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Abstract 
The purpose of this study was to empirically investigate how Internal Mar-
keting relates with Marketing Effectiveness in the Hotel Industry in Rivers 
State. The target population of this study is the twenty hotels listed under the 
Best Port Harcourt, Rivers State Hotel Specials and Deals of Tripadvisor on-
line. Since, our study is organization based, key informants from the twenty 
hotels in Port Harcourt Rivers State, Nigeria constituted the sample of this 
study. The three key informants are: Customer relationship manager, mar-
keting manager, and, food and beverages manager giving a total of hundred 
and twenty-five respondents who were administered the copies of the ques-
tionnaire. Upon retrieval and data cleaning, 100 copies were subjected to Data 
analysis. Data analyses were aided by the use of SPSS version 20.0 and hypo-
theses were tested using the Pearson Correlation Coefficient. After the data 
analysis, it was revealed that: Employee Job Satisfaction as a dimension of In-
ternal Marketing relates very strongly and positively with Adequate Marketing 
Information, moderately and negatively with Customer Philosophy, and 
strongly and negatively with Adequate Strategic Orientation as measures of 
Marketing Effectiveness. We therefore concluded that there is a strong and 
positive relationship between Employee Job Satisfaction as a dimension of In-
ternal Marketing and Adequate Marketing Information, moderate and nega-
tive relationship with Customer Philosophy and strong and negative relation-
ship with Adequate Strategic Orientation as measures of Marketing Effective-
ness. Based on the findings and conclusions we recommended that, in view of 
the fact that there exist a strong and positive relationship between Employee 
Job Satisfaction as a dimension of Internal Marketing and Adequate Market-
ing Information as a measure of Marketing Effectiveness, Hotel Industry in 
Rivers State should see that their physical facilities, equipment and communi-
cation materials are improved. 
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1. Introduction 

Hotel services are services that meet hotel guest needs for accommodation, food 
and beverages, and additional services that are provided and for which payment 
is received in return. New social values on demand are vital to hotel industry 
employees, because different hotel guests display different lifestyles at different 
time and ways. Therefore, hotel marketers should center on service areas that 
creativity is obvious and shown in their individual associates and understanding 
between staff and guests. The employees of the hotel industry are in charge of 
carrying out the service process, resolving customer problems. Thus, it is im-
portant for the employees to be satisfied with their jobs and in turn satisfy the 
hotel guests [1]. Today internal marketing is one area manager face difficulty in 
terms of managing their employees. Sadly, research shows internal marketing 
has received little or no attention from scholars or managers [2]. Several stu-
dies on internal marketing have been carried out like that of [3]. They carried 
out their study in the United Kingdom. They used customer orientation and 
customer satisfaction, employee motivation and satisfaction, interfunctional 
coordination and integration, marketing-like approach to the above, and im-
plementation of specific corporate or functional strategies to measure internal 
marketing. [4] measured internal marketing using: internal communication, 
staff training, job satisfaction, appraisals and feedbacks and customer con-
sciousness. 

Also many studies have been conducted on Marketing Effectiveness like that 
of [4] [5] [6]; used four basic dimensions to measure marketing effectiveness. 
They are Corporate, Competitive, Customers and Exogenous factors. [2] posited 
that marketing effectiveness has two components. They are adoption of the 
marketing concept and the implementation of the concept. According to [7], the 
measure of [8] [9] is seen as one of the best marketing effectiveness measures. 
Kotler used five components to measure marketing effectiveness. They are cus-
tomer philosophy, integrated marketing organization, adequate marketing in-
formation, strategic orientation and operational efficiency. It is evident from the 
discussion above, that several studies in the area of Internal Marketing have been 
carried out [10] [11] [12] and also Marketing Effectiveness [8] [9] and that of 
[7]. Yet, despite all these studies something remains lacking. It is clear that no 
one in Rivers State, Nigeria that I know of have studied the relationship between 
Internal Marketing and Marketing Effectiveness. Limited research is done in this 
area, thus there is a considerable gap that exists in academic knowledge. But to 
fill this gap, we will concentrate our research on the hotel industry, which leads 
to new knowledge. The nexus between internal marketing and marketing effec-
tiveness is an important one. The various dimensions of the internal marketing 
are likely to relate with the various measures of marketing effectiveness. The 
problem this research is designed to investigate is: How do the various dimen-
sions of Internal Marketing relate with the various measures of Marketing Effec-
tiveness? 
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2. Theoretical Framework  
Social Exchange Theory (SET) 

The Social Exchange Theory (SET) as propounded in 1961 by George Homoms 
is based on the importance of negotiated exchanges in human relationship be-
tween parties (especially in workplace) involving communications, cost/benefits, 
alternative and obligations [13]. This theory focuses on the behavior of individu-
al (social behavior) international which may result in social and economic out-
comes in the market place [14]. The process of social exchange breads satisfac-
tion when fair rewards are given in return or as benefits. Homoms ideal social 
exchange theory is governed by the belief of reinforcement principles built from 
the proposition of “success; stimulus; and deprivation-satiation”. The applica-
tion of Homoms social exchange theory is eminent in the building of the social 
structures of internal marketing to reward and satisfy the employees (internal 
customers) who would in turn reflect commitment and satisfaction in their job 
[15]. The social exchange theory is strong enough and hoped to illuminate, to 
offset interactive institutional barriers of a more complex organizational beha-
vior and the effective management of internal customers. This theory no doubt 
is also a sure way and a new route to fulfilling the needs of the employees to be 
service-oriented in contact with external customers. Generally speaking, the 
adoption and development of social exchange theory in this research steams 
from the heels of employee motivation and job satisfaction for the provision of 
quality service when interfaced with customers. This informs the bass for adop-
tion and application of this theory (SET) in this research as a contributor to or-
ganization-stakeholder relationship and relationship marketing. 

3. Concepts of Internal Marketing (IM) 

A 2012 review by Mousavi-Davoodi and Kaur argued that the concept of IM 
encompasses the employees, “the job as a product, which should satisfy the 
needs and requirements of customers” [16]. Internal marketing is also viewed 
from the perspective of internalization of the relationship amongst members at 
organizational levels creating service-oriented/customer-centric approach within 
employees to coming in contact with customers [17]. IM uses marketing ap-
proach to motivate employees who are viewed as internal customers [18], to 
produce a more customer-centric employees [17] [19]. According to Saeedinejad 
[20] internal marketing represents a comprehensive process of managing and 
merger of complex/multiple tasks of marketing within the business environ-
ment, equipping the employees and motivated to work. Indeed IM instills cus-
tomer orientation among the employee by giving necessary support to enable 
teamwork among the organizations human resources [20] from attracting, de-
veloping, motivating and retention of key personnel in a conducive work envi-
ronment. The IM process addresses problems associated with both effectiveness 
and efficiency of internal services, customer orientation, market orientation, and 
implementation of programmes and routines [21]. 
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In fact, IM is the market orientation which adopts marketing principle in the 
organization with the aim to establish company’s values [22]. This definition 
certainly is inclusive of activities which enhances internal communication chain 
and a host of cross-functional coordination to institute an effective marketing 
performance [23]. 

Internal marketing was posited first as a key to the problem of consistently de-
livering high quality service [24]. Employees are seen as customer, their jobs as 
internal products and the organization endeavours to offer jobs. Nevertheless, in 
spite of this, very few organisations in reality put into practice the concept. 

[25] posited internal marketing as inward turning of traditional marketing 
techniques. Also, [26] [27] saw internal marketing as to attract, develop, moti-
vate and retain employees that are competent through job-products that satisfy 
their needs. [28] defined internal marketing as using a marketing perspective 
to manage human resources of an organisation. Furthermore, [20] defined in-
ternal marketing as the work organisation performed in terms of training and 
motivating its internal market to work as a team to satisfy their external cus-
tomers.  

4. Dimensions of Internal Marketing 

[4] posited that effective internal marketing will lead to effective external mar-
keting. According to him internal marketing begins with the thought that em-
ployees of the organisation are the first market.  

[28] measured internal marketing using: internal communication, staff training, 
job satisfaction, appraisals and feedbacks and customer consciousness. Also, [7] 
carried out a research in the United Kingdom. They measured Internal Marketing 
using employee motivation and employee satisfaction, customer orientation and 
customer satisfaction, interfunctional coordination and integration, marketing-like 
approach to the above and the implementation of specific functional strategies. 

4.1. Employee Job Satisfaction 

Employee Job satisfaction is the employees feelings they have about their job 
[29]. Gounaris (2008) argued that employees’ satisfaction shows on the external 
customers’ consequential increased profitability. He saw employee job satisfac-
tion as pleasurable or positive emotional state resulting from one’s evaluation of 
job experiences. 

The nature of job satisfaction shows that employee is likely to continue with a 
job that is satisfying and leave a job which is dissatisfying.  

4.2. Interfunctional Coordination 

Interfunctional coordination involves the coordination of the organizations em-
ployees and other resources to create superior customer value [11]. According to 
Kohli & Jaworski (1990), marketing is not the task of a marketing department 
alone but the coordination of all other departments to create superior customer 
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value. [12] [15] [17] posited that internal marketing sees employees as internal 
customers. [21] argued that the coordination of the different functions of the 
organisation results in greater efficiency. Marketing requires inter-departmental 
teamwork and information sharing and resources. [23] saw interfunctional 
coordination as teamwork between the diverse departments in the organisation. 
Interfunctional coordination allows an organisation to exchange information effi-
ciently among its internal units. That is, it captures the tendency of different de-
partments to hold different and contradictory views and put away functional in-
terests for the benefit of the entire organisation. According to them all depart-
ments in the organization ought to be responsive to all other department’s needs. 

5. Concept of Marketing Effectiveness 

Marketing effectiveness concept first came into existence in the 1990s. Accord-
ing to [30] marketing effectiveness posited that managers should have adequate 
information and distributes appropriate resources to different market. [18] as-
serted, the original obligation of marketing effectiveness is that managers must 
identify the primacy of studying the market, distinguish the several opportuni-
ties, select the best market to serve and offer superior customer value to satisfy 
their needs and wants. Furthermore, [5] argued that organisations that have the 
marketing effectiveness is high are those that are close to their consumers, have a 
common set of values and also demonstrate an external market orientation. [31] 
agree that companies with high marketing effectiveness operate better when 
compared with companies that do not have. The competitive environment of 
business today demands that for organization to be successful to move forward 
in its selected market segment, there must be implementation of marketing. 

The marketing effectiveness concept has drawn increased attention among 
academic researchers and business practitioners over the years [31] [32] [33] po-
sited that only a few organizations completely practice refined marketing. Ulti-
mately, marketing effectiveness differentiate the amateur from the expert in the 
global market [18]. 

6. Measures of Marketing Effectiveness 

Researchers have conducted empirical investigations on marketing effectiveness 
like the study of [5] [8] [12] and [34]. According to them there are four dimen-
sions of marketing effectiveness: Corporate, Competitive, Customers and Ex-
ogenous factors. [32] posited that the operationalisation of [14] [18] is seen as 
one of the best measures of marketing effectiveness. Kotler in his study stated a 
combination of five component: customer philosophy, integrated marketing or-
ganization, adequate marketing information, strategic orientation and opera-
tional efficiency. 

6.1. Customer Philosophy 

Consumer’s philosophy according to [18] is the external center of attention of 
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the organization on the consumer needs and wants and how to monitor the sa-
tisfaction of consumers by carrying out consumer’s surveys. Some managers are 
product-oriented (make good product and sell). Some managers are technology- 
oriented (get latest technologies and are not interested in the size or customers 
wants). Some are sales-oriented (get sufficient sales effort and anything can be 
sold). An organisation is on its way to effective marketing when it begins with 
the consumer when designing its structure, plans and control. 

6.2. Adequate Marketing Information 

Studies have shown that businesses that fail have not obtain and acted upon 
market information in regards to their product or service [34]. Organization 
without adequate marketing information will not be able to take adequate busi-
ness decisions [32]. Thus, executives of the organization need sufficient infor-
mation to plan and allocate resources correctly to diverse markets [18]. The task 
of information in decision in marketing cannot be challenge bearing in mind 
that marketing success of the organization depends on the availability and the 
accuracy of marketing information.  

According to [35] marketing encompass all operations (market research, 
product selection and design, advertising, pricing) from moving goods and ser-
vices from point of production to the ultimate users.  

6.3. Strategic Orientation 

Strategic Orientation is a definite way to build up strategies based on the analysis 
of strengths, weaknesses, opportunities and threats. It generates a number of ra-
tional alternatives and provides a prioritisation. Strategic Orientation combines 
internal analysis of a project (Strengths and Weaknesses) with an external analy-
sis (Opportunities and Threats) to arrive at strategic options from which a 
choice can be made [32]. Therefore, in order to have a sound SWOT analysis of 
internal and external resources and the function of the organization, the envi-
ronment needs to be scanned and the institutional setting needs to be analysed. 

Marketing effectiveness rely on management design of a strategy that is prof-
itable out of its philosophy, organization, and information resources [32]. 

7. Internal Marketing and Marketing Effectiveness 

Internal marketing is vital in increasing organization that is marketing-oriented. 
In application, internal marketing is concerned above all with communicating, 
increasing responsiveness, responsibility and unity of purpose. It intend at de-
veloping internal and external customer consciousness. According to [35], in-
ternal marketing influences the effectiveness of marketing and external market-
ing programmes. 

7.1. Employee Job Satisfaction and Marketing Effectiveness 

[6] posited that, when employees needs are met it motivates them and make them 
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to remain in the organization and as a result increase their satisfaction and in so 
doing increase marketing effectiveness and thus increases the possibility of gene-
rating external customer satisfaction and loyalty. Satisfaction suggested a more re-
ciprocal relationship with marketing effectiveness [32]. In general, employees that 
are satisfied are likely to be more customer-oriented and thus deliver better cus-
tomer service [35]. The relationship between job satisfaction and customer phi-
losophy study has been carried out by several authors [36]. Their findings showed 
higher levels of job satisfaction leads to higher degrees of customer philosophy. 

On the other hand, [31] connects job satisfaction to supervision, adequate 
marketing information and physical work conditions. Also, [7] concluded that 
the quality of leader-member exchange mediated positive relationships between 
a strategic orientation and leader-rated in-role job performance, leader-rated 
innovative job performance, and job satisfaction. [10], found that strategic 
orientation strongly relate with employees’ job satisfaction and organizational 
commitment. Thus, the following hypotheses were proposed. 

Ho1 There is no significant relationship between Employee Job Satisfaction 
and Customer Philosophy. 

Ho2 There is no significant relationship between Employee Job Satisfaction 
and Adequate Marketing Information. 

Ho3 There is no significant relationship between Employee Job Satisfaction 
and Strategic Orientation. 

7.2. Interfunctional Coordination and Marketing Effectiveness 

The literature documents the positive relationship between Interfunctional 
Coordination and marketing effectiveness [15] [18] [19] posited that interfunc-
tional coordination is very important to the orgaanisation. Their findings sug-
gested that interfunctional coordination is significantly and positively related to 
marketing information systems. Also, [19] in their research found out that in-
terfunctional coordination relates to the company’s internal climate of market-
ing effectiveness. Furthermore, Mohammad et al [22], results show that correla-
tion coefficient between the elements of interfunctional coordination and mar-
keting effectiveness is equal. Thus research hypothesis is confirmed and there is 
significant relationship between interfunctional coordination and effectiveness 
of company in market. Thus, the following hypotheses were proposed: 

Ho4 There is no significant relationship between Interfunctional Coordination 
on Customer Philosophy. 

Ho5 There is no significant relationship between Interfunctional Coordination 
on Adequate Marketing Information. 

Ho6 There is no significant relationship between Interfunctional Coordination 
on Strategic Orientation. 

8. Operational Framework 

Figure 1 depicts the researcher’s operationalization of the relationships that exist  
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Figure 1. Operational Framework on the relationship between Internal Marketing and 
Marketing Effectiveness in Hotel industry in Rivers State.  

 
amongst the variables.  

9. Research Design 

This hypothesis testing study adopted a causal investigation to establish a rela-
tionship between Internal Marketing and Marketing Effectiveness of Hotel In-
dustry in Rivers State. The researcher did not manipulate or interfered into the 
variables under study. The choice of research design is likely to be influenced, as 
[36] noted, by purpose of the study, study setting, and unit of analysis of the 
study. Considering all these, the cross sectional survey research design in a non- 
contrived (normal or natural) setting (Hotel firms) was adopted. According to 
[36], the survey research design offers a wide coverage and permits generaliza-
bility of research findings. The cross sectional study involves a study at a single 
time.  

9.1. Sample and Sampling Procedure 

There are twenty hotels in Port Harcourt whose presence is found online. Thus, 
the target population in this study is the twenty hotels listed under the Best Port 
Harcourt, Rivers State Hotel Specials and Deals of Tripadvisor online. Since, our 
study is organization based, key informants from the twenty hotels in Port Har-
court Rivers State, Nigeria constituted the sample of this study. The five key in-
formants are: Customer relationship manager, marketing manager, food and 
beverages manager, front office managers, and sales manager giving a total of 
hundred respondents. The study made use of the primary sources of data (ques-
tionnaire) and secondary sources of data (documentary from the mobile net-
works, internet and library research). The main data collection instrument is the 
questionnaire. The questionnaire for this study was divided into two sections. 
The first part generated demographic data while the second part generated data 
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on internal marketing and marketing effectiveness. The questions in part B - D 
was designed using the 5-point Likert scale (ordinal scale). The copies of the 
questionnaire were administered to five key informants—Customer relationship 
manager, marketing manager, food and beverages manager, front office manag-
ers, and sales manager of each of the twenty hotels listed under the Best Port 
Harcourt, Rivers State Hotel Specials and Deals of Tripadvisor online giving a 
total of one hundred respondents.  

9.2. Reliability and Validity of Research Instrument 

It is important that at every stage of a research study a reliability and validity test 
be conducted. Reliability is when the instrument measures what it is meant to 
measure consistently. Also validity as when the research instrument measures 
what it is meant to measure. The measuring instrument was given face validity 
by senior academics within Rivers State University who were given the ques-
tionnaire for vetting. With this the final questionnaire was drawn. According to 
[36] the Cronbach Alpha is a good reliability coefficient to prove how fit items in 
a questionnaire set are interrelated. The Cronbach Alpha Coefficient from the 
Statistical Package of Social Sciences was also used to test the instrument. See 
Table 1. 

The Reliability of the research instrument with the help of SPSS revealed a 
very high reliability coefficient for the two variables tested. The results as shown 
in Table 1 falls within the standard range of 0.7 set by Nunnally [36]. 5 items 
were used to measure Internal Marketing and the Cronbach’s Alpha co-efficient 
of the SPSS output recorded 0.9 meaning there is a correlation amongst the 
items. Also, 11 items were used to measure Marketing Effectiveness and the 
Cronbach’s Alpha co-efficient of the SPSS output recorded 0.9 meaning there is 
a correlation amongst the items in the questionnaire. 

10. Findings 
10.1. Responses from Descriptive Statistics 
Employee Job Satisfaction as a Dimension of Internal Marketing  
The items of the dimensions of internal marketing are assessed with the mean 
and standard deviations. Table 2 shows Employee Job Satisfaction as a Dimen-
sion of Internal Marketing. 

As can be seen in Table 2, it appears that hotel workers are very comfortable 
working in their various places of work as the statistical evidence shown in Ta-
ble 2 shows that hotel employees see their work as positive or pleasurable with  

 
Table 1. Reliability test results. 

S/No. Variables Number of Items Cronbach’s Alpha 

1 
2 

Internal Marketing (IM) 
Marketing Effectiveness (ME) 

5 
11 

0.9 
0.9 

Source: SPSS Output. 
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Table 2. Employee job satisfaction as a dimension of internal marketing. 

S/No. Employee Job Satisfaction Mean _ χ Std Dev s 

1 The hotel employees see their work as positive or pleasurable. 5.00 0.00 

2 The hotel employees feel a sense of belongings for the organization. 4.00 0.00 

3 
There are opportunities for career development and the pay scale 
gives satisfaction. 

3.47 0.502 

Source: SPSS Output. KEY: _ χ = Mean score; s = Standard deviation. 
 

Table 3. Inter-functional coordination as a dimension of internal marketing. 

S/No. Inter-functional Coordination Mean _ χ Std Dev s 

1 
The hotel is involved in the coordination of personnel and other 
resources all through the firm to create superior customer value. 

3.65 0.480 

2 
The marketing information of the hotel is made known to other 
departments and all are concerned in business plans/strategies 
preparation. 

4.16 1.226 

Source: SPSS Output. 
 

the highest mean of 5.00 with 0.000 standard deviation. This is followed by the 
respondents’ confirmation that their hotels employees feel a sense of belongings 
for their organization. The statistical evidence in Table 2 confirms this with a 
mean of 4.00 and a standard deviation of 0.00.  

10.2. Inter-Functional Coordination as a Dimension of Internal  
Marketing 

Table 3 shows Inter-functional coordination as a Dimension of Internal Mar-
keting.  

As can be seen in Table 3, it appears that marketing information of the hotel 
is made known to other departments and all are concerned in business plans/ 
strategies preparation as the statistical evidence shown in Table 3 with the high-
est mean of 4.16 and with 1.226 standard deviation.  

10.3. Customer Philosophy as a Measure of Marketing  
Effectiveness 

The indices to measure the dependent variables (Marketing effectiveness) were 
also assessed. Customer philosophy as a measure of marketing effectiveness was 
measured with four items.  

As can be seen in Table 4, hotel management encouragement of word of 
mouth communication, customer orientation and placement of importance on 
business image appear to contribute more as an indicator of customer philoso-
phy as a measure of marketing effectiveness with a standard deviation of 1.100 
and mean value of 3.46. This is followed by management in planning its organi-
zation takes note of its customers, suppliers, competitors, and its working envi-
ronment. This scored a mean of 3.02 and a standard deviation of 1.178. 
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Table 4. Customer philosophy as a measure of marketing effectiveness. 

S/No. Customer Philosophy Mean _ χ Std Dev s 

1 
The management of the hotel promotes communication through 
word of mouth, customer orientation and placement of importance 
on business image. 

3.46 1.100 

2 
The hotel management recognizes that to design or provide 
products/services is vital to serve needs and wants of customer and 
create diverse strategies for the diverse market segments. 

2.27 0.867 

3 
In planning its organization, management takes note of its 
customers, suppliers, competitors, and its working environment. 

3.02 1.178 

4 
Management recognizes the dominance of the market situation and 
customers’ needs and wants to shape their plans and processes. 

2.18 0.734 

Source: SPSS Output. 
 

Table 5. Adequate marketing information as a measure of marketing effectiveness. 

S/No. Adequate Marketing Information Mean _ χ Std Dev s 

1 
A lot of effort is spent on measuring the cost-effectiveness of 
diverse marketing expenditures 

4.00 0.000 

2 
The management of the hotel knows the potential of sales and 
profitability of the diverse segments of the market. 

4.96 0.141 

3 
Quality information is received by management to conduct 
effective marketing. 

4.45 0.500 

Source: SPSS Output. 

10.4. Adequate Marketing Information as a Measure  
of Marketing Effectiveness 

Adequate Marketing Information as a measure of Marketing Effectiveness was 
measured with three items.  

As can be seen in Table 5, hotel management understanding of the potential 
of sales and profitability of the diverse segments of the market appear to contri-
bute more as an indicator of Adequate Marketing Information as a measure of 
marketing effectiveness with a standard deviation of 0.141 and mean value of 4.96. 
This is followed by quality information is received by management to conduct ef-
fective marketing. This scored a mean of 4.45 and a standard deviation of 0.500. 

11. Testing of Research Hypotheses 

This section is aimed at testing the six hypotheses stated in chapter one of this 
dissertation. Since the descriptive analysis showed a normal distribution of the 
dependent and independent variables, the Pearson moment correlation is used 
to run parametric analysis. This is intended to recognize the nature of the rela-
tionship between the dimensions 

11.1. Relationship between Employee Job Satisfaction  
and Customer Philosophy 

In chapter one of this research work, it was hypothesized that there is no signifi-
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cant relationship between Employee Job Satisfaction and Customer Philosophy. 
Table 6 shows the statistical evidence of the relationship between these variables. 

The statistical evidence in Table 6 suggests a moderate and negative relation-
ship between Employee Job Satisfaction and Customer Philosophy with −0.379** 
Pearson correlation coefficient at 0.01 significant levels. This does not support 
hypothesis one (H1), that there is no relationship between Employee Job Satis-
faction and Customer Philosophy.  

11.2. Relationship between Employee Job Satisfaction  
and Adequate Marketing Information  

In chapter one of this research work, it was hypothesized that there is no signifi-
cant relationship between Employee Job Satisfaction and adequate marketing 
information. 

The statistical evidence in Table 7 suggests a very strong and positive rela-
tionship between Employee Job Satisfaction and Adequate Marketing Informa-
tion with 0.931** Pearson correlation coefficient at 0.01 significant levels. This 
again does not agree with hypothesis two (H2), that there is no relationship be-
tween Employee Job Satisfaction and adequate marketing information.  

11.3. Relationship between Employee Job Satisfaction  
and Strategic Orientation  

In chapter one of this research work it was hypothesized that there is no signifi-
cant relationship between relationship between Employee Job Satisfaction and 
Strategic Orientation.  

The statistical evidence in Table 8 suggests a strong and negative relationship 
 

Table 6. Relationship between Employee Job Satisfaction and Customer Philosophy (n = 
100).  

Variables  
Employee Job  
Satisfaction 

Customer  
Philosophy 

Employee Job Satisfaction 
Pearson Correlation 

Sig. (2-tailed) 
1 

−0.379** 
0.00 

Customer Philosophy 
Pearson Correlation 

Sig. (2-tailed) 
−0.379** 

0.00 
1 

**: Correlation is significant at the 0.01 level (2-tailed). 
 

Table 7. Relationship between Employee Job Satisfaction and Adequate Marketing In-
formation (n = 100).  

Variables  
Employee Job  
Satisfaction 

Adequate Marketing  
Information 

Employee Job Satisfaction 
Pearson Correlation 

Sig. (2-tailed) 
1 

0.931** 
0.00 

Adequate marketing information 
Pearson Correlation 

Sig. (2-tailed) 
0.931** 

0.00 
1 

**: Correlation is significant at the 0.01 level (2-tailed). 
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Table 8. Relationship between Employee Job Satisfaction and Strategic Orientation (n = 
100).  

Variables  
Employee Job 
Satisfaction 

Strategic Orientation 

Employee Job Satisfaction 
Pearson Correlation 

Sig. (2-tailed) 
1 

−0.773** 
0.00 

Strategic Orientation 
Pearson Correlation 

Sig. (2-tailed) 
−0.773** 

0.00 
1 

**: Correlation is significant at the 0.01 level (2-tailed). 
 

Table 9. Relationship between inter-functional coordination and customer philosophy (n 
= 100).  

Variables  
Inter-functional 

Coordination 
Customer Philosophy 

Employee Job Satisfaction 
Pearson Correlation 

Sig. (2-tailed) 
1 

0.023 
0.00 

Customer Philosophy 
Pearson Correlation 

Sig. (2-tailed) 
0.023 
0.00 

1 

**: Correlation is not significant at the 0.01 level (2-tailed). 
 

between Employee Job Satisfaction and adequate Strategic Orientation with 
−0.773** Pearson correlation coefficient at 0.01 significant levels. This is not in 
line with hypothesis three (H3), that there is no relationship between Employee 
Job Satisfaction and Strategic Orientation.  

11.4. Relationship between Inter-Functional Coordination  
and Customer Philosophy 

In chapter one of this research work, it was hypothesized that there is no signifi-
cant relationship between Inter-functional Coordination and Customer Philos-
ophy.  

The statistical evidence in Table 9 suggests no significant relationship be-
tween Inter-functional Coordination and Customer Philosophy with 0.023 
Pearson correlation coefficient at 0.01 significant levels. This supports hypothe-
sis four (H4), that there is no relationship between Inter-functional Coordination 
and Customer Philosophy.  

11.5. Relationship between Inter-Functional Coordination  
and Adequate Marketing Information  

In chapter one of this research work, it was hypothesized that there is no signifi-
cant relationship between Inter-functional Coordination and adequate market-
ing information.  

The statistical evidence in Table 10 suggests a strong and negative relation-
ship between Inter-functional Coordination and adequate marketing informa-
tion with −0.753** Pearson correlation coefficient at 0.01 significant levels. This  
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Table 10. Relationship between Inter-functional Coordination and Adequate Marketing 
Information (n = 100).  

Variables  
Employee Job 
Satisfaction 

Adequate marketing 
information 

Employee Job Satisfaction 
Pearson Correlation 

Sig. (2-tailed) 
1 

−0.753** 
0.00 

Adequate marketing information 
Pearson Correlation 

Sig. (2-tailed) 
−0.753** 

0.00 
1 

**: Correlation is significant at the 0.01 level (2-tailed). 
 

Table 11. Relationship between inter-functional coordination and strategic orientation (n 
= 100).  

Variables  
Inter-functional 

Coordination 
Strategic Orientation 

Inter-functional Coordination 
Pearson Correlation 

Sig. (2-tailed) 
1 

0.600** 
0.00 

Strategic Orientation 
Pearson Correlation 

Sig. (2-tailed) 
0.600** 

0.00 
1 

**: Correlation is significant at the 0.01 level (2-tailed). 
 

again is not in line with hypothesis five (H5), that there is no relationship be-
tween Inter-functional Coordination and adequate marketing information.  

11.6. Relationship between Inter-Functional Coordination  
and Strategic Orientation  

In chapter one of this research work, it was hypothesized that there is no signifi-
cant relationship between Inter-functional Coordination and Strategic Orienta-
tion.  

The statistical evidence in Table 11 suggests a strong and positive relationship 
between Inter-functional Coordination and Adequate Strategic Orientation with 
0.600** Pearson correlation coefficient at 0.01 significant levels. This again does 
not agree with hypothesis three (H6), that there is no relationship between Inter- 
functional Coordination and Strategic Orientation.  

12. Discussion of Findings 

The aim of this section is to discuss the findings from this study.  

12.1. Employee Job Satisfaction and Marketing Effectiveness 

The finding of this study suggests a moderate and negative relationship between 
Employee Job Satisfaction and Customer Philosophy. This does not corroborate 
with previous study. Several studies like the studies of [15] [22] have been car-
ried out on the relationship between Employee Job Satisfaction and Customer 
Philosophy. Their findings showed that when employee job satisfaction level is 
high, it encourages them to have higher Customer Philosophy. Also, when in-
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ternal marketing i.e. practice effectively in the organization, it leads to effective 
marketing and external marketing [13]. According to [19], when employees 
needs are fulfilled it motivates them and encourages them to remain in the or-
ganization and thereby leads to higher marketing effectiveness and also possible 
external customer satisfaction and loyalty. 

Satisfaction suggested a more reciprocal relationship with marketing effec-
tiveness [25]. The result of their findings corroborates with this study finding. 
This study finding suggests a very strong and positive relationship between Em-
ployee Job Satisfaction and Adequate Marketing Information. Also, [16] con-
cluded that the leader-member quality of exchange relates positively between 
Strategic Orientation and leader-rated job performance and satisfaction of their 
job. [22], found that Strategic Orientation strongly relate with employees’ job at-
titudes. This does not support the study finding. The study finding suggests a 
strong and negative relationship between Employee Job Satisfaction and ade-
quate Strategic Orientation. 

12.2. Interfunctional Coordination and Marketing Effectiveness 

The literature documents the positive relationship between Interfunctional 
Coordination and Marketing Effectiveness [23] [30]. This does not agree with 
the finding of this study. The finding of this study suggests no significant rela-
tionship between Inter-functional Coordination and Customer Philosophy. [22] 
in their study suggested that interfunctional coordination is related significantly 
and positively with effectiveness of marketing information systems. This does 
not corroborates with this study finding which suggested a strong and negative 
relationship between Inter-functional Coordination and Adequate Marketing 
Information. The study finding indicates a strong and positive relationship be-
tween Inter-functional Coordination and Adequate Strategic Orientation. This 
corroborates with the findings of [20]. In their research, they found out that in-
terfunctional coordination relates more with company’s marketing effectiveness. 
Furthermore, [1], results show that correlation coefficient between the elements 
of interfunctional coordination and marketing effectiveness is equal. 

13. Summary of Findings 

The previous chapter presented data on Internal Marketing and Effectiveness, 
and the interaction between them (test of hypotheses) and discussion of find-
ings. In this chapter the findings were summarized, conclusions drawn and 
recommendations made. 

1) We observed that Employee Job Satisfaction relates very strongly and posi-
tively with Adequate Marketing Information.  

2) Employee Job Satisfaction relates moderately and negatively with Customer 
Philosophy. 

3) The finding of this study revealed a strong and negative relationship be-
tween Employee Job Satisfaction and Adequate Strategic Orientation. 
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4) The finding of this study suggests no significant relationship between Inter- 
functional Coordination and Customer Philosophy. 

5) We observed that Inter-functional Coordination has a strong and negative 
relationship with Adequate Marketing Information.  

6) The finding of this study revealed a strong and positive relationship be-
tween Inter-functional Coordination and Adequate Strategic Orientation. 

14. Conclusions 

This study examined the relationship between Internal Marketing and Market-
ing Effectiveness of Hotel Industry in Rivers State. Based on the findings of this 
study, the following conclusions were drawn: 

1) There is a strong and positive relationship between Employee Job Satisfac-
tion and Adequate Marketing Information.  

2) There is a moderate and negative relationship between Employee Job Satis-
faction as a dimension of Internal Marketing and Customer Philosophy. 

3) Employee Job Satisfaction has a strong and negative relationship with 
Adequate Strategic Orientation. 

4) There is a strong and negative relationship between Inter-functional Coor-
dination as a dimension of Internal Marketing and Adequate Marketing Infor-
mation as a measure of Marketing Effectiveness.  

5) There is no significant relationship between Inter-functional Coordination 
and Customer Philosophy. 

6) Inter-functional Coordination has a strong and positive relationship with 
Adequate Strategic Orientation. 

15. Recommendations  

Recommendations were made based on the findings and conclusions of this 
study: 

1) In view of the fact that there exist a strong and positive relationship be-
tween Employee Job Satisfaction as a dimension of Internal Marketing and 
Adequate Marketing Information as a measure of Marketing Effectiveness, and 
also a moderate and negative relationship between Employee Job Satisfaction 
and Customer Philosophy, and further a strong and negative relationship be-
tween Employee Job Satisfaction as a dimension of Internal Marketing and 
Adequate Strategic Orientation, Hotel Industry in Rivers State should see that 
their physical facilities, equipment and communication materials are improved. 
Make available carrier opportunities for development and employees satisfaction 
should be evaluated regularly with their job the condition to identify if they take 
pleasure in and sees their job as satisfying. 

2) Since Inter-functional Coordination has a strong and negative relationship 
with Adequate Marketing Information as a measure of Marketing Effectiveness, 
also there exist no significant relationship between Inter-functional Coordina-
tion and Customer Philosophy and further Inter-functional Coordination has a 
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strong and positive relationship with Adequate Strategic Orientation, Hotel In-
dustry in Rivers State should be concerned in personnel and other resources 
coordination all through the organisation to create superior customer value. 
They should see to it that marketing information of the hotel is made known to 
other departments and all departments are concerned in business plans/strategies 
preparation. 

16. Contribution to Knowledge 

There have been several studies on Internal Marketing and Marketing Effective-
ness but none that I know of have written on Internal Marketing and Marketing 
Effectiveness of Hotel Industry in Rivers State. The present study fills this void 
by analyzing Internal Marketing and Marketing Effectiveness of Hotel Industry 
in Rivers State.  

The researcher proposes a model of the relationship between Internal Mar-
keting and Marketing Effectiveness of Hotel Industry in Rivers State based on 
the findings from the study, as shown in Figure 2. This model proposes that 
there is Strong, Moderate, Weak, Negative and no relationship between Internal 
Marketing and Marketing Effectiveness. 

17. Heuristic Model 

The diagram below depicts the Heuristic model of the relationships that exist  
 

 
Figure 2. Heuristic model of internal marketing and marketing effectiveness of hotel in-
dustry in Rivers State. 
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amongst the variables.  
The Employee Job Satisfaction has a very strong and positive relationship with 

Adequate Marketing Information measure of Marketing Effectiveness of Hotel 
Industry in Rivers State. The black arrow indicates very strong relationship. Al-
so, the Employee Job Satisfaction has a moderate and negative relationship with 
Customer Philosophy as depicted by the pink marrow. Further, there exist a 
strong and negative relationship between Employee Job Satisfaction and Ade-
quate Strategic Orientation as shown by the blue broken arrow. Inter-functional 
Coordination has no significant relationship with Customer Philosophy as shown 
by the curved arrow. Also, Inter-functional Coordination has a strong and nega-
tive relationship with Adequate Marketing Information as indicated by the blue 
broken arrow. Finally, a strong and positive relationship exists between In-
ter-functional Coordination and Adequate Strategic Orientation as depicted by 
the blue arrow. 
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