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Abstract

It is not possible for external
customers to be satisfied without motivating
internal customers. The purpose of this study
was to examine the effect of internal
marketing activities on organizational
citizenship behavior. This study is
important in terms of showing how internal
marketing activities contribute to
organizational citizenship behavior and to
human resources management practices. A
survey was conducted on 171 people in a
hospital that produces hospital furniture and
medical equipment. For the analysis of data
in the study, exploratory factor analysis,
correlation and multiple regression analyzes
were used. In the research findings, there
was a positive and significant correlation
between internal marketing and
organizational citizenship. As a result,
increasing of internal marketing activities
led to an increase in organizational
citizenship behavior. Especially, from
internal marketing activities an increase the
importance of rewarding and
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1. INTRODUCTION

Internal marketing is a concept that emerges
and emerges in the late 1970s and early
1980s, focusing not only on external
consumers, but also on internal constitutes
(Kaplan,2017). Internal marketing term,
used to describe the work done within an
organization with the aim of training,
motivating and communicating  with
employees, has been largely developed in
the service sector. If an organization does
not have internal marketing activities, it can
not focus on how employees interact with
their customers (Wilson and Gilligan,1995).

Stating clearly the importance of
internal marketing, the chairman of
Southwest Airlines' board of directors stated
in 1996: "Who comes first for businesses?,
customers, employees or shareholders? 1
have never hesitated to answer this question.
Employees come first. If they are happy,
satisfying, self-empowered and energetic,
they will do what is best for their consumers,
and therefore customers will come again;
this will make also the shareholders happy
"(Demir et al., 2008).

Internal marketing activities are closely
related to employee satisfaction and
performance.  Employees in  internal
marketing are seen as internal customers.
Thus, as the level of employee satisfaction
increases, the likelihood of creating external
satisfaction and loyalty for external
customers will also increase (Ahmed and
Rafiq, 2003). In internal marketing studies,
organizational commitment (Joung et
al.,2015; Chi et al.,2016); job satisfaction
(Marques et al.,2018; Al-Ababneh et al.,
2018), service quality (Sohail and Jang,
2017; Bang et al.,2016; Bonyadinaeini et al.,
2015), Organizational performance (Ullah
and Ahmad, 2017) and turnover intentions
(Kim et al., 2016), institutional reputation

(Fettahlioglu et al. 2016) has been identified
as having significant impact. Yiice and
Kavak (2017) determined that internal
marketing activities reduced the intention to
leave = work,  where  organizational
commitment increased.

Bagaran et al. (2011) found that internal
marketing directly affected perceived quality
of service, rewards and development
dimensions, they found that job satisfaction
is mediating between the rewarding
dimension of internal marketing and
perceived service quality. Internal marketing
activities have been found to be an effective
tool for organizational citizenship behavior
(Yildiz, 2016; Salajeghe t al., 2015).

Today, the rapid development of
customer expectations has increased the
importance of human resources
management. There is a greater need for
organizations to fulfill their assets and to
achieve their strategic goals, employees who
behave beyond job descriptions (Bolat and
Bolat, 2008). In other words, employees
who exhibit organizational citizenship
behavior have become more preferred.

Attaching importance to internal
marketing activities that closely related to
human resources management practices in
increasing organizational citizenship
behaviors in an organization, will bring
forth the importance given to the employees
of the organizations. In this study, internal
marketing and organizational citizenship
behavior are discussed together. When the
literature is examined, there is a limited
number of directly related researches in
which internal marketing and organizational
citizenship issues are studied together. These
results show that there is a positive
relationship between internal marketing
practices and organizational citizenship
behavior (Yildiz,2016; Kamalinasab et al.,



2014; Kamalinasab et al., 2017; Alshurideh
et al.,2015; Salajeghe t al.,2015). This study
is important in terms of showing how
internal marketing activities contribute to
organizational citizenship behavior. It is also
important in terms of contributing to human
resources management practices.

2.THEORETICAL FRAMEWORK
2.1. Internal Marketing

Today, the concept of internal marketing is
one that has become intensely debated by
researchers. The concept of internal
marketing that emerged in the service
marketing literature began to be addressed at
the end of the 1970s (Ene, 2013), but
nowadays it is among the topics that are
examined in detail. Internal marketing has
become  increasingly  important  for
organizations as the service industry and
knowledge base grows in importance.
Internal marketing, however, is not only
concerned with the service sector, but also
with the organizations that market the
products (Dunmore 2002).

Internal marketing is a management
philosophy that requires organizations to
treat their employees as customers (Basaran
et al., 2011). Internal marketing means that a
service organization makes great
investments in employee quality and
performance. It is necessary to educate and
motivate them effectively in order to ensure
customer satisfaction and for employees to
work in teams (Kotler et al., 1999). As a
marketing "understanding", the satisfaction
and motivation of employees in internal
marketing are emphasized. Accordingly,
internal marketing is an understanding of
marketing aimed at attracting, retaining and
motivating employees in order to enable an
entrepreneur to effectively externally
marketing (Rafiq and Ahmed 1993,
Shepherd, 2004). Internal marketing focuses

on employees and helps the company
achieve competitive advantage(Abbas and
Riaz,2018). Internal marketing is a
philosophy of management that envisages
"acting like a customer" to employees,
which offers actions to meet their demands
in order to gain employee loyalty and
organizational loyalty (Kocaman et al.,
2013).

The dimensions of internal marketing
can be expressed as career development,
vision development, rewarding and intra-
organizational communication from the
definitions given in the literature and Money
and Foreman's (1996) internal marketing
scale (Isler and Ozdemir, 2010). Internal
marketing activities require that employees
of the organization be informed, trained,
developed, rewarded and motivated in order
to meet the needs and expectations of the
internal customers (Kocaman et al., 2013).

Internal marketing is closely related to
human resource management practices. In
internal marketing, which is a management
philosophy that aims to shape business
products to the needs of employees,
everyone who works in the business is
regarded as an internal customer and the
service will be sold to the internal customers
before the external customers, so that they
are happy in the business (Uygun, et al.,
2013). Internal marketing; human resources
development, strategic management, staff
relations, quality management, intra-
organizational communication and macro
marketing, is combination characteristic of
many different management technologies
(Ozdemir, 2014).

2.2. Organizational Citizenship Behavior
(OCB)

As a concept, organizational citizenship first
appeared in the literature in 1983 by Organ
and colleagues. Organizational citizenship



behavior is one of the most researched topics
today (Bateman and Organ, 1983) because
of the contribution of employees to
performance evaluations and to the success
and effectiveness of organizations. The
organ expressed organizational citizenship
behavior as "good soldier behavior" (Organ
1997). According to Organ (1990),
organizational citizenship behavior, is
defined as "are useful behaviors for the
organization that do not arise from the
contractual compensation indemnity, can not
be applied on the basis of official role
obligations".  Organizational citizenship
behavior, which is crucial for the effective
functioning of organizational functions,
voluntarily indicates more of the required
role requirement for employees to benefit
the organization (Organ 1990). The
organizational citizenship behaviors shown
by the employees in the organization mainly
appear in two ways. First, requires
employees to actively participate in the
organizational structure, practices and
targets. Secondly, requires that the
employee should avoid harmful behavior
(Sokmen and Boylu, 2011).

It shows that social change, equality and
reciprocity are related to norm theories,
reward allocation, job satisfaction and
organizational citizenship behavior and
justice. Employees can improve their
performance when they perceive fair
behavior and job satisfaction. Demonstrating
organizational citizenship behavior will be a
possible way for employees to respond to
their organizations (Netemeyer and Boles,
1997).

Organizational citizenship behavior, on
the decisions, can be effective such as,
managers' performance evaluations, wage
increases, and promotion. Organizational
citizenship behavior improves organizational
effectiveness and performance in the long

run. It will also increase employees' internal
motivations and  achieve  employee
achievement, competence and contribution
to belonging feelings. Organizational
citizenship behavior is closely related to job
satisfaction, organizational commitment,
organizational justice, turnover and anti-
citizenship  behavior (Giirbliz, 2006).
Organizational citizenship behavior provides
the ability to attract and retain qualified
workforce by making the working
environment of the organization attractive
(Karaman et al., 2008). It is known that
organizational citizenship behaviors,
organizational social mechanisms facilitate
the functioning, reduce conflicts and
increase  effectiveness. As a  result,
exhibiting organizational citizenship
behavior can increase  organizational
performance (Sehitoglu ve Zehir, 2010).

Organizational citizenship behavior is
classified in two ways. Individually directed
organizational citizenship behavior (OCBI)
is a citizen's behavior indirectly contributed
by members. They are behaviors that help
employees to their colleagues and thus
indirectly contribute to the organization.
Organizationally directed organizational
citizenship behavior (OCBO) is voluntary
behavior that members of the organization
actively undertake in their duties and
demonstrate to the benefit of the
organization (Fu, 2013).

It is seen that there are different
dimensions in organizational behavior
dimensions in the literature (Oguz, 2011).
Organ (1997), however, has combined these
dimensions under five headings. These are
the dimensions
"Altruism","Constientiousness", "Courtesy"
"Sportmanship" and "Civic  Virtue".
Altruism, is voluntary behavior to help other
people or to prevent work-related problems
from occurring (Basim ve Sesen, 2006). It is



used to help certain people who contribute to
the activity (such as colleagues, partners,
customers or boss) (Organ, 1997).
Conscientiousness is a voluntary
demonstration of a role behavior beyond the
minimum role behaviors expected of
employees. Courtesy is behavior based on
informing others before making moves or
making decisions that affect others' affairs
(Basim ve Sesen, 2006). Sportsmanship
means that the employees do not complain
about the unavoidable or imposed situations
related to the work. Civil virtue is the act of
participating actively in the organization's
activities, protecting the interests of the
organization against possible changes and
losses (Podsakoff et al. 2000).

Job satisfaction, employee engagement
and job embeddedness, organizational
commitment, HR practices, Self-efficacy,
transformational leadership, self-serving
motives and Culture are
antecedents/determinants of OCB (Ocampo
et al.,2018).

Determining the organizational
citizenship ~ behavior  tendencies  of
candidates applying for employment in the
selection of employees regarding human
resources management activities can help to
increase the efficiency and effectiveness of
the organization (Cavus and Develi, 2015:
239). In addition, training and development
activities to increase the qualifications and
activities of employees will contribute to
exhibit organizational citizenship behavior
(Corum and Oge, 2018: 30).

Liu and the others explored (2017),
explore the mediating effect of compulsory
citizenship behavior in the relationship
between organizational citizenship pressure
and work—family conflict. Acaray and
Akturan (2015) determined that prosocial
organizational silence has a positive effect

on organizational citizenship behavior.

Moorman et al. (2018) explained the
importance of trust in organizational
citizenship  behavior. Ghanbari  and
Eskandari (2014) found a positive
correlation between organizational climate
and job motivation and organizational
citizenship behavior. Lee and Woo (2017)
found that job satisfaction partially mediated
the relationship between organizational
citizenship behavior and emotional labor.

Tabancali and Cakiroglu (2017) found
that ethical leadership behaviors increased
their organizational citizenship behaviors.
Avcr (2016) stated that the organization's
positive and strong organizational culture
will contribute to the development of
organizational citizenship behaviors. Dinka
(2018) determined  that  employee
performance is positively linked to
organizational citizenship behavior. Seeing
employees as internal customers will lead to
the  development of  organizational
citizenship behavior and will lead to an
increase in service quality (Kamalinasab et
al., 2014). Demirel and Giiner (2015) found
a positive relationship between internal
customer relationships and organizational
citizenship behavior. SeyedJavadin and by
his friends (2012), it determined that
organizational citizenship  behavior 1is
mediated between internal marketing and
service quality.

An organization that has employees
who demonstrate organizational citizenship
behavior, according to other competitors,
will have employees who give more
importance to organization and work. The
fact that the organization attaches more
importance to its internal marketing
activities, its the most important resource
"human  resource', will reveal the
significance given. For this reason, it was
thought that increasing the organizational



citizenship behavior would be an effect of
the internal marketing activities and the
hypothesises of the research was determined
as follows.

H1: Internal marketing dimensions have
a positive and significant effect on
organizational citizenship.

Hla: Developing education and vision
from internal marketing dimensions has a
positive and  significant impact on
organizational citizenship behavior.

H1b: Rewarding and communication
from the internal marketing dimensions has
a positive and significant impact on
organizational citizenship behavior.

H2: Internal marketing has a positive
and significant effect on (general)
organizational citizenship (general).

3. MATERIAL AND METHOD

The main purpose of this research is to
determine the effects of internal marketing
activities on organizational citizenship
behavior. This study constitutes the
universe, which has many international
design awards, hospital furnishings and
producing medical equipment, a company
that he in Sivas (Turkey) "Nitrocare" is
situated under the name activity. The
population of the research is 225 employees.
The sample of the study consisted of 171
people who worked actively between
November and December 2017. The sample
is 76% of the universe. A written consent
was obtained from Nitrocare Anonim Sirketi
before it started to work. It seems that the
number of samples is sufficient for the 5%
confidence interval. 143 people were
calculated to be adequate.
(http://www .raosoft.com/samplesize.html).

The questionnaire was used in the study
included questions about demographic
characteristics consisting of 8 questions;
consisting of 15 items "Internal Marketing
Scale" developed by Money and Foreman
(1996) (Kocaman et al., 2013) ; and
"Organizational Citizenship Behavior Scale"
consisting of 19 items which were combined
with two different scales and made valid and
reliable in Turkish by Basim ve Sesen
(2006). The intrinsic marketing scale was
implemented in the form of a 5-point Likert
scale, which " I absolutely disagree " with
(1) and " strongly agree " with (5); whereas
the organizational citizenship scale was used
"never" (1) and "always" (6) in the form of
a 6-point Likert scale. For the analysis of
data in the study, percentage, frequency,
arithmetic mean, descriptive (explanatory)
factor analysis, t test, anova, correlation and
regression analyzes were used with SPSS
program.

Explanatory factor analysis was used to
determine how many dimensions of internal
marketing and organizational citizenship
scales could be examined. The statistics on
factor analysis for the following internal
marketing scale are shown in table . KMO
sample fit was found to be 0,929, and the
Barlett normal distribution test result was
significant. Accordingly, since the value of
KMO is significant, it can be said that there
is a data suitable for factor analysis. For the
internal marketing scale, two dimensions
above of 1 the eigenvalues, were derived
using varimax transformation. There are no
substances that can be loaded in more than
one factor in the scale items. For this reason,
the substance was not removed. These two
factors account for 70% of the total
variance. It is usually sufficient that this
ratio is above 50%. When the
subcomponents and factor structures that
make up these factors are examined, the first



factor (F1) which consists of 8 questions is
composed of training and  vision
development components. The second factor

(F2) consists of 7 questions and rewards and
communication components.

Table I. Results of factor analysis on internal marketing perceptions

Internal Marketing

Fl

F2

10- This organization collects information from employees to improve
employee duties and improve the organization strategy.

,824

14- This organization has the flexibility to supply the different needs of
employees.

,808

13- Employees in this organization, for performing service roles,
they are grown appropriately.

,801

11- This organization, transmit the importance of service roles to
employees, .

, 795

15- Communication with employees in this organization is of
greatimportance and the importance of communication is placed in the
organization.

,788

12- Employees who provide excellent service to this organization are
rewarded for their efforts.

, 787

9- This organization measures and rewards the performances of
employees who often contribute to the vision of the organization.

, 764

8- This organization's performance measurement and reward systems,
encourages their employees to work together.

,652

1- This organization provides a vision for their employees will be able to
believe.

,852

3- This organization prepares its employees to perform well in their jobs.

,847

4- This organization sees the development of its employees' knowledge
and skills sees it as an investment rather than a cost.

,826

2- This organization transmits its vision appropriately to its employees.

,821

7- This organization, beyond the training of its employees, at the same
time educates.

,702

5- The knowledge and skills of the employees in this organization,
evolves in the organization process.

,633

6- This organization teaches its employees not how to do need things,
teaches "why" should be done need that.

,623

Factor eigenvalue

8,914

1,629

Variance Percent of Factor Explained

59,429

10,857

Total Variance Explained (%):

70,287

Tests: Kaizer-Meyer-Olkin test (KMO): 0.929
Barlett’s test of Sphericity: 2144,586 (p<0.000)

The scale of organizational citizenship
behavior was combined with two different
scales and the validity and reliability of
Turkish version were made by Basim and
Sesen (2006). There are five dimensions in
the scale consisting of 19 items. In this

study, the scale was done re-reliability and
validity because it was applied to a different
business. Kaiser-Meyer-Olkin (KMO) and
Barlett test were performed with explanatory
factor analysis for the data. KMO sampling
suitability was found to be 0.892, and Barlett



normal  distribution test result was
significant. Since the KMO value is
significant, can be said to be an appropriate
data to do factor analysis. For the
organizational citizenship behavior scale, 4
dimensions were derived above the
eigenvalue 1 using varimax transformation.
These items have been removed because
more than one factor can be loaded in the
16th and 14th items (F1 and F3) and 5th
item (F2 and F4).(Table II). These four

factors account for 66% of the total
variance. It is usually sufficient that this
ratio is above 50%. When examining the
sub-components and factor structures that
make up these factors; consists of the first
factor (F1) courtesy that contains a total of 5
questions, the second factor (F2) Altruism
with 4 questions, third factor (F3) civil
virtue with 3 questions, and the fourth factor
(F4) Conscientiousness with 3 questions.

Table II. Results of factor analysis on perceptions of organizational citizenship behavior

Organizational Citizenship Behavior

Fi

F2 F3 F4

11- I try not to create problems for the other
people I work with

,826

10- When unexpected problems occur, not to be
harmed their, [ warn the other employees

,759

9- I show respect for the rights and laws of other
employees

,703

12- I do not waste time complaining about minor
problems

,660

13- I try to see the positive direction of events
rather than focus on problems related to the
workplace environment

,659

18- I keep pace with changes to the company
structure .

,594

2- I help a company employee who is overworked

, 778

1-I do the day's work for an employee who gets
daily leave.

, 748

3- I help someone who starts a new job learn.

,685

4- 1 do not avoid sharing materials with others
when there are business problems

,658

15- I am actively involved in the resolution of
conflicts within the company

, 725

17- 1 voluntarily agree to the company's social
activities.

712

19- 1 take part in research and project groups that
perform all kinds of developer activities.

,697

8- I do not spend time for personal work within
working hours.

722

7- I would like to participate in all activities that
will create a positive image for my company.

, 716

6- I spend most of my time in business related
activities.

,700

Factor eigenvalue

8,35

1 1,645 1,521 111

Variance Percent of Factor Explained

43,9

53 8,659 8,007 5,846




Total Variance Explained (%):

| 66,464

Tests: Kaizer-Meyer-Olkin test (KMO): 0.892
Barlett’s test of Sphericity: 1868,175 (p<0.000)

Unlike the original of the scale, the
sportmanship did not create the factor with
the dimension. For this reason, the
sportmanship dimension was not included in
this study and a total of 16 items were
evaluated on scale. Reliability analysis of
the scales was done after factor analysis.

When the reliability analysis results of the
scales are examined, it can be said that
Cronbach Alpha values (> 0.70) are quite
reliable. The mean scores of the scale
dimensions are also shown below (Table
I11).

Table III. Reliability levels for general and lower dimensions of scales

Number of Reliability Average Stal?dqrd
items deviation
Courtesy 6 0,886 4,84 0,99
Altruism 4 0,819 4,43 1,12
Civil virtue 3 0,739 4,34 1,14
Conscientiousness 3 0,779 4,59 1,13
Organizational Citizenship
Behavior (General) 16 0,911 4,60 0,87
Training and vision ] 0.941 2.99 114
development
Rewarding and communication 7 0,924 3,29 1,02
Internal marketing (general) 15 0,951 3,13 1,00
4. FINDINGS
{ 0,
The distribution of 171 participants had a bachelor's degree, = 41.5% of the
. . . . experience were between 1-5 years, 42.7%
according to their socio-demographic loved K 529 had
characteristics is given in Table IV. were cmployed as WOTKers, o nad a

According to this, 44.4% of the participants
were in the 28-37 age group, 81.9% were
male, 70.8% were married, 32.2% of them

monthly income between 1500-3000 and
64.9% did not have managerial duty.

Table IV. Distribution of Participants according to Demographic Characteristics (n=171)

Age N % Educational status N %
18-27 47 27,5 Primary education 47 27,5
28-37 76 444 High school 39 22,8

38 and over 48 28,1 Associate Degree 20 11,7
License 55 32,2
Master's degree 10 5,8

Gender Marital status
Woman 31 18,1 Married 121 70,8
Male 140 81,9 Single 50 29,2




Experience Title
1-5 years 71 41,5 Administrative staff 61 35,7
6-10 years Technical
personnel
58 33,9 (engineer, 37 21,6
technician and
technician)
11-15 years 20 11,7 Worker 73 42,7
16 years and 2 12,9
ve over
Income status Management task
1500 and 55| 322 Yes 60 35,1
below
1501-3000 89 52,0 No 111 64,9
3001 and over 27 15,8

In table V, there was a positive
correlation between education and vision
dimension  from  internal = marketing
dimensions and marital status of employees
(r = 0.187) and education level (r = 0.188).
Positive correlation was found between the
level of civil virtue (r=0,153), which is the
dimension of organizational citizenship
behavior, and the level of education.
However, the correlation between education
level and organizational citizenship behavior
(general) is not significant. There was no
correlation between gender, age, marital
status, experience, title, managerial duty,
and monthly income variables. There
was a positive and significant correlation
between internal marketing (general) and
organizational citizenship (general) (r =
0,335). There were positive and significant
correlations between internal marketing

dimensions and organizational citizenship
dimensions. There were significant and
positive relationships between, in education
and vision of internal marketing dimensions,
between courtesy (r = 0,276), civil virtue (r
= 0,274) and conscientiousness (r = 0,192)
of organizational citizenship behavior
dimensions. There were significant and
positive relationships between, in the
rewarding and communication of internal
marketing dimensions between of all of
organizational citizenship behavior
dimensions. [courtesy (r = 0,287), altruism
(r = 0,285), civic virtue (r = 0,277) and
conscientiousness (r = 0,310)]. However,
with the development of education and
vision, which is the internal marketing
dimension, there was no significant
correlation between altruism.



Table V. Findings of correlation analysis
organizational citizenship behavior

of relationships between mternal marketing and

citizenship behavior variable is explained by
the variables of internal marketing
dimension. No significant effect of training
and vision development on organizational
citizenship behavior (p> 0,5). Rewarding
and communication dimension had a
positive and  significant effect on

therefore accepted, while Hla hypothesis
was rejected. Accordingly, the dimension of
internal  marketing, = rewarding  and
communication, leads to an increase in
organizational citizenship behavior (Table
VI).

e
. =
g g
~ 5 g 5
= 3 E | g| 2% = &
< =1 <
5| 4| % S| 2| B 5| 28| 5 £
5| < s 2| 5| E 5 2 S5 R g
© E g ¥ 2| 3 £ 2 g 5
S 7 8 & S =) =
= - S = Bl = =
S = = = £
5 g 8
= ) kS
5 &
Gender -,026 ,072 ,019
Age 073 073 079
18\:1;1;11?1 187* 101 161%
SEt‘;Ef:‘“"n ,188* 147 184%
Experience ,014 -,087 -,033
Title -084 -023 -062
e 33| 053 | -106
?tl:t?ge 056 052 058
1.Courtesy | -,072 | 008 | ,047 062 | -067 | -020 | -072 | -024 | 276%* 287F% | 304%*
2 Altruism | ,013 | -,029 | ,023 011 | -029 | ,003 | -035 |-,003 131 285%% | D]5%x
3 iﬁ;‘gl 026 | ,009 | 099 A53*% | 054 | 131 | 119 | 131 | 274%* 277%% | 298
i;gsolf::s‘em 010 | -117 | ,003 038 | -137 | ,061 | -050 | ,000 | ,192% 310%% | 264
agriral) 018 | -039 | ,052 051 | 058 | 025 | -,083 | 021 | 273%* 356%% | 335%x
According to regression findings, about grzzgg;uzatmina(l) (:glzsens}}lllrl)b(i ~ 0ﬁ32.4 b=
13% (R> = 0.128) of organizational <V P :3)- ypothesis was



Table VI. Findings of multiple regression analysis on the effects of internal marketing
dimensions on organizational citizenship

Regression
coefficients 8 =
[}
Independent Dependent = g
Variables Variable S
Model o
Summary ANOVA
R R? F p | Beta|] T p
1.Education and
Vision 0,04 | 0,45 | 0,65 .
Development 6 5 0 Hia| Reject
OCB | 0,357/ 0,128 | 12,300 | 0,000
2. Rewarding 032 | 320 | 0.00
and ’4 ’7 i - Hiw| Accept
Communication

*p<0.05.**p<0.01; Durbin-Watson=1,762

According to regression analysis
findings, 11% of the organizational
citizenship variable (R> = 0.112) is
explained by the internal marketing variable.
Internal marketing has a positive and
significant  effect on  organizational

citizenship (B = 0,335, t = 4,621, p = 0
<0,5). Hence, the H2 hypothesis has been
accepted. Accordingly, as internal marketing
activities increase, organizational citizenship
behavior may increase(Table VII).

Table VII. Simple regression analysis regarding the effects of internal marketing activities

(general) on organizational citizenship behavior (general)

Regression
coefficients -2 =
£ 7z
Independent Depepdent S &
: Variable N
Variables Model =
Summary ANOVA
R R? F p | Beta] T p
Internal
Marketing
0,33 21,3 | 0,00 | 0,33 | 4,62 %
OCB s 0,112 50 0 P ) ,000 Ha| Accept

*p<0.05.**p< 0.01; Durbin-Watson=1,697




S. DISCUSSION AND RESULT

In today's organizations, it 1is more
preferable to have employees who
demonstrate extra-rol behaviors that exceed
the limits of their job descriptions in order to
achieve their goals. Organizations have to
pay attention to the needs of the human
resource, which is the most important
resource. If internal marketing activities that
closely concern human resources
management practices are given importance,
organization employees may increase
organizational citizenship behavior exhibits
and it can provide contributions of qualified
personnel to remain in the organization.

This study was conducted to determine
the effect of internal marketing activities on
organizational citizenship behavior. It has
been examined whether there is a significant
difference between the variables according
to socio-demographic characteristics in the
study. According to the results of the
research, no significant difference was found
between organizational citizenship behavior
and demographic variables. Similarly, in the
Akindobe (2011) study, it was determined
that personal factors did not have significant
determinants of organizational citizenship
behavior, but extroversion and experiential
openness dimension of personality factors
were significant determinants of
organizational citizenship behavior.
Similarly, Podsakoff et al. (2000: 527) did
not find a significant difference in their
research in terms of gender and duration of
duty, organizational citizenship behavior
(general) and organizational citizenship
behavior.

In the perceptions of intrinsic marketing
activities; in terms of education level,
perceived level of internal marketing
activities of high school graduates was

found to be significantly lower than that of
associate degree graduates. Furthermore,
according to the marital status variable, the
perception of inner marketing was higher
than that of married ones. In other words,
in high school graduates and married
employees, the internal marketing activities
performed by the organization are perceived
as lower. Accordingly, it may be suggested
that the emphasis should be placed on the
provision of opportunities and environments
for the company, especially for high school
graduates and married employees, in terms
of internal marketing activities.

Similarly, in the research of Coban et al.
(2008), there was a difference between level
of education and marital status and level of
satisfaction ~ with  internal = marketing
activities. In terms of education level,
internal marketing practices, internal
communication, internal integration and
level of satisfaction with internal product
activities was higher in associate and
university graduates. On the other hand,
according to marital status, satisfaction
levels of internal product activities were
found to be higher for married employees
than for single employees.

In study there was found a positive and
significant correlation between internal
marketing (general) and organizational
citizenship  (general) (r =  0,33)5).
Accordingly, the increase in internal
marketing activities can lead to an increase in
organizational citizenship behavior. However,
there was no significant correlation between
education and vision development, which is
the dimension of internal marketing activities,
and the altruism dimension of organizational
citizenship. In other words, increasing
education and vision development, it also
leads to an increase in courtesy, civil virtue
and conscientiousness in the dimensions of



organizational citizenship, it does not cause
an effect on altruism behaviors.

According to the findings of regression
analysis, no  significant  effect of
organizational citizenship behavior was found
on education and vision development (Hla
hypothesis was rejected). On the other hand,
positive and significant effect of rewarding
and communication dimension on
organizational citizenship was found ( Hlb
hypothesis was accepted). Accordingly,
rewarding and communication, the dimension
of internal marketing, caused an increase in
organizational citizenship behavior.

Moreover, according to the findings of
simple regression analysis, a positive and
significant effect of internal marketing
activities on organizational citizenship was
determined. (H2 hypothesis was accepted).
Accordingly, as internal marketing activities
increase, organizational citizenship behavior
increases. These results support research in
the literatiire (Yildiz,2016; Kamalinasab et
al., 2014; Kamalinasab et al., 2017;
Alshurideh et al.,2015; Salajeghe t al.,2015;
Abzari and Ghujali, 2011; Mahmood et
al.,2013; Barzoki, and Ghujali, 2013).

Similarly, Demirel and Giiner (2015)
investigated the relationship between
internal ~ customer  relationships  and
organizational citizenship behaviors. In their
research, the dimensions of internal
customer relationships (effective
management, internal customer orientation,
collaboration and communication, internal
customer satisfaction and technology
competence) was positively related to the
dimensions of organizational citizenship
behavior (Individually directed (OCBI) and
organizationally directed (OCBO)
organizational citizenship behavior).
Alshurideh et al., (2015), in their research,
on organizational citizenship behavior,

internal marketing dimensions of motivation
and communication have a strong impact,
but less impact on the dimensions of training
and development has been determined.
These results support the results of the
study.

As a result, increasing internal
marketing activities led to an increase in
organizational citizenship behavior. In
particular, importance given to rewarding
and communication dimensions from
internal marketing activities, led to an
increase in  organizational citizenship
behavior. Accordingly, attaching importance
to the internal marketing activities of
organizations can contribute to the increase
of employees who exhibit organizational
citizenship behavior. In particular, more
emphasis on rewarding and communication
activities can be suggested to increase
organizational citizenship behavior.

Attaching importance to internal
marketing activities that closely related to
human resources management practices in
increasing organizational citizenship
behaviors in an organization, will bring
forth the importance given to the employees
of the organizations. If organizations want to
maintain external customer satisfaction and
commitment, it is necessary first to give
importance to the internal customer. In other
words, you can not please the outside
customer without being motivated the
internal customer. For this reason, firstly, the
giving importance internal customers,
meeting their needs, and thus giving more
importance to rewarding and communication
as internal marketing activities for
motivation, will also increase the
organizational citizenship behaviors.

In order to increase the generalizability
of the results of the study, it is recommended
to reproduce the study in large samples in



public and private institutions. This study is
important in terms of encouraging internal
marketing practices and contributing to
organizational citizenship behavior. This
study has an impact on future theoretical and
empirical research. In future research, I
encourage both the internal marketing and
organizational citizenship behavior to be
addressed clearly. In future research,
achieving different or similar results may
also contribute to organizational behavior
and human resource management as well as
to internal marketing practices.
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