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The article is devoted to the topical issue of internal marketing management at
Ukrainian enterprises. Based on the analysis of scientific publications, the author
has identified tasks performed by internal marketing management at an enterprise.
The internal marketing of an enterprise has been proved to be a part of the overall
managerial process and a marketing strategy component. The author has analysed
the structure of internal marketing management system, which made it possible to
establish its similarity to the marketing mix “4P.” The basic elements of internal
marketing system are labour, wages, workplace and company culture. The
research analyses organizational forms of internal marketing currently used in
practice by Western companies. It argues that the key issue here is not to aim for
an ideal organizational form of internal marketing but to achieve maximum
interaction between all departments of a particular enterprise. At the same time,
one of the most advantageous organizational forms of internal marketing involves
an independent internal marketing department as a link between senior
management and employees. The author offers a reflexive model of internal
marketing management at an enterprise. The model is based on the possibility of
influencing employees’ idea of the company, its management and internal
marketing department. The expediency of using the proposed model in practice by
Ukrainian enterprises has been substantiated. The implementation of the model
will allow them to build employee loyalty which will result in improved
performance and quality of customer service.
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Kirouosi cioBa:

BHYTPIIIHIH MapKeTHHT, peduieKcis,
CHUCTEMHO-pe(ICKCUBHUI MIXI,
JIeapTaMeHT BHYTPIIIHBOIO MapKETHHTY,
MIePCOHAII, BHYTPIIIHI KIIIEHTH,
KOPIIOpaTHBHA KYJbTYpa, yIPaBJIiHHS.

Po3risiHyTO mpoGreMy ynpaBiiHHS BHYTPIIIHIM MapKETHHTOM Ha BITUH3HSIHUX
mignpuemctBax. Ha mifgcraBi  aHamizy HayKoOBHX ITyOiikamiii BH3Ha4YeHO
3aBIaHHs, SIKi BUKOHY€E YIPaBIiHHS BHYTPIIIHIM MapKETHHIOM Ha MiNPHEMCTBI.
3’scOoBaHO, IO BHYTPINIHIH MAapKeTHHT Ha OyIb-IKOMY IIiIOPHEMCTBI €
YAaCTHHOIO 3araJlbHOTO YIPaBIiHCHKOTO MPOLECY Ta CKIIAJ0BOK MapKETHHIOBOI
crparerii. JlocmipkeHO  CTPYKTYypy CHCTEMH  YIpPaBIiHHSA  BHYTPILIHIM
MapKETHHTOM, IIO0 JO3BOJHMJIO BCTAaHOBUTH ii TOHIOHICTE J0O KOMILIEKCY
MapKeTHHTY «4P». Ba3oBUMH eleMEHTaMH CHCTEMH BHYTPIIIHBOIO MapKETHHTY
€ TIparls, oIuIaTa mpaii, pobode Micie, KOpropaTHBHA KyJIbTypa. BusHadeHo, mo
KOKEH 13 UX eJIEMEHTIB MOJUIAEThCS Ha CKIJIQJOBI, IO BH3HAYAIOTH TIIHOWHY
MPOIIeCY YNPAaBIiHHSA BHYTPINIHIM MapKeTUHTOM. PO3TIsHYTO oOpraHi3amiiHi
(opMH BHYTPIIHROTO MAapKETHHTY, SKi 3aCTOCOBYIOThCS Ha TWpaKTHII B
3aXiJHUX KOMIIaHifX. YCTAaHOBIEHO, IO HaWBaXIJIUBINIE — HE IPAarHyTH MO
JIOCKOHAJIOCTI OpraHi3amiiHoi (HopMH BHYTPIITHEOTO MapKETHHTY, a JOCSTTH
MaKCHMAJFHOI B3a€MOJiI MK BCiMa BIAITaMH KOHKPETHOTO MiINpPUEMCTBA.
OpHi€ro 3 HAHOUTBIT BAATHX OpraHi3alifHUX (GOPM BHYTPIMIHBOTO MAPKETHHTY €
Ta, Y sIKifl iCHye OKpeMHil JerapTaMeHT BHYTPIIIHEOTO MapPKETHHT'Y K €JHAIbHA
JAHKa MDK KEpIBHHITBOM BHINOTO piBHA Ta 3BHYAWHUMHU MpaIliBHUKAMH.
3anpornoHoBaHO pedUIeKCHBHY MOJENb YNPABIiHHSA BHYTPILIHIM MapKEeTHHIOM
Ha MIINPUEMCTBI, SIKa IPYHTYETHCS Ha MOXIIMBOCTI YNPABIATU YSBICHHIM
NpaLiBHUKIB NP0 KOMIIAHilO, KEpiBHHKIB Ta JeNapTaMeHT BHYTPILIHEOIO
MapkeTHHTy. OOIpYHTOBaHO JOLUIBHICTH BHKOPHCTAHHS 3alpPONOHOBAHOL
MOJIeTi B TMPaKTHUYHIA MiSUTBHOCTI BITYM3HSAHHMX TiANPHEMCTB. Peamizamis Ha
NpaKTUII MOJET JacTh 3MOry cQopMyBaTH JOSUIBHICTH IE€PCOHATY MO0
MiIPUEMCTBA, IO CHPUITUME 3POCTAHHIO e(QEeKTHBHOCTI Mpali Ta SKOCTI
00CIyroByBaHHsI CITOKHBAYIB.
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Statement of the problem

The marketing is currently at its peak of popularity.
Enterprises are crafting various marketing strategies
struggling to attract as many consumers as possible. At
the same time, some executives seem to forget that their
own employees are at the same time their immediate
consumers. They are the first to see problems from
within the organization, they are aware of the strength
and weaknesses of your products and services. An
employee can share some information about the company
without its knowledge or spread by word of mouth. It is
important to motivate employees into distributing
positive information about the company and its products.
In order to do that, an enterprise needs internal marketing
management which allows it to build employee loyalty
and promote its products to external consumers more
efficiently. Since the majority of enterprises today have
poor, inefficient or even no internal marketing, research
into internal marketing management is highly topical and
well-timed; it is also requires careful consideration.

Analysis of recent studies and publications

The issues of internal marketing management at
Ukrainian enterprises have been studied by T. Ananieva,
O. Muzyka, O. Naumova, O. Okunieva,
I. Reshetnikova, M. Sahaidak, N. Strupynska, O. Tretiak
and others. It has also been studied by a number of
researchers abroad including C. Beck, A. Wilson,
T. Davis, P. Kotler, D. Shipley, D. Schultz and others. It
should be noted that foreign sources pay considerably
more attention to the issues of internal marketing
building and management. In particular, K. Lazorko and
M. Zajac from Poland point out that internal marketing is
a key element that determines the effectiveness of
employer branding strategy implementation. Therefore, it
is critical for Polish companies to explore the
implementation of the general marketing strategy through
internal marketing management [1].

As far as approaches to internal marketing management
are concerned, researchers’ opinions differ. Thus,
Y. Naurazbaieva, M. Shesternina, E. Kasymova believe
that internal marketing should be managed using an
integrated approach which includes methods, marketing
tools and strategic human resource management and
which is aimed at identifying and satisfying employees’
needs. The scientists offer to use the integrated approach
to internal marketing management based on
neurolinguistic programming, methods of strategic
management and marketing [2, p. 522].

S. Suslov argues that internal marketing management
system of an enterprise should comprise the following
blocks: analysis of the enterprise’s external environment,
analysis of the current internal marketing situation,
internal marketing planning, internal marketing
organization, control over and performance evaluation of
implementing internal marketing activities [3, p. 10].

At the same time, increasingly more Ukrainian
researchers present works on system-reflexive enterprise
management and system-reflexive marketing. In
particular, justifying the expediency of using, the system-
reflexive approach in strategic marketing management,
A. Dlihach argues that this approach enables managers to
build the environment which ensures congruence of
interests achieved by means of building a shared vision
both internally — in cooperation with all internal
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stakeholders — and externally — with customers,
consumers, etc. [4, p. 105].
Given the limited number of existing publications on this
topic, it seems relevant to study the potential of internal
marketing management using the system-reflexive
approach.

Obijectives of the article
The purpose of this paper is to improve the process of
internal marketing management at an enterprise based on
the system-reflexive approach. In order to achieve it, the
following objectives have been set:

— Identify the basic tasks of internal marketing
management;

—Analyse the structure of internal marketing
management system;

— Offer a reflexive model of internal marketing

management at an enterprise.
The main material of the research

N. Mushketova and O. Lekarenko argue that the main
task of internal marketing is ensuring effective
interaction within an organization and establishing
productive working environment for its personnel [5].
Yet, it is far from being the only task of internal
marketing. Otherwise, it would be more like a motivation
system than marketing. Within the framework of internal
marketing, a position is seen as a product which a
potential employee wants to get. The payment for this
product is the employee’s professional and personal
skills, ability to convey their company value to customers
and consumers. These skills and abilities are measured
by the employer in monetary terms through wages. Other
tasks of internal marketing include the following:

1. Managing resistance to change in a company. In the
world where innovations determine not only competitive
advantage but also, more importantly, the future of
companies, dealing with resistance to change and
encouraging employees to accept organizational and
operational innovations is one of the main managerial
tasks. In order to do it successfully, managers should be
assisted and consulted by marketing specialists who
understand how to deliver the company value to its
consumers.

2. Improving communication between different
departments and reducing tension between them. Internal
marketing is supposed to enhance workplace
consolidation in order to meet the needs of external
consumers as efficiently as possible. As I. Reshetnikova
points out, it is not only the front-line personnel but also
the products or services themselves and the company’s
tangible assets that determine how satisfied consumers
are and how well their needs are met [6, p. 51].

3. Personnel focus, taking into account employees’
interests. The happier company workforce is, the more
enthusiastic they are about doing their work well and
rendering company values to consumers (customers).

4. Creating a positive work environment, building
company culture. Unfortunately, some Ukrainian
managers have a distorted idea of the “company culture”
concept. They believe it is represented in various
elements of company style, for example employee
uniform or wearing clothes of certain colour or in
organized cultural or sports events unpopular with
employees but nevertheless obligatory for them to
participate.
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In order to formulate the principles of internal marketing
management based on the system-reflexive approach, it
is necessary to identify the components of internal
marketing management system at an enterprise.

N. Mazur and O. Bratko specify that internal marketing
has the following main components: labour which is an
enterprise’s internal product, wages which are the
internal price of the product, workplace (company
premises), and product promotion by means of building
company culture [7].

O. Kolesnyk distinguishes the following components in
internal marketing structure: company mission (goals),
marketing  strategy, = marketing  implementation,
employee-targeted internal marketing programs, internal
customers [8, p. 54].

Summarizing the above, internal marketing components
can be structured as following (Fig. 1).

Figure 1 demonstrates the complexity of internal
marketing system at an enterprise. It is a kind of the
marketing mix “4P” but in a different interpretation. In a
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way, internal marketing works as a company motivation
system but of a more complex structure. Indeed, many
scientists around the world including a well-known
marketing expert Philip Kotler believe that the line
between marketing and management has become so
blurred that we should refer to it as marketing
management within a company [9].

The company internal marketing must be managed by
experienced managers consulted by  marketing
specialists. Having analysed the international scientific
framework, A. Fedorchenko and O. Okunieva distinguish
the following forms of organizing internal marketing in a
company: communication between  executives and
employees through assistants; introduction of the internal
marketing department; cross-functional interaction; a
designated member of personnel department is
responsible for internal marketing; marketing specialists
help executives to manage internal marketing;
partnership of marketing and labour managing
departments [10, p. 162].

Internal marketing components

Labor Wages Workplace Company culture
Creativity
reativity — Base pay — Logistics — Artifacts level |
Career ||
opportunities
Additional pay Good location
N || Value level ||
Relevance of job]™ |
and abilities
Formalization Other Adjustability
of employee | compensations | for employee  |— Assumptions
behavier and benefits needs level

Fig. 1. Internal marketing components

Source: generalized by the author [7, 8].

In our opinion, the most advantageous form of
organizing company internal marketing is the structure
which involves forming an independent internal
marketing department. Other forms of organizing
company internal marketing can also be used, especially
when a company’s resources are limited and it cannot
afford to organize a specialized department.

Thus, we have identified three main subjects of
management, namely: company management, internal
marketing department and personnel. The objects of
management are the relations that these subjects of
management develop in the process of internal marketing
implementation. Since internal marketing is formed at an
enterprise in order to build up the loyalty of staff who are
supposed to deliver the company value to end-users,
company management use internal marketing department
to manipulate employees’ behaviour and ideas in order to

reach the goal. It allows us to conclude that choice of the
system-reflexive approach for internal marketing
management is quite logical.

Reflexive approach is used by a large number of
researchers, so we will not resort to a detailed description
of this scientific approach. Let us consider our reflexive
model of internal marketing management structure
(Fig. 2).

Figure 2 demonstrates interdependence of the three
subjects in the process of internal marketing
management. Every subject has both real (I;) and ideal
(lia) idea of the other subject of management. Likewise,
every subject has a certain idea of itself and presents
itself ideally to others. Arrows in the scheme represent
relations between the subjects’ ideas (dotted arrows
represent inverse relations).
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Company
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Fig. 2. Reflexive model of internal marketing management structure at an enterprise

Source: designed by the author.

Company management can use this model to manipulate
their employees’ ideas in order to build a positive image
and brand or product loyalty. Taking into account
Figure 1, where we modelled internal marketing system,
presented in Figure 2 reflexive model of management
should be used in the process of building company
culture. Implementation of the internal marketing
management model based on the system-reflexive
approach involves understanding psychology of the
company employees and their motivation to work. The
internal marketing model we offer can be used in both
manufacturing and service industries.

Conclusions

In spite of the fact that the internal marketing concept has
not gained popularity in Ukraine yet, its significance for

the general marketing strategy of an enterprise is
obvious. Building employee loyalty is a primary goal for
a company, especially if it is customer-focused and plans
to be in the market for as long as possible. Every
business chooses its own organizational form of internal
marketing, but it is more advantageous to opt for an
independent department of internal marketing. Use of the
system-reflexive approach in the process of internal
marketing management can promote and accelerate
building employee loyalty at an enterprise.

The author’s further research will be aimed at finding the
ways of quantitative evaluation of internal marketing
interaction structure.
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