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Abstract

The purpoce of the ctudy ic to invectigate the influenée of internol
marketing (IM) procticecon employee-baced brond equity (EBBE) in
hotel inductry. Aécording to the Categorization of Jommu ond Kochmir
Tourion Development Corporation, all the A-Category hotels in
Jommu ¢ity were celeéted to porti¢ipote in thic otudy. A quectionnaire
derived from the literature review woo completed by 173 employeec
working in A-Category hoteloin Jammu, Indic. Correlation cnolycicic
applied to aooeco the relationchip between the variobles ond followed
by regresoion onolycicto find out the impact of independent varioblec
(IM) on the dependent varicble (EBBE). Reaultc of the otatictiCal
onolycic chowed thot internol morketing procticec hove greoter
influen¢e on building employee-baced brond equity in A-Category
hotelowithin Jommu ¢ity. Study will addrecothe influence of IM acon
ontecedent of EBBE in hotelo. Henée, it mokeo o ¢ontribution for both
ocholarc ond practitioners alike ocince otudy will derive o
¢omprehenaive otudy of proctice of marketing internolly co acto build
higher EBBE.

Keywords: Internal moarketing, Employee-boced brond equity,
Employeec, Hotel induatry.

Introduction

Today cervie orgomizationc ore oéting in globolly deregulated,
technologically enhonéed ond ¢ompetitive bucineds environmentc.
Thic Competitive intenaity impelo cerviée orgonizations ctrive for
¢ompetitive advontoge. Eopecially hotel inductry ic focing o otiff
¢ompetition. Due to inéreacing competition among hotelg, they need to
be more ¢onoumer-oriented ond hence need to differentiote ond
¢uatomize their produéte. It iconly the employeec of the orgonization
who have ¢opacity to differentiote their cervices aothey have o direct
interoction with ¢uctomerc. Moreover bec¢ouce of the intongible ond
intera¢tive nature of cervic¢eos, cuctomerc over ond over ogain rely on
the deedo of employees for judging the quality of a cervice. So,
employeec are Critical fundomentols of cervice inductry. To deliver
better cervic¢eoto their cuctomera, hotel firmomueot need to underctond
ond ootiofy their internol cuctomer i.e. their employeeo. In thicregard,
internol morketing ic o ¢oncept that chould be conaidered by cervice
orgonizotione, Internol morketing ica.cignifi¢ont octivity in developing
¢uctomer oriented employeec in the orgonization .Berry, Hencel ond
Burke (1976), firat defined internol morketing oc to conaider
“employee ac internal ¢uctomer ond job oo product”. It meonc the
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ouc¢éeas of hotel firmo to come extent dependc upon itc
employees, oo it often provide the primory pointc of
differentiation between various competitorc. Another moct
importont accet for every hotel buciness ic the brond nome
and otrong brond imoage. If hondled oppropriately, bronding
will addcto the food-cervice firmoa competitive advontage.
And it ic the employeec of on orgemizotion who built ond
maintoinc the brond equity of the hotel. “Brond equity ica
multi-dimencional ¢onéept” (De Chernatony ond
M¢Donald, 1998) and ¢on be ¢onaidered from o number of
different peropectives, in¢luding finoncial markets, the
¢onoumer, the firm, the employeec ond the ¢honnel of
¢ommunicotion (Kim et ol., 2003, Vozquez et al., 2002;
Supornproditc¢hoi et ol., 2007). Employee-boged brond
equity (EBBE) ic on importont dimencion of brand equity
whi¢h focucses on the employeed perception toword the
orgonizotion brond. So, employeecin cerviée orgonizotionc
muct be troined, motivoted ond ooticfied to build o poaitive
peréeption and thicéon be achieved with the help of internal
morketing whi¢h will lead to greater employee baced brond
equity. Building up of o otrong employee brond equity will
providec a number of pocuible benefitc to hotelo like
building up of otrong ¢uctomer brond equity, inéreace in
¢uctomer loyolty, higher profitc ond more brond-extencion
opportunitiec. Ac no cotudy deciaively dealc with brond
equity meooured from the employee peropeétive within
hotel inductry. Precent poper intend to otudy how
¢omponiec ¢onaider their employees ,how C¢on they
generate employee-baced brond equity with the
implementation of internol morketing pro¢ti¢eowithin their
hotelo .Thic poper focucesc on developing o better
underatonding of the role ployed by internal morketing in
building employee-boced brond equity.

Ao per the review of literoture the mojority of the work on
internal morketing fouced on the icouec cu¢h ac employee
motivation ond their cotiofoction (Azizi et al., 2012 ond Byju
K.P.M, 2013). Internol morketing ic ¢onocidered oc on
importont element for cervice orgonizationo. Frook (2001)
in hic ctudy poaited that internol morketing ic o cignifi¢ont
element for tronoferring brond promice ond integroting it aco
¢omponent of the orgomizotional Culture. Internol marketing
would aloo act acon influential varioble on employee-boced
brond equity, it will helps in developing orgonicutional
workforée committed to the inctituted goalo ond values of
the orgonization (Azizi et al., 2012).Aécording to the
different ctudiec on EBBE (e.g., Ambler, 2003; Punjoiori &
Wiloon, 2007; Burmonn et al., 2009; King & Gragée, 2010) in
recent timeo it i be¢oming on ricing field in brand equity.
The primory driverc for hoopitality firm'c cuééeas, ic o
in¢reacing prominence on building ond monoging brond
equity ( Kim &Kim,2004).A¢éording to King and Grode
(2009), EEBE cerve acabacicto build CBBE. In opite of the
growing interect of recearchercin EEBE, literature on EEBE
ic otill limited ond very few have poid ottention on thic
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¢oncept. Literature review reveolo that receoréhec have not
oo for otudied both the oncepto together, for that reacon
precent ic aneed for further receorch. Furthermore, we 81
not find ony direct ctudiecrelated to the influenée of internal
morketing on employee-baced brond equity in the hotel
inductry in India. So, thic ctudy will foéuc on invectigoting
the influence of internol morketing procti¢ec on employee
baced brond equity through empirical ctudy.

Literature Review
Internal Marketing (IM)

Berry (1981, p.272) defined internol morketing oo““viewing
employeec oo internal ¢uctomerg, viewing jobe oo internol
producto thot coticfy the needo ond wonto of theae internal
¢uctomerc while addrecoing the objectives of the
orgonization”. Internol morketing ¢onéept viewed
“employeecaccuctomerc’, come oclike external cuctomero,
internol cuctomerconeedchave to be outiofied (Berry, 1981).
Coruona ond Colleya (1998) ctoted that internol morketing
addrecwec oll oimo of the orgomization, while outiofying
deairec ond needo of the internol ¢uctomerao. In other wordg,
it icthe philocophy of treating the employeesaca cuctomer.
In the ctudy of Berry ond Poracuromon (1991, p.151) ctoted
that “internol morketing ic the philocophy of treating
employeec oo cuctomer ond it icthe otrategy of choping job-
produétc to fit humon needs’. Gronroos (1981) oddrecsed
thot hormoniouc relationchip ¢on be built between
employeec ond Ccuctomer by having motivated ond
éuctomer-oriented employeec. Gronrooa (1985) odvocated
¢uctomer-¢onctiouonecs, morket orientotion ond oulec-
mindednecss employeec ¢om be developed by o morketing-
like internol opproach ond by opplying moarketing-like
activitiecinternolly”. It icon opproach in which employeec
of the orgonization ore motivated by ocutiofying their work
reloted needo (Dennic, 1995). Narver and Slater (1990)
mentioned thot internal morketing will develop o ¢ulture in
on orgemizotion to deliver cuperior cervicecto cuctomera. In
oddition to thic Gronroos (1981) ond Gummeadoon (1991)
ototed thot mojority of recearchero ic of the opinion thot
internol morketing pro¢ti¢ec encouroge workerc to dioplay
poaitive behavior when they are interocting with cuctomera.
Woodrufte (1995) defined internol morketing oo “treating
both employeec ond cuctomerc with equol importonce
through prooctive progromoc in order to achieve the
objectives of the orgonization”. Moreover, Rofiq ond
Ahmed (2000) define IM oo "o plonned effort ucing o
morketing-like opprooch to overcome orgonizational
recicton¢e to ¢honge ond to olign, motivate ond inter-
funétionolly ¢o-ordinate ond integrote employeec towordc
the effective implementotion of ¢orporate ond funétional
atrategiecin order to deliver customer cuticfaction through o
pro¢ecs of Creating motivoted ond éuctomer-orientoted
employeec'. The ¢oncept of internal marketing evolved
from the idea that employeeo ¢onctitute on internal morket
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within the orgemizotion, whi¢h needc to be informed,
educoted, troined, reworded ond motivoted to meet externol
¢uatomerc’ needcond expectations (Varey & Lewig, 2000).
Zeithoml ond Bitner (2000) ¢Cite internal marketing oo the
mechoniom for enobling the delivery of promices that ore
made vio externol morketing. Employees muct have the
okillg, obilities, toolc ond motivation in order to deliver
cervi¢eo. Promices ¢on eacily be mode, but unlecs the
employeec ore not oppropriotely reworded—otherwice
externol promicec may not be kept. A¢cording to Frook
(2001), internal morketing procti¢ec tronofer brond promice
to the employeec ond it ic oloo importont for brond
orientotion beCouce it ottemptc to develop o motivoted
workforée to achieve orgonizational objectivea.

Employee-Based Brand Equity (EBBE)

According to Adker (1991) ond Keller (1993), domain of
brond equity hoo goined higher importonée in bucineco
morket ac well oo in atademi¢ field with two moin
peropectives: employee-bocged brond equity (EBBE; often
referred acinternol brond equity) ond conoumer-boced brond
equity (CBBE). A¢cording to recearc¢hes of Ambler (2003),
Burmonn et al.(2009),King & Graée (2010), Punjoiori &
Wilocon (2007) EBBE ic reently be¢oming on emerging
field of brond equity . Aé¢ording to King ond Grace (2009),
EEBE cervec ac o foundation to build CBBE. They ctoted
that employees, who are owoare of ond cinéerely endorce
orgonizotion’cobjeétivec, deliver better cerviceoto their end
¢uatomerc. They introduced three dimencioncof employee-
baced brond equity (i.e. Internol brond monogement,
Employee brond knowledge effe¢tc ond Employee booed
brond equity benefitc. King ond Groée (2009, 2010)
orticulate that cin¢e employeecare the reprecentativecof the
orgomization, who deliver brond promice to Cuctomerc
therefore, bromd equity chould be meacured from the
employee peropective. It ic ¢oncluded from the obove
ctudiecthot for building ¢oncumer-baced baced equity there
icaneed to generote employee-boced brond equity.

The ¢oncept of employee-baced brond equity ic defined oo
the volue that abrond providecto afirm through itceffectoon
the ottitudec ond behaviors of itc employees ond outlinec
come of ito impli¢ations for morketing, monogement ond
ec¢onomico. (Tavacooli,N.T., Sorectu,A., ond Chondy.R.,
2014). Employee-baced brond equity (EBBE) ic onother
dimenaion of brond equity which fouseson the employees
perception toword the orgomization brond. EBBE refle¢to
“uniquenecs of Compony brond oaccocéiations, brond
¢onoictency, brond Creditobility ond brond Clority”
(Supornpraditéhai et ol., 2007, p. 1728). King and Grode
(2009) have uced the term employee-baced brond equity to
note that brond knowledge ¢on affeét employee behavior.
King and Groée (2009) meocured EBBE through three
dimencionc i.e. Internol Brond Monogement Procticeg,
Brond Knowledge Effecto ond Internol Brond Monogement
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Benefita Thece three dimencioncare further ctudied through
their oub Odimencionc i.e. Monogement Openneco,
Information Generation, Knowledge Dicoeminotion, The
‘H*> foaétor, Role Clarity, Brond Commitment, Brond
Citizenchip Behavior, Employee Saticfoction, Intention to
atay, Poaitive employee word of mouth.

Internal Marketing and Employee-Based Brand Equity

According to Adker (1991) ond Keller (1993), employee-
baced brond equity icoften referred acinternol brond equity.
Study of Azizi, Ghytocivond ond Fokhoarmonech (2012)
indicated thot internol morketing hoo direét ond poaitive
impa¢t on internol brond equity. Study ocugmented thot
internol morketing act oo on onte¢edent to employee-boced
brond equity (i.e. internol brond equity). Further, ctudy of
Ahmod ond Khon (2014) in bonking cector attempto to
explore impoct of influential fa¢torclike internal morketing
on internol brond equity ond baced on the findingo of thic
recearch it ic obaerved thot internol morketing practiéec
produce a poaitive impact on internal bromd equity. Internal
morketing ¢on be regorded oc on opprooch in which
employeec of the orgomization ore motivoted by cutiofying
their work related needo (Dennic, 1995) ond if they ore
outiofied will lead to greater employee-booed brond equity.

Research Methodology
Research Objectives

* To invedtigate the relationchip between internol
moarketing on the employee-baced brond equity in hotel
inductry.

* Toinvedtigote the influence of internal morketing on the
employee-baced brond equity of A- Category hotelo
within Jommu ¢ity.

Hypothesis of the Study

H1: There exicto a poaitive relotionchip between internal
marketing procti¢ec ond employee- baced brond equity in
hotelo.

H2: Internal morketing procticec hove o poaitive influence
on building employee-boced brond equity in hotelo.

Research Population and Sample

According to the Jommu ond Kachmir Touriom
Development Corporation, Regional office: Jaommu, the
hoteloin Jommu ic ¢ategorized into three mojor Cotegoriea:
Coategory-A, Category-B ond Cotegory —C. There are 7
hotelounder Category-A ond oll the hotelo (i.e. Hotel Aaio,
Hotel Jommu Achok, Hotel Hori Niwoo Paloce, K.C. Hotelo
Pvt. Ltd., Hotel Jhelum Recorts, Muckon Hotel Pvt. Ltd ond
Hotel Fortune in Riviera) were aele¢ted to parti¢ipate in thic
otudy. Totol populotion ic 533 ond cumple cize woo
¢al¢ulated by ucing the Krejéie ond Morgon formulo which
¢ame out to be 226. The Poarti¢ipoting hotelo were given
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acouran¢e of Cconfidentiality. Convenient compling
te¢hnique ic uced to Colle¢t the data. Employeeos of front
offic¢e, food ond beverage, housekeeping, humon recource,
acounto, otorec ond engineering ond mointenondée
departments were in¢luded in the comple. The oelected
employeecwere fully employed rather thon on a¢ontroctual
bacic. The humon recource deportmenta'ctoff were acked to
deliver the quectionnairecto their employeec. Regpondentc
were ooked to complete the quectionnairecin a.celf-reported
monner.

Questionnaire Design

Booed on the review of previouc ctudies, the ctruétured
quectionnoire wocuced to gather the doto. The quectionnoire
ic divided into two oedtionc. Seltion: A contoinc
demogrophi¢ information of regpondents ond Section: B ic
further divided into two porto ¢ontoining the item: Internol
Morketing pra¢ticecond Employee baced brond equity.

Variable Measurement

Internal Marketing pro¢ticec were meooured ucing 8-item
ocale. Out of thot 2-itemo of training were token from
Gounarig, (2008) atudy on hotelg, 2-itemoof éommuniéation
ond 2-itemoof employee motivation from ctudy of Akrouch
et ol (2013) on rectourontc ond 2-itemc of working
environment were token from the otudy of ELSomenl &
Alochurideh (2012) ond they were modified accordingly
acCording to the ocCope of the ctudy. Employee baced brond
equity ic meooured through 18- itemo extracted from Cale
developed by King & Grace (2010) whi¢h wac empiriéally
teated in cervice aector. Regpondentowere acked to rote their
opinioncon o 5-point Likert a¢ole ronging from (1) otrongly
dicugree to (5) otrongly ogree.

Method of Analysis

For otatictical onolycic of the ¢ollected dota Statictical
Pockoge for Social S¢ienceos (SPSS) vercion 16.0 ic uced.
The ctaticti¢al toolouaed for onalyaic of data are reliobility
onolycic to ¢heck the reliobility of meocurement itemg,
Cronboch’c alpha ic ¢aléulated. Correlation onolyocic to
aooeco the relationchip between the variobles ond followed
by regresoion cnolyacicto find out the impoct of independent
varioblecon the dependent voriable.

Instrument Reliability

Internal reliobilitiec of expecéted factorc were performed in
the form of Cronbac¢h’solpha coeffic¢ient (cee Toble 1 ond 2).
Cronboch’c olpha provide o meacure of the internal
¢onaiatency of o tect or ole; it i exprecred oo o number
between 0 ond 1 (Cronboch, 1951). For the purpoce of thic
otudy a ¢ut off volue adopted wac 0.7 (Hoir et ol., 2008)
lower limit of a¢éeptobility ond the aééeptoble benchmork
volue of item-to-total Correlotion ond cquored multiple
¢orrelation wooaet obove 0.3 (Hoir et al., 2008).
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Limitations and Scope

Thicatudy ic¢onaidered acthe firct ottempt to invectigote the
relationchip between Internol Morketing Procticec ond
Employee-Boced Brond Equity in hotel inductry. Ag, the
hotelo are ¢locvified into three ¢otegoriec .The data were
¢ollec¢ted from only A-Category hotels in Jommu ¢ity only.
Therefore, receoréhec ore needed to include B ond C
¢ategory for further ¢onfirmotion of the recults. Since,
¢onvenient compling technique hacbeen uces it could leod
to o¢éurrence of ¢onctrointc on the generolizobility of the
empiri¢ol reaultc. The otudy woo conducted in Jommu City,
ond onalycicofthe hypotheceowacbaced on adatacet of 173
ocoumplec. Therefore, more receorc¢hes ¢ould be ¢onducted in
¢onaidering whole J&K otate ond other countries or
¢ontinento to uné¢over ony oimiloritiec ond differencec with
lorger cet of compleo. Due to the point-in-time noture of thic
otudy which ¢ould not aooeco voriations in recults, further
receorch ic needed to be performed in longitudinal
invedtigationo, Future receorch chould be ¢onduéted in
different inductriec for cupplementory outhenti¢otion. A
¢omporative otudy of IM procti¢es in private ond public
hoteloéon aloo be Sone.

Data Analysis, Research Findings and Discussion
Sample Characteristics

A total of 226 quectionnoirec were dictributed omong the
employeec of celected hotelo ond 173 quectionnairec were
returned. Ac 53 quedtionnoirec were incomplete therefore
were not in¢luded in the ctudy reprecenting o recponce rote
of76.54 percent (173/226).

Acchown in Toble 3, 81 per ¢ent (140) of regpondentcwere
males, ond 19 per ¢ent (33) of regpondentc were femoleo.
According to the age, the largect percentage of regpondentc
woo between 20-30 yeorc (47 per ¢ent), ond the loweat
percentoge (5 per ¢ent) woo thoce who ore more thon 50
yearc of oge.66 per ¢ent (115) of the recpondentc were
morried ond rect 34 per ¢ent(58) were unmorried. Moat
reopondentc were thoce who have o higher ce¢ondory
qualifi¢ation (48 per ¢ent), whereoaothe loweat percentoge of
reopondents wac thooge who have undergone profecsoional
¢ource (3 per ¢ent).The lorgect per ¢ent of reopondentc woo
thoce of income leas thon 20,000(59 per ¢ent), whereoo the
loweat percent of reopondents wac of inéome greater thon
50,000 (2 per ¢ent).Moximum recpondents (28 per Cent)
were from food ond beveroge deportment ond minimum
were from ctoresdepartment (4 per ¢ent).

Descriptive statistics

Table 4 reportc the overall meon ond otondord Seviotion
omong receorc¢h varioble. The overall meon of Employee-
baced brond equity ic higher (3.7604) thon that of internal
morketing meon (3.6373). The individual item wice meon
ond ctondord deviation icreported in toble 5 ond 6.
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Correlation Analysis

The Pearcon ¢orrelation (denoted by r) ic opplied between
Internol Moarketing ond Employee-Booed Bromd Equity to
find out the degree of acooéiation between the two variobleo.
The correlation volue ¢ould ronge between -1.0 ond +1.0. It
ic ¢lear from reculto of Toble 7 that o high ¢orrelation exict
between Internal Morketing ond Employee-Baced Brond
Equity (r<.830,n<173,p<0.01). So, the hypothecic(H1)
ofthe ctudy icaclepted.

Regression Analysis

The regrecoion onolycic wac opplied between independent
vorioble (IM) ond dependent varicble (EBBE) R value
reprecentc the aimple Correlation between IM ond EBBE
ond 16.830, which indi¢atechigh degree of ¢orrelation.

R2 volue in the toble 8 indi¢atec how much of the totol
variotion in the dependent varioble EBBE, ¢on be exploined
by independent varioble, IM. R-cquored volue olwoyoc
rongecbetween 0 ond 100% Higher the value of R-oquores,
the better the model fitoyour doto. In thic¢ace, 68.9 %( 689)
¢on be explained which ic very lorge. The regrecoion
onolyacic recult depicto that IM Practi¢ec hoo o cignificont
poaitive influence (689) on EBBE (cee Table 8) Baced on
the findingo it ic cuggected thot internal morketing ic
eocential for enhonéing employee-baced brond equity ond
¢reate influentiol effe¢toon employee-baced brond equity in
hotelo.

So, the hypothecic(H2) of the ctudy icacéepted.

Conclusion and Managerial Implication

The moin purpoce of thic ctudy wac to invectigate the
influenée of internal morketing procticesc on employee-
baced brond equity. Thicotudy alco providesnew incight in
hotel’ ointernol morketing procticec ond employee-boced
brond equity. To the beat of our knowledge none of thece
atudiec oo for hao been invectigated in the hotel inductry.

The overoll meon volue of EBBE found to be more oo
¢ompored to IM. Furthermore, the recultc of thic ctudy
indic¢atec that there ic o poaitive Correlation between the
variobles(r =830, p< 0.01) Moreover, recultooloo depiéto
oignifi¢ont poaitive impoct of IM on EBBE (R-cquared
=689, p < 0.01) The previouc ctudiec (Azizi et al. 2012;
Ahmod ond Khon, 2014) aloo cupported the obove findingo.
ThicimpliecIM hocemerged out acon importont ontecedent
for employee booed brond equity with in hotele. Any
variotion in the IM Jdirectly affe¢tc EBBE. IM procticec
highly influenéec EBBE befoauce o cervice provider
orgonizotion remoeinc in ¢ompetition only if itc employeec
are fully outicfied. If they are cutiofied they will build high
EBBE. Thicindi¢atesthot with inéreacing IM orientotion of
orgonizotion, employee’ cequity towoardcorgonizotion will
inéreoce. Ao a recult, thic will lead to more cuticfoction of
employeec with their jobo ond thicin turn ¢on improve the
performance of employeec toward fulfilling ¢uctomerd
expectationo. So, monogerc ¢on employ internal morketing
proctices within their hotels, whi¢h will inéreace their
employee equity ond will aloo helpc to colve problemo
¢oncerned with goolo attainment i.e. promoting their hotel
brondc ond image through employeeo. All the practi¢ec of
IM will help in the ¢reotion ond development of otrong
EBBE. Hence, the otudy cuggeots the hotels to exeréice
procticec of IM effectively in their working environment,
whi¢h ultimotely helpo to ac¢hieve high employee-booed
brond equity ond will ¢reate ¢ompetitive advantage for
hotelo. Hotel ¢hoinc ¢ould ¢oncentrote more on thece to
ottract ond cutiofy their employeesin o better way. There ic
no recearch invectigating thicrelationchip in hotel inductry.
Thuo, we ¢on ¢onclude that orgemizationo ¢ould onchoroge
their brond in employeec mind oet through the
implementation of internol morketing practi¢ec throughout
the orgomizotion. Thic recearch contributes in exicting
literature by introduc¢ing internol morketing proctic¢ec ac on
influential factor on employee- baced brond equity.

Table 1: Internal Consistency of Final Revised Structure

Items Item-total Squared Cronbach’s

correlation Multiple alpha value
Correlation

Internal Marketing .929

IM1. In my hotel t raining ic¢locely 812 .688

reloted to the individual needo of each

employee.

IM2.Before the implementation of o 811 .699

mojor ¢honge in cervice rulecwe

alwayo get cignificont troining

regording it.

IM3.Our internol communicotion ic 818 .674

the key whic¢h providec

information from monoagement to all

otoft
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IM4.0ur internol communiéationcic
in line with hotel’s  external
¢ommunicéotiona,

187

.634

IMS5.Our hotel oppliecthe oyctem of
in¢entivec ond benefitc for ctoff.

747

.632

IM6.0ur hotel followoa oyctem of
ocolory commenourote  (motching)
with the job.

748

.583

IM7.At work, my hotel providecon
independent ond healthy work
environment.

127

572

IM8.I ¢on hondle tacko ot work with
my own judgment.

.623

453

Table 2: Internal Consistency of Final Revised Structure

Items Item-total Squared Cronbach’s

correlation Multiple Alpha
Correlation | Value

Employee Based Brand Equity 931

EBBE1.My hotel gothercinformation 757 705

from employee feedbock.

EBBE2.My hotel uceodato gathered 737 .585

from employeecto improve their jobo

ond to develop atrotegy.

EBBE3.My hotel ¢ommuniéatecitc 777 729

brond promice well to itcemployeec.

EBBE4.Skill ond knowledge 734 .632

development of employee choppenc ac

on ongoing pro¢eccin my hotel.

EBBES. I feel that I om o reopected ond .649 534

volued member of my hotel.

EBBESG. I feel thot my hotel tructome 743 .667

to 80 o good job.

EBBE7. I know exoctly what output ic 746 .685

expected of me on the job.

EBBES. I know how to deliver the .696 577

brond promice of my hotel.

EBBEDI. I om prousd to be a port of the 779 701

hotel I work for.

EBBEI10. I feel like I really fit in where 758 .659

I work.

EBBEI1L1. If given the opportu  nity, | 770 .644

poco on my knowledge about my

hotel’6brond to new employeeac.

EBBEI12. I toke reoponaibility for tacko 773 .675

outaide of my own oarea if ne¢ecoury e.g.

following up on ¢uctomer requectc etc.

EBBEI13. I feel agreat cence of .579 425

acoticfoction from my job.

EBBE 14. I 50 not enjoy my job. 448 316

EBBE 15. I plon to otay with my hotel. .608 480

EBBE16. 1 would turn down on offer 519 .349

from onother hotel if it came tomorrow.

EBBE17. I talk poditively obout my 708 .620

hotel to othera.

EBBE18. I would re¢commend my hotel .681 574

to comeone who aeekomy advice.
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Table 3: Demographic Profile of Sample Respondents

Demographic No. of Respondents
Frequency | Percentage
(%)
Gender Male 140 81
Female 33 19
Total 173 100
Age 20-30 yearc 81 47
31-40 yearc 63 36
41-50 yeorc 21 12
>50 yeorc 8 5
Total 173 100
Maoritol Married 115 66
Unmorried 58 34
Total 173 100
Educational | Higher ceCondory 83 48
Bachelor'c degree 59 34
Mocter’c degree 26 15
Profescional Cource | 5 3
other, pleace opecify | 0 0
Total 173 100
In¢ome <Ra.20, 000 102 59
Rac.20, 001-30,000 37 21
Ra.30, 001-40,000 | 21 12
Ra.40, 001-50,000 10 6
>Ra.50, 000 3 2
Total 173 100
Department | Houcekeeping 43 25
Front office 25 14
Engineering 24 14
Accounting 18 10
Humon Recource 8 5
Food ond beveroge 48 28
Storec 7 4
Total 173 100

Table 4: Mean and standard deviation of variables

|ltems Mean Std. N
Deviation

Internal

Marketing 3.6373 .98634 173

[Employee-Boced

Brand Equity 3.7604 .74404 173

Www.pbr.co.in
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Table 5: Item Statistics

Items Mean Std. N
Deviation
M1 3.27 1.438 173
M2 3.58 1.220 173
M3 3.72 1.213 173
M4 3.59 1.136 173
IM5 3.84 1.077 173
IM6 3.74 1.144 173
IM7 3.92 1.089 173
IMS8 3.44 1.304 173
Table 6: Item Statistics
Items Mean Std. N
Deviation
EBBE1 3.58 1.141 173
EBBE2 3.57 1.096 173
EBBE3 3.76 1.114 173
EBBE4 3.86 1.053 173
EBBES 3.79 1.054 173
EBBE6 3.89 1.159 173
EBBE7 3.95 1.077 173
EBBES 4.02 .997 173
EBBE9 3.90 1.073 173
EBBE10 3.95 1.039 173
EBBE11 3.94 1.066 173
EBBEI12 3.92 1.102 173
EBBEI13 3.85 1.023 173
EBBE14 2.31 1.163 173
EBBEI1S5 3.80 1.181 173
EBBE16 3.67 1.263 173
EBBE17 3.91 1.067 173
EBBEI18 4.02 1.065 173

Table 7: Correlation between Internal Marketing and
Employee-Based Brand Equity

Variable Internal Employee-
Marketin Based
€ | Brand Equity

Internol Peorcon 1 330"
Morketing Correlotion )

Sig. (2-tailed) .000
Employee-Baced |Pearcon 830" 1
Brond Equity Correlation ’

Sig. (2-tailed) .000

** Correlation icaignificont ot the 0.01 level (2-tail)

Employee-Based Brand Equity

Model Summary

Std. Error
Adjusted R of the
Model R R Square Square Estimate
1 .830* .689 .687 41642
o. Predi¢tora: (Conctont), Internol Morketing

Pacific Business Review International

Table 8: Regression Analysis between Internal Marketing and
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