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 This study aim is to analyze the organizational culture as mediation variables the effect 
of internal marketing on market orientation at restaurants in Manado City. The samples 

are 65 restaurants in Manado City. Data is collected by questionnaires from the owners 

/ managers of restaurants. And analyzed by Partial Least Square, PLS. The results show 
that internal marketing has positive and significant effect of organizational culture and 

organizational culture has a positive and significant effect of market orientation. 
Cultural organization mediates the effect of internal marketing on market orientation. 

Internal marketing should be used as a strategy at restaurant in Manado City. Therefore, 

it needs employees and the restaurants can also be achieved. This strategy will become 
the social culture attribute as the glue that binds members of organization that will 

enhance the market orientation behavior. Originality of this paper lies in fusion of 

marketing science and organizational behavior, in addition to a model built has not been 
found at restaurants in Manado City.  

 

INTRODUCTION 
 

Tourism becomes an engine of economic growth with potential contributions to economic growth of a 

country (Hampton, 1998). Tourism sector contributes three main pillars of economic growth in developing 

countries as increasing income, employment and foreign exchange income(Taleghani, (2010); Durbarry, 

(2004)). Indonesia tourism has become one of economic drivers activities Indonesia in and a foreign exchange 

earner number  5 after the oil and gas, coal, palm oil and rubber processed in 2011 (Ministry of Tourism and 

Creative Economy, 2012). The state's revenues from the number of trips have potential to continue to increase 

as the number of Indonesian population in addition to income and purchasing power continues to increase 

(Speech of Menparekraf on Visit to Makassar Tourism Academy, 2012). This fact shows that tourism sector in 

North Sulawesi are still very potential to be developed. 

Sulawesi tourism development can be seen in government's efforts to develop rural tourism. National 

Community Empowerment Program (PNPM) in collaboration with Ministry of Tourism and Creative Economy 

in 2012 have built four tourism villages namely: Malalayang, Bunaken, Alungbanua and Manado Tua villages. 

Various activities were held such as culinary tourism village, nature and environment, history and archeology, 

tourism and culture (North Sulawesi Provincial Tourism Office, 2014). In addition, number of foreign tourists 

increase since 2010 and declined in 2014 (20 996; 41.904; 50.008; 50.197 and 34 443 respectively, and national 

tourists have increased (366,826; 510247; 521,247; 534,269 and 832 005, respectively)  
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There some problems of tourism in North Sulawesi. The interview with Head of Culture and Tourism of 

North Sulawesi (2015) consider that department staff does not thing other staff as their customer (jobs 

departmentalization based on job description). There is no guarantee of sustainability of tourism product. For 

example, contents of a brochure distributed in previous year were not carried out the possibility of program in 

next year. For instance, 'pigura' attractions the ever popular and is usually done every beginning of year is no 

longer done now. This issue is related to internal marketing, organizational culture and market orientation, 

which will be analyzed in this study. 

Internal marketing research the effects of market orientation has been done by several researchers. The 

findings showed different results. Bouranta et al. (2005) and Awwad and Agti (2011) shows internal marketing 

has positive effect on market orientation but Tsai (2006) does not show direct effect internal marketing on 

market orientation. This means that there is a research gap in internal marketing effect on market orientation that 

need to look for a solution to bridge the gap. 

Internal marketing directly has positive effect on organizational culture (Lee Chuan, 2005). According to 

Schein (1996), organizational culture is important because leaders shape the organization culture through the 

primary mechanism (for example, what they do) and secondary mechanisms (for example, official documents 

such as a mission statement). Organizational culture also has a strong impact on how the company operates. 

Understanding the interaction between organizational culture and market orientation is very important to 

organization because the organization's culture is very effective for long-term activities, organizational culture 

significantly affect on market orientation (Leisen et al., 2002, Murphy, et al, 2008, Hajipour et al., 2012 ) 

Based on problems of tourism and research results, it would require further examination. The research was 

carried out at a restaurant in Manado City as one of travel business with some consideration. First, there is no 

study to use such variables at a restaurant in Manado City. Second, Sparks et al (2003) showed that 60% of 

respondents said the restaurant is one of considerations of tourists visiting a tourist spot, and the remaining 40% 

stated that restaurant becomes important when travel is in place. Third, tourism sector needs to be developed, 

including restaurants in Manado City that are experiencing growth. Therefore, researchers are interested in 

doing this research. 

Based on above explanation, this study aim are below. 

1. Determining the effect of internal marketing on market orientation. 

2. Determining the effect of internal marketing on organizational culture. 

3. Determining the effect of organizational culture on market orientation. 

4. Determining the effect of organizational culture on mediation relationship between internal marketing 

and market orientation. 

 

Theory And Empirical Study: 

Market orientation: 

Kohli and Jaworski (1990) noted the importance of marketing concept and its implementation. They 

proposed to build a unidimentional definition of Market Orientation. Some opinions about the market 

orientation are: aspects of attitudes and behavior (Avlonitis and Gounaris 1999), focusing on customer and 

competitors (Narver and Slater, 1990), an organizational culture with a set of values and a shared belief in 

putting the customer in business planning (Deshpande and Webster, 1993). According to Berry (1981 and Lings 

(2000), external customer satisfaction relies on internal customer satisfaction 

 

Internal marketing: 

Internal marketing uses a marketing perspective to manage human resources in an organization (George and 

Grönroos, 1991). This view is based on opinions of Sasser and Arbeit (1976) that work is internal product while 

employees are internal customers (Lings and Greenley, 2005). According to Rafiq and Ahmed (2000), internal 

marketing is an planned effort using marketing approach (such as marketing) to overcome the organizations 

resistance to change and align, motivate, coordinate and integrate interfunctional employees for effectiveness of 

strategy functions of company, in order to give satisfaction to customers through the process of creating 

employee motivation and customer-oriented employees. 

 

Organizational culture: 

Organizational culture is an archetype received by organization to solve problems, developing the staff to 

adapt with environment and brings together members of organization and should be taught to new members in 

solving problems (Schein 1992). Kotler and Heskett 1992 distinguish two levels of organizational culture, at a 

deeper level and abstract, showing the cultural values propagated by members in group and long time, even up 

to a change of membership in organization. On a more concrete level, culture show a pattern of behavior or an 

organization style, where new members will automatically is moved to follow what is used as a role model. 

Organizational culture is examined through organizational culture assessment instrument (OCAI). 
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Empirical study: 

The company's success depends on their ability to satisfy internal and external customers. It is very 

important to look into / from the internal business operations as well as understand views of human resources 

(Akroush et al., 2013). The idea of internal marketing has emerged to encourage employees who in direct 

contact with customers that are willing to offer high quality services. This was confirmed by Herington et al., 

(2006) that external customer relationship success depends on success of internal relations. 

Organizational culture becomes one element to give strong impact on how a company operates. 

Understanding the interaction and market orientation is very important in order to become more market oriented 

organizational culture and also important to long-term effectiveness (Messner, 2013). The study results  of 

Appiah-Adu and Blankson (1998), Leisen et al. (2002), Murphy, et al. (2008) and Hajipour et al. (2012) showed 

that organizational culture significantly affect on market orientation. 

 

Research Methods: 

This study uses a quantitative approach (positivism research) to measure the model variables and analyzing 

the relationship between internal marketing, market orientation and organizational culture variables. This 

research was also supported by information obtained through interviews. The study population was the entire 

restaurant in Manado City, while the respondents are manager / owner of restaurant. 

Questionnaire is used to collect data from managers / owners and employees. It consisted of statements and 

respondents were asked to answer and give their perceptions of any given statement based on five point likert 

scale (ranging from 1=very disagree up to 5=very agree). The answer to an open question also become useful 

information to enrich the information used in discussion. 

The operational definition of variables related to conceptual framework can be explained below.  

a. Internal marketing is a planned effort in order to give satisfaction to all employees as internal 

customers in order to give satisfaction to external customer.  

b. Organizational culture is socially constructed attributes of organization to serves as social glue to binds 

organization members. 

c. Market Orientation is the organizations behavior to identify customer needs, competitor behavior, 

disseminating information relevant to all parts of organization and provide feedback on information 

disseminated. 

Methods of data analysis uses inferential statistics through PLS. It consist of: (1) linearity assumption 

testing, (2). Goodness of Fit testing measurement model (Model Outer), (3). Structural Model testing (Inner 

Model) and hypothesis testing of structural models (Inner Model) 

 

Research Results: 

Survey results of respondents characteristics show that most respondents are female (%). Dominated by 

productive aged of 31-39 years old (41%) and the highest are ≦ 59 years. Respondents as managers/owners 

are73.23% and rest 26.77% are employees. Most respondents have diploma education (25%) followed by S1 

(23%) and most respondents have worked for 7-9 years (44%). 

The PLS analysis results can be explained below.  

a. Linearity assumption test results show that entire relationship between variables are linear, p-value 

<0.05. Goodness of Fit testing for model measurement (outer model) shows the outer loading value is above 0.5, 

therefore it meet the requirements of convergent validity. Discriminant validity testing have a value> 0.5 for all 

constructs, it fulfill the discriminant validity qualification. Composite reliability testing have values > 0.6 in all 

the variables that qualifies composite reliability. 

b. Structural Model (inert model). The calculation result shows the predictive value-relevance of 0.6450 

or 64.59%. The model has predictive value. The data 64.50% can be explained by model. While the remaining 

35.50% is explained by other variables (outside the model) and error. 

c. The analysis results of direct and indirect effect are shown in figure 1. 
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Fig. 1: Analysis of direct effect 

Note: Significant at α5%, not significant at α5% 

Source: primary data processing (2015) 

 

Discussion: 

This study aim is to determine the effect of variables in the model. The results are shown below. 

1. Internal marketing effect on market orientation.  

Hypothesis testing results show that Internal marketing effect on market orientation. These finding support 

the results of Awwad and Agti (2011). It means the concept of internal marketing variable affect on market 

orientation at commercial banks also can be applied at restaurants in Manado City. This concept has to be used 

in broader sectors ie commercial banks and restaurants even in different country, namely Jordan and Manado, 

Indonesia. The same results from this study were also found in Bouranta et al (2005) at banks in Greece. 

2. Internal marketing implementation affect on organizational culture. 

Hypothesis testing results show that internal marketing affects on organizational culture. It means that 

better implementation of internal marketing creates stronger organizational culture. This shows that the planned 

effort in order to give satisfaction to all employees through the activities of strategic rewards, internal 

communication, training and development and senior leadership will further strengthen the efforts to solve the 

problem of external and internal adaptation with a focus on human resource development, and innovation for 

competitive advantage. This means that more satisfied employees will more capable to solve the external or 

internal problem, more capable to focus on human resource development 

3. The effect of organizational culture on market orientation.  

Hypothesis testing results show that organizational culture positive effect on market orientation at 

restaurants in Manado. This shows that stronger the organization culture can improve marketing orientation. 

Stronger the basic patterns to solve the problem of external and internal adaptation is focused on development of 

human resources behavior to deliver superior value to customers by having the information market (customers 

and competitors), disseminating and responding such information better. 

4. Organizational culture mediates the effect of internal marketing implementation on market orientation at 

restaurants in Manado City. 

Hypothesis testing results show that the direct effect of internal marketing on organizational culture and 

organizational culture on market orientation are significant. The organizational culture becomes mediation 

variable the effect of internal marketing relationship and market orientation. Better implementation of internal 

marketing can encourage a stronger organization culture, it would increase the market orientation. Cichy et al. 

(2009) said that understanding the relationship between two variables can be enhanced by identifying and 

investigating potential mediation relationships. 

The study results are affected by respondents characteristics. More than half of respondents were female, 

aged between 30-39 years with a position as a manager. 

Highest loading factor in organizational culture is employment management indicator. This can be 

explained that respondents consider the management of employment primarily seen from the management style 

at restaurant characterized by teamwork, mutual agreement, employee's participation in any activities of 

organization, risk-taking individuals, innovation relentless, creative freedom, hard work, having high demands 

on all the activities of employees, employee performance, job security, correspondence between what is planned 

and implemented, stable relationships among employees. 

 

Conclusions and recommendations: 

Conclusion: 

a. Internal Marketing affects on market orientation. These finding indicate that application of good 

internal marketing can improve better market orientation at restaurant in Manado City. 

Organization 

Culture (Y1) 

0,480(s) 
0,266(s) 

Market 

Orientation 

(Y3) 

 

 

Internal 

Marketing 

(X) 

 

0,257(s) 
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b. Better implementation of internal marketing will makes organizational culture stronger 

c. Stronger organizational cultures encourage the adoption of better market orientation. 

d. Effect of internal marketing directly to organization's culture and direct effect of organizational culture 

on market orientation. The two relationships are significant. It makes organization's culture become mediation 

variable the effect of internal marketing and market orientation. The better implementation of internal marketing 

can encourage a stronger organization culture, it would increase the market orientation. 

 

Suggestion: 

a. Future researches can be done on tourism industry in different organizations or different industry to 

make comparison the effect of each variable. 

b. Restaurants  in Manado City should pay attention and increase the reward strategy as awards in 

according to their business objectives, employees receive information about the requirements to earn the award, 

motivate employees to excel. 

c. Cooperation in team, committed and concern to the restaurant will create a unique product, superior in 

market and efficiency in delivery of activities should get the attention of restaurants in Manado City. 

d. Restaurants in Manado City should always observe the consumers needs, periodically analyzing the 

change of consumers need and quickly obtain information about consumer needs change. 
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