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ABSTRACT

The aim of this study is to determine how internal marketing would affect trust in the organization and
trust in the executive dimensions of organizational trust. The study population consists of employees working in
hotels operating in the town of Kusadasi in the province of Aydin, one of the oldest touristic regions of Turkey.
For this purpose, a survey application was carried outon 148 employees of 7 hotels in total. The acquired survey
data was evaluated via confirmatory factor analyses, reliability analyses, correlation analyses and regression
analyses. According to the findings obtained from the research, internal marketing affects trust in the manager
andtrust in the organization positively. Despite some limitations, the research findings are consid ered to present
some important assistance to the managers, employeesand researchers.
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ICSEL PAZARLAMANIN ORGUTSEL GUVEN UZERINDEKI ETKILERI:

OTEL ISLETMELERINDE BiR ARASTIRMA

oz

Bu ¢alismanin amaci igsel pazarlamanin orgiitsel giivenin érgiite giiven ve yéneticiye giiven boyutlarnm
nasil etkiledigini belirlemektir. Arastirma evrenini Tiirkiye nin turistik bolgelerinden Aydin ilindeki Kusadast
ilgesinde faaliyet gosteren otellerin ¢alisanlart olusturmaktadir. Bu amagla 7 otelin toplamda 148 ¢alisam
iizerinde anket uygulamasi yapilmistiv. Elde edilen anket verileri dogrulayict faktor analizleri, giivenirlik
analizleri, korelasyon analizi ve regresyon analizleri araciligi ile degerlendirilmistir. Arastirmadan elde edilen
bulgulara gére i¢sel pazarlama ydneticiye giiveni ve Orgiite giiveni pozitif yonde etkilemektedir. Arastirma

bulgularimin, bazi simrliliklara ragmen yoneticilere, ¢calisanlara ve arastirmacilara onemli ipuglart sunacag
diistintilmektedir.
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1. INTRODUCTION

Trust which forms one dimension of our social life can also be described as the keyto a
healthy business life. The trust that the employees feel towards each other is very important for
the flow of work in organizations particularly where a group of people are in the position to
realize various activities and work in cooperation for the sake of reaching a common goal. The
feeling of trust in an individual in line with a certain topic, target or benefit is a phenomenon

that needs to exist to be able to reach both the department and enterprise targets.

Organizations gain a personality in line with all the internal and external factors that
constitute and affect them. Each organization has different organizational structures and
working styles as each tries to exist in a different environment for the purpose of producing a
different product or service. Therefore, each organization has a unique personality that makes
it different than the others. When organizations are considered to gain a personality just like
individuals, it is understood that trust towards the organizations are formed like that towards

the individuals.

Trust is not a concept that automatically arises in organizations. To form an environment
of trust, important roles are delegated to the stakeholders such as executives, employees,
strategic partners etc. Especially the attitude and behaviors of executives, their decision styles,
organizational practices regarding organizational culture and human resources formed by the
executives affect the perception of trust directly. Internal marketing concept, which states that
the employees are required to be satisfied like customers, will also play an important role in the
trust perception of the organization’s employees. It is much more probable that trust would be
higher in those organizations where internal marketing activities are positively perceived. Thus,
Icli and Aslan (2012: 41) point out that encouraging the employees to trust each other is one of
the purposes of internal marketing activities. Similarly, Hume and Hume (2015) express in their
studies that an environment of trust among the employees might be secured via internal

marketing.

In this study internal marketing-organizational trust relation, a topic that was not
encountered in literature, is analyzed with an applied study in the hospitality sector. In this
context, the purpose of this study is to contribute to the organizational trust literature and
propose internal marketing as a tool to increase organizational trust. First, a literature review
concerning the topic was made in the research, then the design of the study, the application and

the analysis of survey data phases were tackled and finally the results were interpreted. It is
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foreseen that the findings obtained would present important assistance to hotel executives,

researchers, employees, other related people and organizations.
2. CONCEPTUAL FRAMEWORK
2.1.Internal Marketing

It is necessary to make changes not only in accounting, public relations, marketing and
information systems but also in human resources management practices to be able to have
customer-oriented organizational structures. To that end, concepts such as internal marketing

that will form a basis for interdisciplinary research are required (Ay and Kartal, 2003:17).

The concept of internal marketing which is first mentioned in written sources by Berry
et al. (1976) and George (1977) was defined by Berry and Parasuraman (1991:151) as
“attracting, developing, motivating and retaining qualified employees through job-products that
satisfy their needs.” According to Kelemen and Papasolomou-Doukis (2004) internal marketing
is the harmonization and integration of those theories, methods and rules regarding marketing

and human resources to satisfy external customers.

When the development of the concept of internal marketing is examined, three separate
phases interconnected to each other might be mentioned. These are; the employee satisfaction
phase, customer-orientation phase and strategy application/change management phase. These
development phases can be explained as follows (Rafig and Pervaiz, 2000:448): In the
employee satisfaction phase, the employee motivation and satisfaction form the focus point of
related studies regarding internal marketing. The organization needs to have satisfied
employees to be able to have satisfied customers. Sasser and Arbeit (1976) believe that the most
important market of a service business is primarily its employees. In the second phase the
purpose of internal marketing is to encourage employees to become customer-oriented. As for
the last phase that is strategy application/change management phase, it is required to motivate
the employees via directing, training them in line with the purposes of the business. Besides,
internal marketing is considered as the structure that decreases the discrimination and conflicts

between departments and that overcomes resistance to change (Odabasi, 1995:32).

As per internal marketing concept, executives should make the employees feel that they
take the employees and their needs into consideration. Some of the purposes of internal
marketing are to have customer-oriented employees targeting to realize the corporate aims in
each department of the organization, to attract and retain the personnel working towards this

aim and to provide the permanency of skilled personnel. Likewise, determining a common
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target for all employees, thereby embracing a common course of action, creating an attractive
company brand both from the point of consumers and the organization members are the targets

of internal marketing activities (Yaprakh and Ozer, 2002:59).

It is necessary to view the expenditure as an investment to reach success in internal
marketing. Particularly the return on investment on the employees via education will be far
more. It is required to pave the way for employees, to gain team spirit in work groups, to develop
a reward system focusing on customer satisfaction and to allow two-way flow of information

for employees to be able to make suggestions (Giilsen, 2010:44).

There are some significant points to take into consideration in internal marketing as it
concerns both marketing and human resources departments. The coordination that is provided
between these two departments will provide the business success to grow even more. On the
other hand while external marketing has a direct profit generating feature, it is possible to say

that internal marketing indirectly provides profit (Kalyoncu, 2007:83).
2.2.  Organizational Trust

Trust can be expressed as someone having a positive expectation towards someone else
and showing a psychological sensitivity regarding this expectation. According to Hosmer
(1995), the expectations regarding an individual, group or organization to make the right
decisions morally and develop behaviors depending on ethical principles are called trust.
Organizational trust, on the other hand, is the perception of an employee on organizational
support, his/her belief in his/her manager’s being right and keeping his/her promise (Mishra
and Morissey, 1990). Organizational trust is a phenomenon that is affected by those rules,
values, beliefs, perceptions, feelings and behaviors dominant in the organization and that forms
the basis of intra-organization communication (Ozkalp and Kiel, 2010:76). In a nutshell
organizational trust involves believing that no harm would come from other individuals, groups,

institutions or organizations.

Organizational trust exists both on individual and organizational level. On the individual
level, the trust feeling develops depending on the personal characteristics of employees and
those events that they go through in their interpersonal relations. On the organizational level
however, trust in the personality of the organization is meant and it develops depending on the

culture of organization (Kwbaglar, 2013:45).

Bromiley and Cummings (1996) evaluated trust as those common beliefs of an

individual or a group in other individual or individual groups. They further stated that trust

THEEFFECTS OF INTERNAL MARKETING ON ORGANIZATIONAL TRUST: ARESEARCH IN HOTEL... 26



bmij (2017) 5 (4): 23-38

brought together explicitly or secretly the attempts to have a good faith in somebody, being
honest, not expecting to exert advantage over the others even when the conditions permitted.
One of the main determinants concerning trust is the expectations of the individual wishing to
feel trust and those responses s/he gets in return to these expectations. Those organizations
which take their employee’s expectations into consideration and meet these expectations as

much as possible have a much higher chance to have employees with high trust.

Organizational trust has three sub-dimensions. These are trust in the organization, trust
in the executive and trust in the colleagues. Trust in the organization can be expressed as the
positive expectations of the organization members on the intentions and behaviors of
individuals depending on organizational roles, relations and experiences (Demircan and
Ceylan, 2003:142). Trust in the executive was defined by Reinke and Baldwin (2001:164) as
the belief of the employee that the executive would keep his/her promises, would act fairly and
would give honest and correct answers. Executives have a rather important role in terms of
helping the employees to feel trust in the organization and setting up positive relations with
them. As employees perceive the executives as people representing the organization, when they
feel trust in the executive, they might apply this throughout the whole organization. Executives
might be building or destroying the trust environment with whatever they do or apply in the
organization (Tiiziin, 2007:107). It is due to this reason that it has been remarked by various
researchers that trust is a process which needs to be started by executives (Uslu, 2013:26). Trust
in the colleagues, on the other hand, expresses the belief regarding the individual would not be
harmed by the attitudes and behaviors of the other party. In other terms, trust in the colleagues
involves the assistance of each party to another when necessary, taking into consideration each

other’s benefits and their being open and honest with each other.

In those organizations where the level of trust is high, it is possible that the employees
accept organizational change more easily and adapt to executive decisions. The level of
organizational trust being high makes it easy for the employees to adapt to the structure of the
organization and to the processes. It is expected from employees who trust in their colleagues,
executives and organization to be satisfied with their jobs, to be loyal to their jobs and to show
a high performance. It is stated as well that organizational trust develops the social relations
between individuals, that an emotional bond is formed especially between those employees and
the executives acting honestly and openly (Yimaz and Atalay, 2009:347).
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2.3.  ResearchModel and Hypotheses

Trust is formed depending on time through the interaction of intra-organizational
elements and increases as more positive outputs are obtained at the workplace (Nevin, 1995).
The working climate which depends on mutual trust, respect and friendship is affected directly
by those decisions taken by the executives of the organization and those practices carried out
(Johnston et al., 1990). It is expressed that in those work environments that allow access to
information and sources, that support the employees and provide the development of
employees, organizational trust increases (Kanter, 1993). The study of Ng et al. (2016) has
highlighted support for trust as being influential to the effectiveness of internal marketing.
Hume and Hume (2015) remark in their studies that an environment of trust in non-profit-
organizations to reach success under knowledge management might be provided among
employees via internal marketing. Similarly, Scovotti and Peltier (2005) mention that the way

to increase organizational trust goes through building strong internal marketing relationships.

-
i

Trust in the
Organization

Internal
Marketing
Trust inthe
Executive

Figure 1: Research Model

Under the light of this information it can be expressed that the internal marketing
activities would increase the trust of employees in both their organizations and in their
executives. The research model of the study that is developed on the basis of these potential

relationships is shown in Figure 1. The two hypotheses that are developed are as follows:
Hypothesis 1: Internal marketing affects trust in the organization positively.

Hypothesis 2: Internal marketing affects trust in the executive positively.
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2.4. The Objective, Scope and Method of Research

The aim of this study is to determine how internal marketing affects the trust in
organization and trust in executive dimensions of organizational trust. The universe of research
consists of those hotel employees operating in the town of Kusadasi in the province of Aydin,
one of the oldest touristic regions of Turkey3. Within this scope, a survey was conducted on

148 employees in atotal of 7 hotels via simple random sampling method in December, 2016.

Literature review was made to form the scales to be used in the survey and those scales
with validity and reliability approved in Turkish language were chosen. The evaluation options
belonging to related expressions in the survey are as follows: 1) I definitely do not agree, 2) |

do not agree, 3) | am indecisive, 4) | agree, 5) | definitely agree.

The questionnaire forms used in the study consist of 2 sections. In the first part of the
form, expressions useful to measure the internal marketing structure of businesses and
organizational trust perceptions of employees are given. In the second part those expressions
on the demographic structure of participants are found. The Turkish form of the internal
marketing scale developed by Foreman and Money (1995) was taken from the study of
Kagaroglu (2015). The organizational trust scale developed by Nyhan and Marlowe (1997)
from Ustiin (2015)’s study was taken. The internal marketing scale evaluated as one factor
consists of 15 items while the trust in organization dimension of organizational trust consists of

4 and that of trust in executive consists of 8 items.

Data obtained from surveys analyzed with SPSS (Software Package for Social Sciences)
and AMOS (Analysis of Moment Structures) software programs. In order to test the factorial
validity, measurement models were tested by using confirmatory factor analyses. The
measurement models were validated by obtaining estimates of the parameters of the models
and by determining whether the model itself provides a good fit to the data (Byrne 2010).
Cronbach's alpha was used to measure internal consistency of scales and regression analysis

was conducted to test hypotheses.

The compatibility of data obtained via data collection tools was tested via Kurtosis and
Skewness test. It is desired to have kurtosis and skewness values between -1 and +1. However,
it is pointed out that values between -2 to +2 would also fall within acceptable limits (Kunnan,

1998; Karaath, 2006). It was observed that the kurtosis scores of those items in the scales were

® The data of the researchwas obtained from the third author's master term project.
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between 1.433 to -.506 and those of skewness were between -1.233 to -.102. It can be stated

based on this that the data have normal distribution.

3. FINDINGS

3.1.Demographic Data Regarding the Sample

According to the results obtained (Table 1), most of the participants (104 people) in the
survey were employees that do not have executive positions. Itis observed that 50 people have
been working in the present workplace between 2-5 years. 83 participants were female 60 of

whom were between 26-35 years of age. 69 participants were high school graduates.

Table 1: Demographic Data

Number Percentage
(N) (%)
Top executive 11 74
Position in the Organization Mid-level executive 33 22,3
Employee 104 70,3
0-1 21 14,2
2-5 50 338
Number of Years in the Organization 6-10 38 25,7
11-20 34 230
More than 20 5 34
Gender Female 83 56,1
Male 65 43,9
Between 18-25 29 19,6
Age Between 26-35 60 40,5
Between 36-45 47 31,8
More than 45 12 8,1
Primary School 22 14,9
High School 69 46,6
Education Lewel Associate Degree 22 14,9
Bachelor’s Degree 31 20,9
Master’s Degree 4 2,7
Total 148 100,0

3.2 Validity and Reliability Analysis

Confirmatory factor analysis was used to determine the validity of those scales used in
the research. Model fits in CFA may be assessed through various goodness-of-fit indices like:
chi-square divided by the df value (CMIN/DF), Root Mean Square Residual (RMR), Goodness
of Fit Index (GFI), Normed Fit Index (NFI), Incremental Fit Index (IFI) and Comparative Fit
Index (CFI). It was determined that 6 items regarding the internal marketing scale decreased

the validity according to results supported by exploratory factor analysis aswell and those items
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were taken out of the scale. Confirmatory factor analysis was applied once more regarding the
internal marketing scale measured by the remaining 9 items. Improvement indexes were
examined so that the model would provide better compatibility values and some amendments
were made. It was observed that correlating the 6t and 7th and the 8t and 9t" items of the scale
would pull down the chi square value and that these two correlations would improve the model.
The covariance matrices of some observed variables might be balanced in such situations when
those correlated items have the same meaning and are used interchangeably. Thus it can be said
that one-factor solution for internal marketing scale produced convincing evidence as shown in
Table 2. Likewise, it was observed that when first order confirmatory factor analysis was
applied on the organizational trust scale, correlation of the 15t and the 2" as well as the 7t" and
8t items of the trust in executive dimension of the scale might improve the model. Therefore
after conducting a confirmatory factor analysis on the organizational trust items, it was found
that a two-factor solution (trust in the organization and trust in the executive) was consistent
with the data. Acceptable model fits and model compatibility indices obtained as a result of
confirmatory factor analyses are presented in Table 2. Fit Statistics for CMIN/DF, RMR, GFl,
CFI, IFI meets expectations. NFI values, on the other hand, are close to acceptable levels.

According to obtained results, it can be expressed that the validity of both scales is ensured.

Table 2: Confirmatory Factor Analysis Results (Goodness of Fit Statistics)

CMIN DF CMIN/DF RMR  GFI NFI IFI CFI

<5 <.08 >85 >90 >90 >.90

Internal Marketing 82.714 25 3.309 0.067  .889 .897 .926 .925
Organizational Trust 185.005 51 3.628 0.076 823 .889 917 916

Reliability coefficients of the scales were calculated via Cronbach’s alpha value. The
value of .896 was found for internal marketing scale consisting of 9 items. The value of .943
was found for trust in executive dimension of organizational trust consisting of 8 items and for
that of trust in organization dimension consisting of 4 items, the value of .949 was calculated.
Tezbasaran (1996) points out that the reliability level foreseen for those measuring tools that
might be used in research to be .70. Therefore, the reliability values of those scales used in the

study being above the acceptable limit of .70 asserts the reliability of scales.
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3.3 Correlation Analysis

The averages, standard deviations and Pearson correlation coefficients between the
variables gathered from the research are presented in Table 3. The factor with the highest
average is observed to be trust in the executive while the factor with the lowest standard
deviation is internal marketing. If Pearson coefficient which is symbolized with the letter "r" is
r> .70, the variables can be said to have a "strong relation, if it is .40 <r <.70, they can be said
to have a "medium level relation” (Rumsey, 2011). As presented in the table there is a medium
level relation between internal marketing and trust in the executive (r = -.560; p <.01) and trust
in the organization (r =-.553; p <.01). There is a strong relation however between the trust in

the executive and the trust in the organization (r = -.739; p< .01).

Table 3: Correlation Analysis Results

Mean S.D. 1 2 3
L.Internal Marketing 3.690 .783 1
2.Trust in the Executive 3.929 1.003 560" 1
3.Trust in the Organization 3.765 1.054 553" 739" 1

N=148; ** Correlation is significantatthe 0.01 level (2-tailed).

Durbin-Watson test was carried out to test whether there were autocorrelation and
multicollinearity problems in the research data and the Variance Inflation Factor (VIF) values
were utilized. The Durbin-Watson coefficients that were expected to be between 1.5 to 2.5
(Oiirk, 2006:264) were observed to take the value of 1.440 in Model 1 and 1.227 in Model 2.
Furthermore, it is stated that VIF values need to be below 10 not to have multicollinearity
problem (Hair et al., 2003). The VIF values are found to be below 10 in this study. Therefore,

it was concluded that there is no autocorrelation and multicollinearity problem in the data set.

3.4 Regression Analysis

Two simple linear regression analyses were carried out to determine the effects of
internal marketing onthe organizational trust dimensions. In Model 1, the results obtained from
the regression analysis towards determining the effect of internal marketing on the trust in the
organization factor were presented in Table 4. According to findings obtained internal
marketing affects the trust in the organization significantly (St. p = .553; p=.000). So the first
hypothesis of the study Hypothesis 1 was accepted. Internal marketing explain 30,1 % of total

variance in trust in the organization measurements.
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Table 4: The Effect of Internal Marketing on Trust in the Organization

Unstandar dized Standardized t Sig. F Ad.R?
Coefficients Coefficients
Model 1
B Std. Error Beta
Constant 1.016 350 2.904 | .004
Internal 553 64.418 301
Marketing 745 .093 8.026  |.000

In Model 2, the effect of internal marketing on the trust in the management was
evaluated. As presented in Table 5, it was found that internal marketing significantly affects the
trust in the executive (St. B =,560; p=,000). So the second hypothesis of the study Hypothesis

2 was accepted. Internal marketing explain 30,9 % of total variance in trust in manage ment

measurements.
Table 5: The Effect of Internal Marketing on Trust in Management
Unstandardized Standardized t Sig. F Ad.R?
Model 2 Coefficients Coefficients
B Std. Error Beta
Constant 1.280 331 3.864 | .000
Internal 560 66.813 | .309

4. CONCLUSIONS AND FUTURE RESEARCH DIRECTIONS

This study investigated how internal marketing would affect the factors of
organizational trust. Two hypotheses compatible with the literature were both accepted in the
study. According to findings, internal marketing affects the trust in the executive positively, i.e.
those organizations with executives that believe external customer satisfaction goes through
internal customer satisfaction make their employees have more trust. While people are forming
trust towards people they have a relation, they do this according to various events and
phenomena. Behaviors and attitudes and social relations play an important role increasing the
trust individuals feel towards each other. According to findings obtained from the study, the
trust towards the executives that give value to their employees, that provide their vision
development and that reward them within the activities of internal marketing is higher. One of
the purposes of internal marketing practices is to increase the intra-organizational

communication (Kandampully, 2006; Lings and Greenley, 2005; Rafig and Pervaiz, 2000). It
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IS a natural consequence that the trust in the executive increases when s/he has active
communication with employees, understands and listens to them, answers their demands and
provides the opportunity to let the parties get to know each other via communication. Itis much
easier for those parties who build communication, get to know each other and decrease the

obscurities towards each other to trust each other.

A great deal of attention is paid to the personal development of employees in internal
marketing. Personal development refers to the training of employees and provision of their
needs to provide them to adapt to changing internal and external environment and achieve a
better future point. In organizations operating with this management philosophy, the role of the
managers is to support employees for personal development and motivate them. In the concept
of internal marketing, it is important to provide integration of all functions and operations with
mutual trust. By this way, employees' personal confidence increases against managers who

mvest in employees’ own personal development.

On the other hand, the main purpose of the internal marketing concept is stated to
encourage the employees feel that the executives take them and their needs seriously (Candan
and Cekmecelioglu, 2009). In cases where the perception is formed that the executive level
takes the employees into consideration, it is observed that the employees had higher trust in the
executives. It will be easier for the employees to satisfy the customers in those organizations
where there is trust in the executives. Both internal and external needs of employees are taken
into consideration in internal marketing practices targeting to enhance the motivation of
employees. It is predicted that the employees that think the management cares for them have
positive feelings based on trust towards their executives. Executives have the role to provide
coordination and integration between functions within the scope of internal marketing activities
(Rafig and Pervaiz, 2000:449). It is observed that trust might increase coordination (Vlaar et
al., 2007) just like coordination might increase trust. It can be stated that those executives who
increase the positive relations and cooperation among departments, encourage employees and
executives to integrate, put an emphasis on team spirit might create positive feelings among
employees and therefore allow the decisions and practices that are internal marketing oriented

to trigger the building of trust in executives.

Besides trust in the executive, the trust perception in general towards the organization
is also affected by internal marketing. According to Kanter (1993), those work environments
that ease access to information and resources, encourage their employees and pay attention to

the development of employees increase organizational trust. It is observed that one of the
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biggest needs of employees ensuring organizational trust in organizational environments is
providing such an environment. An organization is one of the places where individuals spend
most of their time during the day, maybe the most important. So it can be understood that
besides physical security, individuals need a lot of psychological security in the organizations.
Internal marketing is observed to be one of the most important ways to gain the trust of its
employees for the organization. Trust towards the organization is very important for the
employees. Like individuals organizations also have an identity and personality. When there
is a trust in this personality, the mistakes that the executives make may not have consequences
for the entire organization, some of the pressures from higher executives might be tolerated and
more effort might be shown for the performance of the organization as a whole. Concerning
these points, it is observed that trust in the executive and trust in the organization diversify from
each other. So it can be stated that it is necessary to increase the trust in both the organization
and the executive via internal marketing practices. On the other hand, it is observed that the
concepts trust in the organization and trust in the executive support each other, ie. when
employees feel trust towards their executives, their trust towards their organization also
increases. Similarly, the more employees trust the organization the more they have the tendency
to trust the executives as well. However, the distrust in any would most probably spread to the
other. Depending on all these findings, it is suggested to the executives of the organization to
increase the quality in internal marketing practices to try affecting the trust feelings of

employees positively.

Besides important findings that contribute to literature, as in other studies, this study
also has some limitations. Due to time limitations only a small sample was analyzed. More
healthy results might be achieved via bigger samples. Furthermore, if further studies are carried
out on the employees of a different sector besides the tourism sector and in different countries,
more generalizable results might be gathered. For further studies it is suggested to investigate
how internal marketing would affect the trust in colleagues and lack of trust in the organization.
It would be appropriate to add some other variables to future research models that did not exist

in the present research model.
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