
employees, poor performance does not mean instant dismissal, openly committing
oneself , alliances and association with each other and institutions are encouraged
and preferred are important characteristics in collectivist societies (Hofstede , 2003) .
Furthermore, employees have the trend to strive to maintain interpersonal harmony

which has a significant impact on the their job satisfaction (Hui et al., 1995).
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6.7.2 Hypotheses discussion

H1l: There is a significant and positive relationship between university vision
and employee job satisfaction.

Table 6.9 Relationship between university vision and employee job
satisfaction
JS_Score UV_Score
Spearman's rho JS_Score Correlation Coefficient 1.000 4457
Sig. (2-tailed) : .000]
N 1014 1014
UV_Score Correlation Coefficient 445" 1.000]
Sig. (2-tailed) .000
N 1014 1014

**_Correlation is significant at the 0.01 level (2-tailed).

In H1, significant, positive and moderate correlation result was found between
university vision and employee job satisfaction. With respect to these dimensions
among all the variables of internal marketing (IM), the highest correlation coefficient
was between employee job satisfaction and university vision is 0.445. This means
that as university vision of employees increase, their job satisfaction will also

increase (rs = 0.445, p < 0.01).
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In H1 the relationship between Job satisfaction and growth opportunities ( JS ) ,

University vision ( UV ) is significant and positive rs = 0.445 p < 0.01.

University vision ( UV ) is the highest value among all the variables of internal
marketing that influence employee job satisfaction. It is because according to

Hofstede (1980, 1984) Pakistan is a collectivist country.

In collectivism, employees prefer the organization’s benefit more than their own
interest (Triandis et al., 1988 ; Wagner and Moch, 1988; Erdogan and Liden, 2006
and Hui et al., 1995). Hofstede (1980) also mentions that in collectivist environment,
employees support group loyalty even if individual goals are suffered. Wagner and
Moch (1988) write that in collectivism demands and interests of institutions and
groups take priority over the desires and needs of individual employees. Similarly,
commitment towards organization is more observable in collectivist employees than

individualistic employees (Cohen and Avrahami, 2006).

Correspondingly, the biggest motivating force within collectivist culture is to achieve
group goals of an organisation and safe guard group welfare (Robert and Wasti,
2002 ; Earley, 1989). Similarly, in cross cultural studies, it is observed that collectivist
employees tend to have a stronger attachment to their organization and tend to
subordinate their individual goals to organisational goals (Robert and Wasti, 2002

Earley, 1989 and Triandis, 1995).
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H2: There is a significant and positive relationship between team work
among employees (internal customers) and employee job
satisfaction.

Table 6.10 Relationship between team work and employee job
satisfaction

JS_Score TW_Score
Spearman's rho JS_Score Correlation Coefficient 1.000 359"
Sig. (2-tailed) . .000}
N 1014 1014
TW_Score Correlation Coefficient 359" 1.000}
Sig. (2-tailed) .000
N 1014 1014

**_Correlation is significant at the 0.01 level (2-tailed).

Table 6.10 shows positive, low and quite small correlation of statistical significance
between team work among employees (internal customers) and employee job
satisfaction. It means that team work among employees positively and significantly
influence employee job satisfaction (rs = 0.359, p < 0.01). This result is consistent
with existing literature, as team work increases, employee job satisfaction will also

increase.

In the same way, relationship of team work with employee job satisfaction is positive
and significant because when employees help out each other in critical situations
and sometimes even, sacrificed individual interest for the sake of group benefit , is
clearly the characteristic of a collectivist society (Hofstede, 1980). Research also

found that collectivists performed their group tasks better (Jackson et al., 2006).
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In collectivist oriented culture,

‘people recognize the fundamental connectedness’ of human beings to each
other” (Markus and Kitayama, 1991, p. 227).
In result, collectivist orientation is associated with individuals having a desire to
engage in activities with others and wanting to maintain positive social relations in
their workplace (Eby and Dobbins, 1997; Hofstede, 1984; Hui and Villareal, 1989;

Schwartz, 1990 and Wagner, 1995).

Chen et al., (1998) and Triandis (1995) have also suggested in similary way that in
collectivistic culture individual’s inclination to cooperate in group contexts could be
enhanced because they see themselves as members of one or more in-groups
which are primarily motivated by the norms of those in-groups and emphasize their

connectedness to other in-group members.
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H3: There is a significant and positive relationship between quality and
internal customer (employee) focus and employee job satisfaction.

Table 6.11 Relationship between quality and internal customer (employee)
focus and employee job satisfaction

JS_Score Q_Score
Spearman's rho JS_Score Correlation Coefficient 1.000 4357
Sig. (2-tailed) . .000
N 1014 1014
Q_Score Correlation Coefficient 435" 1.000
Sig. (2-tailed) .000
N 1014 1014

**_Correlation is significant at the 0.01 level (2-tailed).

Quiality and internal customer (employee) focus positively and significantly correlates
with employee job satisfaction. As displayed in the table 6.11 , the results (rs = 0.435,
p < 0.01) support Quality and internal customer (employee) focus as having positive
and moderate correlation of statistical significance with employee job satisfaction.
This means that quality and internal customer (employee) focus has positive and
significant impact on employee job satisfaction. The more an organisation
implements the concept of quality and internal customer (employee) focus as guided

by internal marketing philosophy, the more employees are satisfied with their jobs.

Quality and internal customer (employee) focus is the second most highest value
among all variables of internal marketing, rs = 0.435, p < 0.01. It is for the reason that

Hui et al., (1995) found that job satisfaction is higher for collectivist employees.
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Ozdemir and Hewett (2010) write that collectivism influences the importance of

quality of work and employees for behavioural intentions. Similarly, (Triandis, 1995)

also write that in a collectivist culture, which is group oriented, offer social support as

a duty or obligation. Unlike individualistic cultures, there may be more opportunity for

people to receive social support (Ozdemir and Hewett, 2010 and Shaffer et al.,

2005).

H4: There

Table 6.12

Is a significant positive relationship between employee
relationship and employee job satisfaction.

Relationship between employee relationship and employee job
satisfaction

JS_Score ER_Score
Spearman's rho Correlation Coefficient 1.000 3947
Sig. (2-tailed) .000]
N 1014 1014
Correlation Coefficient 394" 1.000]
Sig. (2-tailed) .000
N 1014 1014

**_Correlation is significant at the 0.01 level (2-tailed).

In table 6.12, positive low and quite small correlation of statistical significance was

found between employee relationship and employee job satisfaction

(rs=0.394, p

< 0.01). It shows that employee relationship significantly influence employee job

satisfaction. That means that employee relationship with supervisor / manager do

significantly relate to increase in employee job satisfaction.
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In H4, relationship between employee relationship and employee satisfaction is also
positive and significant because collectivist employees tend to cooperate and stick
with their in-groups and their performances are viewed as a result of collective effort
and inter personal relationships (Hofstede, 1997). In collectivist environment
employees of an organisation would greatly value membership in a group and would
look out for the well-being of the group even at the expense of his/her own personal
interest (Wagner & Moch, 1986). Likewise, Abdulla (1996) and Choi (2005) mention
that in collectivist culture personal happiness comes second to group and it is not
surprising that caring for family and friends are identified as the most important social
aspect. Research has found that collectivism was positively related to organizational
citizenship behaviour (Van Dyne et al., 2000). In addition one of the most important
behavioural characteristic that differentiates a collectivist person from an individualist
person is the value the collectivist person place on harmonious relations (Hofstede,
1980; Hui et al., 1991and Hui and Villareal, 1989). In the same way, Singelis et al., (
1995) also write their view point that amongst collectivist employees, relationship
are of the greatest importance, and even if the costs of these relationship go beyond

their benefits, they prefer to stay with the relationship.
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H5: There is a significant and positive relationship between employee
benefits and employee job satisfaction.

Table 6.13 Relationship between employee benefits and employee job
satisfaction
JS_Score EB_Score
Spearman's rho JS_Score Correlation Coefficient 1.000 399"
Sig. (2-tailed) .000]
N 1014 1014
EB_Score Correlation Coefficient 399" 1.000]
Sig. (2-tailed) .000
N 1014 1014

**_Correlation is significant at the 0.01 level (2-tailed).

Table 6.13 shows that the correlation coefficient between employee benefits and

employee job satisfaction is 0.399 which is positive, low and quite small correlation.

Moreover, this refers to a high level of statistical significance

(rs = 0.394, p < 0.01)

i.e. the more employee benefits policy is adopted as internal marketing strategy in

Pakistani universities, the more employee job satisfaction level will be achieved.

In other words, there is a positive and significant relationship between employee

benefits and employee job satisfaction in Pakistani universities because Pakistan’s

economy is also facing different types economic problems like global recession and

political instability is also creating frustration among stakeholders of the country,

organizations, private and government institutes (Bashir et al., 2011).
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The employees in Pakistan seek work, life policies, and family benefits (Bashir and
Ramay, 2008). The compensation policies and benefits related to the family structure
also contribute to satisfaction (Ghazanfar et al., 2011). The nature of tenure and jobs
in Pakistan affect the commitment of their employees to their organizations (Hunjra

et al., 2010).

H6: There is a significant and positive relationship between training and

development of employees and employee job satisfaction.

Table 6.14 Relationship between training and development of employees and
employee job satisfaction
JS_Score TD_Score
Spearman's rho JS_Score Correlation Coefficient 1.000 304"
Sig. (2-tailed) .000|
N 1014 1014
TD_Score Correlation Coefficient 304" 1.000}
Sig. (2-tailed) .000
N 1014 1014

**_Correlation is significant at the 0.01 level (2-tailed).

In table 6.14, significant, positive, low and quite small correlation results were found
between training and development of employees and employee job satisfaction
(rs = 0.304, p < 0.01). It indicates that as degree of training and development of
employees increase, it will significantly influence and ultimately increase employee

job satisfaction in Pakistani universities.
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Training and development of employees has also positive and significant relationship
with employee satisfaction in Pakistani universities because with the passage of time
work related environment of Pakistan have been changed, and modernization has

exposed the variation in employees attitude (Khilji, 2004).

Therefore, the results of this study among all the variables of internal marketing and
its relationship with employee satisfaction clearly, show that in three different
targeted universities in Lahore, Pakistan: University of the Punjab (PU), University of
Engineering and Technology (UET), Lahore University of Management Sciences
(LUMS) Pakistani universities, collectivist culture prevail among all university

employees.
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6.7.3 Verification of Hypotheses and Model

Statistically significant and positive correlations were found between variables of
internal marketing (IM) and employee job satisfaction. The relationship between Job
satisfaction and growth opportunities ( JS ) , University vision ( UV ), Team work
(TW ), Quality and internal customer (employee) focus (Q), Employee ( internal
customer ) relationship ( ER ) , Employee benefit ( EB ) and Training and
development ( TD ) were investigated using non-parametric alternative, Spearman’s
Rank Order Correlation (rho). There were positive low, quite small correlation and
some were moderate correlations between JS, UV, TW, Q, ER, EB and TD, rs =

0.445,0.359,0.435,0.394,0.304 and 0.399, Number of items = 1014, p < 0.01.
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Table 6.15 Summary of hypotheses results

Low and quite

Statistical Moderate
Hypotheses small Result
test correlation
correlation
H1 | There is a significant and positive Non- f = 0.445
relationship between university parametric b <001 Accepted
vision and employee  job
. . correlation
satisfaction.
H2 | There is a significant and positive N
on-
relationship between team work (= 0.359
among  employees  (internal | Parametric ST Accepted
. <0.01
customers) and employee job | orrelation P
satisfaction.
H3 | There is a significant and positive N
on-
relationship between quality and [ = 0435
internal  customer  (employee) | Parametric ST Accepted
. p<0.01
focus and employee  job | correlation
satisfaction.
H4 | There is a significant and positive Non-
relationship between employee parametric s =0.394 Accepted
relationship and employee job p <0.01
. . correlation
satisfaction.
H5 | There is a significant and positive Non-
relationship between employee parametric s =0.304 Accepted
benefits and employee job p <0.01
. . correlation
satisfaction.
H6 | There is a significant and positive
relationship between training and Non-
development of employees and | parametric s =0.399 Accepted
employee job satisfaction . p <001
correlation
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Therefore, null hypotheses Hlp to H6o have been rejected with p < 0.01 as
mentioned earlier in this chapter. This rejection of null hypotheses H1lp to H6o are
evidence in favour of above stated hypothesis from H1to H6. As a result, H1a to H6a
hypotheses have been supported and accepted. As a result, it revealed significant
and positive relationship between variables of internal marketing (IM) and employee

job satisfaction in three targeted universities in Pakistan, Lahore.

Research hypotheses were designed to fulfil the objectives of this study, in terms of
relationship between variables of internal marketing (IM) and employee job

satisfaction.

It is clear from research findings all six variables of internal marketing (IM) influence
and significantly affect employee job satisfaction. The findings of empirical research
provide strong support for the hypothesized model; all hypotheses are supported and

accepted.
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6.8 Summary

This chapter presents the empirical data, its analysis and discusses the statistical

result of this research that is used to test the proposed hypotheses.

The choice of statistical tests were justified. In order to validate the obtained
information from respondents, reliability test was conducted. Descriptive statistics

provided background information about the respondents' sample.

After presenting statistical findings, researcher has used Hofstede’s country cultural
values study to describe the behaviour of employees satisfaction in three targeted
universities in Pakistan, Lahore. Next, these statistical results were theoretically
linked to cultural analysis and thoroughly discussed because employee job
satisfaction factors are always divergent and influenced by culture (Hofsted,

1980;2005).

It has added meaning to this research results and understood different aspects that
have special effects on results, performance and illustrate the importance of
employee job satisfaction and its relationship with internal marketing (IM).

This chapter has reviewed the relationship proposed in the conceptual frame work.

Each hypothesis was evaluated by discussing the results of the statistical analysis.
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The empirical result provides strong support for all the hypotheses; all the data
proves the conceptual frame work of this research that all six variables of internal
marketing (IM) are important factors that influence and have positive and significant

relationship with employee job satisfaction in three targeted Pakistani universities.

The research conclusions and recommendations are presented in the next chapter.
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Chapter Seven

Summary, Conclusions and Recommendations
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7.0 Reflection on the Research

The following Chapter presents reflection on the research with possible implications,
theoretical conclusions, limitations of the study, contribution to knowledge and future

research directions.

In this research, the development of internal marketing (IM) and its relationship with
employee job satisfaction within three targeted universities in Pakistan, Lahore was
studied. As a result, a conceptual framework was developed from the literature that
establishes the relationship between internal marketing (IM) and employee job

satisfaction.

The proposed concept of internal marketing (IM) with a set of different variables
shows its importance and how it can be used to influence employee job satisfaction
in three targeted universities in Lahore, Pakistan. A particular feature of the model is
derived from the literature defines that different variables of internal marketing (IM)
can be used as a method to influence and create significant and positive relationship

with employee job satisfaction in three targeted universities in Lahore, Pakistan.

This research is likely to be the first and only empirical study on variables of internal
marketing (IM) that influence employee job satisfaction in three targeted universities
in Lahore, Pakistan. Additionally, this relationship shows significant and positive

relationship within this context.
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The purpose of this research was to determine the relationship between most
frequently used variables of internal marketing (IM) which are University Vision
( UV ), Team work (TW ), Quality and internal customer (employee) focus (Q),
Employee ( internal customer ) relationship ( ER ) , Employee benefit ( EB ) ,
Training and Development ( TD ) and their effect on employee job satisfaction in

Pakistani universities.

In order to accomplish the research objectives a survey questionnaire strategy was
conducted and Questionnaires were delivered to respondents which were academic
and non-academic staff of three targeted universities in Lahore, Pakistan: University
of the Punjab (PU), University of Engineering and Technology (UET), Lahore
University of Management Sciences (LUMS). The rationale for using these

universities are mentioned in chapter three.

As noted in the Methodology chapter, this research concentrates on three different
universities in Lahore, Pakistan. There are 550 respondents from University of the
Punjab (PU) with 55% response rate, 264 respondents from University of
Engineering and Technology (UET) with 52% response rate and 200 respondents

with 49% response rate from LUMS in the sample, giving total of 1014 respondents.

This research has taken the most frequently used variables of internal marketing

that influence employee job satisfaction for this study from the literature and are

briefly discussed in Chapter two and three whilst proposing and justifying the
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empirical research. Chapter six presents the analysis of findings, its analysis and

discusses the statistical result to test the proposed hypotheses.

After that Hofstede's country cultural values study were used to describe the
behaviour of employees in three targeted Pakistani universities in Lahore and link it
to statistical research results and comprehensively discussed about each and every
hypothesis. The rational justification for taking Hofstede’s country cultural values
study is that employee job satisfaction is always abstract because of dissimilar
environment and influenced by culture (Hofsted, 1980; Hofsted and Hofsted 2005).
Additionally, ,Hofstede is also most often cited scholar on different cultural dimension
in business literature (Chandy and Williams, 1994; Kogut and Singh, 1988 ;
Sivakumar and Nakata, 2001; Sondergaard, 1994 and Tian, 2000). This helps to
analyze several features that have special effects on research results and employee
performance. Along these lines, it presents results from the present empirical study

and verify all hypotheses developed in this thesis.

It is also clear from research findings that statistically significant and positive
correlations were found between all six variables of internal marketing which are
University Vision ( UV ), Team work (TW ), Quality and internal customer (employee)
focus (Q), Employee ( internal customer ) relationship ( ER )
Employee benefit (EB ), Training and Development ( TD ) that influence employee
job satisfaction. These findings also highlight that this empirical research provides
strong support for the hypothesized model; all hypotheses were supported and

accepted.
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It is also mentioned in chapter five that at least to the extent of researcher's
knowledge from 1980 to 2012 no previous research has been found that link the
cultural values, its interrelationship between the variables of internal marketing that
influence employee job satisfaction and its impact on three targeted Pakistani
universities in Lahore. That's why, more investigation is necessary to figure out to
implement the suitability of this concept and derived model. Thus, this big gap
needs to be filled in order to enrich literature on the subject of cultural link and its

implications on employee satisfaction in the context of Pakistani universities.

7.1 Theoretical conclusion

The theoretical support for this research was based on literature from a number of
marketing areas which include services marketing, customer care, internal customer
care, internal marketing, relationship between internal customer care and internal
marketing, development and evaluation of internal marketing concept, employee
satisfaction in addition to articles about higher education in Pakistan, its historical

and current perspective.

The concept of internal marketing (IM) was developed and emerged as the latest
trend in marketing. It was originally proposed in the early in 1980s as an approach to
service management (Gronroos, 1978). The principal concept of internal marketing is
that employees are viewed as internal customers and job as internal products. Job

products must attract, motivate and develop employee satisfaction while addressing
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the overall objectives of the organisation (Berry, 1981; Berry and Parasuraman,

1991).

According to (Gronroos 2000; George 1990; Christopher et al., 1991) fundamental
purpose of internal marketing (IM) is that when employees are treated as customers
they will become more committed, co-operative, enthusiastic and satisfied. In result,
organisations will obtain the benefits in the form of increased productivity, efficiency
and quality. IM’s fundamental principle is that if a firm wants to have satisfied
customers then it must have satisfied employees. This can only be achieved by
considering and treating its employees as its customers (Ahmed and Rafig, 2002;
Kotler, 1991). Internal marketing should therefore be viewed as an internal customer
care philosophy and a continuous process for both motivation, support and
employee satisfaction (George, 1990; Gronroos, 2000). Therefore, it can be said that
internal marketing is a strategic concept and directly linked to employee satisfaction

(Dickter et al., 1996).

In Chapter Three, the concept of employee job satisfaction and factors influencing
employee job satisfaction are briefly discussed. The Conceptual framework of
variables of internal marketing was developed based on literature for testing and
analysing the employee job satisfaction factors. This has been applied to Pakistani

universities in Lahore.

However, Employee job satisfaction and its elements have obtained an established

position in the research literature (King et al., 1982), There would seem to be no one
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particular definition of employee job satisfaction despite this being studied by many
researchers (Boshoff and Tait, 1996 ; Hartline and Ferrel, 1996 ; MacKenzie et a .,

1988 ; Herrington and Lomax, 1999).

According to Baran (1986) employee’s job satisfaction is influenced and modified
from factors within and outside an individual and working environment. There are
number of reasons that motivate employees It can be tangible like good wages or
intangible like sense of achievement (Spector, 2003). It can be said that every
employee derive job satisfaction from his/her work place, for different reasons

(Hartline and Ferrell, 1996; MacKenzie et al., 1998; Yousef, 2000).

7.2 Limitations

The empirical results suggest insight into the importance of variables of internal
marketing in Pakistani universities and provide an analysis of its relationship with
employee job satisfaction. Several limitations of the research have been identified.
Even though, the chosen research method was considered to be the most
appropriate for this research, its limitations are acknowledged and must be

discussed. The limitations of this research are presented in the following paragraph.

One of the main limitations is related to the data collection. Self administrated
guestionnaires were delivered and picked-up from respondents of three different
universities at far distant locations through appointed fieldworkers. It was difficult to
obtain university staff especially academic staff's consent to participate in the
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research. This was because most of the academic staff of all three universities did
not have time to fill the questionnaires. Despite that, the researcher’s appointed field
workers were able to get filled questionnaire from respondents and the research was
carried out successfully. On the researcher’s advice, field workers incentivized
respondents by offering vouchers to encourage them to take part in future studies.
Additionally, it would be convenient for the researcher to work with these targeted

universities to promote their research.

On a geographical and environmental dimension, this research is conducted and
mainly limited to three universities in Pakistan, located in one city (Lahore), the
sample presents a cross-section of a relatively small section in this particular sector.
Similarly, other research elsewhere in Pakistan in other cities and other universities
in a similar context would provide valuable, broader, wider sampling and
comparative data for managers and academics about variables of internal marketing

(IM) and its relationship that influence employee job satisfaction.

A further limitation was the dearth of previous research on variables of internal
marketing and its relationship with employee satisfaction in the context of Pakistani
universities and its link with cultural values . Hardly ever, any research has been
done in developing or underdeveloped countries on this issue (Kusku, 2003). This
created limited access for researcher but analysis of literature was valuable for
indentifying factors on variables of internal marketing and its relationship with
employee satisfaction in order to generate questionnaire scales. However, it could

be argued that with further research, additional attributes or factors may have been
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uncovered so that more explanation could be given by these factors. Additionally, it
is also questionable that the most frequently used variables of internal marketing that

influence employee job satisfaction could be used for other studies.

Likewise, the theoretical framework for this empirical research might not have
included all possible factors of variables of internal marketing (IM) influencing
employee satisfaction. However, the researcher ensured by considering academic
literature that most frequently used variables are adopted in this research to

measure employee job satisfaction.
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7.3 Contribution to knowledge

This research has derived a conceptual framework from academic literature which

shows its link between internal marketing and employee satisfaction as follows:

Figure 7.1: The Conceptual Framework of Internal Marketing

University vision

-

Team work

Quality and internal

customer focus !Emplpyee Job
satisfaction (Internal
Variables of customer)
Internal Marketing Employee (internal
customer)
relationship

Employee benefit

Training and
\ development
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This research has bridged the gap in knowledge , by examining and
investigating the concept of internal marketing and its interrelationship that
leads to employees satisfaction in three targeted universities in Pakistan,

Lahore as there is dearth of research on this topic.

Similarly, for this reason, the implication of this research appears as being first
research that deals with this conceptual frame work in Pakistan, Lahore
covering three very important universities in Pakistan; University of the
Punjab (PU), University of Engineering and Technology (UET), Lahore

University of Management Sciences (LUMS).

Being the first research of its kind, it provides significant insight into the
development and understanding of concept of internal marketing (IM) and
relationship with employee job satisfaction in a specific sector in three

targeted universities in Pakistan, Lahore and its link with cultural values.

Furthermore, the results of this research give positive and significant empirical
evidence after evaluating primary research that employee job satisfaction is
playing an important role in three targeted universities in Pakistan, Lahore.
This research verifies the claim as mentioned by researchers like (Arif, 2009;
Arif & llyas, 2011; Arif and Riaz, 2011) that recently in Pakistan, higher
education institutions have become an attractive and promising employee
satisfaction sector to work in, attracting people from industry to teach and

pursue their careers in universities.
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Another important contribution from this research is to the literature of
variables of internal marketing and its relationship with employee job

satisfaction in higher education sector.

In addition, this research has also contributed to the higher education internal
marketing literature in the context of Pakistan or developing countries. For
that reason, it is valuable from the results of this research to find out how
positive and significant relationship of internal marketing plays an essential
role in influencing employee job satisfaction in three targeted universities in

Pakistan, Lahore.

Similarly, this research has provided contribution to knowledge by identifying
most frequently used variables of internal marketing from academic
literature and research results will help universities to develop an appropriate
marketing strategy efficiently and effectively because the derived model of this
research shows 80.6 % variance in Job satisfaction (JS). In addition, by
implementing this suggested model, employee satisfaction would be
documented, focused , monitored and would create a state of clarity, as
identified variables of internal marketing in this research would play a
guantifiable role of success factors. Therefore, this research model suggests
in means of practical implications that universities are recommended to give
more attention to internal marketing activities (university vision, Team work
among employees, Quality and internal customer focus, employee

relationship, Employee benefit and Training and development of employees)
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that shows practical confirmation of positive and significant impact and
relationship with employee job satisfaction in three targeted universities in
Pakistan, Lahore. Additionally, in result, it will also facilitate their excellent
performance which in turn would enhance the ability of organisations to

high quality service and business performance.

8. Furthermore, in this comprehensive research framework, highest correlation
coefficient was found between employee job satisfaction and university vision
in three targeted universities. Therefore, compliance with the university vision
can be beneficial as it evolves employee commitment, satisfaction and
appeals to motivate them. Consequently, employees will be encouraged to
appreciate a clear sense of direction, feel the positive sense of being engaged

in something important.

7.4 Future Research Directions

It is not possible for any single research to cover all features of a subject and this
research is not an exception. However, while this research has fulfilled its objectives,

still there are many areas for additional studies and empirical research.

In broader terms, variables of internal marketing (IM) and its relationship with

employee job satisfaction deserve further investigation in many different contexts

which are explained in below paragraph.
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In this research, the proposed model of variables of internal marketing (IM) and its
relationship with employee job satisfaction should further be studied to ensure its
validity in different environment, backgrounds or cultural context to determine the
unaffected impact of variables of internal marketing (IM) and its relationship with

employee satisfaction.

Moreover, variables of internal marketing and its relationship with employee job
satisfaction require further theoretical and empirical refinement. This research
provides a benchmark for future research in this particular field and it also offers
suggestions for several key factors beyond the scope of this study and present

opportunities for future research.

This research was kept to only three universities in one city Lahore, Pakistan. More,
explanation of the factors of internal marketing and its relationship with employee job
satisfaction might provide an opportunity for additional research that could extend
this topic beyond higher education sectors or replication of comparative study to
explore the concept of this model with other similar universities in other parts of
Pakistan, other developing countries or universities in western world. In this way, it
can be expected that a more comprehensive conceptual framework related to
variables of internal marketing (IM) would be developed. This would also allow
researchers to explore further impact and role of this model in different scenario and
environment in order to identify differences and similarities to the research findings.
Therefore, further research to test the revised conceptual framework of model of

variables of internal marketing and its relationship with employee job satisfaction
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would be worthwhile in order to have greater understanding of issues investigated in
this research. It would also provide empirical evidence and linkages identified in this
research and others. Future research would also allow and find more validation of

research finds and bring new dimensions in the conceptual framework.

As mentioned above, further research would be comparative study to explore this
concept in other developing and western countries. This would also allow an
identification of the other factors that have impact on employee job satisfaction such
as culture and law, in order to gain more generalized findings and validation for the
conceptual framework. At the same time, it would enable researchers with additional
explicative and creative research to develop a more comprehensive and new
conceptual framework of internal marketing that influences employee satisfaction.
This would provide a wider picture of the reality of internal marketing in higher
education and its relationship with employee satisfaction with different cross cultural
dimensions. In addition, further research at spatial scale is very important because

without this it is difficult to assess the contribution of the research findings.

Even though, the results of this research offer support for variables of internal
marketing as a positive and significant relationship with employee job satisfaction, in
order to confirm the reliability of these observations, future research should be
undertaken in order to explore the complexities of the relationship between variables
of internal marketing and employee job satisfaction from alternative dimensions in
future studies. Equally, frequently used factors of internal marketing in this research

could be applied repeatedly in examining in other sectors other than higher
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education such as Banking sector, insurance companies, others services and

manufacturing firms.

Finally, as the present research has identified positive and significant correlation
between variables of internal marketing (IM) and employee satisfaction in three
targeted Pakistani universities in Lahore. It would be useful to expand this study
further in order to provide a deeper understanding, where this model and concept of
internal marketing (IM) that influence employee satisfaction can be extended to

further stage to business performance.

The rational justification of above mentioned further stage is present in academic
literature. Employee satisfaction facilitates their excellent performance as it leads to
attraction and retention of the best employees, which in turns enhances the ability of
organisations to deliver high quality service (Berry, 1981, and Parasuraman, 1991).
After that according to Grénroos (1981) satisfaction of employees lead to improved
guality of services and organisation performance. Schneider (1980) also writes that
employee job satisfaction is a major reason of their delivery of high quality service,

and to improve business performance.

The theoretical link between internal marketing (IM) and business performance can
further be investigated through relevant academic literature. Likewise, it is important
to note that business performance is a multidimensional paradigm that may be

illustrated in many ways like effectiveness, efficiency and adaptability (Walker and
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Ruekert, 1987). Thus, it would be very useful to explore the complexities of the

relationship between internal marketing and business performance.

Similarly, future research may investigate different aspects environmental and

cultural factors on the association between concept of internal marketing and

business performance.
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Appendix - 1

Dear Sir/Madam,

| am a PhD student in Salford Business School at the University of Salford in

the United Kingdom.

| would be grateful if you could help my research by being involved in a brief
survey via questionnaire. This questionnaire forms a part of my research
project evaluating the relationship between variables of internal marketing that

influence employee satisfaction within Pakistani higher education institutions.

Your co-operation in completing this questionnaire will help me in achieving
the main objectives of this research. All information will be treated as strictly
confidential, anonymous and for academic use only. If you agree to
participate, could you please complete the questionnaire. If you do not want to
participate, | totally understand and if you have any queries, please do not

hesitate to contact me.

Atif Mahmood
E-mail : atif waris2004@yahoo.com
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Appendix - 3

Assessing Normality

JS (Job satisfaction and growth opportunities)

Tests of Normality

Kolmogorov-Smirnov® Shapiro-Wilk
Statistic df Sig. Statistic Sig.
JS Score .275 1014 .000 1014 .000
a. Lilliefors Significance Correction
Histogram
2507 Mean =35 52
Std. Dev. =14 869
L M=1014

2007
)
o 15077 L
a
=3
o
a
| ™
('

100

501
AL . alinl
20 40 B0 &0
JS_Score

391




Expected Normal

Dev from Normal

Normal Q-Q Plot of JS_Score
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Appendix - 4

UV (University vision)

Tests of Normality

Kolmogorov-Smirnov® Shapiro-Wilk
Statistic Df Sig. Statistic df Sig.
JUV_Score 272 1014 .000 .708 1014 .000
Histogram
300 ] Mean =36 .41
Stal. Dev. =14.856
Mo=1,014
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Expected Normal

Dev from Mormal

Normal Q-Q Plot of UV_Score
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Appendix - 5

Q (Quality and internal customer focus)

Tests of Normality

Kolmogorov-Smirnov® Shapiro-Wilk
Statistic Df Sig. Statistic df Sig.
|Q_Score .286 1014 .000 .636 1014 .000
Histogram
25077 Mean =36 46
Std. Dev. =15.602
M=1014
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Dev from Normal

MNormal Q-Q Plot of Q_Score
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Appendix - 6

ER (Employee relationship)

Tests of Normality

|Ko|mogorov—Smirnova Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
ER_Score .301 1014 .000 .654 1014 .000
Histogram
2507 Mean =37 04
Std. Dev. =15 566
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Expected Normal

Dev from Normal

Normal Q-Q Plot of ER_Score
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Appendix - 7

TD (Training and development)

Tests of Normality

Tests of Normality

Kolmogorov-Smirnov® Shapiro-Wilk

Statistic Df Sig. Statistic df Sig.

TD_Score .284 1014 .000 725 1014 .000

a. Lilliefors Significance Correction

Histogram
5007 Mean =35 .89
Std. Dev. =16.481
M=1,014
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Normal Q-Q Plot of TD_Score
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Appendix - 8

TD (Training and development)

Tests of Normality

Tests of Normality

Kolmogorov-Smirnov® Shapiro-Wilk

Statistic df Sig. Statistic df Sig.

TD_Score .284 1014 .000 725 1014 .000

a. Lilliefors Significance Correction

Histogram
5007 Mean =35 .89
Std. Dev. =16.481
M=1,014
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Normal Q-Q Plot of TD_Score
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Appendix - 9

Descriptive Statistics(Assessing Normality)

Skewness Kurtosis

Statistic | Std. Error | Statistic | Std. Error
JS_Score 2.137 077 3.940 153
UV_Score 2.070 077 3.657 153
TW_Score 1.941 077 3.640 153
Q_Score 2.164 077 3.455 153
ER_Score 2.178 077 3.656 153
EB_Score 1.813 077 2.834 153
TD_Score 1.897 077 3.214 153
Valid N (listwise)
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