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摘 要 

良好的服務品質為企業獲得競爭優勢的成功關鍵，在內部行銷逐漸受到重視

之時，服務人員表現的優劣與否，對於顧客滿意、行銷成效，乃至於企業興衰具

有決定性影響，內部行銷將公司視為一內部市場，將員工視為內部顧客，重視內

部顧客的需求，採取行銷觀點，企業透過實施內部行銷的措施來滿足員工（內部

顧客）的需求，來促進組織承諾轉化為實質的組織創新。本研究乃探索內部行銷、

組織承諾與組織創新間關係。 

本研究採問卷調查法，以票據集中作業中心高雄區員工為研究對象，並以描

述性統計、卡方檢定交叉分析、獨立樣本t檢定與單因子變異數分析來進行統計分

析，實証結果如下： 

卡方檢定交叉分析結果： 

一、員工之分行位置、年齡會影響其內部行銷感受。 

二、員工之分行位置、職稱與收入會影響其組織承諾感受。 

三、員工之分行位置會影響其組織創新感受。 

獨立樣本t檢定與單因子變異數分析結果： 

一、員工之分行位置、年齡、職稱會影響其內部行銷感受。 

二、員工之分行位置、年齡、工作年資、職稱與收入會影響其組織承諾感受。 

三、員工之分行位置會影響其組織創新感受。 
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Abstract 

Good quality of service for the enterprise to gain a competitive 

advantage key to success, gradually in the service marketing attention of 

service personnel performance excellent or not, depending on the company 

for customer satisfaction, marketing effectiveness, and even has a decisive 

influence on the success of enterprise, internal marketing of the company 

as an internal market, and employees as internal customers, attention to 

the needs of internal customers to take a marketing point of view, through 

the implementation of the measures of internal marketing to meet the needs 

of employees, to promote organizational commitment intoreal organizational 

innovation. 

This study is to explore the internal marketing, organizational 

relationship between commitment and organizational innovation. In this 

study, a questionnaire survey, centralized operations center for bills 

Kaohsiung District employees as the research object,and analyzed using 

descriptive statistics,and chi-square，independent sample t-test and one 

way avova，the studyfound as follows: 

Cross Analysis： 

1.The branch location, age, of employees will affect the internal behavior 

marketing feel. 

2.The branch location,job title and income of Employees will affect their 

organizational commitment feelings. 

3.The branch location of employees will affect their organizational 

innovation experience. 

t-test and one way avova： 

1.The branch location, age, job title of Eemployees will affect the internal 

behavior marketing feel. 

2.The branch location, age, work experience, job title and income of 

Employees will affect their organizational commitment feelings. 

3.The branch location of employees will affect their organizational 

innovation experience. 

 

Keyword：Internal Marketing，Organizational Commitment，Organizational    

         Innovation 
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