BBR - Brazilian Business Review
{BBR E-ISSN: 1807-734X
BRAZILIAN BUSINESS REVIEW bbronline@bbronline.com.br
FUCAPE Business School
Brasil

de Souza Araujo Cassundé, Fernanda Roda; Ferreira Cassundé Junior, Nildo; Alencar de Farias,
Salomao; Costa de Mendonca, José Ricardo
What is Being Said About Internal Marketing? A Study of the Brazilian Business Administration
Academic Production
BBR - Brazilian Business Review, vol. 11, num. 5, septiembre-octubre, 2014, pp. 49-71
FUCAPE Business School
Vitéria, Brasil

Available in: http://www.redalyc.org/articulo.oa?id=123032385003

How to cite [ é)\_,- //‘«

Complete issue - .
P Scientific Information System

More information about this article Network of Scientific Journals from Latin America, the Caribbean, Spain and Portugal
Journal's homepage in redalyc.org Non-profit academic project, developed under the open access initiative


http://www.redalyc.org/revista.oa?id=1230
http://www.redalyc.org/articulo.oa?id=123032385003
http://www.redalyc.org/comocitar.oa?id=123032385003
http://www.redalyc.org/fasciculo.oa?id=1230&numero=32385
http://www.redalyc.org/articulo.oa?id=123032385003
http://www.redalyc.org/revista.oa?id=1230
http://www.redalyc.org

¥BBR
(BRAZILIAN BUSINESS REVIEW
v.11, n.5

Vitéria-ES, Set.-Out. 2014
p.49-71 ISSN 1808-2386

What is Being Said About Internal Marketing? A Study of the Brazilian
Business Administration Academic Production

Fernanda Roda de Souza Aratjo Cassundé
Universidade Federal do Vale do S&o Francisco

Nildo Ferreira Cassundé Junior®
Universidade Federal do Vale do Sao Francisco

Salomao Alencar de Faria$
Universidade Federal de Pernambuco

José Ricardo Costa de Mendonca
Universidade Federal de Pernambuco

ABSTRACT

This study had the purpose of identifying how ingdrmarketing is being addressed in the
Brazilian production in the field of Administratiofo this end, the major periodicals in the
field and the database of the National AssociatidnGraduate Programs in Business
Administration (Anpad) andScientific Periodicals Electronic LibrarSPELL) were
investigated under the guidance of research prbposifound in Farias (2010). After a
search of the entire historical database of putitina adopted asorpus,only 13 articles
were discovered and retrieved from the period 12®&12.The findings of this study show that
the state of knowledge about internal marketinghdministration is quite specific and, in
some cases, surprisingly nonexistent. This asplestsaus to notice various concerns, among
which the most significant one is: for what reab@as internal marketing not been receiving -
at least with respect to periodic and national Adstration congresses - the attention it
deserves? It is expected to contribute to the whaieding of how scholars are studying the
internal marketing of the area in the Brazilian tect
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1 INTRODUCTION
here are, in Brazilian literature specialized in nfidistration, various
interpretations of what internal marketing is, sitkere are several terms used:
"endomarketing” and marketing applied to human usses, as suggested by
Farias (2010). However, according to said authaernational literature "is
clear in the use of a single term: internal manrgtf{IM)" (p .119). Thus, it
becomes important to understand how Brazilian rebea Administration has
approached this concept (including highlighting erhierm is most commonly
used), since, if the Brazilian Academy of Marketungjfies the term and the

concept of internal marketing, it can avoid condms(distortion) and even collaborate with

the advancement of knowledge in this field (FARIZB10).

In this sense, building a bibliometric study in attempt to rescue what has been
researched on the subject allows us to map andifigléime ideas being discussed throughout
the history of the most recognized events and nakiperiodicals in Administration. So this
article purports to give a perspective on this ectfinternal marketing) in Administration,
for it analyzes the articles published in leading aenowned Brazilian scientific periodicals
in Administration and in the databases of the NaticAssociation of Graduate Studies and
Research in Administration (Anpad) a8dientific Periodicals Electronic LibrarfSPELL).

The study adopts qualitative research proceduresrder to describe critically the
domestic production related to internal marketingAidministration. Thus, this study was
guided by the following question: How are scholatadying internal marketing in the
Brazilian context of Administration? The objectiwas therefore to conduct a search using
meta-analysis, investigating and analyzing the #hererifying methodological guidance and
the demographics of authorship of all articlesiegtd, totaling 13 in the online search system
of events and publications (ANPAD and SPELL).

The results of this study can be used to analyzeonty the current trends, but the
historical scientific production in Administratioas well as to indicate the direction of future
work.

2 WHAT IS THE PURPOSE OF A STUDY ON THE BRAZILIANRRODUCTION IN
ADMINISTRATION?

The "Academia in Administration in Brazil has mamgasons to celebrate its
performance in recent years: academic productignraeased, and scholars have been more
devoted to research” (KIRSHBAUM, PORTO; FERREIRA02, p .7). The increase in
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administrative and organizational research providest only the consolidation of

Administration as an area of knowledge, with itsnogharacteristics, but has also led to
healthy reflections on the quality of scientifioduction in the field (LOPES; BERNARDES,

2001).

In view of Romanowski and Ens (2006) perspectitls, increase in the quantity of
publications generates concerns and questions, asiciivhat are the most studied topics?
What approaches have been used? Which are theméleentributions of these publications
to the area? What is being published about the®olpi this sense, as pointed out by Caldas,
Tonelli and Lacombe (2002, p.1), as of the 90sBh&zilian Academy in Administration
seems to have turned to itself, metastudies havergad and multiplied, "analyzing the
various dimensions of scientific literature in eaghthese areas"(CALDAS; TONELLI,
LACOMBE, 2002 p. 1).

Not unlike other areas of knowledge, Administratitas been changing at a very fast
pace, so, due to this growth, it is necessary toogieally monitor the scope of studies
conducted in a specific period of time, becauseqgthentitative growth does not necessarily
imply criteria for advancement in the field of raseh. So Ferreira (2002) and Cardesal.
(2005) highlight the importance of mapping, disaugs&nd knowing the academic production
in a given field.

Despite the acknowledged importance, several fuddicate a low number of works
produced in the country whose goal is to map aradyaa the accumulated knowledge in a
particular field (TEIXEIRA; MEGID NETO, 2006; CALDS; TINOCO, 2004). Thus, while
science is being built over time, privileging onspect, one methodology and/or one
theoretical referential, the analysis must alsomfithe understanding of Soares and Maciel
(2000), be developed in parallel, identifying angblaining the paths of science. Thus the
process of building knowledge about a certain topievealed in an attempt to integrate the

results and identify overlaps, contradictions aspleeially gaps, that is, unexplored aspects.

2.1 INTERNAL MARKETING: BEYOND A SIMPLE MEANING

Considering the increase of competitiveness inntedecades and the search for the
provision of high quality services as a competiigdyantage, company staff began to receive
greater importance from managers, since it becamderstood that the motivation of
employees could impact on service provision andcéeon the perception of customer
satisfaction (KURTZ; CLOW, 1996). Papasolomou (208&nforces the idea of previous
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authors when he stresses that organizations thattsdevelop, manage and motivate their
workforce have an extraordinary competitive advgataver those that do not.

Thus, depending on the importance of internal margenentioned by Kurtz and Clow
(1996) and Papasolomou (2006), and the debate geddoy Farias (2010), it is important to
introduce the concept of internal marketing in #arapt to clarify any misinterpretations.

In this sense, Farias (2010, p. 107) draws attertbothe fact that "approximately 34
years ago the internal marketing (IM) was proposausistently as a solution to the problem
of provision of high quality services by Berey al. (1976) ". As for Gronroos (2006), the
concept of internal marketing originated from mairkg services research. Varey and Lewis
(1999) go further and call attention to the facittisaid concept comes from discussions
originated in the early years of the twentieth aentiIn other words, based on the original
propositions of marketing management focused orexibernal market, with the development
of knowledge in the area of services, the propmsitif internal marketing in the management
of services arises Thus, the application of manketiools in the interaction between
companies and employees is not limited to the ¥finapromotion (communication), but to
the management of the traditional marketing mix anunique process of exchange
(organization-employees), with the challenge ofksee balance between product supply
(title), price (wage, costs), place (workplace) grdmotion (communication), so that the
employee is satisfied with the internal exchangesaan deliver better service to the external

customer.

It seems that the essence of internal marketingoisa phenomenon of the post-
industrial era, since there is some evidence dbidds and methods in the early literature of
marketing and management indicating that prograsngenerate the commitment between
employees and the company's objectives are nohtrethus, even though it is not a new
concept, it is a condition that could lead to caida in interpretation, as internal marketing
still lacks conceptual clarity, and a vast literatlhas been examined containing a number of
concerns regarding limitations of its concept (VARE.EWIS, 1999). Therefore, there
remains a certain conflict in literature regardihg understanding of what internal marketing

is and what actions should be taken to implement it

Although many definitions of internal marketing sbe term either as a concept or as a
philosophy or management practice in relation t® mtanagement of human resources, to
marketing services and to change management (LINBR®)OKS, 1998, p. 327), much of

the early work on internal marketing focused oniwaiton and employee satisfaction, as it
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was believed that, to the extent that an orgammasatisfies its employees, its customers
would also be satisfied, since the product in sereompanies is manpower (FARIAS, 2010).
In this sense Papasolomou (2006) believes thagdla of internal marketing is to make
employees-customers motivated in order to achiergice excellence. For Berrgt al.
(1976), which seems to us the best definition,rivdke marketing is focused on providing
domestic product (tasks) that satisfy the needsa ofital internal market (employees),
provided that the organization's goals are mets Toncept is complemented by Greenal.
(1994, p. 8), when they argue that internal mankgtis viewing employees as internal
customers, tasks as internal products, and itgagng in designing these products to better
meet the needs of such customers.

Varey and Lewis (1999) also emphasize the impoeamicthe work of Rafig and
Ahmed (1993), showing characteristics of the usthmught and assumptions of the

discussion about internal marketing.

Thus, we can see how the internal marketing gafastige and widely contributes to
increase the levels of involvement and commitmentallaborators, particularly service
businesses (ORFAO, 2010).

In this sense, there are many authors (GRONROOS6;2BERRY et al., 1976;
FARIAS, 2010; LIONet al.,2010; ORPHAN, 2010) that associate internal margeio the
context of service marketing. Besides seeming touhguestionable that the prospect of
internal marketing gained primordial space in mamagnt, in recent times, it is also
understood that "today the marketing [...] depelaiigely on the attitudes, behavior and
performance of everybody that composes an orgaoiizatspecially those who interact with
customers "(Lionet al., 2010, p. 69), thus directly impacting on organaal success,
because in each interaction (employee-customenje the potential risk of generating
satisfaction (or not), contributing to the soliddtion (or wear) of the relationship with the
customer, the authors emphasize. Normann (19773)198ayed a key role in such
relationship when he established the "moments wh'trin services, that is, when there is
direct contact between the service provider andctistomer (interactive marketing). It is
common to find in the traditional marketing litareg the issue of representation of the
relationship of the internal marketing with tradrtal marketing, which leads to interactive
marketing (present in services), according to which employee relates to the external

customer.
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Notably, interest in marketing services in the |28tyears is related to the economic
importance of the post-industrial era, since, abersing globalization and that the possibilities
of differentiation are reduced when thinking onlgoat products, there arises a need to
develop competitive advantages focused on the gimviof services. Given the trajectory of
development of research in the field, the incraagaublications on the subject (in Brazil or
abroad), the existence of several specialized geeats on the subject, and especially the
awareness that society is essentially consumingcssr (rather than products), it is possible
to notice the consolidation and importance of m@nkeservices and consequently of internal

marketing for the management of organizations.

2.2 AND WHAT ABOUT THE SCIENTIFIC PRODUCTION IN ADNMNISTRATION IN
BRAZIL?

It is not possible to dissociate the developmerdaafdemic research in Administration
from the development of graduate studies in tHd,fiérom which is recorded substantial part
of the scientific production of teachers and stusleBERTERO; CALDAS; WOOD JR,
1999, p. 150).

So, to review scientific literature, it is necegsan consider the context in which
graduate courses are developed. Importantly, théehredopted for the implementation and
development of graduate programs in Brazil wastedladirectly to the production of
scientific knowledge. Such a model, of Germanigiarti"arrived with the University Reform
of 1968 and left the indissoluble union betweerché@sy and research”, as propose Bertero,
Caldas and Woord Jr (1999, p. 175).

In the early 60s, the school of administration oh&acdo Getulio Vargas began the
activities of research and publications group saslihe Journal of Business Administration
(RAE), being today one of the oldest Brazilian neayer circulating related to
Administration within the enterprise escope, Bart@006) highlights. In that time in the mid
'60s, the administrative theory "was undergoing tratled development within a tacit
agreement of methods, methodologies, analyticatpeetives and epistemological basis”
(PECI; ALCADIPANI, 2004, p. 10).Despite such inttiees and there being already a
controlled development of research in Administratithe importance and intensification of
research activity were observed only after thdtunstnalization of the graduate course in the
country (BERTERO, 2006).

What we have noticed, therefore, is that "althoitgis new as a scientific field in

Brazil, research in business administration hastjaéively grown in recent years," Bertero,
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Caldas and Wood Jr. (1999, p. 148) highlight. Theom between research, teaching and
graduate studies in Bertero's views (2006, p. 99) "explathe increase in scientific

production in the last decade.”

In this sense, it is also possible to credit sutfaasformation, according to Kirshbaum,
Porto and Ferreira (2004, p.3) to "the role plapgdCapes, when establishing the scoring
academic system and requiring minimum score foulfpaesearchers," since "Capes' rating
system assigns decisive importance to researchrésalts in publications” (BERTERO,
2006, p. 98).Therefore, it is also important to hiight the role that Anpad (National
Association of Graduate Studies and Research inididiration) has played in recent years,
Bertero (2006) adds.

It was only with the path-breaking work of Machad-Silva, Cunha and Amboni
(1990) that the administration academy seems toe hawakened to the need for a

comprehensive review of its production.

From this initial survey, several fields have sdriaking critical statements of this
kind, as Marketing (Vieira, 1998, 1999, 2000; Peeinal, 2000; Botelho and
Macera, 2000), Information Administration (Hoppet al, 1998), Production
(Bignetti and Paiva, 1997) and Public Administratigeinert, 2000). What draws
attention in virtually all of these studies is ttmnvergence of the conclusion: almost
all indicate serious problems in the quality of lw6FONELLI et al.,2003, p. 106).

In this sense, the quality and applicability ofesttific production in administration has
been a topic of interest and concern for many schoh the field, especially in recent years
(eg. CARRIERI; LIGHT, 1998; BERTERO, CALDAS; WOOLRJ 1999; PERINet al,
2000; LOPES; BERNADES, 2001; DAVEL; ALCADIPANI 200among others).

Although the focus of analysis of the works carreed by these authors is sometimes
different, all studies show a similarity in idegtrig that the scientific production in
Administration is "very fragmented, in which difésmt paradigms are used simultaneously,
forming a kind of 'big collage' of ideas and appiues,” Lopes and Bernardes (2001, p. 97)
highlight. Bertero, Caldas and Wood Jr. (1999, 48)lalso add that domestic production in
Administration is "peripheral, epistemologicallyfted, methodologically deficient, lacking
originality and practice, in large scale, misinfe@gn mimicry."In this sense, Peci and
Alcadipani (2004, p. 11) corroborate by the facttleritical analyses on the quality of
scientific output in different areas, such as "Qigations, Marketing, Information
Administration, Strategy, Public Administration addman Resources, identified weaknesses

in theoretical and methodological standpoints anslo aabout the relevance of the
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contributions of the field. "Thus, the administoatiseems to be "admittedly lacking an area
of higher scientific density" (BERTERO, 2006, p1}0

Because of the concern about the quality of whatprieduced in the field of
Administration, reflections in academia have beemegated according to Antunes al
(2004) and "besides the articles, some panels @ntitables have analyzed from the quality
up to the continuity of the works carried out andblgshed nationwide in [...] Administration
"(PERIN et al., 2000, p. 1).The Brazilian scientific community agministration seems to
have given more attention to the content that e lproduced, reflecting, criticizing and
analyzing activity that it eventually incorporatedthe research itself. That way, it is possible
to find important reflective and descriptive woris administration research in the country
since the 1980s and which remain until today (BERDE2006, p. 104).

3 RESEARCH DESIGN

This work is characterized by being a study on Bieazliterature on internal marketing
in the Administration field. We present a methodgl@f descriptive and executive character
inherent to works known as the state of knowledgd that can be characterized as
bibliometric studies (FERREIRA, 2002).

The bibliometrics, in this sense, is a tool thédvas mapping and generating "different
indicators of treatment and management of inforoma#éind knowledge, (...) necessary for the
planning, evaluation and management of science tanddnology of a certain scientific
community or country"(GUEDES; BORSC HIVER 2005,1&). Cardoscet al. (2005) add
that the bibliometric analysis is an essential patnderstanding the process of science, and
when such analysis is increased by qualitativearebe the results acquire greater scope in

interpretation.

The selection of articles for this study met thegedures for collection and analysis
followed by Tonelliet al. (2003), who considered the most cited meta-studigarious areas
of Enanpad, like Vieira (1998) and Peetal. (2000).

The selection of articles for this work met thdduwling criteria:

* The databases chosen to extractabpusof this study took into account the
representativity in terms of publications in theaof Administration for the

events, as well as rankings by Qualis System oHilgber Education Personnel
Improvement Coordination - CAPES (with concept leigbr equal to B3) to the

main periodicals;
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» The corpusfor this study is formed from the recovery of @lé articles in the
online database: the National Association of Graduategyrams in Business
Administration (Anpad) in the period 1997-201&cientific Periodicals
Electronic Library(SPELL); the Journal of Administration (Rausp}fie period
1977-2012 (35 years); Electronic Journal of Organizationabridgement
(Gestédo.org) in the period 2003-2012; the Journ&l Gontemporary
Administration (RAC) in the period 1997-2012; thdedronic Journal of
Administration (REAd) in the period 1995-2012; floernals of EBAPE.BR in
the period 2003-2012; Journal of Business Admiaigin (RAE) in the period
1961-2012; theBrazilian Administration Revie BAR - publication of Anpad)
in the period 2004-2012 and tBeazilian Business Revie(BBR) in the period
2004-2012;

«The rule of completenessf Bardin (2011) was used to define tberpus.
Thus, a temporal cut was not defined a priori thdede the retrieved articles,
being considered valid, therefore, every articlatthppeared in the search

results, totaling 13 full and selected articles;

* The search criteria adopted to search from analytiategories that must be
present in the title, whose keywords searched weternal marketing and

"endomarketing®
* The recovery of the literature was conducted inpieod Dec 04 to 11, 2012.

After demarcation of the universe and the collectad articles, it was possible to
constitute thecorpus of research that covered the entire existencéefttieory of internal
marketing. "The corpus is the set of documents idensd for undergoing the test
procedures" (BARDIN, 2011, p. 126).

The content analysis of Bardin (2011, p. 44) wasdwss a technique for data analysis:

A set of analysis techniques of communication thegs systematic and objective
procedures to describe the content of the mess@igesintent of content analysis is
the inference of knowledge concerning productionditions, which inference uses
indicators (quantitative or not).

! Publication suspended from 1967 to 1976.
2 A total of 35 years of publication in events oé tiield
% Including its variations: “endo-marketing” and tenmarketing”
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The categories defined for analysis were: termsiteeoed in article titles and key
words), author and affiliation of authors (humbéranithors, programs, research groups),
references (primary authors, major conferencespgieals and authors that are sources of

citation), methodological profile (nature of wotkcusof the study).

Each article was analyzed in terms of its contdttt the aim of identifying information
about the above aspects. The articles are idehtiis necessary, throughout the analysis

according to the symbols used in the table 1 below.

Table 1- Symbols for Identification of Articles

Identification of articles

Brazilian Business Review (BBR) BBR_2012
REAd_2002

Electronic Journal of Administration (REAd) REAd_2005a
REAd_2005b

EnANPAD_2001
EnANPAD_2005
EnANPAD_2007
EnANPAD_2008
EnANPAD_2011

EnANPAD - National Association of Graduate Studsé®l Research in
Administration Meeting

EnADI - Information Administration Meeting EnADI_PO
EnGPR - Personnel Management and Labor Relatiorgiie EnGPR_2009
EMA - Marketing Meeting EMA_2012
Scientific Periodicals Electronic Library (SPELL) PELL_2009

Importantly, a decision of the authors that lintite scope of the article lies in the focus
of analysis, the context in Administration. Suclstrietion did not consider the possible
articles of related fields, for example, the fiefdcommunication, although research has been
done in an attempt to recover any items composiegarpusof this study, no studies that
met the search criteria defined were found. Howdker focus given in Administration is
justified due to the close relationship of the sagbjwith services marketing, since, according
to Berryet al. (1976), internal marketing has been proposed sduwion to the problem of
providing consistent high quality services for o@dryears, as indicated above and reinforced

herein the dominant application in this field.

The authors' experience in teaching service marffetndicates that there is a
substantial theoreticalorpusin international academic publications (eMarketing Theory,
Journal of Banking Marketing, Journal of Retailingnong others), related to the areas of
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management and marketing, pointing out that intemarketing has been explored in
research in these fields of administration (withplasis on the sectors of retail and service).

4 DATA ANALYSIS

The articles were obtained in digital form throupk National Association of Graduate
Studies and Research in Administration (Anpad), 8w®entific Periodicals Electronic
(SPELL), the Journal of Administration (Rausp); dtenic Journal of Organizational
Management (Gestdo.org); the Journal of Contemporadministration (RAC); the
Electronic Journal of Administration (REAd); joutesaof EBAPE.BR; Journal of Business
Administration (RAE); the Brazilian AdministratioReview (BAR - publication of Anpad)

and the Brazilian Business Review (BBR).

It is important to emphasize that, despite the thet all the periodicals surveyed
highlight in their editorial lines that the publitan scopes include issues relating to
management of organizations and their various afeaduding marketing and human
resources) there have not been found, accordifiglite 2 below, items that satisfy the search
conditions in most of the investigated periodicalaurnal of Administration (Rausp);
Electronic Journal of Organizational Managementst@e org), the journals of EBAPE.BR,
the Journal of Business Administration (RAE) aneé tBrazilian Administration Review
(BAR). In the database of the Journal of Contempyofaministration (RAC), only one entry
for the research was recovered, however the reedvenaterial was classified as
bibliographical notes, thus not meeting the seamteria for this study. So the only two
periodicals whose search results were satisfactogre the Electronic Journal of
Administration (REAd), published by the School adrAinistration of the Federal University
of Rio Grande do Sul, evaluated at level B2 (adogydo Capes's new classification levels)
and the Brazilian Business Review (BBR), publishgd-ucape Business School, evaluated at

level A2 in Qualis/Capes system.

With respect to conference articles, papers frara &ditions of EnNANPAD, one from
EnADI, EnGPR and EMA were analyzed. From the eigtitions of the conferences
analyzed, only one occurred in the central-westore@nd one in the northeast; the vast

majority (six) was in the south-east (table 3 bglow

From the three articles retrieved from the SPELtadase, just the one published in the
Virtual Notebook of Tourism was considered for tberpus, because the context and

organizations and did not meet the criterion foal@iCapes evaluation (table 4).
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Table 2- Articles by Periodical/Year

Periodical Qualis/Caped Year Issue Number of

articles

Journal of Business Administration (RAE) A2 -

Brazilian Administration Review (BAR) A2 -

Brazilian Business Review (BBR) A2 20120ct -De( 01

Journal of Contemporary Administration (RAC) A2 - - -

Journal of Administration (Rausp) B1 - -

Journals of EBAPE.BR Bl - - -

. - . 2002  Jul-Aug 01
Electronic Journal of Administration (REAd) B2 5008 Jan-Fel 02
Electronic Journal of Organizational Managemgnt

~ B3 - - -
(Gestao.org)
TOTAL 04
Table 3- Articles by Anpad Event/Place/Year
Anpad Event Year Place Region Numper of
articles
2001 Campinas/SP S 01
EnANPAD - National A iati ¢ Grad 2005 Brasilia/DF CO 01
NANFAD - Tatlonal Association o Bradua 55773 e Janeiro/RD SH 01
Studies and Research in Administration Meetirg - -
2008 Rio de Janeiro/RJ SH 01
2011tod{ Rio de Janeiro/R| SE 01
EnADI - Information Administration Meeting 2009 RExPE NE 01
EnGER - Perspnnel Management and La| 2009 Curitiba/PR S o1
Relations Meeting
EMA - Marketing Meeting 2012 Curitiba/PR S 01
TOTA 08
Table 4- Articles Retrieved in the SPELL Database
Source: Qualis/Capes Year Issue Num_ber of
articles
Organizations and context B4 2010 Jan.-Jun. 02
Virtual Notebook of Tourism Bl 2009 SDee%' 01
TOTAL 03

Other aspects call attention: the publicationshendubject are recent (they started as of
2001), are not constant (no studies were foundddB22004, 2006 and 2010, for example)
nor are they expressive in terms of amount per teweimssue of the periodical (all issues /
events have only published one article, with theepxion of Read's Jan-Feb issue of 2005,

which presented two article).

“ At the time of the performance of this study andsidering the assessment for the field of Admiatiin.
® At the time of the performance of this study andsidering the assessment for the field of Admiatiin
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The analysis of the authors of the articles (t&bbelow) shows that 61.6% present one
or two authors, however the amount of articles laate three or more authors (38.5%) is also
significant. Given the pressures of Capes's evialuasystem, which attaches decisive
importance to research that results in publicationpublication, researchers that opt for co-

authoring increase, therefore, their chances ofigation.

Table 5- Number of Authors per Article

Articles 1 author 2 authors 3 authors More than 3 authors TOTAL
Quantity 03 05 02 03 13
% 23.1% 38.5% 15.4% 23.1% 100%

Table 6 presents the methodological profile. Thblipbed articles are predominantly
theoretical and empirical-theoretical in nature,whweer some considerations on the
proportions of this nature can be made for the pebdn of periodicals and Anpad events.
The first consideration is that conferences seamgréfer articles of empirical-theoretical
nature, since all articles published in the Anpadnés can be classified this way. Another
consideration is that only two theoretical artickesre published in the entig®rpusof this
study. Such publications were made in periodiCEt& most used method was the case study,

with qualitative (interviews and focus groups) apdntitative(survey) approaches.

Table 6- Methodological Profile

Nature Type of publication Subtotal Total
Conference -
Theoretical 02
Periodical 02
Theoretical- Conference 08 1
empirical Periodical 03
TOTAL 13

The locus (Table 7 below) of the study was predamily service companies. Only
four articles related their studies with the indysSuch data reinforces the importance of the

association of internal marketing with the perspectdf services marketing.

Table 7 — Locusof the Studies

Locus of the study | Quantity
Service 07
Industry 04
TOTAL 11
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The following analyses relate to the references usé¢he articles.

The first analysis was made regarding the biblipgreal references of articles retrieved
for study. 445 complete references that servedhasbasis for subsequent analyses were
recorded. According to the information in Table édv, it can be seen that there was no
significant variation in the average number of refees of articles published in conferences
from those published in periodicals (34.38 and 3¢efpectively).

Table 8- Number of Citations per Publication and Average @ations per Article

Quantity of Average Number of
References by article articles
Conference 275 34.38 08
Periodical 170 34.0 05
TOTAL 445 - 13

Table 9 below shows the top 12 works cited in thielas. It is worth drawing attention
to the fact that, out of the 445 citations, the tuited works in the articles were Kotler and
Gronroos, with eight and seven citations, respebtivihe latter author appears twice in the
table below with two different works. What we casess that there is a scattering of articles
used, and there is no framework of reference fiarival marketing in the field since Kotler is

not exactly a specific author who deals with ineédmarketing.

Table 9 - Major Works Cited®

Ranking Work Quantity of
References
KOTLER, P. Marketing administration. 08
1
GRONROOS, C. Marketing: management and services 07
2 CERQUEIRA, W. "Endomarketing": Education and Qtdtfor Quality 29
BERRY, L.; PARASURAMAN, A. Marketing Services: Comiing through
Quality
04
BRUM, A. M. Breathing "Endomarketing"
3
BRUM, A.M. "Endomarketing"
BANSAL, H.; MENDELSON, M.; SHARMA, B. Impact of lernal
Marketing Activities on External Marketing Outcomes

® After reference to the works of Brum, the next Weowere referenced three or fewer times. Thus, nefeped
to indicate only the Works with up to four refereac
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GEORGE, W. Internal marketing and organizationdiasor: a partnershif
in developing customer Conscious employees at Bvevg|

GRONROOS, Christian. Internal marketing: an integrart of marketing
theory.

RAFIQ, M.; AHMED, P. K. Advances in the internal rkating concept
definition, synthesis and extension.

VAREY, R. Internal Marketing: A Review and some drdisciplinary
Research Challenges.

A ranking was made regarding the most referencéubes) regardless of the work used
in the articles (Table 10 below). In line with thwerk of Bertero (2006); Bertero and Keinert
(1994); Vergara Jr and Carvalho (1995) and Verga Pinto (2001), which emphasize the
overuse of theories, models and foreign authoesptbst cited author is Christian Grénroos,
who is Finnish. However, contrary to these authtrs, second most referenced author is
Brazilian (Analisa de Medeiros Brum), and the rtext most referenced authors, only two are
not from the field of marketing. Another importarnsideration is about the use of the term
"endomarketing” x internal marketing. From the wigrks of the Brazilian author that were

referenced, five have endomarketing in their tjitiasd only one presents the term internal

marketing.

Table 10 - Top Authors Referenced

Ranking Author Quantity of
References
1 Christian Grénroos 14
5 Analisa de Medeiros Brum 13
Mohammed Rafiq e Pervaiz K. Ahmed
3 Philip Kotler 09
Saul Faingaus Bekin
4 Leonard Berry 07
5 Wilson Cerqueira 06
Evert Gummesson
6 William R George 05
Richard J. Varey

The analysis of the terms of the selected artislas performed by identifying the key

search words (either internal marketing or "enddwetamg") in the titles of articles. The

results are shown in Table 11 below.
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Table 11 - Most Frequent Term in Articles' Titles

Terms Type of publication Subtotal | Total
Conference 05

"Endomarketing” 06
Periodical 01
Conference 03

Internal Marketing 07
Periodical 04

TOTAL 13

The presence of both subjects in the same title wedsdentified, so the total of the

table 11 is exactly equal to the total number tdcted items.

What we see in the analysis of the articles is, thratgeneral, the use of the term

"endomarketing” appears only as a synonym for iiatemarketing, as an alternative to the

translation ofinternal marketing.Thus, the authors sometimes use one rather thathase

other only as a strategy to write the text, withguéstioning the existence of such a variety of

terms for the same concept. But they use foreigthomsi (BERRY, 1981; BERRY,
PARASURAMAN, 1995; GRONROOS, 1995; RAFIQ, AHMED, @) and their works on

the subject in order to contextualize the purpagkancept of internal marketing.

Excerpts of articles allow you to understand suskiaatior:

*"The "endomarketing”, or internal marketing accogdio Gronroos (1995) and
Brum (1998) is to be understood as ..."(EnANPADL D0

*"The internal marketing, also called "endomarketing a set of practices

introduced and improved ..."(REAd, 2002);

*"From these findings, a new field of study emergéd:internal marketing (or

"endomarketing”)" (EnANPAD, 2001);

*"The "endomarketing”, also known as internal mangtconsists in projects
or initiatives that aim to get ..."(EnADI, 2009);

*"The internal marketing or "endomarketing” is anfoof management that

integrates the functions of the organization .nAEPAD, 2007);

*"In Brazil, the literature of internal marketingga called "endomarketing”) is

still scarce ..." (EnNANPAD, 2005);

" See research design section on page 7 on idetitiicof articles
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*"The internal marketing, which is also known by therminology
"Endomarketing” consists of an ‘Umbrella’ concepREAd, 2005a).

It is noted that such discussion on the best termse is not restricted to the English
language. Varey and Lewis (1999) add that thestrng resistance among some scholars
and practitioners regarding the use of the terrarivatl marketing since such term suggests
that the mechanism of change management thatng bleiscribed is the exclusive property of
the marketing managers. The terms "internal relahgp marketing”, "internal relationship
management” or "internal social management procass'proposed as an alternative to
foreign literature. Papasolomou (2006) revisiteal literature and warns that there is a variety
of formats for the implementation of internal mdrkehich confuse and create ambiguity

instead of clarity and understanding.
From the articles analyzed:

« Only four of them do not make use of foreign cleaksauthors, focusing the
theoretical discussion on the topic only on BrurB9@, 2000, 2003), Bekin
(1995, 2004, 2005) and Cerqueira (1994, 1999, 2(QBEzilian authors that

emphasize the use of the term "endomarketing™);

» Seven of them present misinterpretation of the epnof internal marketing.
Part of such misconception is due to the fact ithiatoften the mixture of what
has been discussed in foreign and Brazilian liteest, prevailing the discussion
of national literature. In all seven of these #eti¢c there is a frequent exchange
between the terms internal marketing and "endontiake as if they were

synonyms. Excerpts of articles allow you to underdtsuch a situation:

- "linternal marketing can be defined as a set aifoas that aims to
make objectives, goals and results common amongogegs of a
company" (EnANPAD, 2007);

- "Endomarketing”, also known as internal marketirggpnsists in
projects or initiatives that seek to obtain or evetleem user awareness
and emphasize the importance of their support afidboration so as
organizational change can be successfully impleetEnt(EnADI,
2009);
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- "The internal marketing, also called "endomarnkgti is a set of
practices introduced and improved in the orgaromativhich aims to
obtain, or raise, the commitment of its employd&EAd, 2002);

- "Endomarketing"” is defined as managed actionmanketing ethically

directed to internal public (employees) of orgah@ss and companies
focused on profit, non-profit and governmental oigations and

companies of the third sector, observing commuaitgt environmental
responsibility actions” (EnANPAD, 2008) .

* Three of them call attention to the fact that thisrea range of concepts of
internal marketing causing confusion since themoisinified concept of what is

meant to be internal marketing. Excerpts of arsicdkows us to understand such
a situation:

- "There is a lot of confusion in the literaturetasexactly what is IM,
which should be done, how it should be done and sttowld do it. One
of the main problems contributing to this is thaere is no unified
concept of what is understood by IM"(BBR, 2010);

- "This range of different definitions of internadarketing entails the

nonexistence of a conceptualization considered danion the subject”
(EnNANPAD, 2005);

- "The concept of internal marketing has no unatyimmong scholars"
(REAd, 2002).

« In four of them, although the authors discuss tgous views on the concept,
it is clear and referenced according to the intiwnal literature, and in three,

the authors state that the most complete concdpeisne by Rafig and Ahmed
(2000).

Importantly, the term endomarketing is owned andexélusive use of S. Bekin &
Consultores Associados Ltda., trademark registrafido. 815990995), awarded by the
National Institute of Industrial Property (INPlhutarchy linked to the Ministry of Industry
and Trade on January 3, 1995 (INKOTTE, 2000).
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5 FINAL THOUGHTS

This work proposed to analyze how the internal renky theme has been dealt with in
the main periodicals of Administration and the 8ate of the National Association of
Graduate Programs in Business Administration (Ah@ad Scientific Periodicals Electronic
Library (SPELL), with the objective of contributing to tl@derstanding of how academics
are studying internal marketing in the Braziliamimxt. Through the analysis of the articles, it
was possible to identify, for example, the mostdusems in the titles of works, authors who
publish the most, the main references used and mafstenced authors. The main
contribution of a study like this one is to perically monitor the scope of the research
developed during a specific period of time, becatls® quantitative growth does not

necessarily imply criteria for advancement in tiedédf of research.

This work reveals that the Brazilian scientific goation on internal marketing is very
specific and, in some cases, such as periodica#gpfinistration, surprisingly non-existent,
since from the eight periodicals studied only twerevarticles that met the search criteria for
this job. This aspect allows to view various coneerthe most significant of which is: for
what reason internal marketing has not receivetl least with respect to periodicals and
national conferences of Administration - the attamit deserves?

This study reveals that there is a significant prethance of references whose
definitions of internal marketing are actually moappropriate. Unveiling the apparent
mistake in using the concept of "endomarketing”aasynonym for internal marketing
emphasizes the need to avoid the use of the $irste the literature is clear on the use of a
single term - internal marketing. Note that thera iow frequency of reference to the seminal
authors on internal marketing which serves as awgrto the (current and future) Brazilian

researchers.

In general, what we can see is that the term "eadlosting”, when used, is considered
synonymous with internal marketing. The interpretat however, differs from foreign
literature considered when only Brazilian authore eonsidered. For reasons of loss in
translation or lack of access to works of foreigmhars, the fact is that articles that
considered only Brazilian authors presented a dexddoconcept and application of internal

marketing.

Given the above, it is important to explore theaapt of internal marketing in terms of
its contribution to the Academia. Accordingly, befothe surveys and diagnostics, it is

important to put on record the importance of deprlg more articles on the subject without,
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however, "brazilianizing" the understanding of mt marketing, using "endomarketing" as
a synonym whose essence does not follow the basistrticts of internal marketing, which

could result in erroneous analysis.

Importantly, due to the limitations of this studyofisidering only eight periodicals in
Administration, the events organized by Anpad dmel time period analyzed, although the
entire digital collection available has been conikated); the results presented here cannot be
generalized to other events or periodicals. Thelteselate to the standards of the periodicals
and conferences analyzed; however, for being acadéynrecognized, this study is able to

contribute to the understanding of scientific kiere on internal marketing in Administration.
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