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Abstract 

Purpose: This study aims to the mediating effects of commitment to customer service on the internal marketing and 

relationship quality of higher education institutions. Internal marketing is accessed by internal communication and 

training. 

Methodology: The population of this research is the staff of the public service sector, especially employees in 

universities at Surabaya, East of Java, Indonesia. Researchers surveyed 220 employees in both private and public 

universities who have worked with a minimum period of 5 (five) years. These samples were selected by judgment 

sampling method and Path Analysis was employed to analyze data. 

Main Findings: Results identified internal communication and training influenced commitment to customer service 

which further influenced their relationship quality.  

Application of this study: Internal marketing practice is essential to explaining the commitment to customer service and 

relationship quality, especially in the higher education institutions. 

Novelty/Originality of this study: To the best, our knowledge is seen from testing the effects of internal marketing on 

two types of internal marketing outcomes and the selection of university as the object of study. 

Keywords: Relationship Quality, Internal Marketing, Internal Communication, Training, Commitment to Customer 

Service, Higher Education Institutions. 

INTRODUCTION 

Higher education service is essential to the development in social, economic, and infrastructure sectors. The 

effectiveness, efficiency, and quality of education service affect not only the students but also the community in general. 

As a public sector organization, higher education institutions face the demand to create and provide the value of the 

community through the improvement of service, processes, engagements, objectives, and strategies (Arleen et al., 2017). 

Higher education institutions, particularly universities, encounter the challenges of creating value through superior 

service with certain limitations including regulations and budget. Service quality is inseparable from the physical 

contacts between salespersons (in this case is employees) and customers in the service environment that continually & 

significantly develop and contribute to customer perception of service quality. Thereby, the exploration of elements in 

the organization and its contribution to supporting the interaction of employees (salespersons) and customers continue to 

be conducted, for instance, to organizational structure (Conduit and Mavondo, 2001), interpersonal relationship, reward, 

and resource allocation (Morrison, 1996). The activities in building the internal relationship of the organization 

frequently turn into a central topic in the internal marketing and service literature.  

Berry (2002) mentions that internal marketing is one relationship marketing strategy needed to be considered in a long-

term relationship plan for customers. Furthermore, Berry (2002) proposes that internal marketing is relevant to nearly all 

organizations. For a service company, for example, the service quality on sale will be determined by the practical skill 

and attitude to the employees who produce service. For this reason, service-oriented companies may use internal 

marketing to attract, retain, and motivate their employees' quality by continuously improving their ability to provide 

service quality. Offering products (goods and services) that consistently meet quality requirements is also a crucial factor 

in building reliable relationship marketing in each organization. Internal marketing is the best approach to build a 

service-oriented organization. Internal marketing focuses on useful internal organizational achievements, exchanges with 

organizations and employees as a prerequisite for the successful external exchange. 

Academics have widely used internal marketing in describing relationships to the organizations that see employees as 

partners for them as an effort to achieve organizational success. Organizations that view employees as the most valuable 

asset will treat them as internal customers in order to gain a competitive and objective advantage (Rafiq and Ahmed, 

2000). Service to internal customers is an essential part of creating organizational success. The internal marketing 

relevance to service operation is found in the service quality improvement in customer-oriented companies. Several 

previous studies have found that internal marketing affects several outcomes, both in individuals (customers and 
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employees) and organizational levels.  

Several researchers have developed different internal marketing definitions and their contribution to various outcomes. 

The developing vital ideas include the effects of internal marketing on employees (Ahmed et al., 2002; Berry, 1981; 

Mudie, 2003; Rafiq and Ahmed, 2000); the effects of internal marketing on organizations (Ahmed et al., 2002; Mudie, 

2003); the effects of internal marketing on external customer satisfaction (Ahmed and Rafiq, 2014; Rafiq and Ahmed, 

2000); and the effects of internal marketing on the development of cross-functional units in the organizations (Ahmed 

and Rafiq, 2003; Ballantyne, 2003; Rafiq and Ahmed, 2000). 

Regardless of the summary of the research results, Bansal et al. (2001) point out that there are only a few research 

studies on the effects of internal marketing activity on external marketing outcomes, such as external service quality, 

external customer satisfaction, and external customer loyalty. Most of the research on internal marketing tested the 

effects of internal marketing on internal marketing outcomes, such as work commitment, job satisfaction, trust, and 

internal customer loyalty. Nevertheless, one should admit that there has not been any research that directly examines the 

effects of internal marketing on external marketing outcomes. Multiple mediating variables that connect the internal 

marketing outcome of external marketing outcomes are required. In his research, Bansal et al. (2001) employed internal 

customer behavior variables, namely extra-role behaviors directed at external customers, which was expected to link the 

relationship between internal and external marketing outcomes. 

The research conducted by Bouranta and G. Mavridoglou (2003) mentioned research results found by some researchers 

that concluded that internal marketing was able to significantly contribute to the quality improvement provided by some 

service companies (George, 1990; Berry and Parasuraman, 1991; Piercy, 1995). Subsequently, not only limited to the 

service industry, the research results by Greene et al. (1994) concluded that internal marketing is fundamentally 

important to all industries, but its role is more necessary for the service industry. It is supported by the research 

performed by Bailey et al. (2015) that used service as the research object, namely several banks of Saudi Arabia. They 

examined the effect of global measurement of internal marketing on job satisfaction and employees' commitment to the 

banking sector. Moreover, most research on internal marketing is more applicable in service sectors, including banks and 

other financial services (Ali, 2012; Narteh, 2012; Sahiet al., 2013; Albassami et al., 2015; Du Preez and Bendixen, 2015) 

as well as restaurants (Salehzadehet al., 2017; Akroushet al., 2012). From an internal marketing perspective, employees 

in the service industry are crucial factors of the company’s success (Joung et al., 2015). 

Although service companies are the primary users of the internal marketing concept, this concept applies to non-profit 

organization sectors and the public sector, including higher education (Altarifi, 2013; Dias and da Silva, 2013, Tareef 

and Balas, 2012). Finally, through several theories and studies of previous research results, this research is expected to 

contribute to the service industry, especially for universities, in providing services for customers or students. 

Furthermore, the researcher seeks to examine the mediating effects of employee commitment to customer service, in the 

relationship between internal marketing and relationship quality in higher education institutions, particularly in 

Surabaya, East of Java, Indonesia. It is expected that employees' commitment to customer service is capable of 

representing the internal outcome of internal marketing, which later will be connected with relationship quality as the 

external outcome of internal marketing. 

The present research is essential to conduct because besides yielding internal and external marketing outcomes, we must 

admit that despite the significant role of internal marketing in its relationship to organizational external marketing's 

objectives related to the company's internal capabilities, there are only a few organizations that use the internal 

marketing concept in their practices. To promote products and maintain their external customers, most companies focus 

on external marketing activities. Nevertheless, tangible and intangible services are delivered from internal customers 

(employees) to external customers (students) in the higher education service sector. Also, research on the application of 

internal marketing concepts, specifically in institutions (universities) is still rarely conducted in Indonesia.  

The originality in this research is seen from testing the effects of internal marketing; two types of internal marketing 

outcomes, internal and external; and the selection of the education service type, universities. The research was carried 

out based on the model proposed by Bell et al. (2004), Huang et al., (2012), and Huang, Y. T. & Rundle-Thiele, S. 

(2015). Several previous studies have found partial relationship between variables as follows: (1) internal 

communication on commitment to consumer service by Álvarez, L.S., et al., (2009), Frandsen, F. and Johansen, W., 

(2011), Thomson, K. and Hecker, L., (2001), Kitchen, P.J and Daly, F., (2002), Kollat, J. and Farache, F., (2017), Asif, 

S. and Sargeant, A, (2000), González, G.B., et al., (2016),Boshoff, C. and Mels, G., (1995), Suh, T. and Lee, J., (2016), 

Balaji, M.S., et al., (2016), (2) training on commitment to consumer service by Sharma, N. and Patterson, P.G., (1999), 

Álvarez, L.S., Casielles, R.V. and Martín, A.M.D., (2009), Furtmueller, E., Dick, R.V. and Wilderom, C., (2011), 

Mouawad, M. and Kleiner, B.H., (1996), Koskela, I. and Palukka, H., (2011), Little, M.K. and Dean, A.M., (2006), 

Giovanis, A., (2016), Izogo, E.E., (2017), Patwardhan, A. and Patwardhan, P., (2009), Bianchi, C., (2011), (3) 

commitment to consumer service on relation quality by Sharma, N. and Patterson, P.G., (1999), Moreira, A.C. and Silva, 

P.M., (2015), Wetzels, M., et al., (1998), Taylor, C., (1994), Jones, T.D., et al., (2009), Little, M.M. and Dean, A.M., 

(2006), Fullerson, G., (2014), Álvarez, L.S., et al., (2009), Giovanis, A.,(2016), Izogo, E.E., (2017).  

No previous study has comprehensively studied internal communication and training on a commitment to customer 
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service, and commitment to customer service on relationship quality. Keeping mid this point the researcher aimed to find 

out the mediating effects of commitment to customer service on the internal marketing and relationship quality of higher 

education institutions. Internal marketing is accessed by internal communication and training. 

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT  

Internal Marketing 

Service industries and service organizations play an essential role in national economic growth (Joung et al., 2015). In 

service organizations, intangible assets, such as human resources, are at the core of competitive advantage. The 

investment in human resources and improvements to the internal administration process will promote quality 

improvement in services (Campo et al., 2014). Internal marketing is a strategy to create high-performing individual 

values, concerning its indicators of reward systems, internal communications, training, and development, as well as 

senior leader support to increase superior employee performance, which ultimately will affect the business performance 

(Ahmed et al., 2003). The symbiotic relationship between the organization and internals customer is aimed at creating 

individual values that result in increased profitability, customer retention, market share, and organizational performance. 

When organizations are capable of meeting their needs and desire and providing support to employees, they are more 

responsible and more focused on achieving their performance (Keller et al., 2006). 

The internal marketing concept was first introduced by Berry (1981) and Gronroos (1983) as an approach that allowed 

and motivated all members of the organization to conduct their responsibility and service. Internal marketing to 

emphasize that all members of the organization are customers. Thus, the organization should maintain and improve its 

relationships with its internal customers – the employees - through the quality of internal service (Groonros 1981). In 

line with the development of subsequent researchers, the elements of internal marketing are also developed. Several 

researchers mention internal marketing elements, comprising of internal communication (Naude et al., 2003), training 

(Zampetakis and Moustakis, 2007), and internal market research (Paraskevas, 2001). These three elements are adopted in 

the work of Huang and Thiele (2013) and Back et al., (2011). 

Despite the differences between internal marketing elements, Bell et al. (2004), Back et al., (2011), and Huang and 

Thiele (2015) agree that the internal marketing process lies in the full and continuous management support. Based on the 

agreement and adaptation of the marketing context, the present research employs marketing elements of Huang and 

Thiele (2015) and Back et al. (2011), which consists of internal communication and training. 

Similarly, internal marketing towards employees' commitment to customer service (salesperson commitment to customer 

service). This research employs a research model by Bell et al. (2004) that examines the relationship of internal 

marketing on salesperson commitment to customer service. In this context, Bell et al. (2004) used social exchange 

perspectives proposed by Shore and Wayne (1997), stating there is a social exchange of the relationship between 

employee-organizations. The companies that undertake internal marketing through internal communication, training, and 

carry out comprehensive internal marketing research will be able to increase employee commitment or employee 

orientation, particularly in terms of customer service. 

Various literature on internal communication agrees that the organization can obtain many benefits if the management is 

willing to conduct their internal communication effectively (Piercy & Morgan, 1990). Varey and Lewis (1999) suggest 

that internal communication is a contract between manager and employee, wherein that relationship the managers must 

reconsider the rules they created, and think about the things to do for improving the quality of their employees.  

Some researchers use internal marketing constructs as an organizational variable or at the level of organizational analysis 

(Shiu and Yu, 2010; Zaman et al., 2012). Such a variable is measured by Likert scale using the existing scores. 

However, the scores of the organizational variable will have different values for each response. This research used 

internal marketing construct measurement, salespersons' commitment to customer service, and the relationship quality 

perceived by individuals towards those activities. As explained in the background, besides adopting the model used by 

Huang &Rundle-Thiele (2015), this research also employs some of the models used by Bell et al. (2004), Huang et al., 

(2012), and Huang and Thiele (2015). The summary of other research results regarding internal marketing can be seen in 

Table 1.  

Table 1: A Summary of Varying Research Results on Internal Marketing 

Research Method Respondents Variables Results 

Ahmed et 

al. 

(2003) 

Survey 
300 employees of 

manufacturing and 

services 

The internal marketing mix, 

organizational competencies, 

business performance 

Internal marketing 

has a significant and positive 

effect on business performance. 

Organizational competence 

(individual competencies) 

 

    

    

    mediates the effect of internal 

    marketing on business 

    performance.  
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Hwang and 

Chi (2005) 

Post 

Surveys 

359 Hotel Internal marketing, Employee’sjob satisfaction, 

Organizational performance 

correlates significantly on 

internal marketing 

employees  job satisfaction. 

  organizational performance 

    

Bouranta et 

al. (2005) 

Survey Bank managers Internal marketing, Internal marketing 

  market orientation, business has positive but not significant 

   performance (ns) effect on business 

    performance. 

Keller et al. 

(2006) 

 

 

Survey 

200 employees 

67 supervisions 
Internal Marketing Mix 

(IMM) 

Internal Customer Satisfaction 

(ICS) 

Interdepartmental Customer 

Orientation (ICO) 

Internal Customer Performance 

(ICP) 

Internal marketing 

has a positive and significant 

effect on internal 

customer performance 

  

  

    

    

    

    

Ha et al 

(2007). 

 

Survey 500 executives of 

service companies 
Internal marketing, coordination 

and inter-functional integration, 

marketing-like approach, job 

satisfaction, customer orientation, 

empowerment, 

employee motivation, internal 

communication, 

service quality, vision 

development, reward strategy, 

senior leadership, 

business performance 

Internal marketing 

has a significant and positive 

effect on 

business performance. 

 

  

   

    

    

    

    

    

    

    

Chi et al. 

(2008) 

Survey 130 salespersons Internal marketing,  

transformational leadership, 

organizational commitment, 

performance 

Internal marketing 

has a positive and significant 

effect on performance. 

Internal Marketing 

has positive and significant, 

effect on organizational 

commitment.  

  

   

   

    

    

Shiu and Yu 

(2010) 

 

Survey 350 employees of 

non-life insurance 
Internal marketing, 

organizational culture, job 

satisfaction, organizational 

performance 

Internal marketing 

has a positive and significant 

effect on organizational 

performance. 

 

  

   

Zaman et 

al. (2012) 

Survey 550 of bank 

employees Internal marketing, 

Organizational commitment, 

Market orientation, business 

performance 

Internal marketing 

has a positive and significant 

effect on performance 

business 

 

 

   

   

Source: Mapping made from Previous Research 

Internal Marketing at Higher Education 

A review of internal marketing literature in higher education demonstrates serious concern in responding to the growing 

competition and demand for quality education (Stimac and Simic, 2012; Tareef and Balas, 2012). Most research on 

higher education focuses on communication relationship marketing, service quality, and the various outcomes of the 

work of teachers or employees. It rarely focuses on non-teaching staff or employees who interact directly with their 

customers, i.e., the students.  

In the higher education institution, the role of employees that provide service to students is a crucial factor in providing 

service quality. Service quality from employees can at least be provided if the employees feel satisfied with their needs 

and are treated as a valuable asset of human resources at a higher education institution. The internal marketing concept is 

present to provide guidance and counseling on how the institutions should treat their employees as customers, i.e., 

internal customers. Because of Hemsley-Brown and Oplatka (2006), studies on the marketing of higher education are 

still minimal. Thereby, the researchers feel the need to further investigate the area of internal marketing in higher 

education institutions like universities. 
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Internal Marketing and Commitment to Customer Service 

The concept of internal marketing has been studied for more than 30 years to simply understand how marketing 

principles can be applied to employees, based on the comprehension that the company's marketing success is more 

determined by its employees. Several studies have investigated the basics of conceptual training as internal marketing 

components that can be divided into four main categories: service standard, training, development program, and rewards 

(Papasolomou&Vrontis, 2006). Collins &Payne (1991) identify human resource management and employee training as a 

primary internal marketing activity, while Paraskevas (2001) states that employees with the necessary skills and 

information possess a significant role in implementing internal marketing.  

Internal marketing, in the opinion of Huang (2015), is divided into internal communication, training, and market 

research. This division is based on the initial idea of internal marketing proposed by previous studies. Market research 

was not used in this research because it was adapted to the respondents that became the samples of this research. Based 

on the description, this research adopted internal communication and training as elements of internal marketing. 

H1: Internal communication has a significant effect on commitment to customer service. 

H2: Training has a significant effect on commitment to customer service. 

Commitment to Customer Service and Relationship Quality 

Concerning to test the commitment to customer service on relationship quality, this research adopted some of the models 

used by Huang et al. (2012) who tested the effects of internal marketing perceived on the relationship quality and 

customer loyalty to a perceptual market orientation. The commitment to customer service is an employee’s relative 

tendency to keep improving and driving great efforts in customer benefits’ achievement (Peccei and Rosenthal 1997). 

When employees commit to providing the best service to customers, it will create a relationship quality between 

customers and employees.  

The initial idea of relationship quality surfaces from theories and studies in relationship marketing (Crosby et al., 1990; 

Dwyer et al., 1987), where the ultimate goal of relationship quality is to strengthen the existing relationship to customers 

to make them more loyal. Subsequently, the relationship quality is an assessment of the strength of a relationship as a 

whole, and to the extent to which conformity occurring between the needs and expectations of the parties based on 

previous experience (Crosby, Evans, & Cowles, 1990). According to Huang et al. (2013), relationship quality comprises 

two constructs: the relationship quality between customers and employees and the relationship quality between 

customers and the organizations.  

H3: The commitment to customer service has a significant effect on relationship quality. 

Based on the description and analysis of various models above, besides adopting the model used by Huang (2015), this 

research also used some of the models employed by Bell et al. (2004), Huang et al.,(2012), Huang & Thiele (2013) and 

Huang and Thiele (2015), then it yielded the research model below: 

Internal Marketing 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: The research model 

METHODOLOGY 

The population of this research was some employees in several higher education institutions (universities), both private 

and public universities in Surabaya, East Java, Indonesia. The present research employed a survey method, where the 

samples used were 220 university employees. The sampling technique used judgment sampling, using a few 

requirements, i.e., the employees that had worked in each institution with a minimum working period of 5 (five) years. 

The scale used to measure the constructs in this research was derived from various available literature, both in the form 

of theories and previous research results. All items were measured using a 5-point Likert Scale, ranging from 1 (strongly 

disagree) to 5 (strongly agree). Each scale had undergone validity and reliability testing. 

Internal 

Communication  

Training 

Commitment to 

Consumers' 

Service 

Relationship 

Quality 

H1 

H2 

H3 
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Internal marketing was measured by adopting instruments developed by several researchers, namely Money and 

Foreman (1996), Caruana and Calleya (1998), Ewing and Caruana (1999), Naude et al. (2003), Bouranta et al. (2005), 

Bennett and Barkensjo (2005), Shiu and Yu (2010) consisting of dimensions, internal communication, and training. The 

internal communication indicators were: (1) two-way communication opportunities, (2) holding regular meetings for 

service quality, and (3) the supervisors facilitating innovative ideas. While the training indicators were: (1) giving 

chances to attend training, (2) training to improve service quality, and (3) the provision of information about meeting 

forums. 

Commitment to Customer Service is measured using these indicators: (1) working to improve service quality; (2) having 

the ideas to improve service quality; (3) giving suggestions to improve service quality, (4) always trying to satisfy 

customers, 5) always willing to serve the customers under any circumstances. 

Relationship quality. Based on the concept developed by Donabedian (1980), this relationship quality measurement also 

compares the measurement made by Garbarino and Johnson (1999) and Mechanic and Meyer (2000). Eventually, this 

research employed six items: (1) The university is committed to fulfilling the needs of its employees; (2) The university 

is consistent with providing quality service; (3) The university offers personalized service to meet the needs of its 

employees; (4) I believe my superior has high integrity; (5) I believe in things promised by the university; and (6) it is 

challenging to leave this institution.  

Model 

The data collected were analyzed using path analysis. This analysis was used to determine the relationship between 

independent variables (internal communication and training) and the dependent variable (relationship quality), through 

the mediating variable (commitment to customer service). Based on the variables used, the relationship between 

variables can be formulated as follows: 

Z = a + b1X1 + b2X2+ e1 

Y = a + b3Z + e2 

Description: 

Y: Relationship quality 

X1: Internal Communication  

X2: Training  

Z: Commitment to customer service 

b1, b2, b3: Path coefficient 

Measurement Validation 

The respondents in this research are many employees at several universities in Surabaya, East Java, Indonesia. The 

characteristics of respondents in this research are grouped into several demographic aspects that will be used to complete 

the discussions. The characteristics of respondents of this research are predominantly males with the dominant age of 

more than 40 year-olds, working duration of more than five years, and the average number of training attended was more 

than 6. Further validity test results show that all items of statements are valid because they have a value greater than 0.3. 

After testing the validity, the next stage is to test the reliability. The reliability test is conducted to view the consistency 

of the respondents’ answers to the statement of the questionnaires. A construct is said to be reliable if the Cronbach 

Alpha value is more significant than 0.7 (Ghozali, 2013). The reliability test results demonstrate that all constructs in this 

research are reliable as they all have Cronbach Alpha value greater than 0.7.  

RESULT  

The results of path analysis testing can be seen in table 2. 

Table 2: Path Analysis Results 

Relationship Estimate S.E. C.R. P 

Service_commitment    <--- internal_communication .948 .387 2.446 .014 

Service_commitment    <---     training 1.422 .318 4.478 *** 

Relationship_quality     <--- service_commitment 1.326 .286 4.640 *** 

Source: The data processed by the researcher 

The result of path analysis in Table 2 indicates that internal communication has positive and significant effects on a 

commitment to customer service because the p-value is less than the significance value of 0.05. It suggests that the better 

the implementation of internal communication, the more improving the commitment to customer service will be. Based 

on these results, it can be concluded that the first hypotheses are proven, meaning that internal communication has an 
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effect on a commitment to customer service. 

The effects of training on a commitment to customer service have a p-value value of 0.00, which is smaller than the 

significance value of 0.05. The result shows that training has a positive and significant effect on a commitment to 

customer service. It means that the more the employees attending the training, the better the commitment to customer 

service will be. Based on these results, it can be concluded that the second hypothesis are proven, meaning that training 

has an effect on the commitment to customer service.  

The effects of commitment to customer service on relationship quality have a p-value value of 0.00. The result also 

shows that commitment to customer service has a positive and significant effect on relationship quality. The meaning the 

effects are: the better the commitment to customer service, the more improving the relationship quality will be. Based on 

these results, it can be concluded that hypothesis 3 is proven, meaning that commitment to customer service has effects 

on relationship quality. 

Internal Communication on Commitment to Customer Service 

Internal marketing focuses on the achievement of active internal exchange of organizations and employee groups as a 

precondition for successful exchanges with external markets. It can improve the effectiveness and efficiency of the 

internal marketing program as one of the ideas of relationship marketing (Berry, 2002). Internal marketing is one of the 

relationship marketing strategies that should be considered in the development of a long-term relationship plan for 

customers (Berry, 2002). Internal marketing treats employees as internal customers, which is the process of establishing 

individual values in the organization to meet their needs and desire, thus to improve the employee performance and 

eventually to achieve the organizational goals.  

The needs and desires for employees in the implementation of internal marketing, such as training and development, 

reward system, leadership, and internal communication, should be given to employees as internal customers of the 

organization. Concerning internal communication, which becomes one measurement of internal marketing as well as the 

variable in this research, it is found that there is a significant effect of internal communication and commitment to 

customer service. Internal communication occurring between institutions, in this case, is universities to employees, is 

proven to contribute significantly to the employee commitment to customer service, i.e., the students. As stated in the 

questionnaires, several universities have provided two-way communication opportunities for employees. The 

communication direction applied by the university is two-way communication, namely, top-down and bottom-up. 

Various formal & informal meetings and events have been implemented together with many purposes, starting from 

program and information dissemination to the process of gathering employees' aspirations as a medium in the delivery of 

opinions and complaints. Besides, in the accommodation of all inputs and information from their employees, several 

universities have held regular meetings to discuss quality and services improvement, supported by the superiors’ efforts 

in facilitating innovative ideas. 

Communication is the process of delivering information, understanding, and comprehension from one person to another. 

Communication is an essential factor of organizations, as each member and sub-system in the organization must 

communicate with different parties to achieve their goals. The relationship between members of the organization is tied 

together with communication in order to form togetherness and allow the organization to carry out its functions. 

Communication with the organization is aimed at improving individual performance, which ultimately will improve 

organizational performance. Internal communication is a medium to share information and knowledge among 

employees, allowing them to carry out their work. Internal communication taking place within an organization is aimed 

at establishing a good relationship of employees, between employees and leaders, and among various subsystems. The 

employees are expected to feel the appreciation and attention to the internal appreciation program, thus creating a sense 

of belonging, motivation, creativity, and desire to achieve work performance as maximum as possible. The measurement 

of the employees' work success is not only limited to their work performance, but also the aspect of employees' internal 

communication skills within the organization. Thereby, communication with employees and many parts of subsystems in 

the organization is a part of the implementation of internal marketing capable of affecting employees’ behavior and 

performance (De Bussyet al., 2003). 

The Training on Commitment to Customer Service 

The research results find that there is a significant effect of the training on the commitment to customer service. These 

training indicators are proven to contribute to employees’ commitment to providing service to customers. Respondents 

of this research stated that they work in had allowed employees to attend the training. The training is held regularly by 

universities and is implemented in rotation for their employees. The training has been carried out, either those organized 

by the universities, which involve them in regional level training or the training held by parties or outside institutions. 

Also, the respondents felt that the training provided by both institutions and outside parties were able to improve the 

service quality provided by the employees to the students. It is also supported by the concerns of institutions that 

routinely inform of training offers, either those directly informed of employees or in meeting forums. 

Mehra et al. (2011) proposed the importance of employee training to improve the profitability of the company, as 

satisfied and trained employees will better apply good service quality to satisfy the customers. The training and 
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development for employees is their need to improve their skills and abilities in doing their job. Training and 

development are highly necessary for employees to work better in their current job, or to prepare their responsibilities in 

the future. Training and development are an effort to improve employee performance in a particular job that becomes 

their responsibility, or a job related to their work. The goal to be achieved from a training program is the improvement in 

individual performance, which ultimately leads to an improvement in organizational performance. Employee training 

and development are the overall activities to improve and develop employees' behavior (for example, knowledge, skills, 

job competence, productivity, discipline, attitude, and work ethic) for the achievement of the desired individual or 

organizational goals. Through training and development, the employees will be able to do, improve, and develop their 

work.  

The Commitment to Customer Customer Service on Relationship Quality  

The relationship quality is an assessment of relationship strength as a whole, and the extent of conformity between the 

needs and expectations of the parties, based on previous experiences (Crosby, Evans, & Cowles, 1990). By Huang et al. 

(2013), the relationship quality consists of two constructs, namely the relationship quality of the customers and 

employees, and the relationship quality of the customers and organizations.  

The present research employs relationship quality constructs between the customer and the organization. The final 

findings of this research suggest that there are significant effects of the commitment to customer service and relationship 

quality. Several indicators indicate that: (1) I work to improve the service quality; (2) I have ideas to improve the service 

quality; (3) I give suggestions to improve the service quality; (4) I always try to satisfy the students; (5) I am always 

willing to serve the students under any circumstances; and (6) I am all out in helping the students, & have a significant 

contribution in improving the relationship quality between the institution and employees. According to Berry (1981) in 

Ahmed and Nahla (2014), the rational understanding of internal marketing mentions: By satisfying the company's 

internal customers (employees), the company will have a robust human capital and ultimately affect the service to 

customers. The presence of ethical commitment to employees has effects on improving the relationship quality of the 

employees and companies. Some other studies state that this commitment also affects the motivation and individual 

performance of employees. The implication of this finding suggests that organizations should respect and care with their 

employees as internal customers and develop good social relationships with them as internal and external customers. 

DISCUSSION 

The present research integrates different concepts, theories, issues, and approaches. The concept of relationship 

marketing is the development and maintenance of a mutually beneficial long-term relationship between the company and 

its employees, customers, suppliers, and other stakeholders; thus, the objectives of all parties involved are met by 

exchange and fulfillment of responsible promises (Gronroos, 1996). The relationship marketing perspective suggests that 

customers (for example, salespersons) have sustainable value, as long as they engage in the business with the company 

(Berry, 1983 in Morgan and Hunt, 1994). 

Internal marketing, as company marketing relationship strategy (Berry, 2002), is an activity that is directed and shaped 

to encourage employees and salespersons to gain high performance and morality in society. Many definitions have been 

put forward by some researchers and academic literature. The existing definitions promote a debate about internal 

marketing constructs; and as a result, it is agreed that internal marketing constructs are a mix of functions from human 

resource and marketing management. This research is also in support of several research findings that suggest an internal 

marketing perspective and human resources are seen as a function and discipline of interrelated psychological theory & 

organizational behavior theory (Altarifi, 2014; Rosca, 2015; DeBruin-Reynolds et al., 2015). 

Internal marketing in this research uses service sectors as the object, educational services, in order to determine the role 

of internal marketing construct measured by using internal communication and training and its contribution to the 

commitment to customer service and relationship quality. The research results show that internal marketing, measured 

using internal communications and training, affects employees’ commitment to customer service thus creating a strong 

relationship quality between employees and customers (students). 

This research broadens our understanding of internal marketing through two dimensions, namely internal 

communication and training using six measurement items. The research results support the research conducted by 

Ahmed and Rafiq (2003), describing internal marketing as internal marketing and defining internal marketing as a 

controllable element of organizational management in motivating and affecting its employees. Furthermore, this research 

is also in favor of Chang and Chang (2008), Jouet al. (2004), and Punjaisri and Wilson (2007). 

CONCLUSION AND SUGGESTION 

This research identified that internal marketing and training influenced commitment to customer service, which further 

influenced their relationship quality. There are some empirical contributions (for academics) because this research 

integrates various concepts, theories, issues, and approaches. The relationship marketing concept and internal marketing 

model. The concept of relationship marketing is the development and maintenance of a mutually beneficial long-term 

relationship between the company and its employees, customers, suppliers, and other stakeholders. Meanwhile, in terms 

of practical contributions, the research results contribute to internal marketing practices in several universities in 
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Surabaya, East Java, Indonesia. It will significantly affect the commitment and relationship quality. Educational 

institutions and institutional leadership should further promote internal marketing activities, such as vision delivery, 

awards, training and development, internal communication, and leadership quality so that these marketing activities can 

improve commitment to customer service and relationship quality. 

LIMITATIONS AND STUDY FORWARD 

The present research has several limitations. First, this research only uses two dimensions of internal marketing; future 

research is suggested to use more representative and distinctive dimensions to describe internal marketing, for example, 

supervisor support, satisfaction, or organizational support. Second, merely using small samples, samples in this research 

are limited to the education service industry, i.e., universities in one city in Indonesia, Surabaya. It is expected that future 

research can use the conceptual framework generated from this research and broaden the research object of other types 

of industries, thus producing a higher level of generalization. The selection of locations should also be more extensive 

and not limited to only one location or region. Three, this research employs a survey method of the cross-section. 

Respondents filled out the varying questionnaire at one time. The weakness of this method is that the research result 

does not guarantee the causal relationship between independent and dependent variables. Besides, the weakness of the 

cross-section survey is the tendency towards standard method bias. The score of the question item is affected by the 

previous score. Future research should use other research methods, such as experimental and longitudinal methods. It is 

based on the argument that relationship marketing, such as internal marketing and individual performance, is a time-

focused process. Finally, future research is expected to more profoundly explain the effects of internal marketing on 

other types of outcomes, both internally and externally, from the company's external by taking the views or gaps in other 

internal marketing theories. Besides, research may be conducted by comparing the application of internal marketing 

concepts between profit and non-profit companies or comparing the two types of companies in using the concept of 

internal marketing actively, in the absence of internal marketing. 
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