Available online at www.pelagiaresearchlibrary.com

Pelagia Research Library

Advances in Applied Science Research, 2014, 5(1)63219

Library Library

ISSN: 0976-8610
CODEN (USA): AASRFC

The relationship between internal marketing and orgnizational commitment
in Golestans sports and youth offices

Maryam Sadeghloo, Zahra Habibi Nodeh and Robabe Raploo

Islamic Azad University, Golestan, Iran

ABSTRACT

The purpose of this study is to investigate theti@mhship between internal marketing and organizadil

commitment. The research method in this study weasriptive and correlation method. Sports and Yaffltes
staff of Golestan province have established stesispopulation of research that they all participd in the study
(N=180). For this purpose, Tabatabi (2010) Interrdharketing questionnaire and Organizational Comneitrin
guestionnaire developed by Gilaninia et al (2013swsed. Reliability of questionnaires after a p#tudy using
Cronbach's alpha test, respectively=0.81) and ¢=0.83) were obtained. Descriptive and inferenti¢htstics

methods for data analysis were used. The findifgsved that between internal marketing and orgaiozei

commitment in sports and youth offices staff, thersignificant positive correlation (r=0.612, P<@1). It is

recommended that sport managers by using properriat marketing operations promote employee skilisl

commitment.

Keywords: Internal Marketing, Organizational Commitment, Sp@nd Youth Offices.

INTRODUCTION

Nowadays, organizations seek to improve their parémce through increasing the quality of their maw. As
many researchers contend, organizations need towdgmboth internal and external customers [1].c&ssful
organizations need to emphasize the quality ofisesvoffered to both internal and external custem&uch
organizations are astute enough to predict the gihgnneeds of their customers, to concentrate air th
organizational capability to offer high-quality sees, and to see the quality of internal serviseagool to gain
competitive advantage [2].

With the emergence of industrial age, corporaticmenged their opinion about employees. Gone arddkie when
employees were treated as servants whose primacgoowas to provide goods and services. But niswctincept
is totally changed as organizations realized thandn capital is critical for the success of anyaaigation.
Especially in service sector the quality of servipainly depends on employees because service pmgvid
companies do not have physical goods. Internal etings is an equal handling of both employees arsiotners
with the aid of proactive polices to reach orgatimeal objectives [3]. A new challenge for marketiteaders is
therefore to manage the human resources. Howanismot only in practice that this challenge isegted. Within
the last few years, we have seen attempts to camwbarketing theories with contributions from thertan resource
management area [4].

Berry (1981) pioneered the term internal marketmgl originally defined it as “viewing employees iaternal
customers, viewing jobs as internal products tlaisfy the needs and wants of these internal custorwhile
addressing the objectives of the organization f&jcording to Kotler (2000), internal marketing shibibe as a
priority before external marketing. IM starts witte organization recruiting the right people in gusition to reach
the point where these employees are satisfied alfidgmo do their job and accomplish customer Satition [6].
Hult, Hurley, Giunipero, and Nichols (2000) pointedt that internal marketing means considering ittternal
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employee as the internal customer and to contemplaimaking the internal customer’s (employee)ktattion [7].
Cooper and Cronin (2000) pointed out that intemakketing was consistent with the organizationfréf the
organization trained and aggravated its employegsrésent better service [8]. Internal marketingha service
industry helps all employees' comprehend the cogipanission and aims, and refers to schooling, wadion, and
appropriate appraisal to accomplish the organin&ianticipated aims and keep excellent employ8gslijternal
marketing must be started, practiced, and suppbstédp management. It continues through middleagament to
front-line employees, and ultimately results inosty service quality [10]. Top management must treatdle
management as a customer of the product and detrwihat middle management perceives as the te¢hnica
qualities, functional qualities, and image of thgamization. They must create programs to segnfemntinto
various consumer groups in order to determine thaints and needs, and a similar process must doughout
the flow chart [5].

Many of researchers believed that internal marketian be effect on organizational processes. Ortbeomain
factors that led to the commitment of staff is lmgk and behavior with employees as inner custonoérs
organizations. In order to enhance and improvectimemitment and involvement of employees, orgarozatiwith
employees shall behave as the people responsiltt#a@anous and active and they see it as a capsat and not as
a cost that must be controlled [11].

To achieve short-term and long-term objectivesnyf @arganization is not possible without strong deiaation and
internal acceptance and self-effort of elements emgloyees. The realization of these goals wherlades that
internal each employee has been inner commitmedtralatively stable to targets, strategies, andhous of
collecting and achieving organizational goals aadnerested in their work [12]. In this regarde tlesearch results
of Davis (2005) demonstrated that the dimensionsntdrnal marketing greatly impacted service gyajh].
Tabatabai (2010) research results showed thanmtenarketing activities can improve the servicalify of within
the organization [13]. Al Hawari, et al (2013) rasgh results with title "The impact of internal rketing on
employee’s job satisfaction of commercial bankslamdan" showed that internal marketing practicésciafon
employees job satisfaction [6]. Gilaninia et al 13D research result internal marketing has a pesigffect on
organizational commitment and development and résvhaas effect on organizational commitment [14].

As with other organizations, sports organizationifotv unified principles in all divisions and air bffer quality
services to their customers [15]. In this regauthsfactors as Internal Marketing may influence ¢cbenmitment of
employee and consequently affect external and mateservice quality. Iranian sport organizationsehgaid
insufficient attention to the science of managenaemnt its scientific achievements. Hence attentioresult of these
researches can help to sport and sport organizafiba present study may offer the opportunity tahbBIR
management and employees to build an understadimernal Marketing. The present study aims teestigate
the relationship between Internal Marketing andaargational commitment as perceived by the staffking with
Golestan’s Offices of Sports and Youth.

MATERIALS AND METHODS

Method: In view of the goal, the research is applied (fiomal), and in view of methodology, this reseahzs
descriptive, correlation method which was perforrhgdield approach.

Statistical Population and Sampling: The population of the study consisted of all steith the Golestan’s offices
of Sports and youth. The sample size was considegedl to the population (N=180).

Instrument (s): For collecting data, two standard questionnairesewused, Internal Marketing developed by
Tabatabai (2010) and Organizational Commitment ldgesl by Gilaninia et al (2013). The content vajidif the
guestionnaires was approved by five professors purts management. To calculate the reliability bé t
guestionnaires, a pilot study was conducted. Tiselt® showed a reliability coefficient @=0.81 for Internal
Marketing Questionnaire and=0.83 for Organizational Commitment Questionnairehich indicated the
consistency of measurement. A demographic datat shee used to collect the data on personal infaomat
including age, level of education and work experéen

Data Analyses. SPSS software was used to analyze the data. Asetsetatistical measures, descriptive statistics
including frequency, percentage, mean, standartiew and tabulations were used to describe the daferential
statistics including Pearson correlation formulawaed to test the hypotheses.
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RESULTS

The results showed that the participants were 4tsyeld on average. 53.9 per cent of the partitgphad B.S or
higher degrees and 84.4 per cent had more thaarS géwork experience.

Tablel. Description of Internal Marketing based onEmployee’ opinions

Statistic variable Mean | Std. Deviation | Minimum | Maximum
Perspective 3.882 0.526 1 5
Development 3.704 0.531 1 5
Reward 4.226 0.563 1 5
Total Internal Marketing | 4.108 0.456 1 5

As shown in Table 2, the mean score of orgaiozat commitment was 4.365 out of 5.

Table2. Description of Organizational Commitment baed on Employee’ opinions

Statistic variable Mean | Std. Deviation| Minimum | Maimum
Organizational Commitment | 4.365 0.546 1 5

Since the data show a normal distribution, Peacsmrelation test was run to analyze the data. Astilated in
Table 3, the results of correlation analysis showstgnificant positive relationship between inedmmarketing and
organizational commitment from the viewpoint of dayees (r=0.571, P<0.001). The results, howeveraked
there was a significant correlation between pemsge@nd organizational commitment (r=0.612, P<@)0T here
was also a significant relationship between dewekpt and organizational commitment (r=0.572, P<D).0®
significant positive correlation was also foundvibetn reward and organizational commitment (r=0.4640.001).

Table3. Relationship between dimensions of InternaVlarketing and Organizational Commitment

Variables Orﬂanlzatlonral Commltrsent
Perspective 180 0.612 0.001
Development 180 0.572 0.001
Reward 180 0.461 0.001
Total Internal Marketing 180 0.571 0.001

DISCUSSION AND CONCLUSION

Service industry organizations now recognize thpdrtance of quality and attempt to exceed the dsfieas of

customers. While the level of perception variesnfrtustomer to customer, if service quality providtecteases the
value for the customer experience, then one meihadhtain this level is through the implementatidran internal

marketing program. It is believed organizationahpems are internal, not external therefore, im@etation of an
internal marketing program will eliminate departramnwalls, integrate organization members wide tigl creates
the opportunity to improve quality throughout theganization. For offer proper services to extermastomers,
organization need to committed employees. Commitegloyees accept goals of organization and tryctueve

them. Internal marketing program view employeesm#enal customers and try to get their commitm&at.in this

regard, the following suggestions are offered:

- To increase employees' commitment, employees sheubvare of organization goals.
- Managers should strive for growth and developméstadf.
- Internal marketing plan should be tailored to theds of employees and departments.
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