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Abstract  

This study explores the relationship between internal marketing and 

organizational innovation with respect to the role of self-efficacy of the 

employees of branches of Saderat Bank of Golestan Province. The population of 

the study was including all staff of Saderat Bank of Golestan province that is 

equal to 460 people. According to Kerjesi and Morgan's table, size of the 

sample is 210 people and simple classified random sampling was chosen for 

sampling from the population. Cronbach's alpha coefficient was used to 

determine the reliability of the questionnaires and to determine the validity of 

the questionnaires, content and construct validity was used. To analyze the data 

KMO-BARTLET test and structural equations by LISREL software were used. 

The results of this study showed that there is a significant relationship between 

internal marketing and self-efficacy of the employees of Saderat Bank of 

Golestan province. There is a significant relationship between self-efficacy of 

the employees and organizational innovation in Saderat Bank of Golestan 

province. There is a significant relationship between internal marketing and 

organizational innovation of the employees of Saderat Bank of Golestan 

province. There is a significant relationship between internal marketing and 

organizational innovation with respect to the moderating role of self-efficacy of 

the employees of Saderat Bank of Golestan province.  
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Introduction 

Today, human resource is one of the main assets of any organization; therefore 

the existence of satisfied and authoritative employees is considered as the 

necessary conditions for the development of any organization. Internal 

marketing is trying to create such funds. Internal marketing considers the 

employees as internal customers and jobs as internal products and is focused on 

internal relations between individuals at all levels in the organizations; 

Therefore, it establishes a service-oriented and customer-oriented approach 

among employees in contact with customers (Lee and Chen, 2005). One of the 

results of internal marketing is creating an opportunity for employee 

participation, presenting comments and new ideas. The presence of more 

satisfied and committed employees to the organization, encourages them on 

innovative performances and innovation in the organizations (Nasr-Esfahani et 

al., 2013). In today's competitive world, the survival of the organizations 

requires special attention to the issue of innovation. Ortt and Duin (2008) 

believe that today's business environment is very dynamic, so that a neglect in 

the planning and implementation of innovation will cause to reduce 

competitiveness (Rezvani and Taghraie, 2011). Therefore, in these conditions, 

those organizations will be succeeded that are able to provide the conditions and 

opportunities for the development of new, initiative ideas and their application 

or as a summary by creating innovation space guide the external environment 

towards their own goals. So, today's leaders of organizations must take 

initiatives such as quality and productivity, as well as a strategic issue in their 

institutionalized across the organization (Rajaeipour et al., 2013). Therefore, the 

importance of innovation and the necessity of creating an atmosphere of 

innovation in the organization in the competitive conditions is ready to 

appropriately respond to the needs of the external environment makes the 

research and a lot of investigations to be conducted and factors and various 

researches that facilitate and expand space innovation in organization, makes 

clear. Organizational innovation is a way to progress and exceeding from rivals 

in the competitive world (Ebili et al., 2010). 

One way to develop organizational innovation is to have skilled human 

resources and in this field, self-efficacy helps to empower employees (Chen et 

al., 2006). In fact, self-efficacy is a cognitive structure that in anything, 

including work and career as an intermediary between the characteristics, 

attitudes, insights and plays a role in turning them into behavior and action. One 
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of the areas that self-efficacy affect it a lot is work and profession. Job self-

efficacy is defined as a general label from judgments of personal efficacy in a 

range of behaviors involved in the choice of occupation for a successful job 

experience, such as choosing a job, doing a good job and insisting on it 

(Ahmadi, 2007).  

Human resource is one of the effective factors on promoting and advancing the 

objectives of Saderat Bank that creating favorable conditions for increasing 

tendency of innovation in employees, is a management strategic issues, so 

according to above topics, it is expected that internal marketing and self-

efficacy of employees has an effective role in creating a desire to innovation in 

the employees of Saderat Bank, so managers of Saderat Bank to have efficient 

and innovative employees should pay more attention to internal marketing. 

Therefore, according to what was has been described and since such research in 

all branches of Saderat Bank in Golestan province has not been conducted so 

far, we are trying to study the relationship between these variables and present 

the results and applied recommendations, help managers of banks in order to 

reach the goals of the Bank. So the main question of the research is as follows: 

is there a significant relationship between internal marketing and organizational 

innovation with respect to the moderating role of self-efficacy of the employees 

of branches of Saderat Bank of Golestan Province? 

 

Theoretical Foundations of the study 

Internal marketing 

Internal marketing is a very important component in the strategic planning of 

main competence of an organization. When main competence is properly 

managed, it will lead to a competitive advantage for a company or organization 

(Yan-Kai, 2013). Berry and Gronroos first introduced the term of "internal 

marketing" in the 1980s. Vary pointed out that at the heart of the concept of 

internal marketing there is the fact that employees make the internal market of 

an organization. It means that the organization has an internal market with 

internal customers and suppliers that meeting the needs of these customers is 

essential for the success of the organization. Since the late 1970s, various 

definitions of internal marketing have been presented by researchers. Some of 

these definitions are presented here:  
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Berry (1981): he introduced the term of internal marketing for the first time. 

According to this approach, in the internal marketing staff are considered as 

internal customers of the organization and jobs as internal products, that leading 

to the satisfaction of needs and the demands of internal customers in achieving 

to organizational goals.  

Gronroos (1981): The main purpose of internal marketing is achieving to 

motivated and accurate staff in identifying the demands of customers 

(Gronroos, 2004). 

Berry (1984): in fact, internal marketing is an approach that in it the employees 

are considered as internal customers and jobs as internal products that are 

offered to employees of the company. In this approach, jobs are attractive for 

the employees and employees (internal customers) try to achieve the 

organization's goals.  

Reardon and Ennis (1990): internal marketing is a process through which 

employees are prepared to accept changes in policy and philosophy of the 

organization. 

Berry and Parasuraman (1993): internal marketing is a philosophy by which 

employees are considered as internal customers and is a strategy in which jobs 

are internal products that are designed to meet the needs of people and 

organizations. In internal marketing, attracting, developing, motivating and 

training of personnel to assume the job is done in order to meet the needs of 

employees and organizations (Moghaddamnia and Biglari, 2011). 

 

Organizational Innovation 

One of the primary problems in innovation is an exact definition from the 

innovation. It is common in all the definitions of innovation that innovation is 

something new or novel. Apart from being new, definitions are different in 

terms of views and University applications. A tacit feature of innovation is that 

it should be useful. This definition separates an innovation from an invention 

that may not have a practical application. Especially in a business sense, we 

want innovations to help the company's performance. Innovation means 

building a new thing. Shuchiti was the first that introduced innovation in the 

form of a scientific sense. In fact, he sought to identify factors influencing the 
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economic growth of countries and in this regard, he realized the importance of 

innovation in developing countries. Marcus (1969) believes that innovation is a 

technological change and it is in fact creating a product, service or a new 

method. 

"Innovation" is an idea; method or issue that from the point view of person is 

considered as a group or a new system, as far as is concerned to human 

behavior. The new ideas does not depend to the time of the first its application 

or discovery, but also it is just a subjective impression or the novelty of the idea 

that determine the response of the person or group against it, if the idea from the 

point view of the person or group is considered as a new innovation. An idea is 

a thought while innovation is to apply that "creativity". Innovation and 

creativity are not two synonymous concepts. Organizations also as effective 

elements of economic and sociological processes are considered as important 

areas of creativity and innovations that their survival depends essentially on 

change and innovation. In the areas of organizations, innovation is a process 

that status quo and maintain it through thinking and challenges new approaches 

to content operating processes and changes in the composition of 3 factors of 

technologies, environment and the organization and in several areas, such as 

product development, production and distribution processes, management 

practices, methods of doing work, organizational relationships and generally in 

all human activities and application is definable (Barari and Jamshidi, 2015). 

In another definition, innovation can be explained as any changes with creation 

and adapting new ideas globally, regionally, nationally, industry or 

organization. The same reference distinguishes between the development of 

new innovations and adapting innovations created by others. However, there is 

an important issue that is not a comprehensive definition of innovation among 

researchers, policy makers and managers and everyone from his vision define 

the concept of innovation, functions and its elements. Of course, the issue of the 

measurement of innovation is also a challenge in innovation management. 

Among the most important indicators that can be used to measure innovation, 

revenue growth from new products and services, patent registration and flow of 

ideas, and innovation capacity can be mentioned (Seyed Javadin and Rezaei, 

2015).  
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Self-efficacy 

The origin of self-efficacy is the research and socio-cognitive theory of 

Bandura. According to socio-cognitive perspective, human are considered as 

active beings that are capable of self-regulation and regulating their behavior, 

rather than passive being that unknown forces or internal environment 

momentum controls them. They actively participate in the development of 

themselves and can control events by their behavior. According to Bandura, 

self-efficacy encourages motivation and the cause of cognitive resources to 

exercise control over certain events. Believing self-efficacy is a basis for 

motivation, welfare and individual achievements in all domains of life (Simar 

Asl et al., 2010). Self-efficacy has first the status of self-perception and 

cognition. Self-efficacy means a person's belief in his ability to cope in certain 

situations and affect thought, behavior and excitement patterns in different 

levels of human experience. Self-efficacy determines whether a behavior will 

start or not and, if it starts, the person how much will try to do it and how much 

strength will show to deal with the problem from itself. Self-efficacy beliefs can 

somewhat shape behavior and not the ability to better predict behavior, because 

these beliefs are tools that determine that the individuals what you can do with 

the knowledge and skills they have. This moderating role of these beliefs 

explain why people with similar skills and knowledge have different functions 

(Karami Nouri and Nikdel, 2009). Self-efficacy is defined as a motivational 

activator, maintaining and guiding factor of the behavior towards the target.  By 

this definition of self-efficacy, it is expected that this tool is considered to have 

an important effect on the behavior, as one of the effective mechanisms of 

action and human performance. Most notably, self-efficacy has different aspects 

that its different aspects are including: 

A) Social self-efficacy: means individual's perception from their ability to 

achieve social norms and social communication.  

B) Educational Self-efficacy: means individual's perception from their 

ability to learn, solve educational problems and achieving academic 

success. 

C) Emotional Self-efficacy: means individual's perception from their ability 

to control and manage feelings and negative thoughts. 

D) Physical self-efficacy: means individual's perception from their physical 

ability, confidence to perform physical activities and physical skills and 
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ensuring from a positive impact on other people's health (Shamsi et al., 

2013).  

Research background  

- Imani et al (2015) conducted a research titled "the effect of internal marketing 

on employee performance: the mediating effect of organizational innovation in 

the offices of oil and gas company of Aghajari" and their results showed a 

direct, positive and significant effect of internal marketing with a path 

coefficient of 0.659 and indirect effect with the moderating role of 

organizational innovation with a path coefficient of 0.065 on the performances 

of the staff and with the path coefficient of 0.474 on organizational innovation. 

Also, organizational innovation construct with a path coefficient of 0.137 has a 

positive and significant effect on the performance of employees. 

Nasr Esfahani et al (2013) conducted a study titled "the effect of internal 

marketing on organizational innovation: the mediating role of self-efficacy of 

the employees (Case Study: Emersan Company), and the results of their study 

showed that internal marketing has an effect on organizational innovation with 

the intensity of (0.501), internal marketing on the self-efficacy of staff with 

intensity of (0.795) and also self-efficacy of the employees on organizational 

innovation with the intensity of (0.688) and finally self-efficacy of the 

employees as a mediator strongly affects the effect of internal marketing on 

organizational innovation with the intensity of (0.546). 

Shafei (2012) conducted a research titled "investigating the role and the 

importance of internal marketing on the innovation in the banking industry" and 

studied the areas of influence on the success or failure of an organization in 

innovation are including: organizational culture, structure and processes, 

communication with staff and space initiative, employees, key competences and 

integrity, then explained the role of internal marketing in each of these areas. 

The results show that in each of these areas, internal marketing has played a key 

role, leading to a greater likelihood of success of the organization in innovation. 

Soltan Panah et al (2010) conducted a study titled "The role of internal 

marketing on innovation" and studied the areas of influence on the success or 

failure of an organization in innovation are including: organizational culture, 

structure and processes, communication with staff and space initiative, 

employees, key competences and integrity, then explained the role of internal 

marketing in each of these areas. The results show that in each of these areas, 
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internal marketing has played a key role, leading to a greater likelihood of 

success of the organization in innovation. 

Mosleh et al (2013) conducted a research titled "the effect of internal marketing 

on innovative technology of business companies in Iran" and the results show 

that internal marketing affected innovation technology of businesses companies 

of Iran. 

-Sav Trakul et al (2013) conducted a research titled "investigating the 

relationship between internal marketing, self-efficacy and commitment of the 

staff of hotels in Spain" and the results show that there is a significant 

relationship between internal marketing, self-efficacy and commitment of the 

staff of hotels in Spain. 

Ayad et al (2013) conducted a research titled "investigating the relationship 

between internal marketing and working quality of hospital employees of UAE" 

and the results showed that there is a significant relationship between the 

internal marketing and working quality of hospital employees of UAE. 

-Mirz (2012) conducted a research titled "internal marketing, innovation and 

business performance in service businesses in Australia" and the results showed 

that there is a significant relationship between internal marketing, innovation 

and business performance in service businesses in Australia. 

-Shochin (2011) conducted a research titled "the effect of internal marketing on 

self-efficacy of Bank staffs in China" and the results showed that internal 

marketing has an effect the self-efficacy of in Bank staffs in China. 

Hypotheses 

(1) There is a significant relationship between internal marketing and self-

efficacy of the employees of Saderat Bank in Golestan province. 

(2) There is a significant relationship between self-efficacy of the employees 

and organizational innovation of Saderat Bank in Golestan province. 

(3) There is a significant relationship between internal marketing and 

organizational innovation of Saderat Bank in Golestan province. 

(4) There is a significant relationship between internal marketing and 

organizational innovation with respect to the moderating role of self-efficacy of 

the employees of Saderat Bank in Golestan province. 
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Conceptual model of the study 

 

 

Figure 1: conceptual model of the study 

 

Methodology  

This research is an applied research in terms of the goal because the result of the 

research in the population is applicable and also this research is testable in other 

communities. This study is descriptive in terms of method because the research 

have not been manipulated in the descriptive model are analyzed as they are. 

This study is a survey (field) study in terms of data collection, because sampling 

is done from the community. This study is a correlational study in terms of 

measurement, because the relationships between variables are measured. 

In this study library method was used for data collection and theoretical and 

field methods for information of assumptions was used and information was 

collected through a standard questionnaire of internal marketing which has 15 

items, questionnaire of organizational innovation has 16 items, and standard 

questionnaire of self-efficacy has 8 items also collected from sources such as 

books, magazines, the Internet, and journals. 

In the present study in the level of inferential statistics, structural equations 

method using LISREL software was used. 
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Results 

Figure 1: structural model of the study in standard mode 
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Figure 1 represents the factor loadings coefficients in standard mode which is in 

the range of (-1,1) and indicates the size of the relationship between the 

variables. 

Figure 2: structural model of the study in a significant mode  
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Figure 2 shows the significant factors that must be greater than 1.96 so that the 

relationships between variables at a significant level of 0.05 be significant. 

 

Table 1: Results of direct and indirect relationships and meaningful coefficients 

assumptions of the model 

hypothesis Path  
Symbol  Path 

coefficient 
Significance  Test result  

First  
Internal marketing-self-

efficacy 
IM --- E 0.65 5.73 Accept  

Second  
self-efficacy – organizational 

innovation 
E --- OI 0.78 6.92 

Accept  

Third  
Internal marketing- 

organizational innovation 
IM --- OI 0.44 3.81 

Accept  

fourth 

Internal marketing-self-

efficacy - organizational 

innovation 

IM --- E--- 

OI 
0.51 3.81 

Accept  

 

Conclusion  

Internal marketing is one of the topics of marketing that was raised by Berry 

about 20 years ago as an approach to solve problems related to the employees of 

the organizations and providing quality services to them. Despite the expansion 

of this concept in marketing literature, little of it is actually used. Subsequent 

discussions that took place in internal market reflect the fact that this branch of 

marketing requires extensive and wider research. Internal marketing is to attract, 

develop, motivate, and continuance of the quality of employees through career 

as a product and satisfying their requirements. In other words, internal 

marketing is the philosophy of the relationship and shared treaty between 

customers and employees (internal customers) of the organization. In a sense, 

internal marketing is considered as an academic, scientific and commercial 

recognition in the field of the promotion of the level of customer and staff 

satisfaction. This branch of science of marketing is to a large extent influenced 

by the importance and necessity of establishing quality management and 

services marketing that emphasize on creating quality in the whole process of 

providing. This area of marketing science discusses the relationship between 

customers and internal suppliers of the organization to create value for foreign 

customers, this can be appear as a value chain and a tool for the development of 
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quality of products and services and intra-organizational and inter-

organizational interactions. Innovation" is an idea; method or issue that from the 

point view of person is considered as a group or a new system, as far as is 

concerned to human behavior. The new ideas does not depend to the time of the 

first its application or discovery, but also it is just a subjective impression or the 

novelty of the idea that determine the response of the person or group against it, 

if the idea from the point view of the person or group is considered as a new 

innovation. In fact, self-efficacy is a cognitive structure that in anything, 

including work and career as an intermediary between the characteristics, 

attitudes, insights and plays a role in turning them into behavior and action. One 

of the areas that self-efficacy affect it a lot is work and profession. Job self-

efficacy is defined as a general label from judgments of personal efficacy in a 

range of behaviors involved in the choice of occupation and cope with it. The 

results of this study showed that there is a significant relationship between 

internal marketing and organizational innovation with respect to the moderating 

role of self-efficacy of the employees of Saderat Bank in Golestan Province. 

 The results of this research is consistent with the results of Nasr Esfahani et al 

(2013), Mosleh et al (2013), Sav Trakul et al (2013), Mirz (2012) and Shuchin 

(2011). 

Suggestions  

The nature of internal marketing is gaining the consent of employees, so that 

they should be treated like external customers, so the job should strive to fit the 

needs and wishes of employees and be designed to be in line with self-efficacy 

of the employees of Saderat bank of Golestan province, so the administrators of 

Saderat Bank of Golestan province must be aware of this fact. 

Internal marketing pay attentions to customer needs (internal), especially 

(external) customers, so attention to internal marketing leads to increased self-

efficacy of the employees to enhance their activities towards the organization 

and the customers will benefit from the organization, so the administrators of 

Saderat Bank of Golestan province must be aware of this fact. 

It is recommended that educational groups of Saderat Bank do have a very close 

and continuous communication with research centers, equipment, planning and 

training staff for innovation at various levels of Saderat Bank in Golestan 

province so that the effect of their activities on improving the quality of higher 

education would be more, that will cause to strengthen and improve their job 
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performance and organizational innovation of branches of Saderat Banks of 

Golestan Province. 

The most important issue in internal marketing is the preparation of the mission 

statement of the organization. Branches of Saderat Bank of Golestan province 

should form teams to do a thorough examination of the organizational 

environment and identify opportunities and threats and then take the necessary 

steps to do so through this innovation in branches of Saderat Banks of Golestan 

Province would be boosted.  

It is suggested that job needed capabilities, abilities and skills of the employees 

of Saderat Banks of Golestan Province and their preparation for facing with 

possible job challenges be developed through self-efficacy of the employees so 

that they can strengthen organizational innovation in branches of Saderat Bank 

in Golestan Province. 
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