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ABSTRACT 

The need for real enhancement of capabilities of an organization to provide various 

valuable services for customers, as fundamental to competitive advantage, has become 

a significant issue. This paper aims to consider employee satisfaction by collecting in 

Taiwan and mainland China hotel industry. It is conducted by referring to the grey 

relative analysis method to examine what demands employee expects and requires. The 

findings indicated that employees in both countries have similar requirements for 

internal marketing regarding personal demographics, although they are under different 

growing backgrounds and environments. The findings also have implications for the 

manager in the services organization. 

 

Keywords: Internal marketing practice, Employee satisfaction, Cultural issues, Grey 

relative analysis 

 

INTRODUCTION 

The hospitality industry, especially the lodging industry, is facing a highly 

competitive environment. The formulation of a marketing strategy, optimising service 

quality, and consolidating business operations has become essential not only for 
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profitability but also for organizational survival (Hwang & Chang, 2003), which all 

depend upon the management efficiency. From the 1970s, the research (e.g., Teague & 

Eilon, 1973) has already indicated that the issue of efficiency may need to be addressed 

and examined. Moreover, the level of competition in an accommodation market, due to 

the oligopolistic market, demands efficiency (Barros, 2004; Phillips, 1999). From the 

1970s, the research (e.g., Teague & Eilon, 1973) has already indicated that the issue of 

efficiency may need to be addressed and measured. Increasingly, it has been recognized 

that companies face two kinds of markets and customers: internal and external (e.g., 

Morgan & Piercy, 1992). This view, which has been successfully adopted managing the 

implementation of organizational strategies (Kim, Song, & Lee, 2016), has significant 

implications for the issues of customer satisfaction both in analyzing the barriers they 

may face and in designing effective implementation strategies. 

The need for real enhancement of capabilities of an organization to provide various 

valuable services for customers, as fundamental to competitive strategy and advantage, 

has become a significant issue in the management literature (Varey, 1995). To perform 

successfully, tourism and hospitality organizations must apply external marketing in 

addition to internal and interactive marketing (Flipo,1986; Piercy & Morgan, 1995). 

Hence, a conceptual model of internal marketing is employed. Internal marketing is one 

of the most significant factors which may utilize the employees’ skills, attitudes, and 

behavior to deliver service as employees will eventually be responsible for providing 

services or even better quality, which is expected by the customer. On the other hand, a 

human resource manager may face the risk that well-trained employees will become an 

attractive potential workforce for other competitors. Thus, decreasing employee 

turnover intention of new employees is a significant organizational issue that merits 

thorough exploration. 

To our knowledge, very few turnover determinant studies related to hotel 

employees (Joung, Goh, Huffman, Yuan, & Surles, 2015), which is not surprising since 

there are severe data limitations in such studies. The main reason is that information on 

job fluctuations ideally requires examining employees who have turnover intention. In 

reality, an organizational-wide survey may have difficulty to target the right employees 

who have the turnover intention and to question them turnover determinants. 

Fortunately, turnover intentions and those employees’ satisfaction were strongly 

correlated (Kim, et al., 2016). Indeed, as has often been pointed out, due to direct 

involvement of employees in the system of service delivery, designing strategies to 

satisfy their needs, arranging programs to maintain their skills, commutating with them 

to understand their thinking, and identifying their roles to assist their performance affect 

employee attitude and satisfaction and reduce employee turnover. 

This research aims to consider employee satisfaction from data collected in Taiwan 
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and mainland China that targets Taiwanese and Chinese who work in the hotel industry. 

This study aims to understand what demands and requirements of internal marketing 

employees concern to improve their satisfaction. The unique contribution expected from 

this study is that, to date, no study has empirically been able to understand the inherent 

needs of Taiwanese and Chinese hotel industry marketing employees. Based on the 

similarity between the two cultures, we can further explore cultural issues that need 

attention and related employee satisfaction. Finally, the specific objectives of this article 

are to look at the implementation problem as an internal marketing issue, where an 

employee satisfaction strategy needs to be positioned and marketed positively. If we are 

serious about the implementation of employee satisfaction management – this brings 

together the employee satisfaction issue, barriers in the internal market, and strategy in 

the external market, as a framework for management action. 

 

LITERATURE REVIEW 

Internal marketing was originally appeared as a marketing approach to service 

management to improve further external marketing concepts such as satisfaction in the 

1970s. The internal marketing perspective holds that, by treating both front-line and 

back-office employees with the same total dedication to satisfy their demands, the 

organization can inspire and encourage employees to do a good quality job and deliver 

exceptional customer service. Therefore, it is necessary that internal marketing becomes 

integrated into the overall marketing strategy (Vella et al. 2009).  

External marketing underlines on customers, partners and the society as significant, 

the central core as the employees, so the internal marketing has been defined by several 

academics as Gronroos (1978); Vella et al. (2009); Huang & Rundle-Thiele (2015) 

defined it as “employees as internal cutometers,” “as satisfying the internal cutometers’ 

needs by offering supports to increase their satisfaction.” Old views of internal 

marketing need to be expanded to encompass a far broader range of internal marketing 

states and qualities to benefit both employees and marketing managers. External 

relationships can useful as internal relationships work well, and internal marketing 

contributes to success in external markets (Ballantyne, 2000; Gronroos, 2000; Huang, 

Rundle-Thiele, & Chen, 2018). Therefore, following that, the employee needs are the 

priority before those of the customer. 

Internal marketing was initially proposed as a uni-dimensional construct. 

Nowadays, a common theme among these studies is the view that internal marketing 

consists of several different dimensions (e.g., Tsai & Tang, 2008; Huang & Rundle-

Thiele, 2015). The target audience of internal communication is employees (Welch & 

Jackson, 2007). Several authors have indicated that managers require strong 

communication to deliver the organization’s vision (Bearden & Netemeyer 1999; Tsai 

https://www.emerald.com/insight/content/doi/10.1108/IJBM-06-2015-0097/full/html#ref009
https://www.emerald.com/insight/content/doi/10.1108/IJBM-06-2015-0097/full/html#ref028
https://www.emerald.com/insight/content/doi/10.1108/IJBM-06-2015-0097/full/html#ref059
https://www.emerald.com/insight/content/doi/10.1108/IJBM-06-2015-0097/full/html#ref059
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& Tang 2008). Moreover, excellent communication can assist teams to work better and 

improve their relationships (Peltier et al. 2006; Quester, & Kelly, 1999; Roberts-

Lombard, 2010). Many organizations recognize the importance of training and 

increasing knowledge in their employees (Bearden & Netemeyer 1999; Tsai & Tang 

2008). Finally, internal market research can assist the manager to comprehend employee 

needs and demands (Chang & Chang 2008). Nart, et al. (2019) also indicated that 

internal market research could provide suggestions and feedback for better service 

delivery process in hotels. Based on reviewing the literature, this study planned to take 

a deep insight into a set of factors that seen core stones in creating and developing 

internal marketing, which is: internal communication and training and internal market 

research. The purpose of this study is to explore what are employee needs and demands 

to deepen our understanding of internal marketing.  

Lin and Lin (2010) recently undertook a review of internal marketing in the 

tourism context, while Huang et al. (2010) undertook a more general review of internal 

marketing. The complex nature of the hospitality industry different from other 

industries, which causes challenges about the management of employees (Tag-Eldeen 

& El-Said, 2011). Internal marketing has been seen as a means of effectively managing 

employees for enhanced productivity (Chang & Chang, 2008). Lo et al. (2010), for 

instance, proposed that hotel managers must first concern the needs of employees as a 

measure to building good relations with customers. Further, Huang’s (2019) review 

study indicated that the tourism and hospitality industry was the most measured in the 

internal marketing field (i.e., only for English articles). However, their reviews stated 

that its understanding of internal marketing is European (Western) and focused on 

hotels. Therefore, the results of this internal marketing study are not fully applicable to 

the East and the broader tourism and hospitality contexts. When internal marketing has 

been addressed in the East (Huang & Chi 2004; Kale 2007), academics and practitioners 

have not focused on cultural issues. The limited focus on cultural issues to date suggests 

there is a need for further research in this area. Based on the previous discussion, the 

second aim of this research is to identify cultural issues that are likely to be barriers to 

internal marketing.  

A review of the literature was undertaken to identify cultural issues that may be 

likely to impact internal marketing and employee satisfaction. 

 

Employee Satisfaction 

Internal marketing has been used to help leverage more job satisfaction in order to 

motivate the workforce and optimize service quality. Similarly, Lassk, Norman, and 

Goolsby (2004) concluded that employee performance is essential to customer 

satisfaction, which, in turn, creates customer loyalty. Among the factors that affect the 

file:///F:/Article/Conference/2014全球商業經營管理研討會/Draft-_080414-YTH-edited.docx%23_ENREF_21
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quality of services delivered to customers are employees. Employee work behaviors 

and performances are crucial; to the success of most organizations and must, therefore, 

be evaluated. Furthermore, internal marketing can assist in satisfying employees’ needs. 

The hotel labor market has a dual face; on the one hand, it is difficult to attract suitable 

labor, and on the other, it has relatively high levels of turnover, representing a significant 

loss of investment in human capital, training, and quality. Employee turnover represents 

a challenge for contemporary HRM strategies and practices as there is no standard 

reason for leaving the existing workplace (Ongori, 2007). Therefore, employee 

retention has emerged as a significant area of study. Not surprisingly, the “employees 

as customers” philosophy (Berry, et al., 1976) underpins many internal marketing 

research studies as the increased awareness of employees. From the starting point, the 

focus in internal marketing research has shifted from an external orientation to an 

internal orientation with numerous papers focussing on employee satisfaction rather 

than customer satisfaction (see Bruhn & Georgi, 2000) Moreover, organizations pay 

much attention to employees in addition to customers to be successful. Indeed, as has 

often been pointed out, the internal marketing perspective holds that the organisation 

can inspire and encourage employees to do a good quality job and deliver exceptional 

customer service (Bowers & Martin, 2007; Göunaris, 2008). 

 

Culture 

Internal marketing success is based on the employee’s understanding and 

internalization, which is affected by how individuals comprehend things. Individual 

comprehension is affected by the environment in which people are in. From the 

perspective of employing people from a culturally diverse background, levels of 

comprehension for an internal marketing program may vary widely (Huang & Rundle-

Thiele, 2014). This review next considers how internal marketing success may be 

further enhanced by consideration of cultural issues. 

An understanding of cross-cultural diversity is critical to the development of 

international business management. Differences in national cultures call for differences 

in management practices. The current kind of cultural issue drive toward globalization 

makes it harder. An example is that MOS Burger is the same around worldwide, 

although most branches are located in the East, such as Taiwan and Singapore. Similarly, 

McDonald’s management practices are adapted to across cultures. It can obviously be 

proved that culture should be considered in the cross-cultural business. Despite the 

growing awareness that cultural issues are significant when designing business 

management and strategies for employees from different countries, it is not difficult to 

find articles that purport to focus upon comparative differences between cultural groups 

but instead concentrate upon internal marketing (e.g., Sparrow & Wu, 1998). The 

file:///F:/Article/Conference/2014全球商業經營管理研討會/Draft-_080414-YTH-edited.docx%23_ENREF_25
file:///F:/Article/Conference/2014全球商業經營管理研討會/Draft-_080414-YTH-edited.docx%23_ENREF_5
file:///F:/Article/Conference/2014全球商業經營管理研討會/Draft-_080414-YTH-edited.docx%23_ENREF_7
file:///F:/Article/Conference/2014全球商業經營管理研討會/Draft-_080414-YTH-edited.docx%23_ENREF_16
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following discussion will outline some evidence of the cultural research as they have 

addressed these issues. 

Early research was based on the idea that the qualities of an effective manager in 

the USA will translate into other cultures (Newman & Nollen, 1996). However, there is 

no one best way to manage a business. This simple idea is surprisingly difficult to accept 

as some theoretically based propositions put forward the different arguments. Newman 

and Nollen (1996) have argued that management practices should be adapted to the 

local culture to be the most effective, supported by Hofstede’s theory. According to 

Schuler and Rogovsky’s article (1998), HR programs and international models have 

addressed to be built across cultures that would bundle several different HR practices 

and then are more closely aligned with the dimensions of their cultures. Sparrow and 

Wu (1998) have stated HR programs, and practice in Taiwan should be different from 

the West. They also pointed out a significant result that the increasing number of young 

employees in Taiwanese and Chinese organizations has rejected loyalty and tenure-

based resources systems. 

 

METHODOLOGY 

Based on culture, this research tested Taiwanese and Chinese regarding similar 

cultural backgrounds. Firstly, this study is expected to discuss the differences between 

the internal marketing requirements of hotel staffs in Taiwan and mainland China. 

Moreover, this research divided different groups (i.e., gender, age, and length of 

working experience) to explore what demands employee expects and requires. This 

study thus is conducted by referring to the principles of Daniel (1962) to extract key 

factors and using the grey relative analysis (GRA) method as a classification, rating, 

and decision-making technique to determine the significant factors among those 

required for a system with a limited amount of data set. There are three types of 

information points involving: white, grey, or black. The main purpose is that black 

points have to be transferred in the system to the grey points. 

This research applies GRA method consisting of six basic steps to the evaluation 

of a series of employee satisfaction about internal marketing practice. The evaluation 

criteria, weighted values, and linguistic variables need to be identified prior to the 

evaluation. In the research, first of all, performance criteria have been determined by 

experts. The goal of this evaluation is to find the factors that can adequately satisfy the 

series internal marketing program in multiple attributes, decision-making, and prioritize 

the multi-cultural background employee demands.   

 

Sample Design and Collection 

This research has targeted hotel employees in Taichung, Taiwan, and Guangzhou, 
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China. According to the information from Tourism Bureau Taiwan (2017), Taichung has 

the second largest number of hotel staff in Taiwan, ranking only second to Taipei. Also, 

Guangzhou is a city that Taiwan businessman has entered earlier. The kinds of 

participants can decrease bias as two cities have similar cultures and life behaviors. 

There are 1500 questionnaires handed out from November 2015 to March 2016, and 

320 and 252 valid questionnaires were received in Taiwan and mainland China 

respectively (see Table 1). The questionnaire includes three variables: internal 

marketing (IM), which has dimensions of internal communication (IC), training (T), 

and internal market research (IMR), culture issue (CI), and employee satisfaction (ES). 

The scale of items refers to a study conducted by Huang and Rundle-Thiele (2014) to 

ensure the reliability of measures. 

 

Table 1.  Respondent Characteristics for the Hotel Employee Sample 

Items  
Taiwanese  

(n = 320) (%) 

Mainland Chinese  

(n = 252) (%) 

Gender 
Male 

Female 

32.0 

68.0 

25.8 

74.2 

Marital status 
Married 

Not Married 

31.5 

68.5 

41.0 

59.0 

Age 

20 & below 

21-30 

31-40 

41-50 

51 & over 

1.3 

50.8 

28.6 

14.3 

5.0 

6.4 

28.2 

25.9 

18.6 

20.9 

Level of 

education 

Primary school 

High school 

Bachelor degree 

Post-graduate degree 

0.4 

2.5 

89.5 

7.6 

1.4 

59.1 

27.7 

11.8 

Department type 

 

Customer service* 

Administration 

Kitchen 

Marketing 

Sales 

Others 

76.1 

4.6 

1.7 

2.1 

8.4 

7.1 

57.3 

12.3 

11.8 

7.3 

6.8 

4.8 

Working 

experience 

Less 1 year 

1~5 years 

More five years 

35.7 

43.2 

21.1 

41.1 

32.5 

26.4 

Notes: 1. total sample number is 572. 

2.*customer service as the front-line sector. 
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RESULTS 

The first part, respondents are divided by gender to analyze their degree of 

recognition about internal marketing as different gender has different requirements. The 

data is reported in Table 1 and Table 2.  

 

Table 2.  Numerical Value of Internal Marketing in Hotels between Taiwan and 

Mainland China (Divided by Gender) 

 Items 
Taiwan Mainland China 

female male female male 

IC1 Internal brand image 0.683* 0.685* 0.774* 0.717* 

IC2 Internal communication program 0.637* 0.595 0.678 0.600 

IC3 Communication materials 0.599 0.585 0.704 0.586 

IC4 Understand organisation 0.642* 0.591 0.679 0.643 

IC5 Appropriate communications 0.596 0.584 0.629 0.558 

IC6 Business wide communication 0.611 0.583 0.661 0.558 

T1 Efforts on training 0.632* 0.611* 0.720 0.674* 

T2 Orientation program 0.602 0.549 0.788* 0.552 

T3 Do job well 0.609 0.580 0.659 0.606 

T4 Reason for working 0.638* 0.590 0.666 0.593 

T5 Skill and knowledge development 0.621 0.605 0.647 0.618 

T6 Support skills 0.603 0.612* 0.726 0.594 

IMR1 Gather employee feedback. 0.607 0.641* 0.635 0.608 

IMR2 Seek employee suggestions. 0.576 0.575 0.689 0.596 

IMR3 Collect employee complaints. 0.573 0.563 0.655 0.568 

IMR4 Internal market research 0.538 0.546 0.651 0.631 

IMR5 Identify employee’s issues 0.587 0.583 0.618 0.673* 

IMR6 Regular surveys 0.529 0.579 0.743* 0.624 

Note: * means key factor. 
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Table 3.  Numerical Value of Other Factors in Hotels between Taiwan and 

Mainland China (Divided by Gender) 

 Items 

Taiwan Mainland China 

female male female male 

CI1 Similar racial groups 0.597 0.605 0.614* 0.611 

CI2 Different racial groups 0.497 0.516 0.521 0.600 

CI3 Same racial group 0.575 0.577 0.607* 0.553 

CI4 The similar way 0.569 0.595 0.562 0.567 

CI5 Prefer to work with t the same racial group 0.653* 0.665* 0.628* 0.596 

CI6 
Get along well with the same racial 

background 
0.688* 0.579 0.583 0.629* 

CI7 
The same racial background, I work more 

efficiently. 
0.623* 0.636* 0.602* 0.624* 

CI8 
Have poor relationships with different 

racial background 
0.617* 0.629* 0.506 0.473 

ES1 Enough freedom 0.621* 0.679* 0.574 0.601 

ES2 The variety of activities 0.603 0.597 0.551 0.664* 

ES3 The opportunities 0.631* 0.596 0.656* 0.709* 

ES4 Be satisfied with job 0.597 0.579 0.585 0.628* 

ES5 Not consider leaving the current job 0.591 0.567 0.542 0.559 

ES6 Do not enjoy job 0.564 0.587 0.532 0.593 

Note: * means key factor. 

 

According to the interaction between variables of internal marketing, culture issue 

and employee satisfaction and sequence of key factors shown in Table 1 and Table 2, 

this research concluded that females in both countries are more likely to improve work 

efficiency if supervisors have the same racial background with them, while males focus 

more on whether there is enough freedom for them to bring talents into full play. Staffs 

in Taiwan and mainland China both desire to get enough training programs. By contrast, 

gender does not cause any difference in internal communication requirements, 

especially the organizational branding goal. In general speaking, staffs in two shores 

expect an organization to satisfy all their demands about internal communication (IC) 

and training (T). In particular, the organization gives to help employees have a deeper 
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understanding of corporate culture and development direction and then encourages 

them to work. In terms of cultural issues, staffs in both countries tend to build good 

relationships with supervisors who have the same racial background. Compared with 

staff in mainland China, however, employees in Taiwan have poor relationships with 

supervisors from different racial groups. To sum up, there are little differences between 

the requirements of internal marketing on two shores caused by gender. 

In the next section, this research discusses whether there are differences in 

demands based on age through analyzing data shown in the tables below. 

 

Table 4.  Numerical Value of Internal Marketing in Hotels Between Taiwan and 

Mainland China (Divided by Age) 

 Items 

Taiwan Mainland China 

＜30 
years old 

≥30  
years old 

＜30 
years old 

≥30  
years old 

IC1 Internal brand image 0.677* 0.692* 0.774* 0.619 

IC2 Internal communication program  0.615 0.617* 0.672 0.581 

IC3 Communication materials 0.600 0.584 0.646 0.644 

IC4 Understand organisation 0.632* 0.599 0.696* 0.679* 

IC5 Appropriate communications 0.608 0.570 0.582 0.599 

IC6 Business wide communication 0.619 0.573 0.611 0.603 

T1 Efforts on training  0.622 0.621* 0.703* 0.633 

T2 Orientation program 0.582 0.569 0.740 0.563 

T3 Do job well 0.617 0.569 0.627 0.679* 

T4 Reason for working 0.630* 0.596 0.556* 0.633 

T5 Skill and knowledge development 0.617 0.609 0.624 0.675 

T6 Support skills  0.594 0.623* 0.653 0.663 

IMR1 Gather employee feedback. 0.603 0.646* 0.599 0.596 

IMR2 Seek employee suggestions. 0.570 0.581 0.644 0.674 

IMR3 Collect employee complaints. 0.561 0.575 0.620 0.671 

IMR4 Internal market research 0.542 0.542 0.621 0.682* 

IMR5 Identify employee’s issues 0.593 0.576 0.644 0.771* 

IMR6 Regular surveys 0.550 0.559 0.667 0.737* 

Note: * means key factor. 
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Table 5.  Numerical Value of Other Factors in Hotels Between Taiwan and 

Mainland China (Divided by Age) 
 

Items 

Taiwan  Mainland China  

＜30 

years old 

≥30 

years old 

＜30 

years old 

≥30 

years old 

CI1 Similar racial groups 0.596 0.607 0.611 0.576 

CI2 Different racial groups 0.490 0.526 0.579 0.746* 

CI3 Same racial group 0.592 0.558 0.575 0.558 

CI4 The similar way  0.585 0.578 0.556 0.552 

CI5 Prefer to work with t the same racial 

group  
0.653* 0.662* 0.633* 0.589 

CI6 Get along well with the same racial 

background  
0.675* 0.648* 0.610 0.530 

CI7 The same racial background, I work 

more efficiently. 
0.664* 0.649* 0.613 0.559 

CI8 Have poor relationships with different 

racial background  
0.600 0.649* 0.480 0.550 

ES1 Enough freedom 0.650* 0.650* 0.576 0.519 

ES2 The variety of activities  0.621 0.576 0.670* 0.489 

ES3 The opportunities  0.649* 0.575 0.699* 0.617* 

ES4 Be satisfied with job 0.616 0.557 0.609 0.575 

ES5 Not consider leaving the current job  0.612 0.541 0.553 0.508 

ES6 Do not enjoy job 0.567 0.585 0.587 0.740* 

Note: * means key factor. 

 

According to the interaction between variables of internal marketing, cultural issue 

and employee satisfaction, and sequence of key factors shown in Table 3 and Table 4, 

the findings have shown that based on the seniority, staffs under 30 years old require 

organizations to give a clear organizational branding to them. Staffs over 30 years old 

care more about organizations acquire their demands through internal market research, 

whereas those under 30 years old concern more about the freedom to complete their 

work. All of the staff prefer supervisors who have the same racial background as them. 

Compared with staff younger than 30 years old, older groups worry about having poor 

relationships with supervisors who come from different racial groups. Finally, the 
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finding indicated that cultural issues have more influence on Taiwanese’s work 

performance. 

The third part of the results in this research explored whether seniority has 

influenced the requirements of the internal marketing program and then affected the 

satisfaction of the staff who have worked for the same length of time. 

 

Table 6.  Numerical Value of Internal Marketing in Hotels between Taiwan and 

Mainland China (Divided by Length of Service) 

 Items 

Taiwan Mainland China 

＜5 
years 

≥5 
years 

＜5 
years 

≥5 
years 

IC1 Internal brand image 0.683* 0.704* 0.792* 0.614 

IC2 Internal communication program  0.616 0.610 0.685* 0.531 

IC3 Communication materials 0.606 0.570 0.655 0.624 

IC4 Understand organisation 0.623* 0.594 0.699* 0.665* 

IC5 Appropriate communications 0.605 0.579 0.585 0.579 

IC6 Business wide communication 0.617 0.574 0.613 0.603 

T1 Efforts on training  0.625* 0.620 0.701* 0.666* 

T2 Orientation program 0.586 0.565 0.746* 0.601 

T3 Do job well 0.625* 0.555 0.640 0.588 

T4 Reason for working 0.626* 0.588 0.621 0.699* 

T5 Skill and knowledge development 0.619 0.627 0.637 0.591 

T6 Support skills  0.602 0.647* 0.662 0.601 

IMR1 Gather employee feedback. 0.615 0.648* 0.625 0.513 

IMR2 Seek employee suggestions. 0.582 0.570 0.665 0.575 

IMR3 Collect employee complaints. 0.577 0.539 0.632 0.639 

IMR4 Internal market research 0.563 0.510 0.641 0.576 

IMR5 Identify employee’s issues 0.600 0.581 0.661 0.664* 

IMR6 Regular surveys 0.581 0.540 0.694* 0.578 

Note: * means key factor. 
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Table 7.  The Numerical Value of Other Factors in Hotels between Taiwan and 

Mainland China (divided by Length of Service) 

 

Items 

Taiwan  Mainland China  

＜5 
years 

≥5 
years 

＜5 
years 

≥5 
years 

CI1 Similar racial groups 0.615 0.590* 0.605 0.646 

CI2 Different racial groups 0.486 0.521 0.567 0.485 

CI3 Same racial group 0.605 0.543 0.571 0.657* 

CI4 The similar way  0.595 0.520 0.549 0.630 

CI5 Prefer to work with t the same racial 

group  
0.659* 0.649* 0.637* 0.625 

CI6 Get along well with the same racial 

background  
0.678* 0.562 0.607 0.632 

CI7 The same racial background, I work more 

efficiently. 
0.661* 0.570 0.609 0.677* 

CI8 Have poor relationships with different 

racial background  
0.634 0.573 0.477 0.584 

ES1 Enough freedom 0.637 0.701* 0.577 0.614 

ES2 The variety of activities  0.615 0.580 0.644* 0.575 

ES3 The opportunities  0.643 0.561 0.681* 0.655* 

ES4 Be satisfied with job 0.623 0.546 0.600 0.638 

ES5 Not consider leaving the current job  0.613 0.546 0.535 0.562 

ES6 Do not enjoy job 0.564 0.578 0.544 0.642 

Note: * means key factor. 

 

The findings are indicated that based on the interaction between variables of 

internal marketing, cultural issues and employee satisfaction, and the sequence of key 

factors shown in Table 5 and Table 6. Staffs in both countries concern internal 

communication. Less experienced employees expect more training for skill 

improvement, while those have more experience desire that organizations can acquire 

and satisfy their demand through internal market research. Staffs in two shores with less 

than five years of working experience have the same needs of the internal marketing 

program, although there are some differences in the sequence of requirements. Most 

employees in two shores expect more assistance in training and organizational brand 
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image. Employees have clearer requirements for the internal marketing program due to 

their more working experience. Cultural issues have more influenced on Taiwanese with 

less experience; however, in mainland China employees with more working experience 

are influenced by culture much profoundly.  

At last, this study analyses whether Chinese culture in different regions will result 

in different employee requirements and satisfaction. The sequence of key factors is also 

shown in Table 7 and Table 8. According to the interaction between internal marketing, 

culture issues, and employee satisfaction, for instance, organizations do great internal 

market research to be related to higher employee satisfaction. This research finds that 

the hotel staffs of Taiwan and mainland China both need organizations to offer a clear 

brand image and training program and prefer to working with supervisors who have the 

same racial group. Besides, Taiwanese employees consider enough freedom to achieve 

work, and further improve their satisfaction, while those in mainland China expect a 

variety of activities and tasks to improve their satisfaction. Finally, Taiwanese more 

concern culture issues will influence their jobs rather than Chinese. 

 

Table 8: Numerical Value of Internal Marketing in Hotels between Taiwan and 

Mainland China 

 Items Taiwan 
Mainland 

China 

Taiwan 

and 

Mainland 

IC1 Internal brand image 0.683* 0.771* 0.738* 

IC2 Internal communication program  0.615 0.675 0.664* 

IC3 Communication materials 0.591 0.650 0.640 

IC4 Understand organisation 0.616 0.694* 0.671* 

IC5 Appropriate communications 0.590 0.596 0.592 

IC6 Business wide communication 0.596 0.613 0.629 

T1 Efforts on training  0.621* 0.699* 0.676* 

T2 Orientation program 0.575 0.741* 0.649 

T3 Do job well 0.594 0.634 0.636 

T4 Reason for working 0.613 0.632 0.646 

T5 Skill and knowledge development 0.612 0.633 0.645 

T6 Support skills  0.607 0.665 0.655 

IMR1 Gather employee feedback. 0.623* 0.622 0.6464 

IMR2 Seek employee suggestions. 0.575 0.672 0.618 

IMR3 Collect employee complaints. 0.567 0.641 0.600 

IMR4 Internal market research 0.542 0.641 0.586 

IMR5 Identify employee’s issues 0.584 0.672 0.623 

IMR6 Regular surveys 0.554 0.688* 0.613 

Note: * means key factor. 
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Table 9: Numerical Value of Other Factors in Hotels between Taiwan and 

Mainland China  

 

Items Taiwan 
Mainland 

China 

Taiwan 

and 

Mainland 

CI1 Similar racial groups 0.601 0.612 0.606 

CI2 Different racial groups 0.506 0.557 0.528 

CI3 Same racial group 0.576 0.582 0.578 

CI4 The similar way  0.582 0.563 0.574 

CI5 Prefer to work with t the same racial 

group  

0.686* 0.642* 0.666* 

CI6 Get along well with the same racial 

background  

0.662* 0.604 0.661* 

CI7 The same racial background, I work more 

efficiently. 

0.656* 0.612 0.661* 

CI8 Have poor relationships with different 

racial background  

0.623 0.490 0.564 

ES1 Enough freedom 0.649* 0.586 0.648 

ES2 The variety of activities  0.599 0.647* 0.643 

ES3 The opportunities  0.613 0.680* 0.665* 

ES4 Be satisfied with job 0.588 0.604 0.621 

ES5 Not consider leaving the current job  0.578 0.549 0.565 

ES6 Do not enjoy job 0.575 0.559 0.568 

Note: * means key factor. 

 

Conclusion 

The study indicated that employees in Taiwan and mainland China have similar 

requirements of internal marketing regarding personal demographics (i.e., gender, age, 

and length of working experience), although they are under different growing 

background and environment. There are several conclusions drawn below: first, staffs 

must know more about brand images and development directions of organizations 

regardless of age and gender. Second, the older and senior staffs expect that the 

organization has regular internal marketing researches to explore and understand their 

needs and thus to improve employee satisfaction. Third, the younger and less 
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experienced staffs are more concerned about the training programs, which improve their 

skills, promote career development, and thus improve employee satisfaction. Fourth, 

staffs in two shores prefer to working with supervisors from the same racial group due 

to improve job efficiency. The finding also shows that cultural issues have more 

influenced on the work performance of Taiwanese. At last, cultural issues have different 

influences on staff on two shores in terms of length of working experience.  

The findings also have implications for the managers who face internal marketing 

problems in the services organization, especially for hotels. Perhaps most apparent is 

the suggestion that workers with more working experience will find the most significant 

level of demands of internal market research when placed in high-customer-contact 

positions. When workers are placed in low-level sensitivities, the organization should 

satisfy their needs for training for delivering service. Of general concern, perhaps, is the 

placement of a worker whatever lives in Taiwan and/or Mainland China both concern 

great internal marketing practice. Managers practicing internal marketing will play an 

important role in combining and integrating different perspectives. If academics and 

managers are to use internal marketing as a means to enhance organizational 

effectiveness and functions, they must, themselves, firstly build a deeper understanding 

of internal marketing. In recent years, finally, more circulation of talent requires 

adjusting human resource strategy based on talent requirements in Taiwan and mainland 

China, especially the differences caused by age and length of service. Additionally, 

employees in two shores with different levels of sensitivity have different cultural issues. 

Therefore, work performance can be improved if the department of human resources is 

concerned about these differences, and also decrease employee turnover and recruit 

talented employees, and ultimately increase satisfaction.  

The GRA results demonstrate the positive contribution that both countries 

employees’ need about the internal marketing program, which enhances the ability to 

identifying efficiency and notably increases in the relation and relative importance in 

any processes and supports of HRM. Firstly, this study indicated the internal marketing 

practice, incorporating three dimensions and 18 sub-dimensions to represent internal 

marketing characteristics. The criteria included in this paper, however, can be 

selectively used or aggregated according to the judgment of the lodging industry in 

Greater China. It will be more flexible as managers in practice can get an insight to 

identify as well as evaluate failure approaches. It is also expected to be a guideline for 

managing the internal marketing program in the practice of Greater China. Secondly, 

the GRA applied to the relationship between internal marketing and employee 

satisfaction comparing two countries in Greater China established in this research is 

actually quite valuable in practice. Finally, from the methodological perspective, this 

paper contributes to the field in that it used GRA, addressing the limitations of previous 
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calculations of risk priority, which are too simple to apply in a practical setting. 

In assessing internal marketing in the current study, the measure asked employees 

to provide perceptual responses; that is, respondents indicated their level of satisfaction 

with internal marketing practice regarding their hotels’ internal marketing systems. No 

effort was made to identify concrete things that internal marketing practice did that 

caused employees to feel the way HR managers did. Therefore, it would be good to 

conduct additional research to try to establish the specific actions in which hotel 

management engages, and the specific cultural background (i.e., different countries in 

Greater China) have in place that influence employees’ perceptions of internal 

marketing efforts. The results could help hotel management to understand better the 

workings of internal marketing in the Greater China lodging sector. Besides, because a 

definitive determinant of the internal marketing program is the employees, the future 

headings for this exploration likewise include the target and subjective perspectives of 

the site from the employees’ point of view. 
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