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RELATIONSHIP BETWEEN INTERNAL MARKETING AND EXTERNAL MARKETING
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Abstract

Internal marketing is a concept applying to “people”, specifically the employees
and staff at all levels within an organization aiming at creating understanding among
those in the organization with the same goal. The internal marketing also helps to
create a positive attitude towards the organization, acceptance and commitment to
the organization, the willingness to develop organization with dedication as well as
awareness of responsibilities. This can ensure good quality of work assigned and
service and thus the delivery of products and service provision satisfy the external
clients and they realize the intent of the providers or deliverers. That is, the internal

marketing and external clients are closely interrelated. Today’s market belongs to
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customers because the customer chooses and defines the products or services in the
market. For a competitive advantage, each of the executives is focused on internal
marketing together with external marketing. Both groups mutually involve in

delivering and providing value to meet the satisfaction of those products and services.
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