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ABSTRACT 
 

The present paper tries to introduce models in the field of internal marketing (IM) and customer-
orientedness (CO) and investigate relationship between IM and CO in Mazandaran province Tax affaires 
organization. A questionnaire containing 25 questions was used to gather data (for two dimensions and each 
dimension has indices). The questionnaires were distributed among employees to ask them comment on the 
condition of the organization from IM and CO perspectives in a 5-point Likert scale from completely agree to 
completely disagree. Lisreland SPSS software was used to analyze indices and relationships. Results showed 
that viewpoints of employees towards IM and CO are different, rewarding system is favorable in the 
organization but improvement and development is not satisfactory within the organization, there is no 
significant relationship between rewarding system and employees' CO, but there is relationship between 
improvement and development and CO, IM and CO is in satisfactory level, but there is no significant 
relationship between IM activities and employees' CO in the organization.  
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Introduction 
 

Organizations need to have a steady competitive 
advantage in order to make sure that they have 
enough competitiveness. Today, competitive 
advantage is dependent on having intangible assets 
like human capital. This is especially evident in 
service companies and organizations. Service is an 
intangible and non-physical activity or benefit which 
is presented by one side to another side and transfers 
ownership of the thing [3]. Competitive atmosphere 
of service companies has made organizations to pay 
attention to competitive advantage. Because service 
is not tangible like goods and it cannot be stored and 
offering service is highly dependent on employees' 
interaction with customers and clients, competitive 
advantage burden must be carried by employees.  

In the present research, we try to dissect IM 
concept and investigate it in Mazandaran province 
TAO and to find whether IM activities influence on 
employees' customer-oriented viewpoint or not? 

Today, organizations are active in a dynamic, 
ambiguous and volatile environment. One of the 
clearest characteristics of the present era is the large 
and continuous changes in different aspects of life 

like cultural, political and so on [4]. These changes 
have made organizations to attract customers' 
satisfaction and find new customers. Service quality 
is of the most important factors in service 
organizations. In fact, the main resources of 
competitive advantage in service companies are 
service quality and human resources.  

Richheld and Saser [5] stated that offering 
service with high quality is an important strategy for 
organizational conservation. Grounus [6] believed 
that quality contains two dimensions: technical and 
functional dimension. Technical quality refers to 
tangible aspects of service and what is delivered to 
customers. Functional quality refers to intangible 
aspects of service and the way service is provided. 
IM is a factor that can guide skills, attitudes and 
employees' behavior for offering appropriate service. 
IM is an important activity in development of a CO 
organization. The main goal of IM is development of 
awareness of internal and external customers and 
removal of duty obstacles in the path of evaluation of 
service quality and organizational effectiveness. IM 
sees employees as internal customers and view jobs 
as internal product [22]. IM is focused on appropriate 
internal relationships of individuals in all levels in 
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organizations; therefore, a service-oriented and 
customer-oriented approach is formed among 
employees in contact with customers [6]. 

According to the importance of the issue, the 
main goals of the research are as follows: 

1. Investigation of IM activities measures in 
TAO 

2. Investigation of employees' CO degree in 
TAO 

3. Investigation of relationship between IM 
measures and CO in TAO 

 
2.  Theoretical fundamentals and research literature: 

 
Mostcompanies have understood the importance 

of CO in today's competitive world. CO is mainly 
related to customers' welfare [17]. Hearing 
customers' voice and provision of suitable service 
and products is therefore important [18,19]. CO is 
expressed in the form of allocating value and priority 
to customers[20]. Researchers of marketing look at 
CO from two aspects: an element of organizational 
culture [18] or organizational strategic 
behavior/approach [20] recommended a competitive 
culture approach which investigates customer-
orientedness strategic approach as a sub-dimension 
of organizational culture. 

A short definition of each of the variables of the 
research is provided: 

IM: viewing employees as customers and 
viewing jobs as internal products which results in 
satisfaction of needs and expectations of internal 
customers in order to achieve organizational goals. 

Reward: a combination of all organizational 
strategies and mechanisms in order to appreciate 
employees' performances and behaviors in a formal 
way. 

Employees' improvement: the process of 
achieving knowledge skill and behaviors that lead to 
the improvement of employees' abilities for the 
changes in job necessities and customer demands is 
called employees' improvement. 

Joy and pleasure: the level of pleasure which is 
embedded in service providing and interaction with 
customers. 

Need: employees' belief on their abilities in 
customers' needs satisfaction. 

CO: desire in employees in order to satisfy 
customers' needs at work. 

Many studies have been conducted in the field of 
CO, but most studies emphasize on the results of CO. 
studies show that CO results in high financial and 
market performance. However, few studies focus on 
the factors affecting CO.  

Strong and Heris [21] believe that human 
resource activities and relationship activities are 
among important affecting factors on CO. in their 
paper titled: "CO motivators, relationship, human 
resource and procedure tactics", they stated that these 
activities can largely institutionalize Co approach 

and culture in employees. In this research, we try to 
investigate the influence of measures and activities of 
IM on CO. 

IM has a special place in marketing literature 
especially service marketing. From 70s decade till 
now, hundreds of papers and many books have been 
authored in this field, but there is not any consensus 
on IM definition. Most research works in the field of 
IM emphasize on employees' satisfaction, 
performance and service quality. Results have shown 
that Im has positive relationship with the following 
variables 

 
Studies conducted in the field of IM 
It must be mentioned that in Iran, IM has 

received less attention. This is while application of 
this concept can be very useful in Iranian 
organizations. 
3. conceptual model and research hypotheses: 

 
Gronrous stated that service involves 3 types of 

external, internal and mutual (interactive) marketing 
[6]. (Figure 1-1).External marketing includes 
preparation, pricing, distribution and promotion of 
service for customers. Mutual marketing explains 
employees' skill in serving customers and deals with 
employees' behavior with customers. IM considers 
motivation and education of employees in serving 
customers [3]. Kotler states that IM must excel IM 
[3]. Narver and Slotter [11] pointed out that 
development of IM results in a culture which creates 
behaviors and better service to customers. Therefore, 
in service marketing, the most important part is IM. 
When an organization does not have suitable internal 
resources and human capitals which are 
correspondent to its marketing strategies and goals, 
achievement of goals will be very difficult. 

Internal marketing focuses on internal 
relationships suitable for individuals in all levels in 
organizations, therefore a service-oriented and 
customer-oriented approach is created among 
employees in contact with customers [6]. Therefore, 
IM acts as a comprehensive managerial process 
which integrates multiple duties of organizations in 
two paths. Firstly, it causes all employees experience 
and understands business and activities and processes 
in organization. Secondly, it causes all employees to 
be motivated [6]. Denis [12] sees Im as a philosophy 
of strategic management which attracts, develops and 
motivates and maintains employees by means of 
providing a high-quality working environment and 
satisfaction of their needs. IM is a managerial 
instrument for solving problems related to internal 
service productivity, market-orientedness, 
implementation of plans and CO. Hug and Karter 
defines IM as inseparable part of market-
orientedness which involves using marketing 
techniques within an organization. One of the most 
comprehensive definitions of IM was presented by 
rafigh and Ahmad. They defined IM as "a planned 
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attempt using marketing-like approach in order to 
overcome organizational resistance against change 
and balance, motivate and coordinate employees in 
order to implement organizational strategies so that 
customer satisfaction is provided by means of 
motivating employees". Gomson defined IM as a 
vital part of market-orientedness. IM is vital for 
creating value for customers, whether internal or 
external. 

The following hypotheses were formulated 
according to theoretical framework and research 
goals: 

 
3.  Main hypotheses:  

 
Hypothesis 1. Condition of IM was suitable in 

TAO. 
Hypothesis 2. Principles and approach of CO is 

suitable in TAO. 
Hypothesis 3. IM has positive and significant 

relationship with CO principles and perspective. 
 

4.  Subsidiary hypotheses: 
 
Hypothesis 4. Condition of improvement and 

development of employees is satisfactory in TAO. 
Hypothesis 5. Employees' rewarding system is 

satisfactory in TAO. 
Hypothesis 6. Employees' rewarding system has 

significant relationship with CO. 
Hypothesis 7. Employees' improvement has 

positive and significant relationship with CO. 
 

5.  Research methodology: 
 
The present research is a descriptive one and 

because data was gathered by sampling, the present 
research is a survey research which was conducted 
by cross sectional method. 

Because the present study is an applied and 
descriptive research, the following methods were 
used to collect data: 

1. Library method: library method was used to 
collect secondary data, i.e. data related to research 
literature. In this step, 35 to 50 papers were gathered 
in the field of IM and CO. most of them were 
obtained through internet. 

2. Field method: questionnaire was used to 
collect employees and managers opinions (primary 
data) in order to evaluate IM measures and CO in 
TAO. 

Time domain of this study was April 2012 till 
October 2012 and its place domain was Mazandaran 
province TAO, Iran. 

Population of the present research includes all 
employees of Mazandaran TAO. 

Cronbach's alpha was used to measure 
reliability. In order to calculate Cronbach's alpha, 
first we must calculate variance of the points of each 
subset of the questionnaire questions and total 

variance. Then, alpha is calculated by means of the 
following formula. 
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SPSS 16 was used to calculate reliability 

coefficient. A primary sample including 151 
questionnaires were pretested. Then, Cronbach's 
alpha was calculated. For IM questions, it was equal 
to 89.7% and for CO questions it was 81.1%. for all 
questions, 86.9% was calculated. This shows that the 
questionnaire has a satisfactory reliability. Content 
validity was tested by advisor professors. The 
following formul was used to calculate sample size. 
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 Stratified sampling method was used for 
sampling. In sampling, first we investigate the 
number of employees and regions and sampling was 
conducted according to provincial classifications 
from west, east and central part of the province. 

 
6. Data analysis: 

 
The following statistical methods were used to 

analyze data: 
1.Pearson correlation test (its non-parametric 

equivalent, Spearman) 
2. one sample t test(or its non-parametric 

equivalent Binomialtest) 
3.Friedman variance analysis test 
4. exploratory factor analysis 
5. Confirmatory factor analysis 
6. structural equations modeling 
SPSS software was used for items 1, 2 and 3 and 

LISREL was used to test the items 4, 5 and 6. 
 

Confirmatory factor analysis for firs rank models of 
measuring IM: 

 
When conducting first-rank Confirmatory factor 

analysis, 3 factors prospect, improvement and 
development and reward were identified for IM and 
2 factors pleasure and need were identified. Finally, 
each of these extracted factors is converted into one 
factor in second-rank factor analysis. The following 
conceptual models explain this matter for IM and 
CO. 

According to Lisrel output, the calculated X2 is 
equal to 108.36. this shows that the model has good 
fit, because as Kai-squared is smaller, the model is 
more suitable. The following results were obtained 
from Lisrel software. 
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Table 1: 
Researchers Research subject results Research 

year 
Papasolomo Application of IM in bureaucratic 

structures 
In bureaucratic structures, the influence of IM 
might be reversed. 

2006 

Papasolomo and Verontis Influence IM on companies brands Internal marketing may result in differentiated 
brand. 

2006 

Huang and Chi Influence of IM on employees' 
satisfaction and organizational 
performance 

IM has positive and significant influence on 
satisfaction and performance 

2005 

Collar et al Influence of IM on employees' 
satisfaction and internal CO 

IM has positive significant influence on 
satisfaction and Co of employees. 

2006 

Li and Chen Investigation of relationship between 
IM, culture and KM 

Culture is a mediating factor in relationship 
between IM and knowledge management. 

2005 

Rafigh, Ahmad Influence of IM on performance Organizational competencies are mediating 
factors between IM and performance 

2003 

Bereri et al Influence of IM on behavior IM is a behavioral-instrumental approach 1976 
 
 
 
 
 
 
 

 
 
 

Fig. 1-1: marketing in service industry [6] 
 

0.054=
 
 RMSEA =0.01961و Value - P  1.78=  

df / 
2χ 39؛ = df  =69.42؛ 

2χ  
 
Goodness of Fit Index (GFI) = 0.95 
Adjusted Goodness of Fit Index (AGFI) = 0.93 
Review of the output of Lisrel software reveals 

that IM model is a suitable model because its Kai-
squared value and RMSEA value are small and GFI 
and AGFI are above 90%. The next output shows the 
significance part of the coefficients and model 
parameters. 

Confirmatory factor analysis of the second-rank 
IM measurement model 

Lisrel output shows that the calculated Kai-
squared is equal to 79.09. small value of Kai-squared 

shows goodness of fit, because the smaller the 
Kai0squared value, the more suitable is the presented 
model. The results of Lisrel output are as follows:  

0.055 = RMSEA =0.00192و  
Value -P  1.55= df / 2χ 51؛ = df 2χ= 79.09؛   
Goodness of Fit Index (GFI) = 0.97 
 Adjusted Goodness of Fit Index (AGFI) = 0.95 
Review of the results of Lisrel output in standard 

estimation part reveals that IM second-rank 
measurement model is an appropriate model because 
its Kai-squared and RMSEA values are small and 
GFI and AGFI values are above 90%. CO 
measurement model using first-rank factor analysis

Organiz
 

External 
marketing 

Customer
 

IM 

Employee
 Interactive marketin 
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Fig. 1: Model of IM measurement using Confirmatory factor analysis in standard estimation case 

 

 
Fig. 2: IM measurement model using second-rank Confirmatory factor analysis in standard estimation case 

 
 

Fig. 3: Standard estimation of CO measurement model using first-rank factor analysis 
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Fig. 4: CO measurement model using second-rank Confirmatory factor analysis in standard estimation case 
 
Table 2: One-Sample Test 

 Test Value = 3                                        
 

T 
Degree of 
freedom Significance number Mean difference 

95% of certainty distance for means 
difference 

 Lower limit Upper limit 
IM -3.050 149 .003 -.17467 -.2878 -.0615 

 
 

Table 3: One-Sample Test 
 Test Value = 3                                        
 

T 
Degree of 
freedom Significance number Mean difference 

95% of certainty distance for means 
difference 

 Lower limit Upper limit 
CO 20.906 149 .000 .88600 .8023 .9697 

 
Table 4: Correlations 

  IM CO 
IM Pearson correlation 1 .140 

Significance level  .088 
Number 150 150 

CO Pearson correlation .140 1 
Significance level .088  
Number 150 150 

 
Table 5: One-Sample Test 
 Test Value = 3                                        
 

T 
Degree of 
freedom Significance number Mean difference 

95% of certainty distance for means 
difference 

 Lower limit Upper limit 
Improvement 
and 
development 

-.685 149 .494 -.05500 -.2137 .1037 
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Lisrel output shows that the calculated Kai-
squared is equal to 63.54. small value of Kai-squared 
shows goodness of fit, because the smaller the Kai-
squared value, the more suitable is the presented 
model. The results of Lisrel output are as follows: 

0.058 = RMSEA = 0.00166و Value - P 1.87= df / 2χ 34و 

 =df 2χ=63.54و   
Goodness of Fit Index (GFI) = 0.91 
Adjusted Goodness of Fit Index (AGFI) = 0.88 
A review of Lisreloutput results for non-standard 

estimation part of the model reveals that CO 
measurement model is almost a suitable model 
because Kai-squared value and RMSEA value are 
small and GFI and AGFI are close to 90%.  

Second-rank CO measurement model 
Lisrel output shows that the calculated Kai-

squared is equal to 60.54. small value of Kai-squared 
shows goodness of fit, because the smaller the Kai-
squared value, the more suitable is the presented 
model. The results of Lisrel output are as follows: 

0.071 =RMSEA0.00107و =Value - P1.85=df / 2χ 33و 

 =df 2χ=61.04و   
Goodness of Fit Index (GFI) = 0.91 
Adjusted Goodness of Fit Index (AGFI) = 0.89 
 
A review of the results of Lisrel output for 

model standard estimation part we find that the 
model of CO is an approximately suitable model 
because Kai-squared value and RMSEA value are 
small and GFI and AGFI values are close to 90%. 

In this part, hypotheses tests results are 
provided. T test was used in this section. It must be 
mentioned that because we want to test one sample 
mean, we use t test. 

T test for the first hypothesis: 
H0: the conditions of IM activities are not 

suitable in TAO.  
H1: the conditions of IM activities are suitable in 

TAO. 
 
According to the significance level obtained 

from t test for IM activities and because significance 
number (sig) is smaller than 0.05, H0 is rejected. In 
other words, the first hypothesis is verified. 
Therefore, IM condition is suitable within the 
organization. 

T test for the second hypothesis: 
H0: CO level is not suitable in TAO. 
H1: CO is suitable in TAO.  
According to the results of Pearson Correlation 

test and because significance number is greater than 
0.05, the H) is verified. In other words, third 
hypothesis is rejected. This means that there is not 
any significant relationship between IM internal 
activities and employees' CO in TAO. 

 
9.  T test for the fourth hypothesis: 

 
H0: level of attention to employees' 

improvement and development is not appropriate in 
TAO. 

H1: level of attention to employees' 
improvement and development is suitable in TAO. 

 
The table above shows the results of the fourth 

hypothesis. Because sig number is greater than 0.05, 
H0 is verified. In other words, the fourth hypothesis 
is rejected. Therefore, improvement and development 
condition is not satisfactory in TAO. 

 
T test for the fifth hypothesis: 

 
H0: system of employees rewarding is not 

satisfactory in the organization. 
H1: system of employees rewarding is 

satisfactory in the organization. 
Because significance number is less than 0.05, 

H0 is rejected. Therefore, the fifth hypothesis is 
verified and rewarding system is satisfactory in the 
organization. 

Pearson correlation test for the sixth hypothesis: 
H0: there is not a significant and positive 

relationship between rewarding system and CO. 
H1: there is a significant and positive 

relationship between rewarding system and CO. 
According to the results of Pearson correlation tests 
results and because significance level is greater than 
0.05, H0 is verified. In other words, the sixth 
hypothesis is rejected. This means that there is not a 
significant relationship between rewarding system 
and employees' CO in TAO. 

 
Pearson correlation test for the seventh hypothesis: 

 
H1: there is not a significant and positive 

relationship between improvement and development 
condition and CO. 

H1: there is a significant and positive 
relationship between improvement and development 
condition and CO. Because significance number is 
less than 0.05, H0 is rejected. Consequently, the 
seventh hypothesis is verified. In other words, there 
is a positive and significant relationship between 
condition of improvement and development and 
employees' CO.  

 
Friedmann variance analysis test: 

 
H0: employees' viewpoint is similar towards IM 

condition and CO. 
H1: employees' viewpoint is not similar towards 

IM condition and CO. 
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Table 6: One-Sample Test 
 Test Value = 3                                        
 

T 
Degree of 
freedom Significance number Mean difference 

95% of certainty distance for means 
difference 

 Lower limit Upper limit 
reward -6.202 149 .000 -.40800 -.5380 -.2780 

 
Table 7: Correlations 
  CO Reward 
CO Pearson correlation 1 .097 

Significance number  .238 
Number 150 150 

reward Pearson correlation .097 1 
Significance number .238  
Number 150 150 

 
Table 8: Correlations 
  CO improvement and development 
CO Pearson correlation 1 .194* 

Significance number  .018 
Number 150 150 

improvement and 
development 

Pearson correlation .194* 1 
Significance number .018  
Number 150 150 

 
Table 9: Test Statistics 
Number 150 
Kai-squared 102.918 
Degree of freedom 1 
Significance level .000 

 
Table 10: Ranks 
 Mean Rank 
CO 1.91 
IM 1.09 

 
 
 
 
 
 
 
According to the test output and because 

significance level is less than 0.05, H0 is rejected. In 
other words, employees' viewpoints towards IM and 
CO are different. in their opinions, CO is more 
important than IM. 

 
Conclusion: 

 
Results of the tests showed that IM and CO are 

in good conditions and at satisfactory level but there 
was no significant relationship between IM and CO. 
improvement and development variable had positive 
and significant relationship with employees' CO. 
results of this research contradict the results of Collar 

et al. It is recommended to conduct this research in a 
longer period of time. 
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