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ABSTRACT

The study is about the internal marketing practices of hotels in Nay Pyi Taw. The objectives of the study are to examine the effect
of internal marketing practices on job satisfaction of employees at hotels in Nay Pyi Taw, and to analyze the effect of job
satisfaction on employee performance of hotels in Nay Pyi Taw. Training, organizational support, internal communication, and
reward and recognition are selected as internal marketing practices in this study. Among 26 hotels, 10 hotels are proportionately
selected from each stratum. Among the selected hotels, 210 employees are included in this study. Descriptive statistics, correlation
analysis and multiple regression analysis are used to prove the objectives of the study. The correlation analysis results revealed
that all internal marketing practices have positive and moderate correlation with job satisfaction and job satisfaction has positive
and moderate correlation with employee performance. The multiple linear regression analysis explored that training,
organizational support, internal communication and rewards and recognition have significant and positive effect on job
satisfaction. Job satisfaction has significant and positive effect on employee performance. According to the results, it is essential
for the hotels to practice internal marketing to achieve job satisfaction and performance improvement of employees. Because of
these results, the customers satisfaction and retention can be yielded in competitive business environment. The results suggest the
hotels to effectively practice the internal marketing to upgrade job satisfaction and employee performance.
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INTRODUCTION

Nowadays, service organizations pay attention to their human resources due to achieve organizational growth. Employees are the
most important determinants and leading factors that determine the success of organization in a competitive environment. An
employee who is satisfied with the job would perform his/her duties well and subsequently to his organization. Thus, it is important
for employers to know the factors that can affect the satisfaction level of employees since it would affect the performance of the
employees as well. The satisfaction of internal customers is important to the success of a service firms.

One of the concepts considered by organizations to gain more employee job satisfaction is internal marketing that has consequences
such as job satisfaction and performance of employee. In the marketing literature, the focus on employees as internal customers is
called “internal marketing” (Berry, 1981; George, 1990; Gounaris, 2008). Internal marketing consists of an effort by an
organization to train and motivate its employees to provide better service. Organizations can increase their employees' job
satisfaction by paying sufficient attention to internal marketing. Highly satisfied employees enhance the quality of service delivery
leading to increased customer satisfaction and organizational performance. The more the excellent services quality are provided to
customers, the more the customer satisfaction can be seen as results.

In Nay Pyi Taw, the capital city of Myanmar, hotels play a vital role in underpinning the economic development of the country.
The government encourages hotels to attract and retain customers not only from domestic but also from foreign countries and
provides the favorable rules and regulations for hotels to stand successfully. In the present time of Covid 19 Pandemic, the hotels
face with the difficulties to attract and retain customers. Moreover, job satisfaction of employees is one of the issues faced by the
hotels. The needs and expectation of employees have changed dramatically. In general, the employees with job satisfaction will
provide excellent services to customers. Several factors can create and upgrade job satisfaction of employees.

According to theories and empirical studies, researchers pointed out internal marketing as an essential requirement to create
employee job satisfaction. Internal marketing is severally cited by empirical studies to explore its effects on employee job
satisfaction and performance improvement. The importance of internal marketing is needed to be explored especially in service
sector. This study focuses on internal marketing practices of hotel industry in Nay Pyi Taw. Internal marketing practices (training,
organizational support, internal communication, and rewards and recognition) are included to have the effects on employee job
satisfaction. Because of job satisfaction, employee performance can be expected as the outcome for the hotels.

The research questions of the study are: (1) what are the effects of internal marketing practices on job satisfaction of employee?
and (2) how would job satisfaction have effect on performance of employee? The objectives of the study are to analyze the effect
of internal marketing practices (training, organizational support, internal communication, rewards and recognition) on job
satisfaction and to examine the effect of job satisfaction on employee performance of hotels in Nay Pyi Taw. The results are
expected to explore the significant of internal marketing practices for hotels to gain high job satisfaction and employee
performance.
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LITERATURE REVIEW

The concept of internal marketing is rooted in growth of service industries in the 1980's (Gronroos, 1981). Internal marketing refers
to all the actions that an organization has to perform in order to develop, train and motivate its employee, so to enhance the quality
of the services provided to its customers (Chen et al., 2009). The internal marketing is selling the firms to their employees by
identifying and satisfying their needs as individuals and service providers (Varey, 1995). The essence of internal marketing is to
deliver effective service to external customers and thus, the organization should first serve their employees who are the internal
customers in order to enhance their job satisfaction (Chen et al., 2015). Ha et al. (2007) viewed internal marketing as an important
concept where firms apply marketing practices to attract and retain the best employees which enhance the business performance.
Internal marketing is the concept of considering employees as internal customers and satisfying their needs as well (Chiu et al.,
2020). The present study mainly focused on internal marketing practices (training, organizational support, internal communication,
and rewards and recognition) and tested their effects on job satisfaction and the effect of job satisfaction on employee performance.

TRAINING

According to Varey (1995) and Gronroos (2000), training is the key component of internal marketing practices. According to
Bansal et al. (2001) it has been described that internal marketing plays an important role in the training of front-line employees
because they are in need of the knowledge and ability to ensure service of high quality. The main objective of the training in
organizations by enhancing the employee commitment and personal development of the individual, develop and provide them with
the necessary skills to achieve the organization objectives (Al-Tai & Issa, 2008). Al-Tai and Al-Alag (2009) define training as a
set regulatory procedures and processes used in the organization in pursuit of the skills development, and knowledge and trends of
their employees to upgrade their performance and achieve organizational goals.

H1: Training has direct effect on job satisfaction.

ORGANIZATIONAL SUPPORT

Organizational support is defined as one’s contribution to one’s organization and its recognition by the organization. It is also
considered as one’s perceptions about the organization (Hellman et al., 2006). Organizational mind set for valuing the efforts of
workers and care about employee well-being (Eisenberger et al., 1990). Various factors joined together to form organizational
support which includes working conditions, positive behavior and attitude of employees and human resources management
practices. Equal and fair treatment at workplace among employees for rewards and favorable working conditions which are
supported by management and strategic apex found to be positive associated with organizational support (Rhoades & Eisenberger,
2002).

H2: Organizational support has direct effect on job satisfaction.

INTERNAL COMMUNICATION

An effective internal communication is very important tool for the internal marketing, it helps the management to ensure service
delivery with high satisfactory level and build employee trust, respect and loyalty (Lovelock, 1999). The strategy of internal
marketing must originate from top management of the organization and should be communicated down to the employees working
under them (Greene et al., 1994). According to Dwyer (2005), communication is defined as “the process whereby people within
an organization give and receive messages. Lings (2004) refers to the internal communication concept is based on finding internal
communication channels between the organization on one side, and between the workers by the second side, and among workers
between them by a third side. The important role of internal communication is tested in this study.

H3: Internal communication has direct effect on job satisfaction.

REWARDS AND RECOGNITION

Tansey and McGrath (2004) addressed the manner in which management can use internal marketing to motivate employee to
provide the best possible service to customers. Organizational rewards (working conditions, salary, fringe benefits, pay, and
promotion opportunities) are those extrinsic rewards provided by the organization which are aimed at motivating employee
performance, eliciting commitment and maintaining membership (Jerome & Kleiner, 1995; LeBlanc & Mulvey, 1998). According
to Hale (1998) there are two different organizational rewarding systems, strategic rewards and incentive systems. Regarding the
strategic rewards, organizations usually choose to reward those who help to reach business goals based on their actions,
accomplishments and behavior. While the incentive system as Pfeffer (1998) also mentioned is to recognize and motivate teams
and individuals with rewards to achieve organization objectives and goals. Therefore, instead of just rewarding them on their own
performances as in strategic rewards, they help the front-line employees with motivation to improve themselves as individual or
teams in incentive strategies. Employee recognition is the timely, informal or formal acknowledgement of a person's behavior,
effort, or business result that supports the organization's goals and values, and exceeds his/her superior's normal expectations.
H4: Rewards and recognition has direct effect on job satisfaction.

JOB SATISFACTION
Job satisfaction is considered as an important contributing factor towards a person’s motivation and productivity. Hoppock (1935)
defined job satisfaction as a satisfying feeling enjoyed by an employee with his or her current situation, both mentally and

physically. Spector (1997) defined job satisfaction as “the extent to which people like (satisfaction) or dislike (dissatisfaction) their
jobs”. Porter and Lawler’s (1968) definition of job satisfaction includes both internal and external satisfaction. From the above
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definition, internal satisfaction refers to the causes that create job satisfaction, and are closely related to the job itself. In other
words, it is the level of satisfaction achieved through the job itself, through facets such as sense of achievement, growth, self-
esteem, independence, and sense of control (Shimizu et al., 2005). Sohail and Jang (2017) tested the internal marketing practices
in the services sector and proved that internal communication and adequate employee rewards are significant factors to create
employee job satisfaction than employee training and development. Some studies proved that internal marketing has a positive
influence on job satisfaction (Nemteanu & Dabija, 2021; Muramalla, 2021; Tastan & Davoudi, 2020). On the other hand, Gong
(2015) revealed that internal service failure by organizations has a significant impact on the job satisfaction of frontline service
employees. The present study also tested the effect of internal marketing practices on job satisfaction with the following hypothesis.
H5: Job satisfaction has direct effect on employee performance.

EMPLOYEE PERFORMANCE

Performance is a major multidimensional construct aimed to achieve results and has a strong link to strategic goals of an
organization (Mwita, 2000). Performance can also be defined as the employee's behavior in the performance of the tasks and
activities related to work. This definition is focused on the employee's behavior in the way they do their duties at work such as
self-confidence and honesty, etc. (Almolaa & Mostafa, 1996). Campbell (1990) suggested defining job performance as a set of
behaviors or actions that are relevant to the objectives of an organization. The concept of performance is defined variously
according to different approaches. Performance is a good, service or an idea performed to fulfil the duties and realize the objective
in a way to take care of the job criteria in determined before (Pugh, 1991). Campbell (1990) defined the job performance, that it is
executed and evaluated behavior of employees which is harmonized with the defined organizational objectives and these behaviors
are task and contextual performance behaviors (Borman & Motowidlo, 1993). In this study, performance is measured with task
and contextual performance such as taking minimum time and effort, doing tasks with speed and accuracy, reducing complaints,
fulfilling customer requirements, taking more responsibility and more challenging tasks and finding creative solutions for new
problems. Figure (1) is the conceptual framework for this study.

Figure 1: Conceptual Framework

Internal Marketing Practices

Training
Employee
Empowerment — Job Satisfaction Employee
> Performance
Internal

Communication

Rewards and
Recognition

Source: Own Compilation Based on Previous Studies

Based on the literature of Al-Makhadmah, 2015; Braimah, 2016; Frye et al., 2020, the essential practice of internal marketing in
workplace is examined. They proved the significant effects of internal marketing on organizational commitment, job satisfaction
and employee performance. The present study identified four internal marketing practices: training, organizational support, internal
communication, and rewards and recognition. According to this conceptual framework, internal marketing practices are the
independent variables. Job satisfaction, and employee performance are independent and dependent variables based on the effects
of the variables. Employee performance is the dependent variable or expected outcome of the study. The results are expected to
explore the significant role of internal marketing practices for the hotels in Nay Pyi Taw to gain high job satisfaction and employee
performance. To prove the positive and significant effects of internal marketing practices on job satisfaction and also the effect of
job satisfaction on employee performance are the objectives of the study. Thus, the present study mainly focused on the internal
marketing practices as the independent variable to have the significant effects on job satisfaction and employee performance.

METHODOLOGY
RESEARCH INSTRUMENT AND KEY RESPONDENTS
The required data are collected by using structured questionnaire which is the research instrument of the study. The questionnaire

includes three sections. Section one is the profile of respondents such as age, gender, marital status, education level, working
experiences at present job, salary and number of training programs attended at the present job. In section two, internal marketing
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practices with four variables such as training, organizational support, internal communication, rewards and recognition and in
section three, the dependent variables (job satisfaction and employee performance) are used to measure employee perception with
five-point Likert scale items. The personal interview with the responsible persons, especially HR or admin manager helps the study
to explore more detail information related to the internal marketing practices of the hotels. There are 26 hotels with different
number of non-managerial level employees in Nay Pyi Taw Hotel Zone after Covid 19 pandemic. The hotels are classified into
three groups based on the number of employees. Among them, 10 hotels with different number of employees were selected. There
are total of 230 non-managerial level employees in the selected 10 hotels and they are the sample respondents of this study. The
reasons of selecting non-managerial employees are that they are customer-contact employees and they provide services to
customer. The internal marketing practices of the hotels are essential for them to fulfill their job satisfaction and performance. 210
complete set of questionnaires are included in the study. The response rate is 91.30%.

ANALYTICAL TOOLS AND PROCEDURE

Before the main analysis, descriptive statistics is used to explore the demographic factors of the respondents and their perception
on internal marketing practices, job satisfaction and performance by describing the mean values. Correlation analysis is applied to
analyze the relationship among variables. The reliability or the internal consistency among the variables is checked with the
Cronbach’s alpha. Multiple linear regression analysis is taken to analyze to prove the objectives of the study: to analyze the effect
of internal marketing practices (training, organizational support, internal communication, rewards and recognition) on job
satisfaction and to examine the effect of job satisfaction on employee performance of hotels in Nay Pyi Taw.

RESULTS

As the demographic factors of the respondents, female respondents are more than male respondents who are the age between 18-
27 years. The married respondents are more than single and the largest group of respondents are graduated. About 34 percent of
respondents had the working experience of between 1-3 years because the new employees are hired after Covid 19 pandemic. More
than 38 percent of respondents have 200,000 Kyats and below. Although all respondents attended training offered by the hotel, the
majority of respondents have training experience of 1 to 2 times. The results of the employee perception on variables are shown in
Table (2).

Table 1: Employee Perception on Internal Marketing Practices

Sr. No. Internal Marketing Practices Mean
1 Training 3.94
2 Organizational support 3.79
3 Internal communication 3.99
4 Rewards and recognition 4.04
5 Job satisfaction 3.85
6 Employee performance 4.08

Source: Survey data (July, 2022)

According to Table (1), the mean values of four internal marketing practices gained the agree level of employees. The employees
accepted the important practices of internal marketing by the hotels. The hotels provide the requirements of employees in
performing their job. Among the internal marketing practices, rewards and recognition showed the maximum mean value. The
rewards and recognition of the hotels can attract employees to have good perception. The employees accepted that the hotels
provide rewards to meet their effort. The mean value of job satisfaction is 3.85 with satisfied level and the employees generally
satisfy their job based on the internal marketing practices. The employee perception on performance is 4.08 with agree level. The
employees prefer their performance level in doing their tasks. The next step is to prove the correlation among variables. The results
of correlation analysis are presented in Table (2).

Table 2: Correlation Analysis of Internal Marketing Practices and Job Satisfaction

Variables T 0os IC RR JS EP
Training (T) 1

Organizational support (OS) 510" 1

Internal communication (IC) .604™ .615™ 1

Rewards and recognition (RR) A75™ .656™ 710 1

Job satisfaction (JS) 647" .659™ T .665™ 1

Employee Performance (EP) .499™ 489™ 573" 518" 587 1

** Correlation is significant at the 0.01 level (2-tailed);
Dependent variable: Employee performance (EP)

The results in Table (2) showed that the internal marketing practices have positive and moderate correlation with job satisfaction.
It means that the more the internal marketing practices are provided by the hotels, the more the job satisfaction can be achieved.
The internal communication is more important internal marketing practice for employees to have more job satisfaction than other
practices. Additionally, job satisfaction has positive and moderate correlation with employee performance. It can be concluded
that the more job satisfaction creates the better performance of employees in the hotels. The importance of internal marketing
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practices and job satisfaction should not be ignored by the hotels. The results of multiple and simple linear regression analysis are
showed in Table (3) and Table (4).

Table 3: Multiple Regression Analysis of Internal Marketing Practices on Job Satisfaction

Unstandardized Standardized Collinearity Statistics
Coefficients Coefficients
Model Std. Tolerance VIF
B Error Beta t Sig.
(Constant) .347 181
Training .243 .047 274 5171 .000 .604 1.655
Organizational 192 050 223 3.826 000 502 1.990
support
Internal 281 066 279 4.237 000 301 2558
communication
Rewards and
recognition 171 .057 191 2.992 .003 419 2.389
R? 0.652
Adjusted R? 0.645
F 95.822

P <.01; Dependent Variable: Job satisfaction

According to Table (3), the results of multiple regression analysis revealed that internal marketing practices have positive and
significant effect on employee job satisfaction. If one additional unit increases in training, job satisfaction will be increased by
0.243 when other variables are at constant. If one additional unit increases in organizational support, job satisfaction will be
increased by 0.192 when other variables are at constant. If one additional unit increases in internal communication, job satisfaction
will be increased by 0.281 when other variables are at constant. If one additional unit increases in rewards and recognition, job
satisfaction will be increased by 0.171 when other variables are at constant. The results proved that the study accepts hypothesis
1, 2, 3 and 4. Because of internal marketing practices provided by the hotel, employees have more job satisfaction in their
workplace. The results are consistent with the results of Ogunnaike et al., 2012; Al-Hawary et al., 2013; Frye et al., 2020; Getachew,
2021; Among the variables, internal communication has the strongest effect on job satisfaction followed by training, organizational
support and rewards and recognition. These four internal marketing practices play an essential role in improving job satisfaction
of employees.

Table 4: Simple Linear Regression Analysis of Job Satisfaction and Employee Performance

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.
(Constant) 1.765 223
Job satisfaction .602 .058 .587 10.464 .000
R? 0.345
Adjusted R? 0.342
F 109.492

P <.01; Dependent Variable: Employee performance

According to the result of simple linear regression analysis shown in Table (4), job satisfaction has positive and significant effect
on employee performance. If one additional unit increases in job satisfaction, employee performance will be increased by 0.602.
Thus, hypothesis 5 was accepted. The results reveal that the employees are satisfied in working at the hotel and then, the better
performance of employees will be achieved by the hotels. It can be concluded that without job satisfaction, the performance
improvement of employees cannot be expected by the hotels.

FINDINGS AND DISCUSSIONS

The objectives of the study are to analyze the effect of internal marketing practices on job satisfaction and the effect of job
satisfaction on employee performance. According to the perception of respondents, all of employees accepted that the hotels
effectively practice internal marketing. Among the internal marketing practices, rewards and recognition gained the maximum
mean value with agree level of employees and organizational support gained as the minimum mean value with agree level of
employees. The respondents perceived that the provision of rewards and recognition is the most significant practice to have good
perception of employees. The rewards are based on the effort and contribution of employees. The employees preferred rewards
that ties to the qualification and performance of employees. In addition, the employees are satisfied in working at the hotel because
of the effective practice of internal marketing. Generally, the job satisfaction is achieved through internal marketing practices.
According to the mean value of employee perception on performance, they accepted their performance level. To improve their
performance, the employees prefer to collaborate with others for high performance and to actively look for the new ways to improve
the performance at work.
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The correlation results indicated that all internal marketing practices have moderate correlation with job satisfaction and job
satisfaction has moderate correlation with employee performance. The practice of internal marketing is sure for hotels to gain job
satisfaction. Among the internal marketing practices, internal communication had the strongest correlation with job satisfaction.
The information related to policies of the hotels and key priorities of the hotel is sharing among employees that is essential to build
good communication. According to correlation results, the internal marketing practices play an important role to create job
satisfaction and also, job satisfaction is the factor to upgrade employee performance.

As the first objective of the study, the study analyzed the effects of internal marketing practices (training, organizational support,
internal communication, and reward and recognition) on job satisfaction of employees in the selected hotels. All of the internal
marketing practices have positive and significant effects on job satisfaction. It can be concluded that the hotels provide sufficient
training regarding its impact on employees' daily activities and job description before the implementation of a major change in
service rules. Moreover, hotels allow a long absence due to employees' illness during Covid 19 pandemic and strongly consider of
employees’ goals and values. In addition, the hotels also offer consistent messages with business communication and give bonus
to employees for excellence services if employees put more efforts in doing job. By doing this, the hotel staff are satisfied with
working at the hotel. The effective practice of these four internal marketing yields more job satisfaction of employees.

For the second objective of the study, the study examines the effect of job satisfaction on employee performance. It is found that
job satisfaction has significant and positive effect on employee performance. It can be said that employees actively look for new
ways to improve their performance at work when they are satisfied with their work at the hotel. According to the results, the
internal marketing practices play an essential role in creating job satisfaction. If the hotels want to achieve better performance of
employees, creating job satisfaction is the primary requirements for the hotels in Nay Pyi Taw. To gain job satisfaction of
employees, the internal marketing practices are the key success factors for the hotels. The effective practices of internal marketing
are the area to emphasize more by the hotels.

SUGGESTIONS AND RECOMMENDATIONS

Based on the findings, some relevant suggestions and recommendations can be made. In the service industry, human resources are
the only assets that need to be nurtured generously. Employees are at the centre of the service delivery efforts of service
organizations such as hotels. Many organizations accept that their employees are their most valuable resource. The job satisfaction
of employees is the critical to the growth and profitability of the hotel. The management of hotels should carefully consider the
internal marketing dimensions, especially the four factors (and the items they are comprised of) that had a positive and significant
impact on job satisfaction.

According to the results of the study, internal marketing is important in hotels. The hotels need to effectively practice the internal
marketing for their employees. The organization should evaluate the present condition of internal marketing practices in hotels.
Moreover, hotels have to give training to be able to perform the services correctly. The training programs of the hotels should fulfil
the job-related skills of employees. The employees should have opportunities to use knowledge and skills acquired in training. The
training should be focused on what the employees are expected to achieve.

The hotels should take care of the needs of employees in the workplace to perform the tasks comfortably. Additionally, hotels
should consider the goals and values of employees and forgive an honest mistake on their job. The hotels have to consider any
complaint and request from employees and care the opinions of employees. The hotels should have to communicate with their
employees effectively in order to make them satisfied about their jobs. Thus, in order to achieve employees’ satisfaction, the hotels
have to make weekly or monthly meetings with the employees to get their opinions and feedbacks about the job and take what they
say into consideration. The hotels should facilitate the process of generalization of rules and regulations so that every employee
can know the up-to-date rules once they are announced. Additionally, the hotels should provide the requirements of employees and
build the positive and open communication among the employees and departments within the hotel.

Furthermore, rewards and recognition should be focused by the hotels to be an excellence services provided by the employees. The
present rewards of the hotels gained the good perception of employees. The employee with better performance is deserving rewards
and the rewards should meet the expectation of employees. The reward system is the area to be retained by the hotels. The hotels
should provide opportunities at work if employee do the work effectively. Moreover, the hotels need to appreciate their employees
when they do something extraordinary. Based on the correlation results, the hotels should retain the present condition of internal
marketing practices because these practices have positive relationship with job satisfaction. Because of job satisfaction, the better
performance of employees is gained. Thus, job satisfaction should not be ignored by the hotels.

The multiple regression analysis results revealed that the four internal marketing practices are the factors to have significant effect
on job satisfaction. The hotels should continuously practice the internal marketing. Additionally, the job satisfaction has significant
and positive effect on employee performance. As a result of this study, the hotels should attempt to help employees when they
have difficulties in their work and praise for their work well. The hotels should pay the employees a salary that is worthy of the
work they do and provide moral support to perform their task. This condition will create more performance of employee. Thus, the
hotels should create the workplace with good status, provide opportunities to apply their skills and career development and offer
challenges to upgrade their satisfaction.
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There are some limitations in the study which can be fulfilled by further research. As one limitation, the study focused on hotels
located in Nay Pyi Taw. Other hotels in other areas of Myanmar are not the scope of the study. Another limitation is the perception
of non-managerial employees. The perception of managerial level employees is not focused in this study. Moreover, four internal
marketing practices are tested to have the effects on employee job satisfaction and performance of employee. The other internal
marketing practices are not analyzed in this study. Additionally, employee performance is analyzed from job satisfaction and also
job satisfaction is explored based on four internal marketing practices.

IMPLICATIONS OF THE STUDY

This study is valuable and contributes to understanding the nature of internal marketing concepts and the importance of internal
marketing practices on job satisfaction, and employee performance of hotels located in Nay Pyi Taw. To be successful in the
competitive environment, the managers and decision makers of the hotels need to provide internal marketing practices for their
employees. Today internal marketing is one area and manager face difficulty in terms of managing their employees. According to
Mohammed and Pervaiz (2003), internal marketing is used in theories about employees being the customers of the hotels. Internal
customers, that are the employees, are just like external customers, they want to have their needs satisfied. By satisfying the needs
of internal customers, an organization can more efficiently deliver the desired service quality to external customers. Because of
the excellent service quality, customers can be retained by the hotels. By fulfilling employee needs, it enhances motivation and
decreases turnover, and that leads to higher degree of employee satisfaction, which has return results in higher satisfaction and
loyalty from customers.

The managerial contributions of this study consist in pointing out the importance of internal marketing in enhancing job
satisfaction, as well as performance within hotels in the context of the Covid-19 Pandemic. Engaging employees and making them
satisfied is important for achieving success in the highly competitive hotel sector. Hotels, therefore, should keep on improving
many poor aspects of the working conditions within the industry. If the hotels can effectively provide the internal marketing
practices, the good perception of employees on their job, the job satisfaction and the higher performance level of employees can
be achieved. This concerns not only managers of the hotels, but all managers, especially within the service industry since the
employees are the most important factor for success of service organizations and the internal marketing practices are the key for
job satisfaction and performance of employees.
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