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Abstract

The purpose of this study was to investigate how internal marketing affects self-efficacy and

hospital image in university hospital nurses. In addition, it was to identify which factors of internal

marketing is the most important factor perceived by the nurses. The sample consisted of 228 nurses

working in one university hospital located in Changwon city of Gyeongnam province.

The

measurements included internal communication (5 items), empowerment (5 items), reward (3 items),

education and training (5 items), working environment (3 items), leadership (5 items), self-efficacy (5

items), and hospital image (8 items) based on a review of related previous studies. Survey data were

analyzed employing SPSS version 20.0 and AMOS version 20.0.

The nurses rated internal communication (0.887) of the internal marketing sub—factors the most

important, while they evaluated working environment (0.802) the lowest. The internal marketing

perceived by nurses has a positive effect on self-efficacy (0.476) and hospital image (0.674). Nurses'

self-efficacy also had a positive effect on hospital image (0.226). The findings reveal that the

managers should build a positive climate of internal marketing activities in order to enhance nurses’

self-efficacy and hospital image.
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Fig. 1. Conceptual framework
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Research Result

1. Sample Characteristics

AT ) 4
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Table 1. General Characteristics of Participants
Characteristics Categories n(%)
Male 13(5.7)
Gender Female 215(94.3)
20~29 167(73.2)
Agel(yr) 30~39 42(18.4)
=10 19(8.4)
Martial status Unmarried 193(84.6)
Married 35(15.4)
<1 90(39.5)
1~3 66(28.9)
Career(yr) 3~5 19(8.3)
5~7 13(5.7)
=7 40(17.6)
Education level University 203(89.0)
>Master 25(11.0)
. 150~200 112(49.1)
Monthly income 200~300 83(36.4)
(10,000 won)
=300 34(14.9)
Total 228(100.0)

Table 2. Correlational Relationships among the Constructs

ICO | EMP | REW | E&T | WOE | LEA | SEF HOI

ICO | 0.791
EMP | 0.755 | 0.823
REW | 0.611| 0.644 | 0.713
E&T | 0.672]0.629 | 0.634 | 0.851
WOE | 0.571 | 0.609 | 0.509 | 0.528 | 0.692
LEA | 0.653|0.704 | 0.660| 0.728 | 0.660 | 0.902
SEF | 0.451 | 0421 | 0.402| 0.409 | 0.448| 0.470 | 0.879
HOl | 0.609 | 0.626 | 0.536 | 0.611 | 0.574 | 0.648 | 0.539 | 0.793
ICO: Internal communication, EMP: Empowerment, REW: Reward,
E&T: Education and training, WOE: Work environment, LEA:
Leadership, SEL: Self-efficacy, HOI: Hospital image

Note: The diagonal bold is the square root of AVEs. The
correlation coefficients are significant at 0.01 level.

3. Hypothesis Test of Model
1) Validity of Measurement Variable
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Table 3. Confirmatory Factor Analysis

2. Sample Normality Test and Correlation
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Construct| Items S.td' S.E. |t-value Cronbach'sColmplqsn AVE
estimate o reliability
icl 0.808
ic2 0.760 | 0.062 |16.289
ICO ic3 0.819 | 0.078(13.994| 0.901 0.982 |0.626
ica 0.756 |0.079(12.653
ich 0.812 | 0.074(13.849
em1 0.816
em2 | 0.668 |0.082(10.934
EMP em3 | 0.851 |0.072(15.317| 0.914 0.983 |0.678
em4 | 0.902 | 0.068[16.725
em5 | 0.861 |0.068|15.579
re2 0.607
REW re3 0.721 |0.110|11.093| 0.804 0.945 |0.509
red 0.800 | 0.156 | 8.842
et1 0.796
et2 0.830 | 0.071 (14.244
E&T et3 0.867 | 0.071[15.093| 0.931 0.984 |0.724
et4 0.872 | 0.071 [15.244
etb 0.887 | 0.075(15.619
web 0.704 |0.108| 9.592
WOE web 0.639 |0.088| 8.797 0.740 0.956 |0.479
we7 0.731
lel 0.920
le2 0.928 | 0.045(25.109
LEA le3 0.907 |0.047 |23.228| 0.955 0.991 |0.813
led 0.874 |0.049 |20.957
leb 0.877 |0.049 |21.694
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sel | 0.833
se2 | 0.913 |0.061[18.272
SEF se3 | 0.923 |0.062|18.453| 0.946 | 0.987 |0.773
se4 | 0.899 |0.064|17.681
se5 | 0.824 |0.072|15.185
hit | 0.822
hi2 | 0.837 [0.070[15.174
hi3 | 0.764 |0.076[13.403
hi4 | 0.741 |0.068[12.907
HOI hi5 | 0.839 |0.071|15.520| 0.935 0.988 10.629
hi6 | 0.716 |0.071[12.516
his | 0.824 |0.066|14.970
hi9 | 0.793 | 0.066 |14.048

X 2 =1179.529, DF=648, p=0.000, CMIN/DF=1.820, GFI=0.804,
TLI=0.926, CFI=0.936, RMSEA=0.060

2) Test of Secondary Structural Equation Model

oA 2aF AN R g Ades HdAd 2
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tH(B=0.226, t=4.070, p=0.001).
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*: p<0.001
Fig. 2. Path model showing the effect of internal
marketing on self-efficacy and hospital image.

Table 4. The Effects of Internal Marketing on Self-Efficacy and
Hospital Image

Equations B t p
1. Internal marketing — Self-efficacy 0.476 6.547 <.001
2. Internal marketing — Hospital image| 0.674 9.076 <.001
3. Self-efficacy — Hospital image 0.226 4.070 <.001
x°=1204.601, DF=667, CMIN/DF=1.806, TLI=0.928, CFI=0.935,
RMSEA=0.060

V. Discussion
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