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ABSTRACT

Internal marketing has increasingly attracted scholarly attention as an organizational approach
that treats employees as internal customers and seeks to enhance employee-related and
organizational outcomes through communication, support, development, empowerment, and
alignment with organizational goals. Among these outcomes, job satisfaction has emerged as one
of the most frequently examined and strategically important constructs because of its close
relationship with employee retention, engagement, performance, and well-being. This study aims
to systematically review and synthesize the existing literature on internal marketing and its
outcomes, with particular emphasis on job satisfaction and related employee outcomes. A
systematic literature review approach was employed using the Publish or Perish application to
retrieve records indexed in the Scopus database. The search process used the keywords ‘job
satisfaction” AND “internal marketing,” “job satisfaction” AND “‘internal market orientation,”
and “internal marketing” AND “‘job satisfaction in service industry.” The initial search identified
124 records. After applying eligibility criteria and PRISMA-based screening procedures, 24
articles published between 2018 and 2024 were selected for in-depth analysis. The findings
indicate that internal marketing consistently contributes positively to job satisfaction and is also
associated with organizational commitment, work engagement, customer orientation, task
performance, employee retention, and broader well-being outcomes. The review further shows
that internal marketing is commonly operationalized through dimensions such as empowerment,
communication, work environment, development, compensation, vision, and organizational
support. Overall, the study confirms that internal marketing should be viewed as a strategic
organizational framework with significant implications for both employee satisfaction and wider
organizational effectiveness.

Keywords: Internal Marketing, Job Satisfaction, Employee Outcomes, Organizational Outcomes,
Systematic Literature Review
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INTRODUCTION

Job satisfaction has long been recognized as a central construct in organizational
psychology and management research because it reflects the extent to which employees
evaluate their work positively or negatively. It encompasses both cognitive and affective
responses to the job and to the broader work environment, making it a multidimensional
construct rather than a simple emotional reaction. Prior studies also suggest that job
satisfaction is inherently subjective, as employees may respond differently to similar
workplace conditions depending on their expectations, experiences, and personal
priorities (Akkerman et al., 2014; DoSenovi¢, 2019).

Job satisfaction is shaped by a broad set of antecedents, including leadership style,
demographic and environmental characteristics, organizational culture, and job-related
conditions (Kim et al., 2015; Nyoni, 2024; Rahnavard et al., 2016; Tanuwijaya & Jakaria,
2022). Transformational leadership, for instance, has repeatedly been associated with
higher employee satisfaction because it inspires, supports, and motivates employees
(Tanuwijaya & Jakaria, 2022). At the same time, demographic variables such as age,
tenure, and marital status may influence how employees perceive their work (Rahnavard
etal., 2016), while job-related characteristics, including physical working conditions, role
clarity, and organizational support, also play a significant role in shaping satisfaction
(Kim et al., 2015). These findings demonstrate that job satisfaction emerges from a
complex interaction between individual, structural, and organizational factors.

Employee retention strategies are also closely intertwined with job satisfaction.
Organizations that provide competitive compensation, supportive working conditions,
professional development opportunities, and a positive employment climate are more
likely to maintain a satisfied workforce (Nyoni, 2024). In this context, internal marketing
has become increasingly relevant. Although internal marketing does not originate
exclusively within the human resource management tradition, it has strong implications
for HR-related outcomes because it treats employees as internal customers and
emphasizes the creation of value for them through communication, support, development,
empowerment, and alignment with organizational goals (Bailey et al., 2016; Chen et al.,
2013; Kanyurhi, 2016; Ocak & Marangoz, 2019). Through this approach, internal
marketing can strengthen motivation, engagement, commitment, and, ultimately, job
satisfaction.

The literature further indicates that the relationship between internal marketing
and job satisfaction has attracted growing attention across the fields of human resource
management, services marketing, hospitality, healthcare, banking, and public
administration. Studies consistently show that internal marketing practices can improve
employee satisfaction, which in turn contributes to stronger organizational commitment,
employee loyalty, and overall performance (Haolinmin, 2023; Ieong, 2016; Mainardes et
al., 2019; S.-M. Nemteanu & Dabija, 2021). More specifically, initiatives such as job
rotation, internal communication, employee development, supportive supervision, and
recognition mechanisms have been shown to create a more satisfying work environment
and reinforce positive employee attitudes (Chen et al., 2013).
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Figure 1. VOSviewer Mapping of Internal Marketing and Job Satisfaction Research
Source: Scopus database retrieved through Publish or Perish and visualized using
VOSviewer, processed by the authors (2025)

The VOSviewer mapping presented in this study illustrates that research on
internal marketing and job satisfaction is already well established and distributed across
the domains of human resource management and marketing. This pattern suggests that
the topic is not confined to a single disciplinary stream; rather, it reflects a broader
scholarly conversation in which internal marketing is increasingly recognized as a
relevant mechanism for improving employee-related outcomes. In substantive terms, the
literature points to a reciprocal relationship in which internal marketing benefits
employees through higher satisfaction and stronger commitment, while also benefiting
organizations through better performance and loyalty (Haolinmin, 2023; Mainardes et al.,
2019; S.-M. Nemteanu & Dabija, 2021)
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Figure 2. Annual Publication Trend on Internal Marketing and Job Satisfaction
Scopus: database retrieved through Publish or Perish, processed by the authors (2025)




Jurnal Industri Kreatif dan Kewirausahaan e-ISSN: 2620-942X
Vol 9, No. 1, 2026

The annual publication trend further shows that studies on internal marketing and
job satisfaction have developed over a considerable period and continue to attract
scholarly attention. This sustained growth indicates that the topic remains relevant in
organizational and service research and that the body of literature has reached a sufficient
level of maturity to support systematic synthesis. The publication trend also suggests that
internal marketing has evolved from a peripheral managerial concept into a more
established framework for understanding employee-related outcomes, especially job
satisfaction.
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Figures 3. Citation Dynamics and Influential Contributions in the Literature

Source: Scopus database retrieved through Publish or Perish, processed by the authors
(2025)

The citation dynamics presented in the manuscript indicate that the literature on
internal marketing and job satisfaction has not only expanded in quantity, but has also
generated notable academic influence. High citation visibility suggests that this body of
work offers meaningful empirical findings, robust methodological approaches, and
theoretical value for subsequent studies. The presence of influential authors and
frequently cited studies reinforces the relevance of conducting a systematic literature
review, since the field already contains a sufficiently diverse and established evidence
base that warrants structured synthesis and critical evaluation.

By applying a systematic literature review approach, this study aims to
systematically review and synthesize the existing body of literature on internal marketing
and its outcomes within organizational settings, with particular attention to job
satisfaction as one of the most frequently discussed employee-related outcomes. In
addition, the study seeks to map the development of research on the relationship between
internal marketing and job satisfaction, identify the dimensions of internal marketing
most commonly employed in previous studies, examine the range of outcomes associated
with internal marketing, and propose directions for future research to advance a more
comprehensive understanding of internal marketing and its implications for both
employee and organizational outcomes.

METHODS
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This study employed a systematic literature review (SLR) to examine the existing
body of knowledge on internal marketing and its relationship with job satisfaction and
other related organizational outcomes. A systematic literature review was selected
because it provides a structured approach for reviewing previous studies, with the aim of
minimizing bias and strengthening the reliability of the findings. In this sense, the SLR
process is commonly organized into several major stages, including planning, conducting,
and reporting the review, so that the procedure remains comprehensive and replicable
(Saleh et al., 2023; Thai et al., 2023). In line with this logic, the present study was
designed to generate a systematic and transparent understanding of how internal
marketing has been discussed in relation to employee outcomes, especially job
satisfaction, across different organizational contexts.

More specifically, this study follows the view that a systematic literature review
is a research method developed to identify, collect, evaluate, and synthesize studies
relevant to a particular topic in a structured manner (Triandini et al., 2019). Consistent
with the procedure outlined in the original manuscript, the review process in this study
was organized into four main stages, namely search strategy, source of information,
eligibility criteria, and quality assessment. These stages were used to ensure that the
review remained focused on studies relevant to internal marketing and job satisfaction,
while also maintaining methodological rigor throughout the selection and synthesis
process.

The search strategy was conducted using the Publish or Perish application by
retrieving documents indexed in the Scopus database. To align the search with the
objective of the review, several keyword combinations were used, namely “job
satisfaction” AND “internal marketing,” “job satisfaction” AND “internal market
orientation,” and “internal marketing” AND “job satisfaction in service industry.” These
keyword combinations were selected to capture studies that explicitly or implicitly
addressed the relationship between internal marketing and job satisfaction in
organizational and service settings. The initial search yielded 124 records. In line with
systematic review procedures, this search stage formed the basis for subsequent
screening, selection, and synthesis of the relevant literature.

The eligibility criteria consisted of inclusion and exclusion principles. The
inclusion criteria specified that the studies had to be international journal articles, indexed
in Scopus, accessible in full text, published between 2018 and 2024, and explicitly related
to factors influencing job satisfaction as well as the dimensions of internal marketing
associated with employee satisfaction. The review also focused on studies whose designs
were relevant for examining the relationship between internal marketing and job
satisfaction. To clarify the scope of the review, the study adopted the PICO framework,
which is often used to define the key elements of a review question in a more systematic
way (Calderon & Ruiz, 2015). In this review, the Population/Problem referred to internal
marketing in relation to job satisfaction, the Intervention referred to internal marketing
dimensions that may enhance job satisfaction, the Comparison element was not applied,
and the Outcomes focused on the improvement of job satisfaction through dimensions
such as vision, development, work environment, communication, and compensation.

Table 1. Summary of the PICO Framework Used in the Review
Component Description
Internal marketing in relation to job
satisfaction

P (Population/Problem)
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Component Description

Internal marketing dimensions that
enhance job satisfaction

C (Comparison) Not applicable

Improvement in job satisfaction through
internal marketing dimensions, including
vision, development, work environment,
communication, and compensation
Source: Developed by the authors based on the PICO framework applied in this
systematic literature review (2025)

I (Intervention)

O (Outcomes)

The quality assessment stage applied the PRISMA (Preferred Reporting Items for
Systematic Reviews and Meta-Analyses) approach to guide article screening and
selection. This stage involved the removal of duplicate records, non-article publications,
and studies that were inaccessible or not explicitly relevant to the relationship between
internal marketing and job satisfaction. After this screening process, 85 articles remained
for further review. A more focused eligibility assessment then identified 40 articles that
were directly relevant to the topic, and after restricting the publication period to 2018—
2024, the final corpus consisted of 24 articles for in-depth analysis. This staged selection
process reflects the structured nature of systematic reviews, which aim to identify,
evaluate, and interpret available research relevant to a specific research question or
phenomenon (Calderén & Ruiz, 2015; Triandini et al., 2019)

Identification of new studies via databases and registers

c Records identified from: Records removed before screening:
2 Databases (n = 124): Duplicate records (n = 2)
g buku forum prosiding (n = 6) Records marked as ineligible by automation
z tidak ada link (n = 13) tools (n = 19)
ﬁ Registers (n = 24) Records removed for other reasons (n = 0)
Records screened Records excluded
(n = 85) (n=45)
2 4 4
= Reports sought for retrieval Reports not retrieved
2 (n=0) (n=0)
5]
Reports assessed for eligibility Reports excluded:
(n = 40) tahun 2013-2017 (n = 16)
New studies included in review
B (n =24)
3 Reports of new included studies
£ (n=0)

Source: Developed by the authors based on the PRISMA-guided article screening
process (2025)
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The selected studies were subsequently analyzed descriptively and thematically
in order to identify publication trends, dominant methodological approaches, commonly
used internal marketing dimensions, and the main employee and organizational outcomes
associated with internal marketing practices. Through this procedure, the study was able
to provide a structured synthesis of the literature and to identify the theoretical,
methodological, and contextual gaps that remain in the field. In line with the purpose of
systematic review studies, this approach allows the review not only to summarize prior
findings, but also to provide a comprehensive and transparent account of how research on
internal marketing and job satisfaction has developed over time (Saleh et al., 2023; Thai
et al., 2023; Triandini et al., 2019).

RESULTS

Descriptive Overview of the Reviewed Literature

The review process began with the identification of 124 records retrieved from
the Scopus database through the Publish or Perish platform, indicating that the topic of
internal marketing and job satisfaction has generated a sufficiently broad literature base
for systematic screening and synthesis (Calderén & Ruiz, 2015; Saleh et al., 2023;
Triandini et al., 2019). After duplicate records, non-article documents, and inaccessible
publications were excluded, 85 articles remained for preliminary screening, showing that
only part of the initial corpus met the formal requirements of the review design (Ruiz &
Calder, 2015; Triandini et al., 2019; Nst, 2024). The geographical distribution of these
publications indicates that the literature on internal marketing and job satisfaction has
been dominated by outlets based in Europe and the United States, suggesting that the field
has developed more intensively in Western academic contexts than in many other regions
(ELSamen & Alshurideh, 2012; Mainardes et al., 2019; M. S. Nemteanu et al., 2022).
This pattern is also consistent with the broader view that internal marketing has
increasingly been associated with internal service quality, employee satisfaction, and
organizational performance, thereby sustaining academic interest in the topic across
management and service research (ELSamen & Alshurideh, 2012; Kanyurhi, 2016; Ma
et al., 2019; Spector & Ma, 2019; Sung, 2021).

A more focused screening stage was then conducted to identify articles explicitly
examining the relationship between internal marketing and job satisfaction, and this
process reduced the corpus to 40 studies, indicating that only a subset of the broader
literature directly addressed the core concern of this review (Calderon & Ruiz, 2015;
Saleh et al., 2023; Triandini et al., 2019). After restricting the publication period to 2018—
2024, the final sample consisted of 24 articles, which formed the analytical core of this
study and represented the most directly relevant evidence base for recent developments
in the field (Mainardes et al., 2019; Mainardes & dos Cerqueira, 2016; Santiago, 2023;
Serafim, 2024b). This narrowing process is important because it shows that, although job
satisfaction has been widely studied, the number of studies that explicitly connect it with
internal marketing in a sufficiently direct and contemporary way remains more limited
(A. d. S. Cerqueira, 2018; Chasanah, 2021; Sung, 2021; Yi et al., 2023).

Table 2. Literatur Review

No Author Title Year
M.A.R. Sarker, The relationship between internal marketing and employee 2018
et al. job satisfaction: A study from retail shops in Bangladesh
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No Author Title Year
Investigating differences in job-related attitudes between
2 H.Joungetal. full-time and part-time employees in the foodservice 2018
industry
A.S. Cerqueira  Internal-market orientation and job satisfaction in the public
3 : : : 2018
et al. sector: a case study of fire inspectors in Brazil
A.A. Nointin et  Hierarchical model of internal marketing to predict
4 . . . . 2018
al. employee satisfaction and turnover intention
E.W. Effects of internal marketing on job satisfaction in the
5 . . 2019
Mainardes et al. banking sector
6 R Fidetal Intggratlpg 1pterna1 brapdmg antecedents, customer and job 2019
satisfaction in the public sector
What factors influence Generation Y's employee retention in
7 WD.Fryeetal the hospitality industry?: An internal marketing approach 2020
S, Kazakov et The impact of information and communication technology
8 al’ v and internal market orientation blending on organisational 2020
' performance in small and medium enterprises
The mediating role of job satisfaction and affective
AM. Al . : . . ) :
9 commitment in the relationship between internal marketing 2020
Samman et al. . . .
practices and customer orientation
TH. Chene et Based on social capital to discuss the correlation between
10 ai ' & internal marketing strategy and employees’ job satisfaction 2020
' in medical equipment industry
M.S. Nemteanu The influence of internal marketing and job satisfaction on
11 o task performance and counterproductive work behavior inan 2021
et al. . . . . .
emerging marketing during the covid-19 pandemic
12 YX. Sungetal The impact qf alrh'ne internal 1b‘randmg on work outcomes 2001
using job satisfaction as a mediator
U. Chasanah et Internal marketing in its influence on organizational
13 al' commitment: The mediation of job satisfaction and 2021
' organizational justice
F.M.O. The Impact of Internal Marketing Practices on Employees’
14 Almaslukh et Job Satisfaction during the COVID-19 Pandemic: The Case 2022
al. of the Saudi Arabian Banking Sector
O.U. Arikan et Carrying the Burden of the Pandemic: The Relationship
15 al' ) Between Internal Marketing, Burnout, and Job Satisfaction 2022
' in Courier Service Industry
TD.H. Thai et The roles of internal marketing and person-organization fit
16 al‘ o in hospitality employees’ life satisfaction: an integration of 2023
' work and nonwork domains
Grateful Workers, Satisfied Workers? A Portuguese Study
17 1. Ataideetal.  about Organizational Happiness during COVID-19 2023
Quarantine
18 W.J. Chen et al. Innovative S§rV1ce Beha\_flors of Hotel Employees: An 2023
Internal Service Perspective
19 A.P. Rodrigues  The impact of internal marketing on employee attitudes and 2023

et al.

behaviours in local public secto organisations
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No Author Title Year
20 H.T. Yietal Internal r'na‘rketmg anq salespeoplg s out-of-role behaviour: 2023
The mediating role of job satisfaction
M.M.P.F.F. How can internal marketing practices help achieve
21 . L 2023
Santiago et al. ~ organizational success?
Congruent internal marketing efforts to reduce turnover
22 0O.Uludagetal. intentions among restaurant employees in the midst 2023
of COVID-19
A Serafim et Emotional Intelligence and Internal Marketing as
23 al' © © Determinants of Job Satisfaction and Satisfaction with Life 2024
' among Portuguese Professionals
A. Serafim et Toward a scale to assess the emotional intelligence and
24 . . : ) 2024
al. internal marketing of business employees in Portugal

The reviewed studies were drawn from a wide variety of organizational settings,
confirming that internal marketing has been investigated across both public and private
sector environments (Eid et al., 2019; Rodrigues et al., 2023; Sarker & Ashrafi, 2018;
Uludag et al., 2023). Retail and banking settings were represented in studies on employee
satisfaction and service-sector work outcomes, while hospitality and foodservice contexts
highlighted retention, life satisfaction, and job-related attitudes as relevant consequences
of internal marketing (Frye et al., 2020; Joung, 2015; Thai et al., 2023). Public sector and
service-related organizations also appeared prominently in the reviewed literature,
showing that internal marketing is relevant not only in commercial settings but also in
institutional and administrative environments (A. d. S. Cerqueira, 2018; Chasanah, 2021;
Eid et al., 2019; Mainardes & dos Cerqueira, 2016). Overall, this contextual breadth
indicates that internal marketing has been examined not as a sector-bound concept, but as
a cross-sector organizational strategy with implications for employee satisfaction and
broader work outcomes (Kazakov et al., 2020; S.-M. Nemteanu & Dabija, 2021; Serafim,
2024a)

Main Findings and Research Trends

The evidence synthesized in the first manuscript consistently shows that internal
marketing contributes positively to job satisfaction across multiple organizational
contexts (Al Samman & Mohammed, 2021; Almaslukh, 2022; A. d. S. Cerqueira, 2018;
Mainardes et al., 2019). Positive associations between internal marketing and job
satisfaction were reported in public sector institutions, banking organizations, service
settings, and pandemic-related work environments, suggesting that the effect is not
limited to a single sector or organizational form (Eid et al., 2019; S.-M. Nemteanu &
Dabija, 2021; Uludag et al., 2023). These findings support the argument that internal
marketing has become an important mechanism for strengthening favorable employee
attitudes and sustaining positive work-related outcomes under both stable and turbulent
conditions (Arikan & Oztiirk, 2022; Frye et al., 2020; Sung, 2021).

Job satisfaction also appears to function as a central mechanism through which
internal marketing affects broader organizational outcomes (Eid et al., 2019; Sung, 2021;
Yi et al., 2023). In several studies, job satisfaction mediated the relationship between
internal marketing and organizational commitment, work outcomes, customer-related
outcomes, and discretionary employee behavior, indicating that satisfaction occupies a
strategically important explanatory position in this literature (Al Samman & Mohammed,

9
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2021; Yi et al., 2023). This mediation pattern suggests that internal marketing does not
simply improve isolated employee feelings, but works through satisfaction to generate
wider organizational consequences, including commitment, performance, and customer-
oriented behavior (M. S. Nemteanu et al., 2022; Yi et al., 2023).

The outcomes associated with internal marketing extend beyond narrowly defined
job attitudes and include broader dimensions of employee well-being and psychological
functioning (Ataide et al., 2023; Serafim, 2024b; Thai et al., 2023). Internal marketing
has been linked to life satisfaction, organizational happiness, and satisfaction with life,
indicating that its relevance may extend beyond the workplace and into the employee’s
broader experience of professional and personal well-being (Serafim, 2024a; Thai et al.,
2023). In more demanding work environments, internal marketing has also been
associated with burnout-related issues and resilience under crisis conditions, which
further broadens its explanatory relevance in the employee outcomes literature
(Almaslukh, 2022; Arikan & Oztiirk, 2022; S.-M. Nemteanu & Dabija, 2021).

Conceptual and Measurement Patterns

The first file further indicates that internal marketing is consistently treated as a
multidimensional construct rather than a single operational activity (Joung et al., 2018;
Nointin, 2018; Sarker & Ashrafi, 2018). The most frequently identified dimensions
include empowerment, work environment, compensation, managerial relationships,
communication, vision, development, and organizational support, all of which point to a
broader managerial framework through which employees experience support, value, and
alignment with organizational goals (J. H. Cheng, 2020; Frye et al., 2020). The recurrence
of these dimensions across the reviewed studies suggests that internal marketing is
understood as a structured approach to shaping employee experience through both
relational and organizational mechanisms.

At the same time, the literature does not always label the construct in the same
way, which indicates a degree of conceptual expansion within the field (A. d. S.
Cerqueira, 2018; Kazakov et al., 2020). Some studies approached the topic through
internal market orientation, while others framed it through internal branding, internal
marketing practices, or scale development related to internal marketing and emotional
intelligence (A. d. S. Cerqueira, 2018; Eid et al., 2019; Serafim, 2024b; Sung, 2021). This
variation suggests that internal marketing has evolved into a broader employee-centered
domain of inquiry in which adjacent constructs are used to explain similar organizational
dynamics and employee responses.

This conceptual diversity enriches the literature, but it also introduces
fragmentation in how internal marketing is defined and measured across studies (Ataide
et al., 2023; Serafim, 2024b). Some studies connected internal marketing with
organizational happiness, innovative service behavior, and emotional intelligence,
thereby extending the concept into broader employee-centered explanatory models.
While such expansion strengthens the reach of the field, it also suggests the need for
greater conceptual clarity in future research to ensure that different labels do not obscure
the common theoretical core of internal marketing.

Methodological Patterns in the Literature

The methodological profile reported in the first manuscript shows a strong
dominance of quantitative approaches, especially regression analysis and structural
equation modeling (Ataide et al., 2023; Joung, 2015; Mainardes et al., 2019). Regression

10
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analysis was frequently used to explain employee-related outcomes such as job
satisfaction, work engagement, and life satisfaction across different sectors and
respondent groups (Al Samman & Mohammed, 2021; Kazakov et al., 2020). Structural
equation modeling was commonly used to test direct, indirect, and mediating
relationships among internal marketing, job satisfaction, commitment, and other
organizational outcomes (Almaslukh, 2022; Eid et al., 2019; Frye et al., 2020). This
indicates that the literature has largely been oriented toward explanatory modeling and
the testing of relational mechanisms rather than purely descriptive analysis.

Factor analysis also appeared in several studies, particularly those concerned with
dimensional refinement and construct validation in the internal marketing field (C.-F.
Cheng, 2020; J. H. Cheng, 2020; Chiu et al., 2014). Similar factor-based approaches were
used in studies on retail, airline, and service-related settings to identify or confirm the
dimensions underlying internal marketing and employee outcomes (Sarker & Ashrafi,
2018; Sung, 2021). By contrast, content analysis and correlation-based approaches
appeared less frequently, although they still contributed to the diversity of methodological
perspectives in studies examining burnout, job satisfaction, and public sector work
environments.

This methodological diversity remains valuable because it shows that the field has
developed through several analytical traditions, including predictive modeling,
dimensional refinement, and relational testing (Ataide et al., 2023; Chasanah, 2021). At
the same time, differences in methods, respondent groups, sectors, and model
composition may help explain why findings differ in strength and emphasis across
studies, as also recognized in the first manuscript (Mainardes et al., 2019; S.-M.
Nemteanu & Dabija, 2021; Thai et al., 2023). The available evidence therefore suggests
that the field has accumulated substantial empirical insight, but still shows room for more
integrated methodological development across contexts and constructs.

DISCUSSION

The evidence synthesized from the first manuscript supports the view that internal
marketing should be understood as a strategic organizational approach rather than a
narrow internal communication activity (Al Samman & Mohammed, 2021; Mainardes et
al., 2019; S.-M. Nemteanu & Dabija, 2021). Positive effects of internal marketing have
been reported not only on job satisfaction, but also on customer orientation, task
performance, organizational success, and broader work-related outcomes, indicating that
internal marketing helps create value for both employees and organizations (Al Samman
& Mohammed, 2021; Eid et al., 2019). This reinforces the interpretation that internal
marketing operates as an organizational capability that shapes employee attitudes while
simultaneously contributing to broader performance-oriented objectives.

The literature also indicates that internal marketing contributes to organizational
commitment, employee retention, and reduced turnover intention, which expands its
relevance beyond satisfaction alone (Frye et al., 2020; Nointin, 2018; Uludag et al., 2023).
Retention and turnover-related effects were particularly visible in hospitality and
restaurant settings, while commitment-related effects emerged in models that
incorporated job satisfaction and organizational justice as mediating mechanisms (Frye
et al., 2020; Uludag et al., 2023). These findings demonstrate that internal marketing is
relevant not only to how employees evaluate their jobs, but also to whether they remain
committed to and continue within the organization .

11
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A broader implication of these findings is that internal marketing offers an
important bridge between marketing logic and human resource management practice
(Bailey et al., 2016; Kanyurhi, 2016; Ocak & Marangoz, 2019). The literature consistently
presents internal marketing as an approach that treats employees as internal customers
and emphasizes communication, support, development, and value creation within the
organization, thereby aligning employee well-being with organizational objectives
(Bailey et al., 2016; ELSamen & Alshurideh, 2012).. This interpretation is reinforced by
evidence showing that job rotation, supportive supervision, and internal marketing
practices can strengthen job satisfaction and organizational commitment in professional
service settings (Ileong & Lam, 2016; Mainardes et al., 2019). From this perspective,
internal marketing does not merely complement HRM, but provides a meaningful
interdisciplinary lens for understanding employee experience, loyalty, and performance.

Overall, the reviewed literature demonstrates that internal marketing has
substantial relevance for both employee-related and organizational outcomes across
diverse sectors and circumstances (A. S. Cerqueira, 2018; Mainardes et al., 2019; Thai et
al., 2023). Its effects are visible not only in relation to job satisfaction, but also in relation
to commitment, retention, performance, life satisfaction, and well-being in both routine
and crisis contexts (Almaslukh, 2022; Arikan & Oztiirk, 2022). Accordingly, internal
marketing should be positioned not only as a marketing-related construct, but also as a
meaningful framework for strengthening employee experience and organizational
effectiveness across contemporary organizational environments.

CONCLUSION

This systematic literature review demonstrates that internal marketing has become
an important organizational approach for explaining a wide range of employee-related
and organizational outcomes, with job satisfaction emerging as one of the most central
and consistently reported outcomes. Across the reviewed studies, internal marketing was
shown to operate through dimensions such as communication, development,
empowerment, managerial support, compensation, and work environment, all of which
contribute to more positive employee attitudes and stronger workplace experiences. The
review also shows that the effects of internal marketing extend beyond job satisfaction
alone, as they are closely associated with organizational commitment, employee
retention, work engagement, performance, customer-oriented behavior, and broader well-
being outcomes. These findings confirm that internal marketing should be understood not
merely as an internal communication mechanism, but as a strategic framework for
strengthening employee experience and enhancing organizational effectiveness across
diverse sectors.

At the same time, the review reveals that the literature has developed through
diverse conceptual labels, methodological approaches, and sectoral contexts, indicating
both the richness and the fragmentation of the field. Although the accumulated evidence
strongly supports the positive role of internal marketing, future research is still needed to
produce greater conceptual clarity, stronger methodological integration, and deeper
understanding of the conditions under which internal marketing generates the most
significant outcomes. Overall, this study highlights the continuing relevance of internal
marketing as an interdisciplinary perspective that can enrich both management research
and organizational practice.
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