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Study, Applied Ergonomics, 38, pp.307~315.
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ABSTRACT

The FEffects of Internal Marketing on Job Satisfaction
and Customer Orientation
- Focus on the DMO in Jeju -

by Dong-hee Kang
Department of Tourism Management

The Graduate School of Jeju National University

The purpose of this study is to examine the effects of internal marketing on
job satisfaction and customer orientation in Jeju DMO. Four hypotheses are
given with the previous research. To verify these hypotheses, 109 wvalid
sample data were selected from among of 124 collected by self-administered
questionnaire survey method. The SPSS 12.0 program was employed for the
data statistical analysis method, using exploratory factor analysis and multiple
linear regression analysis.

The ultimate goal of this study is to investigate the value of internal
marketing in DMO, whether motivates the DMO employees to be more
customer-oriented. Therefore, this study selected job satisfaction, customer
orientation with internal marketing as key words.

Based on the analysis results, the following strategic implications were

suggested:



First, internal marketing is seen differently according to age bracket, gender,
position, experience and company.

Second, job satisfaction is composed of company satisfaction, duty
satisfaction and HR satisfaction. Company satisfaction was affected by training,
internal communication and management support of internal marketing
factors. Duty satisfaction was affected by compensation system, training and
management support. In case of HR satisfaction, training and internal
communication also had a positive effects. This indicates that training and
management support can motivate employees.

Thirdly, customer orientation was researched with internal marketing.
Customer orientation was influenced positively only by training, which
indicates that employees need training to influence them to be
customer-oriented.

Fourthly, what internal marketing influences job satisfaction and customer
orientation shows that it can be used in the HR management aspect
theoretically to reinforce DMQO’s internal power.

Lastly, company satisfaction and HR satisfaction influence customer
orientation at a statistically valid level. This demonstrates that if employees
are satisfied with both company and HR then they should be
customer-oriented.

In conclusion, among direct influential factors of internal marketing with job
satisfaction and customer orientation, only training was in common with them
both.

This study is limited in that the results came from survey only within Jeju
DMO. In the future, on-going research efforts should be made on the factors
affecting internal marketing on the customer orientation and job satisfaction in
Jeju DMO as well as other DMOs at the Korean-wide level in order to

generalize that the study could verify generally.
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