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Abstract

Internal marketing and organizational citizenship issues have recently begun to be studied more in the literature. This study
aimed to examine the effect of internal marketing practices on the organizational citizenship behavior of employees in the
sports sector. Data were collected by simple random sampling method using an online survey tool and was obtained from
Antalya, Karaman, Kiitahya, [zmir, Istanbul, and Mugla Provincial Directorate of Youth and Sport of employees (N = 224).
As a data collection tool, the IM-11 scale developed by Yildiz and Kara (2017) was used to measure internal marketing, and
the organizational citizenship behavior scale developed by Bolat, Bolat and Seymen (2009) was used to measure organizational
citizenship behavior. Descriptive statistics, validity and reliability analysis, correlation analysis, and hierarchical regression
analysis were used in the analysis of the data. The result of the analyses showed the significant and positive effect of internal
marketing on organizational citizenship behavior. In other analyzes, while internal marketing had a significant and positive
effect on the sportsmanship and civic virtue subscale of organizational citizenship behavior, no significant effect was observed
on altruism, conscientiousness, and courtesy.

Keywords: Internal marketing, organizational citizenship behaviors, employee, youth and sports directorate.

INTRODUCTION

The basic purpose of public organizations in all societies is to provide services that will meet
the demands, needs, and expectations of the people effectively and efficiently. In order to
provide a public / customer-oriented service at the expected level, the employees (internal
customers) of the organization should also be highly motivated and supported. Achieving
service quality by meeting the demands, needs, and expectations of external customers who
receive service from the organization is only possible if the demands, needs, and expectations
of internal customers are satisfied by the organization. This approach is called internal
marketing in the literature (Giiven and Sadaklioglu, 2011).

Internal marketing, which emerged about half a century ago and is a fairly new concept for
marketing literature, was first introduced in 1976 by Berry, Hensel and Burke. Then, this
concept was studied by George in 1977, Thompson, Berry and Davidson in 1978, and Murray
in 1979. Subsequently, this concept was explained in detail in an article written by Berry in
1981 (Yiice and Kavak, 2017). Berry (1988) made a distinction in the concept of the customer
in his study on service organizations, and defined the people receiving service from the
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organization as “external customer” and the organization employee as “internal customer”. In
the literature, although there are many definitions of the concept of internal marketing, the
definition of Berry and Parasuraman in 1991 was highlighted. According to the authors,
“internal marketing is to meet the expectations and needs of the employees, the employee’s
commitment and motivation to the organization, whose needs are satisfied, increases
positively”. Among other factors, rewarding is one of the most important factors in maintaining
the motivation of the internal customer at the highest level. Rewarding has particular
importance in terms of keeping the morale of employees (internal customers) high and creating
enthusiasm, thus creating high performance (Toksari, 2012).

In today’s environment where competition is increasing, organizations want to have employees
who act meticulously in their duties, work without neglecting their jobs, and comply with the
rules even when there is no supervision and control. Moreover, it needs employees who
voluntarily help their colleagues, take additional tasks without obligation, stay away from
gossip and take care to keep the secrets of the organization. Such behaviors of employees in
the organization are called Organizational Citizenship Behaviors (OCB) (Karaman, Yiicel &
Donder, 2008). The concept of OCB was first introduced in a study in 1983 by Dennis W.
Organ and Thomas S. Bateman. In this study, this concept is defined as “individual behavior
that does not take place directly and explicitly in the formal reward system of the organization,
helps the organization to work effectively and efficiently, and is based on volunteerism”
(Organ, 1990). The common point emphasized by the definitions of OCB is that such behaviors
of employees are optional and voluntary extra-role behaviors and that they contribute to
organizational effectiveness (Sezgin, 2005). OCB is affected positively or negatively by many
variables. For instance, while mobbing negatively affects the OCB of employees (Yildiz,
2016a), internal marketing can positively affect it.

Considering the OCB theoretically, it is seen that it is based on the foundations developed by
the social exchange theory. Social exchange theory, developed by Blau in 1964, emphasizes
social relations based on mutual benefit. In social exchange, the relations between the parties
are not based on a specific obligation, but on the basis of volunteering (Karacaoglu and Giiney,
2010). The concept of OCB was first used by Bateman and Organ (1983) in the literature.
According to Organ (1997), OCB consists of five subscales: altruism, courtesy,
conscientiousness, sportsmanship, and civic virtue. Altruism is thinking about and helping
other employees. For example, helping an employee with an issue that he/she cannot fully
accomplish. Courtesy is helping other employees avoid problems that will affect their jobs. For
example, helping prevent future problems from occurring (Podsakoff and MacKenzie, 1997).
Conscientiousness is that employees are willing to exhibit behaviors beyond the minimum
expected role behavior (Organ, 1990). For example, not to waste resources of the organizations.
Sportsmanship is the behavior that involves employees avoiding negative behaviors that may
cause tension and conflict in the work environment and not complain about insignificant
problems (Organ, 1990). For example, one employee’s tolerance to the other employee. Civil
virtue refers to the behaviors of protecting the interests of the organization at the highest level,
supporting the activities of the organization in professional and social contexts, participating
voluntarily in the organization, and being involved with the organization (Allison, VVoss and
Dryer, 2001). On the other hand, civic virtue is defined as behaviors that indicate employees’
participation in the political life of the organization, their commitment, and interest at the
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macro-level (Podsakoff, MacKenzie, Paine and Bachrach, 2000). In the literature, there are
studies examining the impact of internal marketing on issues such as organizational
commitment (Candan and Giindiiz Cekmecelioglu, 2009; Dokuzoglu and Eren, 2020;
Kocaman, Durna and Inal, 2013; Taskin and Yeni, 2016; Tuncay, 2018; Yenigeri, Kurt and
Akgiil, 2020; Yildiz, 2020), job satisfaction (Arslanoglu, Bektemiir and Gemlik, 2020; Baran
and Arabelen, 2017; Esitti and Buluk, 2018; Ongel and Senol, 2019; Ozcifci, 2018; Yildiz,
2011), job performance (Duyan, 2020; Esitti and Buluk, 2018), and OCB (Abzari and Ghujali,
2011; Eren, Kaygisiz and Katlav, 2016; Miilayim, 2013; Yildiz, 2016b). While the studies in
the literature generally include studies aimed at determining the relations of internal marketing
with different variables, it is seen that studies on OCB are not very common.

On the other hand, some of the studies are not directly related to sports organizations, but rather
to different sectors and organizations. Sports organizations are seen as the most interesting
sector in the service industry. Therefore, the increasing interest of people in the services offered
by these organizations in the last two decades has increased the demand for these organizations.
The proliferation and diversification of the organizations that produce these services have
created competition in the sports sector as well as in other sectors (Dagli Ekmekg¢i, 2019). In
today’s intense competition environment, organizations that succeed in the competition by
providing service quality survive, while those who fail have to withdraw from the market.
Therefore, it is stated that sports organizations are also faced with the necessity of developing
more effective marketing strategies in order to sustain their lives and existence (Yildiz, 2014).
Expectations of employees can be met through internal marketing, enabling them to show more
production behavior (Barsulai, Makopondo and Fyava, 2019). OCB is an important element
that is a source of increase in production in an organization. Thus, the performance of the
organization may increase if the employees behave in favor of their organizations beyond their
duties. When evaluated from this point of view, in order to give a healthy direction to economic
activities, it is important to clarify the relationship between internal marketing and OCB of
employees in sports organizations. While internal marketing and OCB studies are quite
abundant in other sectors, the lack of similar studies in the context of sports organizations is
considered a deficiency. Therefore, the findings obtained from this study will give an idea to
sport management in terms of strategy development and will guide decision-makers to achieve
high performance from employees. In order to contribute to both sports literature and the field
of application, the following hypotheses have been developed to learn the relationship between
internal marketing and OCB in the sports sector:

H:. Internal marketing has a significant and positive effect on employees’ altruism.

H>. Internal marketing has a significant and positive effect on employees’ conscientiousness.
Hs. Internal marketing has a significant and positive effect on employees’ courtesy.

Ha. Internal marketing has a significant and positive effect on the employees’ sportsmanship.
Hs. Internal marketing has a significant and positive effect on employees’ civic virtue.

He. Internal marketing has a significant and positive effect on employees’ organizational
citizenship behaviors.
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METHOD

Research Model

The research model is shown in Figure 1. This model indicates the effects (cause and effect
relationship) of internal marketing on OCB and its subscales, that is, the effects of independent
variables on the dependent variable.

Altruism
H —

;[ Conscientiousness |
H3

_ Courtesy |

Internal Marketing

Ha

{ Sportsmanship |
Hs

Civic virtue |
He

| Organizational Citizenship Behavior

Figure 1. Research Model

Participants

The universe of this study was composed of Antalya, Karaman, Kiitahya, Izmir, Malatya, and
Mugla Provincial Directorates of Youth and Sports employees, in Turkey. The sample is
composed of employees (n = 224) working in this organization. The data were collected using
a simple random sampling method via online survey tool (Google forms).

Measurement Instruments

In this study, internal marketing and OCB scales were used as data collection tools. The IM-
11 scale developed by Yildiz and Kara (2017) was used to measure internal marketing, and the
organizational citizenship behavior scale developed by Bolat, Bolat and Seymen (2009) was
used to measure OCB. The IM-11 scale has one subscale and consists of 11 items. The OCB
scale consists of 20 items and five subscales (Altruism, Conscientiousness, Courtesy,
Sportsmanship, and Civic Virtue). Statements in both scales were measured with a 5-point
Likert degree. The statements in the internal marketing scale are in the range of “1 = strongly
disagree, 5 = strongly agree”, and the statements in the OCB scale are in the range of “1 =
Never, 5 = Always”. “The fact that these scales were previously applied in a Turkish population
and was found valid and reliable” was effective in choosing these scales.

Research Ethic

Ethical approval was given to this study by the Social and Humanities Scientific Research and
Publication Ethics Committee of Indnii University, Turkey (with the decision number of 2020
/ 6-14 at its meeting dated 13.08.2020).

Statistical Analyses

In this study, descriptive statistics were used to determine demographic characteristics of the
participants, and correlation and regression analysis to determine the relationships between
variables.
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FINDINGS
Demographic Characteristics of the Participants

According to demographic findings, 59.4% of the participants are male and 40.6% are female.
63.4% of the participants are single, 47.8% are in the “31-40 age” group, 61.6% have an
“undergraduate degree”. When analyzed in terms of working time variable in the organization;
40.2% of the participants have a period of “1-5 years” in working life, 72.3% of them work in
“permanent status” (Table 1).

Table 1. Demographic characteristics

Variables f %
Gender Female 91 40.6
Male 133 59.4
Marital status Single 142 63.4
Married 82 36.6
Age 21-30 69 30.8
31-40 107 47.8
41-50 37 16.5
More than 51 11 4.9
Education High school 9 4.0
Undergraduate 138 61.6
Graduate 77 34.4
Tenure (years) 1-5 90 40.2
6-10 82 36.6
11-15 18 8.0
16-20 17 7.6
More than 21 17 7.6
Status Permanent 162 72.3
Fixed-term contract 62 27.7

Validity and Reliability Analysis of the Scales

Exploratory factor analysis was performed to determine the construct validity of the scales, and
the Cronbach’s Alpha coefficient was calculated to determine the reliability. According to the
results of the validity analysis determined by the VVarimax rotation method, factor loads of the
internal marketing scale range between .574 and .854, and the factor loads of the OCB scale
range between .416 and .836. Cronbach’s Alpha value obtained as a result of the reliability
analysis of the scales is .929 for internal marketing, .862 for OCB. These values show that the
scales are highly reliable.

Correlation Analysis

Table 2 shows that there is a significant and positive relationship (r = 0.244; p <0.001) between
internal marketing and OCB. In the subscales of OCB; significant and positive correlations
were observed between internal marketing and sportsmanship (0.209; p < 0.001) and between
internal marketing and civic virtue (0.360; p < 0.001). On the other hand, although there was a
positive relationship between internal marketing and altruism, conscientiousness, and courtesy,
no significance was found.
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Table 2. Results of correlation analysis

Variables 2 3 4 5 6
1. Internal marketing 1

2. Altruism .038 1

3. Conscientiousness 119 357 1

4. Courtesy .022 451" .331™ 1

5. Sportsmanship .209™ .359™ 329" 499" 1

6. Civic Virtue .360™ .326™ 436" .320™ .398™ 1
7. Organizational citizenship behavior 244 692" .659™ 684 728" .766™

*P<0.05; *P<0.01

Hierarchical Regression Analysis

The evaluations regarding the results of the two-step hierarchical regression analysis, where
internal marketing is the independent variable and the OCB and its subscales are the dependent

variables, were presented below.

Table 3 shows that internal marketing has no statistically significant effect on the altruism

subscale ( = 0.039; p > 0.05).

Table 3. The results of hierarchical regression analysis for determining the relationships between

altruism and independent variables

Independent variables Step 1 Step 2
Beta t p Beta t p

1. Gender .022 .308 .758 .026 .360 719
2. Marital status .025 347 .729 .021 291 772
3. Age 042 415 .679 .040 .390 .697
4. Education -.051 -714 476 -.050 -.696 487
5. Tenure -.006 -.059 .953 -.002 -.015 .988
6. Status -.001 -.015 .988 .000 -.001 .999
7. Internal marketing - - - .039 570 .569
F 213 .228

R2 .006 .007

Adjusted R? -.022 -.025

Note: Standardized beta values were used.
Table 4 indicates that internal marketing has no statistically significant effect on the

conscientiousness subscale (f = 0.097; p > 0.05).

Table 4. The results of hierarchical regression analysis for determining the relationships between

conscientiousness and independent variables

Independent variables Step 1 Step 2
Beta t p Beta t p

1. Gender -.078 -1.120 .264 -.069 -.984 .326
2. Marital status .056 791 430 .046 .653 514
3. Age -.045 -.443 .658 -.051 -.505 .614
4. Education -.096 -1.358 176 -.093 -1.321 .188
5. Tenure -.110 -1.039 .300 -.098 -.928 .354
6. Status -.075 -.966 .335 -.072 -.932 .353
7. Internal marketing - - - .097 1.435 153
F 1.252 1.372

R? .033 .043

Adjusted R? .007 .012

Note: Standardized beta values were used.
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Table 5 shows that internal marketing has no statistically significant effect on the courtesy
subscale (p = 0.022; p > 0.05).

Table 5. The results of hierarchical regression analysis for determining the relationships between
courtesy and independent variables

. Step 1 Step 2
Independent variables Beta : 5 Beta . o
1. Gender -.018 -.261 .795 -.016 -.230 .818
2. Marital status -.024 -.336 737 -.026 -.363 717
3. Age .048 465 .642 .046 451 .653
4. Education .025 351 726 .026 .359 .720
5. Tenure -.042 -.394 .694 -.040 -.368 713
6. Status .013 161 .873 .013 .168 .867
7. Internal marketing - - - .022 314 .754
F 102 101
R? .003 .003
Adjusted R? -.025 -.029

Note: Standardized beta values were used.

Table 6 indicates that the sportsmanship subscale is significantly and positively affected by
internal marketing (f = 0.218; p <0.01) and is explained at the .09 level.

Table 6. The results of hierarchical regression analysis for determining the relationships between
sportsmanship and independent variables

. Step 1 Step 2
Independent variables Beta T 5 Beta : 5
1. Gender .160* 2.313 .022 .181* 2.662 .008
2. Marital status .036 508 .612 .014 .205 .838
3. Age 173 1.722 .086 .159 1.620 107
4. Education .026 .366 715 .032 467 .641
5. Tenure -.204 -1.940 .054 -.178 -1.725 .086
6. Status -.015 -191 .849 -.008 -112 911
7. Internal marketing - - - .218** 3.299 .001
F 1.544 2.938
R? 041 .087
Adjusted R? .014 .057

Note: Standardized beta values were used. **p<0.001 *p<0.05
Table 7 shows that the civic virtue subscale is significantly and positively affected by internal
marketing (B = 0.349; p <0.001) and is explained at the 0.15 level.

Table 7. The results of hierarchical regression analysis for determining the relationships between civic
virtue and independent variables

Independent variables Step 1 Step 2
Beta t p Beta t p
1. Gender -.011 -.154 .878 .023 347 729
2. Marital status .093 1.313 191 .058 871 .385
3. Age -.033 -.328 743 -.055 -.581 .562
4. Education .060 .855 .393 .070 1.065 .288
5. Tenure -.088 -.834 405 -.046 -.465 .642
6. Status .004 .047 .963 .014 .187 .852
7. Internal marketing - - - .349** 5.491 .000
F 1.315 5.585
R? .035 .153
Adjusted R? .008 126

Note: Standardized beta values were used. **p<0.001 *p<0.05
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Table 8 indicates that the OCB is significantly and positively affected by internal marketing (3
=0.238; p <0.001) and is explained at the 0.07 level.

Table 8. The results of hierarchical regression analysis for determining the relationships between
organizational citizenship behavior and independent variables

Independent variables Step 1 Step 2
Beta t p Beta t p

1. Gender .028 393 .694 .050 734 464
2. Marital status .062 .858 .392 .038 .538 591
3. Age .050 488 .626 .035 .350 727
4. Education .001 012 .990 .008 113 .910
5. Tenure -.129 -1.209 .228 -.101 -.964 .336
6. Status -.017 -217 .828 -.010 -.134 .894
7. Internal marketing - - - .238** 3.569 .000
F 525 2.294

R? 014 .069

Adjusted R? -.013 .039

Note: Standardized beta values were used. **p<0.001 *p<0.05

DISCUSSION AND CONCLUSION

There are many studies in the literature investigating the effects of internal marketing on many
variables, but studies on the relationship between internal marketing and OCB are limited.
Therefore, we believe that the results of the relationship between the two variables included in
this study will contribute to the literature. Hence, the findings of this study examining the
effects of internal marketing applied in organizations on OCB subscales will guide other
studies.

In most of the empirical studies conducted in various service sectors, it was seen that there was
a positive and significant relationship between internal marketing and OCB (Alper Ay, 2018;
Alshurideh, Alhadid and Barween, 2015; Chang, Tseng and Chen, 2012; Seyed Javadin, Rayej,
Yazdani, Estiri and Aghamiri, 2012; Yildiz, 2016b). Our study on employees in the sports
industry has shown that, similar to other research, internal marketing affects OCB significantly
and positively. However, the regression analysis results in our study showed that internal
marketing had significant and positive effects on the subscales of the OCB, such as
sportsmanship and civic virtue, on the other hand, it did not have any significant effect on
altruism, conscientiousness, and courtesy. This has revealed that some internal marketing
practices within the organization have an effect on the prosocial behavior of the employees,
while some internal marketing practices do not affect the prosocial behavior of the employees.
This situation can be explained as follows. Youth and sports organizations in Turkey, through
the 703 numbered Decree-Law, under the “Higher Education Credit and Hostels Institution”
and “Youth Services and Sports Provincial Directorate” reorganized together under a single
roof, and it has been changed the management structure importantly. This situation may have
caused positive or negative prosocial behaviors due to the coming together of employees and
managers with different working cultures. There are studies in the literature that the
organizational culture (support, innovation, goals, rules) contributes differently to internal
marketing practices (Chang et al., 2012). In short, the lack of internal marketing effects in some
sub-dimensions of OCB such as altruism, conscientiousness, and courtesy can be attributed to
the different expectations of employees.
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A number of attitudes and behaviors are followed among the employees in the organization,
which from time to time may constitute an obstacle to the functioning and goals of the
organization and at the same time reduce the performance of the organization. These behaviors
generally go against the norms and values of the organization. Such behaviors not only harm
organizational goals and objectives but also negatively affect the work and even daily lives of
employees. In work environments where negative behaviors are experienced intensely and not
well managed, an employee who feels unhappy psychologically may exhibit negative
behaviors towards his organization and job, and therefore work performance may decrease
(Varisli, 2020). Obviously, in order for organizations to exhibit high performance and to ensure
their satisfaction by providing quality service to the public, the organization must, first of all,
maintain healthy communication and relations with its employees and motivate them. In this
framework, organization managers should give importance to the human resources application
methods used by the private sector beyond the classical personnel management approach
(Barcan and Barcan, 2018). One of these methods, the understanding of internal marketing,
should be transformed into a culture, and it should aim to increase the quality of the service
offered by the organization by ensuring the satisfaction of the employees, who are called
internal customers (Giiven and Sadaklioglu, 2011). Ensuring the motivation of employees by
meeting their needs and expectations can only be achieved by giving importance to internal
marketing activities by the management. Therefore, the OCB of employees whose needs and
expectations are met through internal marketing will also increase (Alper Ay, 2018).

The results of this study showed that internal marketing had an effect on the OCB. However,
not all of the sub-dimensions of OCB had been affected the same from internal marketing.
Therefore, it can be said that more studies are needed to determine whether these results are
consistent in different samples. Additionally, in future research, researchers can similarly
examine the relationship between internal marketing, prosocial behavior, and job satisfaction
in different units of the sports industry.
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