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THE EFFECTIVENESS OF INTERNAL MARKETING AND HRM STRATEGY ON
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ABSTRACT

The purpose of this study was to ascertain the effectiveness of internal
marketing implementation in a hotel industry, mediated through supportive senior
management, on employee attributes. The Internal Marketing Techniques encompass
the 7Ps of the service marketing mix, whereas Supportive Senior Management entailed
human resource management functions of employee recruitment, training,
participative management, and discretion. Three types of Employee Attributes were
selected for investigation, namely, customer consciousness/orientation, job satisfaction, and
dedication to work. A total number of 201 questionnaires were distributed to, and
retrieved from Accor Hotels Thailand Sofitel Bangkok Sukhumvit employees and
verified for completeness of responses. The data were processed to obtain the means,
the standard deviations, intercorrelations, and stepwise multiple regression analysis.
Interviews with key persons of the hotel were also carried out and the information was
summarized in the context of the three factors under investigation.

The findings showed that the levels of customer consciousness/orientation, job
satisfaction, and dedication to work in the Employee Attributes factor were all high —
from 3.88 to 3.96 points on a five-point scale. Similarly, the levels of 7Ps components
in the Internal Marketing Mix and the levels of all variables of Supportive Senior
Management were also high — from 3.83 to 3.91 points. The Pearson’s product moment
correlation coefficients among the variables of the three factors ranged from .418 to
.724 - all were statistically significant for an Alpha value = .000. This led to a conclusion
that Internal Marketing Techniques and Supportive Senior Management together
contributed to Employee Attributes with statistical significance. Based on these positive
relationships, a set of regression equations were derived for prediction of employee
attributes, thus illustrating the effectiveness of internal marketing techniques with key

human resource management functions as mediator variables.
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