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(Abstract)

The objective of this study is to investigate how internal marketing of

contracted foodservice management company affects on the employees job

satisfaction, organizational commitment and service quality.

Studying the existing literature for this objective, we established study

model and hypothesis in accordance with study objective and collected data

by distributing self-recording questionnaires to the employees of contracted

foodservice management companies in Daegu, Busan, Kyungsangbuk-do and

Kyungsangnam-do for 30 days from April 1 to April 30, 2006.

Statistical analysis was performed with SPSS for win 13.0 and frequency

analysis, t-test, reliability analysis, factor analysis, regression analysis have

been performed for the analysis method for this study.

The summary of study is presented as follows: The internal marketing

factor 1 of contracted foodservice management company was named as

"welfare" as it showed discretion of factor in the order of diverse vacation

system for employees, payment of sufficient allowance, compensation

system, welfare, originality and creativity, suggestion and inconveniences.
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The factor 2 was named as "internal communication" as it showed discretion

of factor in the order of communication between colleagues, information

exchange, judgment of the employee solving problem, communication between

staffs and operation and plan information of the company. The factor 3 was

named as "training/work environment" as it showed discretion of factor in the

order of regular and systematic training, training program, value of official

training program, cleanness of workplace and workplace environment. The job

satisfaction of employees of contracted foodservice management company

showed discretion of factor in the order of business, job, communication

between superiors and colleagues, solidarity to perform job, fairness of

personnel evaluation, failure and re-challenge, supporting personal growth,

supporting welfare, income level, work conditions, sympathy of managerial

posture, pride on the company and contribution to the community. The

organizational commitment of employees showed discretion of factor in the

order of pride on the organization, similitude of value between employee and

the company, pride as a member of the company and delegation of

competence in the business performance method. The service quality

provided by employees showed discretion of factor in the order of punctual

provision of service, exact communication when providing service, providing

immediate service, willingness to help customers, response to customer's

demand, my trust on the customer, my comfort on the customer, my kindness

on the customer, knowledge necessary to answer customers' question,

interest in individual customer, interest in the customer's profit and

understanding customer's special demand.

This study shows that among the factors of internal marketing significantly

affected employees organizational commitment, job satisfaction and service

quality of employees in contracted foodservice management company. the

internal communication is most influential. It is generally thought that welfare

system, compensation system and training are most influential. However, this

study breaks such prevalent concept, showing that the employees of

contracted foodservice management company are mostly affected by internal

communication (e.g. communication between staffs, information exchange,

company operation plan information and regular training). Analyzing the

reason, the sales and number of employees of contracted foodservice
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management company could be larger than that of any small and medium

enterprise. However, analyzing internally, it is subdivided by each unit

division and the group itself is small-sized and composed of 2 employees up

to 40-50 employees at most. Owing to the property of business, it seems

that immediate problem solving and mutual cooperation, respect and

consideration among staffs and familial mind rather friendship of colleague

may be necessary.

Thus, the study shows that internal communication is more influential than

welfare system, compensation system and training owing to business

property. In conclusion, it was verified that internal marketing affects

organizational commitment and job satisfaction of employees played important

role in contracted foodservice management company. Moreover, it was also

verified that the higher internal marketing is, the higher job satisfaction and

organizational commitment are, thereby improving service quality provided by

employees. If enterprise regards employees as internal customers and

constantly and efficiently performs internal marketing activity like internal

communication, training, welfare, compensation, delegation of power,

supporting the management, etc, organizational commitment and job

satisfaction of employees will be heightened, thereby enhancing loyalty and

pride on the organization to provide service with better quality.
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