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Abstract: This paper aims aimed to present the trends of the literature review in internal marketing
and service innovation between 1990 and 2016. The significant reason to conduct this research is that
significant variables of internal marketing to link with service innovation are not clearly defined.
This research yielded 22 systematic reviews of articles in the Scopus library and adopted a thematic
analysis to analyze the data collected. This study provides provided answers to research questions
by elaborating on overall trends, objectives, theoretical framework, methodologies, and potential
variables that strongly connect between internal marketing and service innovation. While sample
sizes are limited to this paper, it suggests suggested fruitful recommendations for future research
to overcome this limitation. This research has had two practical implications for managers to
redefine their roles and the relationship between members of the organization and to help managers
and the firms to consider internal marketing efforts towards motivation, organizational culture,
and organizational learning.

Keywords: internal marketing; service innovation; a systematic review; thematic analysis;
human resources

1. Introduction

In the digital age, innovation in an organization is a process of renovation inside the company
that aims to achieve the customers’ satisfaction and fidelity, as well as ensure the survival and success
rate. In this dynamic environment, companies require service innovation as a managerial response to
create a competitive advantage. Besides, there is continuing interest among academics, practitioners,
and policy-makers in methods to achieve accelerated innovation (Ellwood et al. 2017). Therefore,
the way the firm uses its human resources and competencies, the ability to combine the resources,
the methods, processes, and techniques to offer services, are essential in the innovation process
(Afuah 2002).

In the service innovation context, there is not a single “best way” to characterize how service
innovations are created. Some early studies illustrate with evidence that service innovation processes
are multiform (Toivonen et al. 2006). In contrast, many organizations show that the innovation process
is still deeply rooted in a non-digital past (Troilo et al. 2017). Due to this aspect of service innovation,
scholars suggest that the development of new services takes place as a response to a particular situation
and is built and implemented naturally around specific individuals or teams (Bernstein 2005; Kale 2007).
The example from studies between 2006 and 2017 demonstrates an interesting debate in the area. Thus,
we built our study from these studies to reach the research goal to draw trends over time in marketing
and service innovation.
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The activities related to service innovation are integrated and embedded in the everyday operations
of designing and selling the service, which means that the service production and innovation processes
take place simultaneously, and the market’s problem, in its most pure sense, is the starting point of
most innovation processes (Sundbo and Gallouj 2000). Besides, service-oriented organizations, such as
bank, retail stores, insurance companies, etc. improve their capability for satisfying the wants and
needs of the clients by first satisfying the wants and needs of the providers who serve them; in services,
internal marketing paves the way for the external marketing (Berry 2016). Therefore, the relationship
between service innovation and internal marketing emerges.

Internal marketing appeared as a tool and concept in the 1960s, which led to total quality
management (Proctor and Doukakis 2003). In the 1970s, it presented as a way for firms to consider
both their employees and their customers. It means that satisfying employees demonstrated more
customer loyalty and profits for companies. Also, it shows the perspective on internal marketing
evolved, for example, from a tool in an organization for quality management to as a decision making
for the company’s profit.

According to (Varey 1995), internal marketing emphasizes much on communication, which is
too limited. It is only tactical because the focus relies on a viewpoint like ‘marketing is about selling
advertising.’ On the other hand, this paper offered a review from a different perspective, i.e., which
potential area in research may have a contribution to the evolution over the past few years. Therefore,
this paper scrutinized the trend and potential variables between internal marketing and service
innovation, signifying another substantial opportunity for research on internal marketing and its
influence on innovation (Akroush et al. 2013; Alambro 2013; Mieres et al. 2012).

Besides, Ahmed and Rafiq (2003) provided an interesting commentary on internal marketing
issues and challenges, that is, too little attention has been paid to process organization and process
issues within research in internal marketing since scholars have a high tendency to examine marketing
activities than these elements.

Therefore, due to this gap in the literature, this study proposed to discuss two research questions:
“What are the trends in internal marketing and service innovation study?” and “What aspects of
internal marketing influence the service innovation between the period of study?”. The main goal of
this research was to draw trends over time in marketing and service innovation shown in the literature
that influences service innovation. We also discussed the few related issues to this study, state of the
art, and possibilities for future research.

The paper is structured as follows. First, we reviewed both kinds of literature in service innovation
and internal marketing. Second, we systematically identified the potential variables that arise from both
areas in the literature using specific criteria proposed. Third, we analyzed the trends in publications,
such as on objectives, theoretical frameworks, methodologies, and potential variables, that are emerged
and connected between internal marketing and service innovation. Fourth, we presented our findings
and provided readers with the answers to the research questions raised. Finally, we concluded this
paper with a discussion, contribution to knowledge, and practical implications.

1.1. Theoretical Background

The theoretical basis of internal marketing is multidisciplinary (Sievers et al. 2015). However,
there are areas to strengthen theoretical rigor that is underpinning from the internal marketing concept.
The understanding of trend and potential variables in this study may influence relevant existing
theories and add discussion on theory building in this area of study.

1.1.1. Internal Marketing

Internal marketing, proposed to the services industries and its fundamental concept, originated in
the 1980s (Barzoki and Ghujali 2013). Grönroos (2000), in his popular model of the internal market,
suggested that internal marketing should operate as a process aimed to ensure the customer-oriented
mindset among the employees and keep them motivated to deliver the highest standards in customer
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service. In contrast, Varey and Lewis (1999) described that the popular internal marketing theory might
be too simplistic to be of real value. On the other hand, Ueno (2010) defined that the fundamental
focus of internal marketing is on employees in the organization ‘whose function is to provide, produce,
or perform services to internal and external customers’ (p. 75).

Meanwhile, Sadeghloo et al. (2014) emphasized that internal marketing starts when the
organization recruits potential employees to develop them to achieve their personal goals and
organizational mission, and the employees are expected to give high commitment and improve job
performance, gratifying the customers. This concept is aligned with the theory of Grönroos (1981) that
every employee of the organization has their internal customer and that they in reciprocal also have
internal customers; while employer has some crucial duties to give benefit, preserve rights, and provide
extra rewards for their employees, which in return give the better performance to the organization
overall in the external market. Besides, internal marketing is an integral part of organizations and is
described as a significant driver of internal service quality (ISQ) and external customer satisfaction
(Akroush et al. 2013).

Internal marketing, as indicated by Yalabik et al. (2013), tends to increase work engagement
by creating job satisfaction. Ahmed et al. (2003) highlighted that in such dynamic and changeable
service-oriented organizations, such as banks, employees, who engage more in their work and
organizational activities, act as agents to implementing corporate strategies in order to achieve
organizational goals. Also, according to research investigated by Bailey et al. (2016), in the banking
industry, internal marketing has an indirect effect between job satisfaction and commitment.

On the other hand, although most literature in internal marketing agrees with its fundamental
concept, there are two different approaches to study this concept (Ueno 2010). Most of the literature
reviews that we gathered explain that internal marketing concept means to treat employees like
customers and, therefore, the essential marketing mix, such as product, price, promotion, place,
and the additional Ps, are applicable within the firm (Collins and Payne 1991; Rafiq and Ahmed 1993;
Varey 1995). In contrast, Gilmore and Carson (1995) explained that it is unlikely to cover all the internally
related issues needed using marketing mix in order to thrive in the external environment, such as
recruitment and selection, training, teamwork, empowerment, performance appraisals/measurement,
communication, and culture. However, previous studies recommend for future research to examine
which elements in internal marketing are more critical to service innovation than others (Ueno 2010).
It is the niche area in the internal marketing theory that we intended to investigate.

Moreover, (Jung et al. 2016) explained that internal marketing is used by firms to inspire employees’
capabilities as internal customers and also to respond to organizational goals. However, both managerial
and academic debates on variables between internal marketing and service innovation of firms’ activities
are on-going even after more than 40 years. While conducting this research, the strength of possible
variables that link between these two areas was identified and highlighted. This study aimed to close
this gap by providing niche knowledge on the relationship between internal marketing and service
innovation. This niche knowledge is the systematic review of internal marketing influencing service
innovation that consists of trends over time (period of the study).

1.1.2. Service Innovation

Innovation in services becomes a crucial factor for an economy’s innovativeness and
competitiveness (Preissl 2000). The significance of scrutinizing service innovation is that there is
a radical shift in a growing number of companies in the world in the way they manage and measure
success (Heskett et al. 1994). As stated by Lusch and Nambisan (2015), the banking industry with
service innovation, such as service efficiency enhancement, increase customer communication channels,
employee training and learning, digital marketing enhancement, etc., could achieve better performance
and profit compared to those that do not.

Carlborg et al. (2014) investigated an empirical study of 128 articles published between 1986 and
2010 and found that the number of service innovation articles has sharply increased, with common
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broadest topics on offering development and strategy and management. Barras (1986) demonstrated
that there are no comprehension reviews that describe the evolution of service innovation research
concerning the field of marketing and innovation. It is compelling evidence to examine the relationship
between marketing and innovation. The existing studies show that service innovation is a primarily
internal activity, which is managed and controlled by the firm and influenced by the firm’s planned
strategy (Carlborg et al. 2014). As highlighted by Groysberg and Slind (2012), the study of service
innovation has been somewhat limited in various areas. Theoretically, actors in a firm can play a
diverse set of roles in resource integration and service innovation, as well as proactively support the
process of value co-creation by establishing new organizational mechanisms and making appropriate
changes to their internal processes (Lusch and Nambisan 2015). However, there is no clear association
between internal marketing and service innovation (Barras 1986). Furthermore, in-service-orientation
and the need for greater organizational effectiveness have become significant debate topics, featuring
sources of competitive advantages derived from changes in innovation.

In summary, the service innovation that we defined in this work refers to an idea for performance
enhancement in any organization that is achieved through internal marketing. In doing so, internal
marketing influences customer perspective based on their experience from the service provider not
only with its experience but with its goods or services.

1.1.3. Linking Internal Marketing and Service Innovation

Scholars in this field are still debating on the measurement of the relationship between individual
links in internal marketing. However, some of them have illustrated the link in a different lens
that might be less considered, which can lead to comprehensive strategies in achieving competitive
advantage. According to Pitt and Foreman (1999), internal marketing activities on a service-focused
can be directed toward the employees or specific departments, functions, or groups. Ahmed et al.
(2003) elaborated that these activities are called service-enabling internal marketing factors, such as
communication, participative decision making, management commitment to quality service, service
leadership, service training, and rewards and recognition.

Best of these concepts, Lings (Lings 2004) scrutinized the sets of actions and defined the internal
marketing orientation. Based on his model, the firms are successful in implementing internal
marketing dimensions, such as internal market research (Hollensen 2015), internal communications
(Mishra et al. 2014), and internal responsiveness (Husted et al. 2000). This study follows the premise
that internal marketing can enhance the firms’ capability of generating service innovation. Therefore,
the concept of internal market orientation is extremely important to understand how internal marketing
can ignite service innovation. As Berry et al. (2006) pointed out, service innovation differs from product
innovation in many ways. The most important for this work is that for labor-intensive, interactive
services, which comprises most of the service innovation (Ordanini and Parasuraman 2011), the actual
providers are part of the customer experience and thus part of the innovation. Figure 1 summarizes
the internal market orientation discovered by Lings (2004).

We understand that these factors in internal marketing might lead to service innovation. However,
there is limited research to support this finding in the area of study and to address the gaps we
identified, and the present findings are too broad, and thus several scholars suggested for future
research (Alambro 2013). The research finding by Lings (2004), as shown in Figure 1, leads to identifying
the research questions for this study, which are close to the research gap identified.

In order to answer the research questions and address research gaps, we used a systematic review
approach with appropriate procedures and criteria to examine the possible variables that are emerged
from relevant collected papers and highlight their strong associations with evidence.
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In sum, we know that employees rely on these three main vital factors, such as internal market,
communications, and response. Ontologically, not all of the associating variables listed in Figure 1
might be crucial to service innovation. This claim is supported by Varey and Lewis (1999) that it is
still an evolving subject on the service-orientation area, particularly between internal marketing and
service innovation, and has become a significant topic of debate, featuring sources of competitive
advantages, motivation, and purpose of the business organization.

2. Materials and Methods

In this study, we followed and adapted the systematic review protocols outlined by
(Bossle et al. 2016; Petticrew and Roberts 2006; Sampaio and Mancini 2007; Tranfield et al. 2003)
and specific methods to adapt to the social sciences research.

The systematic literature review is one of the methods which is useful for identifying the research
gap because it “helps develop a reliable knowledge base by accumulating knowledge from a range of
studies” (Hemsley-Brown and Oplatka 2006). The advantages of using a systematic review in this
research shed light on three points. First, it helps to reduce the manageable research production for
analysis by ensuring that the quality of selected papers is reliable evidence and within the scope
of the study (Stead et al. 2007). Second, it provides a list of randomly gathered publications from
reliable sources or library that may not be within the research scope of the phenomenon through a
systematic multi-stage procedure. Third, it ensures that previous reviewers, to yield reliable evidence,
have already judged all the studies, subsequently including sufficient methodological quality. Figure 2
illustrates the flowchart of the research protocol adopted in this study.
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Figure 2 shows the process of conducting a literature review systematically. Some steps have
been designed to accomplish this purpose: (1) in order to delimit the appropriate literature review.
Therefore, the following research criteria are helpful for this task:

• Search protocol: We used the Scopus library to collect the appropriate journals related to this
study. Scopus is a user-friendly platform and allows us to create and use our parameters in its
search engine. It informs every phase of the editorial process, and this strictness influenced our
decision to choose Scopus.

• Main keywords: We used the main keywords, such as “internal marketing” and “service
innovation.” However, we did not consider papers where only one of these keywords was used.
The reason we strictly focused on having both main keywords is that we wanted to investigate
the fundamental core variables that link between them. Besides, we excluded conference papers,
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reviews, essays, and undefined documents that we once considered as working papers or not the
final version.

• Year of publication: We sampled relevant articles that consist of the main keywords between 1990
and 2016. The reason we used the range between these periods is the rising demand in the area of
study. Concerning the purpose of this research, the selected period of study between 1990 and
2016 is relevant because we wanted to see the changes of a trend in the area of study, as well as to
identify the potential variables that link between internal marketing and service innovation.

• Language: We considered only articles published in English because the majority of journals with
impact factor are in English, and due to the linguistic limitation.

• Quality: The reason we considered the journals with an impact factor is that we tried to be
consistent with academic trends. However, this does not mean that other publications do not
contribute or are less relevant for academic arenas. The significance of using journals with an
impact factor is the validated knowledge in the field, so we feel that this criterion could provide
an appropriate picture of the current issues and debates in internal marketing (Keupp et al. 2012).

After establishing the research criteria, the following step is to search for the relevant articles.
First, the selection of the articles used the electronic database. Electronic searching focused on a
single database that is Scopus. Second, electronically unavailable articles were excluded. Third,
the main keywords on the subject were identified and constructed into search strings (Nielsen 2010).
For example, the main keywords were “internal marketing” and “service innovation,” so they combined
into “internal marketing” “AND” “service innovation,” which was used to reach the relevant articles.
Fourth, these main keywords were used to search the relevant titles and abstracts. The first selection
yielded 54 articles. Fifth, we scrutinized each of these articles by reading another round of the abstract
and introduction to confirm that the articles were fit with identified criteria. Finally, we strictly selected
those articles that fit the identified criteria. After this step, we identified only 22 articles that were finally
useful for this systematic review. Besides, we did a manual check, and three papers were excluded
from the sample due to duplicity and content incapability. As a result, we created an Excel workbook
to separate and code the content of the objectives, potential variables that emerged, methodologies,
definitions of the subject, and sources of each article from those selected 22 articles.

In contrast, this method has several limitations. First, the method has not always been systematic,
and there is often insufficient information on the search strategy and inclusion criteria. In particular,
reviews often fail to state explicitly how internal marketing is defined and conceptualized internal
marketing in widely differing ways. We suggested that future researchers might consider additional
criteria, for example, using the ABS (The Association of Business Schools) ranking journals to enhance
the systematic selection of appropriate journals to review. Second, while efforts are made to avoid
errors by combining both manual and computerized procedures, the quality of the original data cannot
be guaranteed if the primary sources of failures are still data input errors. For example, if volume/page
numbers are omitted, and irregular and cryptic journal abbreviations are used, an assignment to the
correct reference-type category is impossible. Third, this study relied mainly on specific journals from
a single database library. Some journals may use different types of citation index, making it challenging
to create a standard to analyze. Therefore, we recommended future research to use more than two
databases because it would provide great sources and robust findings from the systematic review,
obtaining evidence.

2.1. Data Sources and Mapping the Evidence

After selecting the papers, we conducted an exploration suggested by Petticrew and Roberts
(2006), where we extracted the data—potential variables that emerged and linked between internal
marketing and service innovation. The Excel workbook was prepared to record and compare the
content of data.

In terms of data sources, we found it is rather challenging to obtain a picture of all scientific
outcomes, and scholars tended to select a dedicated database. The significant reason to select a
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particular database is to collect high-quality scientific articles. The database contains several thousand
journals and provides citation counts between these journals. The more citation in a journal, the higher
it has a scientific impact.

There are some advantages to using the Scopus library as a single database. First, Scopus is a
library created by Elsevier. It is considered the largest abstract and citation database of peer-reviewed
research literature, and it provides a search tool for a quick, easy, and comprehensive resource to
support research needs in various disciplines of research. Second, it has more than 20,500 titles from
more than 5000 international publishers and overall has approximately 49 million records. Therefore,
it demonstrates the reliability, validity, quality, and accountability of Scopus, as a selected single
database. Third, choosing the right library like Scopus is one of the fundamental elements in the
systematic review, which is extremely important to perform a bibliometric analysis. Finally, when a
pattern from one data source is corroborated by evidence from various high impact journals that
are grouped in the same library, the finding is stronger, and it also provides a stronger base for
theory-building (Eisenhardt 1989; Yin 2017).

2.2. Procedures

The procedures to perform the Systematic review are divided into three stages, namely, (1) planning
the review, (2) conducting a review, and (3) reporting and dissemination. We followed 9 phases
illustrated in Figure 3, adapted from the NHS (National Institute of Health Service Research) Center
for Reviews and Dissemination.
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Figure 3 shows a summary of the procedure to perform the systematic review for this study by
adopting a proposed guideline from Bruce and Mollison (2004). The data synthesis stage consumes
much time because we carefully did a manual review between phase 4 (identification of research) and
8 (data synthesis). Besides, we created an Excel workbook manually for recording and comparing
the data content while reviewing the selected articles. Also, we used three appropriate software to
prepare the sample for this analysis phase, such as Endnote X8, Procite 5.0, and Mendeley. Finally, the
third stage entails (9) the report and recommendations, and (10) getting evidence into practice. In sum,
we found that the procedure described in Figure 3 to perform the systematic review is a practical
design for this study because we could provide details of each phase.

2.3. Data Analysis

This section scrutinizes the process of data analysis in this study. The importance of this section
is that it justifies the relevance of the research method in the previous discussion. This study used
thematic analysis as a method for data analysis. The thematic analysis provides rich insights into
complex phenomena within the period of the study and might apply across a range of theoretical and
epistemological approaches (Braun and Clarke 2006). In contrast, thematic analysis is a poorly-defined
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and rarely acknowledged, yet widely used as a data analysis method that has criticisms for lacking
depth (Attride-Stirling 2001; Roulston 2001). However, the purpose of this study was to present an
overview of overall trends regarding objectives, theoretical frameworks, methodologies, and potential
variables that connect internal marketing and service innovation. Furthermore, this study intends to
answer the research questions. Therefore, we rejected the criticism of lacking depth as this applies
to an in-depth investigation study like the case study research method, while we aimed to generate
potential variables (in general), robustness, and reliability from selected articles.

We used thematic analysis to answer the research questions because it helps to form pattern
recognition (potential variable emerged over time) from the selected articles, with the emerging theme
becoming the categories for analysis (Fereday and Muir-Cochrane 2006). As we highlighted in the
previous section, this process was extremely time-consuming as it involved careful, focused re-reading,
and review of the data, which made it the most prolonged process in this study. In this section, we
also adopted and modified criteria from Braun and Clarke (2006) in interpreting data for the findings.
The data analysis process is summarized in Table 1.

Table 1. Phases of the thematic analysis.

Phase Description of the Process

(1) Familiarizing with the data collected: Reading and re-reading the selected articles collected from the
Scopus library.

(2) Generating initial codes: Coding the data in a systematic way for the entire data set.

(3) Searching for themes: Gathering all data relevant to each potential theme.

(4) Reviewing themes: Generating a thematic analysis.

(5) Defining and naming themes: Ongoing analysis to refine the specific themes and overall story,
the analysis tells on internal marketing and service innovation.

(6) Producing the report:
Producing a report of the analysis with complete extract
examples and evidence, a final analysis of the selected extracts,
relating to the analysis of the research question and gaps.

Source: Adopted and modified from (Braun and Clarke 2006, p. 87).

3. Results

This study demonstrated two results, such as general findings and specific findings based on
themes. In general, the research area between internal marketing and service innovation is still in
demand. It arose from the rising numbers of the article published by the year between 1990 and
2016. The phenomenon of this area of study attracted not only publications from the English language
but also other languages as well. However, we delimited our analysis of English articles only due
to our limited knowledge of other languages. It clearly shows that scholars around the world are
continuously debating on this topic from a different lens, and it is still patchy for theory building.
Besides, we compiled evidence of the existing literature on potential variables that might connect
between internal marketing and service innovation. In general, it highlights these potential variables
for further investigation as well as to test its correlation, either for qualitative or quantitative research.

On the other hand, we scrutinized specific findings regarding overall trends, objectives, theoretical
frameworks, methodologies, and potential variables that connect internal marketing and service
innovation, such as motivation, organizational learning, and organizational culture. These specific
findings had answered the research questions raised. However, these answers should be considered in
light of several potential methodological limitations, as we mentioned before. As a reminder, the first
question is, “What are the trends in internal marketing and service innovation study?”. The answers
appeared from data analysis by themes. We found there are trends in overall research, regarding
objectives, regarding theoretical frameworks, and regarding methodologies.
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3.1. Overall Trends

Firstly, we presented specific findings on the theme of the overall trend. According to Figure 4,
there is a growing interest in the association between internal marketing and service innovation.
From 2011 to 2016, we had 14 papers published on the topic, which is more than the overall amount of
papers published before 2011. In 2001, this topic was rose sharply to five papers published, explaining
the beginning of a new trend in this research interest. The emerging trend gradually changed between
before and after 2010. It illustrates that only a few researchers are aware and interested in exploring the
relationship between internal marketing and service innovation. Several works (Akroush et al. 2013;
Alambro 2013; Hernández 2008; Mieres et al. 2012) support this claim and they highlight that there is a
little attention paid in this area with some suggestions for future research, particularly in exploring the
potential variables emerged between internal marketing and service innovation.
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3.2. Regarding Objectives

Secondly, our specific finding scrutinized the objectives from 22 selected papers in this study.
Based on the review of the objectives of previous studies, it summarized that the majority of the articles
had analyzed internal marketing and service innovation in various service industries. The objectives
from selected papers are divided into two groups: (1) exploring the phenomenon between internal
marketing and service innovation, in general, and (2) investigate the factors contributing between
internal marketing and service innovation.

In the early 1990s, the first group of scholars started to explore the phenomenon between internal
marketing and service innovation. Hassan and Foltz (1990) had raised the marketing concept to
be implemented in innovative service through internal marketing to help organizations to achieve
competitive advantage. In the same vein, scholars consistently investigated the understanding of this
phenomenon for improvement (Gupta and Rogers 1991). Besides, Shank and Gilbert (1994) aimed
to find the rational way to implement an internal marketing approach through total service quality,
which they suggested for future research on the possible necessary step. Freeman and Varey (1997)
had explored the introduction of internal marketing among major UK distribution network companies
that runs as a small business using framework analysis. According to these objectives of the early
research, we found that scholars were still exploring the potential variables that are suitable and could
potentially connect between internal marketing and service innovation as a fundamental in theory
building. It derived from their research method on an exploratory study as well as a case study.

In contrast, research between 2000 and 2016 aimed to investigate the factors that contribute to
internal marketing and service innovation based on the findings from the first group of scholars.
It illustrates that the second group of scholars started to accept gradually the fundamental variables that
connect internal marketing and service innovation (Boichuk and Menguc 2013; Deng and Gibson 2009;
Furseth et al. 2010; Spetz and Keane 2009; Umashankar et al. 2011). On the other hand, some scholars
suggested revising the fundamental variables, which link between internal marketing and service
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innovation (Srinivasan and Moorman 2005; Chen and Cheng 2012; Tsai and Wu 2015; Berry 2016).
These scholars argued that other variables influence internal marketing in service innovation, such as
motivation, supply chain, organizational culture, and organizational learning (Choi 2016; Mieres et al.
2012; Sanchez-Hernandez and Miranda 2011; Weng et al. 2012).

Therefore, we argued that a raising interest from scholars to revise and scrutinize potential
variables, which connect internal marketing and service innovation, is high. Although the early
scholars had discovered some fundamental variables, later scholars had provided empirical evidence
as well as case studies from various service sectors for potential variables, which might amend in a
research framework. It means that the other potential variables have become a vital feature of the
current investigation in internal marketing and service innovation (Berry 2016). In summary, Table 2
shows the objectives of 22 selected papers for this investigation.

Table 2. Objectives from selected literature reviews.

Authors Objectives

(Hassan and Foltz 1990)
To apply the marketing concept internally to the diffusion and
implementation of innovative services, which can help organizations
to achieve an advantageous external market position.

(Deng and Gibson 2009)

To present and explain an empirically informed and illuminating
model of the underlying factors that enable effective cross-cultural
leadership.
To outline procedures that employ the heuristic value of the model
to assist current and future expatriate managers to develop the
personal and intrapersonal capacities that underlie effective
cross-cultural leadership.

(Furseth et al. 2010) To consider the overall dynamics of innovation that adds value for
the customer of service industries.

(Kuusisto and Riepula 2011)
To develop yet limited empirical knowledge on the intensity of
customer interaction and specific customer roles in service
innovation processes.

(Mieres et al. 2012)
To investigate the influence of organizational unlearning and
internal marketing on innovation as well as the mediatory effect of
organizational unlearning in the internal marketing-innovation link.

(Freeman and Varey 1997)
To explore the introduction of an internal marketing’s way of
working in a business unit of a major UK distribution network
company, it runs as a small business.

(Gupta and Rogers 1991) To improve understanding of the problem of integrating R&D and
marketing in the new product development environment.

(Srinivasan and Moorman 2005)
To argue that a firm’s strategic commitments may be an overlooked
organizational factor that influences the rewards for a firm’s
investments in CRM (Customer Relationship Management).

(Megicks et al. 2005)

To assess the effects of market orientation on small retailer
performance in the UK, particularly in terms of how this facilitates
the development of market-led strategies, which may arguably be a
critical factor in determining their future survival in an increasingly
dynamic and competitive environment.

(Weng et al. 2016)

To investigate how the internal marketing perception of nurses
could have a significant positive moderating effect on the
relationship between service-oriented encounter and patient
satisfaction in nursing negligence.

(Choi 2016) To focus on collaboration and coordination among the supply chain
in internal marketing in the service industry.

(Rodríguez and Álvarez 2011)

To achieve a deeper understanding of the internal marketing (IM)
concept, considered as an operant resource, according to the
service-dominant logic (SDL) theory, as well as to analyze the IM
contribution to the achievement of competitive advantage.

(Chen and Cheng 2012) To understand the organizational and personal factors, motivating
employees to share knowledge.

(Nakata et al. 2011) To understand the dynamics—antecedents, consequences, and
contingencies—of integration between these two groups.
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Table 2. Cont.

Authors Objectives

(Sanchez-Hernandez and Miranda 2011) To present the first empirically tested model, showing that internal
marketing (IM) is a factor of success in new service development.

(Thomson and Hecker 2001)

To explore what staff buy-in really means and how it ultimately
affects customers, using the findings of two significant surveys
commissioned by MCA (Management Consulting Association) and
conducted by MORI (Market and Opinion Research International).

(Tsai and Wu 2015)
To explore the structural relationships among internal marketing,
organizational commitment, and service quality and to practically
apply the findings.

(Shank and Gilbert 1994)
To develop the rationale for total service quality (TSQ) based on an
internal marketing approach (IMA), as well as to posit the steps
necessary to implement an IMA.

(Berry 2016) To explore the relevance of these ideas three decades later and
discuss what should change and what should add.

(Umashankar et al. 2011)

To examine the effects of new service development (NSD)
characteristics on “internal innovation magnitude,” defined as the
extent to which an internal customer service innovation offers
superior benefits to customer service agents relative to the existing
customer service practice.

(Boichuk and Menguc 2013) To explore job dissatisfaction is an epidemic in the retail industry.

(Spetz and Keane 2009) To investigate the implementation and evaluation process of an
integrated hospital using the IT system among staff.

Sources: Table developed by the authors.

3.3. Regarding Theoretical Frameworks

Thirdly, we identified and classified the selected literature according to their nature. Two main
groups considered those that have used (1) a literature review and those that have built (2) theoretical
frameworks. We found that 16 selected papers were based on theoretical frameworks, while another
six selected papers used a literature review of previous studies related to the subject under study.
For instance, some studies focused on marketing theories, such as internal marketing theory, internal
market orientation, marketing mix theory, service innovation theory, communication theory, and
service-domain-logic theory (Choi 2016; Freeman and Varey 1997; Furseth et al. 2010; Rodríguez and
Álvarez 2011; Sanchez-Hernandez and Miranda 2011; Thomson and Hecker 2001; Umashankar et al.
2011).

Besides, some scholars expanded their research using other business management theories to
investigate the phenomenon from the other perspectives, such as transformational leadership (TL),
role theory, organizational culture, organizational theory, and institutional theory (Boichuk and Menguc
2013; Chen and Cheng 2012; Deng and Gibson 2009; Spetz and Keane 2009; Tsai and Wu 2011).

On the other hand, the review also revealed a heavy reliance on sociological theories, as illustrated
in Table 3, which have enriched the understanding of the topic like emotional intelligence (EQ), cultural
intelligence (MacLaverty et al. 2007), dramaturgical theory, and complementarity theory (Deng and
Gibson 2009; Nakata et al. 2011; Weng et al. 2016).

We identified that the individual level of analysis is a common trend in research on
internal marketing and service innovation. There were six articles found from 22 selected papers.
We recommended that it is worth to compare the individual levels of study rather than focus on one
particular individual study. The comparative study might contribute new insights through studying
the phenomena from a different lens, and it is useful to close gaps identified within the general analysis.

We believed that the individual level of analysis is crucial because it helps us to understand the
heterogeneity of internal marketing and its potential variables upon service innovation. However,
we also suggested that future research should take into account the macro-levels because the original
context plays a significant role in the development of theory building for internal marketing in
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service innovation. In doing this, it helps to underpin the relevant study on internal marketing in
service innovation.

In summary, we found that studies that relied on literature review were in favor to
use internal marketing communication, service innovation, R&D marketing integration from a
diffusion-of-innovation, customer relationship management (CRM) investment, marketing strategy
and policy perspective, and internal marketing (Berry 2016; Gupta and Rogers 1991; Hassan and Foltz
1990; Kuusisto and Riepula 2011; Megicks et al. 2005; Mieres et al. 2012).

Finally, this review showed that some articles are descriptive, limited to particular space and time,
and focused on specific service industries, such as tourism, hospital, and retail industry. Therefore,
there is a shortage in theory building that needs extensive work to understand this phenomenon,
for example, from other industries.

Table 3. Scrutinizing the theoretical sections in the papers.

Groups Theoretical Section Number of Articles

1

Literature Reviews

6

Internal Marketing Communication
New Service Development
Service Innovation
R&D Marketing Integration from a Diffusion-of-Innovation
Customer Relationship Management (CRM) Investment
Marketing Strategy and Policy Perspective
Internal Marketing

2

Theoretical Frameworks

16

Transformational Leadership (TL)
Emotional Intelligence (EQ)
Cultural Intelligence (MacLaverty et al. 2007)
Service Innovation Theory
Modern Motivational Theory
Communication Theory
Integration of Marketing and Human Resource Management Theory
Dramaturgical Theory
Role Theory
Marketing Mix Theory
Service Domain Logic Theory

Internal Marketing Theory
Organizational Culture
Complementarity Theory
Institutional Theory
Internal Market Orientation
Organizational Theory

Sources: Table developed by the authors.

3.4. Regarding Methodologies

Fourthly, methodologies and methods varied among the 22 selected papers. It is because they are
consistent with the objectives and with the kind of data used. As shown in Table 4, we could see that
survey is the most frequent method used in these selected papers (Chen and Cheng 2012; Choi 2016;
Nakata et al. 2011; Rodríguez and Álvarez 2011; Sanchez-Hernandez and Miranda 2011; Thomson and
Hecker 2001; Tsai and Wu 2011; Weng et al. 2016). The authors used a survey method to demonstrate
how the influence variables in internal marketing interact with service innovation. It followed by a
framework analysis method described in four papers (Freeman and Varey 1997; Gupta and Rogers
1991; Megicks et al. 2005; Srinivasan and Moorman 2005). The other researchers used a case study,
empirical study, and theoretical methods to investigate the phenomenon. However, a limited study
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used a mixed-method, secondary analysis data, and experiment. It is crucial to have a balanced number
of studies that use various methods because it would avoid bias, give vibrancy in the area of study,
and provide a stronger base for theory-building (Eisenhardt 1989; Yin 2017).

Table 4. Identifying the methods from selected papers.

Authors Method Source
(Hassan and Foltz 1990) Case Study Journal of Hospital Marketing
(Deng and Gibson 2009) Case Study ICIII 2009
(Furseth et al. 2010) Case Study ISPIM Conference 2010

(Kuusisto and Riepula 2011) Empirical Study International Journal of Technology
Management

(Mieres et al. 2012) Empirical Study International Journal of Management
(Freeman and Varey 1997) Framework Analysis Marketing Intelligence & Planning
(Gupta and Rogers 1991) Framework Analysis Journal of Services Marketing
(Srinivasan and Moorman 2005) Framework Analysis Journal of Service Research

(Megicks et al. 2005) Framework Analysis International Journal of Bank
Marketing

(Weng et al. 2016) Survey ActaPaulista de Enfermagem

(Choi 2016) Survey Nonprofit Management and
Leadership

(Rodríguez and Álvarez 2011) Survey Cuadernos de Gestión

(Chen and Cheng 2012) Survey International Journal of Hospitality
Management

(Nakata et al. 2011) Survey Journal of the Academy of Marketing
Science

(Sanchez-Hernandez and Miranda
2011) Survey European Journal of Innovation

Management

(Thomson and Hecker 2001) Survey Journal of Communication
Management

(Tsai and Wu 2015) Survey 6th IESM Conference
(Shank and Gilbert 1994) Theoretical Journal of Hospital Marketing
(Berry 2016) Theoretical Journal of Services Marketing
(Umashankar et al. 2011) Analysis of Secondary Data Journal of Service Research

(Boichuk and Menguc 2013) Experiment Journal of Retailing
(Spetz and Keane 2009) Mixed Methods Journal of Healthcare Management

Source: Table developed by the authors.

In contradiction, as illustrated in Table 4, we advocated the use of qualitative research and
mixed methods to investigate internal marketing in service innovation as it provides a more nuanced
understanding of the phenomenon. In contrast to empirical study, we suggested future researchers
conduct the phenomenon using case studies, grounded theory, theoretical, and secondary analysis
data as methods to research on sensitive topics that could not be quantifiable and for creating theories
that could explain this phenomenon.

Finally, we considered that both quantitative and qualitative studies are lacking because this topic
is considered new and slightly of interest to marketing researchers. We also welcome future research
on the positivist approach, combined with the interpretive and post-modernist paradigms.

As a reminder for the second question, “What variables of internal marketing that influence
service innovation?” In the analysis, we found three potential variables that emerged from our samples,
such as motivation, organizational learning, and organizational culture. In contrast, other potential
variables appeared either in internal marketing or service innovation areas, such as communication
and knowledge sharing. However, these variables did not meet the criteria in this study, and therefore,
we excluded them from the further discussion for future research. We have presented our overall
findings on potential variables in Table 5 below.
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Table 5. Key dimensions and sources.

Internal Marketing

Key Dimension Sources

Communication (Kang et al. 2016; Liu et al. 2017; Rodríguez and Álvarez 2011;
Sanchez-Hernandez and Miranda 2011; Thomson and Hecker 2001)

Motivation *
(Berry 2016; Boichuk and Menguc 2013; Liu et al. 2017; Nakata et al. 2011;
Rodríguez and Álvarez 2011; Sanchez-Hernandez and Miranda 2011; Spetz and
Keane 2009; Thomson and Hecker 2001; Tsai and Wu 2011; Wang et al. 2012)

Organizational Learning *
(Freeman and Varey 1997; Gupta and Rogers 1991; Kuo et al. 2009; Kuusisto and
Riepula 2011; Liu et al. 2017; Megicks and Warnaby 2008; Mieres et al. 2012;
Nakata et al. 2011; Rodríguez and Álvarez 2011; Wang et al. 2012)

Organizational Culture *

(Freeman and Varey 1997; Gupta and Rogers 1991; Kuusisto and Riepula 2011;
Mieres et al. 2012; Nakata et al. 2011; Rodríguez and Álvarez 2011;
Sanchez-Hernandez and Miranda 2011; Spetz and Keane 2009; Thomson and
Hecker 2001; Weng et al. 2012)

Service Innovation

Key Dimension Sources

Motivation *
(Berry 2016; Boichuk and Menguc 2013; Liu et al. 2017; Nakata et al. 2011;
Rodríguez and Álvarez 2011; Sanchez-Hernandez and Miranda 2011; Spetz and
Keane 2009; Tsai and Wu 2011; Umashankar et al. 2011)

Knowledge Sharing

(Berry 2016; Boichuk and Menguc 2013; Freeman and Varey 1997; Gupta and
Rogers 1991; Megicks and Warnaby 2008; Mieres et al. 2012; Nakata et al. 2011;
Rodríguez and Álvarez 2011; Sanchez and Heene 1997; Spetz and Keane 2009;
Thomson and Hecker 2001; Tsai and Wu 2011; Umashankar et al. 2011; Weng et
al. 2012)

Organizational Learning *

(Choi 2016; Deng and Gibson 2009; Furseth and Cuthbertson 2013; Kuusisto
and Riepula 2011; Megicks and Warnaby 2008; Mieres et al. 2012; Nakata et al.
2011; Rodríguez and Álvarez 2011; Spetz and Keane 2009; Srinivasan and
Moorman 2005; Weng et al. 2012)

Organizational Culture *
(Choi 2016; Kuusisto and Riepula 2011; Megicks and Warnaby 2008; Mieres et al.
2012; Nakata et al. 2011; Rodríguez and Álvarez 2011; Sanchez-Hernandez and
Miranda 2011; Srinivasan and Moorman 2005; Weng et al. 2012)

Note: * this potential variable has a strong connection between internal marketing and service innovation. Source:
Table developed by the authors.

We scrutinized these potential variables (communication, organizational learning, organizational
culture, knowledge sharing, and motivation) according to our research criteria and identified three
variables that appeared in the literature and met the criteria. We found reliable insights that demonstrate
possibilities to link internal marketing and service innovation. Figure 5 illustrates the framework of
our findings.J. Risk Financial Manag. 2019, 12, x FOR PEER REVIEW 16 of 24 
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3.5. Regarding Potential Variables

Firstly, we identified that motivation envisaged as the first potential variable that connects between
internal marketing and service innovation. This evidence was found from the work of early scholars
between 1982 and 1990s, and it extended up to 2013 (Ahmed and Rafiq 2003; Ahmed et al. 2003;
Akroush et al. 2013; George and Bettenhausen 1990; Hendriks 1999; Mitchell 1982; Robbins 1993).

We provided a claim that motivation is the most critical variable between the organization
and the employee, representing attributes in internal marketing. The increasing motivation among
attributes in internal marketing toward their job and their willingness in an organization would provide
better customer service, which commonly perceives in the service industry. This potential variable is
crucial from the beginning of research interest and is, still, in the debate because it provides essential
foundations for understanding the role of the organization in influencing the employee’s job attitudes
and behaviors. The result supports our intention to contribute to a theoretical discussion that resource
is vital for a firm’s performance by considering internal marketing in service innovation. We believed
that highlighting this point could strengthen the foundation attribute of a firm’s performance that is
motivation in human resources.

Secondly, we recognized that organizational learning is another crucial variable in connecting
internal marketing and service innovation. Following the first variable, the organizational learning also
appeared between 1990 and 2017 in internal marketing and service innovation research (Cui et al. 2013;
Gupta and Rogers 1991; Hassan and Foltz 1990; Kahn and Mentzer 1998; Kearns and Lederer 2003;
Lings 1999; Pantouvakis and Bouranta 2013; Rebelo et al. 2017; Sundbo and Gallouj 2000). According
to them, organizational learning helps the employee to understand the organization functions as a
default knowledge while working at a company, and it is deeply related to innovation as it defines the
way that the knowledge acquired from internal and external sources flows inside the organization.

From our data analysis, researchers in the 1990s and 2000s, who used to debate on issues between
internal marketing and service innovation, maintained their interest in organizational learning as
fundamental variables. Moreover, we argued that understanding the nature of organizational learning
is critical to understand how the organization process market information in order to reach competitive
advantage and external marketing.

Thirdly, we acknowledged that organizational culture is also a potential variable that links internal
marketing and service innovation. From our 22 selected papers, this variable was visible in research as
early as in 1990 and consistently appeared up to 2013 (Freeman and Varey 1997; Kim and Lee 2006;
McMurray et al. 2013; Schein 1990a; Tsai and Wu 2011). Although market and learning orientations are
both separate antecedents of an innovative culture, we believed that organizations whose cultures
emphasize innovation when resources are available, especially with high or consistent motivation,
tend to implement more innovations and develop a competitive advantage. We have summarized the
potential variables that emerged in our sample in Table 6.
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Table 6. Potential variables that emerged in internal marketing and service innovation between 1990
and 2017.

Potential Variables Definitions/Relations Sources

Motivation

Definition

(Ahmed et al. 2003;
Akroush et al. 2013;
Hendriks 1999;
Mitchell 1982; Robbins
1993)

Motivation represents “those psychological process
that causes the arousal, direction, and persistence of
voluntary actions that are goal-oriented. Motivation
is the willingness to exert high levels of effort toward
organizational goals, conditioned by the effort’s
ability to satisfy some individual needs”.

Influence of Internal Marketing and Service
Innovation

(Ahmed and Rafiq 2003;
George and Bettenhausen
1990; George 1990;
Kuusisto and Riepula 2011)

As people may lack the motivation to follow formal
structures and procedures with the time, the internal
market becomes of the essence, and hence the
possibility of letting employees decide how to
provide service better, empowering them and
motivating so they can think the processes that they
are responsible for generating possibilities for service
innovation.

Organizational
Learning

Definition

(Cui et al. 2013; Kahn and
Mentzer 1998; Kearns and
Lederer 2003; Lings 1999)

Organizational learning is a process within
organizations that involves the interaction of
individual and collective (group, organizational, and
inter-organizational) levels of analysis and leads to
achieving organizations’ goals.

Influence of Internal Marketing and Service
Innovation

(Gupta and Rogers 1991;
Hassan and Foltz 1990;
Pantouvakis and Bouranta
2013; Rebelo et al. 2017;
Sundbo and Gallouj 2000)

To achieve the goals of organizational learning and
keeping their knowledge current, management must
ensure the integration, coordination, and cooperation
of internal organization functions. Organizational
learning might trigger a combination of
organizational culture and motivation. The
organizational learning is deeply related to
innovation as it defines the way that the knowledge
acquired from internal and external sources flows
inside the organization.

Organizational
Culture

Definition

(McMurray et al. 2013;
Schein 1990b)

Organizational culture includes an organization’s
expectations, experiences, philosophy, and values
that hold it together, and expressed in its self-image,
inner workings, interactions with the outside world,
and future expectations. It is based on shared
attitudes, beliefs, customs, and written and
unwritten rules that have been developed over time
and are considered valid.

Influence of Internal Marketing and
Service Innovation

(Freeman and Varey 1997;
Kim and Lee 2006;
Tsai and Wu 2011)

Researchers have found that organizational culture
affects employees’ knowledge-sharing attitudes and
behaviors. According to previous studies, there are
three elements of organizational culture to be related
to service innovation: clear mission and goals, trust,
and social networks.

Source: Table developed by the authors from multiple sources.
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4. Conclusions and Recommendations

Overall, this paper suggests that internal marketing in service innovation is a promising area of
research. Our findings have some academic implications.

First, we have developed a novel research methodology to study internal marketing and service
innovation, which comprises themes, such as overall trends in the subject, regarding objectives,
regarding theoretical frameworks, regarding methodologies, and regarding potential variables,
that connect internal marketing and service innovation, such as motivation, organization learning,
and organization culture. We believe that our methodology is the state-of-the-art of this paper while
recommending for future research to consider limitations that emerged.

Second, we have highlighted potential variables that possibly connect between internal marketing
and service innovation, which have consequences on the motivation, organizational learning,
and organizational culture. It contributes to the internal marketing literature, addressing some
gaps identified between 1990 and 2016. As for the theoretical implications, the framework we proposed
has been partially supported by empirical evidence. However, there are rooms to improve it and to
add dimensions that we might fail to cover.

Third, by emphasizing potential variables that link between internal marketing and service
innovation, this research also contributes to the development of a broader innovation concept in internal
marketing, which Lings (2004) used as the theoretical underpinning for internal market orientation.

5. Managerial Implications

This paper can help managers to redefine their roles and the relationship between members of
the organization. Motivation is the anchor for human resources in an organization. According to
(Tansuhaj et al. 1991), the significant role of internal marketing is to assure that employees feel that
management cares about them and their needs. The application of this concept is translated into
positive employees’ attitudes towards their work, including organizational learning, job involvement,
work motivation, and job satisfaction. Within our sample, many studies highlight motivation
as a responsibility of internal marketing and as a fuel to ignite and maintain the organizational
learning (Boichuk and Menguc 2013; Megicks et al. 2005; Nakata et al. 2011). Therefore, if dynamic
service-oriented organizations (banks, retail stores, insurance companies, travel companies, financial
service industry, etc.) wish to achieve the desired level of success, employees’ motivation should
be their first priority in order to create service innovation. Figure 5 fulfills the aim of this study.
Service-oriented organizations can improve service innovation and competitive advantages through
prioritizing internal marketing factors.

Besides, organizational learning is a default knowledge for all employees in an organization.
In the same vein, researchers confirmed that the organizational learning is linked to organizational
culture in a “both-ways” relation (Abbasi and Zamani-Miandashti 2013; Pantouvakis and Bouranta
2013; Rebelo et al. 2017). We know that organizational learning relies on motivation based on the
existing literature; therefore, we believe that robust organizational learning may support the constant
search for service innovation. It could be another point to be considered by the managers in order to
boost employees’ motivation. Furthermore, several studies argued that organizational learning is the
main path by which the companies can acquire knowledge, from internal and external sources, and
innovate in its services (Gupta and Rogers 1991; Hassan and Foltz 1990; Rodríguez and Álvarez 2011).

The findings from this systematic review can help managers and firms to innovate their business
services to consider their improved organizational culture. Organizational culture is an adaption
process of human resources from various cultural backgrounds in an organization. According to
researchers, the organizational culture seems to be the common ground among most companies
because service innovation emerges every day in multiple types of companies (Hogan and Coote 2014;
Kindström and Kowalkowski 2014; Uzkurt et al. 2013). The findings from this paper support the
idea that organizational culture plays a role in acting like a “tempo control” for service innovation.
It means that service innovation is likely to occur in companies that have the innovation culture
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embedded in its daily routine. The role of internal marketing to support the service innovation is to
establish an influential organizational culture, allowing the knowledge to flow inside the company
and encouraging the employees to express themselves and to develop what is called the innovation
capabilities (Ahmed et al. 2003; Rafiq and Ahmed 2000). In doing so, managers might ensure that
every employee in all parts of the organization is involved in the delivery of quality throughout the
customer-supplier chain services. Varey (1995) agreed with this as he highlighted that managers are
increasingly looking to achieve suitable productivity gains from specialist internal services.

In conclusion, both general and specific findings from selected literature review present the
significant reason to research internal marketing and service innovation. It shows that scholars are
welcoming studies in this niche, albeit debating some issues, significant, and variables related to
this area.

6. Limitations

Despite these contributions, this study also has limitations. While the mixed method approach has
yielded nuanced and rich findings, the use of qualitative data and analysis, with limited sample sizes,
potentially undermines the generalizability of findings. We would recommend future researchers to
adopt larger-scale validation studies. The cross-sectional nature of our data has precluded investigation
of the evolution of internal marketing on service innovation over time. However, we recommend the
longitudinal research methodology in the future. In doing so, we hope that future studies could use
our proposed methodology to test significant areas of internal marketing on service innovation as well
as in a different context. The findings may strengthen the proposed methodology from this study.
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