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IntrOduCtIOnHuman factor in organizations and organi-zational activities is important to enter therealm of activities, maintain status, and pro-motion among active sectors (Al-Hawary etal., 2013). Some researchers including Booneand Kurtz (2013) and Rafiq and Ahmed(2000) believe that the success of an organi-zation is the result of the combined effort ofits individuals. From this viewpoint, it is im-portant to succeed in the goals of internalmarketing. Managers are working to satisfytheir internal customer satisfaction to informemployees about their organizational goals.Therefore, enterprise networks can helpmake it the official network and the result ofinformation and computer technology, or re-sulting from informal relationships rooted inthe social communication of employees dur-ing organizational work. In spite of a lot of in-ternal marketing, customer satisfaction ispromoted along with improved employeeproductivity. Therefore, many authors haveto improve their internal marketing as inter-nal customers, first of all, they should be sat-isfied with their job so that they can find apositive attitude and then serve foreign cus-tomers and keep them satisfied.Based on the research, management com-mitment to internal marketing and internalmarketing component, including informal in-ternal communication, is vital. In fact, all thesteps that an organization takes to develop,train, and motivate its employees are withinthe scope of internal marketing (Chen et al.,2006). In this regard, the commitment ofmanagement to internal marketing directlyaffects the transparency of the role of em-ployees and indirectly the employee’s job sat-isfaction and commitment (Bailey et al.,2016; To et al., 2015). Marketing researchsupports this concept (To et al., 2015). In thispaper, the effect of management commitmentto internal marketing has been analyzed onthe attitude of employees of the AgricultureJihad Organization (AJO) of Guilan Provincewith an emphasis on informal relationships.Concepts of management commitment have

raised interests in Iran for many years, and asignificant number of organizations havetried to use this concept to better managetheir activities. However, there is no evidenceof managers’ success. According to agricul-tural studies conducted in Guilan Province,this is no exception. Therefore, the main issuein the present paper is whether the manage-ment commitment to internal marketing inAJO of Guilan Province affects employees’ at-titude to work and whether internal market-ing practices, i.e., informal internalcommunications, affect the intensity of theimpact.The commitment of managers to internalmarketing based on the general definitioncan directly affect employees’ attitudes to beused as a very useful tool for establishingpositive attitudes (Harrison et al., 2006). Thedirectors’ commitment to internal marketingis defined as the level of understanding of anorganization’s management team by theneeds and values   of employees, and employ-ees’ well-being and satisfaction are treated asinternal customers (Lings & Greenley, 2010;Cascio, 2010). Job and work positive attitudesare also related to performance at work. Also,the commitment to internal marketing has adirect impact on transparency. Staff has a di-rect impact on employee satisfaction and em-ployee commitment (Lings & Greenley, 2010;Rafiq & Ahmed, 2000). The commitment ofmanagers to internal marketing through in-formal channels provides in-house commu-nication between managers and staffs, whichfirstly provides job satisfaction and the com-mitment of employees, and afterward, withthe emphasis on retraining, the employees’learning promotion is efficiently deployed.Once they are considered as an internal cus-tomer, foreign customers and clients will beprovided with services of higher quality. Wor-rying about the work conditions of staff im-pairs the link between high-performancework systems and job satisfaction as well asemotional commitment (Wexley & Yukl,1984).Through its own methods, including pro-
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duction, dissemination of information, inter-nal communication, and informal internalcommunication, internal market can helpmaintain and increase external marketing. In-deed, internal marketing must go aheadalong with external marketing (Arnett et al,2002).Effective internal marketing strategies canattract and recruit good employees and main-tain effective staffing. Effective employeeswho are content and committed to their man-agement will be happy with their effectiveservices in their behavior with their cus-tomers and will be loyal to customers. How-ever, management commitment to internalmarketing is also affected by some other vari-ables. For example, the internal and externalorganizational communication between em-ployees and managers can change the atti-tudes of employees. The internal marketing(staffing) of organizations is a reason fortrust, job satisfaction, performance (Martey,2014) and loyalty of employees. The attitudeof employees such as satisfaction, commit-ment and their affiliation with the job and theorganization is not a new phenomenon. How-ever, theoretical studies on this concept dateback to Hopk (1935). He showed that the at-titude of work for each person experienceshis or her personal experience at work andfrom work in a specific way, and satisfactionas a kind of reaction. The attitude and the ex-tent to which people like or dislike their jobare raised, and they are measured by the dif-ference between what is expected in the fu-ture and the expected success and thesuccess achieved. The quality of work prac-tices has a positive impact on the attitude ofemployees in strategy and implementation,the creation of a quality culture in the organ-ization through management support andcommitment, and the creation of a desirablework orientation towards work. Positiveprogress and the attitude of employees, ac-countability, teamwork, and continuous im-provement are matters of importance(Batista et al., 2013), the attitudes of employ-ees in the public sector based on research

conducted, such as organizations and execu-tive agencies, show that staff has a moderatepercentage on the conscience of altruism,health, and good. They have the necessary in-tentions in terms of their support and man-agement commitment. In this regard, a lowlevel of performance, physical well-being ofemployees, the mental health of staff, anddocuments related to medical centers showthis. The success of a managerial activity withthe commitment of senior management is al-ways the most important factor affecting in-ternal marketing in the productionenvironment (Kilburn, 2009).There is a positive relationship between jobsatisfaction and exterior customer satisfac-tion according to Mafini and Pooe (2013).Also, many functional disruptions in govern-ment agencies in different statistical societiesare effective in employee job satisfaction.They include the provision of inadequateservices, financial corruption, distortionswithin the organization of the periodic sys-tem, and organizational politics due to thelack of positive attitude (job satisfaction). Inthis regard, to improve the attitude of work,it is important to measure the level of job sat-isfaction and other attitudes among employ-ees in each period. Pels and Grönroos (2009)showed that internal marketing was an im-portant factor that could improve job satis-faction. It is all about what an organization isdoing to promote employee training andlearning. In turn, the quality of services pro-vided to domestic and foreign customers im-proves their performance and achievements.In this regard, directors’ commitment to in-ternal marketing can increase organizationalenergy and improve staffing trends. Booneand Kurtz (2013) revealed that job satisfac-tion had a profound effect on managers’ at-tention and commitment to human resourcesand actions related to their job attitudes.When employees have oral orifice messagesto friends and acquaintances about their or-ganization and management, they can reducetheir behavior to interact with the device. Ifthe employees are satisfied with their orga-
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nization’s commitment and management, theresult will be reversed. Research has showna positive and significant positive relation-ship between internal marketing and man-agers’ trust, job satisfaction, and internalcustomer loyalty. Internal informal commu-nication is one of the important variables thatcan change the impact of management com-mitment on employee attitudes (Hayase,2009). The results showed a relationship be-tween internal communication and effectiveemployee engagement in organizational ac-tivities. Given that internal marketing in-volves plans to develop human resources andretrain them to promote customer orienta-tion, customer-centered employees who useinternal informal relationships and amongfriends and colleagues can be effective in in-fluencing the behavior of foreign customers(Ioan & Ivana, 2011). In this regard, the mostimportant internal marketing goals are thecreation of relationships between employeesspontaneously. When employees communi-cate informally with each other, it is antici-pated that better work outcomes will beachieved to accomplish the desired goals (Toet al. 2015).Messages sent apart from the organiza-tional chart and the official and operationalhierarchy in an organization are referred toas informal communication. Informal com-munication is used when formal communica-tion fails to meet the requirements of theorganization. Informal communication isformed and expanded according to the needsof an organization. The similarities of em-ployees’ friendship with each other, the con-ditions and methods created, the traditionaland inadequate formal communication net-work and other characteristics can be effec-tive in the formation of informalcommunications (Moshabbaki, 2005). In allorganizations, there is informal and unstruc-tured communication. Managers should beaware of it and of the role that sometimesplays in the organization’s operations. Evenunofficial communications may further con-tribute to the organization’s formal goals (Ah-

madi, 2002). Based on this, informal internalcommunication is a communication whoseinformation in the organization is based onthe social relations of employees along withthe relationships defined in the organiza-tional structure. This network tells managerswhat employees are concerned about, what’simportant, and what the ambiguous issuesare. Informal internal communication helpsmanagers make the right decisions (Holmes& Marra, 2004). Of course, if formal commu-nication is properly deployed by top execu-tives, it can be intelligently utilized to betterserve the informal internal communicationthat effectively addresses decision making(Fay, 2011).Lings and Greenley (2010) and Rafiq andAhmed (2000) have reported that informalinternal communication has also been iden-tified as one of the key elements of domesticmarketing. Given that the research supportsthe theoretical framework of the definedvariables, the model used in this research ispresented as Figure 1.The model includes employees’ feelings to-wards their job and their desire for the addi-tional effort through effective internalmarketing methods, and the senior manage-ment team must strive to motivate and sup-port employee services in providing services.According to the model, the hypotheses ofthis study are as below:H1: Management commitment to internalmarketing has an impact on the AJO employ-ees’ attitude.H2: The management commitment to inter-nal marketing has an impact on informalcommunication among the AJO employees.H3: Internal informal communication is af-fected by the commitment of management tointernal marketing on the AJO employees’ at-titude.The model used in this study has beenadapted from To et al. (2015). In this study, itis assumed that the internal marketingmanagement commitment affects theattitudes of the AJO employees through effec-tive components of internal marketing of
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informal internal communication. The modelconsists of three variables: managementcommitment to marketing as an independentvariable and employee attitude as a depend-ent variable. Also, informal internal commu-nication has been introduced as anintermediary variable, which is considered asource used to improve the coordination ofemployee efforts and managerial decisions inachieving the predetermined goals.
MEthOdOlOgyThe research used a descriptive method inwhich data are presented in a meaningfulway to report what is without any interfer-ence or mental inference and obtain objectiveresults from the position. All employees ofAgriculture Jihad Organization (AJO) inGuilan Province were considered as the sta-tistical population of the research. Theyamounted to 1338 official staff and 315 otherstaff members in 16 Agricultural Jihad Man-agement in 62 county-level centers. UsingCochran’s formula, the sample size was esti-mated to be 250 people. To ensure a high re-turn rate, 280 questionnaires weredistributed randomly among the statisticalpopulation and at the end of the study, 273completed questionnaires were gathered andanalyzed.

Descriptive analysis and statistical testDescriptive statistics were used for the sta-tistical analysis and summarize data. Inferen-tial statistics were used to analyze thehypotheses using statistical tests. The infer-ential analysis was performed by using suchtests as correlation coefficient, confirmatoryfactor analysis, model fitting test, path analy-sis and model using the smart PLS 2.0 soft-ware. The normal distribution of thevariables was tested by the Kolmogorov-Smirnov test.
rESultSAccording to the results, 18.7% of respon-dents were female and 73.6% were male.Also, 5.5% had an undergraduate degree,55.7% had a bachelor’s degree, 28.9% had amaster’s degree and higher. In terms of age,4% of respondents were under 20 years,34.8% were between 20 and 30 years, 18.7%aged 31 to 40 years, 34.8% aged over 40, and7.7% did not specify their age. Also, 4.8% ofrespondents were single, 84.2% were mar-ried, and 7.3% were unknown.The internal marketing management com-mitment variable has an average of 2.81 anda standard deviation of 746.0 and a varianceof 0.557 and hence it is not in the desiredstate in the studied sample (Table 1). The in-
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Figure 1: The conceptual model is an adaptive research
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formal internal communication variable hasan average of 44.44 and a standard deviationof 0.771. The employees’ attitude variablehas a mean of 2.83 and a standard deviationof 0.782.According to the results of the table, thefactor loads and the coefficient of significanceof the relationships between the variables ofthe research if the significance level is greaterthan the error value. We arrive at a zero hy-pothesis, and if the value of the significantlevel is smaller than the error value, hypoth-esis 1 will be accepted. Therefore, due to theabnormal distribution of variables, for theimplementation of the modeling technique,the structural equations should use the leastdetailed calculation method, which was usedin the Smart PLS 2.0 software.To determine the validity of the internalstructure of the questionnaire, the conver-gent validity method was used, and the relia-bility was determined by the twocombination reliability methods and Cron-bach’s alpha coefficient. Convergent validity,

which shows the correlation of a structurewith its own indicators, was proposed by For-nel and Larcker, which is measured by theAVE index (Ab Hamid et al., 2017). Accord-ingly the value of this index for each of themain variables should be more than 0.4 sothat the validity of the internal structure ofthe questionnaire is verified. To confirm thereliability of the measurement tool, the Cron-bach’s alpha coefficient for each of the vari-ables should be greater than 0.7. In addition,in order to ensure reliability, Vurtz, Lyn, andJarskag proposed the CR criterion, which cal-culates the end of the variables with the cor-relation of their structures. The CR indexshould show value above 7.0 to confirm thereliability of the measurement instrument(Hair et al., 2016).The Table 2 shows the amounts of these in-dicators derived from the Smart PLS soft-ware. As can be seen, these conditions aremet for all the variables, proving the validityand reliability of the measurement instru-ment.

Employees' Attitude toward Management Commitment to...  / Azadedel and Shokri

Variable Mean Sd

Management commitment to internal marketing 2.81 0.746Informal internal communication 2.44 0.771Employees’ job attitude 2.83 0.782

Table 1
Descriptive Results of Model’s Variable

Variable number
of Q

Cronbach’s alpha
coefficient Cr AVE communality r2

Management commitment toInternal marketing 3 0.741 0.852 0.658 0.658 -Informalinternal communication 4 0.837 0.891 0.671 0.671 0.331Employees’ job attitude 4 0.821 0.882 0.651 0.651 0.388

Table 2
Summary of Cronbach’s Alpha Coefficient
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In Figures 2 and 3, the results show the sig-nificant coefficients and path coefficient foreach of the main variables of the research,which is derived from the running of themodel in the software. In order to investigatethe refutation or confirmation of the researchhypotheses, the significance of the path coef-ficients should be calculated from zero. Forthis, the coefficient of t was calculated by thebootstrap method at the error level of 5%. Ifthe significance coefficient obtained is be-yond the range, the hypothesis is confirmedand otherwise, it is refuted.For the first hypothesis, there is no signifi-cant effect on the variables of attitudesamong employees due to insignificance (co-efficient of 0.61). So, the first hypothesis is re-futed.For the second hypothesis, the reliability ofthe sample has a positive coefficient of 0.75and a significant coefficient of 16.03 at the

95% confidence level on the non-correlatingvariables of the employees. The relationshipbetween these two variables is linear and di-rect. In other words, with the increase incommitment to the performance of the game,the interrelation of the non-employees in thesurveyed statistical society increases. Thevalue of this effect is 0.57, which indicatesthat with increasing probability of increasingthe number of responses to the size of a unitby one unit, the probability of a 95% increasein non-employee communication increasesby 0.57 units. For the third hypothesis, the informalcommunication of employees with a coeffi-cient of adjustment of 0.67 and a significantcoefficient of 0.83 at 95% confidence levelmodifies the relationship between the vari-ables of management commitment to inter-nal marketing and employee attitude.Regarding the positive correlation coefficient,

Employees' Attitude toward Management Commitment to...  / Azadedel and Shokri

Figure 2. Factor analysis and significance coefficients of relations among research variables
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the moderating effect of informal communi-cation on this relationship is so that with theincrease in informal communication of em-ployees, the impact of the management com-mitment to internal marketing on employees’attitude will be increased. Therefore, thethird hypothesis is also confirmed. Now, byassuring the appropriateness of the concep-tual model’s measurement part, we will testthe hypotheses of the research and we willexamine the rejection or confirmation ofthem. Figures 1 and 2 show the results of sig-

nificant coefficients and path coefficient re-lated to each of the main variables of the re-search, which were obtained as a result of therunning of the model by the software.In order to investigate the rejection or con-firmation of research hypotheses, the pathcoefficients should be significantly differentfrom zero. For this purpose, the coefficient twas by the bootstrap method calculated atthe error level of 5%. Table 3 summarizes theresults of testing research hypotheses.

Employees' Attitude toward Management Commitment to...  / Azadedel and Shokri

Figure 3. Path coefficients between variables and research indices

hypothesis Path coefficient t-value result

Management commitment to internal marketing has an impacton the attitude of employees of AJO Guilan Province 0.61 - ConfirmedManagement commitment to internal marketing has an impacton Guilan Province. 0.57 16.03 Confirmedthe employees’ informal internal communication AgricultureJihad confirmed employees’ informal internal communication 0.67 3.08 Confirmed

Table 3
Results of Hypothesis Testing
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dISCuSSIOn And COnCluSIOnThe commitment of management to inter-nal marketing increases the positive attitudeof employees. Also, the attitude of employeesis an important factor for people’s attach-ment to the organization. Therefore, it is nec-essary to increase the level of efficiency andeffectiveness of an organization, increase theattitude of employees, and especially improvetheir job satisfaction for managers of the or-ganization. Based on the results of the pres-ent research, all activities should be carriedout within the framework of managementcommitment, which includes managers’ atti-tude towards employee satisfaction, the un-derstanding of the relationship betweenemployee satisfaction as internal customersand external customer satisfaction. In addi-tion, the organization should prove its sup-port by showing its concern about thewelfare of the employees. With regard to thetest results, the following hypotheses can beconsidered:A) With the increase in managerial commit-ment to internal marketing, employees’ atti-tudes were increased in the surveyedstatistical society.B) With the increase in management com-mitment to internal marketing, the informalinternal communication of employees in thestatistical society was increased.C) By entering the internal informal link inthe model, the impact of management com-mitment on internal marketing, employeerepresentation is different.Based on the results of studies on job satis-faction, job satisfaction highlights the im-provement of job performance and, in linewith improving job performance, shows thatpositive attitude is one of the things that theimprovement Findings show that the level ofperformance is also increased (Derakhshide& Ansari, 2015).Therefore, the results of analyzing the hy-pothesized relationships between the effectof management commitment to internal mar-keting, including informal internal communi-cation and employee attitudes, have been

confirmed. Employees have high formal com-munication with managers. The official rela-tionship between managers and employeesis important, but the result of this study re-veals that managers should effectively use in-formal communication channels becausethrough these channels, employees feel bet-ter. Find out about their organization and topmanagers. Intermediate managers, on theother hand, have more employees than sen-ior managers in promoting organizationalculture to employees. If this support is cre-ated within the framework of the commit-ment of managers, managers can improveemployee attitudes by creating effectiveworking systems with high performance intheir work environment. It seems that by en-couraging widespread behavioral lines or al-lowing more employees to use their skills,managers can significantly improve em-ployee attitudes more than encouraging em-ployees to acquire a variety of skills.This study examined the environmental im-pact of the relationship between managerialcommitment to internal marketing, informalinternal communication, and work attitudesin the statistical society. The following sug-gestions can be drawn from the results oftesting hypotheses:Superior management in the organizationwill improve the attitude of the staff. Consid-ering staff as the most important source ofthe organization. Staff is also evaluated ac-cording to their wishes.In this regard, it can be concluded that man-agement should regularly ask employeesabout their work relationship so that they ob-tain information about the business. Theyshould also interact directly with employeesto understand their satisfaction. Also, to un-derstand the employees’ expectations on aregular basis, they should continuously eval-uate the quality of the work of the staff.Among the important issues in the statisti-cal society are the lack of employees’ belief inthe effects of internal marketing in the organ-ization, as well as their lack of belief in theimpact of such research on the site. This
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could be due to the inefficient organizationstructure. It seems that understanding the re-lationship between the impact on manage-ment and the attitude of the organization’semployees can allocate resources and de-velop appropriate ways to more effectivelyalign the values   of employees and organiza-tion.
rEfErEnCES Ab Hamid, M.R., Sami, W., & Sidek, M. M.(2017, September). Discriminant validityassessment: Use of Fornell & Larcker cri-terion versus HTMT criterion. In Journal of
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tion and management. Tehran: VirayeshPublication.Al-Hawary, S.I.S., Al-Qudah, K.A., Abutayeh,P.M., Abutayeh, S.M., & Al-Zyadat, D.Y.(2013). The impact of internal marketingon employee’s job satisfaction of commer-cial banks in Jordan. Interdisciplinary Jour-
nal of Contemporary Research in
Business, 4(9), 811-826.Arnett, D. B., Laverie, D. A., & McLane, C.(2002). Using job satisfaction and pride asinternal-marketing tools. Cornell Hotel and
Restaurant Administration Quar-
terly, 43(2), 87-96.Bailey, A.A., Albassami, F., & Al-Meshal, S.(2016). The roles of employee job satisfac-tion and organizational commitment inthe internal marketing-employee bankidentification relationship. International
Journal of Bank Marketing, 34(6), 821-840.Batista, M., Feijo, A., & Silva, F. (2013). Qualitymanagement and employees’ attitudes: Anexample from certified enterprises. Man-
agement Research: The Journal of the
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rary marketing. Cengage learning.Cascio, W.F. (2010). Human resources in a
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ity, quality of work life, profits. (8th Ed., pp.2–37). New York: McGraw-Hill Irwin.Chen, C., Lin, YH., & Ho, CS. (2006). Researchon the relationship between internal mar-keting and medical personnel’s turnoverin tension in the situation of a dangerousoutbreak of illness like SARS. A regionalHospital for example. Cheng Chin Medical
Journal, 2(4), 28-36.Derakhshide H., Ansari M.E. (2015). The ef-fects of managerial competency and man-agement commitment to employeeempowerment on employee job perfor-mance: case study: ENBank employees.
Journal of Management and Development
Process. 27 (1), 73-114.Fay, M.J. (2011). Informal communication ofco-workers: a thematic analysis of mes-sages. Qualitative Research in Organiza-
tions and Management: An International
Journal, 6(3), 212-229.Pels, J., & Grönroos, C. (2009). Marketing aspromise management: regaining customermanagement for marketing. Journal of
Business & Industrial Marketing, 24(5/6),351-359.Harrison, D.A., Newman, D.A., & Roth, P.L.(2006). How important are job attitudes?Meta-analytic comparisons of integrativebehavioral outcomes and time se-quences. Academy of Management jour-
nal, 49(2), 305-325.Hair Jr, J. F., Hult, G. T. M., Ringle, C., & Sarstedt,M. (2016). A primer on partial least
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