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Abstract  

There has been a great deal of debate over the past 36 years about the construct of 

internal marketing. Historically, there has not been a universal measurement for 

internal marketing. In recent times, studies have used multiple dimensions to measure 

internal marketing, which suggests that there are many different aspects to consider in 

internal marketing. The concept of internal marketing has also been widely studied to 

understand how internal marketing principles can be directed towards improving 

employee performance to achieve organisational goals.  

 

To date, the impact of culture on internal marketing has received limited attention 

suggesting there is a need for further research in this area. Cultural congruence which 

is based on understanding how well an organisation can meet employees’ cultural 

needs, may assist internal marketers, many of whom are faced with multi-cultural 

workforces, to develop and reinforce internal marketing programs to increase the level 

of employee satisfaction and hence customer satisfaction. 

 

The aims of this study are threefold. Firstly, this research employs a multilingual 

survey to explore the theoretical structure of internal marketing practice, capturing 

three dimensions, namely internal communication, training and internal market 

research in two service settings. Secondly, this research seeks to establish differences 

in employee’s perceptions of internal marketing practice across two contexts a 

Western and an Eastern context. Lastly, this research empirically examines the 

moderating effect of cultural congruence on the internal marketing practice and 

employee satisfaction relationship. In the education study a total of 205 higher 
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education employees responsed to an online survey representing a 26.6% response 

rate. In the tourism study a sample of 458 valid responses were received from tourism 

employees representing a combined response rate of 13.8% by online survey and 

100% by intercept survey using both English and Traditional Chinese versions. The 

data were analysed with SPSS 19.0 and AMOS 19.0.  

 

This research is the first study to summarise more than 200 internal marketing studies 

and to simultaneously examine internal marketing in both Western and Eastern 

contexts. The results show that the hypothesised 3 dimensional internal marketing 

practice (IMP) model, including internal communication, training, internal market 

research, can be empirically supported in a Western context (e.g. Australia), on the 

other hand, it seems that internal marketing practice may be a two-dimensional model 

for Taiwanese suggesting that one model does not fit all. The results also show that 

organisation can cater to cultural needs for moderating the internal marketing practice 

and employee satisfaction relationship. More importantly, by understanding cultural 

congruence and giving consideration and contributing, internal marketers can increase 

multi-cultural employees’ satisfaction. This research provides insight and 

understanding for future researchers to carry on cultural congruence investigations 

within internal marketing practice. 

 

Limitations of this research were noted including scalar inequivalence and sample 

bias. Samples were small, limiting the generalisability of the findings beyond the 

contexts studied. This research provides direction to internal marketers seeking to 

improve the quality of internal marketing practice and hence improve the levels of 

employee satisfaction. Most importantly, internal marketers need to consider cultural 

congruence to meet the culture-specific needs of employees and thereby increase their 
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satisfaction. Future research in this area needs to consider lingual, cultural and 

psychological equivalence, and research should consider using forced-choice formats 

to measure the same phenomenon across cultures. Additional opportunities for future 

research were outlined.  

 

Keywords: Internal marketing, employee satisfaction, cultural congruence, Australia, 

Taiwan 
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CHAPTER 1: Introduction  

Internal marketing has been studied for more than 30 years to understand how 

marketing principles can be directed towards employees (Berry, Hensel, & Burke, 

1976; Farzad, Nahavandi, & Caruana, 2008; Grönroos, 1981; Rafiq & Ahmed, 1993; 

Sasser & Arbeit, 1976). Internal marketing appears to be a complex multidimensional 

construct (Chang & Chang, 2008; Farzad, et al., 2008; Peltier, Pointer, & Schibrowsky, 

2006; Yang, 2012). Over the past decade, views on internal marketing have oscillated 

between uni-dimensional (Gronroos, 1997; Tansuhaj, Randall, & McCullough, 1988) 

and multi-dimensional views (Foreman & Money, 1995; Turkoz & Akyol, 2008). 

 

Internal marketing has a wide range of practical applications and a need to adapt to a 

range of non traditional areas for marketing. In the early stages, internal marketing 

was a simple concept. Internal marketing initially focused on ideas stemming from 

Berry et al. (1976), Berry (1981, 1984, 1987) and Gronroos (1970) who regarded 

employees within the interior of the organisation as “internal customers” and their 

jobs as “internal products”. Since the 1990s, some authors gradually addressed a new 

argument suggesting that internal marketing was more complex than originally 

thought and therefore considered internal marketing as a multi-dimensional concept 

(e.g. Ballantyne, Christopher, & Payne, 1995; Foreman & Money, 1995). Even 

though there was room to debate and improve the definition of internal marketing, the 

early perceptions of internal marketing were based on its potential contribution to 

improving the human resource function.  
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Over time, the internal marketing program has gained momentum. Many service and 

manufacturing organisations find that when employees are satisfied, customers are 

satisfied, and importantly, financial performance is enhanced (Goldstein, 2003). 

Service quality is crucial for customer satisfaction and employees are the primary 

channel for its delivery (Asif & Sargeant, 2000). Indeed, some service organisations 

worldwide have started viewing internal marketing as a strategic weapon to achieve 

high quality service delivery and customer satisfaction (Arnett, German, & Hunt, 

2003; Quester & Kelly, 1999). 

 

This research seeks to contribute to the internal marketing literature in two ways. First, 

it will define internal marketing practice as to date there is no universally agreed upon 

measure of internal marketing practice. Internal marketing practice is important as it 

enables marketers to understand the degree to which internal marketing is 

implemented in an organisation. Secondly, this research will contribute to 

understanding whether internal marketing practice is likely to be impacted by an 

organisation’s cultural competency.   

 

The following section outlines the selected context of this study, i.e. the Australian 

tourism industry and higher education sector. 

 

1.1 Why Internal Marketing is Important 

Successful external marketing is customer-focused in driving management strategy. 

Successful internal marketing is employee-focused; with the final goal of building 

effective service strategies that serve external customers. To sum up, internal 

marketing (IM) has been discussed widely for a couple of decades with differences in 

the scope, definition and applications emerging (Rafiq & Ahmed, 1993; Varey & 
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Lewis, 1999). Furthermore, internal marketing is a new and emerging discipline that 

is practiced in multiple companies under different names. Whether it is called internal 

marketing, employee engagement or internal communication, the concept essentially 

operated with the same aim: to align, motivate and inspire to consistently build 

employee satisfaction and deliver a higher quality of service that is aligned with 

organisational goals (Abzari, Ghorbani, & Madani, 2011; Arnett, et al., 2003).  

 

The features of the tourism and hospitality industry have been traditionally referred to 

in terms of intangibility, heterogeneity, perishability, and inseparability (Kline, 2005). 

However, when stating the need of “internal marketing”, several authors point out that 

tools to overcome collective problems in the tourism and hospitality sector need a real 

updating and refreshing process to deliver service. As a consequence, organisations –

at shareholder, CEO, or senior manager level– must assume, as driving forces, the 

need to communicate, motivate, and inspire their employees to deliver a higher level 

of service, thus optimising results in achieving organisational goals (Arnett, et al., 

2003; Bennett & Barkensj, 2005). 

 

All these previous issues provided initial and basic conditions for the concept of 

“internal marketing”, embracing the very essential characteristics of any tourism and 

hospitality organisation; providing services as well as taking in mind its tourism and 

hospitality essence. Organisations are clearly looking for their employees to deliver 

good quality service in the tourism and hospitality sector by improving their 

performance and job satisfaction; internal marketing has proved once and again to be 

a useful tool (see examples Cooper & Cronin, 2000; Hwang & Chi, 2005). Hence, 

internal marketing has become an accepted and frequently quoted aspect of marketing 

by practitioners and in the academic community. 

http://tw.knowledge.yahoo.com/question/question?qid=1008030501935
http://tw.knowledge.yahoo.com/question/question?qid=1008030501935
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1.2 Who is the Focus of Internal Marketing? 

A key premise underlying Berry et al.’s (1976) original viewpoint is that employees 

are internal customers who desire to have their needs satisfied, by emphasising their 

relevance to service organisations in particular. In a service industry such as tourism 

and hospitality, a key opportunity for organisations to gain a competitive edge over 

competitors lies in the quality of its people. There is opportunity for a hotel, for 

example, to position itself as one that has good people, not just good accommodation. 

The majority of employees are frequently the target of internal marketing efforts, and 

are being focused on and marketed to. 

 

Some researchers support the objective of internal marketing as “selling” jobs to 

internal customers by identifying and satisfying their needs as individuals and service 

providers (e.g. Varey, 1995). Rather than focusing on external customers and their 

needs, internal marketing assures that internal customers are what really drive 

successful, ongoing businesses. In doing so, they become really conscious of their 

jobs (Gronroos, 1990). In that sense, a high level of quality service must be clearly 

distinguished from internal marketing (Berry, 1981; Collins & Payne, 1991; George, 

1990); managers serve internal customers, who, in turn, will serve external customers.  

Thus the belief allows that organisational success starts with an increased focused on 

how and why and in what manner internal customers can be turned into organisational 

supporters. 
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1.3 A Large Proportion of Immigrants Work in Tourism & Hospitality  

According to the statistics from the World Tourism Organisation (2012), there are a 

large proportion of foreign and migrant employees working in the tourism and 

hospitality industry worldwide. Luxembourg has the highest foreign labour force 

participation rates, with 86% of employees from a foreign background working in the 

service sector. Furthermore, of the 1.66 million workers employed in tourism in 

Canada, one quarter were born outside of Canada (Anonymous, 2006).  

 

In the late 1980s, agriculture, mining and manufacturing together comprised only 30 

per cent of employment in Australia. The major growth industries within services 

were areas such as community services, finance, property and business services, 

recreation and entertainment and personal services. Furthermore, there is some truth 

in the notion of Australia as the workers’ paradise. Muted class relations, high salaries 

and short working hours attract Asians to work in Australia (Adlam, 2011). 

Consideration should be given to supporting migrants and foreign workers as limited 

understanding of English and Australian culture may impede their performance.  

 

1.4 Culture in Australia 

Recent statistics (ABS, 2010b) suggested the Australian population was an estimated 

21.9 million in 2009. In the same year, 81,018 immigrants from more than 185 

countries migrated to Australia (ABS, 2010b). The largest groups of immigrants in 

Australia are from the United Kingdom and New Zealand, and English is the major 

language for these two groups. Nearly 30,000 immigrants come from Asian countries 

including both North-East Asia and South-East Asia, who account for 23.4 per cent 

and 11.7 per cent respectively. Furthermore, a language other than English was 

spoken at home in 16.2 per cent of Australian homes in 2006, including Italian (10%), 
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Cantonese (7.8%) and Mandarin (7%) to name but a few (Department of Immigration 

and Citizenship, 2010). 

 

Australia has long been a migrant country and the effect of immigration, including 

immigrants from Britain, Northern Europe, Southeast Asia and New Zealand, 

significantly contributed almost 60 per cent of labour growth (Bennett & Carter, 

2001). Nationwide, Asian immigrants consisting of the Indians, Chinese, Vietnamese 

are one of the largest populations in Australia (ABS, 2010a). International students 

also account for 40% of the visa-holding population, and most of them work in 

services (ABS, 2012). The Australian workforce is characterised as one with people 

from a variety of different cultural backgrounds. Consequently, the idea of a 

nationalist culture, namely one land, one nation, one group, and one culture, has 

become one that has had to be successively redefined as Australia grows into a 

multicultural society. In doing so, Australia, like many other countries, has entered a 

new cultural space.  

 

It is the experience of different cultural members in one country, namely the 

Taiwanese in Australia which is the focus of this study. The strong bilateral 

people-to-people links further lead to greater mobility between Australia and Taiwan. 

In the 1980s, Australia targeted Taiwan as a source country for business migrants 

consequently the Taiwan-born population rose from 2,056 in 1986 to 12,528 in 1991. 

According to the 2006 Census, the estimated rate of Australian citizenship for the 

Taiwanese-born in Australia was 4.1 per cent of the Australian population (Museum 

Victoria, 2012); while over 28,000 Taiwanese were in the 2011 Australian census, 

many of whom have settled in southeast Queensland with Sydney and Melbourne 

coming in close second (Department of Foreign Affairs and Trade, 2012). 
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Consequently, Taiwan has ranked second in Australian business and skilled migration 

during the last two decades (Museum Victoria, 2012). Moreover, Taiwan is one of the 

major source countries for tourism and education in Australia (Department of Foreign 

Affairs and Trade, 2011). In 2010 over 87,000 Taiwanese visited Australia and there 

were over 8,400 Taiwanese enrolments in Australian educational institutions. Also, 

there were over 17,000 Taiwanese participants in the Working Holiday Marker 

programme (ACPET, 2010; Department of Foreign Affairs and Trade, 2011). 

 

In the typical Taiwanese family structure, the largest proportion is nuclear family 

followed by stem and/or extended family, and single family (Department of Foreign 

Affairs and Trade, 2011). Currently, most Taiwanese speak a language other than 

English at home; 88.9 per cent speak Mandarin and 2.5 per cent speak Taiwanese 

(Department of Immigration and Citizenship, 2012). First-generation Taiwanese 

immigrants usually share Mandarin as a common language while many 

second-generation immigrants speak Taiwanese as their language. Baker (1979) noted 

key differences between Australian and Taiwanese culture. Notably, in Australia the 

individual is key while in Taiwan the individual exists for the continuation of his/her 

family. Indeed, Taiwanese parents provide their children with any support and 

assistance needed and the children return this support in time. This is called family 

reciprocal support (Chu & Yu, 2010). Moreover, the findings from Tsai’s (2010) study 

indicated that Taiwanese people maintain a Taiwanese culture at home, and tend to 

absorb Chinese news and information rather than Australian news and information. 

Further, Tsai’s (2010) study suggests that Taiwan immigrants continue to celebrate 

Chinese festivals and holidays, although they will adopt Australian culture outside the 

home. In response to the growing number of Taiwanese people living in Australia 

temporarily and permanently, the Taiwanese population was selected as a focal point 
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for this study. 

 

1.5 Research Problem 

Since internal marketing was first defined (Berry, et al., 1976) there has been a great 

deal of debate about the construct. There are many measures of internal marketing in 

print, with three clear viewpoints, namely an organisational view (Foreman & Money, 

1995), employee view (Ahmed & Rafiq, 2003) and finally a customer view (Barnes, 

Fox, & Morris, 2004). Moreover, most measures for internal marketing have been 

developed and tested in an English-speaking context. Where studies have been 

conducted in an Eastern context there has been no mention of language (e.g. Hwang 

& Chi, 2005). A review of the literature shows a multitude of definitions of internal 

marketing with some authors indicating that internal marketing is a philosophy 

(Abzari, et al., 2011), an activity (for example see Tsai & Wu, 2007), or even a 

strategy (see Berry, 1987). The sheer variety of definitions of internal marketing have 

resulted in a plethora of measures of internal marketing making it difficult to 

understand which items are clear and valid indicators of internal marketing. While 

there is an overabundance of internal marketing definitions, there are few reliable and 

valid internal marketing measures. Furthermore, a comprehensive measure of all of 

the activities that are conducted in internal marketing practice is not evident.
1
 Taken 

together, over thirty-six years of internal marketing research yields many 

                                                   
1
 Firstly, many papers focus on internal market orientation (e.g. Cano & Sams, 2009; Lings & 

Greenley, 2005). Secondly, several papers did not report the reliability for internal marketing measures 

(e.g. Azizi, Ghytasivand & Fakhardmanesh, 2012; Wildes & Parks, 2005). Finally, numerous papers 

use customer view (e.g. Barnes, Fox & Morris, 2004; Tsai & Tang, 2008) and organisational view (e.g. 

de Oviedo, 2012; Foreman & Money, 1995) questionnaires to understand employees. Existing 

measures for internal marketing fail to test internal marketing from the employees’ point of view. Thus, 

a reliable scale that focuses on employee perceptions is needed. 
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inconsistencies with different conceptualisations and operationalisations of internal 

marketing. This research seeks to contribute towards the measurement of internal 

marketing practice presenting a reliable and valid measure of internal marketing 

practice.  

 

The World Tourism Organisation monitors the training issues for local workers as one 

means to strengthen the human capital (World Tourism Organisation, 2010). In 

Australia, there are specific tourism education programmes, namely the skills for 

sustainable growth programme, the indigenous employment programme and the 

migration programme (World Tourism Organisation, 2010). Few organisational level 

programmes are noted. However, anyone who has travelled to a country where they 

have little or no understanding of the local language can understand how isolating the 

inability to communicate and understand cultural differences can be. Even travel to a 

country with the same language and cultural background involves learning subtle 

differences in vocabulary to communicate effectively. In brief, it is difficult to manage 

a multi-cultural workforce as each of the different groups brings their own culture. 

Foreign and migrant workers might try to adopt the host culture; however, it is 

difficult to discard one’s own culture. Consequently, organisations may need to 

understand whether marketing programs are equally effective for all employees in a 

multi-cultural workforce. Extensive research on internal marketing suggests that 

internal marketing can improve many indicators including employee satisfaction 

(Joseph, 1996; Paraskevas, 2001). However, internal marketing has often been 

developed within a singular (Western) cultural context (Ville, 2009; Wasmer & 

Brunner, 1991) and empirical research is needed to understand the moderating effects 

of cultural congruence on the internal marketing and employee satisfaction 

relationship. Hence, this research will investigate whether cultural congruence 
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moderates the internal marketing and employee satisfaction relationship. 

 

1.6 The Research Questions for this Thesis 

This thesis attempts to address three key gaps in the marketing literature. Firstly, there 

is no universal definition of internal marketing, nor a clear item pool within the same 

study. While a number of different dimensions of internal marketing have been 

suggested and studied during the past three decades; no single study has sought to test 

a hypothesised internal marketing structure that is comprised of three dimensions. The 

second gap in the literature to be addressed is that no empirical study has sought to 

investigate internal marketing in both Western and Eastern contexts in the same study. 

For this reason this thesis focuses on exploring the internal marketing construct in 

both a Western and an Eastern context. The third and final gap in the literature to be 

addressed is that no empirical study has sought to understand the effect of culture on 

internal marketing despite noted cultural issues in conceptual internal marketing 

studies (Joseph, 1996; Kale, 2007). Three research questions are now stated. 

 

Internal marketing has been studied by many authors in services marketing with more 

than 200 papers on the topic. Whilst considerable attention has been devoted towards 

understanding internal marketing there is no clear and commonly accepted measure 

for the concept. A key aim of this thesis is to review the multitude of internal 

marketing definitions to understand what internal marketing is (and hence what it is 

not) and then to develop and empirically test a measure of internal marketing practice. 

The current study will address the first research question: 

 

RQ1: What is the scope of internal marketing practice?  
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While a considerable amount of research focus (Francese, 1993; Reardon & Eris, 

1990) has been dedicated towards understanding the relationship between internal 

marketing and customer and employee variables such as satisfaction and 

organisational outcomes (e.g. image) less attention has been directed towards 

understanding the impact of cultural difference on the internal marketing practice and 

employee satisfaction relationship. To date the research focus has centred upon either 

establishing principles for guiding employees’ work skills and performance or, 

facilitating employee understanding of those guiding principles. An understanding of 

the impact of cultural differences on the internal marketing practice and employee 

satisfaction relationship is required to understand how internal marketing practices 

may differ in a multi-cultural workforce. The second research question to be 

addressed in this research is: 

 

RQ2: Are Australian and Taiwanese cultural differences evident? 

 

Research question 2 only confirms and clarifies that Australian and Taiwanese 

employees are different, but does not classify how they are different. The results of 

research question 2 confirm this research can investigate two different cultures (i.e. 

Australian and Taiwanese) to gain an understanding of how an organisation deals with 

culturally diverse employees’ needs and expectations. There are few studies on the 

effects of both organisational and employees’ own cultures on internal marketing in 

service industries (Joseph, 1996; Kale, 2007; Kelemen & Papasolomou, 2007). 

Furthermore, recent reviews underscore the emphasis of cultural congruence (CC) 

which refers to the distance between the offer cultural competence (OCC) and 

employee satisfaction (ECN). Cultural congruence is necessary to investigate as it 

may offer potential benefit to aid service organisations dealing with culturally diverse 
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employees’ needs. This research aims to consider cultural congruence and its 

influences on the internal marketing and employee satisfaction relationship. The 

unique contribution that is expected to arise from this study is that, to date, no study 

has empirically sought to understand how cultural congruence impacts the internal 

marketing-employee satisfaction relationship. An understanding of different cultural 

backgrounds and subsequent experiences in the workplace aids to build an 

understanding of how internal marketing practices may need to cater for different 

cultures and/or a multi-cultural workforce. This research will address the following 

question: 

 

RQ3: How does cultural congruence impact the internal marketing practice and 

employee satisfaction relationship?  

 

This research empirically examines internal marketing practice in three contexts. For 

the purposes of this research, internal marketing practice in the higher education and 

tourism and hospitality contexts across cultures will be examined. In Australia, more 

than half of the labour force are service workers. The Australian tourism industry is a 

labour intensive industry generating numerous jobs. There are more than 35,000 

tourism jobs currently available, especially entry level jobs, in the tourism sector. In 

2012, Australian direct tourism employment benefited to the tune of $5.6 billion and 

almost 60,000 jobs. It seems the tourism and travel industry is important to the overall 

economy and it is expected this may continue to grow in importance.  
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Moreover, the Australian higher education industry was chosen for this research, 

because the demography of staff in this industry is undergoing a lot of change due to 

the recruitment of foreign academics from aboard. Since the 1960s the Australian 

academic workforce has recruited large numbers of workers from abroad, initially 

from the United Kingdom. Turning to more recent statistics (Department of 

Immigration and Citizenship, 2012) an increase in the number of lecturers from Asia 

who hold a 457 business visa over the last decade has been observed. It is shown that 

Australian higher education has a significant and growing multi-cultural structure. 

Statistics from both the higher education and tourism sectors suggest that the 

Australian services sector has experienced rapid change in terms of the cultural 

composition of employees.  Given that services together constitute around 70 per 

cent of GDP (Department of Foreign Affairs and Trade, 2011) the focus on these two 

industries provides contrasting contexts to test the dimensionality of internal 

marketing practice. 

 

1.7 The Structure of this Thesis 

This thesis seeks to consider whether cultural congruence moderates the internal 

marketing practice and employee satisfaction relationship (see Table 1). To do this, 

Taiwanese and Australian participants were sought for this study. The quantitative 

component of this study, service employee sampling took place, recruiting an 

appropriate number in each targeted group, maintaining a proportional representation 

of demographic factors in the sample. Reliability analysis was undertaken followed by 

confirmatory factor analysis to assess the factor structure, and multi-group analysis to 

test the moderating effect. The result of Study 1 will be required to understand 

whether the items can be included in Study 2. The findings from Study 1 and Study 2 

will be used to examine the research questions and hypotheses.
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Table 1: Research Outline  

Study Gaps Research Questions Hypothesis Methodology /Data 

Analysis 

Study 1 (Higher Education) 

The dimensions of internal 

marketing practice (IMP) 

1. There is no 

universal definition of 

internal marketing, 

nor a clear item pool. 

RQ1: “What is the scope 

of internal marketing 

practice?” 

H1: Internal communication (IC) positively relates to 

IMP. 

H2: Training (T) positively relates to IMP. 

H3: Internal market research (IMR) positively relates 

to IMP. 

Quantitative:    

Online Survey ( 5-point 

Likert-scale; demographic 

questions) 

 

Reliability Analysis, 

Confirmatory Factor 

Analysis, Multi-group 

Analysis 

(Analysis conducted  with 

SPSS 19.0 & AMOS 19.0) 

Study 2A  

(Tourism & Hospitality) 

Culture difference between 

West and East 

2. There are no 

empirical studies 

seeking to investigate 

the West-East 

contents in internal 

marketing literature. 

RQ2: “Are Australian 

and Taiwanese cultural 

differences evident?” 

H4: There is a positive relationship between IC and 

IMP for Australian and Taiwanese employees. 

H5: There is a positive relationship between T and 

IMP for Australian and Taiwanese employees. 

H6: There is a positive relationship between IMR 

and IMP for Australian and Taiwanese employees. 

H7: There is a positive association between IMP and 

ES for Australian and Taiwanese employees. 

Study 2B  

(Tourism & Hospitality) 

Moderating effects of cultural 

congruence on the IMP and 

employee satisfaction (ES) 

relationship 

3. There are no 

empirical studies 

seeking to understand 

the effect of culture 

on IMP. 

RQ3: “How does cultural 

congruence affect the 

internal marketing 

practice and employee 

satisfaction 

relationship?” 

H6: Cultural congruence positively moderates the 

IMP and ES relationship. 
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Theoretical base gaps in the current literature were identified and hypotheses were 

developed to guide this study. Chapter 2 discusses the literature review which aimed to 

understand previous empirical findings relating to internal marketing, employee 

satisfaction, cultural differences and cultural congruence. Chapter 3 introduces the 

methodology employed in this research, and describes the procedures used in Study 1 

and 2.  

 

Chapter 4 presents the findings of Study 1 in the Australian higher education industry 

and Chapter 5 presents the findings of Study 2 undertaken in the Australian tourism 

and hospitality industry. In Chapter 6 the findings of Study 2 are discussed and 

compared, with particular emphasis on answering the specific research questions 

posed by this thesis. Limitations of the research are discussed in Chapter 7. Finally, 

the conclusion from this thesis is presented in Chapter 7. Implications of the findings 

for researchers and internal marketers are presented in the final chapter along with 

suggestions for future research. 

 

 

 

 

 

 

 

 

 

 



16 
 

CHAPTER 2: Literature Review 

This chapter reviews the literature relating to internal marketing to understand the 

current thinking on the dimensions of internal marketing. Furthermore, this chapter 

reviews literature regarding the research context and the main constructs under 

exploration, namely employee satisfaction, cultural differences and cultural 

congruence. By surveying a range of relevant sources, it gained insight into the 

existing research findings and shed light on the research gaps.  

 

This literature review proceeds in five stages. Firstly, a review of the historical 

internal marketing literature is presented. This will commence by examining three key 

views taken by researchers concerned with the construct. Secondly, employee 

satisfaction which is a key construct that has been researched frequently in the 

internal marketing literature is considered. Thirdly, a review of cultural differences 

literature as it relates to internal marketing is summarised to identify the research gap. 

In turn, cultural congruence, the final construct in this study, is defined. A key 

outcome of the chapter will be to develop a conceptual framework that underpins the 

thesis and presents the hypotheses that will be tested in this thesis. 
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2.1 Services Marketing 

The highly-competitive global environment has intensified the importance of 

distinctive features that will offer organisations a competitive advantage. There has 

been increasing acknowledgement within the management literature that factors 

contributing to a service organisation’s success including, but not limited to, meeting 

customers’ needs (Asif & Sargeant, 2000), the integration process (Liu & Mackinnon, 

2002), market research (Lings & Greenley, 2005), and satisfied employees (Rafiq & 

Ahmad, 2000). The literature indicated that organisations should adopt a marketing 

orientation in order to compete in today’s marketplace (Kotler & Keller, 2006). 

 

The need for real enhancement of capabilities of an organisation to provide various 

valuable services for customers, as a fundamental competitive strategy and source of 

advantage, have long been considered as a significant issue in the management 

literature (Piercy & Morgan, 1995). To perform successfully, service organisations, 

such as those organisations operating in the tourism and hospitality and higher 

education industries, must apply external marketing in addition to internal and 

interactive marketing (Kotler & Keller, 2006). Marketing in higher education is a 

growing area for research (e.g. Oplatka, 2002; Ritchie et al., 2003). An example from 

Stachowski’s (2008) study suggests that good communication is provided from 

organisations that can improve teachers’ job satisfaction. Further, training 

programmes can strengthen teaching quality to better meet students’ needs. Under 

such conditions, service excellence is determined by customers’ perceptions of how 

services are delivered by employees.  Consequently improved communications as 

occurs in internal marketing practice between managers and employees in 

organisations can motivate employees and enable them to interact better with 

customers. 
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Figure 1: Model of service marketing 

 

Source: Kotler & Keller, 2006 

 

Hence, a conceptual model of services marketing, guides the current study (Figure 1). 

This model illustrates that because of the unique characteristics of service marketing, 

additional relationships, such as interactive marketing and internal marketing, must be 

managed compared with traditional goods marketing (Javadein, Estiri, & Ghorbani, 

2011). Fisk et al. (1993) identifies internal marketing’s importance in service 

marketing and identifies it as a central topic in the services marketing literature. This  

important paper distils the work in this area into internal marketing which can be used 

by management as an important means to enhance employee satisfaction. This would 

suggest to a professional services marketer that staff retention and hence internal 

marketing are just as important as external marketing (Rundle-Thiele, 2005). Hence, 

this research will concentrate on internal marketing, and the next section will continue 

to describe and discuss the concept of internal marketing.  
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2.2 Internal Marketing 

Since internal marketing was first defined as “employee as internal customer and job 

as product” by Berry et al. (1976), there has been a great deal of debate about the 

construct. Forty-two definitions spanning more than three decades from Berry et al.’s 

(1976) original definition to that recently put forth by Abzari et al. (2011) are evident 

in the literature (see Table 2). The generally accepted definition of internal marketing 

is that it is an organisational cultural framework and an instrument to achieve strategic 

alignment between front-line employees and marketing (Ahmed & Rafiq, 2003). 

More specifically, internal marketing is a collection of human resource (HR) policies 

and procedures that treat employees as members of an internal market who need to be 

informed, educated, developed, and motivated in order to serve clients more 

effectively (Arnett, et al., 2003) (see Table 2 for a list of cited internal marketing 

definitions). A complete review of internal marketing definitions is displayed in 

Appendix A.  
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Table 2: Selected definitions of internal marketing 

Author 

(Date) 

Citations
2
 Definition of Internal Marketing (IM) 

Berry et al. 

(1976) 

110 IM is a marketing strategy and program based on communication 

with employees, the development of their potential and 

motivating-remunerating those who offer excellent service.  

(Also used by Berry, 1981,1987) 

Grönroos 

(1983) 

1835 IM is a strategy for creating a “state of mind” in personnel that will 

allow customer service effectiveness under a broader relationship 

management paradigm. 

Gummesson 

(1987b) 

1004 IM is implemented through communication with personnel and 

culture change mechanisms. (Also used by Tansuhaj et al., 1987) 

George & 

Grönroos 

(1989) 

181 Employees in the internal market, where marketing-like activities are 

used internally, are best motivated to be service-minded and 

customer-oriented through an active marketing-like approach. 

Ahmed & 

Rafiq (1993) 

262 IM is a planned effort through the application of marketing 

techniques along with human resource management practices to 

facilitate the implementation of the organisational market objectives.                                                                                                                                                                                                                                                                                                                        

(Also used by Ahmed & Rafiq, 2000,2003; Bennett & Barkensj, 2005) 

Piercy & 

Morgan 

(1995)  

162 IM is a targeted effort aimed at removing interdepartmental barriers 

and achieving strategic alignment between consumer-affecting 

employees and marketing. 

Varey & 

Lewis (1999) 

161 IM is the philosophy and the behaviour that allow rapid 

organisational change in response to the company’s macro and micro 

environments.  

Arnett et al. 

(2003) 

300 IM is referred to managers can alter organisational culture by hiring, 

training and motivating employees that are consistent with the new 

vision. 

Lings (2004) 233 IM embodies treating front-line employees as customers and 

improving their transaction quality.  

Abzari et al. 

(2011) 

4 IM is a philosophy of human resources management to develop jobs 

as products. 

 

                                                   
2
 Citation numbers were taken from Publish or Perish (see http://www.harzing.com/pop.htm) on July 

14
th

 2013 

http://www.harzing.com/pop.htm
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Internal marketing is widely used and examined in academic research. To understand 

how internal marketing can be improved, a practical focus is recommended. For 

practice, as with any managerial process, internal marketing must be planned and 

implemented. The concept should thus be defined as the things that internal marketers 

do. The literature review and practitioner community present a wide range of ideas 

that could be held under the term “internal marketing practice”. Therefore, existing 

definitions of internal marketing were not deemed appropriate for this research as 

current definitions are not tactically oriented.  

 

Based on all the definitions reviewed, the definition of internal marketing practice 

adopted for this study is “internal marketing is the process of communicating and 

delivering human resource policies and procedures that are aligned with internal 

market research needed to understand employees’ needs and demands and eventually 

achieve organisational goals and objectives.” The internal marketing practice 

definition reflects the evolution of all definitions of internal marketing from 

communicating and training employees to applying marketing principles to 

effectively manage employees by utilising internal market research to ensure 

organisational goals are aligned and are thus attainable.  

 

The next section will provide an overview of internal marketing studies which are 

diverse in methodology, population, and context and therefore presents the conflicting 

evidence in relation to what is currently known about internal marketing. The 

following discussion focuses on summarising what is currently known about internal 

marketing, including the evolution of internal marketing development, and the debate 

surrounding internal marketing that has scholars debating whether internal marketing 

is human resource management (HRM) or a marketing function. 
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2.2.1 Traditional Views 

The concept of internal marketing first appeared in the 1970s. In its earliest 

formulation, internal marketing was a simple construct, which was related to practice. 

Namely, an organisation should consider employees as “internal customers” within an 

organisation and their jobs as “internal products” (Berry, 1987). There has been 

considerable debate surrounding internal marketing with some authors stating that 

internal marketing is an organisationally wide function that also involves effort, with 

paying attentions to front-line employees in a combined marketing and HR approach, 

where marketing-like activities are used internally (George & Gronroos, 1989; Sasser 

& Arbeit, 1976).  

 

In the 1990s, a multi-dimensional concept emerged that has since been combined and 

referred to by some scholars as composite internal marketing (see Ballantyne, et al., 

1995; Foreman & Money, 1995). The composite definition of internal marketing 

considers that internal marketing is a targeted effort achieving strategic alignment 

between employees and marketing (for example Ballantyne, 1997). Several authors 

argue that internal marketing occurs through internal communication, training and 

other HR policies which aim to “sell” the importance of customer service (for 

example Freeman & Varey, 1997b). Some researchers suggest that loyalty by 

employees evolves and that there are more complex forms of internal marketing (for 

example Ballantyne, 2000). Hence, the early perceptions of the internal marketing 

function were based on its potential contribution to improve the HR function. 
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2.2.2 The Present Views 

The introduction of yet another new definition of internal marketing into a crowded 

field of existing definitions will not be without controversy. Thirty-six years of 

internal marketing has produced 42 peer reviewed academic definitions of internal 

marketing. Following Berry’s conceptual perspective, there are now 

multi-dimensional views of internal marketing. The proliferation of definitions 

prompted Ballantyne (2000) to argue that this unity of first principles hides a number 

of divergent perspectives and the common denominator in all internal marketing 

perspectives is knowledge renewal. However, Bennett and Barkensjo (2005) have 

suggested that there are several complex components included in operationalising 

internal marketing. Lings (2004) concurs, describing internal marketing as not a 

defined theory, but that it should be able to be practiced in organisations. 

 

There are 20 questionnaires available in the literature, as shown in Table 3, indicating 

that there are multiple internal marketing measures offering little clarity for 

researchers new to the field. Several researchers have used one scale with 

multiple-factors to examine internal marketing (see example Naudé, Desai, & Murphy, 

2003). Moreover, some researchers operationalise internal marketing as one factor, 

namely training, which is comprised of multiple-dimensions (e.g. Farzad, et al., 2008). 

However, a large number of authors address internal marketing as multi-dimensional 

(e.g. Jou, Chou, & Fu, 2008; Karasa, Akinci, EsatoElu, Parsons, & Sarp, 2008) (see 

Table 3). Lings and numerous researchers (Lings & Greenley, 2005; Lings & 

Greenley, 2010) argue that internal market orientation should replace internal 

marketing and they operationalise internal marketing as a set of internal 

market-oriented behaviours; their research seeking to understand the relationship 

between market orientation and organisational performance. Furthermore, Lings and 
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his colleagues’ research is at the strategy level and this research is tactical. For 

example, this research is focused on employees’ views of internal marketing.  

  

Table 3: Dimensions of internal marketing in literature in 1990 - 2010 

Author IC 
a
 T 

b
 IMR 

c
 Dimensions measured 

Foreman & Money, 1995     

Hogg et al., 1998     

Ewing & Caruana, 1999     

Naudé et al., 2003     

Barnes et al., 2004     

Bennett & Barkensjo, 2005     

Lee & Chen, 2005     

Lings & Greenley, 2005     

Peltier &Scovotti, 2005    - Experiences with facilities 

Wildes & Parks 2005    - Internal service quality 

Judson et al., 2006     

Mukherjee & Malhotra, 2006    - Supervisory 

- Consideration 

- Team support role clarity 

- Participation 

Peltier et al. 2006     

Punjaisri & Wilson, 2007     

Chang & Chang, 2008     

Farzad et al., 2008     

Jou et al., 2008    - Empathy & Consideration 

- Benchmarking 

Karasa et al., 2008     

Lings et al., 2008     

Tsai & Tang 2008    -  

Total number 17 14 9  

a 
IC = internal communication, 

b 
T = Training, 

c 
IMR = internal market research 
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Table 3 summarises selected studies noting the dimensions of internal marketing 

considered in the study, namely internal communication, training and internal market 

research.  Internal marketing has been operationalised by as little as one and as many 

as six dimensions. Taken together, internal communication was the most frequently 

operationalised dimension for internal marketing, followed by training and internal 

market research (see Table 3). Most authors such as Helman and Payne (1992) state 

that internal marketing is linked with HRM. 

 

Prior to the year 2000, the focus on internal marketing was conceptual and there was 

limited discussion regarding whether internal marketing was an HR or marketing 

function. Evidence from empirical studies has demonstrated that internal marketing 

may be considered both a marketing, and an HR function. For example, Budhwar et al. 

(2009) identified that HR issues are related to both internal marketing and employee 

turnover. Some authors stated that internal marketing is a marketing approach 

(Bennett & Barkensjo, 2005) whereas some authors believed that internal marketing is 

an HR function for organisations (Ewing & Caruana, 1999). The next section will 

provide an overview of the function debate.   

 

2.2.3 The Relationship between Internal Marketing and HRM 

The evolvement of internal marketing is indivisible with HRM. Numerous studies 

have indicated that existing HRM tools with a marketing perspective should be used 

for internal marketing. A number of key elements of internal marketing can be 

identified including training and educating employees (Gray, 2006; Zampetakis & 

Moustakis, 2007); motivating, inspiring and rewarding employees (Lee & Chen, 2005; 

Mosahab, Mahamad, & Ramayah, 2011) and even recruiting and retaining employees 

(Arnett, et al., 2003; Backhaus & Tikoo, 2004).  
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Collins and Payne (1991) suggested that internal marketing is a marketing function 

that has to be linked to HR as all employees are critical to deliver services. Service 

managers often overlook the truth that successful marketing of a service business is 

not only the result of skilful strategic planning and conscientious financial analysis, 

but also the outcome of acceptable organisational systems (Francese, 1993). Indeed, 

as has often been pointed out, due to direct involvement of employees in the service 

delivery system, designing strategies to satisfy their needs, arranging programmes to 

maintain employee skills and identifying their roles to assist their performance, affect 

employee attitude and behaviours and reduce employee turnover. Table 4 presents the 

related evidence of the relationship between internal marketing and HRM. 

 

Table 4: Key internal marketing studies 

Author (Date) Region Industry Sample Other focus  Association with IM 

Collins & Payne 

(1991) 

---- ---- ---- HRM HRM (+) 

Francese (1993) USA Hotel Manager 

Employee 

HR practice Responsive systems (+) 

Customer satisfaction (+) 

Ewing & Caruana 

(1999) 

Australia Public Employee  HRM HRM (+) 

Backhaus & Tikoo 

(2004) 

---- ---- ---- Internal branding 

Organisational culture 

Brand loyalty 

Corporate branding 

HRM (+) 

Recruitment (+) 

Brand loyalty (±) 

Aurand et al. (2005) USA ---- ---- Internal branding 

HRM 

HRM (+) 

Logaj & Trnavčevič 

(2006) 

Slovene Education Employee HRM 

Marketisation 

Employee satisfaction (+) 

HRM (+) 

Budhwar et al. 

(2009) 

India Call centre Manager 

Employee 

Employee turnover 

HR issues 

Employee harassment 

prevention (+) 

Stressful workplace (-)  

Lack of career development 

(-) 

Language (±) 

Snell & White 

(2009) 

Australia Finance, 

Accounting, 

Consulting,, 

Law 

Manager Organisational culture 

Leadership 

HRM (+) 

The role of employee (±) 

Leadership (+) 

Liu et al. (2010) UK Finance, 

Retail, 

Non-profit 

Manager Cause-related marketing 

HRM 

Employee participation (+) 
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Collins and Payne (1991) have indicated that HR managers have failed in the past 

through the use of sophisticated, traditional programmes. Internal marketing was 

implemented by service organisations as a strategy to increase employee satisfaction. 

HR factors such as teamwork, clarity in job description, and career development 

should be used in both HRM and internal marketing (Budlwar, et al., 2009; Snell & 

White, 2009). When correctly focused, internal marketing can have a positive impact 

on employee attitudes including employee satisfaction, involvement and commitment 

to the organisation (Logaj & Trnavcevic, 2006; Yang, 2012).  

 

Internal marketing is concerned with turning the traditional marketing concept 

inwards; focusing on employees as the major subjects. Due to the linkage with HR, 

three dimensions have extended from the concept of internal marketing, including 

internal communication, training and internal market research, to understand the 

demands and expectations of employees with the key aim of enhancing employee 

satisfaction. In relation to the three dimensions of internal marketing identified below 

“marketing to employees” is the most common function of internal marketing 

(George & Gronroos, 1989; Rafiq & Ahmad, 2000). 

 

2.2.4 Key Elements of Internal Marketing Practice 

Internal marketing acts as a comprehensive management process that integrates 

various functions of an organisation. Rafiq and Ahmed (2000) have identified that 

internal marketing is a multi-functional concept. It is based on a marketing-like 

approach which concerns employee and customer satisfaction and implementation of 

strategies. Moreover, previous research investigating the conceptual underpinnings of 

the internal marketing construct categorises this construct into four categories, namely 

service standards, training, development programme, and rewards (Papasolomou & 
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Vrontis, 2006a, 2006b). Javadein et al. (2011) contended that traditional marketing 

elements, such as product, price, promotion, distribution and market research should 

be combined with HRM functions to establish the internal marketing concept.  

 

Historically, there is not universal measure of internal marketing. While several 

authors use an organisational-view (de Oviedo, 2012; Foreman & Money, 1995) 

survey to understand employees’ demands, others use a customer-view (Barnes, et al., 

2004; Chi, Yeh, & Chiou, 2008) survey to determine customer expectations with a 

review to improve internal marketing. Moreover, several papers examine both 

manager and employee opinions (e.g. Karasa, et al., 2008; Zampetakis & Moustakis, 

2007). It is difficult to realise employee demands and expectations. On the other hand, 

many papers focus on internal market orientation not internal marketing practice 

(examples include Cano & Sams, 2009; Lings & Greenley, 2005). It is necessary to 

investigate a measure that can be used to assess employee perceptions of the degree 

that internal marketing is practised within an organisation.  

 

From the analysis of key elements from the empirical literature, it is generally safe to 

say that in each of the different stages not all the elements of the criteria listed above 

are present. For example, in the beginning, internal marketing was a simple concept 

which has become more complex over time. Furthermore, most studies have not 

sought employees’ views (Barnes, et al., 2004; Foreman & Money, 1995). 

Furthermore, there are three significant keys of internal marketing which are 

frequently discussed in the internal marketing literature. The elements of internal 

marketing that are practised include internal communication (see Table 5), training 

(see Table 6) and internal market research (see Table 7). The three proposed 

dimensions of internal marketing practice are discussed next. 
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2.2.4.1 Internal Communication 

Marketing usually focuses on external exchanges between organisations and their 

stakeholders. Internal marketing focuses on the efficacy of marketing in exchanges 

between employees and the organisation. It is as important to attract competent 

employees and to keep them working for an organisation as it is to attract customers 

and encourage their purchase (Ferdous, 2008; Jou, et al., 2008). 

 

The traditional tools of the promotion mix, such as advertising and personal selling, 

are frequently used to communicate with customers in external marketing (Elliott, 

Rundle-Thiele, & Waller, 2009). Given the advantages that can accrue from such an 

approach, many organisations have adopted a similar perspective for internal 

marketing practice. These communications are typically directed at what Berry (1981) 

regards as an organisation’s employees. Communicating objectives and motivating 

employees to achieve the organisation’s objectives remains a challenging task for 

managers, especially in service organisations. Varey and Lewis (1999) concluded that 

internal communication is a new employer-employee contract between managers and 

employees. A consideration of internal communication should be a significant 

dimension of internal marketing practice. 
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The “new employer-employee relationship” may well require managers to rethink 

their roles, and to recognise the processes by which value is profitably created for 

employees (Varey & Lewis, 1999). However, this has merely been addressed in terms 

of organisational design or development (Sommer, Bae, & Luthans, 1996). Good 

service delivery clearly requires managers to communicate with employees so they 

may provide a good service. Mastenbroek (1911) suggested that internal marketing is 

more effective in bringing about organisational management and goals than any 

short-lived programmes of attention. This is supported by Naude et al. (2003) who has 

indicated that ineffective communication hinders internal and external activities. 

 

Hence, managers should spend time to actively communicate with employees to 

convey organisational aims and objectives (see Table 5). Such communication 

referred to as “internal communication” simply refers to all forms of communication 

within the organisation (Verčič, Verčič, & Sriramesh, 2012). There are several kinds 

of internal communication, as shown in Table 5, which organisations use to 

communicate with their employees, including meetings, print and technological 

materials, and information. 
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Table 5: Internal communication channels suggested by the literature in 2000-2011 

 

Author (Date) Davis (2001) Paraskevas 

(2001) 

Broady-Preton 

& Steel (2002a) 

Bussy et al. 

(2003) 

Lings 

(2004) 

Ferdous 

(2008) 

Karasa et al. 

(2008) 

Owusu -Frimpong 

& Martins (2010) 

Proctor 

(2010) 

Javadein et 

al. (2011) 

Industry ----- Hotel Public service Service ----- ----- Health SME ----- ----- 

Meeting           

*Department   √ √  √ √ √ √ √ √ 

*Face-to-face √  √   √  √  √ 

Print material           

*Magazine, department description, 

memos, notice broad 

√    √ √ √ √ √  

Technological material           

*Telephone √          

*Voice mail √          

*e-mail √   √    √   

*TV campaign √     √     

*Intranet √   √     √  

Information           

*Information sharing  √        √ 

*Word-of-mouth √          
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2.2.4.1.1 Evolution of the Communication Media 

Traditional channels of internal communication include newsletters, reports and 

memos. Traditional internal communication was highly centralised and several 

researchers have concluded that information accuracy and general openness can 

impact employees’ perceptions (Naudé, et al., 2003). Employees always expect to 

receive information from the organisation in a simple and easy to use way. For 

example, the information can be presented by using simple words which are easy to 

read and understand. Otherwise, employees may have a poor perception of an 

organisation, and not be satisfied with the quality of information, or they may 

perceive a lack of openness in communication (Naudé, et al., 2003). The findings in 

practice have shown that higher employee satisfaction exists when discrepancies of 

expectations do not occur between employees and the organisation (Lee & Chen, 

2005). 

 

Since the mid-1990s there has been a dramatic shift towards the use of new forms of 

electronic media, specifically Internet related technologies, in internal communication. 

Adapting to the 21st century, the findings of Bussy et al. (2003) have shown that new 

media has become a key channel of internal communication. The results indicate that 

the use of new media, particularly intranets, impact significantly and positively on 

effective internal marketing communication. This is an unavoidable consequence of 

the technology involved in organisational production processes and helps to maintain 

the political conjuncture within an organisation. The findings of recent research have 

concluded that new forms of technology could be more effectively implemented in 

large organisations with sufficient financial resources (Bussy, et al., 2003). 
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Table 5 clearly shows numerous traditional and new channels of internal 

communication. Several scholars have indicated that meetings are a key channel, 

whether group or individual meetings, to communicate with employees 

(Broady-Preston & Steel, 2002a, 2002b; Owusu-Frimponga & Martinsb, 2010). Also, 

print materials are frequently used to deliver messages to employees in order to 

implement internal marketing (Davis, 2001; Ferdous, 2008). Internal market practice 

is already intimately tied to technology; email and an intranet are essential in the 

process of communication (Davis, 2001; Proctor, 2010). These activities are likely to 

be structured in both formal and informal internal communication and in the end the 

organisation’s visions and goals can be understood by employees. Hence, the 

consideration of internal marketing led to the hypothesis that internal communication 

is one of the internal marketing practice dimensions. 

 

H1: Internal communication positively relates to internal marketing practice. 
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2.2.4.2 Training 

When systems fail or quality slips in people-based services, it is usually because the 

system is badly designed or the employees were poorly trained (Mahnert & Torres, 

2007). Marketing can help by working with HR departments to identify the key 

elements in employee motivation, including the effect of incentives and the 

development of training and improvement programmes (Ebren, 2006). Training, in 

internal marketing practice, places emphasis on educating and inspiring employees. 

According to Birdi et al. (1997), training is an organised effort to encourage learning 

through instruction. 

 

Due to the intangibility and inseparability of many services, such as higher education 

and tourism, the role of the employee becomes an integral part of the service 

delivered. Holjevac and Basan (2009) claimed that service industries consider the 

provision of a high quality customer service to be a priority and a way of gaining a 

competitive advantage. Investing in the workplace with the intention of using training 

to increase service quality has been widely noted in the literature (Kale, 2007; Zboja 

& Hartline, 2010). The review of the literature has indicated that there are a number 

of training activities designed to improve service quality (see Table 6). 
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Table 6: Training activities suggested by the literature in 2000 - 2011 

Author (Data) Cooper & 

Cronin (2000) 

Paraskevas 

(2001) 

Broady-Preton 

& Steel(2002a)  

Papasolomou-Doukakis 

& Kitchen (2004) 

Bennett & 

Barkensjo 

(2005) 

Papasolomou & 

Vrontis (2006a) 

Kale (2007) Zampetakis 

&Moustakis 

(2007) 

Karasa et 

al. (2008) 

Mosahab 

et al. 

(2011) 

Industry Health Hotel Public service Bank Charity Financial Casino Public service  Health Health 

Knowledge:           

*Job knowledge √ √      √   

Training  programmes:           

*Orientation programme         √ √ 

*Skills   √       √ 

*E-training       √    

*Educational programme √  √ √ √ √ √ √  √ 

*Development programme    √ √ √     

Support:           

*Support / advice  √ √        

*Empowerment    √ √      

Reward: √  √ √  √ √ √ √  
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A key outcome of internal marketing is to satisfy employees (Lee & Chen, 2005; 

Rafiq & Ahmad, 2000). Educational programmes are essential activities to satisfy 

employees’ thirst and demand for knowledge and skills (Broady-Preston & Steel, 

2002b; Karasa, et al., 2008). For example, organisations should use the marketing 

concept to inspire employees who determine the quality of service by giving benefits 

and rewards, rather than requiring employees to attend training (Broady-Preston & 

Steel, 2002b; Cooper & Cronin, 2000; Kale, 2007).  

 

The service studies rely heavily on training programmes that aim to teach employees 

how to be customer focused and service orientated, and rarely focus on technical 

skills (Quester & Kelly, 1999). Through training programmes, the view that 

employee’s attitudes and behaviour towards customers form an integral part of the 

overall service offering, is promoted. In the internal marketing context, training is 

mainly directed at shaping employees’ attitudes and behaviour towards recognising 

the importance of both internal and external customers and acting to meet their 

demands (Joseph, 1996; Turkoz & Akyol, 2008). Consequently, training can instil 

clear role expectations among employees and satisfied employees deliver high service 

quality (Kale, 2007; Zboja & Hartline, 2010), which leads to the second hypothesis: 

 

H2: Training positively relates to internal marketing practice. 
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2.2.4.3 Internal Market Research 

According to the definition from the American Marketing Association (2012), 

“market research is defined as the systematic gathering, recording, and analysing of 

data with respect to a specific market”. Similarly, internal market research refers to a 

focus on the internal market where market refers to an organisation’s employees as 

the particular focus group. Furthermore, many of recent articles address the topic of 

internal market (Lings, 2004; Piercy & Morgan, 1995). Several authors have 

contended that it is necessary to view the organisation as a market in order to 

understand marketing within an organisation (Piercy & Morgan, 1995). Once 

marketing managers have established the goals of the internal marketing programme, 

the next step is to gather information from within the organisation. Internal market 

research is the vital link between the organisation and its employees. The centrality of 

internal market research reflects its importance in the internal marketing literature and 

its central role in achieving employee satisfaction and hence organisational goals 

(Paraskevas, 2001; Quester & Kelly, 1999). 

 

Internal market research requires an understanding of the employees’ aspirations, 

attitudes and concerns. Such understanding develops with market research across all 

levels within an organisation (Kale, 2007). In fact, according to several studies (e.g. 

Broady-Preston & Steel, 2002a; Papasolomou-Doukakis & Kitchen, 2004; Proctor, 

2010), there are numerous internal market research methods to aid an organisation to 

understand the demands of employees (see Table 7). Market research, segmentation 

and advertising may be applied in internal marketing to assist managers to arrive at a 

marketing solution.  
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Table 7: Internal market research methods suggested by the literature in 2000 - 2011 

Author (Date) Davis 

(2001)  

Paraskevas 

(2001) 

Broady-Preton 

& Steel (2002a) 

Kit 

(2002)  

Papasolomou-Doukakis 

& Kitchen (2004) 

Karasa et 

al. (2008) 

Proctor 

(2010) 

Industry ----- Hotel Public service ----- Bank Health ----- 

Performance  

planning  & 

appraisal 

√  √  √   

Anonymous 

feedback 

 √    √ √ 

Internal survey √   √  √ √ 

Focus group    √    

In-depth 

interview 

   √    

 

Service employees are rarely asked for input concerning working hours, employment 

policies, benefits and rewards. Management often assumes it knows the demands of 

employees. For example, most financial organisations, in the Quester and Kelly (1999) 

study, assessed the needs of employees and the effectiveness of internal marketing 

activities via internal market research. However, the problem is the authors collect 

managers’ opinions (as an organisational view survey) to understand employee 

demands. It is easy to uncover the assumptive opinions of senior employees and 

managers rather than the honest ideas and/or demands of employees. Internal market 

research could determine whether the organisation satisfactorily caters for the needs 

of its employees who differ by age, gender and culture (Kale, 2007).  

 

This thesis argues that internal market research should target junior employees as staff 

and not senior employees as managers to understand internal customers and their 

levels of satisfaction. Through understanding junior employees’ opinions and 

experience, managers may intuitively understand the demands of employees. A 
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preferable approach is to develop an organisation-specific internal market research 

technique.  

 

Internal market research, thus, is not restricted to the use of a range of formal and 

informal methods, depending on the resources the organisation is willing to commit. 

For example, observation and experience can provide sufficient information to aid the 

design of an internal marketing programme (Wasmer & Brunner, 1991). This can be 

viewed as an internal market research function and does not necessarily have to be a 

formal process (Paraskevas, 2001). In addition, the design of questionnaires in 

previous studies was from the view of the organisation (Lings & Greenley, 2005). 

Ahmed et al. (2003) make a point that if an organisation is not aware of the existence 

of different employee segments and their different needs, they will continue to 

produce messages that hold little meaning for the targeted segments. Similarly, this 

study assumes that organisations should collect feedback from different employee 

segments to deliver appropriate messages to the targeted segments. 

 

The review of internal marketing literature has largely demonstrated the significance 

of internal communication and training (for example Owusu-Frimponga & Martinsb, 

2010; Zampetakis & Moustakis, 2007). Recently, an increasing number of authors 

believe internal market research has an important role to play in internal marketing 

practice (Davis, 2001; Proctor, 2010). Internal market research can aid an organisation 

to understand the diversity of employee segments in the internal market and this leads 

to the third hypothesis. 

 

H3: Internal market research positively relates to internal marketing practice. 
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As noted earlier, there is mixed support for the dimensionality of internal marketing in 

the literature. Traditionally, some researchers have measured internal marketing with 

one dimension (see example Foreman & Money, 1995). Many of the 

multi-dimensional views of internal marketing where internal marketing is thought to 

be more than two dimensions can be traced back and related to the conceptual model 

(see Figure 2); however, there are a few empirical studies which have measured 

internal marketing with the same dimensions (Farzad, et al., 2008). For example, the 

internal marketing measure from Tsai and Tang’s (2008) study showed that internal 

marketing is a multi-dimensional concept comprising three dimensions of training 

content, namely service training programme, performance incentive, and vision. 

Similarly, few studies used one factor (i.e. training factor) with multiple-dimensions 

(see example Farzad, et al. 2008).  

 

There is no previously agreed measure of internal marketing, and this may be a result 

of no universally agreed upon definition of internal marketing. Moreover, numerous 

studies use an organisational view (e.g. Foreman & Money, 1995) and customer view 

(e.g. Barnes, et al., 2004) to examine internal marketing which does not capture 

employees’ opinions and perceptions about internal marketing. This research argues 

that it is necessary to measure what employees think to better understand what is 

actually being done. Therefore, the scope and dimensions of internal marketing will 

first be examined in this study through employees. The current study aims to 

investigate the dimensionality of internal marketing by utilising hypotheses 1, 2, and 3 

and confirm that a three dimensional view provides good fit. 
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Figure 2: Framework of internal marketing practice 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The ultimate responsibility of key elements of internal marketing rests on senior 

management. An internal marketing programme requires continuous management 

support to be effective. For that reason, the internal marketing programme with key 

functions can then affect employees, leading to better outcomes for the organisation 

(see Figure 2). Many studies have previously focused on the relationship between 

internal marketing and employee satisfaction. The next section will discuss the 

literature on employee satisfaction, noting the importance of employee satisfaction as 

a key construct in the current study. 

 

Reardon & Enis, 1990; Steel 

& Broady-Preston, 2002; Tsai 

& Wu, 2007; Bellou & 

Andronikidis, 2008  

Tanshhaj. et al., 1991; Helman & Payne, 1992; Mount, 1999; Quester & 

Kelly, 1999; Cooper & Cronin, 2000; Arnett. et al., 2002; 

Broady-Preston & Steel, 2002; Barnes. et al., 2004; Lassk. et al., 2004; 

Bennett, & Barkensjo, 2005; Berthon. et al., 2005; Bouranta. et al., 

2005; Hwang & Chi, 2005; Lings &Greenley, 2005; Peltier & Scovotti, 

2005; Gapp & Merrilees, 2006; Logaj & Trnavčevič, 2006; Keller. et 

al., 2006; King & Grace, 2006; Papasolomou, 2006; Peltier. et al., 

2006; Bellou & Andronikidis, 2008; Chi. et al., 2008; Farzad. et al., 

2008; Gounaris, 2008; O’Loughlin, 2008; Stachowski, 2008; Budhwar. 

et al., 2009; Punjaisri. et al., 2009; King & Grace, 2010; 

Roberts-Lombard, 2010; Tortosa-Edo, et al., 2010; Back, et al., 2011; 

Ahmad & Al-Borie, 2012; Azizi, et al., 2012 

OUTCOME 

 Customer 

satisfaction 

 Customer value 

 Customer 

retention 

EMPLOYEE 

 Attitude 

 Perception 

 Satisfaction 

 Effort 

 Empowerment 

 Motivation 

 Commitment 

 Orientation 

 Stress 

INTERNAL 

MARKETING 

PRACTICE 

 Internal communication  

 Training 

 Internal market research 

Indicates issues that have 

been examined previously 

Helman & Payne, 1992; Möller & Rajala, 1999; Quester & Kelly, 1999; Thomson & Hecker, 2000; 

Paraskevas, 2001; Ahmed et al., 2003; Bussy et al., 2003; Naudé et al., 2003; Barnes et al., 2004; Bouranta 

et al., 2005; King & Grace, 2005; Lee & Chen, 2005; Gapp & Merrilees, 2006; Gray, 2006; King & Grace, 

2006; Papasolomou & Vrontis, 2006; Karasa et al., 2007; Punjaisri & Wilson, 2007; Farzad et al., 2008; Jou 

et al., 2008; Tsai & Tang, 2008; Punjaisrj et al., 2009; Roberts-Lombard, 2010 
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2.2.5 Outcome of Internal Marketing - Employee Satisfaction 

Locke (1976) undertook a review of job satisfaction noting that more than 3,300 

articles had been published on the topic. Job satisfaction, also called employee 

satisfaction, is defined as a pleasurable or positive emotional state resulting from the 

appraisal of one’s job or job experience (Locke, 1976, p. 1300). Similarly, the review 

of internal marketing revealed 36 publications on the subject of the internal marketing 

and employee satisfaction relationship (e.g. Ahmad & Al-Borie, 2012; Joseph, 1996) 

(see Table 8).  

 

Table 8: The content of employee outcome in the internal marketing literature in 1995 - 2012 

Content Author (Date) No. 

Satisfaction Joseph (1996); Mount (1999); Quester & Kelly (1999); Cooper & Cronin 

(2000); Rafiq & Ahmed (2000); Paraskevas (2001); Arnett et al. (2002); 

Broady-Preston & Steel (2002); Ahmed & Rafiq (2003); Barnes et al. (2004); 

Lassk et al. (2004); Bennett & Barkensjo (2005); Bouranta et al. (2005); 

Hwang & Chi (2005); Peltier & Scovotti (2005); Logaj & Trnavčevič (2006); 

Keller et al. (2006); King & Grace (2006); Peltier et al. (2006); Göunaris, 

(2007); Chi et al. (2008); Farzad et al. (2008); Gounaris (2008a,b); 

Stachowski (2008); Vasconcelos (2008); Chen (2009); Chuang et al. (2009); 

King & Grace (2010); Shiu & Yu (2010); Tortosa-Edo et al. (2010); Yang 

(2010); Back et al. (2011); Ting (2011); Ahmad & Al-Borie (2012); Azizi et 

al. (2012) 

36 

Attitude Tanshhaj et al. (1991); Berthon et al. (2005); Lings & Greenley (2005); Gapp 

& Merrilees (2006); Bellou & Andronikidis (2008); Punjaisri et al. (2009) 

6 

Empowerment Papasolomou-Doukakis & Kichen (2004); Papasolomou (2006); Stachowski 

(2008); Roberts-Lombard (2010) 

4 

Commitment Bennett & Barkensjo (2005); O’Loughlin (2008)  2 

Perception Helman & Payne (1992); Gapp & Merrilees (2006) 2 

Stress Budhwar et al. (2009); Cano & Sams (2009) 2 

Effort Prasad & Steffes (2002) 1 

Motivation Mosahab et al. (2011) 1 

Orientation Tortosa, Moliner & Sánchez (2009) 1 

Total number 55 
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The causes and consequences of employee satisfaction have been examined across a 

diverse range of disciplines over a three decade period, namely in tourism (Chuang, 

Yin, & Dellmann-Jenkins, 2009), marketing (Göunaris, 2008), and health care 

(Peltiera, Pointerb, & Schibrowskyc, 2006). Similarly, internal marketing has 

examined employee satisfaction to understand how to motivate and improve the 

workforce. Moreover, Lassk et al. (2004) concluded that employee performance is 

essential to employee satisfaction, which, in turn, creates customer satisfaction (see 

Figure 2). Among the factors that affect the quality of services delivered to customers, 

are employees. Employee performance is crucial to the success of most organisations 

and internal marketing helps to satisfy employees’ needs (see examples Bell, et al., 

2004; Chuang, et al., 2009). Employee satisfaction is an important determinant of 

employee performance, and may affect organisation performance. Recent studies 

(Bowers & Martin, 2007; Göunaris, 2008) show that increased awareness of 

employees is important. To be successful, organisations should pay much attention to 

employees in addition to customers. Indeed, the internal marketing perspective 

reinforces that the organisation can inspire and encourage employees to do a good 

quality job and deliver exceptional customer service. 

 

In the early development phase of internal marketing, the majority of the work on 

internal marketing focused on the issue of employee satisfaction (Joseph, 1996; 

Tanshhaj, Randall, & McCullough, 1991). Employee satisfaction has been widely 

examined because of its significant impact on organisational performance owing to its 

ability to form a base for competitive advantage, through improved service quality 

and decreased costs (Bell, Mengüç, & Stefani, 2004; Broady-Preston & Steel, 2002b; 

Mosahab, et al., 2011). Concerning the relations that exist between an organisation 

and/or manager and employee, an organisation provides and practices internal 
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marketing to employees whose satisfaction then affects customer satisfaction and 

organisation productivity (Asif & Sargeant, 2000; Rafiq & Ahmad, 2000). 

 

Based on previous studies, internal marketing practice with three specific and 

significant dimensions in this research, if carried out effectively, would be expected to 

positively influence employee attitudes and behaviours (Bowers & Martin, 2007; 

Bruhn & Georgi, 2000). It is vital to measure employee satisfaction in this thesis, 

because low levels of employee satisfaction can increase employees’ intentions to 

leave their current job when another job opportunity is presented to them (King & 

Grace, 2010). More importantly, the major outcome of internal marketing is employee 

satisfaction (Bouranta, Mavridoglou, & Kyriazopoulos, 2005; Joseph, 1996; 

Vasconcelos, 2008). As outlined in Table 8 this thesis acknowledges many outcomes 

from internal marketing (Bellou & Andronikidis, 2008; Reardon & Eris, 1990); 

however, examination of all outcomes is beyond the scope of this thesis. This thesis 

uses the frequently explored known outcome of employee satisfaction for validity 

purposes. Based on prior literature, it is suggested that successful service 

organisations have higher customer satisfaction, when services are delivered by 

satisfied employees. 
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2.2.6 Cultures Examined in the Internal Marketing Literature 

Most internal marketing research has focused on samples taken in Western contexts 

whereas limited evidence has been drawn from Eastern countries (see Figure 3) to 

date. However, none of the studies have specifically and simultaneously explored 

internal marketing in a West-East context. To the best of the researchers’ knowledge, 

the studies conducted to date for internal marketing have studied internal marketing in 

one context (e.g. Eastern or Western) or within a similar cultural context (e.g. a series 

of Western countries). The most popular continent for study was Europe with 43 

studies (e.g. Bouranta, et al., 2005; Bruhn & Georgi, 2000). This was followed by 29 

Asian studies (e.g. Jou, et al., 2008; Mosahab, et al., 2011), 19 Australian studies (e.g. 

Ballantyne, 1997; Ville, 2009), 17 American studies (e.g. Lassk, et al., 2004; Tanshhaj, 

et al., 1991) and 4 African studies (e.g. Opoku, Atuobi-Yiadom, Chong, & Abratt, 

2009; Owusu-Frimponga & Martinsb, 2010). Moreover, 3 studies focused on 

multi-countries based in a Western context (e.g. Bell, et al., 2004).  

Figure 3: The subject countries examined in the internal marketing literature in 1990 - 2012 
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During the 1990s, the concept of internal marketing was studied in developed Western 

counties with several studies undertaken in 5 Northern America (e.g. Francese, 1993; 

Greene, Walter, Walls, & Schrest, 1994), 5 in the UK (e.g. Helman & Payne, 1992; 

Hogg, Carter, & Dunne, 1998) and 4 in Australia (e.g. Ballantyne, 1997; Quester & 

Kelly, 1999). Only one study to date has conducted research of internal marketing in 

Taiwan (i.e. the East context) prior to 1999 (Sparrow & Wu, 1998). This focus of 

internal marketing research was extended in the next decade to Eastern samples after 

2000. Twenty-eight out of 114 papers (24.6%) have used Eastern samples, which were 

generally grouped as 19 Northeast Asian samples (e.g. Hwang & Chi, 2005; Kang, 

Jame, & Alexandris, 2002), 8 Southeast Asian samples (e.g. Budlwar, et al., 2009; 

Punjaisri & Wilson, 2007) and 1 Middle Eastern sample (Farzad, et al., 2008). 

Moreover, few papers have looked at more than one country, including two studies 

with a Global focus (e.g. Bell, et al., 2004), or one study with a Western focus, namely 

America and Germany (Wieseke, Ahearne, Lam, & Dick, 2009). A complete summary 

of internal marketing studies is displayed in Appendix B.  

 

To summarise, much of the early literature focused on management problems and 

issues of internal marketing between and/or among the developed countries (e.g. 

Ballantyne, 1997; Francese, 1993). To date, in fact, most countries are more 

concerned with organisation success in a variety of locations around the global. What 

is lacking in this literature, as Joseph (1996) points out, is any empirical evidence as 

to an employees’ cultural influence on internal marketing. Furthermore, recent 

reviews underscore the emphasis of cultural congruence (CC) in a diverse range of 

disciplines, such as in health care (Costantino, 1982) and education (Richardson, 

2007). 
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Previous internal marketing studies have addressed the special needs of ethnic/racial 

minority employees receiving appropriate culture-specific approaches and 

information from organisations (Budlwar, et al., 2009; Kale, 2007). Managers not 

only establish interrelationships with foreign workers (Au & Mason, 1983), but also 

uncover three fundamental approaches to understand the perception of the specific 

group regarding their cultural demands (Costantino, Magady, & Primavera, 2009; 

Rogler, Malgady, & Rodriguez, 1987). These approaches include, at the most 

fundamental level, matching the ethnicity/race of the specific subjects with that of 

their managers, while providing organisational strategies, such as internal marketing 

programmes, in a culturally appropriate English-as-a-second-language speaking or 

non-English subjects (Rogler, et al., 1987; Sue & Zane, 1987) (see Figure 4). For 

example, managers can provide different language signage to assist foreign workers. 

 

Figure 4: The three levels of cultural sensitivity for employee cultural needs (ECN) 

 

Source: Constantino et al. (2009); Constantino (1982); Hwang (2006); Rogler et al. (1987); Sue & Zane (1987) 
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Beyond this underlying approach, at the second level of cultural sensitivity, managers 

should match the modality of organisational strategies to the perceived cultural 

characteristics of employees, given their cultural alliance to their own cultures 

(Costantino, et al., 2009). For example, managers can deliver information to culturally 

diverse employees utilising culture-specific communication channels. The third level 

of cultural sensitivity is to develop new modalities to adapt to the employee’s culture. 

The positive modality outcome shows the importance of introducing the concept of 

cultural sensitivity and competencies into organisational strategies (Costantino, 1982). 

Since 1990, there has been a growing recognition of the importance of bridging 

cultural gaps between the organisational strategies and the cultural needs from 

culturally diverse employees who are increasingly represented in the multi-cultural 

workplace (World Tourism Organisation, 2012). Hence, this research aims to 

investigate whether internal marketing practice has the same outcome, for example 

employee satisfaction in both the West-East contexts.  

 

2.2.7 Cultural Differences in Internal Marketing Practice and Employee 

Satisfaction 

Internal marketing activities by an organisation embody and reflect HRM and 

marketing philosophy, which continually try to discover the expectations of 

employees and then satisfy these expectations in a way that is beneficial for both the 

organisation and the employees (Ballantyne, et al., 1995; Bell, et al., 2004). However, 

culturally diverse employees might have different needs and expectations (Budlwar, et 

al., 2009). In the internal marketing literature, few studies have addressed the 

significance of culture (see Table 9).  
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Table 9: The key findings of culture in the internal marketing literature 

Author Method The key finding relating to culture in the IM literature 

Joseph (1996) Concept - Culturally diverse employees may be linguistically as 

well as culturally challenged. 

- Cultural differences exist between host and foreign 

workers. 

- Training in culture is normally expected in the process 

of internal marketing.  

Maguire et al. (2001) Interview  - The understanding of cultural differences has 

increased, as the number of international students has 

increased. 

- Educational institution should be racial from the 

internal pool (i.e. staff) prior to the external pool (i.e. 

student). 

- Teacher should solve and understand dilemma 

between hostile and international students. 

Kale (2007) Concept - The increasing number of culturally diverse employees 

influences organisational management and strategy. 

- Western managers should be concerned with Eastern 

employees’ needs, when working in Eastern countries.  

Kelemen & Papasolomou 

(2007) 

Interview - There is a cultural gap between senior management 

and their employees (e.g. the gap of national cultures 

between host manager and foreign worker). 

Budhwar et al (2009) Interview 

Survey 

- Internal marketing should be different in India which 

is culturally diverse. 

 

Most internal marketing studies that have considered an employee’s cultural 

background were conceptual and qualitative (see Table 9). To date, few studies have 

empirically examined the impact of cultural differences on internal marketing and an 

examination of the significance of culture in the current study was warranted. 

Australia is a multi-cultural country in which many recent immigrants and/or foreign 

workers are employed in the service sector (Bennett & Carter, 2001). Similarly, Kale 

(2007) indicates that Western managers may have difficulty understanding the 
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expectation and demands of Eastern employees. Thus, cultural considerations need to 

be considered given that each different cultural group brings his/her language and 

cultural background into an organisation and different employees may have different 

culture-specific needs.  

 

Culture is defined as the sum total of a common language and religion allowing for 

differences in particular social activities and values through satisfying biological and 

psychological needs (Day-Vines & Day-Hairston, 2005). Researchers note the cultural 

values and assumptions to answer questions of cultural differences in relation to the 

types of interactions and behaviours that lead to societal effectiveness, particularly the 

interrelationships in teams (Sparrow & Wu, 1998). A comparison of the cultural 

behaviour of Westerners and Asians, and of Australians and Taiwanese in particular 

(Dijk & Weiler, 2009; Sims, 2009; Sparrow & Wu, 1998; Townsend, 2004; Wong & 

Wang, 2008) has found that Australian culture highlights clear expressions of 

intentions and verbal communication, but Taiwanese culture emphasises honorific and 

courteous language (Reisinger & Turner, 1998). 

 

The existence of cultural differences has clear implications for organisational 

management. Key differences are outlined in Table 10. It is clear that Western and 

Asian employees’ expectations from organisations may differ and these differences 

may impact internal marketing.  
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Table 10: The differences between Australian and Taiwanese employees 

 Australian Taiwanese 

 

Tolerance of inequality 

Low 

Individuals may argue with 

managers in situations of 

inequality. 

High 

Individuals will not report inequitable 

treatment to management, even in 

anonymous surveys. 

 

Tolerance of authority 

Low 

Individuals often act to undermine 

authority. 

High 

Individuals always follow manager’s 

orders. 

Tolerance of ambiguity Low  High 

 

Obligations 

Weak 

Some individuals tend to do their 

duty and job only. 

Strong 

Individuals will meet all duties and 

obligations before leaving work, 

regardless of length of time needed. 

Independence 
A high degree of autonomy is 

beneficial for work performance for 

some employees. 

Few opportunities to work 

independently. Team work culture 

means it is difficult to judge an 

individual’s performance. 

Competition Recognition and reward needed for 

individuals to minimise competition 

between work colleagues. 

Strong comparative mentality 

maximises competition between work 

colleagues. 

Dealing with the chain 

of command 

In a situation where a manager is 

behaving unethically an employee 

may approach a more senior 

manager to complain.  

In a situation where a manager is 

behaving unethically an employee 

will leave rather than say the truth to 

avoid internal conflict. 

Skill development Individuals prefer to sell themselves 

and strive to achieve a higher 

position, and often proactively seek 

to attend training courses. 

Individuals only do the training when 

managers ask.  

Source: Chen et al. (2005); Boddy, (2007); author’s elaboration  
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The Western and Eastern cultures (i.e. Australian and Taiwanese) can be viewed as 

being significantly different (see Table 10). Australian employees often tend to work 

individually, train proactively, are happy to deal with a chain of command and speak 

out against other employees, while Taiwanese employees are unwilling to speak out 

against the hierarchy, react to managers’ wishes, and are not active in their training. 

Taiwanese employees have been, and generally still are, willing to exert a large 

amount of effort in their jobs which has evolved as one of the Taiwanese working 

features. The reason is that Taiwanese companies were based on family ownership in 

the past (Harrell, 1985). Moreover, researchers are not only interested in internal 

marketing in the tourism and hospitality industry (King & Grace, 2005; Punjaisri et al., 

2009), but they have also attempted to investigate this phenomenon in the higher 

education context (for examples see Logaj & Trnavčevič, 2006; Maguire et al., 2001). 

Therefore, cultural differences between Australian and Taiwanese employees may 

need to be taken into account in the internal marketing programmes in both the higher 

education and tourism and hospitality industries. 

 

Internal marketing success is based on the employees’ understanding and 

internalisation of the strategy of the organisation. Such understanding and 

internalisation is affected by how individuals comprehend matters whilst individuals’ 

comprehension is affected by the cultural environment in which they are from. For 

people from culturally diverse backgrounds, it is possible that levels of 

comprehension for internal marketing programmes may vary widely. Few internal 

marketing studies and a large number of cross-cultural studies have empirically 

examined culture; the current study argues that Australian and Taiwanese employees, 

having different cultural backgrounds, have, therefore different perceptions that may 

have implications for organisational management (see Table 10). Similarly, employees 
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from diverse cultural backgrounds might also have different expectations from an 

internal marketing programme which will eventually influence the levels of employee 

satisfaction.  

 

This research will firstly confirm and clarify that Australian and Taiwanese employees 

are different, and not classify how they are different, so that the current study will 

assume four hypotheses. Furthermore, the result of four hypotheses can add support to 

the research aim, which focuses on whether tourism and hospitality organisations can 

offer cultural competency to moderate the internal marketing practice and employee 

satisfaction relationship. Therefore, this research hypothesises that:  

 

H4: There is a relationship between internal communication and internal marketing 

practice for Australian and Taiwanese employees. 

H5: There is a positive relationship between training and internal marketing practice 

for Australian and Taiwanese employees. 

H6: There is a positive relationship between internal market research and internal 

marketing practice for Australian and Taiwanese employees. 

H7: There is a positive association between internal marketing practice and employee 

satisfaction for Australian and Taiwanese employees. 
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Research has previously shown that people’s behaviours and values differ across 

cultures (Aune & Aune, 1995; Schimmack, 1996). Moreover, the workplace is 

becoming increasingly multi-cultural; it is difficult to identify different cultures and 

then satisfy employees’ culturally diverse needs. Hence, organisations may need to 

consider cultural congruence. More specifically, there is evidence to suggest that 

accommodating cultural differences, for example employee perceptions of cultural 

congruence, will be worked in a multi-cultural workforce (Costantino, et al., 2009). 

Thus, this study will seek to understand the impact of an organisation’s ability to cater 

to employees’ cultural needs rather than identify what culture the person is from 

(Costantino, et al., 2009) or the culture of the organisation (Aune & Aune, 1995). This 

review next considers how internal marketing success may be further enhanced by 

consideration of cultural congruence. 

 

2.4 Cultural Congruence 

There are few studies on the effects of an employee’s own culture on internal 

marketing in service industries (Joseph, 1996; Kale, 2007; Kelemen & Papasolomou, 

2007). Kelemen and Papasolomou (2007) have indicated that organisations face 

difficulties in implementing internal marketing as culture is a changing agent. Further, 

Kale (2007) suggests cultural issues exist within the application of internal marketing. 

Certainly, cultural diversity is a reality in internal and/or external markets of service 

organisations (Gerhart & Fang, 2005; Miles & Sledge, 2009; Sparrow & Wu, 1998). 

Employees have to be socialised into the culture of the organisation as diversity poses 

special problems (Joseph, 1996). Indeed, there seems to be a cultural distance 

between senior management and their employees (Kelemen & Papasolomou, 2007). 

Organisations in the multi-cultural workplace may benefit from considering cultural 

congruence. 
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Cultural congruence has been defined as the distance between the degree of cultural 

competence provided by the organisation and the employees’ perceptions regarding 

their cultural demands (Costantino, et al., 2009). Human communications, for 

example, influence a culture through the use of the many unique words and idioms 

within the particular culture. As a result of that, multicultural communications may 

cause conflict and misunderstanding, which may act to minimise organisational 

performance (Freeman & Browne, 2004; Testa, 2007). To enhance understanding of 

this issue, a cultural congruence approach is employed in this study. Cultural 

congruence is defined here as how organisations provide culture-specific competence 

to fit the cultural needs of culturally diverse employees.  

 

Cultural congruence has been employed previously in education literature to 

understand cultural conflicts and misunderstandings, in particular when comparing the 

host group with the principal immigrant group (Au & Mason, 1983; Day-Vines & 

Day-Hairston, 2005; Richardson, 2007). All too often, the culture of home and the 

culture of the school lead to a cultural disconnect between immigrants and the schools 

they attend (Day-Vines & Day-Hairston, 2005). One means of achieving cultural 

congruence, therefore, in education lessons may be to seek the good support and 

interrelationship of teachers and immigrant students, so that these students could be 

more comfortable communicating with the host students (Au & Mason, 1983). 
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In the same way, cultural congruence can apply in the current study. Managers can 

develop targeted training and communication for foreign workers utilising this 

philosophy, so that they could communicate confidently with all employees. Cultural 

congruence not only increases the similarities between exchange partners, but may 

also serve to reduce the communication barriers and misunderstandings (Zeybeka, 

O’Brienb, & Griffithc, 2003). Managers also should understand the three levels of 

employees’ cultural needs, utilising the health care philosophy (Costantino, et al., 

2009), to reduce the gaps of cultural distance between senior management and their 

employees. Most importantly, cultural congruence manifestly affects employee 

satisfaction, involvement, and turnover during periods of cultural transformation 

(Harris, 1996). Cultural congruence may serve to stabilise the workplace for culturally 

diverse employees and increase the likelihood that leaders will successfully manage 

employees from varying national cultures. Table 11 suggests the distribution of 

foreign workers, namely employees and managers, varies between Australian and 

Taiwanese organisations. A recent trend in industrialised nations has been the increase 

in the service sector at the expense of manufacturing. 
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Table 11: The differences between Australian and Taiwanese organisations 

 Australian Taiwanese 

 

Industrial 

-Many foreign workers (with 

working holiday visa) work in 

Australia. 

-Many foreign workers (from South 

Eastern Asia) work Taiwan  

 

Commercial 

-Numerous organisations and 

employees with different cultural 

backgrounds work in this industry 

-Different organisational supports 

and training regarding original 

cultural background of organisation 

-More international chain organisations 

in Taiwan bring more foreign managers  

-Organisation always offers a personal 

secretary to foreign managers who do 

not necessarily learn Mandarin. 

 

Service 

(focused on tourism 

& hospitality) 

-Many foreign workers work with 

entry level jobs in the tourism and 

hospitality industry 

-More operational management 

contracts used in hotel 

-More foreign managers work in 

Taiwan. 

-More Taiwan employees need training 

for going to other branches overseas 

Source: Chen et al. (2005); Boddy, (2007); author’s elaboration 

 

Several authors argue that organisations sometimes need to face dilemmas with 

foreign workers (Gamio & Sneed, 1992; Sommer, et al., 1996), and they should 

understand foreign workers’ culture-specific needs. Focus on cultural competence is 

needed (Costantino, et al., 2009). For example, managers should have 1) the ability to 

work with culturally diverse employees; 2) the ability to use skills differentially as 

related with culturally diverse employees; and 3) the ability to have culturally-specific 

expertise. More recently, Hwang (2006) introduced cultural congruent theory to assist 

organisations to realise whether they provide enough cultural competence for people. 

Consequently, this points to the significance of cultural congruence. Similarly, 

cultural congruence could be applied in internal marketing programmes.  
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Cultural congruence, which refers to the distance between the offer cultural 

competence (OCC) and employees’ cultural needs (ECN), is essential to investigate as 

it may offer potential to aid service organisations who may be dealing with cultural 

differences. Cultural conflict should be reduced between senior management and their 

employees, and therefore may increase the level of employee satisfaction. To date no 

study has directly analysed the effect of cultural congruence on internal marketing in 

tourism markets. Moreover, no study has considered both Australian and Taiwanese 

samples in a tourism setting. Therefore, the emphasis of this thesis is to use Australian 

and Taiwanese employees in the Australian tourism and hospitality industry. It is 

therefore sensible to examine the impact of cultural congruence on internal marketing 

which has a sound theoretical basis. This study would expect that organisations 

meeting employees’ cultural needs will do better. Moreover, no empirical study has 

investigated the moderating effect of cultural congruence in two contexts, e.g. East 

and West. Hence, this research hypothesises that cultural congruence will influence 

the internal marketing practice and employee satisfaction relationship in different 

cultural contexts. Hence, this research hypothesises that cultural congruence will 

influence the internal marketing practice and employee satisfaction relationship. 

 

H8: Cultural congruence positively moderates the internal marketing practice and 

employee satisfaction relationship. 
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This research will examine the process of and the subsequent development of the 

conceptual model and respond to a lack of empirical evidence seeking to understand 

the moderating effect of cultural congruence on the internal marketing practice and 

employee satisfaction relationship in three studies: Study 1 (conceptualisation of 

internal marketing practice), Study 2A (cultural differences), and Study 2B (the 

moderating effect of cultural congruence on the internal marketing practice and 

employee satisfaction relationship) (Figure 5). The dotted-line in Figure 5 also 

illustrates the key focus of this research within the Australian and Taiwanese contexts.  

 

Figure 5: The framework for this study 
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2.6 Chapter Summary 

Since the 1970s, there has been a great deal of debate about the construct of internal 

marketing and how it is best measured. This chapter has introduced the research 

context of internal marketing, identifying a lack of consistency across many internal 

marketing studies. This chapter has also discussed the importance of employee 

satisfaction identifying a positive relationship between internal marketing and 

employee satisfaction. Subsequently, the chapter considered the importance of 

cultural congruence. Finally, the chapter established a research framework that forms 

the basis for the current study. The following chapter describes the methodology for 

this research.  
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CHAPTER 3: Research Methodology  

The research design reflects the philosophy of science held by the researcher and is 

determined by the type of research question (Nunnally & Bernstein, 1994). This 

section explains the justification for the choice of appropriate research methods, and 

describes the research design for this study. Specifically, population, and sample and 

data collection methods are discussed, and also how the survey instrument was 

designed. Finally, data analysis procedures that are derived from the research 

questions are introduced (see Box 1). 

 

Box 1: The research questions to be addressed in this thesis 

Research questions: 

RQ1: What is the scope of internal marketing practice? 

RQ2: Are Australian and Taiwanese cultural differences evident? 

RQ3: How does cultural congruence affect the internal marketing practice and employee satisfaction 

relationship? 

Hypotheses: 

H1: Internal communication positively relates to internal marketing practice. 

H2: Training positively relates to internal marketing practice. 

H3: Internal market research positively relates to internal marketing practice. 

H4: There is a positive relationship between internal communication and internal marketing practice 

for Australian and Taiwanese employees. 

H5: There is a positive relationship between training and internal marketing practice for Australian 

and Taiwanese employees. 

H6: There is a positive relationship between internal market research and internal marketing practice 

for Australian and Taiwanese employees. 

H7: There is a positive association between internal marketing practice and employee satisfaction for 

Australian and Taiwanese employees.  

H8: Cultural congruence positively moderates the internal marketing practice and employee 

satisfaction relationship. 
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3.1 Justification of Positivism and Social Science 

The dominant positivist approach is quantitative studies in marketing discipline. The 

purpose of positivist research is to discover what is happening in certain social 

situations; for example, what the scope of internal marketing practice is, or how 

cultural congruence as a moderator influences the internal marketing practice and 

employee satisfaction relationship. Positivism is used in marketing as it provides 

conceptual structures capable of explaining and predicting phenomena (Hunt, 1992).  

 

Notwithstanding, the marketing discipline does not hold purely to the original 

positivist approach that there is a clear distinction between empirically observable and 

theoretical concepts (Hunt, 1991). Hunt (1991) proposes that purely observable 

concepts do not exist, and that all concepts have some element of theoretical content. 

Marketing focuses on unobservable concepts such as employee attitudes and 

perceptions, and uses measurable phenomena as indicators of a construct. Theory 

would appear to be a significant component of such phenomena. Upon the 

abandonment of positivism, such research in the marketing discipline embraced 

realism (Hunt, 1992). Scientific realism also suggests that such phenomena in a theory 

are true or false, and that many of the entities referred to in a theory do exist (Harre, 

1986).  

 

Positivism ignored the role of the observable referents in the constitution of social 

reality and thereby failed to consider the historical and social conditions (Brett, 1994). 

This suggests that constructs such as employee attitudes and perceptions can exist 

even though they do not have direct observable referents. This perspective is 

particularly relevant for the use of structural equation modelling (SEM) as a technique 

for analysing data. SEM is a complex composite statistical hypothesis consisting of 
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two main parts, namely the measurement model and the path coefficient (McDonald 

& Ho, 2002). Typically, SEM can confirm and hypothesise the nature of latent 

constructs, which are non-observable constructs, in the theoretical model to answer 

research questions (Hair, Black, Babin, & Anderson, 2010). According to Hunt’s 

(1991) study, researchers that estimate structural equation models are committed to 

scientific realism. 

 

In summary, this research adopts the scientific realism paradigm that reflects aspects 

of positivism. Essentially, researchers employ research questions, aiming to answer 

the most accurate picture of what is going on. This research is put into a quantitative 

methodology that associated with the positivist approach (Perry, 1994). The next 

section, in turn, will justify the quantitative methodology, especially survey research. 

 

3.2 Justification of Quantitative Methodology and Survey Research  

The purpose of this quantitative research study is to describe and measure factors of 

internal marketing practice and explain whether culture congruence impacts the 

internal marketing practice and employee satisfaction relationship in the Australian 

service sector. The literature identified three constructs as proposed dimensions of 

internal marketing practice and Chapter 2 defined these constructs. Furthermore, the 

primary research question sought to scope internal marketing practice as no 

consistency in internal marketing practice measurement was identified in the literature 

review. Consequently, this research first sets out to operationalise internal marketing 

practice, developing a reliable internal marketing practice measure (see Figure 6). 

This study aimed to further understand whether cultural congruence moderates the 

internal marketing practice and employee satisfaction relationship. 
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Figure 6: The conceptual research model for this study 

 

 

An important conceptual development for the present study is to improve the 

understanding of internal marketing practice. In particular, internal marketing practice 

(IMP) should use functions like internal communication and training to inspire 

employees and employ internal market research to collect employee feedback (see 

Figure 6). Organisations that practice internal marketing should have improved levels 

of employee satisfaction. However, culturally diverse employees have different needs 

and expectations and cultural congruence may serve as a moderator that influences the 

internal marketing practice and employee satisfaction relationship. The constructs 

form a structural relationship depicted in Figure 6, which was statistically analysed 

via SEM. SEM defined the relationships (arrows) among these latent variables in a 

manner that permitted the researcher to validate or invalidate the theoretical 

relationships displayed in Figure 6. 
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Quantitative research is all about quantifying relationships between the variables 

outlined in Figure 6. The relationship between variables uses effect statistics, such as 

correlations and relationships between means. For example, t-tests are used to test the 

difference between means for Australian and Taiwanese employees in this research. A 

qualitative design would not match the problem because the qualitative designs 

explore unknown variables and patterns (Creswell, Hanson, & Clark, 2007). On the 

other hand, qualitative research is different from quantitative research and requires 

data analysis that reflects description and thematic development as well as the 

interrelation of themes (Creswell, et al., 2007). Quantitative data provides a context 

for the data that explains or predicts ― quantification or the degree that employees 

perceive that internal marketing is practised in an organisation. The research design 

originates from the problem under investigation, the theoretical framework of the 

study, and the purpose of the study.  

 

This research employs questionnaires, which in general, ensure the acquisition of a 

large number of respondents and a simplified data collection process, hence obtaining 

greater external validity and the possibility of obtaining more representative samples 

(Russell & Purcell, 2009; Weisberg, 2005). Furthermore, data acquired by 

questionnaires can be coded and analysed more easily (Sekaran, 2003). More 

specifically, a self-administered questionnaire survey was used in this study to 

measure latent variables and test hypotheses, and this method was chosen in order to 

address the limitations of previous studies and to seek generalisability. An online 

questionnaire was chosen over other methods as it is convenient for employees 

working in the service sector (Russell & Purcell, 2009). Online surveys do not 

interrupt employees in their job and daily duties and allows them to answer the survey 

at a convenient time and place. Researchers can overcome geographical, physical, and 
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time barriers experienced with other survey methods such as face to face (Russell & 

Purcell, 2009).  

 

Although several researchers have expressed concerns about the potential for 

sampling bias (Dillman, Smyth, & Christian, 2009), recent empirical studies have 

revealed only minor differences between the results of online panel surveys and 

conventional survey methods (e.g. telephone and face-to-face). In addition, online 

panels have some advantages including: speed, cost, large sampling size, and selective 

samples by socio-demographic attributes. Technical mechanisms in online surveys 

can also prevent respondents from giving missing values Technical mechanisms can 

clearly show the number of completed and uncompleted samples respectively, so it is 

easy to realise the total number of samples. The economic benefits and convenience 

therefore make online panel surveys increasingly common in marketing research 

(Deutskens, Jong, Ruyter, & Wetzels, 2006; Dillman, et al., 2009; Duffy, Smith, 

Terhanian, & Bremer, 2005). Accordingly, data were collected using an online panel 

survey in this research. 

 

Online surveys are beneficial when participants are reluctant to speak to someone they 

may not know or trust in an interview (Neuman, 1997). Additionally, Tsai (2010) 

addressed that Taiwanese cultural identity influences the method chosen. For example, 

Taiwanese people tend to be shy and introverted and this directly influences the 

results of face-to-face interviews. Sensitive information hence can be collected online, 

where participants may feel more comfortable answering difficult and sensitive 

questions (Russell & Purcell, 2009). Further advantages of the online survey are that a 

greater number of respondents could be surveyed in a shorter time frame with lower 

project costs (McDaniel & Gates, 2009; Russell & Purcell, 2009). 
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There are disadvantages to the use of an online survey when compared to other forms 

of surveys. A significant problem exists when an unrestricted internet sample is set up 

on the internet (McDaniel & Gates, 2009). However, a filter question was first asked 

to ensure that all participants had work experience in the tourism and hospitality 

sector. A second problem is that the sample frame needed may not be available on the 

internet (McDaniel & Gates, 2009); however, over 90 per cent have access to the 

Internet (many at work) (Russell & Purcell, 2009). Therefore, an online survey was 

deemed to be suitable. Hence, despite known limitations, online surveys were 

considered appropriate for this program of research.    

 

Given that a higher proportion of females participated in an online survey in Study 2, 

intercept surveys were also undertaken to reduce any method bias (Van de Vijver & 

Tanzer, 2004). A structured interview survey (e.g. intercept survey) is one of the 

quantitative research methods commonly employed in survey research (Grönroos, 

1983). The researcher is able to contact large numbers of participants quickly, easily 

and efficiently, and in particular, asks the same questions in a standardised order with 

the online survey respondents (Hammersley, 2011). This is important for minimising 

the impact of context effects, where the answers given to a survey question can 

depend on the nature of the preceding questions.  

 

However, there is the possibility that the presence of the researcher may influence the 

way a respondent answers various questions to bias the result (Becker, 1970). 

Researchers can assist participants who have questions about the questionnaire, which 

may cause the participants to answer untruthfully. Similarly, it is easy to intimidate a 

respondent into giving answers that don’t really reflect the respondent’s attitudes and 

perceptions. This is known as the interview effect (Gummesson, 1987; Hammersley & 
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Gomm, 2004). Hence, prior to the commencement of each interview, the objective of 

the study was explained and anonymity was assured. Similarly, a filer question was 

asked prior to the intercept survey. There was no assistance if they were confident 

answering the survey after introducing the objective of the study. Furthermore, when 

answers to any questions became repetitive, no further questions were asked on the 

topic.  

 

The next section will discuss the use of confirmatory factor analysis (CFA) via 

structural equation modelling (SEM) as the selected analytical technique for this 

research. 

 

3.3 Justification of Analysis Technique  

Survey data should be analysed using multivariate statistical techniques. Multivariate 

statistical techniques include factor analysis and SEM (Hair, et al., 2010). Moreover, 

the multi-dimensional scale was developed, firstly, by defining preliminary scales 

through item-to-total correlations (Anderson & Gerbing, 1988). In turn, the 

dimensionality of internal marketing practice and employee satisfaction scales was 

examined through confirmatory factor analysis. Finally, the reliability of these scales 

was assessed through internal-consistency analyses. By the same idea, Wille (1996) 

advised a sequential approach that starts off with internal-consistency analyses, 

followed by convergent and discriminant validity analyses.  
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Chapter 2 offered clear predictions of the expected factor structure for the internal 

marketing practice construct. SEM is a popular tool in marketing research. SEM has 

also been adopted across different disciplines for examining internal marketing, 

including marketing (Fornell & Larcker, 1981; Lings & Greenley, 2005) and tourism 

(Francese, 1993; King & Grace, 2005). The use of CFA in this research will enable 

direct comparison of the fit of a hypothesised factor structure for different groups of 

participants in this study (Russell, 2002). Following the initial assessment, validity 

and reliability is used to evaluate the goodness of data (i.e., quality of the data) 

(Sekaran, 2003). 

 

The Analysis of Moment Structures (AMOS) software Version 19.0 was used to 

analyse the data because it provides an option for testing confirmatory factor models, 

and in particular, requires a large sample size, multivariate normal distribution, 

hypothetical models, and scaling of the observed variables (Byrne, 2009). The 

full-information maximum likelihood (FIML) estimation procedure evaluates the fit 

of the factor model while including data for cases with complete and partial data on 

the measured variables (Byrne, 2009; Hair, et al., 2010; Reisinger & Mavondo, 2006; 

Russell, 2002), particularly for multivariate normality and continuously measured 

variables (Byrne, 2009; Reisinger & Mavondo, 2006).  

 

3.4 Reliability and Validity  

In a research’s methodology, a relatively large number of participants and the use of 

computers for data analysis may be necessary to ensure the reliability and validity of 

the results in a quantitative approach (Veal, 2006). The criteria that will be used and 

followed in the current study are reliability and validity. Results that are low in 

reliability and validity are questionable and contain high levels of error (Bollen, 1989). 
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This section demonstrates how these methods were addressed in this research. 

 

3.4.1 Reliability for Likert Scales  

Reliability is a measure of how well measurement errors are minimised over time or 

how well a scale will accurately reflect the constructs intended over time; hence, it is 

the opposite of measurement error (Hair, et al., 2010). Error in the results shows the 

extent of measures or items meaning they do not measure the same factor.  The 

reliability coefficient that assesses the consistency of a cluster of items, with 

Cronbach’s alpha being the most widely used measure. For example, several internal 

marketing studies used this method to examine the measure of internal marketing (for 

example Chang & Chang, 2008; Peltier, et al., 2006). The generally agreed upon 

lower limit for Cronbach’s Alpha is 0.70 (Pallant, 2005), although it may decrease to 

0.60 in exploratory research (Robinson, Shaver, & Wrightsman, 1991) (see Table 12). 

Moreover, an item-to-total correlation value less than 0.30 indicates that the 

corresponding item does not correlate very well with the scale overall and can be 

considered for deletion (Churchill, 1979). All items were assessed to ensure items 

with cross loadings above 0.40 were deleted (Sok & O'Cass, 2002). 

 

While Cronbach’s alpha tends to be used in preliminary analyses, composite 

reliability is frequently used to assess whether a dataset adequately fits the proposed 

model. Composite reliability is similar to coefficient alpha (Cronbach’s alpha), and 

has been recommended for structural equation modelling (Fornell & Larcker, 1981). 

However, coefficient alpha has several limitations. For example, coefficient alpha 

wrongly assumes that all items contribute equally to reliability (Bollen, 1989). A 

better choice is composite reliability, which draws on the standardised loadings and 

measurement error for each item. A popular rule of thumb is that 0.70 is an acceptable 
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threshold for composite reliability, with each indicator reliability above 0.50 (Fornell 

& Larcker, 1981). Secondly, the squared multiple correlation, was examined in this 

research for each observed variable. Squared multiple correlation is simply the square 

of the indicator’s standardised loading. The squared multiple correlation of an 

observed variable should exceed 0.50 (Holmes-Smith, 2011). 

 

Reliability measurement was performed in the current study by analysing Cronbach’s 

alpha, squared multiple correlation and composite reliability. The summated scale 

should be analysed for reliability to ensure its appropriateness before proceeding to an 

assessment of its validity.  

 

3.4.2 Validity for Likert Scales 

Following the reliability analysis, validity was examined. Validity is a measure of how 

a scale conforms to its conceptual definition, which involves understanding whether 

the scale meets the necessary levels of reliability and uni-dimensionality (Hair, et al., 

2010). Therefore, when research is highly valid, the results are deemed to have 

occurred by the means reported in the research and no error (Zikmund & Babin, 2010). 

A measure may be reliable but not accurate (valid). Alternatively, a measure may be 

accurate (valid) but not reliable. For example, while there are many reliable tests of 

specific ability, such as job performance, not all of them would be valid for predicting. 

The validity of constructs should be considered as a condition for theory development 

and testing. In terms of this research, validity is the ability of the measure to measure 

the dimension of internal marketing practice, and not measure something else, namely 

another alternate dimension of internal marketing practice. 
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The content of scales appears to be adequate in a sample that could be asked and 

which reflects the attribute of the construct. Content validity is concerned with how 

well this sample represents the population of total items of the construct (Hair, et al., 

2010; Zikmund & Babin, 2010). Constructs also should have content validity which 

must be established prior to any theoretical testing when using CFA performed in 

Study 1. Construct validity refers to the ability of a measure to provide empirical 

evidence consistent with a theory base on the concepts of related hypotheses (Hinkin, 

1995; Raubenheimer, 2004). It is established during statistical analysis of the data. If 

the measures are not correlated it is probable that they are not measuring the same 

construct and thus the ability of the results to be generalisable is in jeopardy 

(Nunnally & Bernstein, 1994). When analysing by CFA, standardised loading 

estimates should be 0.50 or higher, and ideally 0.70 or higher to indicate adequate 

convergence or internal consistency (Hair, et al., 2010).  

 

There are two assessments of construct validity; namely discriminant validity which 

captures the uniqueness of the measure and convergent validity which seeks to 

understand whether measures are equivalent (e.g. measuring the same thing) 

(Anderson & Gerbing, 1988; Nunnally & Bernstein, 1994). Discriminant validity is 

established when, based on theory, two variables are predicted to be uncorrelated, and 

the scores obtained by measuring them are indeed empirically found to be so. 

Convergent validity is established when the score obtained with two different 

instruments measuring the same concept are highly correlated. The Average Variance 

Extracted (AVE) is a suggested criterion of convergent validity (Fornell & Larcker, 

1981). Higher AVE occurs when indicators are truly representative of the latent 

construct. The AVE value should exceed 0.50 for a valid construct (Fornell & Larcker, 

1981). In the case or newly developed scales reliability is found to be within the 
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recommended range of acceptability at a slightly lower range (≥ 0.45) (Netemeyer, 

Bearden, & Sharma, 2003) (see Table 12). 

 

Table 12: Criteria of Reliability and Validity 

Indices  Criteria 

Cronbach’s alpha 

 

≥ 0.70 (Pallant, 2005) 

≥ 0.60 (Robinson, et al., 1991) * in exploratory research 

Construct (or composite) 

reliability 

≥ 0.70 (Hair, et al., 2010) 

≥ 0.60 (Bagozzi & Yi, 1988) 

≥ 0.50 (Fornell & Larcker, 1981) 

Factor loading ≥ 0.50 (Hair, et al., 2010) 

0.50 ~ 0.90 (Bagozzi & Yi, 1988) 

AVE 

(for convergent validity) 

≥ 0.50 (Bagozzi & Yi, 1988; Fornell & Larcker, 1981) 

≥ 0.45 (Netemeyer, et al., 2003) * newly developed scales 

AVE for two factors 

(for discriminant validity) 

> the square of the correlation between the two factors 

(Hair, et al., 2010; Hatcher, 1994) 

 

3.4.3 Reliability and Validity Assessment for the Cultural Difference Score 

Suggested by Malgady and Colon-Malgady (1991), it is widely acknowledged that the 

reliability of the component scores on which the difference is computed by both 

correlation and reliability analysis. The generally agreed upon level for Cronbach’s 

alpha is above 0.70 (Malgady & Colon-Malgady, 1991). When the reliabilities of the 

difference scores are marginally acceptable, correlation analysis should be considered. 

The two components of the scores should be uncorrelated. For example, cultural 

congruence in the current study has two different scores (i.e. forced-choice and Likert 

scale). On the other hand, if the reliabilities of the different scores are not adequate, 

the correlation analysis is more likely to aid (Costantino, et al., 2009; Malgady & 

Colon-Malgady, 1991). A pattern of convergent and divergent correlations with other 

indicators support the validity of the difference scores (Costantino, et al., 2009). As 
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well, none of the correlations should be between other indicators and these two 

different scores. 

 

3.4.4 Constructing a Reliable and Valid Online Questionnaire 

Survey research is heavily reliant on the voluntary cooperation of respondents so it is 

necessary to design an optimal questionnaire. Firstly, an introduction in the survey can 

encourage people to complete the questionnaire by explaining the purpose of the 

survey and seeking the respondents’ assistance. A good introduction can increase the 

response rate and enhance the reliability and validity of the survey (Sok & O'Cass, 

2002). Secondly, Likert scales are likely to collect perceptions which involve a set of 

attitude statements along a 5-point scale, ranging from “strongly disagree” to 

“strongly agree” (Burns, 2000). In this research, five-point Likert scales questions 

were used, asking respondents to indicate their attitudes or perceptions about internal 

marketing practice and employee satisfaction. Likert scales are still the most widely 

used scale in survey research because the responses can be quantified to enhance the 

validity and reliability of the measurement (Burns, 2000).  

 

Research also needs to address six issues, namely the actual scale items, the scale and 

instrument length, item selection and analysis, and sample, to construct an instrument 

that maximises content validity (Nunnally & Bernstein, 1994). Moreover, reliability 

can be achieved through minimising systematic bias. Reducing random bias can be 

achieved through clarity of instructions, consistency of data collection process and 

removal of subjective scoring (Nunnally & Bernstein, 1994).  
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The length of the instrument needs to contain enough items to ensure validity yet not 

too many as to result in respondent fatigue (Hair, et al., 2010). The number of items 

required depends in part on the scales level of internal consistency and validity. If the 

scales have been used before, and are deemed high in internal consistency, then fewer 

items are required (Nunnally & Bernstein, 1994). Moreover, fewer items are required 

to obtain a high degree of reliability as the more heterogeneous the population the 

fewer number of items needed (Nunnally & Bernstein, 1994). Overall, however, a 

higher number of items will have greater reliability (Hair, et al., 2010). The final 

condition of constructing a reliable and valid online questionnaire is 

uni-dimensionality, because items cannot be said to be a valid measure of the latent 

construct without uni-dimensionality. 

 

3.4.5 Translation Processes 

Cross-national research is plagued by many problems (for example D'Agruma & 

Hardy, 1997; Sleezer & Swanson, 1992; Van de Vijver & Leung, 2000). In fact, the 

researcher usually encounters participants with different native languages. When 

confronted with a linguistically and culturally diverse participant base, the 

questionnaire should be translated into as many languages as necessary (Harzing, 

2005; Harzing et al., 2005). The translation method was thus employed in this 

research as Australian and Taiwanese employees were the major subject for this 

research.  

 

However, there are different meanings of the same measure as translation bias will 

easily exist to mislead readers. Pena (2007) states that all linguistic forms differ 

resulting in mixed or same meanings. To ensure consistency between the surveys a 

native Chinese speaker with an understanding of English created and reviewed the 
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translation to ensure questionnaire accuracy for this study (Pena, 2007; Van de Vijver 

& Tanzer, 2004). In this study, the linguistic quality of the administrator (i.e. the 

author) and a pilot-test study were used to minimise any translation bias. The next 

section, in turn, will address the steps of the pilot-test study in this research. 

 

3.4.6 Pilot-testing 

Pilot-testing is an important part of survey construction (Dillman, 1987). This was 

done by issuing the survey to identify ambiguous questions and errors, and suggest 

improvements to the survey. Participants were invited to complete the survey and to 

make any comments on survey improvement. The researcher timed the completion, 

and noted any comments made. 

 

An early version of the instrument was pilot-tested using a convenience sample on 6
th

 

September 2011. Participants were invited to complete the survey via email and to 

make any comments on survey improvement. The researcher timed the completion, 

and noted any comments made. All items were presented in the form of 5-point Likert 

scales anchored by strongly disagree (1) to strongly agree (5). 

 

The pilot study identified typographical errors and double meaning. This resulted in 

the refinement of the instrument and assisted to improve reliability of the translated 

Traditional Chinese version. Although the questionnaires were translated to Chinese, 

the written language can vary in different regions. Some comments from Chinese 

speakers helped the Chinese version to be changed in a way that Chinese words had 

the same meaning for all Taiwanese respondents, such as the name of job positions 

and the name of degrees. The process confirmed that Taiwanese participants read the 

Chinese version without any misunderstanding. Finally, some comments corrected the 
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typing and spelling errors in both the English and Traditional Chinese surveys. The 

online survey was offered to all respondents in Australia in both an English and 

Chinese version of survey (see Appendix G and H) allowing respondents to complete 

the survey in the language of their choice. 

 

3.5 Research Design 

Unit of analysis, time horizon, sample size and data collection methods used in this 

research, are subsequently discussed. The current study aims to conduct hypothesis 

testing (Figure 7). 

 

Figure 7: Research design 

 

Adapted from Sekaran (2003) 

 

3.5.1 Unit of Analysis 

It is significant to decide on the unit of analysis since this will determine or guide the 

data collection methods, sample size, and even the variables included in the 

framework (Sekaran, 2003). In terms of the unit of analysis, this research was at the 

individual level. In other words, the major entity to be analysed was employees. 

Employees were to be analysed in both the higher education service and tourism and 

hospitality sectors. Data collected from the target respondents were thus treated as an 
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individual data source. 

 

3.5.2 Time Horizon 

As far as time horizon is concerned, research can be divided into two categories: 

cross-sectional and longitudinal studies (Jenning, 2001). A cross-sectional study is 

carried out when subsets of a population are observed and data are gathered at a single 

point in time to answer the research questions. In contrast, a longitudinal study occurs 

when researchers study some phenomena over a period of time so as to observe 

changes that occur over time (Dörnyei & Csizér, 2005; Grönroos, 1983). For the 

current study, although it took several months to collect the data, it still belonged to 

the cross-sectional category in that it did not involve data comparison over several 

time periods.  

 

3.5.3 Sample Size 

Regarding sample size, a sample well over 200 is adequate for analysing data with 

small to medium SEM (Kline, 2004; Loehlin, 1992; Ullman, 2001). There is a lack of 

consensus on absolute standards about the relation between sample size and model 

complexity (Hair, et al., 2010). Kline (2004) proposed a 10:1 ratio recommendation, 

indicating the ratio of the number of cases to the number of free parameters. That is, a 

path model with 10 free parameters should have a minimum sample size of 100 cases. 

On the other hand, other researchers have suggested 5 cases per estimated parameter 

(Bentler & Chou, 1987) or 15 cases per measured variable (Stevens, 1996).  
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Hair et al. (2010) argued that five factors influence the determination of minimum 

sample size for SEM: multivariate distribution of the data, estimation technique, 

model complexity, amount of missing data, and amount of average error variance 

among the reflective indicators. That is, one has to have a larger sample size than 

usually recommended, especially when data are non-normal and/or more than 10 per 

cent missing data is expected. Also, a 150 to 400 sample size has been recommended 

to obtain valid results when using maximum likelihood estimation (Byrne, 2009; Hair, 

et al., 2010; Russell, 2002).  

 

With considerable support from several authors (Bentler & Chou, 1987; Byrne, 2009; 

Hair, et al., 2010), a sample of 205 valid data in Study 1, and a sample of 458 valid 

data in Study 2 were obtained in this research. The research hypotheses were tested 

using a sample of service organisations located in Australia. Study 1 used a 

convenience sample which was taken from one higher education institution. In 

addition, the target population for Study 2 were participants who were currently 

employed and/or have worked in the tourism and hospitality industry in Australia. The 

purpose of Study 1 was to develop a reliable internal marketing practice scale that 

would later be validated in Study 2. Furthermore, the intention of Study 2 was to 

understand internal marketing in the tourism and hospitality industry. The participant 

needed previous or current working experience in tourism.  

 

 

 

 

 

 



70 
 

Study 1 was conducted from September to October, 2010. Once the online survey was 

deployed, a total of 770 e-mail invitations were sent out to ensure an appropriate 

sample size (n=180 and more). Internal marketing measures were assessed using a 

5-point Likert scale ranging from strongly disagree (1) to strongly agree (5) for the 

sample of Study 1. Following completion of Study 1, Study 2 was conducted over a 3 

month period from December, 2011 to February, 2012. A total of 2,800 e-mail 

invitations were sent out with the aim of obtaining the appropriate sample size (n=400 

or more).  

 

3.5.4 Data Collection 

This section discusses the data collection procedures and the expected response rates. 

Additionally it outlines the demographic characteristics of the sample. 

 

3.5.4.1 Selection of Sample 

This research was conducted in two service contexts (i.e. the higher education service 

sector and the tourism and hospitality sector) in order to examine internal marketing 

practice. As outlined in Chapter 1, services are an important sector in the Australian 

economy and higher education and tourism are dominant service industries in 

Australia. Therefore, these two service sectors were chosen as the base for the current 

study.   
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3.5.4.1 Response Rate for Stage One – Higher Education 

Convenience sampling is frequently used in marketing research (e.g. Azizi, et al., 

2012; Huang & Rundle-Thiele, 2012). Due to cost and time limitations, Study 1 was 

conducted based on convenient sampling. Mailing lists were provided by the human 

resource department of one higher education institution in Australia. No empirical 

research has analysed, the complex multi-dimensional nature of critical factors as 

occurred in Study 1. In short, Study 1 examined the dimensions of internal marketing 

practice. To avoid respondent fatigue in an online survey environment, additional 

measures such as demographics were not collected as these measures were beyond the 

scope of the study. In total, 770 email invitations were sent to service workers to 

participate in Study 1. Out of the 770, a total of 205 completed questionnaires were 

returned and this represented a 26.6% response rate. 

 

An email message was sent to the sample, requesting that they complete an online 

questionnaire. One month later, a reminder message was sent. No incentives were 

offered. While offering an incentive may have increased the response rate, it was 

believed that offering an incentive would also attract respondents who were primarily 

interested in the incentive; would hurry through the questionnaire without reading 

questions and thinking about their answers, thus reducing the quality of the feedback. 

 

3.5.4.2 Response Rate for Stage Two – Tourism and Hospitality  

Mailing lists were purchased from the Prospect Shop in Australia for Study 2. A total 

of 2,800 people were emailed an invitation to participate in Study 2, and 121 surveys 

were returned undelivered. A total of 388 completed questionnaires were returned of 

which 12 did not have tourism and hospitality work experience, and 7 did not fit the 

research target group of this study. It was anticipated that the high percentage of 
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turnover in the tourism and hospitality industry would not be an exclusionary 

condition. Reminder emails were mailed one month after the first mailing. Several 

people sent emails to express having left the tourism and hospitality industry long ago 

and therefore they had no intention of answering the survey (refused to participate). 

Furthermore, 11 participants answered same options (i.e. neutral option) too often 

(80%). The useable response rate was 13.8 % (369 out of 2,668). To extend the 

sample to meet sample size recommendations for data analysis this study was 

extended. Intercept surveys were undertaken to ensure a quota was met for Study 2. 

The intercept survey yielded a total of 89 responses at a 100 per cent response rate to 

reach the targeted sample size (n=400). The final sample consisted of 220 Australian 

and 238 Taiwanese participants, a level that was deemed appropriate for data analysis.  

 

Table 13: Sample summary 

 Study 1 Study 2 

 Online Online Intercept 

Surveys mailed 770 2,800 89 

Total surveys returned 215 388 89 

Response rate 27.9% 14.5% 100% 

Effective response rate 26.6% 13.8% 100% 

Complete questionnaires 205 369 89 

 

In this research, the effective response size was 205 in Study 1 and 458 effective 

responses in Study 2 (see Table 13). Given two different formats of survey were 

employed in Study 2, the technique of comparing early and late respondents was used 

to examine any potential sources of bias. Comparing waves of online and intercept 
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survey on a range of demographic characteristics (see Armstrong & Overton, 1977 for 

a discussion of this technique) revealed no significant differences (p > 0.05), 

suggesting that different surveying methods were unlikely to be a problem. 

 

3.6 Items Development for Scale  

A range of issues surrounds the development of measures in research. The scales in 

the survey were derived from existing internal marketing and cultural congruence 

research. However, most measures had been used in different contexts and countries 

and required testing to ensure they were appropriate for use in the Australian service 

contexts. Items were modified to fit the study context. For example, the issue of no 

universal internal marketing measure and translation bias caused some modification 

of measures. Moreover, the cultural congruence (CC) index was designed for 

customers focused on a health care study (Costantino, et al., 2009). However, this 

research collected employee opinions and perceptions, and the CC index had to be 

modified accordingly. Consideration must be given to the types of scales to be used, 

the number of scale points to be used for each scale item, the difference of word 

meaning between English and Traditional Chinese, and finally the number of scales to 

be used for each dimension. 

 

Two types of scales were used: Likert and forced-choice scales. These were selected, 

as they were the scale types used previously in internal marketing literature. Likert 

scales are ordinal scales containing a set of objects from least to most of a particular 

attribute (Nunnally & Bernstein, 1994). Viswanathan et al. (2004) recommends the 

use of 3 point scales with categories of low, medium and high rather than the 5 or 

7-point scales that are commonly used in marketing research. Dolnicar and Grun 

(2012) suggest that 7-point Likert scales take the longest time to complete. Further, it 
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is difficult to find equivalent 7-point and 10-point scales in Chinese that preserve a 

similar meaning of ordering for all Taiwanese subjects (Tanzer, Gittler, & Sim, 1994). 

Furthermore, it is difficult to examine cultural differences via 10-point Likert scales 

(Tanzer, et al., 1994). This research will follow these recommendations and will adopt 

5-point scale categories. In the internal marketing practice and employee satisfaction 

Likert scales in this section, the scale anchors were strongly disagree (1) to strongly 

agree (5). Furthermore, the Likert scales used in the cultural congruence section were 

not very important (1) to very important (5).  

 

Forced-choice scales, contrasted with Likert-type scales, force participants to choose 

one of a finite number of options (Dolnicar & Grun, 2012). The use of the 

forced-choice scales on which relevant concepts and/or issues are placed on opposing 

poles, has modifying effects on participants’ responses (Bernardin, 1987). In the 

forced-choice scales, the objects were yes and no, in order to realise which areas of 

cultural competence were provided to participants.  

 

3.6.1 Internal Marketing Practice Measure 

A useful starting point of generating survey-based internal marketing practice 

measures is in previous studies. An example demonstrates that, as shown in Table 14, 

a wide range of internal marketing practice measures have been inconsistently applied 

across different internal marketing studies. All of the original items are displayed in 

Appendix C. 
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Table 14: An example of internal marketing measure modified into this research 

Original 

Item 

1. Supervisors clearly state what their expectations are of others (Bearden & Niemeyer, 

1999). 

2. I receive enough feedback from my supervisor on how well I am doing (Bearden & 

Niemeyer, 1999). 

3. My supervisor clearly states his/her expectations of me (Bearden & Niemeyer, 1999). 

4. My supervisor does a good job of sharing information (Bearden & Niemeyer, 1999; 

Naudé et al., 2003; Tsai &Tang, 2008). 

5. Weak communication is between department and employees (Barnes et al., 2004; Lings 

& Greenley, 2005; Peltier & Scovotti, 2005). 

6. Employees can reach manager easily (Karasa et al., 2007; Chang & Chang, 2008). 

7. I have a solid understanding of the ways the organisation evaluates my work performance 

(Lings & Greenley, 2005; Karasa et al., 2007; Chang & Chang, 2008). 

Adapted 

Item 

Employees at all levels understand the direction and key priorities of my organisation. 

 

In regards to determining an appropriate number of items, there must be a balance 

between adequate domain sampling and parsimony in order to obtain content and 

construct validity (Cronbach & Meehl, 1955). Measures with too few scale items may 

lack content and construct validity, internal consistency and test-retest reliability 

(Kenny, 1979). Scales with too many items may lead to responder fatigue and 

response bias (Anastasi, 1976). Very long scales can tap into another domain 

(Creswell, et al., 2007). Hence, the original items were modified to adapt for this 

research. 

 

The process of the scale development followed four steps. Firstly, the results from two 

previous studies conducted by the author suggest further examination of internal 

marketing measures was warranted (Huang & Rundle-Thiele, 2012; Huang, et al., 

2010). Moreover, some items in the current research were modified as the similar 

concept from the original items (see Table 14). The final step is that one item of each 
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dimension has been created to understand what organisations have done with regards 

to internal marketing practice (e.g. internal communication item 2 in Table 15). The 

18 scale items are finally presented in Table 15. 

 

Table 15: Internal marketing practice item pool 

No. Item 

 Internal communication 

1 My organisation communicates a clear brand image to me. 

2 There is an internal communication program for all employees in my organisation. 

3 All communication materials reflect a consistent style in my organisation. 

4 Employees at all levels understand the direction and key priorities of my organisation. 

5 In my organisation, communications are appropriate. 

6 Messages that I receive are aligned with business wide communication. 

 Training 

7 My organisation focuses efforts on training employees. 

8 My organisation provided an orientation program for me. 

9 The training in my organisation has enabled me to do my job well. 

10 My organisation teaches me why I should do things. 

11 Skill and knowledge development happens as an ongoing process in my organisation. 

12 My organisation provides support to develop my communication skills in order to achieve 

organisational goals. 

 Internal market research 

13 My organisation gathers employee feedback. 

14 My organisation regularly seeks employee suggestions. 

15 My organisation collects data on employee complaints. 

16 My organisation does a lot of internal marketing research. 

17 My organisation talks with me to identify issues that I may have. 

18 My organisation surveys employees at least once a year to assess the quality of employment. 
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3.6.2 Employee Satisfaction Measure 

Measures concerned with employee satisfaction were sourced from Bearden and 

Netemeyer (1999) and King and Grace (2010). Each construct in the instrument had 

multiple items with between 3 and 10 items for each dimension, thus satisfying these 

criteria. Indeed, three indicators for each dimension are preferably required to perform 

reliability checks (Hair, et al., 2010). A six-item measure was therefore used in this 

study (see Table 16). As mentioned previously, the employee satisfaction dimension 

was measured on a 5-point Likert scale. 

 

Table 16: Comparing the original ES measures in literature and revised measures in this study 

Item Literature This study 

1 

2 

3 

There is enough freedom to do what I want in my work. 

I am satisfied with the variety of activities my work offers. 

I am satisfied with the opportunities my work provides to interact with others. 

From Bearden and Netemeyer (1999) 

Same 

4. 

5. 

 

6. 

 

I am satisfied with my overall job. 

I would not consider leaving my current job should another job opportunity be presented 

to me. 

I do not enjoy my job. 

From King and Grace (2010) 

Same 
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3.6.3 Cultural Congruence Measure 

Established scales were not available for cultural congruence in marketing studies. 

Truong et al. (2012) state that there is not a standard measure of cultural congruence.  

Hence, employee perceptions about the culture competence offered by their 

organisations (OCC) were measured through 11 relevant items selected and adapted 

from Costantino et al.’s (2009) cultural competence (i.e. the first section of the 

cultural congruence index). The CC Index has two sections, namely the Cultural 

Competencies Component and Cultural Importance Component, with Likert scales 

and forced-choice measures. This study modified the scale as sub-questions in 

question 1 had a double meaning in each question. Question 1 was modified to four 

questions to fit this research context. Of these, 6 cultural competencies questions in 

the component were rated by nominal scales (yes/no), following the procedure used in 

Constantino et al. (2009) (see Table 17).  
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Table 17: Items Composing the Cultural Competencies Component of the Cultural Congruence Index 

Constantino et al. (2009) measure Items Comprising the Cultural Competencies Component of the Cultural 

Congruence Index 

1. Does your institution/ agency do any of the following? 

  a. Hire racially, culturally, and/or linguistically diverse staff appropriate to the 

population served? 

  b. Hire racially, culturally, and/or linguistically diverse staff in leadership positions 

appropriate to the population served? 

  c. Use lingual and/or visual signage at the study site appropriate to the population 

served? 

  d. Exhibit cultural artwork and/or reading material in waiting rooms appropriate to the 

population served? 

1. Does your employer hire culturally diverse staff?  

2. Does your employer hire culturally diverse leaders? 

3. Does your employer use different language signage for you? 

4. Does your employer put different language reading materials in common 

areas for you? 

 

2. Does the site use ethnic-specific media to perform outreach appropriate to its 

population mix? What methods do you use? 

  a. Television     e. Churches/ places of worship 

  b. Video        f. Supermarket flyers 

  c. Radio        g. Word of mouth 

  d. Newspaper    h. Other 

5. Does your employer use culture-specific communication channels? 

a. Television     e. E-mails 

b. Video        f. Newsletter 

c. Radio        g. Notice broad 

d. Newspaper    h. Other 

3. Does your institution agency encourage attendance at workshops/ training in cultural 

competence? 

6. Does your employer encourage attendance at training in cultural 

competencies? 

Note. Responses were coded as 0 (no) and 1 (yes).                                                     Note. Responses were coded as 0 (no) and 1 (yes). 
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The second component of the CC index was also derived from the Costantino et al. 

(2009) study. The original CC index in the literature asked patients about the 

importance of health care providers. Question 5, thus was not appropriate in this 

research context and was therefore deleted. In the section of the importance of culture 

competence component, employee participants were asked about five cultural 

dimensions they perceived as important characteristics about the cultural feature of 

their supervisor. The cultural competence component includes language, ethnicity, 

gender, age and culture. These items were rated on a 5-point Likert scale with 

responses ranging from not very important (1) to very important (5) (see Table 18). 

 

A number of demographic questions were also included in the instrument of Study 2 

in order to help classify the responses. Information collected covered a broad range of 

variables, including demographic factors, gender, age, marital status, education level, 

place born and living location, nationality, ethnicity, organisation type, department 

type, and number of years of work experience.  
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Table 18: Items Composing the Employee Importance of Culture Competencies Component of the Cultural Congruence Index 

Constantino et al. (2009) measure Items Composing the Employee Importance of Culture 

Competence Component of the Cultural Congruence Index 

In the treatment of mental health problems, how important is it for your health care provider to … … In your organisation, how important is it for your supervisor to …  

1. Speak your native language? 1. Speak your native language? 

2. Belong to the same racial group? 2. Belong to the same racial group? 

3. Be of the same gender as you? 3. Be of the same gender as you? 

4. Be of the same age as you? 4. Be of the same age as you? 

5. Be open to different treatments such as acupuncture, massage, spiritualism, nutritional 

supplements, and so forth? 

Delete 

6. Understand your culture? 5. Understand your culture? 

Note. Responses scale was 1 (very not important) to 5 (very important). Note. Responses scale was 1 (very not important) to 5 (very important). 
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3.7 Preparing Data 

Item transformation and data cleaning were undertaken prior to data analysis. This 

section will discuss the approach of preparing data.  

 

3.7.1 Item Transformation 

The purpose of this research was to assess cultural congruence using the measures 

adapted from the Costantino et al. (2009) study. Hence, this research follows the 

method employed in the Costantino et al. (2009) study. The cultural competence 

component (OCC) of the CC index was based on the 13-item checklist (see Table 17). 

The resulting cultural competence score ranged from 0 to 13 across participants. In 

turn, the second component (ECN) of the CC index (see Table 18) were rated on a 

5-point scale, and participant summary scores of cultural importance spanned the full 

range from 5 to 25.  

 

Since the two components of CC were measured in different metrics, they were each 

converted into standardised z-score for comparison. Most importantly, the 

standardised z-score is useful in comparing variables with very different observed 

units of measurement (Costantino, et al., 2009; Larsen & Marx, 2000). The term 

structure is completely determined by calculating the z-score, which requires the 

population mean and the population standard deviation. The z-score is negative when 

the raw score is below the mean and positive when the raw score is above the mean. 

In the Costantino et al. (2009) model it is assumed that z is calculated based on the 

formula:  

z =  
𝑥 − μ

σ
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Where μ is the mean of the population, and σ is the standard deviation of the 

population. The formula calculates the offer cultural competence component (OCC) 

using the mean and standard deviation for all participants. As well, it calculates the 

employee importance of cultural competence component (ECN) using the mean and 

standard deviation for all participants. A better way of understanding the distance of 

culture competence provided (OCC) and employee importance of culture (ECN) is the 

result of z-score of the offered cultural competence component and the employee 

importance of cultural competence component. Finally set: 

 

The CC index = z ECN – z OCC 

 

Hence, a score behind the standardised z-score means the existence of low cultural 

congruence. Negative CC values indicate the extent to which an employee’s cultural 

needs are not satisfied by the organisation; near zero values indicate a relatively good 

fit, while positive values suggest that the organisation has more cultural competencies 

than is required for a particular employee. 

 

3.7.2 Data Cleaning 

Most evaluation studies attribute a lack of precision to these sample specific 

efficiency estimation methods (Hellemans, Mortier, Paepe, Speleman, & 

Vandesompele, 2007). Furthermore, the ease of use and high sensitivity, specificity 

and accuracy of data has resulted in an accurate and reliable result to be analysed. 

Hence, the method of data cleaning is a significant step to aim at ensuring accurate 

and precise quantification. Data cleaning also differs from data validation in that 

validation almost invariably means data is rejected from the system at entry and is 

performed at entry time, rather than on batches of data. As well, data cleaning is the 

http://en.wikipedia.org/wiki/Mean
http://en.wikipedia.org/wiki/Standard_deviation
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process of extracting cluttered data from unorganised documents and turning them 

into clean, usable documents in a fraction of the time, involving removing 

typographical errors or validating and correcting values against a known list of 

entities (Hellemans, et al., 2007). 

 

Large amounts of repeat answers can lead to a covariance or correlation matrix that is 

not positively definite in data analysis (Holmes-Smith, 2011). Tanzer et al. (1994) 

stated that Chinese participants prefer to answer the “neutral” option as they are shy 

and feel uneasy when expressing their opinions. Consequently, this may cause 

problems in this research. One solution to these problems of poor quality data is data 

cleaning. In Study 2, 11 participants repeatedly answered the same options which 

should be cleaned before performing data analysis. The detection and removal of 

anomalies is performed by a sequence of operations on the data to achieve an end 

product of high-quality data.  

 

3.8 Analysing Data 

This section discusses the methods used to analyse the data which was analysed with 

standard statistical software programs. In order to identify the possible gap between 

employee needs and satisfaction, two main data analysis methods were involved: one 

was CFA, and the other was multi-group analysis. In addition, statistical analysis 

software (SPSS, Statistical Package for the Social Sciences, version 19.0) generated 

the factor analyses, descriptive statistics, correlation coefficients, and summary 

statistics and (AMOS, The Analysis of Moment Structures, version 19.0) were used 

for SEM, CFA and multi-group analysis. 
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3.8.1 Structural Equation Modelling 

Structural equation modelling (SEM) is a popular research tool in marketing. For 

example, 20 out of 40 analytical articles from the past six issues (from issue one to six 

of volume 38) of the Journal of the Academy of Marketing Science used SEM. 

Another example is 19 out of 42 analytical articles from the past eight issues (from 

issue one to eight of volume 27) of Journal of Tourism and Travel Marketing used 

SEM. SEM is appropriate for measuring latent constructs. Latent constructs are 

constructs that cannot be directly measured (Schumacker & Lomax, 1996). 

 

SEM subsumes other analytical techniques such as factor analysis, path analysis, and 

regression into one simultaneous assessment making it a powerful technique. Over the 

last thirty years with the contribution of various scholars, SEM has developed a 

variety of different fit indicators, and each indicator has its specific meaning, this 

mode can be assessed from different angles allowing researchers to avoid 

over-reliance on a single indicator as occurs in regression analysis (Goodhue, Lewis, 

& Thompson, 2006; Hu & Bentler, 1998; Iacobucci, 2010; Marsh, Balla, & 

McDonald, 1988; McDonald, 1996). Further, structural equation modelling has 

provided a method of controlling for common method variance (CMV) following the 

technique described in Podsakoff et al. (2003) study. 

 

Firstly, confirmatory factor analysis (CFA) examines and determines the factor 

structure of the dataset. The objective of CFA is to test whether the data fits a 

hypothesised measurement model. This hypothesised model is based on previous 

analytic research and/or theory. For example, the purpose of this research was to 

investigate and confirm the scope of internal marketing practice linked through 

examining three dimensions. More specifically, CFA focuses solely on how the 
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observed variables are linked to their underlying latent factors, and simultaneously 

examines the strength of the regression paths from the factors to the observed 

variables (the factor loadings) (Byrne, 2009). There is no need to do exploratory 

factor analysis (EFA) if the study has CFA to examine the model (Byrne, 2009; Hair, 

et al., 2010). 

 

Common tests for comparing means are the t-test and one-way ANOVA analysis (Hair, 

et al., 2010). Multi-group tests can be done in a similar way, through multiple 

two-group tests where conditions (i.e., groups) are compared pair by pair. Such tests 

have a number of advantages over a standard t-test or a one-way ANOVA test. For 

example, it allows for the use of latent variables (LVs) as dependent variables which 

do not require that the dependent variables be normally distributed (Byrne, 2009). 

Multi-group moderation also is a special form of moderation in which a dataset is split 

along values of a categorical variable, and then a given model is tested with each set 

of data. Using cultural congruence to be an example, the model is tested for the low 

and high level of cultural congruence groups separately. The use of multi-group 

moderation is to determine if relationships hypothesised in a model will differ based 

on the value of the moderator. In this study, data analysis thus using SEM followed 

sequential steps to achieve the study objectives (see Figure 8). 
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Figure 8: SEM Sequential Steps 

 

 

An important issue in the developed model to be measured in SEM is specification 

error. This kind of error occurs when a key predictive variable is not included in the 

model (Byrne, 2009). For example, if cultural congruence was not a moderating effect 

in the model, the relationship between internal marketing and employee satisfaction 

may be significant through a direct relationship. This would lead to the inference that 

cultural congruence is an indirect predictor of the relationship between internal 

marketing and employee satisfaction. Therefore, the key variables should be searched 

out through the literature in the first step to minimise the risk of this error occurring.  

The second step, path diagram, involves visualisation of the developed model from 

the previous step. The path diagram construction illustrates graphically the 

relationships between the variables in the developed model. Path analysis permits 

1. Model conceptualisation 

2. Path diagram 
construction 

3. Model specification 

4. Model identification 

5. Parameter estimation 

6. Assessment of model fit 
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direct and indirect relationships between variables to be calculated and allows for 

correlation between the independent and dependent variables. The researcher can 

visualise the developed model using the AMOS program (Byrne, 2009).  

 

Model specification refers to the description of the hypotheses in the form of a series 

of equations, which allow researchers to define the model parameters to be estimated 

(Diamantopoulos & Siguaw, 2000; Kline, 2004). The structural model shows that 

each endogenous construct is the dependent variable in a separate equation predicted 

by other endogenous or exogenous variables in the model. Each equation has a 

structural coefficient and an error term estimated. Furthermore, the structural model 

illustrates the indicators associated with each construct as well as the correlations 

between constructs. In specifying the developed model, the construct is defined by 

indicators derived from the literature and/or earlier tests. The next step, model 

identification, is related to the parameters defined in the preceding step. This step 

determines whether the model is statistically identified. It is associated with whether a 

unique set of parameters are consistent with the collected data (Diamantopoulos & 

Siguaw, 2000; Kline, 2004). 

 

Parameters are estimated in the fifth step. Parameter estimation is calculated from the 

comparison between an implied covariance matrix and the observed covariance 

matrix drawn from the collected data (Diamantopoulos & Siguaw, 2000). The choice 

of appropriate parameter estimation techniques relies on the nature of the collected 

data (Reisinger & Mavondo, 2006). It is concerned with the patterns or relationships 

between constructs across all respondents (Hair, et al., 2010). Maximum likelihood 

(ML) estimation is the most commonly used method, particularly for normal data 

(Reisinger & Mavondo, 2006). It is recommended that a covariance matrix other than 
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a correlation matrix be used for analysis of data in SEM as the use of correlation 

matrices may lead to incorrect estimations of the standard errors (Hair, et al., 2010).  

 

Assessing goodness-of-fit is the final step of the analysis in SEM to assess the fit 

between the estimated model and the data. The model fit assessment allows a 

researcher to evaluate the quality of measurement and the goodness of the proposed 

model. Kline (2004) suggested that research using SEM should report at least the 

following set of fit indices: the model chi-square (χ2), the Steiger-Lind root mean 

square error of approximation (RMSEA) using a 90% confidence interval, the Bentler 

comparative fit index (CFI), and the standardised root mean square residual (SRMR). 

Similarly, Byrne (2009) recommended GFI (Goodness-of-fix index), CFI, and 

RMSEA. Hair et al. (2006) also stated that χ2, CFI, and RMSEA are often regarded as 

sufficient information to evaluate a model. NNFI (the Bentler-Bonett non-normed fit 

index), also called TLI (Tucker-Lewis index) indicates the index which is relatively 

independent of sample size (Marsh, et al., 1988). The root mean square residual 

(RMR) describes how well the model and the smaller of the RMR means the better 

model represented (Walsh, Dinnie, & Wiedmann, 2006). The following criteria of 

model fit indices were used in this study and their cut offs are summarised in Table 

19. 
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Table 19: Criteria of goodness-of-fit statistic 

Goodness-of-fit statistic Accept level 

Goodness-of-fix index  

(GFI) 

> 0.95 (Brown & Cudeck, 1993; Hu & Bentler, 1999) 

> 0.90 (Kyle, 2008) 

Tucker-Lewis index 

(TLI) 

> 0.95 (Brown & Cudeck, 1993; Hu & Bentler, 1999) 

> 0.90 (Kyle, 2008) 

the Bentler comparative fit index 

(CFI) 

> 0.95 (Brown & Cudeck, 1993; Hu & Bentler, 1999) 

> 0.90 (Kyle, 2008) 

The root mean square residual (RMR)  > 0.06 (Hu & Bentler, 1999) 

the Steiger-Lind root mean square 

error of approximation  

(RMSEA) 

< 0.08 = adequate 

< 0.05 = good 

 (Brown & Cudeck, 1993; Hu & Bentler, 1999) 

 

Although the chi-square index is frequently used, it is well known that this index is 

highly sensitive to sample size (Reisinger & Mavondo, 2006). Thus, significant 

p-values can be expected in case of large sample sizes even though the p-values 

indicate poor model fit (Hair, et al., 2010). Other goodness of fit indices have different 

acceptable levels: RMSEA (< 0.05 = good, < 0.08 = adequate), GFI, TLI and CFI (> 

0.95 = good) (Brown & Cudeck, 1993; Hu & Bentler, 1999). Hu and Bentler (1999) 

suggest that RMR should be less than 0.06. Thus, this study used the acceptable level 

for judging whether the proposed model fit the data (see Table 19). 

 

3.8.2 Test of Moderating Effect 

The moderating effect was assessed using the multi-group analysis within AMOS 19.0; 

cultural congruence was divided into two groups, namely the high and low group 

(Byrne, 2009). Baron and Kenny (1986) stated that the levels of the moderator are 

treated as different groups for the situational factors. High and low groups based on a 

median split were used for the cultural congruence factor. For the moderating variable, 

in turn, the internal marketing and employee satisfaction model was tested for high 
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and low groups using structural equation modelling.  

 

In order to investigate moderating effects, the current study followed the steps for 

examination of moderators as suggested by Byrne (2009). The two models associated 

with multi-analysis using SEM are to be constrained in terms of error variances 

explained by latent variables and path coefficients between latent variables across 

different groups. One model without constrained path coefficients and the other one 

with constraining path coefficients between high and low groups of cultural 

congruence are compared.  

 

To see if moderating effects were present, the difference between chi-square statistics 

was also computed to examine whether the structural model is invariant between the 

high and low groups. The appropriateness of the multiple group structural equation 

modelling analysis was determined using goodness-of-fit indices. The model fit was 

assessed using the Tucker-Lewis Index (TLI), Comparative Fit Index (CFI), and 

root-mean-square error of approximation (RMSEA) as recommended by Bollen and 

Long (1993). This analysis is designed to test the extent to which especially 

constructed confidence intervals surrounding the calculated correlations overlap 

(Hammersley & Gomm, 2004). The extent to which they overlap provides evidence 

about the magnitude of a potential moderator's influence. Such method behoved this 

study to explore if cultural congruence as a whole could exert a strong moderating 

effect and to what degree could differences between high and low cultural congruence 

interact with the path between internal marketing and employee satisfaction.  
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3.10 Research Ethics  

The collection of data from human subjects raises important ethical considerations 

that were considered in this research. The rapid growth of internet technology has also 

made online surveys a popular tool to collect data. This raises ethical issues and legal 

dimensions. According to the requirements of the Griffith University Human 

Research Ethics Committee (HREC), researchers at the Griffith University who 

intend to carry out research with human participants must apply for the approval of 

the HREC. Ethics approval was obtained on 13 April 2010 (Reference Number: 

MKT/05/10/HREC). Particular issues highlighted in the ethics application centred 

upon whether participants had work experience in the tourism and hospitality industry. 

A copy of the ethics certificate is included in Appendix D. This project was approved 

by the Griffith University Human Research Ethics Committee (HREC). 
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CHAPTER 4: Study One – Higher Education 

4.1 Introduction 

This chapter outlines the results of Study 1 which was conducted in a higher 

education service context to better understand the dimensionality of internal 

marketing practice. In the second year of the author’s dissertation, an initial was 

undertaken (see Huang, Rundle-Thiele, & King, 2010) involving a convenience 

sample of 100 Taiwanese using established internal marketing practice items (items 

sourced from Bearden & Netemeyer, 1999; Budlwar, et al., 2009; Peltier, Nill, & 

Schibrowsky, 2004; Punjaisri & Wilson, 2007) to empirically examine whether 

internal marketing practice items used in prior research would be reliable in a 

Taiwanese sample. This early study was reported at the Australian and New Zealand 

marketing Academy Conference in 2010 (see Appendix E). While overall reliability 

was found for 14 internal marketing measures (α = 0.89), reliability was not found at 

the dimension level, suggesting further examination of internal marketing measures 

was warranted to establish a reliable and valid measure of internal marketing that 

could be used in an Australian and Taiwanese setting.  Therefore, Study 1 was 

deemed necessary to understand whether internal marketing practice was a 

multidimensional concept comprised of three dimensions, namely internal 

communication, training, and internal market research. The internal marketing 

questionnaire instrument for Study 1 is included in Appendix F of this thesis.  
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4.2 Results 

4.2.1 The First Stage – Reliability Analysis 

A summary of the descriptive statistics at the item level is given in Table 20.  

 

Table 20: The results of descriptive analysis (n = 205) 

Items 

Mean  

(SD) 

% strongly 

agree & 

agree  

% strongly 

disagree & 

disagree 

N % N % 

Internal Communication   (α = 0.84)  

1 My organisation communicates a clear brand image to me. 3.5 (1.1) 113 55.2  38 18.5  

5 In my organisation, communications are appropriate. 3.3 (1.1) 102 49.8  46 22.4  

6 Messages that I receive are aligned with business wide 

communication. 

3.3 (0.9) 99 48.3  40 29.5  

2 There is an internal communication program for all 

employees in my organisation. 

3.2 (1.1) 90 43.9  60 29.1  

3 All communication materials reflect a consistent style in 

my organisation. 

3.2 (1.0) 92 44.9  57 27.8  

4 Employees at all levels understand the direction and key 

priorities of my organisation. 

3.0 (1.0) 77 37.5  72 35.1 

Training                (α= 0.86) 

5 Skill and knowledge development happens as an ongoing 

process in my organisation. 

3.6 (1.1) 141 68.8  31 15.1  

3 The training in my organisation has enabled me to do my 

job well. 

3.5 (1.1) 96 46.9  48 23.4  

1 My organisation focuses efforts on training employees. 3.5 (1.0) 117 57.1  43 42.0  

2 My organisation provided an orientation program for me. 3.4 (1.2) 115 56.1  53 25.9  

\

6 

My organisation provides support to develop my 

communication skills in order to achieve organisational 

goals. 

3.2 (1.1) 95 46.7  61 29.8  

4 My organisation teaches me why I should do things. 3.1 (1.1) 81 39.5  59 28.8  

Internal market research  (α= 0.87) 
1 My organisation gathers employee feedback. 3.1 (1.1) 90 43.9  60 29.2  

2 My organisation regularly seeks employee suggestions. 3.1 (1.2) 82 39.0  65 31.7  

3 My organisation collects data on employee complaints. 3.0 (1.0) 61 29.8  45 26.9  

5 My organisation talks with me to identify issues that I may 

have. 

2.9 (1.1) 62 30.3  77 37.6  

6 My organisation surveys employees at least once a year to 

assess the quality of employment. 

2.8 (1.1) 55 26.8  80 39.0  

4 My organisation does a lot of internal market research. 2.7 (1.0) 39 29.1  81 39.5  
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The mean of the respondent sample (n = 205) was relatively high for all items of 

internal communication and training. Over half (55.2%) of the participants agreed 

their organisation communicates a clear brand image (i.e. Internal Communication 

item 1). Moreover, the majority of participants (57.1%) agreed that they have 

adequate training from their organisation (i.e. Training item 1). However, the mean of 

all internal market research items were lower. The most commonly expressed, was 

that organisations did not provide sufficient internal market research (39.5%). The 

results of the descriptive analysis suggest that some internal communication and 

training has been provided by this organisation with a much lower emphasis on 

internal market research. 

 

Reliability Results 

As discussed in Chapter 3, reliability was first assessed using the Cronbach Alpha and 

inter-item reliability in SPSS 19.0. Cronbach’s Alpha means data was reliable only if 

the coefficient exceeded 0.70 (Hair, et al., 2010; Nunnally & Bernstein, 1994). The 

results in Table 19 demonstrate that the scales for the three dimensions of internal 

marketing practice are reliable (α = 0.84 ~ 0.87).  

 

Secondly, the item-to-total correlation in SPSS was used to assess reliability for the 

internal marketing items in the case of short scales having less than 10 items. The 

results in Table 21 demonstrate that the items for each dimension exceeded the 

thresholds of 0.30 for item-to-total correlation and this once again indicates that the 

items are reliable (Nunnally & Bernstein, 1994). A correlation value less than 0.30 

indicates that the corresponding item does not correlate very well with the scale overall 

(Churchill, 1979).  
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Table 21: Results of Corrected Item-to-Total Correlation  

Corrected Item-to-Total Correlation Item   

1 2 3 4 5 6 

Internal communication 0.56 0.55 0.62 0.65 0.68 0.65 

Training 0.64 0.60 0.71 0.65 0.67 0.69 

Internal market research 0.72 0.75 0.66 0.65 0.66 0.61 

 

Internal communication 

Of the six internal communication measures, all were above the 0.30 threshold for 

item-to-total correlation. Furthermore, the reliability coefficient for all six items was 

0.84. These figures demonstrate that the items are reliable measures of internal 

communication (Table 21). 

 

Training 

A total of six items measuring employees perceptions of training were tested in Study 

1. All items, as shown in Table 21, exhibit item-to-total correlations greater than the 

threshold of 0.30. The reliability coefficient for the six items was 0.86. Overall, the 

reliability analyses indicate the training scale is a reliable measure 

 

Internal market research 

A total of six items capturing employees perceptions of internal market research were 

tested in Study 1. As shown in Table 21 above, all the items display an item-to-total 

correlation greater than the threshold value of 0.30. Of the six internal market 

research measures, the reliability coefficient was 0.87. Thus, all six items are deemed 

reliable indicators of internal market research.  
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In summary, the scales for the three dimensions of internal communication, training 

and internal market research appeared to be reliable in a higher education context, as 

the reliabilities exceeded the required thresholds. The next step undertaken in the 

analysis was to specify the factor solution using a structural equation model 

confirmatory procedure. A good fit of the proposed three-factor model to the data using 

confirmatory factor analysis (CFA) provides support for the hypothesised factor 

structure (Brown & Cudeck, 1993). Hence, CFA was undertaken to further purify the 

internal marketing practice scale. 

 

4.2.2 The Second Stage – Confirmatory Factor Analysis 

Three one-factor congeneric models of internal communication, training and internal 

market research were first estimated separately using confirmatory factor analysis 

(CFA). The one-factor congeneric model can generate data and then test it with 

progressively more restricted models. CFA for all models were undertaken using 

maximum likelihood estimates. These estimates included loading of the observed 

variables on the latent constructs as well as path coefficients from the latent variable 

to the outcome variable (Byrne, 2009). 

 

Internal communication 

The congeneric model of internal communication was tested using CFA containing six 

items (see Figure 9). The resulting statistics were factor loadings higher than 0.5. The 

factor loadings ranged from 0.58 to 0.78. The CFA model of IC indicated an overall 

fit of χ2 = 24.03, df = 9, p = 0.004, GFI = 0.96, TLI = 0.94, CFI = 0.96, RMSEA = 

0.09. While the factor loadings were acceptable, the goodness-of-fit statistics for the 

one-factor congeneric model was not ideal (Table 22). 
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When measuring model fit, the minimum discrepancy (CMIN) between the 

unrestricted sample covariance matrix and the restricted covariance matrix should be 

non-significant (p > 0.05) (Hair et al., 2012). The parameter estimates revealed strong 

significant relationships for internal communication item 1 (estimate regression 

weight = 0.625), item 2 (estimate regression weight = 0.637), item 3 (estimate 

regression weight = 0.694), item 4 (estimate regression weight = 0.756) and item 6 

(estimate regression weight = 0.686). The only exception was the conservativeness 

factor on which the item 5 failed to exert a very strong effect (estimate regression 

weight = 0.849). At the p < 0.05 level, standardised estimates were statistically 

reasonable and significant. This suggests that the model should be respecified (i.e. 

item 5 was deleted) according to the modification indices provided by AMOS (Byrne, 

2009; Kline, 2004). 

 

The re-specification of the one-factor congeneric model to 5 items (see Figure 10) is 

justifiable based on two reasons: 1) the other four items can cover the meaning of 

item 5 that can examine internal communication, and 2) the standardised regression 

weight is much higher than others for internal communication. This is represented in 

the design. After the deletion of item 5, the model was non-significant χ2 = 10.30, df 

= 5, p=0.067 and this suggests that the proposed model fits well with the observed 

data. An RMR from 0.05 to 0.04 suggests a close fit of the model. Moreover, a 

RMSEA from 0.09 to 0.07 suggests a close fit of the model (Table 22). 
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Figure 9: The first-order Model 1 of Internal Communication (IC) (standardised 

estimates) 

 

Figure 10: The first-order Model 2 of Internal Communication (IC) 

(standardised estimates) 

 

Table 22: The result of the internal communication models 

Item Loading Standard error (S.E.) Squared multiple correlation T-Value 

 Model 1 Model 2 Model 1 Model 2 Model 1 Model 2 Model 1 Model 2 

1. My organisation communicates a clear brand image to me. 0.59 0.63 0.07 0.08 0.35 0.39 8.58* 8.51* 

2. There is an internal communication program for all 

employees in my organisation. 

0.58 0.61 0.08 0.09 0.34 0.37 8.47* 8.67* 

3. All communication materials reflect a consistent style in my 

organisation. 

0.69 0.72 0.07 0.07 0.47 0.51 10.39* 7.48* 

4. Employees at all levels understand the direction and key 

priorities of my organisation. 

0.73 0.72 0.07 0.07 0.53 0.51 11.28* 7.51* 

5. In my organisation, communications are appropriate. 0.78 ---- 0.07 ---- 0.61 ---- 12.32* ---- 

6. Messages that I receive are aligned with business wide 

communication. 

0.74 0.68 0.06 0.06 0.47 0.54 11.42* 7.92* 
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Training  

The congeneric model of training was tested using CFA containing six items (see 

Figure 11). 

 

Figure 11: First-order confirmatory factor analysis (CFA) model of Training (T) (standardised 

estimates) 

 

 

Table 23: The result of the training model 

Construct/ item Loading Standard 

error 

(S.E.) 

Squared 

multiple 

correlation 

T-Value 

1. My organisation focuses efforts on training 

employees. 

0.71 0.07 0.68 10.50* 

2. My organisation provided an orientation program for 

me. 

0.76 0.08 0.64 9.61* 

3. The training in my organisation has enabled me to do 

my job well. 

0.84 0.07 0.79 16.67* 

4. My organisation teaches me why I should do things. 
0.76 0.07 0.72 11.14* 

5. Skill and knowledge development happens as an 

ongoing process in my organisation. 

0.77 0.07 0.73 11.51* 

6. My organisation provides support to develop my 

communication skills in order to achieve organisational 

goals. 

0.86 0.07 0.75 11.90* 
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This finding for training suggests that the model fits the data. Firstly, the training 

model indicated all the factor loadings to be greater than 0.50. The chi-square value of 

16.43 with nine degrees of freedom is not significant at the 0.05 level with a p-value 

of 0.058. The RMSEA fit statistic is at 0.04, which is well below the desired 0.06 

cut-off. Similarly, the Tucker-Lewis Index (TLI) result of 0.97 is considerably above 

the 0.95 threshold. The resulting goodness-of-fit statistics were a CFI and GFI greater 

than 0.90 and this demonstrates satisfactory model fit. 

 

Internal market research  

The original model for internal market research indicated marginal model fit χ2 = 

20.43, df = 9, p = 0.015, GFI = 0.97, TLI = 0.96, CFI = 0.98, RMSEA = 0.08 (N = 

205) (see Figure 12). The standardised factor loadings of the items were acceptable 

and these ranged between 0.63 and 0.84. On the other hand, the ability of CFA to 

produce a meaningful identification of the correlations between factors is a key 

strength. The internal market research dimension (see Table 24) showed higher square 

multiple correlations, excluding item 6. Hence, the model should be re-specified. 

 

After re-specifying, estimating a one-factor congeneric model revealed improvements 

to model-fit (Table 24). The chi-square value of 9.02 with five degrees of freedom is 

not significant at the 0.05 level with a p-value of 0.108. The RMSEA fit statistic of 

0.03 is well below the desired 0.06 threshold. Similarly, the Tucker-Lewis Index (TLI) 

result of 0.98 is considerably above the 0.95 threshold. The goodness-of-fit statistics 

of CFI and GFI were greater than 0.90 and this denotes a satisfactory model fit.  
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Figure 12: The first-order Model 1 of Internal Market Research (IMR) 

(standardised estimates) 

 

Figure 13: The first-order Model 2 of Internal Market Research (IMR) 

(standardised estimates) 

 

Table 24: The result of the original internal market research model 

Item Loading Standard error 

(S.E.) 

Squared multiple 

correlation 

T-Value 

 Model 1 Model 2 Model 1 Model 2 Model 1 Model 2 Model 1 Model 2 

1. My organisation gathers employee feedback. 0.89 0.78 0.07 0.07 0.62 0.61 12.81* 12.59* 

2. My organisation regularly seeks employee suggestions. 0.97 0.87 0.07 0.07 0.70 0.75 14.10* 14.65* 

3. My organisation collects data on employee complaints. 0.73 0.72 0.06 0.06 0.52 0.52 11.42* 11.38* 

4. My organisation does a lot of internal marketing research. 0.66 0.66 0.06 0.06 0.47 0.44 10.56* 10.15* 

5. My organisation talks with me to identify issues that I may have. 0.76 0.69 0.07 0.07 0.50 0.47 10.94* 10.59* 

6. My organisation surveys employees at least once a year to assess the 

quality of employment. 

0.72 ---- 0.08 ---- 0.40 ---- 9.60* ---- 
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Overall, based on the reliability analyses of Cronbach’s alpha and item-to-total 

correlations, the measures for internal communication, training and internal market 

research were found to be reliable. The scales were then tested using CFA to test 

whether the items fit a one-dimensional model for each of the three internal marketing 

practice dimensions, namely internal communication, training, and internal market 

research. The results suggest a good model fit for each dimension of internal 

communications, training and internal market research. Furthermore, the results 

suggest that internal communication and internal market research needed refinement 

and therefore one item was deleted in each model. The next section reports on the 

combined three-factor structure of internal marketing practice tested using CFA.   

 

Internal marketing practice 

In the internal marketing practice model, in which the three dimensions above were 

specified as latent variables: internal communication (IC), training (T) and internal 

market research (IMR) and 16 factors were specified as the observed latent factor was 

analysed. Firstly, the model indicated all the factor loadings to be greater than 0.50 and 

these ranged between 0.61 and 0.86. The analysis indicated the data was a good fit to 

the tested model χ2 (101) = 155.17, p=0.000 given the significant chi-square (see Table 

25). Moreover, the resulting goodness-of-fit statistics were a TLI, CFI and GFI greater 

than 0.90 and this demonstrates satisfactory model fit. The range of RMSEA as 0.5 to 

0.8 is fair fit (RMSEA = 0.05), and also the smaller the RMR the better the model 

(RMR = 0.05). Based on the criterion suggested in the earlier section, this model 

represented a good fit to the data. 
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Table 25: Results for the internal marketing model
a
 

Construct/ item Loading
b
 Standard 

error 

(S.E.) 

Squared 

multiple 

correlation 

T-Value 

Internal Communication     

1. My organisation communicates a clear brand image 

to me. 

0.61 0.14 0.37 7.03* 

2. There is an internal communication program for all 

employees in my organisation. 

0.61 0.15 0.37 7.03* 

3. All communication materials reflect a consistent 

style in my organisation. 

0.73 0.14 0.53 8.00* 

4. Employees at all levels understand the direction 

and key priorities of my organisation. 

0.74 0.15 0.54 8.07* 

5. In my organisation, communications are 

appropriate. 

---- ---- ---- ---- 

6. Messages that I receive are aligned with business 

wide communication. 

0.66 0.13 0.43 7.48* 

Training     

1. My organisation focuses efforts on training 

employees. 

0.68 0.11 0.46 8.23* 

2. My organisation provided an orientation program 

for me. 

0.64 0.13 0.41 8.23* 

3. The training in my organisation has enabled me to 

do my job well. 

0.78 0.12 0.60 9.73* 

4. My organisation teaches me why I should do 

things. 

0.72 0.12 0.51 9.09* 

5. Skill and knowledge development happens as an 

ongoing process in my organisation. 

0.73 0.12 053 9.22* 

6. My organisation provides support to develop my 

communication skills in order to achieve 

organisational goals. 

0.77 0.13 0.59 

 

9.65* 

Internal Market Research     

1. My organisation gathers employee feedback. 0.77 0.07 0.60 12.71* 

2. My organisation regularly seeks employee 

suggestions. 

0.86 0.09 0.74 12.71* 

3. My organisation collects data on employee 

complaints. 

0.72 0.08 0.52 10.41* 

4. My organisation does a lot of internal marketing 

research. 

0.68 0.08 0.46 9.76* 

5. My organisation talks with me to identify issues 

that I may have. 

0.69 0.09 0.78 9.97* 

6. My organisation surveys employees at least once a 

year to assess the quality of employment. 

---- ---- ---- ---- 

a
The estimates reported are from a bootstrapped MLS solution using AMOS. 

b
This is the standardised loading estimate. 
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Figure 14: The second-order confirmatory factor analysis (CFA) model of Internal Marketing 

(IM) (standardised estimates) 

 

 

Reliability 

The reliability coefficient, squared multiple correlation statistic for the revised model 

indicated that these 16 items are reliable measures of the underlying constructs (Table 

25). Additionally, the CFA model parameters were estimated, and reliability was 

analysed (Table 26). The results of average variance extracted estimate (AVE) and 

composite reliability revealed adequacy of internal consistency and convergent 

validity. Average Variance Extracted (AVE) of internal communication (AVE = 0.45), 

training (AVE = 0.52) and internal market research (AVE = 0.56) were also found to 

be within the recommended range of acceptability in the literature (≥ 0.45). These 

results provide evidence of discriminant validity.  
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Table 26: Reliability and Validity of three dimensions 

Measure  Average variance extracted estimate  

(AVE) 

Construct reliability 

(CR) 

Internal communication (IC) 0.45 0.62 

Training (T) 0.52 0.77 

Internal market research (IMR) 0.56 0.78 

 

Construct reliability (CR) is a measure of the internal consistency of items in a scale. 

Construct reliability statistics also are greater than the recommended threshold of 0.6 

(Fornell & Larcker, 1981). The CR for internal communication is (0.81); training is 

(0.87) and internal market research is (0.86). By using a combination of the criteria 

from corrected item-to-total correlations, coefficient alpha, AVE to composite 

reliability, scales can be developed in an efficient manner without sacrificing internal 

consistency (Netemeyer et al., 2003). Furthermore, the power and flexibility of 

structural equation modelling (SEM) methods that integrate confirmatory factor 

analyses (CFA), are applied to substantively clarify the measurement and meaning of 

internal marketing based on multi-dimensional measurements of internal marketing.  

 

4.3 Testing of the Dimensionality of Internal Marketing Practice 

As discussed earlier, recent studies have argued that the construct of internal 

marketing needs to be examined with multiple dimensions (e.g. Ahmed & Rafiq, 2003; 

Lings, 2004). In this study, the first three hypotheses were formulated (Internal 

communication, Training and Internal market research positively relate to internal 

marketing). CFA was conducted to test these hypotheses.  
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Table 27: Maximum Likelihood Parameter Estimates of Internal Marketing Practice Model  

Parameter Standardised  S.E. p 

ICIMP 0.83 0.055 *** 

T IMP 0.84 0.064 *** 

IMR IMP 0.77 0.062 *** 

 

The estimated standardised path coefficient for the direct effect of IC, T and IMR on 

internal marketing practice equals 0.83, 0.84 and 0.77 respectively, which indicates 

that the level of these three dimensions is one full standard deviation above the mean 

(see Table 27). The p value is statistically significant at a 0.01 level, and this reveals a 

significant positive relationship between these three dimensions and IMP. Subsequent 

CFA also showed results. Based on the criterion suggested in the earlier section, this 

model represented a good fit to the data (Figure 14).  

 

As discussed in the literature review section, some researchers have proposed and 

supported some empirical evidence supporting multi-dimensions of internal marketing 

practice (Ahmed & Rafiq, 2003). In the preceding sections, CFA for the constructs of 

internal marketing were conducted to test Hypotheses 1, 2 and 3. CFA is appropriate 

when there is a theoretical basis upon which the underlying latent variable structure 

can be postulated, followed by the test of the structural portion of SEM (Byrne, 2009). 

To reveal the dimensions underlying each construct, and to test the following 

hypotheses regarding the dimensions of internal marketing practice (i.e. internal 

communication, training and internal market research), a measurement model 

encompassing all latent variables was tested, and the structural model analysed.  
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 H1: Internal communication positively relates to internal marketing practice. 

 H2: Training positively relates to internal marketing practice. 

 H3: Internal market research positively relates to internal marketing practice. 

 

Consequently, three dimensions, namely internal communication, training, and 

internal market research, are shown to positively relate to internal marketing practice. 

Hypotheses 1, 2 and 3 were thereby supported. In line with the result of one factor 

congenic models, a factor model of internal marketing practice with three dimensions 

was supported, and the three dimensional model consisting of 16 items indicated good 

model fit.  

 

4.4 Summary of Study 1 

To sum up, Study 1 not only enabled cautious choices in selecting the internal 

marketing practice (IMP) items to be made, but also resolved some important issues 

such as the dimensionality, reliability, and validity of the internal marketing practice 

constructs. The compelling evidence and results generated, served as a basis for Study 

2, and as a result, it determined the employment of 16 internal marketing practice 

items providing an adequate structure to measure the relationship between cultural 

congruence and employee satisfaction. The refined scales were used in Study 2, and 

the results are reported in the next chapter. 

 

 

 

 

 

 



109 
 

4.5 Chapter Summary 

Before the main investigation, this research embarked on a series of preliminary tasks 

to prepare for the upcoming survey. Two tests of reliability and CFA were conducted 

during this process and provide modifications to the items for Study 2 (only 

measuring internal marketing). 

 

An initial exploration of the issues related to the research models and hypotheses, 

including the preliminary tests, enabled the author to make crucial decisions 

concerning the instrument selection, main survey design, data collection method and 

data analysis techniques. Prior to the survey in Study 2, the survey in Study 1 offered 

valid evidence that confirmed the research propositions. More importantly, items in 

the quantitative survey were tested and examined. Hypotheses 1, 2 and 3 were 

supported, and a 16 item measure of internal marketing practice is proposed. 
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CHAPTER 5: Study Two – Tourism and Hospitality  

5.1 Introduction 

This chapter outlines the results of Study 2. The aim of this study was to test the 

theoretical model via hypotheses. Specifically, descriptive statistics, reliability 

analysis, confirmatory factor analysis (CFA), structural equation modelling (SEM), 

multi-group analysis, and other related statistical methods were applied to the data. 

 

The results of Study 2 are reported in five sections. Descriptive statistics are reported 

in section 5.2, including key constructs and demographics for the tourism and 

hospitality study. Comparisons of the two samples are reported in section 5.3. 

Reliabilities for the key constructs are reported in section 5.4. The measurement 

models were estimated before the test of the structural model. Following the 

assessment of validity testing, section 5.5 reports the results of the test of the 

hypotheses to answer the research questions. The two versions of questionnaire 

instrument are included in Appendix F and Q of this thesis. 

 

5.2 Descriptive Statistics  

This section reports the descriptive statistics of the key constructs and the 

demographic variables of the sample.  

5.2.1 Key Constructs 

The descriptive statistics of the key constructs, namely internal marketing, cultural 

congruence and employee satisfaction, are first reported. The results of internal 

marketing that include internal communication, training, and internal market research, 

are displayed in Table 28. 
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Table 28: Descriptive statistics of internal marketing practice measure 

*Sig at p= 0.05 level 

 

 

 

 

 

 Mean  (SD) 

t-test Sig. 
Items 

Australian 

(n = 220) 

Taiwanese 

(n = 235) 

Total 

(n = 458) 

Internal Communication    

5 In my organisation, communications 

are appropriate. 
3.9 (1.2) 3.1 (1.0) 3.7 (1.1) 7.435 0.000* 

3 All communication materials reflect a 

consistent style in my organisation. 
3.8 (1.3) 3.3 (0.9) 3.5 (1.1) 2.896 0.004* 

1 My organisation communicates a clear 

brand image to me. 
3.8 (1.2) 3.5 (1.0) 3.5 (1.0) 3.161 0.002* 

2 There is an internal communication 

program for all employees in my 

organisation. 

3.7 (1.2) 3.4 (1.0) 3.7 (1.1) 2.854 0.005* 

4 Employees at all levels understand the 

direction and key priorities of my 

organisation. 

3.6 (1.3) 3.6 (0.8) 3.5 (1.2) 1.464 0.144 

6 Messages that I receive are aligned 

with business wide communication. 
3.6 (1.2) 3.3 (0.9) 3.5 (1.0) 3.148 0.002* 

Training 

5 Skill and knowledge development 

happens as an ongoing process in my 

organisation. 

3.7 (1.3) 3.3 (1.1) 3.4 (1.3) 3.513 0.000* 

1 My organisation focuses efforts on 

training employees. 
3.6 (1.3) 3.3 (1.2) 3.4 (1.2) 1.924 0.055 

3 The training in my organisation has 

enabled me to do my job well. 
3.6 (1.2) 3.3 (1.1) 3.4 (1.1) 2.785 0.006* 

4 My organisation teaches me why I 

should do things. 
3.6 (1.2) 3.4 (0.9) 3.5 (1.1) 1.852 0.065 

2 My organisation provided an 

orientation program for me. 
3.5 (1.3) 3.2 (1.2) 3.5 (1.2) 2.781 0.006* 

6 My organisation provides support to 

develop my communication skills in 

order to achieve organisational goals. 

3.5 (1.2) 3.2 (1.0) 3.4 (1.1) 3.598 0.000* 

Internal market research 

2 My organisation regularly seeks 

employee suggestions. 
3.2 (1.4) 2.8 (1.0) 3.0 (1.1) 3.723 0.000* 

4 My organisation does a lot of internal 

market research. 
3.2 (1.3) 2.7 (1.1) 3.0 (1.2) 1.871 0.062 

5 My organisation talks with me to 

identify issues that I may have. 
3.2 (1.3) 2.8 (0.9) 2.9 (1.2) 4.161 0.000* 

1 My organisation gathers employee 

feedback. 
3.1 (1.3) 2.9 (0.9) 2.8 (1.2) 2.717 0.007* 

6 My organisation surveys employees at 

least once a year to assess the quality 

of employment. 

3.0 (1.5) 2.6 (1.1) 3.0 (1.1) 3.355 0.001* 

3 My organisation collects data on 

employee complaints. 
2.9 (1.4) 2.6 (1.1) 2.7 (1.3) 4.648 0.000* 
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A summary of the respondent answers for the internal communication measure is 

provided in Table 28. For item 4, the results of mean differences between these two 

groups were comparable, but examination of the standard deviation of item 4 showed 

that the data points were spread out over a large range of values in the Australian 

sample. Table 28 also shows a detailed summary of descriptive statistics of training 

measure. Similarly, with the results of internal communication measure, more 

Australians agreed that the types of training worked well in their organisations as 

compared to the Taiwanese. A summary of descriptive statistics of internal market 

research measures is provided in Table 28. Most Australians agreed that their 

organisations have conducted internal market research. In contrast, most Taiwanese 

disagreed that internal market research was conducted regularly in their organisations.  

 

In summary, the results of independent samples t-tests clearly demonstrate that there 

is a significant difference in the understanding of internal marketing between 

Australian and Taiwanese employees (p < 0.05). Australians expressed significant 

agreement with internal marketing practice as compared to the Taiwanese. The next 

section will discuss descriptive statistics of employee satisfaction measure.  
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5.2.1.2 Employee Satisfaction Measure 

Table 29 shows a detailed summary of descriptive statistics of the employee 

satisfaction measure used in Study 2. Both Australian and Taiwanese participants 

seem to be satisfied with their jobs and would not consider leaving this current job 

even if another job opportunity arises. The standard deviations also show a much 

larger deviation from the mean in the Australian sample than the Taiwanese sample. 

This demonstrates most Australians have notably different opinions than Taiwanese. 

 

As a whole, both groups reported high levels of satisfaction. As standard deviations 

are measures of variability, the Taiwanese sample was very close to the average 

indicating homogeneity, and Australian samples were spread out indicating 

heterogeneity. Based on the results of t-test, there is no significant difference in 

employee satisfaction as a result of the Australian sample when compared to the 

Taiwanese sample. 

 

Table 29: Descriptive statistics of employee satisfaction measure 

 Mean  (SD) 

t - test Sig. 
Items 

Australian 

(n = 220) 

Taiwanese 

(n = 235) 

Total 

(n = 458) 

Employee satisfaction  

3 I am satisfied with the opportunities 

my work provides to interact with 

others. 

3.9 (1.4) 3.8 (0.8) 3.9 (1.1) 0.884 0.337 

2 I am satisfied with the variety of 

activities my work offers. 
3.8 (1.5) 3.7 (0.9) 3.7 (1.2) 0.664 0.507 

6 I do not enjoy my job.
a
 3.7 (1.6) 3.4 (1.0) 3.5 (1.3) 2.555 0.011* 

4 I am satisfied with my job. 3.7 (1.5) 3.5 (1.0) 3.6 (1.3) 1.841 0.066 

1 There is enough freedom to do what 

I want in my work. 
3.4 (1.6) 3.5 (1.0) 3.5 (1.3) -.0.558 0.577 

5 I would not consider leaving my 

current job should another job 

opportunity be presented to me. 

2.9 (1.7) 2.7 (1.2) 2.8 (1.5) 1.904 0.057 

a
The question was reverse coded. 

*Sig at p= 0.05 level 
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5.2.1.3 Cultural Congruence Measure 

The total number of cultural offers by an organisation was examined to understand the 

degree of cultural congruence. The results of the offer cultural competence (OCC) and 

the employee cultural need (ECN) are reported in Table 30 and Table 31 respectively.  

The results for the cultural congruence (the ability of an organisation to meet an 

employee’s cultural needs) are listed in Table 32.  

 

Table 30: The descriptive analysis of offer cultural competence (OCC) 

Items 
Australian  

(n = 220) 

Taiwanese  

(n = 238) 

Chi-square 

 

Offer Cultural Competence (OCC) n % n % df p 

1 To hire culturally diverse staff 191 86.8 191 80.3 1 0.059 

2 To hire culturally diverse leaders 148 67.3 166 69.7 1 0.569 

6 To attend cultural competence of training 63 28.6 78 32.8 1 0.338 

4 To have different language reading materials 34 15.5 71 29.8 1 0.000* 

5 
To use culture-specific communication 

channels 

31 14.1 63 26.5 1 0.001* 

3 To use different language signs 25 11.4 116 48.7 1 0.000* 

Offer Cultural Competence(OCC) 
Mean S.D Mean S.D 

6 0.000* 
2.23 1.2 2.87 1.7 

Number Zero 22 10.0 30 12.6 --- ----- 

 One 31 14.1 12 5.0 --- ----- 

 Two 82 37.3 59 24.8 --- ----- 

 Three 53 24.1 62 26.1 --- ----- 

 Four 25 11.4 25 10.5 --- ----- 

 Five 5 2.3 34 14.3 --- ----- 

 Six 2 0.9 16 6.7 --- ----- 

*Sig at p= 0.05 level 
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As the analytical process in Section 3.7.1 indicated, Table 30 summarises the results 

of the original categorical and numerical scale. The table also shows the number of 

cultural competencies provided by organisations in which participants worked. The 

dominant types of cultural competencies provided for both Australian and Taiwanese 

participants were to hire culturally diverse staff (86.8% and 80.3%) and leaders 

(67.3% and 69.7%). In addition, nearly half of the organisations (48.7%) used 

different language signage for Taiwanese participants. The culture-specific 

communication channels, as shown in Table 30, were rarely used in organisations for 

both Australian (14.1%) and Taiwanese (26.5%) respondents. 

 

As all original OCC items are categorical scales, the sum total number for all items 

were calculated to understand the degree of the cultural competencies. Several 

organisations did not provide any cultural competencies for both Australian (n = 22) 

and Taiwanese (n = 33) participants. Furthermore, 3.2 per cent of Australian 

participants (n = 7) indicated that their organisations were culturally competent (Five 

and Six cultural competencies). Taken together, 56 per cent of organisations provide 2 

or 3 types of cultural competencies for their employees. The Chi-square results show 

that there are no significant differences in the total number of OCC between 

Australian and Taiwanese participants. 
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Table 31: The descriptive analysis of the employee cultural need (ECN) 

Items 

Australian 

(n = 220) 

Taiwanese  

(n = 238) Chi-Square 

scale
a
 scale

b
 scale

a
 scale

b
 

n % n % n % n % df p 

Employee Cultural Need(ECN)  

How important is it for your supervisor to … … as you? 

4 Same age  181 82.3 23 10.5 131 55.0 29 12.2 4 0.000* 

3 Same gender  178 80.9 26 11.8 100 42.0 59 25.1 4 0.000* 

2 Same racial group 162 73.6 37 16.8 70 29.4 98 41.2 4 0.000* 

1 Speak native language 56 25.5 142 64.5 50 21.0 131 55.0 4 0.000* 

5 Understand your 

culture 

30 13.6 164 74.5 33 13.9 135 56.7 4 0.000* 

Employee Cultural Need 

(ECN) 

Mean S.D Mean S.D 
20 0.000* 

13.30 4.20 15.43 4.13 

n 5-10 57 25.9 26 10.9 ----- ----- 

 11-15 105 47.8 83 34.9 ----- ----- 

 16-20 43 19.5 102 42.9 ----- ----- 

 21-25 15 6.8 27 11.3 ----- ----- 

a 
% of not very important and not important 

b 
% of very important and important 

*Sig at p= 0.05 level 

 

As shown in Table 31, for employee cultural need (ECN), Australian and Taiwanese 

participants have similar demands. High percentages of Australian and Taiwanese 

participants think it is important for their supervisor to speak their native language 

(64.5% and 55%) and understand their culture (74.5% and 56.7%). Having a 

supervisor of the same age (82.3% and 55%) and gender (80.9% and 42%) were not 

of concern for both Australian and Taiwanese participants. In sum, Australians are 

strongly concerned about whether their supervisors can understand their culture and 

speak their native language, although both Australian and Taiwanese participants have 

similar preferences on cultural demands. However, the results in Chapter 3 showed 
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that participants’ summary scores of cultural importance spanned the full range from 5 

to 25. As a result, Taiwanese participants’ cultural needs were higher than Australians. 

For example, half of Taiwanese participants (54.1%) were more concerned about the 

total numbers of the supervisor’s cultural features. The results of Chi-square also 

showed significant differences with ECN between Australian and Taiwanese 

participants. 

 

Table 32: Descriptive analysis of the CC index 

Items 
Australian  

(n = 220) 

Taiwanese  

(n = 238) 
Chi-square 

Cultural congruence number % number % df p 

Employee’s needs not met 94 42.7 142 59.6 

93 0.000* Zero 1 0.5 0 0 

Employee’s needs met 125 56.8 96 40.4 

*Sig at p= 0.05 level 

 

Following the analytical procedures used in Section 3.7.1, the degree of cultural 

congruence present in organisations is reported in Table 32. Many Australians (42.7%) 

indicated that employers did not meet their needs, and more than half the Taiwanese 

(59.6%) stated that their cultural needs were not aligned with their organisations’ 

competencies. Only one Australian participant had a zero CC score. More than half of 

the Australian participants (56.8%) had a positive CC value. In contrast, only 40 per 

cent of Taiwanese participants’ needs were met by the organisation provided. The 

Chi-square results showed there were significant differences of the CC index between 

Australian and Taiwanese participants. 

5.2.2 Individual Participant Demographics  

This section reports the frequencies of the demographic statistics of the sample. A 

summary of the respondent characteristics is given in Table 33. 
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Table 33: Respondent characteristics for the tourism and hospitality employee sample (n = 458) 

Items 
Australian (n = 220) Taiwanese (n = 238) Chi-square 

Mean S.D Range Mean S.D Range df p 

Industry Experience 8.39 7.5 1 - 43 4.15 3.9 1 - 31 34 0.000* 

Years in current job 3.67 4.2 1 - 25 3.72 3.6 1 - 31 29 0.000* 

  number % number % ---- ----- 

Gender 

 

Male 

Female 

59 

161 

26.8 

73.2 

81 

157 

34.0 

66.0 

1 0.094 

Marital 

status 

Married  

Not Married 

88 

132 

40.0 

60.0 

75 

163 

31.5 

68.5 

1 0.058 

Age 

 

20 & below 

21-30 

31-40 

41-50 

51 & over 

14 

62 

57 

41 

46 

6.4 

28.2 

25.9 

18.6 

20.9 

3 

121 

68 

34 

12 

1.3 

50.8 

28.6 

14.3 

5.0 

4 0.000* 

Level of 

education 

 

Primary school 

High school 

Bachelor degree 

Post-graduate 

degree 

3 

130 

61 

26 

1.4 

59.1 

27.7 

11.8 

1 

6 

213 

18 

0.4 

2.5 

89.5 

7.6 

3 0.000* 

Ethnic 

group 

Asian 

Caucasian/ White 

Aboriginal/ Torres 

Strait Islander 

Pacific Islander 

Mixed 

14 

191 

6 

 

9 

0 

6.4 

86.8 

2.8 

 

4.0 

0 

237 

0 

0 

 

0 

1 

99.6 

0 

0 

 

0 

0.4 

4 0.000* 

Born Australia 

New Zealand 

UK 

Taiwan 

Hong Kong 

Others 

164 

13 

17 

0 

1 

25 

74.5 

5.9 

7.7 

0 

0.5 

11.4 

1 

0 

0 

237 

0 

0 

0.4 

0 

0 

99.6 

0 

0 

5 0.000* 

…..Table continued on next page 

*Sig at p= 0.05 level 
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Items 

Australian (n = 

220) 

Taiwanese (n = 

238) 

Chi-Square 

number % number % df p 

Table continued from previous page…. 

Currently 

live 

Australia 

New Zealand 

UK 

Taiwan 

China 

212 

7 

1 

0 

0 

96.4 

3.2 

0.4 

0 

0 

19 

0 

0 

217 

2 

8.0 

0 

0 

91.2 

0.8 

4 0.000* 

Nationality  Australian 

New Zealander 

British  

Taiwanese 

Double nationalities 

182 

5 

4 

0 

29 

82.7 

2.3 

1.8 

0 

13.2 

0 

0 

0 

237 

1 

0 

0 

0 

99.6 

0.4 

1 0.000* 

Organisation 

type 

 

Hotel 

Restaurant/ Catering 

Club 

Pub/Bar 

Airline  

Casino  

Travel agent 

Transport 

Tourism recruitment 

Government  

Food processing 

Function centre 

Convention centre 

Theme park  

Dinner Theatre 

54 

48 

28 

28 

23 

9 

7 

5 

6 

4 

2 

2 

2 

1 

1 

24.5 

21.8 

12.6 

12.6 

10.5 

4.1 

3.2 

2.3 

2.8 

1.9 

0.9 

0.9 

0.9 

0.5 

0.5 

23 

9 

0 

0 

194 

1 

9 

0 

0 

1 

0 

0 

0 

1 

0 

9.7 

3.8 

0 

0 

81.5 

0.4 

3.8 

0 

0 

0.4 

0 

0 

0 

0.4 

0 

8 0.000* 

Department 

type 

 

Customer service 

Administration 

Kitchen 

Marketing 

Sales 

Accounting/ Payroll 

HR 

Engineering 

126 

27 

26 

16 

15 

4 

3 

3 

57.3 

12.3 

11.8 

7.3 

6.8 

1.8 

1.4 

1.4 

181 

11 

4 

5 

20 

4 

12 

1 

76.1 

4.6 

1.7 

2.1 

8.4 

1.7 

5.0 

0.4 

8 0.000* 

*Sig at p= 0.05 level 
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The Australian sample (n = 220) had a mean of 8.4 years of work experience in the 

tourism and hospitality industry. Of the 96 Australians who were in current 

employment, females (n = 161) were more than twice the number of males (n = 59). 

Educationally, some Australian participants (49.5%) had a tertiary qualification 

(including of 27.7% under-graduate and 11.8% post-graduate degree). The dominant 

types of organisations that participants worked for were, hotels (24.5%), food service, 

including restaurants and catering services (21.8%), clubs (12.6%), pubs and bars 

(12.6%), and airlines (10.5%). Over half of the Australian (57.3%) sample worked in 

customer service roles and 12.3 per cent of the sample was employed in general 

administration and management. In terms of ethnicity, the majority of respondents 

(86.8%) were Caucasian. 

 

On the other hand, the Taiwanese respondent sample (n = 238) had a mean of 3.9 years 

of tourism and hospitality work experience. Most Taiwanese (95%) were in current 

employment. Almost two-thirds (n = 157) of the Taiwanese participants were female, 

and 81 of the sample were male participants. While a majority of respondents (97.4%) 

had a higher education degree, including 89.5 per cent with an under-graduate degree 

and 7.6% with a post-graduate degree, only 2.8 per cent had completed high school or 

less. The dominant types of organisation participants worked for were airlines (81.5%), 

hotels (9.7%), food service, including restaurants and catering services (3.8%), and 

travel agents (3.8%). 76.1 per cent of the sample worked in customer service roles and 

8.4 per cent of the sample was employed in sales. In terms of ethnicity, the vast 

majority of respondents (99.8%) were Asian. 
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Overall, the Australian sample had more years of industry experience while the 

Taiwanese sample were younger and more highly educated. Female majorities were 

observed in both the Australian and Taiwanese samples. The Chi-square results show 

that most factors are significantly different between Australian and Taiwanese samples. 

However, there were no significant differences in terms of gender and marital status. 

 

5.3 Quality of Sample 

The Chi-square analysis was undertaken to compare online respondents and 

hard-copy survey respondents to understand whether the sampling method was not 

biasing responses. The 89 responses received were hard-copy responses, the late 

responses (n=89) and the remaining responses (n=369) were compared in terms of all 

demographic variables (see Table 34). 

 

Table 34: Comparison of online and hard-copy respondents 

Variable Chi-square Sig. 

Gender 12.504 0.000 *** 

Marital status 6.463 0.167  

Age 4.290 0.368  

Level of education 3.139 0.371  

Ethnic group 7.910 0.095  

Born 9.251 0.099  

Currently live 3.430 0.489  

Nationality  2.182 0.140  

Organisation type 26.733 0.001 *** 

Department type 31.230 0.000 *** 

Industry experience 30.504 0.640  

Current experience  3.430 0.489  
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The Chi-square tests showed no significant differences (p < 0.05) in marital status, 

gender, level of education, ethnicity, where participants were born and/or where they 

currently live, nationality, industry, and work experience. A significant difference 

between the two groups was found in terms of gender, organisation type, and 

department type.  

 

Table 35: Gender within the two formats of the survey 

Survey format Female ( n = 328) Male ( n = 140) 

Number % Number % 

Online 270 73.17 99 26.83 

Intercept  48 53.93 41 46.04 

 

In Study 2, both online and intercept surveys were used to ensure an adequate sample 

size. As shown in Table 35, it was found that women were more likely to respond to 

an online survey and the proportion of males increased when a face-to-face method 

was used. 

 

5.4 Preliminary Data Analysis 

5.4.1 Reliability 

As discussed in Section 3.3.1, internal consistency (reliability) was checked with 

Cronbach’s alpha and is one of the most frequently used tests of inter-item 

consistency (Netemeyer, et al., 2003; Sekaran, 2003). Furthermore, the statistics of 

the item-to-total correlation is another indication of reliability (Nunnally & Bernstein, 

1994). Section 5.4.1 reports the reliability of internal marketing, employee satisfaction 

and cultural congruence measures. 
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5.4.1.1 Internal Marketing Practice 

As reported in Table 36, there is high reliability among the three dimensions of 

internal marketing with Cronbach’s Alpha ranging from α = 0.91 to α = 0.94. An 

analysis of the inter-item correlation matrix also demonstrates that the items for each 

dimension exceeded the thresholds of 0.30 for item-to-total correlation and this 

indicates that the items are reliable (Nunnally & Bernstein, 1994). 

 

Table 36: The results of factor analysis (n = 458) 

Items 

Mean 

(SD) 

Corrected 

Item-to-Total 

Correlation 

Internal Communication   (α = 0.91) 

1 My organisation communicates a clear brand image to me. 3.7(1.1) 0.71 

4 Employees at all levels understand the direction and key priorities of 

my organisation. 

3.7(1.1) 0.76 

5 In my organisation, communications are appropriate. 3.5(1.2) 0.76 

2 There is an internal communication program for all employees in my 

organisation. 

3.5(1.1) 0.74 

3 All communication materials reflect a consistent style in my 

organisation. 

3.5(1.0) 0.76 

6 Messages that I receive are aligned with business wide 

communication. 

3.5(1.0) 0.77 

Training                (α= 0.94) 

5 Skill and knowledge development happens as an ongoing process in 

my organisation. 

3.5(1.2) 0.82 

4 My organisation teaches me why I should do things. 3.5(1.1) 0.79 

1 My organisation focuses efforts on training employees. 3.4(1.3) 0.83 

2 My organisation provided an orientation program for me. 3.4(1.2) 0.81 

3 The training in my organisation has enabled me to do my job well. 3.4(1.2) 0.80 

6 My organisation provides support to develop my communication 

skills in order to achieve organisational goals. 

3.4(1.1) 0.82 

Internal market research  (α= 0.94) 
2 My organisation regularly seeks employee suggestions. 3.0(1.2) 0.83 

5 My organisation talks with me to identify issues that I may have. 3.0(1.1) 0.79 

1 My organisation gathers employee feedback. 3.0(1.1) 0.78 

3 My organisation collects data on employee complaints. 2.9(1.2) 0.86 

6 My organisation surveys employees at least once a year to assess the 

quality of employment. 

2.8(1.3) 0.81 

4 My organisation does a lot of internal market research. 2.8(1.2) 0.78 
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A comparison of the samples of higher education (Study 1) and tourism and 

hospitality (Study 2) based on the descriptive analysis of training in both samples 

showed that higher educated employees tended to agreed more strongly that their 

organisation put more efforts on training (M = 3.5), and skill and knowledge 

development (M = 3.6). In contrast, tourism and hospitality employees stated that 

their organisation was more focused on how (M = 3.5) and why (M = 3.5) to do their 

jobs. The results of internal market research are somewhat lower when compared to 

internal communication or training. Furthermore, participants indicated that their 

organisation rarely does internal market research (M = 2.7 and 2.8, S.D = 1.0 and 1.2) 

to assess the quality of employment (M = 2.8 and 2.8, S.D = 1.1 and 1.3) in both 

samples. High standard deviations associated with these two questions indicate the 

data points were spread out over a large range of values. 

 

As a whole, the results show that tourism and hospitality participants tend to agree 

more strongly about internal communication, and training occurs more frequently 

than it does for higher education employees (see Table 19 and Table 36). The results 

also demonstrate that both higher education and tourism and hospitality employees 

disagreed that their organisation conducted internal market research regularly.  
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5.4.1.2 Employee Satisfaction 

Table 37 demonstrates that the items for employee satisfaction had an acceptable level 

of reliability (α= 0.82).  

 

Table 37: The results of factor analysis (n = 458) 

Items 

Mean 

(SD) 

Corrected 

Item-to-Total 

Correlation 

Employee satisfaction  (α = 0.82) 

3 I am satisfied with the opportunities my work provides to interact 

with others. 

3.9(1.1) 0.64 

2 I am satisfied with the variety of activities my work offers. 3.7(1.2) 0.69 

4 I am satisfied with my job. 3.6(1.3) 0.78 

1 There is enough freedom to do what I want in my work. 3.5(1.3) 0.39 

6 I do not enjoy my job.
a
 3.5(1.3) 0.67 

5 I would not consider leaving my current job should another job 

opportunity be presented to me. 

2.8(1.5) 0.39 

a
The question was reverse coded. 

 

This is acceptable following the threshold of Nunnally and Bernstein (1994). The 

item-to-total correlations were calculated for the employee satisfaction scale. Table 37 

shows that the item-to-total correlation is within an acceptable range as item-to-total 

correlations greater than the threshold of 0.30. Hence, a clear six-item structure is 

supported. 

 

5.4.1.3 Cultural Congruence 

To enable scaled scores to be used in the data analysis, the raw scores on some of the 

outcome measures were converted to different-format scores (Costantino, et al., 2009; 

Malgady & Colon-Malgady, 1991). Internal consistency (alpha) reliability estimates 

of the cultural competencies component and cultural importance component are 

reported next.  
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Following the analytical procedures outlined in Section 3.3.3, reliability for cultural 

congruence was calculated. The results for the cultural congruence are listed in Table 

37. The scores are based on the cultural competencies component values ranging from 

0 to 14 (M = 2.65, S.D = 1.00). Furthermore, the second component (i.e. cultural 

importance) of the CC index was rated on a 5-point scale with responses ranging from 

“not very important” to “very important”. As Section 3.7.1 indicated, employee 

summary scores of cultural importance spanned a range from 5 to 25 (M = 14.41, S.D 

= 4.29). 

 

Table 38: Descriptive analysis of the CC index 

The Cultural Congruence (CC) index Total (n = 458) 

Mean S.D 

Cultural competencies component 2.65 1.00 

Cultural importance component 14.41 4.29 

 

The offer cultural competence (OCC) component of the CC index was evidenced by 

an acceptable reliability (α = 0.73), with item-of-total correlations ranging from 0.21 

to 0.71. The original employee cultural needs (ECN) component reliability was not 

accepted and this necessitated the deletion of item 5. The revised ECN component 

reliability had an acceptable reliability (α = 0.73), with item-of-total correlation 

ranging from 0.24 to 0.68, due in part to the small number of items. As discussed in 

Chapter 3, based upon the known reliability of difference scores (Malgady & 

Colon-Malgady, 1991), the two components of the CC index were uncorrelated (γ = 

0.052, p = 0.263). Hence, a clear CC index with two components, namely offer 

cultural competence component (OCC) and employee cultural needs (ECN) 

component was evident in the data. 
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In summary, the scales for the three dimensions of internal marketing practice, 

including internal communication, training and internal market research, and the 

dimension of employee satisfaction appeared to be reliable in a tourism and hospitality 

context, as the reliabilities exceeded the required thresholds. Moreover, a clear cultural 

congruence (CC) index with two components, namely offer cultural competence 

component (OCC) and employee cultural needs (ECN) component was reliability. The 

next step undertaken in the analysis was to specify the factor solution using a structural 

equation model confirmatory procedure. A good fit of the proposed three-factor model 

to the data using confirmatory factor analysis (CFA) provides support for the 

hypothesised factor structure (Brown & Cudeck, 1993). Hence, a CFA was undertaken 

to further purify the scales. 

 

5.4.2 Confirmatory Factor Analysis 

This section presents a confirmatory factor analysis (CFA) of each of the observed 

dimensions of internal marketing, namely internal communication, training and 

internal market research and the CFA for employee satisfaction. 

 

5.4.2.1 Internal Marketing Practice 

The congeneric model of internal marketing practice was tested with three observed 

constructs and sixteen indicators (see Figure 15). The resulting statistics were factor 

loadings higher than 0.5 that ranged from 0.76 to 0.90. The CFA model of internal 

marketing indicated an overall fit of χ2 = 387.58, df = 101, p = 0.000, GFI = 0.90, TLI 

= 0.94, CFI = 0.95, RMSEA = 0.08. The overall fit indices were satisfactory, thus no 

further specification was performed. 
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Table 39: Results for the internal marketing model
a
 

Construct/ item Loading
b
 Standard 

error 

(S.E.) 

Squared 

multiple 

correlation 

T-Value 

Internal Communication     

1. My organisation communicates a clear brand image 

to me. 

0.76 0.05 0.58 17.06* 

2. There is an internal communication program for all 

employees in my organisation. 

0.78 0.06 0.62 17.06* 

3. All communication materials reflect a consistent 

style in my organisation. 

0.82 0.06 0.67 17.84* 

4. Employees at all levels understand the direction and 

key priorities of my organisation. 

0.79 0.06 0.62 17.15* 

5. In my organisation, communications are appropriate. ---- ---- ---- ---- 

6. Messages that I receive are aligned with business 

wide communication. 

0.81 0.06 0.66 17.67* 

Training     

1. My organisation focuses efforts on training 

employees. 

0.87 0.05 0.75 23.34* 

2. My organisation provided an orientation program for 

me. 

0.83 0.04 0.69 23.34* 

3. The training in my organisation has enabled me to do 

my job well. 

0.82 0.04 0.68 22.84* 

4. My organisation teaches me why I should do things. 0.82 0.04 0.68 22.86* 

5. Skill and knowledge development happens as an 

ongoing process in my organisation. 

0.87 0.04 0.75 25.13* 

6. My organisation provides support to develop my 

communication skills in order to achieve organisational 

goals. 

0.86 0.04 0.74 

 

24.88* 

Internal Market Research     

1. My organisation gathers employee feedback. 0.82 0.04 0.67 22.80* 

2. My organisation regularly seeks employee 

suggestions. 

0.88 0.05 0.78 22.80* 

3. My organisation collects data on employee 

complaints. 

0.90 0.05 0.81 23.50* 

4. My organisation does a lot of internal marketing 

research. 

0.79 0.06 0.63 49.54* 

5. My organisation talks with me to identify issues that 

I may have. 

0.82 0.05 0.67 20.42* 

6. My organisation surveys employees at least once a 

year to assess the quality of employment. 

---- ---- ---- ---- 

a
The estimates reported are from a bootstrapped MLS solution using AMOS. 

b
This is the standardised loading estimate. 
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Figure 15: The second-order confirmatory factor analysis (CFA) model of Internal Marketing 

(IM) (standardised estimates) 

 

 

In summary, there was evidence of satisfactory fit for the model of internal marketing, 

involving internal communication, training, and internal market research. The next 

section reports the results of the employee satisfaction measure. 
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Figure 16: The first-order Model 1 of Employee 

Satisfaction (ES) (standardised estimates) 

 

Figure 17: The first-order Model 2 of Employee 

Satisfaction (ES) (standardised estimates) 

 

Figure 18: The first-order Model 3 of Employee 

Satisfaction (ES) (standardised estimates) 

 

Table 40: Results for the ES model   

Item Loading Standard error (S.E.) Squared multiple correlation T-Value 

Model Model 

2 

Model 

3 

Model 

1 

Model 

2 

Model 

3 

Model 

1 

Model 

2 

Model 

3 

Model 

1 

Model 

2 

Model 

3 

1. There is enough freedom to do what I 

want in my work. 

0.43 ---- ---- 0.075 ---- ---- 0.18 ---- ---- 8.62* ---- ---- 

2. I am satisfied with the variety of activities 

my work offers. 

0.72 0.70 0.79 0.18 0.08 0.04 0.51 0.65 0.63 8.62* 13.32* 24.79* 

3. I am satisfied with the opportunities my 

work provides to interact with others. 

0.68 0.67 0.82 0.16 0.07 0.04 0.46 0.85 0.67 8.47* 13.32* 19.74* 

4. I am satisfied with my job. 0.91 0.92 ---- 0.23 0.08 ---- 0.83 0.45 ---- 9.19* 16.88* ---- 

5. I would not consider leaving my current 

job should another job opportunity be 

presented to me. 

0.45 ---- ---- 0.17 ---- ---- 0.21 ---- ---- 6.99* ---- ---- 

6. I do not enjoy my job.
a
 0.80 0.81 0.70 0.21 0.08 0.04 0.65 0.49 0.50 8.95* 15.81* 19.74* 

a
The question was reverse coded. 
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5.4.2.2 Employee Satisfaction  

The initial congeneric model of employee satisfaction comprised of six indicators. 

The results are reported in Figures 16 to 18 and Table 40. As shown in Model 1 in 

Table 40, the result exhibited some factor loadings lower than 0.5. Item 1 and item 5, 

state to be one of the dimensions of employee satisfaction, and had factor loadings 

below the 0.5 cut off (0.43 and 0.45, respectively). The model resulted in the 

following model fit indices of χ2 = 103.83, df = 9, p = 0.000, GFI = 0.92, TLI = 0.86, 

CFI = 0.92, RMSEA = 0.15. The overall model fit statistics and factor-loading data 

suggest that items 1 and 5 should be deleted to improve poor model fit. 

 

After the deletion of two items, the revised one-factor congeneric Model 2 comprised 

of 4 items (Table 40). The chi-square value of 63.53 with two degrees of freedom is 

significant at the 0.05 level with a p-value of 0.000. The RMSEA fit statistic of 0.26 is 

poor and above the desired 0.06 threshold. Similarly, the Tucker-Lewis Index (TLI) 

result of 0.80 is considerably lower than the 0.95 threshold. The goodness-of-fit 

statistics of CFI and GFI were greater than 0.90, but the overall fit indices denote an 

unsatisfactory fit of the data. As shown in Model 2 in Table 39, the parameter 

estimates revealed strong significant relationships for employee satisfaction item 2 

(estimate regression weight = 1.11), item 3 (estimate regression weight = 0.90), and 

item 6 (estimate regression weight = 1.24). The only exception was the 

conservativeness factor on which item 4 failed to exert a strong effect (estimate 

regression weight = 1.56). This suggests that the model should be respecified (i.e. 

item 4 was deleted) according to the modification indices (Byrne, 2009; Kline, 2004). 
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The model re-specification procedures were based on the results of the factor loadings 

and goodness-of-fit statistics. As shown in Model 3 in Table 40, the employee 

satisfaction model represented a good fit to the data. In terms of model fit indices, the 

revised model is well within the recommended range of acceptability. For example, 

RMR from 0.08 to 0.04 and RMSEA from 0.26 to 0.04 suggest an improved model 

fit. 

 

Reliability 

The reliability coefficient and squared multiple correlation statistic for the two models, 

including internal marketing and employee satisfaction, indicated that these two 

models are reliable measures of the underlying constructs (Table 41).  

 

Additionally, the CFA model parameters were estimated, and reliability was analysed 

(Table 41). The results of average variance extracted estimate (AVE) and composite 

reliability revealed adequacy of internal consistency and convergent validity. Average 

Variance Extracted (AVE) of internal marketing (AVE = 0.54), and employee 

satisfaction (AVE = 0.62) were also found to be within the acceptable level in the 

literature (≥ 0.50). These results provide evidence of discriminant validity. Construct 

reliability (CR) is a measure of the internal consistency of items in a scale. Construct 

reliability statistics were greater than the recommended threshold of 0.6 (Bearden & 

Netemeyer, 1999; Netemeyer, et al., 2003). The CR for internal marketing is (0.94), 

and employee satisfaction is (0.83).  
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Table 41: The results of AVE and CR 

Measure  Average variance extracted estimate  

(AVE) 

Construct reliability 

(CR) 

Internal marketing (IM) 0.54 0.94 

Employee satisfaction (ES) 0.62 0.83 

 

5.5 Hypothesis Testing  

This section focuses on testing the hypotheses presented in Chapter 2 (see Figure 19). 

Firstly, hypotheses in this research seek to gain insights into the differences that seem 

to appear between the Australian and Taiwanese participants in terms of internal 

marketing practice and employee satisfaction. Secondly, the hypotheses in this 

research seek to examine the moderating effect of cultural congruence on the internal 

marketing practice and employee satisfaction relationship. The hypothesised 

relationships are outlined in Figure 19. 

 

Figure 19: Hypothesised relationship among the study variables 
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This section presents the results of two studies that examine cultural difference 

between Taiwanese and Australian employees and the effect of cultural congruence. In 

Study 2A, the individual sub-samples of Australians and Taiwanese are first 

considered to examine hypotheses 4 to 7. In Study 2B, a combined sample of 

Australians and Taiwanese were used to examine hypothesis 8.  

 

5.5.1 Study 2A – Hypotheses 4 to 7 

The proposed structural model in Figure 20 showed that internal marketing consists of 

three dimensions. The established measurement model for the internal marketing 

practice constructs was defined as a construct consisting of internal communication, 

training and internal market research. Subsequent to the overall CFA measurement 

model in Section 5.4.2, this section examines internal marketing practices and their 

relationship with employee satisfaction in two samples, namely Australian and 

Taiwanese employees (see Figure 20). 

 

Figure 20: Hypothesised relationship among Study 2A 
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Figure 21 presents the results of the overall measurement model with the use of the 

Australian sub-sample only. The resulting statistics showed factor loadings higher 

than 0.5 that ranged from 0.57 to 0.83. The model exhibited good overall fit of the 

data χ2 = 242.324, df = 101, p = 0.000, GFI = 0.89, TLI = 0.95, CFI = 0.96, RMSEA 

= 0.08. Thus, the results indicated a satisfactory fit of the internal marketing practices 

model for the Australian sub-sample. 

 

Figure 21: The IMP model – Australian sample 

 

 

In contrast, Figure 22 presents the internal marketing practice model with the use of 

the Taiwanese sub-sample only. The resulting statistics were factor loadings of 

internal communication and training higher than 0.5. However, the factor loading of 

the internal market research factor failed to meet the cutoff of 0.5. The test results 

revealed a chi-square value of 391.988 with 101 degrees of freedom at p = 0.000. The 

statistical requirements with RMR was 0.06 and the RMSEA fit statistic of 0.11 is 

poor and above the desired 0.06 threshold. The resulting goodness-of-fit statistics 

were TLI, CFI, and GFI lower than 0.90 and this demonstrates unsatisfactory model 
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fit (TLI = 0.85, CFI = 0.87, GFI = 0.83) of internal marketing practice in the 

Taiwanese sample.  

 

Figure 22: The IMP model – Taiwanese sample 

 

 

Taken together, the internal marketing practice model was examined in three samples, 

including a combined sample, and the Australian and Taiwanese sub-samples. Given 

an acceptable model fit for the internal marketing practices in the combined sample of 

Australians and Taiwanese (refer to Section 5.4.2), Hypotheses 1 to 3 were 

statistically supported. The proposed structural model shows internal marketing 

practice consists of three dimensions, including internal communication, training and 

internal market research, in the Australian sub-sample. In contrast, the internal 

marketing practice model with two-factors, including internal communication and 

training, was suitable for the Taiwanese sub-sample. Hence, Hypotheses 4 and 5 were 

fully supported. On the other hand, Hypothesis 6 was statistically rejected. 
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The association between internal marketing practice and employee satisfaction was 

investigated next. Furthermore, Figure 23 shows all results of the path coefficients to 

examine Hypothesis 7 in the Australian sub-sample.  

 

Figure 23: The result of SEM of the Australian samples 

 

 

The dataset was examined in the Australian sub-sample. The structural model yielded 

acceptable and modest fit with χ2 = 297.52, df = 148, p = 0.000, TFI = 0.95, CFI = 

0.96, RMSEA = 0.08. However, the statistic of GFI was below the 0.90 cut off (GFI = 

0.88). As with the GFI, if the statistic was nearly 0.90, that is acceptable (Marsh, Hau, 

& Wen, 2004). At the p < .05 level, all structural parameters for the model were 

related and significant. The standardised estimates of the paths, as well as the squared 

multiple correlation values, are summarised and displayed in Figure 23. As expected, 

the results indicated relatively strong support for the effects of internal marketing 

regarding the nature o employees’ level of satisfaction (γ = 0.68, t = 6.23, p < 0.01).  
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Figure 24: The result of SEM of the Taiwanese samples 

 

 

The Taiwanese sample was examined next. The structural model yielded the 

goodness-of-fit statistics with χ2 = 494.70, df = 148, p = 0.000. However, the 

resulting goodness-of-fit statistics were a TLI and CFI lower than 0.90 and this 

demonstrates unsatisfactory model fit (TLI = 0.84, CFI = 0.86). The standardised 

estimates of the paths are summarised and displayed in Figure 24. The results 

indicated the effects of internal marketing did not support Taiwanese employees’ level 

of satisfaction (γ = 0.30, t = 4.44, p < 0.01). As a result of two SEM models, 

Hypothesis 7 was rejected. This result indicates that the positive association between 

internal marketing practice and employee satisfaction is likely to be stronger for 

Australian employees than Taiwanese employees. 
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5.5.2 Study 2B – Hypothesis 8 

Cultural congruence was postulated as a moderator variable that interacts with the 

relationships among internal marketing and employee satisfaction (see Figure 25). 

This section will test hypothesis 8 of Study 2B. 

Figure 25: Hypothesised relationship among Study 2B 

 

 

As detailed in Chapter 3, the moderating effect was assessed using multi-group 

analysis within AMOS. The combined dataset was split into two groups for the 

cultural congruence (CC) construct: one group possessed high (n = 228) and the other 

group possessed low (n = 230) levels of importance on cultural congruence. The 

results of goodness-of-fit statistics for the competing models are displayed in Table 

42. 

 

Table 42: Goodness-of-fit statistics for the combined sample of Australian and Taiwanese 

Statistic  Acceptable Level Unconstrained model Constrained model 

CMIN (x2) p > 0.05 

(at the a = 0.05 level) 

693.42 

p = 0.000 

760.60  

p = 0.000 

Degrees of freedom (df)  296 337 

Chi-square difference  67.18 (41)  

TLI 0.90 0.93 0.93 

CFI 0.90 0.94 0.93 

RMSEA 0.08 0.05 0.05 
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The test results of no constraints revealed a chi-square value of 693.42 with 296 

degrees of freedom. The model fit seemed to meet the statistical requirements with 

TLI = 0.93, CFI = 0.94, and RMSEA = 0.05. All parameters in the model were 

statistically significant at p = 0.000. The goodness-of-fit statistics of the structural 

model with equality constraints imposed was also acceptable (x2 = 760.60, df = 337, 

TLI = 0.93, CFI = 0.93, RMSEA = 0.05, p = 0.000). The difference of chi-square 

values indicated that the path coefficients across the two groups varied significantly  

(∆x2 = 67.18, df = 41, p = 0.006) (see Table 42). The results of the multi-group 

analysis indicate the degree of the relationship between internal marketing and 

employee satisfaction was greater for high groups than for low groups (γlow = 0.65, 

γhigh = 0.73). 

 

The purpose of Study 2B was to examine whether cultural congruence affects the 

relationship between internal marketing and employee satisfaction. Hypothesis 8 

states that the degree of relationship between internal marketing and employee 

satisfaction would be impacted by cultural difference; operationalised as cultural 

congruence in this study (see Figure 25). The result of the multi-group analysis 

indicated that the degree of the relationship between internal marketing practice and 

employee satisfaction was greater for low groups than for high groups in the total 

sample. Thus, when there is perceived low cultural congruence, there is a low 

relationship between internal marketing and employee satisfaction. Alternatively, 

when there is a perceived high cultural congruence, the relationship between internal 

marketing and employee satisfaction is much stronger. Thus, these results lend 

support for Hypothesis 8. 
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Confirmatory Factor Analysis  

H1: Internal communication positively relates to Internal Marketing Practice. 

H2: Training positively relates to Internal Marketing Practice. 

H3: Internal market research positively relates to Internal Marketing Practice. 

 

STUDY 2A  

H4: There is a positive relationship between Internal Communication and Internal 

Marketing Practice for Australian and Taiwanese employees. 

H5: There is a positive relationship between Training and Internal Marketing 

Practice for Australian and Taiwanese employees. 

H6: There is a more positive relationship between Internal Market Research and 

Internal Marketing Practice for Australian and Taiwanese employees  

H7: There is a more positive association between Internal Marketing Practice and 

Employee Satisfaction for Australian and Taiwanese employees.  

 

STUDY 2B 

H8: Cultural Congruence positively moderates the Internal Marketing Practice and 

Employee Satisfaction relationship. 

 

In line with the result of reliability and CFA, a modified factor model of internal 

marketing with three dimensions was proposed, and the 16-items model had a good 

model fit with the results supporting Hypotheses 1 to 3. On the other hand, Taiwanese 

participants consider that internal marketing practice should be a two-factor construct, 

including internal communication and training, when compared with Australian 

participants. This result suggests that internal marketing practice may be a two 

dimensional model in Taiwan. Hence, hypotheses 4 and 5 were statistically supported 
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and hypotheses 6 and 7 were rejected. Finally, cultural congruence positively 

moderated the relationship between internal marketing and employee satisfaction and 

this result provides statistical support for hypothesis 8.  

 

5.6 Chapter Summary 

First-order confirmatory factor analysis was used to assess the reliability and validity 

of the internal marketing and employee satisfaction constructs used in this research. 

The next stage of the modelling was to test hypotheses 4 to 7 to investigate the 

influence of cultural differences. The final stage of the modelling was to test 

hypotheses which involved an examination of the moderating effects to examine the 

internal marketing and employee satisfaction relationship. 

 

The results showed that most hypotheses were supported, but hypotheses 6 and 7 were 

rejected. The internal marketing practice model consisting of three-dimensions was a 

better fit for the Australian sample rather than the Taiwanese sample. This suggests 

that internal marketing practice may be a two dimensional model for Taiwanese 

individuals. Furthermore, the positive association between internal marketing practice 

and employee satisfaction was supported in Australian employees. Finally, there were 

differences in the moderating effect between high and low cultural congruence groups 

in terms of the relationship between internal marketing and employee satisfaction. 
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CHAPTER 6: Discussion of Findings 

6.1 Introduction 

The previous chapters presented the results obtained in this thesis. This thesis first 

explored the perspectives taken by internal marketing academics to consider how to 

measure internal marketing practice, subsequently cultural difference, and finally this 

thesis identified whether cultural congruence moderated the relationship between 

internal marketing and employee satisfaction. This chapter discusses the meaning of 

the results from Chapters 4 and 5 relating to the fundamental argument of this thesis. 

It addresses the eight hypotheses in Chapter 2 in light of the extant literature (see 

Figure 26) with 6 hypotheses supported and 2 hypotheses rejected. This chapter 

positions the results in terms of theory to clearly articulate the contribution this thesis 

makes to the literature. 

 

Figure 26: The model of this research 

 

This thesis identified through a literature review how the scope of internal marketing 

evolved from a simple framework into a multi-dimensional concept over the past 

thirty-six years. Moreover, the literature review identified there is no universal 

definition or commonly used multiple dimension measure of internal marketing. This 

thesis focused on internal marketing practice, therefore focusing measurement on the 
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actions that are undertaken in practice by internal marketers to better align theory with 

internal marketing practice. Secondly, the purpose of Study 2 is to establish that there 

are differences in the samples firstly, and realise how well organisations offer cultural 

competence (OCC) to satisfy culturally diverse employee cultural needs (ECN). 

Finally, this thesis will contribute to understand how internal marketing practice 

should differ (if it needs to at all) to satisfy employees whose cultural needs are not 

met (cultural congruence) by an organisation. Three research questions were formed 

to guide this thesis and these will again be summarised for the reader along with the 

hypotheses that were tested. 

Table 43: Summary of research questions and hypotheses 

Research Questions Hypotheses for testing 

What is the scope of internal marketing 

practice? 

Internal communication positively relates to internal 

marketing practice (H1). 

Training positively relates to internal marketing 

practice (H2). 

Internal market research positively relates to internal 

marketing practice (H3). 

Are Australian and Taiwanese cultural 

differences evident? 

There is a positive relationship between internal 

communication and internal marketing practice for 

Australian and Taiwanese employees (H4). 

There is a positive relationship between training and 

internal marketing practice for Australian and 

Taiwanese employees (H5). 

There is a positive relationship between internal market 

research and internal marketing practice for Australian 

and Taiwanese employees (H6). 

There is a positive association between internal marketing 

practice and employee satisfaction for Australian and 

Taiwanese employees (H7).  

How does cultural congruence affect the 

internal marketing practice and employee 

satisfaction relationship? 

Cultural congruence positively moderates the internal 

marketing practice and employee satisfaction 

relationship (H8). 

Note: Bold hypotheses were empirically supported.  
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The next section will proceed by discussing the findings of this thesis. Some of these 

results are consistent with existing literature but extend the literature base.  

 

6.2 Literature Confirmation 

6.2.1 Dimensions Supported Empirically 

Attempting to determine the dimensions of internal marketing practice is a critical 

topic for both marketing academics and practicing marketers. The large sample of 

service employees in two different contexts used in this research provides a natural 

group of employees who have (and have not) been provided with internal marketing 

programmes. The literature review presented a wide range of ideas that could be held 

under the term “internal marketing practice”. This thesis identified 42 internal 

marketing definitions and chose most popular items of three dimensions, including 

internal communication, training, and internal market research, drawing survey items 

from the 20 questionnaires in print (see Appendix C). The first aim of this thesis was 

to draw together internal marketing studies and questionnaires to consolidate the 

understanding of internal marketing practice. The findings in relation to the internal 

marketing construct and dimensions relate to RQ1 which aims to quantitatively 

identify the potential dimensions and empirically establish the dimensions of internal 

marketing practice.  

 

The findings for Study 1 and Study 2 suggest that internal marketing practice is 

comprised of internal communication, training and internal market research. This 

confirms empirical evidence to support the internal marketing practice structure as a 

three-dimensional concept. These findings led to the support of Hypotheses 1 through 

3. The results of this thesis support Ahmed et al. (2003) who described internal 

marketing as the internal marketing mix which means internal marketing is a 
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controllable element of organisational management that may be used to motivate and 

influence employees. Furthermore, the thesis is the same as Chang and Chang (2008) 

and Jou et al. (2008) who empirically established internal marketing as a 

multiple-dimension construct, and different from Barnes et al. (2004) and Puniaisri 

and Wilson (2007) who only used one dimension. The results of this thesis suggest 

that studies using uni-dimensions are not fully capturing internal marketing practice 

and a broader understanding of internal marketing practice can be gained from 

viewing internal marketing practice as multi-dimensionally focused. 

 

6.2.2 A Construct that Differs According to Market Type 

The results of this research also illustrate how the dimensions of internal marketing 

practice vary across market types. Internal marketing practice has three dimensions, 

namely internal communication, training and internal market research. All of three 

dimensions had higher factor loading in the tourism and hospitality context (0.76 – 

0.90) than in the higher education context (0.58 – 0.86). Understanding what internal 

marketing practice is in order to develop strategies starts with identifying employees. 

Employees might have multiple demands and expectations from their organisations. 

The measures developed in this research may provide internal marketers with a wide 

range of measures for internal marketing practice. 

 

Internal marketing practice is a complicated construct and there have been studies 

conceptually and empirically explain this phenomenon. The internal marketing 

literature has acknowledged that there is a need for internal marketing research to 

relate different internal marketing practice items to each other, and to use more than 

one measure in the same study (see examples Ahmed & Rafiq, 2003). This research 

could help internal marketers to realise employee demands and expectations 
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remembering that the demands and expectations of employees will differ and any 

efforts directed at generalising results across industries would be somewhat misguided. 

Distinguishing between market types is important because the very nature of market 

types indicates that the measures used to capture internal marketing practice should be 

different, as will some of the antecedent variables. Therefore this thesis argues against 

a single internal marketing practice measure but for those, which are context and 

situation specific. 

 

6.2.3 Internal Marketing Practice Measurement should be Employee-View 

Organisations improve employees’ performance and satisfaction by using an internal 

marketing programme and it proves once and again internal marketing to be a useful 

tool (see examples Cooper & Cronin, 2000; Hwang & Chi, 2005). Internal marketing 

practice is thus established for employees. As a result, questionnaires should be based 

on employee view. During the last twenty-two years, 47 out of 91 exploratory studies 

were targeted towards employees to understand whether internal marketing is 

practised appropriately by their organisations (see examples Helman & Payne, 1992; 

Paraskevas, 2001; Yang, 2012). Similarly, this thesis targeted employees in higher 

education and tourism industries, and confirmed employees’ perception and opinions 

about internal marketing practice. An examination of the means in Study 1 indicates 

that training was the highest strongest agreement, followed by internal 

communication and internal market research. Moreover, the results in Study 2 show 

small differences, with internal communication the highest and strongest agreement, 

while training and internal market research were next.  

 

 

 



148 
 

This thesis extends the understanding showing that these three dimensions are 

expected by employees. Similar with the finding from Helman and Payne’s (1992) 

study, internal marketing programmes rely on good internal communication systems. 

Furthermore, training and internal market research embedded in an internal marketing 

programme can assist to regulate employees’ attitudes and performances toward 

customers (Quester & Kelly, 1999; Tsai & Tang, 2008). By understanding employees’ 

views, researchers can diagnose the extent to which internal marketing is practised 

thereby creating room for improvement. 

 

6.2.4 The Relationship with Internal Marketing Practice and Employee 

Satisfaction  

While the job duty of the marketer has been primarily to focus on customer 

satisfaction, interest in the internal focus of marketing personnel has only recently 

garnered empirical attention in the literature. While marketing theorists have long 

noted that an internal customer focus could play an important role in building 

employee satisfaction, this thesis represents one of the attempts to model those effects. 

Based on the employee satisfaction measures of Bearden and Netemeyer (1999) and 

King and Grace (2010), the direct effect of internal marketing practice on employee 

satisfaction was examined. 

 

Employee satisfaction is a critical issue that influences the success of any organisation. 

Recent calls have been made within the internal marketing literature for research that 

utilises the functions of internal marketing to better improve employee satisfaction 

(e.g. Azizi, Ghytasivand, & Fakharmanesh, 2012; Hwang & Chi, 2005). Several 

authors (see examples Ahmed & Rafiq, 2003; Joseph, 1996; Vasconcelos, 2008) 

provide a theoretical foundation and conceptual framework, based on internal 
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marketing variables, explaining how goals related to employee satisfaction could be 

achieved. Furthermore, numerous prior studies have confirmed different internal 

marketing variables which can assist to improve employee satisfaction, such as 

internal communication (e.g. Back, et al., 2011), training (e.g. Ahmad, et al., 2012; 

Cooper & Cronin, 2000), and internal market research (e.g. Quester & Kelly, 1999) 

(see Table 3). This thesis empirically supported and confirmed this relationship from 

these previous studies. On the other hand, Mile and Sledge (2009) identified that 

culture, as a factor, motivates employees who are likely to be influenced by what they 

want from their organisations and how satisfied they are in their jobs. This thesis 

provides empirical evidence identifying that the positive association between internal 

marketing practice and employee satisfaction is likely to be stronger for Australian 

employees than Taiwanese employees. 

 

6.2.5 Conceptual Inequivalence 

Prior investigations of internal marketing have been conducted mainly in Western 

contexts with English versions of questionnaires (Huang & Rundle-Thiele, 2012; 

Huang, et al., 2010). There are few studies (Lee & Chen, 2005; Tsai & Tang, 2008), if 

any, which have examined internal marketing in non-English-speaking countries, and 

no explanation about the language of the questionnaire. It is difficult to realise 

whether these measures of internal marketing are suitable for examination in an Asian 

context. Unfortunately, the conceptual model tested did not fit the Taiwanese 

sub-sample raising questions about conceptual inequivalence. Harzing et al. (2005) 

agree that a concept developed in one part of the word (usually in the Western context) 

might not be applicable across cultures. 

 

 



150 
 

Following consideration of equivalence literature, the results of this study are not 

unexpected because inequivalence can lead to unreliable results for the conceptual 

model outlined in this thesis (Van de Vijver & Tanzer, 2004). The meaning from King 

and Grace’s (2010) employee satisfaction measures did not translate effectively into 

Traditional Chinese which refers to the issue of conceptual inequivalence. For 

example, the translation of the English employee “feel reasonably satisfied” and “feel 

a great sense of satisfaction” from my job in Traditional Chinese have a similar 

meaning. The comparison can be restricted to the Taiwanese set while the 

completeness of the measure was frequently examined for the Western participants. 

 

6.2.6 Scalar Type 

There is growing empirical evidence demonstrating that the results of studies may be 

influenced by culture (see examples Tanzer, et al., 1994; Van de Vijer & Leung, 1997); 

in line with the Singaporean Chinese who have the same preference in Tanzer et al.’s 

(1994) study. Neglecting the impact of scalar type can seriously threaten the validity 

of the result. The results observed in this thesis suggest that a forced-choice format 

measure, such as the option of “yes” and “no” only,  rather than Likert scale may 

provide one alternative to reduce the Taiwanese tendency to choose the neutral option 

(see Table 44).  
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Table 44: An example for the suggestion of scale type  

 Item  Scale type 

The original item  

in this thesis 

My organisation focuses efforts on training 

employees. 

 Strongly disagree 

 Disagree 

 Neutral  

 Agree 

 Strongly agree 

The suggested item  

in future research 

Does my organisation focus efforts on training 

employees? 

 Yes  

 No 

 

As previously mentioned, an employed sample of participants, respondent rate, 

organisational content, translation problems, scalar inequivalence and scale type 

limited this study. The results in this study which can relate to cultural congruence in 

the two different ethnicities are exclusively linked to the Cultural Congruence (CC) 

Index from the Costantino et al. (2009) study. This implies that differences in the 

relationship between internal marketing and employee satisfaction based on the 

cultural congruence measure employed in this research may vary with other measures 

of cultural differences (for example Zeybeka, et al., 2003). In turn, the next section 

will present a future research agenda for internal marketing academics. 

 

6.3 Contributions to the Literature 

The main purpose of this thesis was to examine and develop a reliable internal 

marketing practice measure. Before investigating the second purpose, Study 2 was to 

establish that there are differences in the samples by using Hypotheses 4 to 7. The 

second purpose was to examine whether cultural congruence as the moderator, 

influenced the internal marketing practice and employee satisfaction relationship. This 

thesis contributes to the literature in the main ways. The first major contribution is the 

construct of internal marketing practice as a multi-dimensional construct. In turn, this 
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thesis contributes a reliable and valid internal marketing practice measure. Thirdly, 

this thesis contributes by empirically establishing that organisations who meet 

employees’ diverse cultural needs can improve the internal marketing and employee 

satisfaction relationship. Fourthly, this thesis contributes by establishing that Western 

researchers could collaborate and manage their Taiwanese employees to generate 

knowledge and gain rich insights into this area. Moreover, this thesis strengthens 

academic knowledge in higher education and hospitality and tourism research by 

providing a measure of internal marketing practice that can be used to benchmark 

performance in both the higher education and tourism and hospitality industries. 

Lastly, the current study extends cultural congruence studies by providing the 

understanding of carrying on cultural congruence investigations within internal 

marketing.  

 

6.3.1 The Multi-Dimensional Internal Marketing Practice Measure 

To begin with, this thesis had noticed evident research gaps in the existing internal 

marketing studies. There is to date no universally agreed upon measure of internal 

marketing practice. The literature review identified that 42 definitions of internal 

marketing existed. This thesis is the first study to review and summarise more than 

200 internal marketing studies (see Appendix B). This thesis investigated internal 

marketing practice and the activities that would occur in internal marketing practice as 

it enables marketers to understand the degree to which internal marketing is 

implemented in an organisation. 

 

In previous studies, several authors have indicated that internal marketing is 

uni-dimensional (e. g. Farzad et al., 2008; Tsai & Tang, 2008). Moreover, most 

authors omitted internal market research in earlier internal marketing studies 
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(examples include Ewing & Caruana, 1999; Foreman & Money, 1995). Internal 

market research has not frequently been used as one of the internal marketing 

dimensions, which would have limited the explanatory potential of models derived 

(examples include Foreman & Money, 1995; Hogg, et al., 1998; Tsai & Tang, 2008). 

Recent studies reveal internal market research as one of internal marketing’s key 

elements (Jou, et al., 2008; Lee & Chen, 2005). The results of this thesis illustrate 

how the inclusion of multiple dimensions offers the potential to better explain internal 

marketing practice. The empirical results evidenced that three key constructs, 

involving internal communication, training, and internal market research, comprise 

internal marketing practice (IMP) in the Western context  (i.e. Australia). Further, the 

result of Study 2 contributed that a bi-dimensional internal marketing practice model 

may be more appropriate for the Eastern context (i.e. Taiwan). 

 

6.3.2 Reliable & Valid Internal Marketing Practice Measure  

Nenty and Dinero (1981) supported that multi-dimensional questionnaires should 

involve a large number of items, which increases the accuracy and reliability of 

dimensions and reduces construct bias. In addition, data obtained with the instrument 

in cross-cultural contexts can improve the reality of theory by examining EFA and/or 

CFA (Van de Vijver & Leung, 1997). Several scales from previous studies are 

questionable as Harvey, Billings, and Nilan (1985) suggest that at least four items per 

scale are needed. For example, 2 out of 6 dimensions of internal marketing with less 

than four items are in the Lee and Chen (2005) study, with one dimension containing 

only 2 items. A total 14 of 20 questionnaires in print have examined the reliability of 

the internal marketing measures, including 6 studies employed in the study that have 

examined reliability using CFA (e.g. Lings & Greenley, 2005). 
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The current investigation has for the first time examined internal marketing. Firstly, 

this thesis constructed an integrated conceptual model and empirically examined the 

model in different contexts. In particular, the examination of three internal marketing 

dimensions was conducted in both Western and Eastern contexts and also in higher 

education and the tourism and hospitality industries. Furthermore, as some items from 

previous studies had not examined reliability, the internal marketing practice measure 

used in this thesis examined reliability analysis using CFA. This thesis contributes to 

the understanding of internal marketing practice as a 16-item measure with three 

dimensions. Moreover, each of the three dimensions has more than four items as 

suggested by Harvey et al. (1985). 

 

6.3.3 An examination of the Conceptual Model in West-East contexts 

Most internal marketing research conducted to date is examined in one or a similar 

cultural context (see Appendix B). However, some countries are culturally diverse, 

such as Australia. There are few internal marketing studies (for example Kale, 2007; 

Kelemen & Papasolomou, 2007), if any, which have addressed the significance of 

culture in quantitative studies, while past studies have conceptualised or qualitatively 

considered culture. For example, Kale (2007) proposed a conceptual idea that 

Western managers have difficulties understanding Eastern employees’ needs. 

Quantitative studies exploring the impact of culture on internal marketing practice are 

non-existent. The current study filled this gap in the internal marketing literature. 

 

This thesis is the first research to quantitatively examine the ideas of cultural issues 

which have been mentioned by internal marketing researchers to empirically examine 

internal marketing practice in a different cultural context (i.e. West-East contexts). 

This thesis evidenced that the positive association between internal marketing practice 
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and employee satisfaction is likely to be stronger for Australians than it is for 

Taiwanese. The results of this thesis contribute by highlighting the need for Western 

researchers to collaborate with their Taiwanese colleagues to generate knowledge and 

to develop insights into how Taiwanese employee satisfaction can be further improved 

through internal marketing practice. 

 

6.3.4 The Strengthen in the Higher Education and Hospitality and Tourism 

Research 

One of the major contributions of this thesis is the dimensions of internal marketing 

practice that represents positive evidence in service contexts. This thesis has used 

factor analysis, first and second order, and confirmatory, to explore the dimensionality 

of the internal marketing practice construct across two contrasting contexts. By 

applying the dimensions of internal marketing practice in two service contexts, this 

thesis broadens the internal marketing practice construct to investigate more service 

contexts. The results of this research suggest that service organisations should provide 

training and support to employees who will in turn deliver higher service standards to 

customers. This thesis has thus concentrated on measurement issues and the 

relationship between three dimensions of internal marketing practice that were 

categorised following a review of the literature in the two contexts, namely higher 

education and hospitality and tourism. One of the most important contributions of this 

research is that it provides a framework that strengthens the knowledge of internal 

marketing from a considerable number of internal marketing studies. 
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6.3.5 The Impact of Cultural Congruence on Internal Marketing Practice and 

Employee Satisfaction 

This thesis is considered as the first attempt to investigate the moderating effect of 

cultural congruence on the internal marketing practice and employee satisfaction 

relationship. With the conceptual model (see Figure 19), the moderating effect of 

cultural congruence was supported (Hypothesis 8). On the premise that cultural 

congruence has moderated the relationship between internal marketing and employee 

satisfaction of tourism and hospitality employees, this thesis puts forward an 

implication that internal marketing studies could be extended to realise the importance 

of cultural congruence. It is expected that in tourism and hospitality where 

multi-cultural workplaces are well-documented, cultural congruence can aid 

organisations to better meet employees’ culture-specific needs leading to better 

outcomes, for example employee satisfaction. More importantly, by understanding 

cultural congruence and giving consideration to internal marketing, managers can 

increase employee satisfaction.  

 

The results of this thesis shed some new light on how to take culturally diverse 

employees in the tourism and hospitality sector into account to further improve 

internal marketing practice and hence increase employee satisfaction of Australian 

and Taiwanese employees. It has been noted for many years that the tourism and 

hospitality industry has employed large numbers of culturally diverse employees 

(World Tourism Organisation, 2012), suggesting that for internal marketing practice to 

work, organisations need to be culturally competent in order to reduce the cultural 

gaps between organisation and their employees. The results of this thesis suggest that 

internal marketing practice that meets employees’ diverse cultural needs can improve 

employee satisfaction. 
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6.3.6 Extending Cultural Congruence to Internal Marketing  

Prior investigations of cultural congruence have been conducted mainly within health 

care (for example Rogler, et al., 1987; Truong, et al., 2012), and education (for 

example Au & Mason, 1983; Day-Vines & Day-Hairston, 2005). There are few 

studies, if any, which have examined cultural congruence in an internal marketing 

employee context (Joseph, 1996; Kale, 2007; Kelemen & Papasolomou, 2007). 

Cultural congruence had not been examined previously in the internal marketing 

literature. In light of this gap, the current research aids theory advancement and 

acknowledges the application of cultural congruence within an additional research 

context. Moreover, this thesis contributes by extending the understanding of cultural  

congruence which involves giving consideration to how well an organisation is 

missing employees’ needs. By addressing the academic omission and extending 

cultural congruence studies to internal marketing, this study provides insights and 

understanding for future researchers to carry on cultural congruence investigations 

within internal marketing. 

 

6.4 Summary of Research Findings 

This chapter has discussed the results from previous hypothesis testing to demonstrate 

the findings of this thesis. The research demonstrates that: 

 Internal marketing is a multi-dimensional construct comprising up to three 

dimensions. The dimensions that were empirically supported were internal 

communication, training, and internal market research. The inclusion of multiple 

dimensions better explains how internal marketing practice assists researchers 

and practitioners to understand the functions and approaches that can be used to 

encourage and motivate employees to deliver better service outcomes. 
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 This thesis evidences that the conceptual model is supported in the employee 

sample and extends the understanding showing that the internal marketing 

practice dimensions are expected by employees.  

 Evidence in this thesis suggests that the positive association between internal 

marketing practice and employee satisfaction is likely to be stronger for 

Australian employees than Taiwanese employees. However, these results must be 

interpreted with caution. Conceptual inequivalence and sample bias may restrict 

our ability to compare contexts. 

 The results of this thesis provide evidence that organisations can cater to 

culturally diverse employee needs (i.e. cultural congruence) for moderating the 

internal marketing and employee satisfaction relationship. 

 

6.5 Chapter Summary  

This chapter has discussed the results from previous hypothesis testing to demonstrate 

the contributions of this research. This thesis expands the body of knowledge on 

internal marketing, finding empirical support for three internal marketing dimensions, 

namely internal communication, training, and internal market research. These 

concepts should continue to be held under the term “internal marketing practice”. 

Moreover, this thesis has for the first time examined internal marketing practice in a 

different cultural context which extends the understanding of differences in internal 

marketing practice. Lastly, the current study extends cultural congruence studies by 

investigating cultural congruence within internal marketing practice. Lastly, this thesis 

makes a contribution to theory employing a measure of cultural congruence to 

examine the impact of cultural congruence on the internal marketing practice and 

employee satisfaction relationship. Hence, this thesis stands to benefit both academic 

researchers and practitioners alike.  
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CHAPTER 7: Conclusion, Limitations, Future Research 

and Management Implications 

7.1 Introduction 

This thesis employed confirmatory factor analysis, first and second order, to better 

understand the dimensionality of internal marketing. In turn, this thesis used 

multi-group analysis to investigate and examine the internal marketing and employee 

satisfaction relationship. The previous chapter, Chapter 6 summarised the significant 

results and the key contributions of this thesis. The present chapter will discuss the 

limitations of the current study and outline an agenda for future research. Finally, this 

thesis concludes with some final remarks.  

 

7.2 Limitations  

This research provides some new insights into the dimensions of internal marketing in 

three contexts, namely higher education, tourism and hospitality, and the 

cross-cultural (West versus East) context. Inevitably this study suffers some 

limitations that can affect the outcome of the research. Limitations involving sampling, 

the survey technique employed, and the methodology were discussed in detail in 

Chapter 7. 

 

7.2.1 Sample Size 

A potential limitation of Study 1 is that the sample size (n = 205) was small. 

Furthermore, only one organisation was involved in Study 1. The results of Study 1 

cannot be generalised beyond the organisation and context considered. To take Study 

1 for example, ideally a random sample of sufficient size for statistical testing should 

be taken from all Australian higher education institutions (n = 38). Study 2 is also not 
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without limitations. The absence of a database of tourism employees in Australia 

made it difficult to verify the sample and distribute the survey. Samples were accessed 

from Prospect shop but the population were not necessarily employees in tourism and 

hospitality; this limited the full sample size needed for data analysis and a different 

technique may need to be employed. Therefore results must be viewed in light of this 

limitation. The effective respondent rate was too low and, as such, the findings of 

Study 2 cannot be generalised beyond the sample. Additionally, Study 2 is smaller 

than guidelines suggested by some researchers, resulting in a lack of power for 

investigating moderator effects. Iacobucci (2010) states that a sample of 

approximately 1000, achieves very accurate results for structural equation modelling. 

Further research is required using a representative sample to enable generalisability. 

 

7.2.2 Survey Quality 

Errors in survey administration that limited the current study were identified. Firstly, 

as stated in the previous section a convenience sample in one higher education 

institution was used in Study 1. The finding was too specific, and additional samples 

will be required in future research. Secondly, Study 2 filtered employees to ensure 

respondents had work experience and/or they currently worked in the tourism and 

hospitality sector. However, the author received some feedback of managers during 

data collection for Study 2. For example, one manager who participated in the survey 

was employed in an event organisation and felt that the internal marketing survey 

should also collect manager and/or organisational views. However, the involvement of 

a manager will influence the findings as managers might hold different perceptions 

about what employees’ need and expect. In turn, the response rate of the online survey 

in Study 2 was highest in the airline industry which may limit the generalisability of 

the findings. Finally, the lack of demographic data in Study 1 was a limitation of the 
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study. The demographic data can provide researcher to realise the differences of 

participants. In sum, survey administration influenced the accuracy of the findings. 

 

7.2.3 Psychological Meaning across Cultures 

It is widely accepted that the translation of structures involves more than rewriting the 

text in another language (Bracken & Barona, 1991; Geisinger, 1994; Harzing, et al., 

2005). Notwithstanding the potential contributions this thesis may make, the 

inevitable limitations are evident. Translation remains a key issue within multilingual 

studies, even if the accuracy of the translation and back translation procedure is 

evaluated by comparing the original and back translated version (Bernard, 1998). The 

pre-test procedure occurred before the data collection in this thesis to confirm 

accuracy. However, while survey items were linguistically correct, items might still 

have exhibited poor quality owing to differences in translation (Van de Vijver & 

Tanzer, 2004).  

 

An ideal quality for a multilingual survey is for it to be checked and examined by 

cultural, linguistic, and psychological experts (Van de Vijver & Tanzer, 2004). The 

bilingual ability and cultural experience of the survey administrator (i.e. the author) 

minimised the bias of linguistic and cultural issues as far as possible within the 

financial constraints of this research. Employing objective experts may have further 

minimised cultural and linguistic effects. Psychological experts were not utilised in 

the current study and this may have affected the psychological meaning across 

cultures (Van de Vijver & Tanzer, 2004). Suppose that the participant responses in one 

of the ethnicities were more strongly determined by social desirability for all items of 

the questionnaire in this thesis. For example, the empirical results evidenced that both 

Australian and Taiwanese employees are satisfied with their jobs. Yet, the results also 
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showed that Taiwanese employees did not enjoy their jobs overseas casting doubt on 

employee satisfaction. Future research addressing multilingual studies should be 

sensitive to the issue of equivalence taking psychological, linguistic, and cultural 

considerations across cultures into account should sufficient funding be available.  

 

7.2.4 Employee Satisfaction should be measured using Multiple Dimensions 

As suggested by several authors (see examples Ahmad & Al-Borie, 2012; Peltier, et 

al., 2006), the relationship between employee performance and employee satisfaction 

should be positive. Moreover, the higher the employee satisfaction, the more 

favourable the employee satisfaction measures should be. However, Chi and Gursoy 

(2009) argue that a uni-dimensional construct is likely to limit the generalisability of 

the findings beyond the measure employed. Most employee satisfaction measures, 

used in the internal marketing literature, are uni-dimensional (see example Ahmad & 

Al-Borie, 2012; Azizi, et al., 2012; Göunaris, 2007). Similarly, the current study 

adapted Bearden and Netemeyer’s (1999) and King and Grace’s (2010) studies and 

modified the measure into a one-dimension employee satisfaction measure. The 

results observed in this may limit the generalisability of the findings beyond the 

employee satisfaction measure used. In line with Carlson et al.’s (2009) research, a 

quality scale composed of four to six items could be developed for most constructs.  

 

7.2.5 Scalar inequivalence 

Academic tourism researchers typically use Likert scales, while industry tends to use 

pick-any measures (Dolnicar & Grun, 2012). There is abundant evidence 

(Baumgartner & Steenkamp, 2001; Harzing, et al., 2005; Steenkamp & Baumgartner, 

1998; Tanzer, et al., 1994) that countries and cultures differ in their response styles. 

This is supported by the results of this thesis which suggest that Taiwanese 
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participants tend to offer neutral opinions. For example, a total of 48.3% Taiwanese 

participants responded neutral options for item 1 of internal market research as “my 

organisation gathers employee feedback”. Authors such as Tanzer et al. (1994) found 

Singaporean Chinese have the same preference of answer format as the Taiwanese. 

Moreover, they found that the usage of the five rating scale category is not an 

appropriate answer format in cross-cultural studies, especially those examining the 

Chinese context (Tanzer, et al., 1994). Future research should use a forced-choice 

format measure, such as yes-and-no questions, for Taiwanese in order to require the 

respondents to consider their response for each item in terms of speed of completion 

(Dolnicar & Grun, 2012). This procedure requires respondents to first consider all 

answer alternatives and choose the most and least important. This forces the 

respondents to first consider all of the options and hence increases the likelihood that 

choices are made in a comparative manner. This thesis suggests that it might well 

increase data quality considerably in future research. 

 

7.2.6 Common Method Variance 

The final limitation of this thesis is common method variance. While a stronger 

design would have provided multiple sources for measures, a number of authors have 

thus noted that the strength of the impact of common method biases varies (e.g. 

Bagozzi & Yi, 1990; Cote & Buckley, 1987; Podsakoff, MacKenzie, Lee, & 

Podsakoff, 2003; Spector, 1987, 1994; Williams, Cote, & Buckle, 1989). First, and 

most importantly, although the use of a single-factor test may provide an indication of 

whether a single factor accounts for all of the covariances among the items, this 

procedure actually does nothing to statistically control for (or partial out) method 

effects. Finally, other types of service organisations in various conditions should be 

investigated. For example, given the global importance of service organisations and/or 
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chains, a larger sample using international organisations would be advisable in order 

to promote the generalisability of the results. Different perceptions of employees may 

be found where employees are likely to experience rejection and hostile responses.  

 

7.3 Recommendations for Future Research 

Four main areas have been identified for future research and these will be detailed in 

turn. Firstly, in order to progress the understanding of the internal marketing concept, 

additional research efforts are required to identify the true object of interest. Secondly, 

researchers should endeavour to improve the quality of multilingual studies by 

limiting biases involved in translation. Thirdly, future research should be conducted to 

improve the understanding of cultural congruence drawing on the diverse fields of 

marketing research. In turn, future research should consider the relationship between 

internal marketing practice and other outcomes to understanding the impact of 

cultural congruence more broadly. Finally, the question type should be carefully 

considered in future in cross-cultural studies.  

 

7.3.1 Relationships between Internal Marketing Dimensions 

Study 1 scrutinised the internal marketing practice measures that were originally 

developed in a Western context in the higher education sector. More importantly, a 

comparative study of the two groups of internal marketing practice measures 

generated in the Australian and Taiwanese contexts was executed at the preliminary 

stage in tourism and hospitality in Study 2. Such a finding provides a solid basis for a 

significant body of future research. Researchers can use the internal marketing 

practice measure in future research. 
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This thesis generally implies that the internal marketing practice should not be 

considered as a uni-dimensional construct. That is, there are multiple internal 

marketing practice dimensions. Firstly, the results of this thesis indicate that internal 

communication and training may be used more frequently in higher education, and 

tourism and hospitality industries when compared with internal market research. 

Researchers should consider internal marketing practice as a three-dimensional 

concept that includes internal market research. Furthermore, previous studies largely 

discuss whether various functions (e.g. training) occur strategically rather than 

tactically (e.g. support, advice, e-training, orientation) (see Table 5, 6, and 7). In 

contrast, 20 questionnaires in print focus on whether organisations did an internal 

marketing programme. This thesis suggests the addition of internal marketing practice 

for each dimension, namely internal communication, training, and internal market 

research, possibly increasing the explanatory potential of internal marketing practice 

measures.  

 

The findings of Study 2 also evidenced that three-dimensional internal marketing 

practice seems to be used in the Western context (i.e. Australia). In contrast, a 

bi-dimensional internal marketing practice model may be more appropriate for the 

Eastern context (i.e. Taiwan).  It is necessary to design a complete qualitative study 

to identify issues and then build a new model for testing for Asia in future research 

and to develop a reliable and valid internal marketing practice measure for Asians. 

Further, future research could employ content analysis to observe job descriptions of 

internal marketers to understand whether additional dimensions exist. Such research 

endeavours would assist internal marketers to further improve internal marketing 

practice. Future research must incorporate circumstances to determine the order in 

which these various dimensions arise and lead to other dimensions in the context of 
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interest. 

 

7.3.2 Translation in Multilingual Studies 

The purpose of this thesis was to examine, modify, and extend the understanding of 

internal marketing theories by considering internal marketing in two (i.e. West-East) 

contexts (Pena, 2007; Van de Vijver & Tanzer, 2004). While this thesis makes an 

important start, it has limited psychological equivalence. An assessment of 

psychological equivalence is particularly important in the development of 

multilingual studies (Pena, 2007; Van de Vijver & Tanzer, 2004). Item bias refers to 

distortions at item level, especially where there is different psychological meaning 

across cultures (Holland & Thayer, 1993; Van de Vijver & Tanzer, 2004). An example 

from Cheung et al.’s (1996) study is that a Western personality measure would not 

capture all dimensions in the Chinese culture. An example given by several internal 

marketing studies (Chang & Chang, 2008; Karasa, et al., 2007) is the test item 

“Employees can reach managers easily.” The translation of the English “reach easily” 

in Traditional Chinese is “arrive easily” which has a totally different meaning. King 

and Grace’s (2010) employee satisfaction measures had a similar issue in the current 

study as the meaning did translate effectively into Chinese (see Table 15). As a result, 

the internal marketing practice and employee satisfaction measures had to be 

modified accordingly in this thesis. Empirical evidence demonstrated that the internal 

marketing measures derived for Australia are not entirely applicable to Taiwan. Future 

research in this area must consider such kinds of equivalence in the context(s) under 

study. Moreover, expert review should be undertaken in Taiwan to understand what 

and how Taiwanese consider the scope of internal marketing practice. Future research 

should also use a forced-choice format measure, such as yes-and-no questions, for 

Taiwanese in order to require the respondents to consider their response for each item 
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in terms of speed of completion (Dolnicar & Grun, 2012). This procedure requires 

respondents to first consider all answer alternatives and choose the most and least 

important. This forces the respondents to first consider all of the options and hence 

increases the likelihood that choices are made in a comparative manner thus 

increasing data quality considerably in future research. 

 

7.3.3 Cultural Congruence in Marketing Research 

There are a large number of cross-cultural studies focusing on the similarities and 

differences of cultures (Aune & Aune, 1995; Crotts & Erdmann, 2000; Testa, 2007, 

2009). It is easy to identify people’s culture of origin, but the identification of cultural 

similarities and differences as occurs in Hofstede’s cultural theory may be of limited 

interest for organisations. An understanding of “individualism versus collectivism” 

does not give any guidance to a manager who seeks to implement organisational 

strategies in a multi-cultural workplace. The empirical results showed that the cultural 

congruence index can investigate and examine an employee’s perception of 

organisation actions and how organisation actions are meeting cultural needs. Cultural 

congruence can directly assist managers to better meet culturally diverse employees’ 

needs. Hence, future researchers should consider employing the cultural congruence 

index as a useful alternative to investigate the differences in cross-cultural samples. 

Specifically a field experiment would assist researchers to understand the impact of 

the internal marketing program change on the reduction of cultural issues for 

employees born outside of the country and the increasing level of employee 

satisfaction. 
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7.3.4 The Relationship between Internal Marketing Practice and Other 

Outcomes 

This thesis uses the frequently explored known outcome of employee satisfaction for 

validity purposes. This thesis confirmed that internal marketing directly and positively 

impacts on employee satisfaction in the tourism and hospitality sector. Furthermore, 

previous studies were largely on the relationship between internal marketing and 

employee satisfaction in Western (e.g. King & Grace, 2010) and Eastern (e.g. Chuang, 

et al., 2009) contexts. Future research in the internal marketing area should consider 

the relationship between internal marketing practice and other outcomes, such as 

employee attitude, employee empowerment, or employee motivation. 

 

This thesis confirmed that cultural congruence is a moderator in the relationship 

between internal marketing and employee satisfaction in the Australian tourism and 

hospitality industry using Western (i.e. Australian) and Eastern (i.e. Taiwanese) 

samples. By extending cultural congruence to internal marketing practice, future 

research can consider the relationship between internal marketing practice and other 

outcomes to understand the impact of cultural congruence more broadly. This thesis 

was Australian and Taiwanese focused. However, the Taiwanese cannot represent all 

Eastern cultures and Australians also cannot mean all Western cultures. More testing 

in different countries will be expected in future research.  
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7.3.5 Sample Integrity  

This thesis captured employee perceptions by utilising an employee-view survey. 

However, the manager, as one of employees in organisations, executes the internal 

marketing programme and has different opinions with the functions and contents of 

internal marketing programmes. Future research should set up filter questions, such as 

the position of participants, to collect both junior tourism and hospitality employees’ 

opinions and managers’ opinions. Moreover, the responses from the airline 

represented of the total sample 47.4% in Study 2 which limits the generalisability. 

Future quantitative research in this area should study a more varied sample of 

employees and include a greater variety of organisational settings.  

 

The results of the current study show that internal marketing practice positively 

influences employee satisfaction, and cultural congruence is a moderator of the 

internal marketing practice and employee satisfaction relationship. Thus, this thesis 

suggests that the understanding of employees can be extended in longitudinal 

investigations. Unlike cross-sectional studies, a longitudinal study is a correlational 

research study that involves repeated observations of the same variables over long 

periods of time (Carlson, et al., 2009). For example, researchers can examine the 

impact of a change in cultural congruence on internal marketing practice in two 

periods of time and relate these changes to the long term success of employee 

satisfaction, using a case study method. By employing all the methods above, future 

research can expand the understanding of employees by obtaining perceptions from 

different employee levels and industries. 

 

 

 

http://en.wikipedia.org/wiki/Cross-sectional_study
http://eprints.mdx.ac.uk/view/creators/Carlson=3ANeil_R=2E=3A=3A.html
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7.3.6 The Investigation of the Different Contexts 

Future research is recommended to investigate internal marketing practice within a 

wide variety of different service contexts. To take Study 1 for example, ideally a 

random sample of sufficient size for statistical testing should be taken from all 

Australian higher education institutions (n = 38). The current study was restricted to 

one higher education institution in Australia limiting the generalizability of this 

research beyond the context studied. Additionally, Study 2 is smaller than guidelines 

suggested by some researchers, resulting in a lack of power for investigating 

moderator effects. Iacobucci (2010) states that a sample of approximately 1000, 

achieves very accurate results for structural equation modelling. Further research is 

required using a representative sample to enable generalisability. Finally, the response 

rate of the online survey in Study 2 was highest in the airline industry which may 

limit the generalisability of the findings beyond the airline industry. Future research is 

required to collect more types of organisations in tourism settings to extend the 

understanding beyond airline contexts. This extension could yield interesting insights 

and provide additional evidence for the generalisability of the internal marketing 

practice measure. 

 

7.4 Management Implication 

The results of the current study offer insight into various implications for tourism and 

hospitality management in terms of internal marketing practice, employee satisfaction 

and cultural congruence. For example, the results of this study suggest that tourism 

and hospitality management may benefit from understanding their culturally diverse 

employees’ needs and the process of internal marketing practice in order to improve 

levels of employee satisfaction and hence organisation performance. 
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7.4.1 Offering Practical Suggestions using Internal Marketing Practice 

The work conducted so far has shown that internal marketing practice involves 

multiple dimensions, including internal communication, training and internal market 

research. This is important for marketers as it provides a guide for marketing 

management. More importantly, this thesis evidences that internal market research is a 

key aspect in internal marketing practice. This would suggest to a professional 

internal marketer that three key constructs should be employed in internal marketing 

practice. Given the importance of internal marketing practice, this thesis could 

provide sufficient impetus for internal marketing practice to be employed to its full 

extent in service organisations.  

 

The estimation expressed against this concept should be taken into consideration by 

managers who have to ensure that when adopting this philosophy they can concentrate 

on the focus of their main purpose: to create/add value to customers. Central to that is 

an emphasis on the importance of the employees’ role in achieving competitive 

differentiation. Management may also need to create external competition by 

questioning whether all the components of internal service chains should be ''internal''.  

There could be a case, for example, where the internal marketing department in a 

hotel may reach a higher level of customer satisfaction, if internal market research 

was conducted regularly, so that internal marketers can establish an appropriate 

internal marketing programme based on the demands and expectations of employees 

who will deliver good, quality service to complete the hotel’s purpose.  
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7.4.2 Drawing Cultural Congruence in Practice  

The functions and approach of internal marketing practice seem to reflect the vision 

of enabling staff to understand their role with the ultimate view of achieving quality 

service. To what extent the Australian tourism and hospitality industry, which is a 

culturally diverse workplace, has succeeded in doing so remains questionable. 

However, this thesis uncovers cultural congruence as a moderator on the internal 

marketing practice and employee satisfaction relationship. Where cultural congruence 

was of a low value, organisations should strengthen cultural congruence which should 

then strengthen internal marketing practice to improve the level of employee 

satisfaction. 

 

Apart from the traditionally outsourced internal functions in the tourism and 

hospitality sector, mostly related with support/advice (e.g. IT and training) and 

audit/evaluative encounters (e.g. accounting and internal auditing), organisations 

should embody the spirit of internal marketing practice and cultural congruence, 

where an employee is considered as an internal customer and organisations seek to 

understand culturally diverse employees’ needs and fulfil them to the best of their 

abilities.  
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7.5 Conclusion  

Through empirical investigation of internal marketing measurement and consideration 

of many definitions of internal marketing, this thesis makes a substantial contribution 

to the literature by confirming that internal marketing practice is multi-dimensional 

and that internal marketing practice is a factorial construct. This thesis represents an 

important first step towards a West-East context understanding the relationship 

between internal marketing and employee satisfaction. Finally, cultural congruence as 

a moderator was empirically supported as a factor that moderates the internal 

marketing practice and employee satisfaction relationship. Marketers and researchers 

alike need to consider cultural congruence to further benefit from the positive internal 

marketing and employee satisfaction relationship in the market of interest.
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APPENDIX A: Definition of Internal Marketing (IM) 

Author (Date) Definition of Internal Marketing (IM) 

Berry et al. (1976) IM is a marketing strategy and program based on communication with 

employees, the development of their potential and motivating-remunerating 

those who offer excellent service.  

Sasser & Arbeit (1976) IM is an organisational effort to satisfy needs of “consumer-affecting” 

personnel. 

William (1977) IM is strategy to deal with status and pay concerns of front-line personnel 

in order to improve customer service. 

Berry (1981, 1987) IM is a strategy for job re-engineering and internal communication aimed 

at deriving customer-minded front-line personnel. 

Grönroos (1983) IM is a strategy for creating “state of mind” of personnel that will allow 

customer service effectiveness under a broader relationship management 

paradigm. 

Berry (1984) IM is to view employees as internal customers, view jobs as internal 

products, and then endeavouring to offer internal products that satisfy the 

needs and wants of the internal customers while addressing the objectives 

of the organisation.  

Johnson et al. (1986) Service firm’s effort to provide personnel with a clear understanding of the 

corporate mission and objectives and with the training, motivation, and 

evaluation to achieve the desired objectives.  

Gummesson (1987) IM is implemented through communication with personnel and culture 

change mechanisms. 

Tansuhaj et al. (1987) IM is implemented through communication with personnel. 

Tansuhaj et al. (1988) IM is implemented by marketing using internal communication, and it may 

lead to increased commitment of frontline employees to organisational 

goals. 

George & Grönroos 

(1989) 

Internal market of employees is best motivated for service-mindedness and 

customer-oriented behaviours by active, marketing-like approach, where 

marketing-like activities are used internally. 

George (1990) IM is implemented concerning with service orientation. 

Kotler & Amstrong 

(1991) 

IM is a building of customer orientation among personnel by training and 

motivating both customer-contact and support the team work. 

Wasmer & Brunner 

(1991) 

IM is an effort to sell organisational objective internally to front-line 

employees. 

Ahmed & Rafiq (1993) IM is a planned effort through the application of marketing techniques 

along with human resource management practices to facilitate the 

implementation of the organisational market objectives.                                                                                                                                                                                                                                                                                                                     

Bekkers & Van 

Hasstrecht (1993) 

IM focuses personnel attention on the internal activities that need to be 

changed in order to enhance external market place performance. 

Ballantyne et al. (1995) IM is considered to be the process of creating market conditions within the 

organisation to ensure that internal customers’ wants and needs are met. 

Forman & Money 

(1995) 

IM is implemented through communication, development and participative 

management and motivation and rewards. 

Piercy & Morgan 

(1995)  

IM is a targeted effort aimed at removing interdepartmental barriers and 

achieving strategic alignment between consumer-affecting employees and 

marketing. 

Joseph (1996) IM is the application of marketing, human recourses management, and 

allied theories, manners, and principles to motivate, mobilise, co-opt, and 
manage employees to continuously improve the way they serve external 

customer.  

Ballantyne (1997) IM is a process in which personnel autonomy and know-how combine to 

create and circulate new organisational knowledge that will challenge 

internal activities which need to be changed to enhance quality in 

marketplace relationship. 
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Author (Date) Definition of Internal Marketing (IM) 

Freeman & Varey 

(1997a) 

IM is implemented through internal communication aiming to “sell” the 

importance of customer service. 

Grönroos (1997) IM should be integrated with the marketing function as marketing is the 

responsibility of every employee who influences customers’ value. 

Varey & Lewis (1999) IM is the philosophy and the behaviour that allow rapid organisational 

change in response to the company’s macro and micro environments.  

Ballantyne (2000) IM is any form of marketing within an organisation which focuses staff 

attention on the internal activities that need to be changed in order to 

enhance external marketplace performance. 

Coopers & Cronin 

(2000) 

IM is the expense and effort of motivating employees to provide better 

customer service. 

Rafiq & Ahmed (2000) IM is a planned effort to achieve employee satisfaction, customer 

satisfaction and inter functional coordination through employee 

empowerment. 

Arnett et al. (2003) IM is referred to managers who can alter the culture of their organisation 

by hiring, training and motivating employees that are consistent with the 

new vision. 

Rafiq & Ahmed (2003) IM is a cultural framework and an instrument to achieve strategic 

alignment between front-line employees and marketing. 

Bell et al. (2004) IM is the process of initiating, maintaining, and developing the 

relationships between employees, their management, and the organisation 

for the purposed of creating superior value for customers. 

Lings (2004) IM embodies treating front-line employees as customers and improving 

quality of transactions with them.  

Papasolomou-Doukakis 

& Kitchen (2004) 

IM as a term evolves from the notion that employees constitute an internal 

market within the organisation. 

Schultz (2004) IM as activities, actions and managerial directions an organisation 

implements in an attempt to encourage and generate employee and other 

stakeholder support for programmes and processes needed to achieve 

organisational goals and objectives. 

Bennett & Barkensj 

(2005) 

IM is a collection of human resource policies and procedures that treat 

employees as members of an internal market that needs to be informed, 

educated, developed, and motivated in order to serve clients more 

effectively.  

Lee & Chen (2005) IM is an effective skill for obtaining, developing, encouraging, and 

maintaining employees with client awareness and autonomous initiative 

through the creation of employee satisfaction, a relationship between 

long-term clients and satisfaction can be reached. 

Wildes & Parks (2005) IM is a philosophy for managing the human resources based on a 

marketing perspective to prepare employees doing as great a job. 

Kelemen & 

Papasolomou (2007) 

IM focuses on the creation of effective internal relationships between 

people at all levels in the firm via the development of service and 

customer-oriented individual mindsets, as opposed transactional IM which 

is product focused.  

Tsai & Wu (2007) IM is a method for firms successfully to hire, train and motivate personnel 

to provide customers with enhanced service.  

Turkoz & Akyol (2008) IM is a planned effort for using a marketing approach to motivate, educate 

and coordinate employees towards achieving customer satisfaction so that 

it increases organisational performance.  

Proctor (2010) IM is an idea to an organisation’s staff is the market of first call for any 

organisation in ensuring their successful implementation. 

Abzari, Ghorbani & 

Madani (2011) 

IM is a philosophy of human resources management to have proposed a 

new subject in service section. 

American Marketing 

Association 

Marketing to employees of an organisation to ensure that they are 

effectively carrying out desired programs and policies. 
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APPENDIX B: Summary of Internal Marketing Studies 
1990-2012 

The following interpretive notes are provided due to the way the data have been 

summarised. Column A indicated the size of the sample for each study. Column B lists 

the main methods of data collection. This is ordered alphabetically by case study 

(C/S), conceptual approach (C), interview (I), observation (O) and survey (S). 

Column C lists the main techniques used to analyse data, which were coded as: the 

Analysis of Variance analysis (ANOVA), correlation analysis (C), conjoint analysis 

(CA), constant comparative method (CC), confirmatory factor analysis (CFA), 

chi-square analysis (CS), Cronbach’s alpha (CR), eta-squared statistics (E), 

exploratory factor analysis (EFA), grounded theory (G), Hierarchical Linear Model 

(HLM), regression analysis (R), structural equation modelling (SEM), and T-test (T).  

 

Author (Date) Region Industry A B C Sample 

George (1990)    C   

Reardon & Enis (1990)    C 

 

  

Collins (1991)    C   

Piercy & Morgan (1991) UK Bank , technology  C/S   

Tanshhaj et al. (1991) USA Credit union 16 I  Manager 

9 

128 

S Employee 

Customer 

Wasmer & Bruner 

(1991) 

   C   

Helman & Payne (1992) UK Service, Airline 

Hotel, Journal 

 

 C/S  Employee 

Francese (1993) USA Hotel 921 S 

 

CFA Manager 

Employee 

Greene et al. (1994) North 

America 

Service  C   

Cahill (1995)    C   

Varey (1995)    C 

 

  

Joseph (1996)  Health care  C   

Ballantyne (1997) Australia Bank  O   

Hogg et al. (1998) UK Declining  

smoke-stack 

224 S  Employee 

Lings & Brooks (1998) UK Service      

Ewing & Caruana 

(1999) 

Australia Public 135 S 

 

C Employee  

Lings (1999) UK Service     

Pitt et al. (1999) USA Distribution centre  C   

Quester & Kelly (1999) Australia Financial 98 S  

 

 Employee 

Varey & Lewis (1999)    C   

Pitt & Foreman (1999)    C   



196 
 

Author (Date) Region Industry A B C Sample 

Möller & Rajala (1999) Finland Technology  C/S   

Ballantyne (2000)  Bank 1200 C/S  Employee  

Bruhn & Georgi (2000) Swiss  Bank 95 S  Employee 

Cooper & Cronin (2000) USA Health care 177 S T Employee 

Rafiq & Ahmed (2000)    C   

Thomson & Hecker 

(2000) 

   C   

Bansal et al. (2001)    C   

Maguire et al. (2001) UK Education 3 I  Manager 

Paraskevas (2001)  UK Hotel  C   

Arnett et al. (2002) USA Hotel - casino 860 S  Employee 

Broady-Preston & Steel 

(2002) 

UK Library   S  Employee 

Kang et al. (2002) Korea Education 120 S 

 

 Manager  

Employee  

Kit (2002)    C   

Mitchell (2002)    C   

Prasad & Steffes (2002)  Airline  C   

Ahmed & Rafiq (2003)    C   

Ahmed et al. (2003) Malaysia Service 

Manufacturing 

111 S 

 

C CEO 

Manager 

Bussy et al. (2003) Australia Manufacturing 

Insurance, Mining 

Construction 

Wholesale trade 

Retail trade 

Cultural & 

recreational services 

485 S 

 

EFA Employee 

Naudé et al. (2003) UK Service 281 S 

 

ANOVA Employee 

Backhaus & Tikoo 

(2004) 

   C   

Barnes et al. (2004) UK Consulting 122 S  Employee 

Bell et al. (2004) Global Retail 520 S E/ 

HLM/ 

SEM 

Manager 

Kang & James (2004) Korea Telecom 464 S CFA Customer 

Kelemen & 

Papasolomou-Doukaki 

(2004) 

UK Bank  C   

Lassk et al. (2004) USA Marketing 138 S R Employee 

Lings (2004)    C   

Morgan (2004)  Service  C   

Papasolomou-Doukakis 

& Kichen (2004) 

UK Bank 35 

21 

I G Manager 

Employee 

Schultz (2004)    C   

Aurand et al. (2005) USA  201 S 

 

CR  

Bennett, & Barkensjo 

(2005) 

UK Charity 15 I  Employee 

91 S 

Berthon et al. (2005) Australia Education 683 I CFA / 

EFA 

Student 

Bouranta et al. (2005) Greece Bank  S C Manager 

Hwang & Chi (2005) Taiwan Hotel 359 S SEM Employee 

King & Grace (2005) Australia Hospitality 10 I  Manager 
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Author (Date) Region Industry A B C Sample 

Lee & Chen (2005) Taiwan Information 

technology (IT) 

102 

735 

S 

 

ANOVA Manager 

Employee 

Lings &Greenley (2005) Australia Retail service 100 I CFA / 

EFA 

Manager 

Peltier & Scovotti(2005) USA Health care 1068 S R Employee 

Wildes & Parks (2005) USA Club 241 S R Employee 

Ebren (2006)    C   

Gapp & Merrilees(2006) Australia Health care 556 I  Employee 

Gray (2006) NZ Bank, Financial, 

Insurance, Transport, 

Accountancy, Law, 

Retail, Advertising, 

Communications, 

Engineering, IT 

training, Innovation, 

Business Support 

service, Agricultural 

consultant 

44 I  ANOVA 

C 

Manager 

Hunt et al. (2006)    C   

Logaj & Trnavčevič 

(2006) 

Slovene Education 17 I  Employee 

Keller et al. (2006) USA Distribution centre 

(DC) 

50 S 

 

CFA Manager 

King & Grace (2006) Australia Hospitality 10 I  Manager 

King & Grace (2006) Australia Hospitality 10 I  Manager 

Papasolomou (2006) UK Retail bank 35 

21 

I  Manager 

Employee 

Papasolomou & Vrontis 

(2006) 

UK Retail bank 35 

21 

I  Manager 

Employee 

Papasolomou & Vrontis 

(2006) 

UK Retail bank 35 

21 

I  Manager 

Employee 

Peltier, Pointer & 

Schobrowshy (2006) 

USA Health care 309 S 

 

EFA/ R Employee  

Anonymity (2007) UK Bank   C   

Bairstow & Skinner 

(2007) 

   C   

Bowers & Martin (2007)    C   

Flipo (2007)    C   

Kale (2007) HK Casino  C   

Karasa et al. (2007) Turkey Hospital 320 S CS Manager 

Employee 

Kelemen & 

Papasolomou (2007) 

UK Bank 35 

21 

I  Manager 

Employee 

Mahnert & Torres(2007)    C   

Miles & Mangold (2007)  Engineering  C/S   

Mosley (2007)    C   

Punjaisri & Wilson 

(2007) 

Thailand Hotel 20 

30 

I 

 

 Manager 

Employee 

699 S R Employee 

Tsai & Wu (2007) Taiwan Hospital  C/S 

S 

ANOVA CEO 

Zampetakis & 

Moustakis (2007) 

Greece Public sector firms 223 S CA Employee 

Bellou & Andronikidis 

(2008) 

Greece Bank 105 S 

 

R Employee 

http://tw.dictionary.yahoo.com/search?ei=UTF-8&p=%E7%84%A1%E5%90%8D
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Author (Date) Region Industry A B C Sample 

Chang & Chang (2008) Taiwan Hospital 300 S SEM Employee 

Chi et al. (2008) Taiwan Insurance 124 S  R Employee 

Farzad et al. (2008) Iran Bank 118 S R Employee 

Ferdous (2008)    C   

Gounaris (2008) Greece Hotel 583 I ANOVA Employee 

Gounaris (2008) Greece Hotel 583 I ANOVA Manager 

Employee 

Jou et al. (2008) Taiwan Bank 

Hotel 

Real estate 

451 

209 

400 

534 

300 

C/S 

S 

CFA / 

EFA 

Employee 

King & Grace (2008) Australia Financial 

Hospitality 

4 

2 

I  Employee 

Lings et al. (2008) Global Travel 53 S CFA Employee 

O’Loughlin (2008) Australia   C   

Peltier et al. (2008) USA Health care 309 S 

 

EFA/ R Employee  

Stachowski (2008) NZ Education 6 I   Manager 

Employee 

Tsai & Tang (2008) Taiwan Hospital 230 S CFA Employee 

Turkoz & Skol (2008) Turkey Hotel 107 S  Manager 

Vasconcelos  (2008)     C   

Barrutia et al. (2009) Spain Retail bank 301 I SEM / 

CFA 

Manager 

Budhwar et al. (2009) India Call centre 51 I  Manager 

Employee 
204 S 

Cano & Sams (2009) USA Public sector firms  581 S ANOVA Employee 

Chen (2009) Taiwan   C   

Grönroos (2009)    C   

Holjevac & Basan 

(2009) 

Croatia Travel 19 S  Manager 

Lings & Greenley 

(2009) 

      

Malshe & Sohi (2009)  IT, Telecom, 

Health care, 

Financial,  

Publishing, 

Engineering / 

Industrial products, 

Pharmacy 

49 I CC Manager 

Opoku et al. (2009) Ghana Retail bank 32 

100 

200 

S C Manager 

Employee 

Customer 

Panigyrakis & 

Theodoridis (2009) 

Greece Retail supermarket 25 

252 

I 

 

CFA 

SEM 

Manager 

Piercy (2009)    C   

Punjaisrj et al. (2009a) Thailand Hotel 680 S CFA Employee 

Punjaisri et al. (2009b) Thailand Hotel 30 I  Employee 

699 S CFA 

Snell & White (2009) Australia Financial, 

Accounting, 

Consulting, Law 

 

19  I  Manager 
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Author (Date) Region Industry A B C Sample 

Stavros & Westberg  

(2009) 

Australia Sport 30 I  Manager 

Tortosa et al. (2009) Germany Financial services 

Retail  

Tourism 

Telecommunication 

Automobile 

Consumer goods 

18 I CFA / 

EFA 

Manager 

1783 

1372 

S Employee 

Customer 

Tortosa et al. (2009) Spain Bank 4 

4 

I SEM Manager  

Employee 

27 

160 

S  

Employee 

Customer 

Ville (2009) Australia Stock & Station agent  C   

Wieske et al. (2009) USA 

Germany 

Pharmacist 

Travel agent 

285 

394 

 HLM Employee 

Wu & Cheng (2009) Taiwan    CS  

Lings & Greenley 

(2009) 

UK Retail 766 S SEM Manager 

King & Grace (2010) Australia Tourism 371 S SEM Employee 

Lin & Lin (2010) Taiwan  Restaurant 36 I SEM Employee 

82 S Customer 

Lings & Greenley 

(2010) 

UK Retail 766 S SEM Manager 

Liu et al. (2010) UK Financial, Retail, 

Non-profit 

43 I 

 

 Manager 

Owusu-Frimpong & 

Martins (2010) 

Ghana Service 

Manufacturing 

26 I  Manager 

Podnar & Golob (2010) Global Service 2997 S ANOVA Employee 

Proctor (2010)    C   

Radisic et al. (2010)    C   

Roberts-Lombard (2010) Africa Car rental 155 S EFA Manager 

Shiu & Yu (2010) Taiwan Insurance  C   

Tortosa-Edo et al. (2010) Spain Credit institution 27 S SEM Employee 

Yang (2010) Taiwan Health  C   

Yang & Coates (2010) UK Golf Club  23 I   

Yu & Barne (2010)    C   

Zboja & Hartline (2010) USA Insurance 225 S SEM Employee 

Abzari et al. (2011) Iran Hotel 100 S SEM Manager 

Employee 

Back et al. (2011) Korea Casino 328 S SEM Employee 

Javadein et al. (2011)    C   

Mosahab et al.(2011) Malaysia Health 225 S ANOVA Employee 

Tsai & Wu (2011). Taiwan Hospital 288 S ANOVA Employee 

Ahmad & Al-Borie 

(2012) 

Saudi 

Arabia 

Hospital 250 S R Employee 

Azizi et al. (2012) Iran Food, Pharmaceutical 120 S R Manager 

de Oviedo (2012) Africa Tourism     

Rao & Kumar (2012) Chennai IT  C   

Tsai et al. (2012). Taiwan Hospital 104 S R Employee 

Yang (2012) Taiwan Hotel 499 S SEM Employee 
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APPENDIX C: Summary of the Original Internal Marketing Items  

 
Original Item Adapted Item 

Internal communication 

1. Internal communication influence employees’ brand performance (Punjaisri & Wilson, 2007).  

2. Managers communicate our organisation’s vision well to us (Bearden & Niemeyer, 1999; Ewing, & 

Caruana, 1999; Naudé et al., 2003; Tsai &Tang, 2008). 

3. My organisation communicates a clear brand image to me (Peltier et al., 2006; Karasa et al., 2007). 

The university communicates a clear brand image to departments (Karasa et al., 2007). 

My organisation communicates a clear brand image to me. 

1. The sharing of knowledge and skills between employees was a problem (Bearden & Niemeyer, 1999; 

Barnes et al., 2004; Lings & Greenley, 2005; Farzad et al., 2008; Wildes & Parks, 2005). 

2. We often can gain understanding on our company’s policies and activities through participating in 

formal meetings such as division meeting (Jou et al., 2008). 

3. The transparent and open executions of all kinds of implementations in our organisation enable the 

lessening of gossip and rumours (Karasa et al., 2007). 

4. Is this message being communicated internally, particularly to staff? (Judson et al., 2006) 

All communication materials reflect a consistent style in my 

organisation. 

1. Supervisors clearly state what their expectations are of others (Bearden & Niemeyer, 1999). 

2. I receive enough feedback from my supervisor on how well I am doing (Bearden & Niemeyer, 1999). 

3. My supervisor clearly states his/her expectations of me (Bearden & Niemeyer, 1999). 

4. My supervisor does a good job of sharing information (Bearden & Niemeyer, 1999; Naudé et al., 2003; 

Tsai &Tang, 2008). 

5. Weak communication is between department and employees (Barnes et al., 2004; Lings & Greenley, 

2005; Peltier & Scovotti, 2005). 
6. Employees can reach manager easily (Karasa et al., 2007; Chang & Chang, 2008). 

7. I have a solid understanding of the ways the organisation evaluates my work performance (Lings & 

Greenley, 2005; Karasa et al., 2007; Chang & Chang, 2008). 

Employees at all levels understand the direction and key 

priorities of my organisation. 

1. My direct supervisor makes voluntary effort and share employees personal problems (Lings & 

Greenley, 2005; Karasa et al., 2007; Jou et al., 2008; Wildes & Parks, 2005). 

2. This organisation places considerable emphasis on communication with employees (Naudé et al., 

2003). 

3. Our organisation communicates to employees the importance of their service roles (Naudé et al., 2003). 

4. My colleagues are willing to communicate with me (Peltier et al., 2006). 

In my organisation, communications are appropriate. 
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5. Employees have significantly higher recognition of information sharing (Bearden & Niemeyer, 1999; 

Lee & Chen, 2005). 

6. Employees are willing to communicate with other members of team (Peltier et al., 2006). 

7. No significant direct impact of internal market orientation (implicit communications) on customer 

orientation of staff (Lings et al., 2008). 

1. Employees can express their opinions regarding their colleague, clients or client relatives openly 

(Judson et al., 2006). 

2. Employees can find explanatory information about their work (Chang & Chang, 2008; Lings & 

Greenley, 2005; Karasa et al., 2007; Tsai &Tang, 2008). 

3. My company often uses regular meetings that honour high-performance employees to send out 

messages to us (Lings & Greenley, 2005; Jou et al., 2008; Budhwar et al., 2009). 

Messages that I receive are aligned with business wide 

communication. 

 There is an internal communication program for all 

employees in my organisation. 

Training 

1. The encouragement of front-line service personnel to become involved in standard-setting (Bearden & 

Niemeyer, 1999). 

2. The firm focuses efforts on training and motivating employees (Bearden & Niemeyer, 1999). 

3. My organisation focuses efforts on training employees (Bearden & Niemeyer, 1999). 

My organisation focuses efforts on training employees. 

1. This organisation prepares employees to perform well (Naudé et al., 2003). 

2. This organisation goes beyond training and educates employees to work together (Naudé et al., 2003). 

3. In this organisation, employees are properly trained to perform their service roles (Ewing, & Caruana, 

1999; Naudé et al., 2003). 

4. This organisation has the flexibility to accommodate the differing needs of employees (Tsai & Tang, 

2008). 

The training in my organisation has enabled me to do my job 

well. 

1. Good communication helps our team to perform better (Peltier et al., 2006). 

2. The highest consent and feelings of satisfaction came when communication tasks were carried out 

between companies and employees (Lee & Chen, 2005; Jou et al., 2008). 

My organisation provides support to develop my 

communication skills in order to achieve organisational goals. 

1. We teach our employees “why they should do things” and not just “how they should do things” (Ewing, 

& Caruana, 1999; Naudé et al., 2003; Tsai & Tang, 2008). 

My organisation teaches me why I should do things. 

1. My organisation develops knowledge and skills in its employees (Naudé et al., 2003; Tsai & Tang, 

2008). 

Skill and knowledge development happens as an ongoing 

process in my organisation. 

 My organisation provided an orientation program for me. 

Internal market research 

1. My organisation keeps my personnel records accurately (Wildes & Parks, 2005).  My organisation gathers employee feedback. 

My organisation regularly seeks employee suggestions. 
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2. My superior/boss often gives me feedback on how well I am performing on my job (Mukherjee & 

Malhotra, 2006). 

3. My company regularly investigates and collects information on what salary is provided by companies 

in the same industry as ours (Jou et al., 2008). 

4. Data gathered from employees is used to improve jobs, and to develop the strategy of the organisation 

(Ewing, & Caruana, 1999; Naudé et al., 2003). 

5. Our organisation views the development of knowledge and skills in employees as an investment rather 

than a cost (Naudé et al., 2003; Tsai & Tang, 2008). 

My organisation collects data on employee complaints. 

1. The organisation often uses regular meetings that honour high-performance employees to send out 

messages to us (Lings & Greenly 2005; Jou et al., 2008; Budwar et al., 2009). 

My organisation talks with me to identify issues that I may 

have. 

1. I have a solid understanding of the ways the organisation evaluates my work performance (Lings & 

Greenley 2005; Karasa et al. 2007; Chang & Chang, 2008). 

My organisation surveys employees at least once a year to 
assess the quality of employment. 

 My organisation does a lot of internal marketing research. 
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APPENDIX D: Ethics Certificate 

GRIFFITH UNIVERSITY HUMAN RESEARCH ETHICS COMMITTEE 

                                                        13-Apr-2010 

Dear Miss Huang 

 

I write further to the additional information provided in relation to the provisional 

approval granted to your application for ethical clearance for your project "Whether 

the concept of internal marketing works across cultures?" (GU Ref No: 

MKT/05/10/HREC). 

 

The additional information was considered by Office for Research. 

 

This is to confirm that this response has addressed the comments and concerns of the 

HREC. 

 

 

Consequently, you are authorised to immediately commence this research on this 

basis. 

 

The standard conditions of approval attached to our previous correspondence about 

this protocol continue to apply. 

 

Regards 

 

 

Chris Rose'Meyer 

Policy Officer, Research Ethics and Governance 

Office for Research 

G39 3.56 Gold Coast Campus 

Griffith University 

ph: +61 (0)7 5552 7227 

fax: +61 (0)7 5552 9058 

email: c.rosemeyer@griffith.edu.au 
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APPENDIX F: Questionnaire for Study One 

The survey seeks to explore the perspectives of employees with respect to 

internal marketing functions and efforts of the organisation. The survey will 

take 3 to 5 minutes to complete. Your participation in this survey is completely 

voluntary and you have the right to refuse to answer any questions asked. Also, 

you are free to withdraw your participation at any time you wish without any 

penalties. By completing the survey you are agreeing to participate in this study. 

Griffith University conducts research in accordance with the National 

Statement on Ethical Conduct in Human Research. If you have any concerns or 

complaints about the ethical conduct of this research project you should contact 

the Manager, Research Ethics on 3735 5585 or research-ethics@griffith.edu.au. 

You are, of course; free to discuss your participation in this study with Yu-Ting 

Huang (email y.huang@griffith.edu.au). 
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 APPENDIX G: Questionnaire for Study Two – English 
Version  

 

 
 

 

 



215 
 

 
 

  

 

 

 

 

 



216 
 

  

 

 

 

 

 

  



217 
 

 
 

 

 

 

  

 

 



218 
 

 
 

 

  

 

 

 

 



219 
 

 
 

 

 

 

 

 

  



220 
 

 
 

 

 

 

 

 

 



221 
 

 
 

 

 

 

 

 

 



222 
 

 
 

 

 

 



223 
 

APPENDIX H: Questionnaire for Study Two – Chinese 
Version 
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