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Internal marketing, organization promises and organizational
innovation-A Case Study in T Bank

Student : Tsai .Shun- hsing Advisor : Hsieh,Kun-min

Institute of Finance and Information
National Kaohsiung University of Applied Sciences

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 1s 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 Eemployeeswill 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
1nnovation experience.

Keyword : Internal Marketing » Organizational Commitment > Organizational
Innovation
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