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ABSTRACT

Although the successful experience of science gaakspromoted the industrial, technological, andreamic
developments in Taiwan, it is indeed a fact tha tigh-tech industries have been serving as a toolforeign
industries. Therefore, it is necessary to imprdwe ¢competence of the domestic high-tech industriesddition, due to
high-tech industries’ characteristics of short {gpan and innovation emphasis, high-tech enterprisave to pay
attention to the issues relevant to internal marigtand knowledge management. Moreover, at presernt of
countries all over the world regard information kemlogy and biotechnology as the top cutting-edgghriologies
leading human progress and developments; in Taivifiormation technology is also seen as the mogtoitant
high-tech industry. Consequently, taking the infation technology, or IT, industry in the sciencelgain Taiwan as
the research object, this study investigates theetation between internal marketing and knowledggnagement.

First of all, in-depth interviews with high-rankirexecutives from the IT industry were conductettim study to
understand the present situation of the promotibimternal marketing and knowledge management éneiterprises.
Secondly, relevant literature was consulted to tgvacales for internal marketing, job satisfactiand knowledge
sharing, and relevant scholars and experts, inaigdéxecutives and employees, were invited to aitiendcale items
in order to ensure the feasibility of the scalesaty, employees were surveyed by questionnaimesetify the
conceptual framework of this study and the feagjtilf each hypothesis.

In this study, employee questionnaires were delivap 150 companies willing to cooperate. Total900
employee questionnaires were delivered in sucaegsion October, 2008 to the end of February, 20A9ywhich 920
guestionnaires in total were retrieved, and 812thefm were valid. Through Correlation Analysis an®REL, it is
found that internal marketing and job satisfactame significantly, positively correlated, and s@®gob satisfaction and
knowledge sharing. In particular, job satisfactiand colleague relation, one of its dimensions, taeemost correlated
to network sharing.

Keywords: Job Satisfaction, Knowledge Economy, Knowledgeighadnternal Marketing

RESEARCH BACKGROUND AND PURPOSES

According to the data of the Department of StatsstMinistry of Finance, in December, 2008, indastroducts
are 252.95 billion US dollars, accounting for 98.8%4he total value of exports (Department of Staiss Ministry of
Finance, June, 2009). Meanwhile, the report of Topology Research Institute (TRi) indicates thdbiimation
category, in which the major application productslide NB and Netbook, accounts for 34.8% of GDRelaon the
estimation of TRI, the annual shipments of NetbooR009 will be approximately 27 million units, atfie IC market
relevant to PC/NB will be about 52 billion US da#laaccounting for approximately 25.2% of the ouei@lindustry
revenue. Consequently, high-tech industries aréntpertant industries driving the economic lifelioETaiwan.

Rogers (1991) deems that high-tech industries @&tdi¢he industries with the features possessingenuums
scientists or engineers, swift industry growingeshehigh ratio of research and development expansesnover, and
the products targeting at the global market. CHaA®89) also argues that high-tech industries inditiae industries in
which the products of the industries are shortiiaspan, their functions change as long as critteghnology
breakthroughs happen, the markets or customediasified, the products are complicated, andfeihg technology
developments, new market demands can be devel8ftedugh opinions about the definition of high-teididustry are
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widely divided, the common features are, generaitgnsive in technology, short in product lifespprompt in change.
According to statistics, at present, the high-t@uustries in the Hsinchu Science Park and the H&oot Taiwan
Science Park can be divided into six spheres, dnotpy semiconductor, computer peripherals, commuioics,
opto-electronics, precision machinery, and biotetbgy, and there are totally 301 firms. The sciepaeks are not only
the major centers of the domestic high-tech enpibut also very internationally prestigious.

Although the developments of our high-tech indestrare approved and attention-getting, they siifi at
Original Equipment Manufacturing; or OEM. In thespahigh-tech enterprises focused on improving rfesturing
technologies, assuring of the product quality, @ndmpt deliveries. However, since internationaliaions have
become unstable in recent years, in which, foramst, the global economic downturn and the epidesiti@tion of
N1H1 have also influenced the export of our higthtproducts, it is necessary for our high-tech rpmiges, by means
of developing marketing capability, establishing ttonsciousness of customer service, and cultiyads well as
managing professional knowledge, to change frongi@ai Equipment Manufacturing; or OEM, to Own Bramgland
Manufacturing; or OBM, in order to free themselfesm serving as a tool for others and advance tmapetitive
predominance.

A lot of factors influence whether customers artisfiad or not, and frontline employees who hawecli contact
with customers even play a more critical role. Tradually growing attention of employee satisfattitas made
internal marketing come with the tide of fashiorheTearliest concept of internal marketing has bfeend in the
literature of service marketing. Gronroos (1981yamhtes that internal marketing indicates a semahagement
concepts and activities regarding employees adntieenal customers of an enterprise as well as vawknternal
products, and it values employees’ needs and istémdncrease customer satisfaction and maintarrétation with
customers through the establishment of employdsfaetion. Kotler (2008) also argues that selletsaat external
customers’ consumption through traditional markgtmixes and strategies, regard the employees asntbmal
customers, advance the concept of internal mardkeéind effectively train and inspire the frontliemployees having
direct contact with customers and other employeesiging supporting service in order to collectivereate customer
satisfaction and improve business performance.ttierowvords, internal marketing is, based on empsyaeeds, to
properly apply marketing concepts and techniques eftectively obtain, develop, inspire, and maintain
customer-conscious and spontaneous employees dudtlier establish a long-term and satisfying fetathip with
customers through creating employee satisfaction.

The coming of the knowledge economy era urges imégsand academies to value the issues related to
knowledge management. Knowledge flow is one kindnahagement strategy helping a business throughiragy
creating, circulating, transforming, applying, aactumulating various knowledge or information releivto markets,
technologies, and competitors to maintain or enbatsclong-term competency. Efficient knowledge agement can
assist an enterprise in speedily, accurately magtemd predicting market pulsation, obtaining \egrinformation
which then becomes the new knowledge of the orgéiniz through transformation and communication, and
stimulating the organization members to innovat laarn. Consequently, in the2dentury, enterprises’ key to success
lies in possessing a fine mechanism of knowledgeagament. For high-tech industries with short difn, which
value innovation and R&D, namely research and dgraknt, knowledge technology is the crucial faétorthem to
improve the competitive competency and managenenfibgnance.

Since the personnel structure of high-tech indestis exceptional, besides emphasizing improvemdR&D as
well as manufacturing technology, it is indeed ampdrtant management issue to effectively inspire &nain
knowledge employees’ consciousness and behavioustomer service and to provide the jobs meetmgleyees’
needs to fulfill the satisfaction and further adsarcustomer satisfaction. The emphases of intenamketing are to
regard employees as the internal customers arakéosatisfying their needs as an important busi#bgn employees
are satisfied with their work, and they thus makeoemmitment to and have recognition of the orgarimna not only
will customer service be influenced but also aroirative culture which spontaneously seeks profitlie@ organization
will be formed. Furthermore, the knowledge manag#npeocedures and performances will be influenddaerefore,
people are the most important asset of an orgamizdtleanwhile, how to properly apply the mecharssoh internal
marketing and knowledge management to transform péwsonal knowledge of the knowledge workers in an
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organization into the overall wisdom and actionshaf organization as well as to enhance the emp&igensciousness
in customer service and organization recognitiothés critical factor for an organization to maimtaiompetency and
advance management performance, and it is alsmémagement issue that relevant scholars and eistsspreed to
pay attention urgently nowadays.

Although the successful experience of science phekse driven the industrial, technological, and reaoic
developments in Taiwan, it is indeed a fact tha High-tech industries have been serving as a ftwoforeign
industries. Thus, it is necessary to improve themetence of the domestic high-tech industriesdifiteon, due to their
characteristics of short life-span and innovationpbhasis, high-tech enterprises have to pay atteritiothe issues
related to internal marketing and knowledge managemMioreover, at present, a lot of countries a#rothe world
regard information technology, biotechnology, an€eg industries as the top cutting-edge technadogi@ding human
progress and developments; in Taiwan, informatemhhology is also seen as the most important lgh-industry.
Consequently, taking the information technologylTrindustry in the science parks in Taiwan asriésearch object,
this study investigated the correlation betweeerimdl marketing and knowledge management.

Therefore, the major purposes of this study afel&svs:

1. Establishing the significant elements and dimerssiohinternal marketing and developing an intenmalrketing
scale.

2. Investigating the current propagating situationirternal marketing and knowledge management in -kégh
industry.

3. Researching the influence of internal marketingaimsatisfaction and knowledge sharing.

LITERATURE REVIEW

Internal Marketing

In early stages, the essential presuppositiontefrial marketing regards employees as internabmests and the
work as the products provided to the internal austs, in which the most representative scholarssaomroos (1981)
and Berry (1981). Gronroos (1981) is the earliebbkar defining the concept of internal marketibig. advocates that
internal marketing is a management concept andigctegarding employees as the internal custornés business
and the work as the internal products, the purpdsehich enables the employees to generate higitesfaction and
further makes the business develop into a custatterctive or market oriented firm. Berry (1981kdes that internal
marketing applies the philosophy and practice ofketing to the employees inside an enterprise,vamdk products
satisfying internal customers’ needs and desiregpesvided to hire and maintain the employees tithmost service
consciousness. Dennis (1995) argues that interraketing is a strategic management philosophy whitthacts,
develops, inspires, and maintains outstanding eyept® by providing work products satisfying empleyeeeds.

Furthermore, the concept of internal marketingtstr gradually develop towards employees’ custeonented
behaviors. For example, Piercy & Morgan (1991) asgthat marketing techniques should be appliedi¢airiternal
market of a company to simulate the employees tegde service consciousness and customer-oridealviors.
Gronroos(1994) also redefines internal marketingl @ontends that internal marketing indicates thhtpugh
enthusiastic, simultaneous, akin-to-marketing-agtjointegrated, and harmony methods, an organizatiges the
internal market composed of employees to estalskskiice consciousness and customer orientationeder, there
are also scholars employing the viewpoint of humesource management, or HRM, to define internaketarg, in
which the scholars include Joseph (1996) as well@asper & Cronin (2000). According to Joseph (1996%ernal
marketing is an application of marketing and humesource management, and it integrates with therids
techniques, and principles of human resource manexyeto inspire, mobilize, recruit, and managedtalemployees in
an organization in order to continuously improve thethod to serve the internal and external custrmecording to
Cooper & Cronin (2000), internal marketing indicatidhat an organization is devoted to training andoaraging
employees to stimulate them to provide better servi

In the late evolution stage of the internal mam@tconcept, a lot of scholars employ the viewpaoihinternal
exchange to explain internal marketing. Bak et{(H#94) argue that internal marketing is to effesljvestablish the
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exchange relationship between an organization lameinployees in order for the organization to obthé success in
the external market. This study compiles the condpevolution of internal marketing, constructe ttiefinition in

terms of human resource management, and deemmthatal marketing means integrating marketing epts with

human resource management functions and propeplying marketing concepts and techniques to effityeacquire,

develop, inspire, and maintain customer-consciousspontaneous employees and then to establidoriggem and

satisfactory relationship with customers by medrt@ creation of employee satisfaction.

Since the concept of internal marketing is graguatilued, many scholars start to explore the cdnéeml
dimensions of internal marketing. First of all, therspective of human resource management is usaghwlars to
explain the dimensions of internal marketing. Basedthe definition of internal marketing and thergpective on
advancing service culture, Gronroos (1990) bringseven typical internal marketing activities, imtihg 1. training:
developing service strategies and beneficial engamttitude and enhancing their techniques of camwation, sales,
and service; 2. administrative support as wellrdsrnal interaction and communication: encouragintployees to
participate in decision making, establishing anropemosphere of internal communication, and adventirmal and
informal information circulation and feedbacks;n3assive internal communication and information supgoroviding
employees information and tools, such as servicglaok, which are necessary for employees to ssrs®mers; 4.
personnel and administrative tools as well as humesource management: developing various humarnunesso
management schemes beneficial for the organizatiasbtain good employees, such as recruitment,ratém, and
career planning; 5. massive external communicati@gotiating and establishing employees’ colledyivecognition
of the service strategies and goals of the org#aizand reducing the potential influence of exédrimformation on
them; 6. market research: discovering employeesdseand desires through the research on interngl¢gee) and
external markets; 7. market segmentation: providiifferent human resource management schemes aogoia
different employee needs, such as employment,imigimnd inspiration. Although Gronroos has notugttt up more
specific measuring content aiming at the sevennatanarketing activities, following researchersarclingly develop
scales by themselves and investigate the corrafatieetween internal marketing and other variabtes. instance,
Huang (1999) takes the life insurance industryaiwan as the research target. Based on the set@nahmarketing
activities by Gronroos, she develops by herselitéi@s, and, through factor analysis, she inducefadiérs, including
external communication, customer service orientatimol support, career development assistance,agesment
support, information support, strategy participationarket research, market segmentation, humannm@Esactivity,
internal communication, training, and inspiratiand proves that internal marketing and managenmenfitymance are
positively correlated.

Collins & Payne (1991) contend that marketing migngents, including product and service, channetf an
promotion and price, should be combined with humesource management functions. For example, if ymodnd
service are applied to the functions of human resbmanagement, they indicate personnel serviegses, schemes,
etc. Tung, Lin, and Huang (1998) accordingly depetbe relation map of internal marketing and humasource
management. Based on the planning procedures ddetivag, including the trend of marketing environmemalyzing
market opportunities and threats, analyzing cortipati marketing objective development, target mareection,
market analysis, competitive position determinatimarketing mix determination, and marketing budyetparation,
they establish the internal marketing matrix tastrate the concept integrating marketing concaptstechniques with
human resource management functions, and theyddem that by means of internal marketing practiceman
resource management functions can improve an eiseRp service quality and the employees’ satigéactand
commitment toward the organization as well as tingeorganization to succeed in change and learning.

In addition, a lot of domestic researchers empl®yperspective of marketing process to explairdtheensions
of internal marketing. For example, targeting arsmg staff and in light of marketing processeschsas the
comprehension on market and competitive environmétme decision of target market segmentation, amel t
development of marketing mix, Huang (1998) bringseight internal marketing dimensions, includinteinal market
analysis, internal market segmentation, produdteprchannel, communication, physical equipment] participant,
and verifies the correlation between internal mankeand employees’ commitment toward organizatloang (1999)
takes the hotel industry as the research objeaigbrup six internal marketing dimensions, inclgdiregular and
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continuous collection and analysis on market infation, market segmentation, product, price, proaménd channel,
and internal marketing activity management, andvg@sothat internal marketing and employees’ custesniented
behaviors are positively correlated.

Although the internal marketing dimensions devetbpecording to marketing processes are more thbrahg
problems of overlaps, blur, and difficulties intdiguishing are easy to be generated in practipplieations and the
development of measuring items. Furthermore, eVveugh, according to the definition and content mieinal
marketing, other scholars bring up other internalkating dimensions on after another, in which @ea% Gronroos
(1989), for instance, address management suppaihing, internal communication, personnel managgmand
external activity, they are not as thorough as @os (1990). Consequently, by referring to the seirgernal
marketing dimensions by Gronroos (1990), the sbgld-oreman & Money (1995), which is used to meashree
internal marketing activities, including developmension, and recompense, the internal marketigfindion based on
human resource management, it is advocated instbidy that internal marketing variables include dimensions,
namely market research, research segmentation, oaioation, vision, development, and recompense.

Internal marketing is, based on employee needsproperly apply marketing concepts and techniques to
efficiently obtain, develop, inspire, and maintainstomer-conscious and spontaneous employees ance#tablish a
long-term and satisfactory relationship with custosn through the creation of employee satisfactidhe
presupposition of internal marketing thus lies neating the satisfaction of internal customers. Watudies also
confirm that the practice of internal marketinggeeincrease employees’ job satisfaction (e.g. Teejset al., 1991;
Rafig & Ahmed, 2000; Conduit & Mavondo, 2001; HwafgChi, 2005) and further improves the performantan
organization. Therefore, the first hypothesis islradsed in this study: internal marketing positiveifluences job
satisfaction.

Knowledge Sharing

According to Sarvary (1999), knowledge managemsnbrie kind of commercial process, a process that a
business creates, uses, communicates, accumulatgmizational knowledge, and the process includes t
organizational learning stage in which a compamyuaes knowledge or information, the knowledge gatieg stage
in which the company transforms unprocessed infomanto the information that can be used to sateenpany
management problems, and the knowledge expansige & which all the company members can obtainesnploy
organizational knowledge. The major purpose of Kedge management is to change information intoaldtiand
problem-solvable knowledge or wisdom and to sawetime and resources necessary for repeatedlynitigaand
creating knowledge through the processes of conmation and accumulation.

Based on knowledge management processes, a lehofass explore the elements of knowledge managemen
and the correlations with other research variables. example, Wu (1996) argues that when an org#aiz
accumulates knowledge, it can employ knowledgeaekitin, diffusion, institutionalization, etc.; takj high-tech
industries as the research object, Hsieh (200lidelvknowledge management into the procedures oWledge
acquirement, creation, diffusion, accumulation,.,efovestigates the correlations with product iretown and
management performances, and discovers that kngeledquirement and accumulation significantly ieflce
management performances, such as marketing/magkietrmance, and overall performance while knowledgation
and accumulation significantly influence produchdmation, which indicates different knowledge masragnt
procedures generate different influences on orgdiniz innovation and management performances. @ahkfiormation
hardware industry as the research object, Liu (R08Bo separates knowledge management into knowledg
acquirement, accumulation, diffusion, and creatiimyestigates the correlations with knowledge manaent
performances, such as the satisfactory degreesnofvilkdge acquirement, accumulation, etc., and d&sothe
correlations between knowledge management procedarel performances will be influenced by knowledge
management features and organizational cultures.

Knowledge management processes are considerablglicated, and plenty of factors may affect eachhefm.
The investigation may lack details or specificé &ms at the entire knowledge management. Medewbcholars also
deem that the practice of internal marketing cdecéifely advance the collaborative and informat@ammmunication
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behaviors between employees (David, 2003) beceseftel the respect from the organization, theysatisfied with
their work, and they are thus more willing to hakie behaviors beneficial for the organization, sashknowledge
sharing, which meets the exchange perspectivetefrial marketing. David (2003) addresses that kadgé sharing
includes three categories: hierarchical sharingrisg within internal functions, network sharingiekfrchical sharing
is a professional-oriented knowledge sharing caiegoa which professional knowledge is shared tigtodformal
hierarchical channels, usually top-down, but thisdkof sharing is restricted to organizational sul&haring within
internal functions is one kind of market-orientedowledge sharing category, which usually indicates sharing
between the internal suppliers and the internatocners in the organization value chain, and whiHréquently
limited to employees’ lack of customer consciousreasd their self-defensive attitudes. Network stars one kind of
employee-oriented knowledge sharing category, ittlvemployees often share the knowledge throughtspeity and
internal communities because they would like tasfatheir own social and economic benefits. Consargly, network
sharing can be seen as the most spontaneous gafegamployees to share knowledge, and it is rwtfioed to
organizational class or directions. Hence, the s&doypothesis in this study is addressed: job faatisn positively
influences employee’s knowledge sharing behaviors.

RESEARCH METHODOLOGY

The promotion of internal marketing aims at estdbiig the fine relationship between executivesemgloyees,
enhancing employee satisfaction, and thus creatiistpmer satisfaction. For high-tech enterpriseesghife span is
short, and which value innovation and R&D, internarketing, which may stimulate employees’ consanmss of
customer service and commitment as well as redognior the organization, and organization knowledghich may
encourage employees to communicate and share thenaé professional knowledge and further develapto value
and competency, are gradually valued by relevamblacs and enterprises. However, the domestic esudilevant to
internal marketing have not been conscientious ear@ful enough and have aimed more at investigaengice
industries; there is a lack of the research oncthreelation between internal marketing and knowtedbaring; the
industries face a fast changing competitive envirent and a particular talent structure, so thebistament of internal
marketing concepts is even more important. Nevirsise high-tech industries’ unique industrial clegedstics and the
factors of the competitive environments may infleenenterprises’ planning of internal marketing tsiges.
Consequently, in light of the compilation and irigetions of related literature, a conceptual fraumek is constructed
in this study to explain the correlations betweeterinal marketing elements, job satisfaction, andwkedge sharing
(as indicated in Figure 1).

Internal Marketing Knowledge Sharing
« Market Research  Hierarchical Sharing
* Market Segmentation 141 H2 « Sharing Within
» Communication > Job Satisfaction ———| Internal Functions
 Vision « Internet Sharing

« Development

* Recompense

Figure 1: Conceptual Framework

According to the conceptual framework, this stuidgtfinterviews in-depth the high-ranking execusifeom the
IT industry in the domestic science parks to corpnel the current situation of the promotion of inéé marketing
and knowledge management in the enterprises. Meretivrelevant literature is referred in orded&velop scales for
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internal marketing, job satisfaction, and knowleddmring, and related experts, including scholexgcutives, and
employees are invited to revise the items to astheefeasibility of the scales. Finally, employess surveyed by
means of questionnaire to verify the feasibilitytld conceptual framework and each hypothesisisnstidy.

The questionnaire of this study is mainly dividatbifour parts. The first part is internal markgtelements. The
seven internal marketing dimensions by Gronroo9@l%nd the internal marketing scale developed drngifRan &
Money (1995) are employed in the research to devalscale with 24 items, in which the Likert Fiveil® Scale is
used, and the interviewees are required to fithigir perceptions (strongly agree — strongly disayjand satisfaction
degree (very satisfied — very dissatisfied) ofitbens for the six internal marketing elements, nigmearket research,
market segmentation, communication, vision, devalept, and recompense. The second part is job asziwmh, in
which the Job Satisfaction Survey, JSS, develoge8ector (1985) is employed to develop nine itethmes Likert Five
Point Scale is used, and the interviewees are nedjt fill in their satisfaction degree (very séitd — very dissatisfied)
of the items, including salary, promotion, managenstyle and relation, welfare, reward, operationcpss, colleague
relation, job description, and communication. Thiect part is knowledge sharing, in which the ddfaom of the three
knowledge sharing categories brought up by Davidl08}, namely hierarchical sharing, sharing withimiernal
functions, and network sharing are consulted teetbgva scale with nine items, the Likert Five P@&otle is used, and
the interviewees are required to fill in their pmral perceptions (strongly agree — strongly disa)gr€he last part is
basic company information and personal data, inetuthe interviewed company’s size and foundingetimor age, and
the employee’s sex, age, education, occupationyiie; residential region, etc.

The analysis in this study is principally conductegd means of SPSS for Windows. Cronbact’ss first
employed to verify the questionnaire reliability thfis study and accordingly amend the questionnaioglerately.
Second, frequency analyses, such as frequencibdtitn and percentage, are used to understanchiéracteristics of
the retrieved samples and the interviewees’ regsons each research variable. Finally, through $eaCorrelation
Analysis and LISREL, the correlations between mé&marketing, job satisfaction and knowledge sttpdre tested to
verify the feasibility of the framework and hyposies in this study.

RESEARCH RESULT

Sample Description

The IT industries in the domestic science parks divided into semiconductor, opto-electronics, catep
peripherals, communications, etc. According todhiectory information on the website of the sciepeeks, there are
301 IT enterprises in the domestic science park&0d®. In addition, after contact and eliminatihg firms without
products in the market or formal operation, inchgdthose under construction, relocating, and shatdfactories, the
total samples of this study are 301 firms. The firamber of each industry and the cooperative firmber are listed
in Table 1.

Table 1: Researched Firms

industry total firms cooperative firms ratio of qavative firms
semiconductor 129 72 55.8%
opto-electronics 88 28 31.8%
communications 53 32 60.4%
computer peripherals 31 21 67.7%
sum 301 153 50.8%

In order to confirm the validity of the researclsult, all the IT firms (301 firms) which normallyperate in the
parks are surveyed. The firms whose high-rankirgcetives are abroad, whose company policies arepern to the
outside world, and which are not willing to helptlwthe questionnaire survey are taken out; tenesopf the employee
guestionnaire are actually delivered to the 153eoative firms, 1530 copies of the employee questire in total. If
the questionnaires are not returned in twenty @digs they arrived each firm, the interviewers \ilither contact the
firms not yet returning them by phone, and if thestionnaires are lost or in shortage, new copitde sent again.
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The questionnaires are sent in succession sinab&gt2008, and the retrieval is completed in the & March, 2009,
the questionnaire survey period five months inltoiéter twice of retrieval phone calls and resamguestionnaires,
920 copies are retrieved totally, and after elifimathe questionnaires with too many unanswerehstand without
personal data, 873 valid questionnaires are retti€the valid retrieval ratio is 57.1%).

In this investigation, for the sex of the intervedvemployees, males and females are equal in thgoage is
mainly between 25-30 years old (53.2%), the secdn@33years old (28.4%); the educational backgroamtincipally
graduate institute or college (respectively 39% a@éb), and people with the educational backgroundretjonior
college are approximately 20%, which indicates thgh lkeducation level of the employees in the entsegrin the
science parks. More than half of the interviewedleyees in the present company have the senioetwéden 5-8
years, indicating their understanding of the comypaaffairs. The employees’ average monthly income is
NT$40,000-NT$55,000 (40%), and the positions of thierviewed employees are half administrative ardf h
technological.

Research Variables Description

There were 24 items in the original internal marigescale. After the discussion with experts areldlmination
of the items with improper wording, there are 2€mis left in the scale. Through factor analysis, faistors are
extracted and respectively named ‘market resedsch79), ‘market segmentationd£.83), ‘communication’¢=.73),
‘vision’ (¢=.80), ‘development’d=.75), and ‘recompensei£.92), the reliability values of which all meet thelging
principles of Cronbach (1951), which indicates tttas scale reaches appropriate internal consigtdfurthermore,
what the interviewed employees agree the most Y4d& feel satisfied (3.29) are the communicatictioas between
company and employee, but they are most dissatisfith that the company would like to understanel émployees’
opinions or let them understand its developingovisMeanwhile, the employees also recognize (3aéf8)feel satisfied
with (3.38) that the company obtains customer aadket information through various channels and wwdsh

After the discussion with experts, the job satistacscale, formerly with nine items, still keep toriginal nine
items only modified in wording. Through factor ayss, three factors are extracted and respectinaiyped ‘salary’
(0=.85), ‘working situation’ ¢=.78), and ’'colleague relationu£.73), the reliability values of which all meet the
judging principles of Cronbach (1951), which indesathat this scale reaches appropriate internadistency. Among
them, the interviewed employees are most satisfitdworking situation (3.79) and less satisfiedhwsalary (2.84).

After the discussion with experts, the knowledgarsty scale, formerly with nine items, still kegps original
nine items only modified in wording, too. Througicfor analysis, three factors are extracted anukotisely named
‘hierarchical sharing’d=.77), ‘sharing within internal functions£.82), and ‘network sharingt€.81), the reliability
values of which all meet the judging principlesGrbnbach (1951), which indicates that this scad&hes appropriate
internal consistency. Among them, the interviewetplyees think that the opportunity of ‘hierarchisharing’ is the
highest (3.9), the second ‘sharing within interhuaictions’ (2.8). However, there is not significatifference between
the recognition of ‘sharing within internal funatig and that of ‘network sharing’ (p=.21).

Correlation Analysis and Test

Through correlation analysis, it is found that etcéhat there is not significant correlation (p>lgtween
‘market segmentation’ of internal marketing and rling situation” and ‘colleague relation’ of jobtisdiaction, internal
marketing and each of its dimensions (market rebeanarket segmentation, communication, visionettgyment, and
recompense) are all significantly, positively ctated to job satisfaction and each of its dimernsi¢salary, working
situation, and colleague relation) (r=.55-.80, d3.@hat is, the higher employees’ perception efititernal marketing
actions of an organization is, the more helpfis$ ito increase employees’ job satisfaction. Theltesipports the first
hypothesis: internal marketing positively influeageb satisfaction.

It is found that job satisfaction and each of itsiehsions (salary, working situation, and colleagelation) are
significantly, positively correlated (r=.72-.92<.05) to knowledge sharing and each of its din@rssi(hierarchical
sharing, sharing within internal functions, andweaak sharing). In particular, job satisfaction amtke of its dimensions,
namely colleague relation, are the most correlatedetwork sharing (r=.92p<.01), that is to say, the higher job
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satisfaction employees possess, the more willieg Hre to communicate and share knowledge. Thét mgports the
second hypothesis: job satisfaction positivelyuafices employee’s knowledge sharing behaviors.
I. Structural Equation Model Analysis

LISREL is used in this study to investigate theremmtions between internal marketing, job satisfectand
knowledge sharing. In light of the result, the sgsd model is well fit (GFI=0.95 CFI=0.92), and the correlation
between internal marketing and job satisfaction@p¥xas well as that between job satisfaction armaledge sharing
(p<.01) are both significant. The hypotheses andatmare also supported.

e S

Knowledge
Sharing

Internal
Marketing

*p<.l**:p<.05 ***:p<.01

Figure 2: Verification for Hypothesis Models: LISREL

CONCLUSION

Targeting at the IT industry in the science park§aiwan, a questionnaire survey is conducted i gtudy to
investigate the correlations between internal mawgejob satisfaction, and knowledge sharing. Adawg to the result,
for internal marketing actions, the interviewed éogpes are the most satisfied with that the orgditn obtains
market information and communicates with the emgésythrough various channels and methods, butdéesn that
the organization has not made enough effort toalépem employees the vision and the future dewegpdirection,
whose influence on condensing employee common osnoseloyalty, and sense of belonging can be seergative.
In addition, for knowledge sharing model, the iniewees generally express that the organizationeshaformation
by mostly hierarchical sharing and less sharindniwiinternal functions or network sharing. Hieraoeth sharing is
suitable for top-down message releasing and priofe@misknowledge communicating, but since there fezquently
restrictions resulted from levels and work normsthe process, it is less beneficial for informalsseges or the
interaction between employees. On the contraryyordt sharing indicates that based on social or esnn benefits,
employees share knowledge, which is more spontanesmuorganizations ought to stimulate employegshtaneous
knowledge sharing behaviors through various managemractice, such as work design, process reeggnig and
inspiration.

Furthermore, through statistical analysis, it igrfd in this study that internal marketing positwaifluences job
satisfaction, and job satisfaction is helpful fanmoyees to generate knowledge sharing behaviorgaltticular,
colleague relation, a dimension of job satisfagtisnthe most influential for network sharing, thst spontaneous
knowledge sharing, and this indicates that admtists should pay attention to the cultivation loé fine relation
between employees in order to stimulate them toeskimowledge voluntarily. Finally, although the iedation between
internal marketing and knowledge sharing has nanbgroved in this study, some scholars deem thawlatge
sharing types will be affected by internal markgtifpavid, 2003). For example, the more high-rankéngcutives
support internal marketing, the more possible hidmaal sharing will be urged to occur; when empgley face simple
customer problems, it is only necessary to condmotvledge sharing within internal functions, butemtthe problems
they face are difficult to solve or complicated,idt necessary to conduct hierarchical sharing igheioito obtain
higher-level information or professional knowledgmwever, whether problems are difficult or eabg €émployees in
an organization which values the communication ketwthem conduct network sharing to share knowleatge
ordinary days, which not only updates informatiaut biso holds together the relation between empgleysocial
benefit). Consequently, it is suggested that tHevwing researchers may further investigate theuarice of each
dimension of internal marketing on different knodde sharing models to discover the inspiring factehich may
stimulate employees’ behaviors in spontaneous kedgd sharing (network sharing).
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