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The Influence of customer orientation on the Social Welfare Hall workers

of internal marketing

Woo-Hong Cho*

Abstract

This study aims to present suggestions on the causes and effects between internal marketing and

customer-oriented trends of social welfare halls based on the issue that internal marketing should be

activated based on previous

studies on the

relationship between internal marketing and

customer-oriented trends. For this purpose, as a result of analysing the research hypothesis through

a questionnaire, this study has meaning in that it supported the results of previous studies on internal

marketing and customer-oriented trends as theoretical suggestions and analysed the relationship

between internal marketing and customer-oriented trends. It was politically suggested and emphasized

that internal marketing is needed in social welfare halls and to encourage social welfare workers to

be customer—oriented, components of internal marketing should be established in an organic and

systematic manner.

» Keyword : Internal Marketing, Customer Orientation, Management Support, Education and Training, Empowerment

I . Introduction

o Yoo

? N
off
o,
R
=)
)
AN
o o il
L -
N

BN
N

o)
N
_O‘L
f
L
T
2
N
Ir
N
X
ﬂlq-«;:l:\‘:
a5
Oliééé‘“ﬁ—‘ioﬂw

.ﬁ
o I

5=

o —r ot N

i tlo r
o

=

=2

oH2l. mebA AR g ol 719 o] W3 el el
oAl Q= sh= Mu|2E Agshe S5 ulshy] Wi
of Wl FAYo] AFshs Aus S

st ok Ao o]oS FRIAA Fojof = Flelth
[3].

UiEniA Y g uAX g zke] BAll gigk AE7kA9] Ad
FATES AW RAUGEA, 2007, ¥A3, 2009; FEH,
2010; o|¥ ¢, 2010; Fd &A1=, 20115 ©]71%, 2012;
A%, 2013; vl 2013; AAoN3Fe4-594, 2014; #F
B, 2014; AEE, 2014; HAE, 2015) ATk
[1-2][4-13]. 01213 HPA1LEe] AnE EURE dho] A3
X Fopel Aol UFnAR uAX gz AAAAE A
o

ol

AF7HA A8 BA Ok A 9] oA} A ko)
WAL eARe] FeoldEd ot uES A
7) wol FFA o RelAgel e AS B BEAA

* First Author: Woo-Hong Cho Corresponding Author: Woo-Hong Cho
*Woo-Hong Cho(swon9391@Seowon.ac.kr), Dept. of Social Welfare, Seowon University
* Received: 2016. 01. 30, Revised: 2016. 02. 10, Accepted: 2016. 02. 19.



132 Journal of The Korea Society of Computer and Information

L% 2olAEADA AR B HES wha]
Hi oleh, 53 A AN 20 AL HY
ABFAR S 2 5 dol §17] wge] o]
aavh ST mebd ALEEA A e
el el ARG ol
o] ZefolAEs}e] ¥
S5 230 o A58 20 Hol 59 EAA o
kel o)A BE o] Fi w3E 70 &
3 79 e EA oA e el
Itk wheb of Aol E olelg FAlo)4
of 7)zste] AE BTl A AL} Ao 1
AR WA GRS YA A A

_(

o
vl

o

T | VO 17

g

[o

kl
vl
ek

Il. Theoretical Background

1. Internal Marketing
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2. Customer Orientation
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Table 1. Test of hypothesis
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V. Conclusion
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