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Abstract: with increasing the competition among state  and private insurance companies  and social security 

organization as the biggest insurer in the country, in order to maintain and keep more shares  from insured people, the 

organization’s managers have to find ways to obtain more consent and loyalty of their customers. From among this, the 
role of staff in maintaining and keeping and increasing insured people isn’t covered for any one. Internal marketing is a 
concept that can help to social security organization to obtain their goals. So the recent research has been done with the 

aim of examining the effect of internal marketing on costumer orientation staff of Guilan social security organization. 

In this research, internal marketing is dependent variable and costumer basis is independent variable and organizational 

commitments has intermediate role. Sampling method in research is simple ..and the method of collecting field 

information  and collecting data is by questionnaire. 
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I. INTRODUCTION 

WITH INCREASING EXPANSION OF SERVICE ECONOMY, ORGANIZATIONS IN ORDER TO GAIN AND MAINTAIN STABLE 

COMPETITIVE ADVANTAGE ,ARE SEEKING NEW  SOLUTIONS FOR ABSORBING  AND KEEPING COSTUMERS (11). ONE OF THE 

MOST IMPORTANT FACTORS FOR SEARCHING THIS GOAL ESPECIALLY IN SERVICE ORGANIZATIONS IS THE QUALITY OF 

SERVICES.  THE QUALITY OF OFFERED SERVICES  DEPENDS TO VARIOUS VARIABLES LIKE PLACE OF OFFERING SERVICES, 

SERVICING PROCESS. THE MOST SIGNIFICANT VARIABLE THAT EFFECTS ON SERVICES’ QUALITY ARE ORGANIZATION’S 

STAFF. IN SERVICING ORGANIZATIONS , THE VITAL AND IMPORTANT VARIABLE TO OBTAIN STABLE COMPETITIVE 

ADVANTAGE ARE COMPETENT AND SERVICE-BASE STAFF(HUMAN CAPITAL). (3)THE RELATED STUDIES IN THIS FIELD 

IMPLY THAT INTERNAL MARKETING ACTIVITIES THROUGH INFLUENCE AND  MOTIVATION IN STAFF, IMPROVE 

COMPETITIVENESS AND PROMOTES COMPETENCE, SO IT CAN OBTAIN HIGHER DEGREE OF JOB SATISFACTION AND 

COSTUMER BASED BEHAVIOR OF THE EMPLOYEE. (2) THE LOGIC INTERNAL MARKETING CONCEPT IS THAT PROVIDING THE 

NEEDS OF INTERNAL COSTUMERS (STAFF), CAN INCREASE OFFICE WORKER’S MOTIVATION TO CONTINUE ACTIVITIES IN 

THE ORGANIZATION  AND SO IT OBTAINS THE HIGHER DEGREE OF OFFICE WORKER’S SATISFACTION AND COSTUMER BASED 

BEHAVIOR (12). STUDIES IN THE CURRENT RESEARCH AFTER REVIEWING INTERNAL MARKETING LITERATURE AND ITS 

EFFECT ON CUSTOMER FOCUS OF SOCIAL SECURITY ORGANIZATION STAFF, EXAMINES THE PRESENT STATUS OF INTERNAL 

MARKETING OF SOCIAL SECURITY ORGANIZATION. 

II. PROBLEM STATEMENT 

NOWADAYS, THE SERVICE INDUSTRIES HAVE A CRUCIAL AND IMPORTANT ROLE IN THE GROWTH AND DEVELOPMENT OF 

COUNTRIES AND FROM AMONG THIS, INSURANCE AS A PROTECTIVE INDUSTRY PLAYS A SIGNIFICANT ROLE. IN SERVICE 
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ORGANIZATIONS, THE STAFF THAT ARE IN RELATION WITH COSTUMERS, HAVE A VITAL ROLE IN THE PROCESS OF OFFERING 

SERVICES. IF OPPORTUNITY IS GIVEN TO THESE STAFF TO KNOW THEMSELVES AND SIMULTANEOUSLY, GET FAMILIAR 

WITH THE PERSPECTIVE OF THE ORGANIZATION, THIS RECOGNITION HAS EFFECT ON THE SERVICE BEHAVIOR OF 

EMPLOYEES AND LEADS TO ENHANCE THE QUALITY OF OFFERED SERVICES TO  FOREIGN COSTUMERS (8).   GENERALLY, IT 

CAN BE SAID THAT EXECUTING INTERNAL MARKETING IN SERVICE SECTION, EQUIPS ORGANIZATIONS WITH CAPABILITIES 

AND COMPETENCIES THAT ITS RESULT IS COSTUMERS’ SATISFACTION (4). THIS RESEARCH TRIES TO STUDY THE EFFECT OF 

INTERNAL MARKETING ON COSTUMER ORIENTATION AMONG GUILAN SOCIAL SECURITY STAFF AND THIS RAISES THE 

QUESTION THAT IF INTERNAL MARKETING HAS ANY EFFECT ON COSTUMER ORIENTATION OF THIS ORGANIZATION STAFF. 

 
III. PREVIOUS RESEARCH 

1. IN THE RESEARCHES THAT RAHMANI DID AS “THE EFFECT OF INTERNAL MARKETING ON ORGANIZATIONAL 

PERFORMANCE IN TRANSPORTATION SERVICE COMPANIES, THERE IS A MEANINGFUL RELATIONSHIP BETWEEN 

INTERNAL MARKETING AND ORGANIZATIONAL PERFORMANCE. (15) 

2. LIAO”(2009) IN HIS RESEARCH CALLED” THE EFFECT OF INTERNAL MARKETING ON COSTUMER ORIENTATION IN 

BANKING INDUSTRY” EXAMINED THE EFFECT OF INTERNAL MARKETING ON ORGANIZATIONAL COMMITMENT, JOB 

SATISFACTION AND COSTUMER ORIENTATION : THE  RESULTS OF HIS RESEARCH SHOWED THAT INTERNAL 

MARKETING HAS A POSITIVE EFFECT ON ORGANIZATIONAL COMMITMENT,  JOB  SATISFACTION AND COSTUMER 

ORIENTATION OF THE STAFF(13) 

3. IN THE RESEARCH THAT HAS BEEN DONE BY ABZARI AND COLLEAGUES IN 2010 AS “THE EFFECT OF INTERNAL 

MARKETING ON CITIZEN ORGANIZATIONAL BEHAVIOR AMONG ISFEHAN MELLI BANK STAFF” THEY OBSERVED A 

POSITIVE RELATION BETWEEN INTERNAL MARKETING AND  ORGANIZATIONAL CITIZENSHIP BEHAVIOR (1) 

4. CARUANA  & CALLEYA,1988 IN THEIR RESEARCH CALLED” THE EFFECT OF INTERNAL MARKETING ON 

ORGANIZATIONAL COMMITMENT AMONG BANK MANAGERS” EXAMINED THE EFFECT OF INTERNAL MARKETING AND 

ITS DIMENSIONS. THE RESULTS OF THEIR RESEARCH SHOWED THAT THERE IS MEANINGFUL RELATION BETWEEN 

INTERNAL MARKETING AND ORGANIZATIONAL COMMITMENT. ALSO INTERNAL MARKETING  HAS THE STRONGEST 

RELATION WITH EMOTIONAL COMMITMENT. (6) 

5. MORADI (2006) IN A RESEARCH NAMED” EXAMINATION THE AMOUNT OF AFFECTION OF INTERNAL MARKETING 

VARIABLES IN THE IMPROVEMENT OF MOBILE COMMUNICATIONS STAFF SERVICE TO  CUSTOMERS” SHOWED THAT IN 

THE DIMENSION OF MATERIAL ENVIRONMENTAL FACTORS, THE FACTORS OF TOOL AND WORK EQUIPMENT, 

EXPERIENCE AND IMMATERIAL MOTIVATIONAL FACTORS OBTAINED FIRST TO FIFTH GRADES IN THE IMPROVEMENT OF 

SERVICE OFFERING RESPECTIVELY. (14) 
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IV. MODELS OF  RESEARCH 

 

FIG1 : ANALYTICAL MODEL OF RESEARCH 

 

V. THE RESEARCH HYPOTHESES 

THE MAIN HYPOTHESIS : INTERNAL MARKETING HAS AN EFFECT ON THE COSTUMER ORIENTATION OF SOCIAL SECURITY 

STAFF. 

THE FIRST  SUB-HYPOTHESIS : THE COMPREHENSION OF INTERNAL MARKETING HAS AN EFFECT ON ORGANIZATIONAL 

COMMITMENTS. 

THE SECOND SUB-HYPOTHESIS : ORGANIZATIONAL COMMITMENTS HAVE IMPACTS ON COSTUMER ORIENTATION. 

THE THIRD SUB-HYPOTHESIS : IN THE RELATION BETWEEN UNDERSTANDING INTERNAL MARKETING AND COSTUMER 

ORIENTATION, ORGANIZATIONAL COMMITMENTS HAVE THE ROLE OF MODERATOR. 

VI. THEORETICAL RESEARCH 

INTERNAL MARKETING : MARKETING ACCORDING TO INTERNAL COSTUMERS(STAFF)  ARE CALLED INTERNAL MARKETING 

(5) 

ORGANIZATIONAL COMMITMENTS : ARE PEOPLE POSITIVE OR NEGATIVE ATTITUDES TO THE WHOLE ORGANIZATION (NOT 

JOB) IN WHICH THEY WORK. (10) 

COSTUMER ORIENTATION: IT IS CALLED TO EMPLOYEES TENDENCY IN ORDER TO PROVIDE COSTUMER’S NEED IN THAT 

JOB. (9) 

SOCIAL SECURITY : IT IS RESPECT AND RESPONSIVENESS TO ADDRESSED PEOPLE AND EXPAND THE NEGOTIATIONS WITH 

THEM IN ORDER TO INFORM AND RECOGNIZE MUTUAL RIGHTS IS ONE OF THE MOST IMPORTANT APPROACHES OF THE 

ORGANIZATION. (7) 
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VII. RESEARCH METHODOLOGY 

THE APPLIED RESEARCH METHODOLOGY IS DESCRIPTIVE –SURVEY TYPE. SAMPLING METHOD IN THIS RESEARCH HAS 

BEEN SIMPLE RANDOM AND THE METHOD OF COLLECTING DATA IS FIELD METHOD AND THE RESEARCH POPULATION IS 

GUILAN SOCIAL SECURITY STAFF THAT ITS NUMBER IS 672 PEOPLE. SAMPLE SIZE WAS CALCULATED BY SAMPLE SIZE 

FORMULA THAT WAS CHOSEN BY STRATIFIED RANDOM SAMPLING  FROM AMONG ORGANIZATIONS’ BRANCHES ALL OVER 

THE PROVINCE. THE COLLECTION INSTRUMENTATION IN THIS RESEARCH IS QUESTIONNAIRE. 

VIII. VALIDATED OF QUESTIONNAIRE 

THE MOST USUAL TEST OF INTERNAL CONSISTENCY  RELIABILITY ,IS THE CRONBACH'S ALPHA COEFFICIENT WHICH IS 

DONE FOR MULTI MEASURE QUESTIONS OR CLASSIFICATIONS (9). ALPHA CRONBAKH RESULTS AS THE FOLLOWING : 

TABLE 1:CRONBACH'S ALPHA OF QUESTIONNAIRE 

CRONBACH'S ALPHA COEFFICIENTS 

0.907 INTERNAL MARKETING 

0.918 ORGANIZATIONAL COMMITMENTS 

0.919 CUSTOMER ORIENTATION 

IX. METHODS OF DATA ANALYSIS 

IN THIS RESEARCH IN ORDER TO ANALYZE THE OBTAINED DATA FROM DESCRIPTIVE AND ALSO INFERENTIAL STATISTICS 

,SPSS AND LISREL HAS BEEN USED. 

X. HYPOTHESIS TEST RESULTS 

ACCORDING TO RESEARCH MODEL, THE  RESULT OF STRUCTURAL HYPOTHESIS TEST HAS BEEN SHOWN AS A FORMAT OF 

TABLE 2. 
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CHI- 

SQUARE =3554.86 ,  DF= 942  , P-VALUE=0.0000 , RMSEA=0.064 

 

TABLE 2 : STRUCTURAL MODEL HYPOTHESIZES 

TEST RESULT T STANDARD 

ESTIMATION 
HYPOTHESIS 

ACCEPT 2.08 0.16 THERE IS A MEANINGFUL RELATION BETWEEN INTERNAL 

MARKETING AND COSTUMER ORIENTATION. 

ACCEPT 10.89 0.67 THERE IS A MEANINGFUL RELATION BETWEEN INTERNAL 

MARKETING AND ORGANIZATIONAL COMMITMENTS 

ACCEPT 7.18 0.63 THERE IS A MEANINGFUL RELATION BETWEEN 

ORGANIZATIONAL COMMITMENTS AND COSTUMER 

ORIENTATION. 

ACCEPT --- 
0.42=0.67*0.63 

IN THE RELATION BETWEEN INTERNAL MARKETING AND 

COSTUMER ORIENTATION, ORGANIZATIONAL COMMITMENTS 

HAVE ROLE OF MODERATOR 

 

THE RATIO OF EACH PARAMETER TO ITS STANDARD ERROR IS SHOWN WITH Z STATISTICS. WHEN Z IS BIGGER THAN 1.96 

IN THE PLANE OF 0.05  AND WHEN ITS VALUE IS BIGGER THAN 2.56, IT WILL BE MEANINGFUL IN THE PLANE OF 0.01. AS 

THE ESTIMATION OF NON-STANDARD PARAMETERS FOLLOWS VARIABLE SCALES, SO THE ESTIMATION OF STANDARDIZED 
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PARAMETERS PROVIDES THE POSSIBILITY TO COMPARE MODEL PARAMETERS WITH EACH OTHER BECAUSE IT FREES 

VARIABLES FROM SCALE. ACCORDING  TO TABLE 9-4,IT CAN BE OBSERVED THAT ALL VALUE OF T QUANTITY IS BIGGER 

THAN 1.96 AND IT CAN BE SAID  THAT ALL OF THE HYPOTHESIS WERE APPROVED. 

XI. CONCLUSIONS 

EFFECT INTENSITY DIMENSIONS OF BANKING SERVICES QUALITY ON THE BANKING RESOURCE Mobilization IS EQUAL TO 

%52.3. ACCORDING TO BETA DIRECTION OF THIS IMPACT IS STRAIGHT. ALSO THE COEFFICIENT OF DETERMINATION 

BETWEEN TWO VARIABLES IS EQUAL TO 0.274. EFFECT INTENSITY TANGIBLE FACTORS FROM DIMENSIONS OF BANKING 

SERVICES QUALITY ON THE BANKING RESOURCE Mobilization IS EQUAL TO %28.4. ACCORDING TO BETA DIRECTION OF 

THIS IMPACT IS STRAIGHT. ALSO THE COEFFICIENT OF DETERMINATION BETWEEN TWO VARIABLES IS EQUAL TO 0.081. 

EFFECT INTENSITY DEPENDABILITY FROM DIMENSIONS OF BANKING SERVICES QUALITY ON THE BANKING RESOURCE 

Mobilization IS EQUAL TO %45.1. ACCORDING TO BETA DIRECTION OF THIS IMPACT IS STRAIGHT. ALSO THE COEFFICIENT 

OF DETERMINATION BETWEEN TWO VARIABLES IS EQUAL TO 0.212. EFFECT INTENSITY ACCOUNTABILITY FROM 

DIMENSIONS OF BANKING SERVICES QUALITY ON THE BANKING RESOURCE Mobilization IS EQUAL TO %48.8. ACCORDING 

TO BETA DIRECTION OF THIS IMPACT IS STRAIGHT. ALSO THE COEFFICIENT OF DETERMINATION BETWEEN TWO 

VARIABLES IS EQUAL TO 0.238. EFFECT INTENSITY RELIABILITY FROM DIMENSIONS OF BANKING SERVICES QUALITY ON 

THE BANKING RESOURCE Mobilization IS EQUAL TO %40. ACCORDING TO BETA DIRECTION OF THIS IMPACT IS STRAIGHT. 

ALSO THE COEFFICIENT OF DETERMINATION BETWEEN TWO VARIABLES IS EQUAL TO 0.16. EFFECT INTENSITY EMPATHY 

FROM DIMENSIONS OF BANKING SERVICES QUALITY ON THE BANKING RESOURCE Mobilization IS EQUAL TO %50. 

ACCORDING TO BETA DIRECTION OF THIS IMPACT IS STRAIGHT. ALSO THE COEFFICIENT OF DETERMINATION BETWEEN 

TWO VARIABLES IS EQUAL TO 0.25. IN GENERAL, THE RESULTS OBTAINED ALL RESEARCH HYPOTHESES WERE CONFIRMED. 

ACCORDING TO THE RESULTS OBTAINED FROM THE TEST RESULT INDICATED THAT THERE IS SIGNIFICANT RELATIONSHIP 

AMONG ALL OF THE HYPOTHESIS INCLUDING BETWEEN internal MARKETING AND CUSTOMER ORIENTATION, BETWEEN 

internal MARKETING AND ORGANIZATIONAL COMMITMENTS, BETWEEN ORGANIZATIONAL COMMITMENTS AND CUSTOMER 

ORIENTATION AND ALSO ORGANIZATIONAL COMMITMENTS HAS MODERATOR ROLE IN RELATION BETWEEN internal 

MARKETING AND CUSTOMER ORIENTATION AND ACCORDING THE T QUANTITY OF THE HYPOTHESIS IS 2.08, 10.89, 7.18 

AND ALL OF THEM ARE MORE THAN 1.96 THE HYPOTHESIS OF THIS RESEARCH ARE ACCEPTED IN CONFIDENCE LEVEL OF 

0.95 . 

XII. SUGGESTIONS OF  RESEARCH 

1. IT SUGGESTS THAT ORGANIZATION ALLOCATE A CONSIDERABLE REWARD FOR THE STAFF THAT TRY TO OFFER 

THE BEST SERVICES TO COSTUMER. 

2. IT SUGGESTS THAT ORGANIZATION PAY ATTENTION TO STAFFS’ INFORMATION AND APPLY THEM IN ORDER TO 

IMPROVE THEIR JOB AND DEVELOP THE ORGANIZATION’S STRATEGIES. 

3. IT IS NECESSARY THAT ORGANIZATION’S GOALS AND FOR THE BEST AND THE MOST EFFICIENT EDUCATIONS ARE 

OFFERED TO STAFF. 

4. IT SUGGESTS THAT ORGANIZATION MUST BE AS FLEXIBLE AS POSSIBLE TO ADJUST STAFF DIFFERENT NEEDS AND 

THE REASON OF DOING THE WORK MUST TEACH TO STAFF PLUS HOW TO DO THE JOB.  

5. IN RELATION WITH THE EFFECT OF ORGANIZATIONAL COMMITMENT WITH ON CUSTOMER BASE BEHAVIOR, IT 

SUGGESTS THAT WE ALREADY CREATE ENVIRONMENT IN THE ORGANIZATION THAT SO THAT STAFF FEEL JOB 

SECURITY AND DON’T LEAVE THE ORGANIZATION.   

6. THE MANAGERS SHOULD TRY IN A WAY THAT EMPLOYEES FEEL JOYFUL  FROM STAYING IN THE ORGANIZATION 

AND ENJOY SPEAKING ABOUT THEIR ORGANIZATION WITH OTHERS.  

7. IT SUGGESTS THAT WE SPECIFY EMPLOYEES ‘JOB ROUTE AND THEY CAN SEE THEIR PROGRESS IN THE 

ORGANIZATION AND ALSO ORGANIZATION SHOW RESPECT TO THEIR LOYALTY. 
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XIII. SUGGESTIONS FOR FUTURE RESEARCH 

8. DOING THE CURRENT RESEARCH IN OTHER COMPANIES AND ORGANIZATIONS. 

9. DOING THE CURRENT RESEARCH WITH MORE SAMPLES AND OTHER STATISTICAL POPULATIONS AND 

COMPARISON OF RESULTS. 

10. RECOGNIZING  EFFECTIVE FACTORS ON CUSTOMER ORIENTATION EXCEPT APPLIED FACTORS IN THIS RESEARCH. 

 

XIV. LIMITATIONS OF RESEARCH 

11. LACK OF SIMILAR RESEARCHES 

12. THE CURRENT RESEARCH IS CONCENTRATED ON GUILAN SOCIAL SECURITY ORGANIZATION AND ITS RESULTS 

CAN’T BE GENERALIZED TO OTHER COMPANIES AND ORGANIZATIONS THAT HAVE A DIFFERENT COMPETITIVE 

ATMOSPHERE. 

13. ONE OF THE LIMITATIONS OF THIS RESEARCH IS APPLYING QUESTIONNAIRE AS MEASUREMENT TOOL. USUALLY 

QUALITATIVE TOOLS THAT MEASURE BEHAVIOR OR ATTITUDE OF TESTER BY QUESTIONNAIRE OR LIKERT SCALE 

HAVE PROBLEMS INCLUDING LACK OF ACCURACY OF RESPONDER, CONSERVATISM IN RESPONDING AND 

QUANTITATIVE SCALES HAVE LESS OF THESE CASES.  
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