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The influence of internal market orientation

on employee performance

Dr. Wuthichai Sittimalakorn*

Abstract

The current new cconomy is full of opportunitics and high competitions. Managing in the
new cra is to reduce costs and increase clficiency in business which ditters from producing products.
Human resource is the most important factor because human resource is regarded as a valuable resource
and is an important production factor. Organizations should treat human resource appropriately.

To this. internal market orientation (IMO) could help develop employees to become effective and affect
the company’s business performance. This is an important factor that enables the company to generate
higher revenue and profitability. This is especially neeessary and important for top management that
focuses on paying attention to employecs in the organization as cqual to customers outside the
organization.

The overall objective of this rescarch was to study the influence of internal market orientation
on employee performance in large-sized manufacturing firms. Samples for this res sarch were 400
organizations located in Chonburi province by using systematic sampling method. Structured
questionnaire was used in this study. Statistics used included descriptive and Lincar Regression
Analyses to test the relationships among variables.

This research found that the impacts of intcrnal market oricntation on employees” satisfaction
and organization commitment clcarly existed. In addition, both of cmployces” satistaction and
organization commitment were the factors that ultimately affect overall cmployece performance at the
01 level of significance. Therefore, in order to achicve overall business supceriority, one should take

internal market orientation into account together with focusing on external markct orientation.

Keywords: Intcrnal market orientation/Employce Satistaction/Efficiency of Employee Performance
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