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Abstract 

 

       The article is devoted to the investigations in the field of internal marketing 

communications. Differences between internal/external marketing environment and 

internal/external marketing communications are shown in the article. Comparative 
analyses of the mentioned notions is done. Advantages of implementation and further 

development of marketing communications on the enterprises are revealed. 
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Introduction 
 

The activity of enterprises in the conditions of modern economic 

development, the growth of the number of crisis phenomena, the intensification 
of competition struggle and gaining own «niche» in the market requires stable 

recognition and demand for goods/services and, accordingly, increasing in the 

level of consumer favour or loyalty. The key role in this problem belongs to the 

marketing services, whose responsibilities include the provision of effective 
proposals to address emerging problems in promoting products and bringing them 

to an appropriate sales level. It automatically focuses the attention of marketing 

specialists on the external environment and cause ignoring of internal problems. 
As a result ordinary issues of marketing activities at the enterprise are not 

perceived as serious ones. 

One of the key directions of the company’s effective development and activity 

intensification strategy on the market is the use of existing and introduction of 
new tools of marketing communications. And in many business structures, 

marketing services deal only with external communications, without paying any 

attention to the internal ones. Namely, the attitude of all personnel units to the 
single strategic goal of the enterprise implementation depends upon the 

perception of the importance of marketing services, the rise of their role from 

functional to organizational, understanding of the importance of harmonization 
and coherence in the activities of all structures etc. by company’s top-managers. 

1. Analysis of recent research and publications 
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Marketing policy requires continuous work improvement of both marketing 
services and enterprises in general. 

The question of effective implementation of marketing policy, use of 

communication elements, both internal and external, in business structures was 
studied by both domestic and foreign scholars (L. Balabanova, B. Berelson, 

J. Bernet, S. Blyznyuk, A. Voychak, T. Donaldson, M. Meskon, G. Pocheptsov, 

T. Prymak, G. Steiner and many others). Ways of solving the problems of 

development and implementation of strategic, commercial and advertising 
marketing are proposed by B. R. Barnes, P. Vinkelman, Ye. Golubkov, 

Ph. Kotler, H. Pringle, V. Polyakov, O. Romanov and others. 

However, the problem of internal communication tools usage as a means of 
intensification of business structures activities, which allows containing the 

sources of sales and increasing profits from operating activities, remains relevant 

at any stage of economic development due to its specificity and the need for 
continuous development and improvement. 

The purpose of the article is to analyse the reasonability of using internal 

marketing communications in order to increase the efficiency of business 

structures. 

 

2. External and internal marketing environment 

 
Marketing communications have become an integral part of the business 

structures activities of various forms of ownership and continue to strengthen 

their positions at many levels. Modern communication policy of any enterprise 

implies the interconnection of all participants in this process, namely: the impact 

of communication tools on the target audience causes response-reactions of 
potential and actual consumers / partners to the offered products / services and 

their subconscious analysis of the competitiveness and benefits of the given offer. 

They include both quality of service (including communication with sellers / 
managers) and service itself. 

In the broad sense, the notion of «communication» means the process of 

interaction between two (and more) counterparties and looks like this 

schematically: 

     

Manufacturer / Service Provider / Seller / Customer / Consumer / 

Partner 

 
Recently, the concepts of «external / internal marketing environment», which 

are identified with the concepts of «external / internal marketing 

communications» often occur in the scientific literature. In our opinion, the given 
terms should be clearly distinguished and not confused. 

Elements of the internal environment of marketing communications are 

subjected to business structures and are closely related to the production and sales 
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processes. They include: market analysis, collection of statistical information, 
planning, production of goods or services, pricing policy, promotional or 

preferential terms, motivation and encouragement etc. The internal marketing 

environment has direct connection with the external environment, the elements 
of which (micro- and macroenvironment) the enterprise cannot significantly 

affect and control (Table 1). 

 

Table 1. Structural elements of the internal and external 

marketing environment, influencing the effective communication 

policy  

of business structures in modern economic conditions 
 

Environment Elements of environment 

Internal Marketing Marketing Mix 

The ability of marketing services to adapt to 
market changes 

Competence of marketing service experts, 

creativity, vision of prospects 

Target audience  

Implementation of the latest communication 

tools 

Application of consumer loyalty programs 

Constructive motivation of participants in the 
communication process 

Detailed study of market conditions, focus on 

the consumer 

Organisation Form of ownership of a business structure 

Scope of a business structure activities 

Location of production areas 

Openness to innovation 

Strategic plans of a business structure 

Positioning of the enterprise on the market 

 

 

 

External 

 

Micro- 

environment 

Competitiveness 

A network of trusted suppliers  

Demand  

The specific nature of both enterprise and 
product  

 

Macro- 

environment 

Investment attractiveness  

Government decisions, legislative framework  

Financial aspects 

Political and economic situation 

 

Source: authors’ elaboration 
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3. Internal and External Marketing Communications 
 

In relation to internal and external marketing communications, it is also 
necessary to determine their structural elements. 

According to Scott M. Cutlip1, internal marketing communications should 

define, create and maintain mutually beneficial relationships between the 
organization itself and its personnel, on which the successes and failures of the 

first one depends. 

Such approach confirms the theory of «internal marketing» proposed by the 
scholars of the North (Scandinavian) School of Marketing L. Berry and 

A. Parasuraman, who linked the concept of internal marketing with the 

philosophical side and emphasized that internal marketing communications are 

directed to the contact personnel of a certain business structure with the purpose 
of motivation, the qualified personnel up keeping as well as the creation of decent 

working conditions for the employees of the enterprise2. 

C. Grönroos (a representative of the same Scandinavian School of Marketing) 
believes that the idea of internal marketing is to motivate the employees of the 

enterprise to focus on customer orientation and interest in the results of joint work 

through the active use of the marketing approach to the internal market of 
employees.3 

Voichak A. emphasizes that internal marketing is a system that involves the 

processes of identifying, establishing, maintaining, expanding, and, if necessary, 

terminating relationships with employees and other internal consumers at all 
levels of the organization in order to meet the needs of all the parties involved 

through the exchange of obligations and their fulfilment.4 

English scholars M. Rafik and P.K. Ahmed emphasizes that internal marketing 
is a systematic action to overcome personnel resistance to changes, motivation 

and integration of employees in order to effective realisation of  corporate and 

functional strategies.5 

All the above mentioned definitions give the right to consider internal 
marketing both from a philosophical point of view and as a system of relations of 

                                                             
1 Cutlip, Scott M., Center, Allen H., Effective Public Relations, Prentice Hall, Business & 

Economics, 2000. 
2 Berry, L., & Parasuraman, A., Services Marketing Starts From Within. Marketing 

Management, 1992. 
3 Grönroos, C., Donnelly, J.H., & George, W.E., Internal Marketing: An Integral Part of 

Marketing Theory. Chicago: American Marketing Association Proceedings series, 1981. 
4 Voichak, A.V., Marketynhovyi menedzhment [Marketing management]. Kyiv: KNEUб 2009. 
5 Rafiq, M., The scope ofinternal marketing: defining the boundary between marketing and 

human resourcemanagement, Journal of Marketing Management, Vol. 9 (3), 1993. 
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the enterprise with contact personnel, as well as practical recommendations made 
jointly by the team to achieve general purpose of the enterprise6 

According to Ph. Kotler7, internal marketing means the integration of the 

efforts of various organizational structures of the enterprise through the 
disclosure of marketing goals and objectives as well as the concept of the product 

or service provided by the enterprise. This theory got its further development in 

scientific researches by A. Voichak, T. Prymak, O. Okuneva, C. Grönroos, 

L. Berry, K. Lavlov and others, who believe that internal marketing is directed at 
the work of contact personnel (direct access to consumer). 

Employees of the enterprise (both executives and top management) should 

work as a single unit in order to produce high-quality products and make it 
profitable in a profit-making plan for further realization. 

Consequently, the concept of internal marketing and the concept of holistic 

marketing by Ph. Kotler have much in common, namely: modern marketing 
activity is closely connected with integrated marketing, socially responsible 

marketing and marketing of relationships. 

In his scientific works Ph. Kotler stressed that the task of internal marketing 

is to integrate the activities of all units of the business structure (Fig. 1). 
 

 
Figure 1. Internal marketing as part of holistic marketing and its 

interrelations with other components  

(source: own development on the base of Ph. Kotler) 

                                                             
6 Pasieka А. S. Vnutrishnii marketing : sutnist, znachennia i rol v pidvyshchenni produktyvnosti 

pratsi [Internal marketing: essence, value and role in the productivity increasing], Available at:  
http://managment.cdu. edu.ua/attachments/ 

7 Kotler, Philip T., Keller K. L., Evin L. and Pavlenko, A.F., Marketynhovyi menedzhment 

[Marketing Management], Kyiv: Khimdzhest, 2008. 
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Internal marketing communications are the process of selecting and forming 
marketing services personnel, training, motivation, work with target audiences 

and potential consumers, searching for and implementing ideas, testing concepts, 

testing products, monitoring work and its results etc.  
Internal marketing communications policy is a set of strategic goals and 

actions aimed at interacting with all structural elements of an enterprise to achieve 

profit and satisfaction of consumers’ needs. 

So, as shown in Fig. 1 internal marketing has a corresponding impact on 
product / service sales channels; consumer and partner audiences; components of 

socially responsible marketing etc., since the goal of holistic marketing is to 

combine efforts for a common goal. 
Domestic marketing is relevant for ensuring high competitiveness of products 

at all stages of production and sales, which requires coordinated communications 

between the whole personnel of the enterprise involved in the process of 
manufacturing of certain products onto the external market. In other words, every 

employee of an enterprise should act as «sandwichman» or a «walking 

advertisement» for the effective promotion of products / services. 

This does not mean that employees of an enterprise are obliged to carry 
billboards on to advertise products or services. Walking advertisement can be 

manifested in corporate clothing; «WOM (Word-of-mouth) marketing»; advice 

to friends, relatives or acquaintances; personal use of products or services of the 
business structure they work in etc. 

Under external marketing communications it is considered the 

communications aimed at the external marketing environment and potential 

consumers / partners. The main task of the external marketing communications 
policy is to promote goods / service / enterprise. Namely, we understand the term 

«promoting» as the establishment and further support of an enterprise’s 

relationship with consumers and market, as well as the formation of a successful 
positive image through continuous communication work. 

Promotion combines a number of tools aimed at obtaining results, namely: 

marketing communications tools (advertising, public relations, sales promotion, 
personal selling, direct marketing), optimal pricing scheme, contract practice 

improvement, optimization of transportation schemes, synthetic tools, etc.8 

Interrelations and interaction of external and internal marketing 

communications tools are schematically indicated in Fig. 2. Therefore, all 
employees of the enterprise should be informed (at least) about the essence and 

content of external communications of the enterprise (represented by indirect 

connections (dashed arrows) in the scheme). Direct links between the authorized 
executives and the tools of active influence are indicated by bold arrows on the 

scheme. 

 

                                                             
8 Zovnishnii Marketyng [External Marketing], Slovopediia. Ekonomichna entsiclopediia, 

Available at: http://slovopedia.org.ua/38/53404/381505.html 
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Figure 2. Interconnection and Interaction of External and Internal 

Marketing Communications 

Source: Developed by the authors 
 

If external marketing passes the information from the external environment, 

then the internal one investigates the enterprise from the inside and begins with 

identifying the bottlenecks and potential capabilities of individual units of the 
enterprise, and ends with the creation of a mechanism for managing the 

company’s expenses. 

The vast majority of modern enterprises have understood the importance of 
marketing activity in the conditions of globalized markets and in varying degrees 

work with information, process it and make some conclusions on its basis. 

However, there can be found only few company managers (together with top 
managers) who really consider marketing as the determining service. 

In most cases, the main emphasis is on the production of goods or services, 

sales, but not on communications (as one of the crucial factors in the information 

economy). Hence, there are a lot of problems: the loss of partners and consumers, 
over-the-counter warehouses, astronomical debts and, consequently, the lack of 

demand for consumer-oriented products that are competitive at first sight. 

At the current stage of the development of economic relations, the process of 
producing goods / providing quality services has already been insufficient to 

obtain a positive result by the developing company. 

Determining optimal pricing, creating distribution channels, establishing 

business contacts etc. - all these are just the necessary elements of doing business. 
The question remains: «How to push a consumer to purchase these goods exactly, 

or use these services exactly?» That is why most of business structures organize 

their own marketing services or outsource these activities (use third-party 
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advertising companies that direct the work with consumers and stimulate them to 
certain actions in the modern direction). 

An important task of marketing services is to get a positive result from 

interaction with customers / partners. Thanks to the work of the marketing 
service, business structures takes measures to inform, persuade and remind the 

end-user of their product / service. After all, the main purpose of product 

promotion on the market is to stimulate demand among potential customers, as 

well as to challenge the interest of an uninterested or unknowing audience about 
this product. One of the main tasks is to distribute products with the maximum 

effect for the enterprise. 

Market research, analysis of the competitive environment, identifying the 
strengths of the company and making a strong emphasis on them, sales planning, 

optimal pricing developing, product promotion etc. are elements of the direct 

responsibilities of marketing services. The role of internal communications must 
be most effective at this stage: marketing services are equal with other 

departments and structures of the enterprise and integrated with them, and 

therefore they have a direct impact on the competitiveness of manufactured 

products. 
Another important task of marketing experts is constant support of 

«popularity» of products in order to strengthen their positions on the market. 

Initial creation of a positive image of the company as well as its products prompts 
the consumer to further «cooperation» with it. The result of successfully built 

marketing is the desire of the consumer to buy a certain product despite the fact 

that there are a number of similar or identical goods. The consumer «falls in love» 

with a trademark or brand and is able to receive a particular product or service 
under any conditions. And this task should also become to a large extent the 

prerogative of internal communications of the enterprise. 

 

Conclusions 

 
Summarizing the foregoing, it can be concluded that in order to effective 

influence the contractors (customers, intermediaries and partners) and the 

consumers, the most effective method is to use external marketing 
communication tools. However, such an approach should not be the only 

communication activity of business structures. Considerable attention should be 

paid to internal communications, namely: 

- informing all employees of the company about the essence and content of its 
external communications; 

- mutual exchange with the information between marketing experts and other 

structural units; 
- public disclosure of ideas, proposals, decisions, etc., of the main fields of 

activity among the employees of the enterprise.  
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It will increase the efficiency of the activity on the basis of harmonization of 
the internal environment, the improvement of cooperation with partners, the 

increase of motivation of the consumer audience, etc. 

The results of this study can be used in practical activities of business 
structures in order to enhance and increase the effectiveness of marketing 

communication activities, as well as the basis for further research on the 

identification of alternative methods and tools for conducting effective 

communication policies by business structures. 
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