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Abstract

In this study the mediating role of job satisfaction over the impacts of organizations’ internal marketing
acitivities on employees’ organizational commitment is examined. The sample of the study consists of 356
employees from several sectors. Mediation tests were carried out with traditional and modern methods to
the data obtained through electronic survey method from these employees. Both analysis methods showed
that job satisfaction has a partial mediating role in the relationship of internal marketing and employees'
organizational commitment. Depending on these findings, it is suggested that organizations’ internal
marketing activities are important for increasing organizational commitment of employees. However, this
effect can be increased with developing job satisfaction through internal marketing acitivities.
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iCSEL PAZARLAMA FAALIYETLERI ORGUTSEL BAGLILIGI NASIL ETKILER? i$S
TATMINININ ARACILIK ROLU

Oz

Bu calismada orgutlerin igsel pazarlama faaliyetlerinin galisanlarin orgilitsel bagliliklari Gizerine etkisinde is
tatmini tutumlarinin aracilik rolt incelenmistir. Arastirmanin 6rneklemini farkh sektorlerde galisan toplam 356
¢alisan olusturmustur. S6z konusu ¢alisanlardan elektronik anket yontemi ile elde edilen verilerle geleneksel
ve modern yontemlerle aracilik testleri yapilmistir. Yapilan analizler neticesinde her iki yontemde de
orgltlerin igsel pazarlama faaliyetleri ile galisanlarin 6rgiitsel bagliliklari etkilesiminde is tatmininin kismi bir
aracihk etkisi oldugu tespit edilmistir. Bu bulgulara gore orgtlerin igsel pazarlama faaliyetlerinin galisanlarin
orgutsel bagliliklarini artirmak igin 6nemli oldugu, ancak 6rgitsel baglihk Uzerindeki etkinin bir kisminin
¢alisanlarin is tatmini tutumlarinin igsel pazarlama faaliyetleriyle olumlu yénde gelistirilerek artirilabilecegi
degerlendirilmistir.
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1. Introduction

Organizations have noticed the importance of increasing and maintaining employees’
motivation and commitment to reach high performance and to ensure continuance of human
resources. Kotler (2012: 13) pointed out the importance of customer orientation and employees.
He also emphasized that organizations should take internal marketing serious as external
marketing to serve customers successfully. Especially service organizations aim to provide better
working conditions for their employees considering happy customers can only be possible with
happy employees. In the workplace if employees feel themselves good, employees’ job satisfaction
and organizational commitment will increase, thus will improve the job performance of employees
and ultimately the performance of the organizations. Job satisfaction and organizational
commitment are the important topics in the field of organizational behavior to understand and
manage employees’ behaviors (Robbins and Judge, 2013: 107). Job satisfaction can be defined as
employees’ positive feelings about their jobs after evaluating their jobs and organizational
commitment shows the willingness of employees to continue working at their jobs. Organizations
should organize some activities for their employees to develop both of these attitudes.

There are many studies on the effect of organizations’ internal marketing activities to
employees’ job satisfaction and organizational commitment in local and international literature
(Chang and Chang, 2007; Demir et al., 2008; isler and Ozdemir, 2010; Abzari et al., 2011; Chen et
al., 2013; Kursunoglu Yarimoglu and Ersénmez, 2017). In the local literature Demir et al. (2008:
143) stated that job satisfaction may have a mediating role in the interaction of organizations’
internal marketing and organizational commitment of employees. In this direction Yildiz (2011)
found an empirical evidence for job satisfaction’s mediating role. Similarly, only one empirical
research could be found in international literature (Ting, 2011). In this study, the mediation effect
of job satisfaction was tested in a structural equation model. Generally, Baron and Kenny’s (1986)
four steps mediation test and the modern approach (Hayes, 2009: Hayes, 2013) can be used in
testing mediating effect statistically.

Gurbuz and Bayik, (2018: 31) reported that there are very limited researches using modern
mediation approach in Turkish literature. In the scope of this gaps in literature, this study examines
the mediating role of job satisfaction in the relationship of internal marketing and employees'
organizational commitment in a different sampling. The most important originality of this study is
that both approaches, Baron and Kenny’s (1986) four steps mediation test and modern mediation
method (Hayes, 2009: Hayes, 2013) were used together.

2. Conceptual Framework

A review of the literature to unveil the relationship between research variables and to develop
hypotheses is presented below.

2.1. Organizational Commitment

Organizational commitment concept became recognized by Whyte’s (1956) studies in
organizational behavior. Porter et al. (1974: 604) characterized organizational commitment with
three factors. These are strong belief and acceptance about organizations’ aim and values,
willingness to strive for the organization and a strong desire for maintaining to be a member of
organization.

Meyer and Allen (1991: 67) explained organizational commitment in three components named
affective commitment, continuance commitment and normative commitment. They defined these
components as a psychological statement that describes the relationship between employees and
the organization and determined whether the relation will continue. The researchers explained
affective commitment as the emotional connection of employees and their integration with the
organization. Continuance commitment was qualified as employees’ cost that they will face if they
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quit the job. The normative commitment is that the employee considers keeping up with work as
an obligation and responsibility (Meyer and Allen, 1991: 67-68).

According to Robbins and Judge (2013: 109), organizational commitment refers employees’
integration with the organization and their willingness to maintain membership of the
organization. Factors affecting organizational commitment are personal factors like age, gender,
education, marital status, seniority and organizational factors such as the structure, size of the
organization, wages, awards, team work and communication (Hos and Oksay, 2015: 5-8). Internal
marketing is another factor.

2.2. Internal Marketing

Purpose of internal marketing is to accept employees as a consumer and job as a product
(Sasser and Arbeit, 1976: 61). Internal marketing means to market internally. The appearance,
development and current situation of internal marketing increases employees pleasure and
influences job satisfaction positively.

Internal marketing concept was first used by Berry (1981) in marketing literature (Foreman and
Money,1995; Candan and Cekmecelioglu, 2009; Rafig and Ahmed, 2010; Qayum and Sahaf, 2013).
Berry (1981), defined internal marketing as satisfiying employees needs and wants to reach
organizational goals by assuming employees as a consumer and job as a product (Qayum and Sahaf,
2013: 51).

Main objectives of internal marketing are to attract qualified employees, develop, motivate and
retain them (Berry and Parasuraman, 1992: 25). The elements of internal marketing are stated as
awards, internal communication, training and developing, corporate structure, senior managers,
physical environment, hiring process, coordination between functions, incentives, authorization
and changes in the processes (Ahmed, Rafig and Saad, 2003: 1223).

Internal marketing is promoting organizations, their products and services to employees. It
should be owned by senior management to be successful (Greene et al.,, 1994: 5). Every
department and employee in an organization is also a supplier and consumer at the same time.
Therefore, they must work together to support the strategy and objectives of the organizations
(Collins and Payne, 1991: 261).

Internal marketing is related with all of the functions of organizations but vitally associated with
human resources management (Collins and Payne, 1991: 261). Therefore internal marketing was
studied with different terms of management, in particular with job satisfaction.

2.3. Job Satisfaction

The beginning of the studies about job satisfaction is attributed to Hawthorne studies
conducted between 1924-1933 (Kaur, 2012: 49). In these studies, with the emergence fact that
productivity increase of employees is caused by factors except money. So researchers started to
reveal the factors that provide job satisfaction. Herzberg (1959) categorized the factors that
determined satisfaction or dissatisfaction of employees into two groups in his “two factor theory”.
In the first group named motivators are recognition, success, opportunity of development,
responsibility and the job itself. The second group of factors called hygiene factors and are
considered as the business environment. These factors are wages, relations with administration,
job security, colleagues, company policies, work conditions, personal factors and status. Herzberg
reported that the first group causes job satisfaction while the second group directly does not cause
job satisfaction but lack of these factors cause dissatisfaction (Ergeneli and Eryigit, 2001: 163-164).

Job satisfaction is the sum of a person’s feelings and attitudes about his job (Graham, 1982:
68). It is the situation that employees’ physical and psychological needs are satisfied at workplace
(Hoopock, 1935; Porter, 1962; Wolf, 1970). Job satisfaction is the attitude of a person about the
job, positive comments about workplace and the degree of liking the job (Yildiz, 2014a: 201).
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Briefly, it is employees feelings against their job (Spector, 1997: 2). Positive and likable thoughts
cause job satisfaciton whereas negative ones cause dissatisfaction (Armstrong, 2006: 264). Positive
outputs are reached in individual and organizational level when an employee is happy at his/her
job. The results of satisfaction are the increase in employees’ efficieny, commitment and decrease
in absenteeism (Aziri, 2011: 84-85). On the other hand job satisfaction and organizational
performance have a high correlation (Bakoti¢, 2016: 118).

Several factors affect job satisfaction such as managers, job design, wages, work condition,
social relations in the job, perceived long term opportunities, worker’s wants and motivation (Rue
and Byars, 2003: 259). Additionally employees’ satisfaction oriented internal marketing is one of
these factors. In the literature there are many researches about job satisfaction and internal
marketing relationship.

2.4. Relationships Among Research Variables: Literature Review

Internal marketing aims to satisfy employees expactations and needs whereas job satisfaction
is the emotional evaluations of employees about their job. Therefore internal marketing is an
effective factor to create job satisfaction (Yildiz, 2014b: 140). Many studies showed a positive
relationship between internal marketing and job satisfaction (Randall and McCullough, 1991; Rafiq
and Ahmed, 2000; Conduit and Mavondo, 2001; Chang and Chang, 2007; Tansuhaj et al., 1991;
Shiu and Yu, 2010; lliopoulos and Priporas, 2011; Al-Hawary et al., 2013; Ergiin and Boz, 2017;
Yarimoglu and Ersénmez, 2017). The researches about the relationship between internal
marketing and job satisfaction showed that organizations must first serve to their employees and
make them enjoying their job to provide an efficient service to their external customers (Chen et
al., 2015: 298).

Sharma and Bajpai (2010) defined organizational commitment as one of the antecedent and
determinant characteristics of job satisfaction (Karatas and Giiles, 2010: 79). In the literature
Porter et al. (1974), also Steers and Steven (1978) found that the job satisfaction causes
commitment whereas Bluedorn (1982), Spector (1982), Williams and Hazer (1986), Mathieu (1991)
and Nauman (1993) revealed that these two concepts are affecting each other (Currivan, 1999:
495; Kok, 2006: 300).

Internal marketing make employees to feel their needs are satisfied and management is taking
care of them (Caruana and Calleya, 1998: 110; isler and Ozdemir, 2010: 120). This causes
employees to feel positive emotions towards their organization. One of the most important
consequences of internal marketing is the increase of organizational commitment of employees
(Tansuhaj et al., 1991: 198). In the organizations which internal marketing applications become an
organization philosophy the employees tend to show more job satisfaction and organizational
commitment (Chen et al., 2015: 298). Researches showed that there is a strong relation between
the internal marketing and organizational commitment (Tansuhaj et al., 1991; Caruana and Calleya,
1998:110; Tsai and Wu, 2011; Kocaman et al., 2013; Yarimoglu and Ersonmez,2017).

As it is mentioned above there are many researches examining the effect of internal marketing
to job satisfaction and it’s effect to organizational commitment. In the literature there are several
studies in which the effects of internal marketing on both organizational commitment and job
satisfaction are studied. These studies were conducted on academicians (Demir et al., 2008),
hospitals and nurses (isler and Ozdemir, 2010; Chang and Chang, 2007; Chen et al., 2013) and bank
workers (Kursunoglu Yarimoglu and Ersénmez, 2017).

In the local literature Demir et al. (2018: 143) said that job satisfaction can play a mediating
role in the relationship of organizations’ internal marketing activities and employees’
organizational commitment. In a conducted structural equation model analysis study on 275
teachers, Ting (2011) and Yildiz (2011) found that job satisfaction of employees has a partial
mediating effect in the relationship between the internal marketing activities of organizations and
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the organizational commitment of these employees. In the light of the theoretical grounds stated
so far, the research model shown in Figure 1 is constructed.

Figure 1: Research Model
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The hypotheses based on the model are presented below.

H.1. Internal marketing activities of organizations have a positive and significant effect on job
satisfaction.

H.2. Job satisfaction has a positive and significant effect on organizational commitment.

H.3. Internal marketing activities of organizations have a positive and significant effect on
organizational commitment.

H.4. Job satisfaction has a mediating role in the relationship of internal marketing activities and
organizational commitment.

3. Methodology

The sampling technique of the study, validity, reliability of the scales and executed statistical
methods are clarified within the methodology.

3.1. Sample

In the survey the convenience sampling method was used and an electronic questionnaire form
in Google Docs was created to collect data from the participants. In total, 362 employees working
in different jobs responded the questionnaire on a voluntary basis. Before the analysis, data of six
employees who did not answer a large number of questions or collected their markings at the
extreme limits were excluded. Therefore, the sample of our study consisted of 356 employees
working in different public and private organizations. Of the participants, 125 (35,1 %) were female
and 231 (64,9 %) were male. The mean age of the employees who make up the sample is 36,8 years
and their mean service period is 11,8 years. Demographic variables statistics are shown in Table 1
below.
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Table 1: Demographic Variables’ Statistics

Demographic Classification Score Percent
Variables
19-32 years 89 % 25
Age 33-37 years 147 % 41,3
38-41 years 36 % 10,1
Over 41 years 84 % 23,6
Gender Female 125 % 35,1
Male 231 % 64,9
Marital Status Married 230 % 64,6
Single 126 % 35,4
Primary School 13 % 3,7
Education High School 41 % 11,5
University 189 % 53,1
Postgraduate (MBA/Ph.D.) 113 % 31,7
1-4 years 111 % 31,2
Service Period 5-10 years 114 % 32
11-20 years 85 % 12,9
Over 21 years 15 % 23,9

3.2. Instruments

Internal Marketing: The participants' perceptions of their organization internal marketing
activities in which they are working were measured through using the 15-item Likert type scale
developed by Foreman and Money (1995). The Cronbach's Alpha reliability was calculated as 0,93
by Basaran, Biyikyillmaz and Cevik (2011). In the present study, the Cronbach Alpha reliability was
found as 0,97.

Organizational Commitment: In order to measure the organizational commitment level of
employees, six questions from the “Organizational Commitment Scale” developed by Jaworski and
Kohli (1993) and adapted by Sesen (2010) were used. Although reliability value in the original study
was found as 0,77, in our study it was computed as 0,86 after deleting the sixth question.

Job Satisfaction: For measuring the job satisfaction level the Turkish version (Basim and Sesen,
2009) of a 5-item Likert type scale from Hackman and Oldham (1975) was used. In the Turkish
adaptation study, the reliability of the scale was reported as 0,78. In the present study it was
calculated as 0,88.

Confirmatory Factor Analysis (CFA) was performed to prove the validity of the research model.
The research model has shown an acceptable goodness of fit. CFA results are displayed in Table 2.

Table 2: Research Model CFA Results

MODEL ax? sd  Ax*/sd RMSEA CFI GFI AGFI RMR

Research Model 374,41 260 1,44 0,03 0,99 0,93 0,90 0,05

*p<0,01
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In addition, the compatibility of the measurement model with the data was evaluated in terms
of convergent and discriminant validity within the scope of the results presented in Tables 3 and
4 below.

Table 3: Factor Loads, Standard Deviation, T Statistics and P Values

Factor Loads ;:av?:tai;: T Statistics P Values
|1 1<--IMAR 0,77 0,05 17,33 0,00
1 2<--IMAR 0,78 0,05 17,38 0,00
13<--IMAR 0,83 0,05 19,19 0,00
| 4<--IMAR 0,84 0,05 19,54 0,00
|1 5<--IMAR 0,83 0,05 18,53 0,00
1 6<--IMAR 0,80 0,05 18,116 0,00
1 7<--IMAR 0,75 0,05 16,39 0,00
|1 8<--IMAR 0,71 0,05 14,77 0,00
1 9<--IMAR 0,82 0,05 18,97 0,00
110<--IMAR 0,87 0,05 22,17 0,00
111<--IMAR 0,77 0,05 17,08 0,00
112<--IMAR 0,85 0,05 20,14 0,00
113<--IMAR 0,84 0,04 23,79 0,00
114<--IMAR 0,84 0,05 19,68 0,00
115<--IMAR 0,83 0,07 17,33 0,00
T1<-- JSAT 0,69 0,10 10,65 0,00
T2<-- JSAT 0,75 0,09 11,71 0,00
T3<-- JSAT 0,89 0,09 13,72 0,00
T4<-- JSAT 0,82 0,08 13,41 0,00
T5<-- JSAT 0,69 0,09 10,65 0,00
01<--0COM 0,59 0,09 9,80 0,00
02<--0COM 0,61 0,11 9,75 0,00
03<-- OCOM 0,85 0,12 11,27 0,00
04<--0COM 0,81 0,12 11,06 0,00
05<--0COM 0,70 0,12 9,80 0,00
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Table 4: Composite Reliability, AVE Values, Square Roots of AVE Values and Cross-
Correlations of Factors

Internal Job Organizational
CR AVE Marketing Satisfaction Commitment
Internal
Marketing 0,97 0,65 0,81
jOb. . 0,88 0,59 0,38 0,77
Satisfaction
Organizational 0,84 0,52 0,65 0,52 0,72

Commitment

The Average Variance Extracted (AVE) values in Table 4 and factor loads of the scale items in
Table 3 are used to evaluate the convergent validity. AVE values in Table 4 is 0,65 for internal
marketing; 0,59 for job satisfaction; 0,52 for organizational commitment. AVE values are above the
standard value of 0,50 (Zait and Bertea, 2011). In addition, as seen in Table 3, the factor loadings
of the scale items are above 0.50 (Hair et al., 2017) and t-statistics are significant (Hair et al. 2012).
These results indicate that the factors have convergent validity.

For the discriminant validity, Fornell-Larcker criterion (1981) was applied. According to this
criterion; the square root of AVE values should be higher than the correlation between factors.
Diagonal dark values show the square root of AVE values in Table 4 and the other values show
correlations between each factor. It was seen that the square roots of AVE values are greater than
0.50 and are higher than the correlation between the factors. These results have shown us that
the factors have discriminant validity. As shown in Table 4 Composite Reliability (CR) coefficients
of the factors were found 0,97; 0,88 and 0,84 respectively. These results show that the CR value of
the measurement model is above the standarts.

3.3. Statistical Methods

The collected data were analyzed in sequential steps. Firstly, all of research variables’
descriptive statistics and Pearson correlation coefficients were computed to determine the
relationship between dependent and independent variables. Secondly, a hierarchical regression
analysis was conducted within the traditional approach proposed by Baron and Kenny (1986) for
mediation tests. Thirdly, an additional program PROCESS 2.16 (Hayes, 2013) on SPSS was used to
calculate the indirect effect and to examine its significance within the proposed modern approach
for mediation tests. This program is using the bootstrapping confidence intervals method (Shrout
and Bolger 2002; Preacher and Hayes, 2008).

4. Findings

The descriptive statistics and the calculated Pearson correlation coefficients of the variables
are shown in Table 5. Also, skewness and kurtosis values of each variable were examined to see if
data have a normal distribution. Because skewness and kurtosis of each variable were between (-
1 and +1) values, we accepted that data showed normal distribution (Tabachnick and Fidell, 2013).

Correlation analysis results showed no significant relationship between demographic variables
and the research variables. Among the research variables, internal marketing was significantly
related with organizational commitment (r =0,59, p <0,01) and job satisfaction (r=0,35,p
<0,01). In addition, organizational commitment was found to be significantly related to job
satisfaction (r =0,44, p <0,01).
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Table 5: Variables’ Descriptive Statistics and Correlation Matrix

Ort. ss Skew. Kurt. (1) (2) (3) (4) (5)
1. Age 36,7 7,45 0,18 0,32
2. Service Period 11,8 8,60 0,59 -0,53 0,59**
3. Internal Marketing 2,99 1,02 -0,17 -0,69 -0,07 -0,07 (0,97)

4. Organizational

) 3,43 0,98 -0,49 -0,27 0,19 0,07 0,59**  (0.86)
Commitment

5. Job Satisfaction 3,45 0,98 -0,41 -0,45 -0,01 -0,06  0,35**  0,44**  (.88)

*p < 0,05, **p < 0,01, n = 356, Skew.: Skewness, Kurt.: Kurtosis, Cronbach alfa reliability values are given in
brackets.

Hierarchical regression analyzes were performed and the mediaton test was conducted based
on the assumptions of Baron and Kenny (1986). In the first stage the effect of independent variable
on mediating variable was examined. Secondly, the effect of independent variable on dependent
variable was revealed. Finally, the regression analysis, which investigated the effect of independent
and mediating variable together on dependent variable was conducted. Regression analysis results
are submitted in Table 6. In all three stages, demographic factors were first included in the analysis
and taken under control.

Table 6: Outcomes of Regression Analysis

Dependent Variable
Independent Variables Job Satisfaction Orgazinational Commitment
Model 1 Model 2 Model 3
B B B
* %k
Constant 2,88%* 1.67%* 0,30
% %
Gender -0,22* 0.17 0,23
Age 0,073 0.27 0,01
*
Service Period 0,006 0,09* 0,09
- *
Education -0,14* -0,16%* 0,12
Marital Status 0,144 -0,39 -0,08
k%
Internal Marketing 0,33** 0,58** 0,43
* ¥k
Job Satisfaction - - 0,27
R2 0,15 0,39 045

*p < 0,05, **p < 0,01, B = Unstandardized regression coefficient.
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The outcomes of the regression analysis pointed out that internal marketing had a significant
effect on job satisfaction in the same direction (B = 0,33, p < 0,01). In addition, it was found that
job satisfaction had a significant effect on organizational commitment in the same direction
(B=0,27, p <0,01). Additionally, it was seen that the internal marketing had a significant effect on
organizational commitment (B = 0,58, p < 0,01). In this context, the H1, H2 and H3 hypotheses of
the study was supported. In order to investigate the role of mediation, internal marketing and job
satisfaction were entered into the analysis together it was determined that the effect of internal
marketing on organizational commitment (B = 0,49, p <0,01) decreased, but the significant effect
continued. These findings show that job satisfaction is a partial mediator between internal
marketing and organizational commitment. Considering the non-standardized regression
coefficients obtained above in order to say that job satisfaction (a.b = 0.33X0.27 = 0.09) has a
partial mediating effect on the interaction of internal marketing and organizational commitment
In traditional approach normally to test the significance of the mediating effect Sobel test results
should be taken into consideration (Baron and Kenny, 1986: 1177). However, due to the many
flaws of the Sobel test (Hayes, 2009: 411), we used the bootstrapping method to test the
significance of the mediation results.

In line with modern approach the bootstrapping % 95 confidence interval method (Shrout and
Bolger 2002; Preacher and Hayes, 2008) was applied by using the PROCESS 2.16 program (Hayes,
2013) to calculate the indirect effect and examine the significance of this indirect effect. The results
are presented in Table 7.

Table 7: Mediating Analysis Results

Bootstrap %95

Confidence Interval
Uppe

Researched Effect B S.H. Lower Limit .r .
Limit

Internal Marketing --> Org. Commitment

Direct Effect (c’) 0,49 0,04 0,40 0,57
Indirect Effect (axb) (Mediator: Job Satisfaction) 0,09 0,02 0,05 0,14

B = Unstandardized Regression Coefficient, S.E.= Standart Error, a= Effect of predictor variable on mediating
variable, b= Effect of the mediating variable on the dependent variable, ¢’= Effect of the predictor on
dependent variable after mediating variable is included in the variable model.

Obtained values between lower and upper limits of the indirect effect are different from zero.
This result indicates that the mediating effect is significant (Shrout and Bolger 2002). Also, in this
method the indirect effect of job satisfaction was seen as 0.09 easily. In this context, H4 was
supported due to the findings in both traditional and modern approaches.

5. Discussion and Concluding Remarks

Internal marketing aims to increase the quality of goods and services of the organization by
acting their employees as a customer and raising their satisfaction and commitment. The aim of
the concept is shortly giving the feeling to the employees that they are a valuable asset for the
organization and that the organization is taking care of them. Like many researches this study’s
findings show the importance of internal marketing and its effect on both job satisfaction and
organizational commitment. Along this line the mediation role of job satisfaction in the relationship
between internal marketing activities and organizational commitment of employees.

The organizations that want to motivate their employees, increase their job satisfaction and
improve their organizational commitment should apply internal marketing activities. Satisfied and
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commited employees will increase consumer satisfaction especially in the service sectors. Satisfied
and happy employees are more willing to execute their jobs and serve better to customers.
Managers must identify the needs and expectations of employees to satisfy them. In the
competition based business area the companies which can apply internal marketing as a company
culture will be more successful than their rivals.

In this study, the mediating role of job satisfaction in the relationship of organizations’ internal
marketing activities and organizational commitment was examined. Therefore to unveil the
interaction between internal marketing and job satisfaction, internal marketing and organizational
commitment, job satisfaction and organizational commitment a hierarchical regression analysis
was executed. The findings showed that internal marketing has significant and positive effects on
job satisfaction and organizational commitment in congruence with available literature (Tansuhaj
et al., 1991; Conduit and Mavondo, 2001; Rafiq and Ahmed, 2000; Chang and Chang, 2007; Shiu
and Yu, 2010; lliopoulos and Priporas, 2011; Al-Hawary et al. ,2013; Chen et al., 2015). Also a
positive effect of job satisfaction on organizational commitment was found in the line with
available literature (Kok, 2006; Karatas and Giiles, 2010; Sharma and Bajpai, 2010). As a result of
conducted mediation analyses based on traditional approach proposed by Baron and Kenny (1986)
and modern approach proposed by Shrout and Bolger (2002), Preacher and Hayes (2008) and
Hayes (2013) it was found that internal marketing affects the organizational commitment of the
employees in the same way and employees' job satisfaction have a partial mediation role in this
effect. These findings verified Demir et al. (2008:143) prediction and Ting’s (2011) and Yildiz’s
(2011) findings.

Although the mediation relationship between these three variables has been examined by
Demir et al. (2008:143), Ting’s (2011) and Yildiz’s (2011), our study is methodically separated from
these three studies. Our study was carried out using the modern approach, based on the opinions
of the Fritz and MacKinnon (2007); Hayes and Rockwood (2017) who suggested that the Baron and
Kenny’s method was not a powerful method for mediation tests and recommended the
bootstrapping technique which is providing faster, valid and reliable results. Glirbliz and Bayik
(2018: 31) stated that a limited number of mediation analyzes in Turkey were executed through
the modern method. In this context, it is thought that our study will provide an important
contribution in terms of eliminating this lack of application. In addition, it is considered that our
study will make a significant contribution to the literature due to the limited number of studies,
both in Turkey and abroad, which include all three variables.

It is evaluated that for the future researches examining the mediating role of employees’
cognitive and emotional processes in the relationship of internal marketing activities, job and
organizational performance of employees can contribute to the literature.

Undoubtedly, this research has some limitations. First, the generalizability of the findings is
limited with our sampling features because of the used sampling method. The second limitation is
in the explanation of causal relations because of the used cross-sectional research method. Thirdly,
the scales used in the study consist of evaluation questions for the employees, working in any
workplace and are based on the perception of the participants in this research. Therefore, by
evaluating the results, it should be taken into consideration that social desirability and common
method variance can be available.
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