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ABSTRACT

This investigation explores the relationship amengployee’s perception in the managerial systerhefriternal
marketing, organizational commitment, and orgaraal citizenship behavior of Taiwan Internatioriddtel Industry.
Internal marketing of service employee is a keyrimsent of hospitality to practice its service sagies. Otherwise,
organizational citizenship behavior is the best ifestation to improve a companys employee’s orgational
commitment.

The result shows that the international hotel indusan enhance employees’ internal marketing geioe and
organizational commitment and this situation wiltedtly affect the citizenship behaviors of emptoypeganizations.
Meanwhile, employees within various regions alsoaskagnificant variance in employees’ perception abimternal
marketing. Thus, focusing on various employed®ritby design the internal marketing plans featwth variances
so that it is available to enhance employees’ oizmtional citizenship behaviors and organizatiomaimmitment of
and the system of internal marketing in the eng#syhave, the more organizational commitment agdrazational
citizenship behavior of international tourism hatel
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INTRODUCTION

Within the era of 2% century, corporations are released from the caimétr of geography and time due to
globalization. Information technology (IT) triggetise operation of commercial environment headingvéod to the
quick pace society, especially on the service itrguBusiness operation has dramatically viewedvation as the
unchangeable survival motto. Thus, the conventidgal and unchangeable management strategi@stizone an elixir
to cure business organizations from crisis, ondter hand, corporations actually need a curingiomezlavailable for
quick adaptability to the shifting changes of gegdry and time. In addition, Charles Handy (2002dus mention from
“The Elephant and the Flea”that full-time employeéarge firms should be replaced by the atypiles-like workers.
Under the entrepreneur climate with numerous intiteeaoncepts promoted violently and executed ait@ompanying
problems should be the ways for firms how to prasig introduce the strategic vision of externaltoosers into the
internal members, who serve direct service prowisiothe first line of service givers for produotsservice, so that they
can fully understand the strategic contexts andempntation guidelines combined within the critimedment in touch
with customers. In view of this situation, numeraeholars concentrate efforts on the researchsfialibut service
industries so that it will good for quality imprawent, customer satisfaction and subsequent reléganes about
relevant service industries.

The industries featured with service provision nyosend to provide customers with intangible prodcontexts,
and transmit the service ideals established bysfitmough the interaction is executed betweenitsihe service givers
and customers. Thus, regarding the service firgidedrom improving their own professional techr@q@and capabilities,
their behaviors and manners within the direct ser¢ouch shall directly affect the perception absrrvice and firm
images. If firms intend to implement effective iketing for service products, the administratorslispgeviously
creating an active and harmonious organizationaremment within organizations and devote a sesfanarketing-like
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approaches to encourage employees to vest witintemal marketing concepts of service awarenesiscaistomer
orientation.

According the issues about the said internal margetll researches propose the importance forsfitoninclude
the management concepts about internal marketitigthé necessity and plausibility to introduce itite organizational
operation. The said situation cannot only positivadfect employees' organizational intention andkymerformance but
also further improve some relevant results likeédvetervice quality for external customers, highestomer satisfaction
and more reliable customer loyalty. Furthermorenfiocal and international researches we can fiatlfirms' internal
marketing actions or promoting process shall affestployees' organizational citizenship behaviorcastomer
orientation action through some intermediary vdealand the said intermediary variables includekvwsatisfaction,
organizational reliance, organizational commitmenithorization, behavior performance, employeestcation and
training or business culture. Within this researtte organizational commitment of organizatiorajelrs shall be
viewed as the intermediary variables to explore thituence between organizational internal marlgtiand
organizational citizenship behaviors.

THEORETICAL FRAME

Internal marketing

The idea of internal marketing originates from ggvwndustries. Among the knowledge of most peopiasketing
means the concept mainly promoting products tootnsts. However, it is unavailable for service indas to improve
service quality simply through conventional methoiisactually requires the first line service giseto play the
determinant role to improve customer satisfactipmrigans of direct touch interaction. (Kang, 20aHus, for the past
few years, the marketing ideas and issues haveddended from conventional tangible products tarigible service.
The customer objectives marketing are also extefrided external customers to firms or internal castes (employees
of firms) within organizations.

There are numerous scholars who generally suppasdtisiness organizations can adopt the methoderhal
marketing to propaganda organizational managentemiegies and cultivate employees with the constiess and
attitude to maintain organizational imagehdson( 1986 proposes the internal marketing is adopte service
industries to allow employees with clear knowledf@@eut their organizational mission, goals and viso that the said
employees can offer their best effort. Also, tlylolemployees' education, training, encouragemethtpanformance
appraisal, it is available to reach organizatiomgbectation. Piercy and Morgat 1991  propose thatinternal
marketing is a type of strategic measure aimeadtwdinate with the external marketing projectsioh$. Entrepreneur
who is through internal marketing, propaganda #hevant marketing contexts and implementation viayke units and
employees within the business organizations. Basgedaforesaid mention, for the said internal mankgt
Gronroos( 1994 proposes a new definition that througdressive, initiative, marketing-like actions amdegral
coordination, it can allow employees receive thetmncouragement in developing service consciogsard work
satisfaction.

Because there is no clear model for internal margemost local and international scholars adojteexnental
methods to find out the variables existing betwegarnal marketing and customer satisfaction. Atiraed Rafiq
(2003), focusing the future issues and challenge@ternal marketing, propose relevant researofctons separately
including internal marketing, together with (1) tiedationship between employees' satisfaction amdk werformance, (2)
organizational cross-department functions, (3)rirdk relationship, (4) challenge and integratifotusing and the
creation for alliance strategies, and (5) stratedfiance. Kelley (1990) implements a researchhie experimental
subjects from banks and also indicates the relghiprbetween employees' work satisfaction and cust@rientation is
quite weak and this situation reveals that therstrba some other important factors existing betwetmnal marketing
and customer orientation. Carruna and Calleya (L3®®)gest that organizational commitment is the oirtgmt
intermediary variable existing between internal keting and customer satisfaction. From the re$edte results
prove that about the influence of internal marlgtaffected on organizational commitment, it shalhg about more
significant influence on emotional layers and wealedationship influence on behavioral layers. Wid @hou (2001)
implement the management application research abtuibhal marketing with experimental subjects afisus hospital
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nursing staffs in Kaohsiung areas. From the rebedney find the factors of work nature and intergonal interaction
within the said internal marketing actually becapssitive influence on the organization commitmeiursing staffs.

Organizational Commitment

For the past few years, the issues relevant tonargdonal commitment has been the researchingsfociilso,
there are numerous researches made by scholaugthuarious theoretical foundations and acadenttssend there
various definitions proposed in accordance witlfiedént research goals. Generally, employees wgh birganizational
commitment cause positive influence on tenuresamkwwerformance (Johnston, Parasuraman, FutrelBanxck, 1990;
Mackaie, Podsakff and Ahearne, 1998). Namely, nsu$tolars focus on the key factors about orgamimati
commitment. Organizational commitment is a type aifitude and the attitude cannot only affect emeésy
organizational involvement and involvement stren@teer, 1977) but also denote the linkage betwaeembers and
organizations. The phrase of organizational commeniimis firstly originated from Becker (1960) ande tisaid
commitment is applied to the research about orgdinizal behavior. It proposes that organizatioosahmitment is a type
of continuation of behavior. Therefore, the orgatianal commitment had been the topic highly emjzegisby scholars
of organization management science, the public@égemnd private organizations.

Organizational commitment is a type of social sysémergy involvement and willingness of loyaltye thdividual
personality systems are attached to the self-peeface of social relationship (Kanter, 1968). Pateat Smith (1970)
propose that organizational commitment means tlpresentation of relative strength for a given iidlisal's
identification and involvement inclination towardsaecific organization including (1) the acceptatiatention for
organizational goals and values, (2) the willingnés strive for organizational benefit, and (3) #ieong desire to
maintain organizational membership. Thus, orgaiirat commitment means a type of positively aggwesattitude
toward organizational commitment, the identificatiof organizational goals, and delightful workingnasphere of
organizational members. It also represents thethistavork is a part of individual life and consgsoorganization means
a type of belonging sense of loyalty and emotiofals, it means the internal attitude for lifelostgy within the said
organization.

Organizational Citizenship Behavior

Due to the uncertainty of business management @irmreasingly, the suggestion of firms' re-engrimgy and
restructuring are prevalent everywhere. This sibmadrives firms to emphasize the spontaneouslgvative behaviors
of employees. Meanwhile, the mutual collaboratioroag employees is also underscored. Some extrdebiaviors like
aggressive coordination to complete tasks is deaconcept of Organidanal Citizenship Behavior (OCB  and this
concept plays a quite important role among modienmsf

Actually, within the domain of organizational bef@gé during the early stages, there was no phrise |
Organizational Citizenship Behavior. The said cgaces firstly proposed by Bernard (1938) and heidatks
organizations mean a type of collaboration groums @rganizational members are willing to contribtiteir effort to
firms. Also, the said willingness shall at leashfmsm to the role playing definition given by orggations. The said
concept has proposed the meaning of collaboratidnaggressive offering to organizations and aldlg &omplete the
tasks assigned by organizatiof$ereafter, KatZ 1964 in his book titled “The Motivatal Basis of Organizational
Behavior”, the described organizational inter-paegaelationship is closest to the concept of oizgtional citizenship
behaviors. He contends that to keep organizatiefi@ctive operation and improve effectiveness, oizgtional
employees shall necessarily pose three types adviimis as follows: (1) Organizational members Ishal further
introduced to stay within the system. (2) Orgatianal members shall necessarily implement tHestabrole playing
by means of reliable measures. (3) Organizatiorahbers shall necessarily develop and exceed tignadsbehaviors
and also materialize the organizational goals witltovative and spontaneous actions.

Moreover, the so called spontaneous behaviorsgafnizational membership, in view of transcendirgribrms of
formal roles, was known as the “extra-role behaviothe early stages so that it can be clearlgalised from the in-role
behavior listed within organizational task manuaiother formal norms. In addition, Bateman andadr ( 1983)
formally refer to the spontaneous behaviors amomgrozational employees and pro-social behaviarevant to
formal organization codes as the “citizenship bérav
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Knowing from aforesaid relevant research papecslland international scholars adopt various lagéxariables
to explore the said organizational citizenship @ra and make surveys about key or major varialdesffect
employees' organization citizenship behaviors. Hametill now, there is no way available to reaaly &aommon
concepts or models for further researching proof.

METHODOLOGY

According to this research that focus on employem international tourism hotels in Taiwan witheth
conscious internal marketing as the independeriahiar, organizational commitment as the intermegdiariable and
organizational citizenship behavior as the dependatiable so the research theoretical structutieus formed. Also,
through factor analysis, we analyze and inducedthensional factors of research variables and ékalts are shown
as figure 1.

Internal marketing Organizational Commitment Organizational Citizenship
*Education & Training *Emotional Commitment Behavior
*Managerial Support —* *Normative Commitment »| *In-role Behavior
*Communication *Continuous Commitment *Altruistic Behavior
*Encouragement *Organizational Benefit Behavior

Figure 1 Framework of this Research

Research Hypothesis
After reference through aforesaid scientific reshas and the confirmation for this research strectwe hereby

propose the hypotheses as below:
H1 : Employees' internal marketing awareness causefis@gmi positive influence on organizational comneimh

H2 : Employees' internal marketing awareness cause fisigmi positive influence on organizational citizbip
behaviors.

H3 : Employees' organizational commitment cause sigmificpositive influence on organizational citizepshi
behaviors.

H4 : When employees' internal marketing awareness affecganizational citizenship behaviors; organizatlo

commitment comes with significant intermediary effe
RESULTS

This part is aimed to describe the experimentalesuresults. This investigation separately adoptdéscriptive
statistic analysis to delineate the distributiowvalid samples, mean values and standard deviatioveriables, variance
analysis and multiple regression analysis to exp#ord understand the experimental results detaddztlow:;

The experimental subjects for this research arasied on Evergreen and Landis hotel chains whiclaraggy
distributed in the northern, middle and southerrispg Taiwan. First, the study implements randosdynpling from
various layers and there are totally 300 hotel eygts surveyed with 196 valid replies receivedidvadceipt rated at
65.33; ). Therefore, knowing from the sampling disition, most international tourism hotel employaes featured
with service seniority below 3 years (over 50%is bbvious that the employees from internationafitim hotels cannot
stay long at their jobs. Thus, hotel managememrtaghall put more effort to implement internal keding and improve
employees' coherence toward organizations.
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Examining the Internal M arketing Direct Effects
The Effects of Internal Marketing Awareness Exetiedrganizational Commitment

The results in Table 1 show the regression anabf3svariables for international tourism hotel dayees' internal
marketing awareness onto organizational commitmevibdel 1, 2 and 3 indicate’Rvalues for internal marketing
awareness onto emotional commitment, normative cdoment and continuous commitment are separately).4.246
and 0.268 and all values suggest the fact whertieedegree of employees' internal marketing is dngthe said 3
variables covered by organizational commitmentadse higher.

Table 1 The Regression Analysisfor Internal Marketing Awar eness onto Organizational Commitment

Explanatory Variable Organizational Commitment
Constant Emotional Commitment ~ Normative Commitment = Continuous Commitment
(Model 1) (Model 2) (Model 3)
Constant 1.001* 2.532* .699*
Education Training .223* .100* A22*
Management Support .100* .204* .108
Encouragement .397* .255* .195
Communication .275* .233* .257*
F 150.834* 63.264* 71.093*
R? 437 246 268
N=196;* p<.05

The Influence of Internal Marketing Exerted on Origational Citizenship Behavior

Model 4, 7 and 10 within Table 2 means the regossanalysis results of international tourism heteployees'
internal marketing awareness onto organizatiorielerishipbehavior. Results indicate the explanatory stierid®’)
for internal marketing awareness onto in-role béray altruistic behaviors and organizational bénaéhaviors are
separately 0.122, 0.218 and 0.390 with the sigmifiverall modal ifluence well shown ( F values are separately
26.978, 124.238 and 32.453
The Influence of Organizational Commitment ExedrdDrganizational Citizenship Behavior

Model 5, 8 and 11 in Table 2 means the regressmaysis for international tourism employees' orgational
commitment awareness onto organizational citizgnbkhaviors. Results show that the explanatorygthe ( R) of
employees' organizational commitment awarenessiomole behaviors, altruistic behaviors and orgatibnal benefit
behavors are separately 0.180, 0.517 and 0.580wittsitpeificant overall modal influence well showq  Hues are
separately 31.859, 155.558 and 160.745.
The Influence of Internal Marketing Exerted on Orgational Citizenship Behaviors through Organizatd
Commitment

To sum up above mention, international tourism lheteployees' awareness sentiment toward interngtating
shall affect the organizational commitment of hethd the performance of organizational citizenbkipaviors. Also, it
indicates that organizational commitment comes withintermediary effect on internal marketing amganizational
commitment behaviors.
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Table 2 Regression Analysis of Internal M arketing, Organizational Commitment and
Organizational Citizenship Behavior

Explanatory Variable In-role Behavior Altruistic Behavior Organizational Benefit
Model 4 Mode 5Model 6 Model 7 Model 8 Modal 9 Behavior
Model 10 Model 11 Modd 12

Constant 2.646* 1.789* 1.698* 1.658 717 572* 1.339* 151 1.959*
Encouragement .180* .125* .364* .220* .048 .A451*
Education Training .135* .058 .144* .303 .318* .656*
Communication .140* -.031 .135* -.024 .089* .160*
Management Support| .121* -.033 .118* -.014 .023 .095
Emotional .080 .095 .384*  .329* .214* .507*
Commitment .394*  346* .207*  .095* .290*  -.103*
Normative .093* 015 .254*  255% .201* .160*
Commitment
Continuous
Commitment

F 26.978* 31.859* 20.509*| 124.238* 155.558 105.269* 32.453* 160.745* 92.251*

R 122 .180 199 .218 517 .560 .390 .580 .590

AR | e e O77+ | wemeer oo 170++ Ol+++
N=196;* P<.05 + compared with model 4 ++ compared wittdel 7  +++ compared with model 10

DISCUSSION
Focusing on aforesaid experimental analysis resuishereby propose our conclusion and suggessidollaws.

Research Conclusion

Within this research, we adopt the experimentajestib with employees from 3 international tourisoteh groups
in Taiwan. This research is aimed to explore tHatimnship among internal marketing awareness, rozgéional
commitment and organizational citizenship behavionglemented by international tourism hotels. Ow@jan research
findings are described as below.
Employees with various internal marketing awarenessponses cause significant variance to orgarozeti
commitment and organizational citizenship behaviors

About the demonstration of organizational commitmeemployees depend on management support and
encouragement more than the methods of educationirtg and communication so that it is availablegach emotional
and normative commitment of organizations. Howevahout the demonstration of continuous commitnweittin
organizations, it is supposed to replace educdtiaiming with encouragement. In addition, aboujamizational
citizenship behaviors, employees cause significaflience to replace education training with mamaget support,
communication or encouragement for the purpose eshahstrating in-role behaviors and organizationahefit
behaviors. About the demonstration of altruistichdngors, employees incline to replace educatioimitrg with
encouragement mainly.
The internal marketing awareness of employees franpbus regions causes significant variance to aigational
commitment and organizational citizenship behaviors

About the organizational citizenship behaviorsroptoyees from northern regions, they incline tdg@reducation
training more than encouragement and managemepbgur they incline to communication more thamagement
support so that it is available to reach organirti citizenship behaviors. However, it existsdnsignificant variance to
organizational commitment. About the organizatiosammitment and organizational citizenship behavid
employees from the southern and middle regiongiwdn, both parts of them incline to managemenpstipmore than
encouragement with much more variance than thatlotation training and communication.
Organizational Commitment Causes Significant Intmtiary Effect on Internal Marketing and Organizatidn
Citizenship Behaviors of Employees

The international tourism hotel employees come witinificant major and intermediary influence ofeimal
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marketing and organizational commitment separakgrted onto in-role behaviors, altruistic behawvicaand
organizational benefit behaviors. It indicates thédrnational tourism hotel employees' behavipeaformance toward
internal marketing and organizational citizenshgh#viors is caused by the intermediary influencerginizational
commitment.

Thelnspiration of Practical M anagement Affairs

(1) Whenever the international tourism hotels anpléementing international marketing, they shouldpbasize more
flexible and humane management support and encenrag to replace conventional rigidly educatioimirey and
routine communication. It means the internal mankghas converted strategies and systems intooiieeopncepts to
meet employees' demands. Through intangible coioveesfect, this conversion shall make employeeasastheir
sincere organizational commitment so that they empress the attitude of organizational citizendhghaviors
beneficial for organizational operation and surliiva

(2) The internal marketing of employees from namhdotels cause no significant influence on orgational
commitment but incline to education training andhoaunication more than management support and eagenrent
to affect the performance of organizational citeleip behaviors. We deduce that this is situatsoarisen from the
temporarily short service periods of northern heteployees and they show no significant loyalty.osksurveyed
employees are trainees with the experimental reguiite different from hotel employees from middfed southern
regions in Taiwan.

(3) The international tourism hotels can design phemoting programs for internal marketing througlvariables,
namely education training, management support,.agement and communication. Thus, it is availédbienprove
employee’s emotional, normative and continuous cament toward organizations. Especially, it is regd to
propose adequate adjustment and implementatiorsifagwn internal marketing and people should da thest to
get rid of conventionally rigid forms but deal wiphoblems in a more flexible, humane and divergemspective.
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