
Internal Marketing
Theories, Perspectives, and Stakeholders

David M. Brown



1 Introduction to Internal Marketing 1		
1.1 Recent theoretical debates within Internal Marketing literature 2
1.2 Aims and perspectives of this book 5

2  Internal Marketing: the theoretical background 9
2.1 Defining Internal Marketing and its underlying concepts  

and philosophies 10
2.2 The roles and purposes of Internal Marketing 16
2.3 Elements of Internal Marketing 19
2.4 The aims and potential of Internal Marketing 22
2.5 Organisational vision, commitment, and change 24
2.6 Internal Marketing as an integrative mechanism 26
2.7 Internal Marketing, organisational culture, and the  

relationship with Human Resource Management 28
2.8 Demands, resistance, limitations, and criticisms of  

Internal Marketing 31
2.9 Internal and external customers and markets:  

orientation and primacy 34
2.10 Transactions and service in Internal Marketing 38
2.11 Internal service encounters, internal exchanges,  

and service quality 41
2.12 Satisfaction, trust, and motivation in Internal Marketing 46
2.13 Relationships, communications, customer orientation, and 

boundary personnel 49
2.14 Measuring and operationalising Internal Marketing 52
2.15 Theoretical limitations of Internal Marketing 54
2.16 Chapter summary 56

Contents



viii  Contents

3  Selected theoretical evolutions beyond Internal  
Marketing 69	
3.1 The relationship between Internal Marketing and  

Internal Branding 69
3.2 Organisational and brand loyalty, Brand Orientation, and 

their relevance to Internal Marketing 71
3.3 Chapter summary 76

4  Dyadic perspectives: how Channel Management 
theories can inform our understanding of  
Internal Marketing 82	
4.1 Dyadic partnerships 82
4.2 Relationships – from the interorganisational to the  

intraorganisational 84
4.3 Relationalism, inf luence, control, and power 86
4.4 Satisfaction, dependency, and interdependency 87
4.5 Commitment, stability, long-term relational orientation, 

and formalisation 90
4.6 Diplomacy, inf luence strategies, and incentivisation 92
4.7 Relational quality and norms, and their effects on 

cooperation and compliance 94
4.8 From interorganisational dyadic behaviour to the 

dyadic behaviour of individual boundary personnel 95
4.9 Channel conf lict 97
4.10 Chapter summary 99

5  The dark side of Internal Marketing:  
Internal Demarketing 107
5.1 Identifying Internal Demarketing 107
5.2 A taxonomy of Internal Demarketing 111

5.2.1 Unintentional Internal Demarketing 113
5.2.2 Ostensible Internal Marketing 115
5.2.3 Selective Internal Marketing 117
5.2.4 Selective Internal Demarketing 120

5.3 Chapter summary 122

		   	

Glossary of terms 129
Index 135


