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INTERNAL MARKETING AS A STRATEGIC TOOL
FOR DEVELOPING INNOVATIVE AND MANAGERIAL POTENTIAL AND ENHANCING
THE COMPETITIVENESS OF BUSINESS ENTITIES

Background. Internal marketing is now viewed as a comprehensive system of partnership-based relations that fosters the
development of corporate culture, employee loyalty, and customer orientation. This approach increases employee satisfaction, reduces
resistance to organizational change, promotes interdepartmental synergy, and contributes to the achievement of the strategic objectives
of the economic entity. The relevance of this topic stems from the ongoing transformation of economic conditions, the growing
significance of human capital, and the increasing necessity for strengthening internal organizational interactions.

Methods. Togeneralize the stages of internal marketing evolution and to formulate the authors' approach to defining it, the
methods of induction and deduction, along with a comprehensive approach, were employed. To examine scientific approaches to
the interpretation of internal marketing and to identify interconnections among elements of the personnel management system,
methods of analysis and synthesis were used. Additionally, to construct a conceptual model of internal marketing as an integrated
system of interaction, methods of abstraction, logical generalization, and a systemic approach were applied. The study's
information base comprised scientific works by foreign and domestic scholars on service marketing, personnel management,
organizational behaviour, and internal communications. It also included analytical materials and methodological sources reflecting
contemporary approaches to implementing internal marketing in economic entities.

Results. The article substantiates the evolution of approaches to defining the essence of internal marketing within
economic entities, as well as its role in shaping an effective personnel management system and influencing organizational
behavior. It establishes that modern interpretations of internal marketing encompass not only activities related to attracting,
training, and motivating personnel but also the development of communication systems, the formation of a value set-up, corporate
philosophy, and culture. The authors propose a definition of internal marketing based on the identified key principles, factors, and
functions, and present a model of internal marketing for an economic entity. This model is based on elements of the classical
marketing "4P" framework and encompasses components such as planning, communications, control, and reputation
management, among others.

Conclusions. The conducted research enabled the authors to define internal marketing as an integrated system of
partnership relations in human resource management. This system focuses on creating and maintaining a motivational climate
and organizational working conditions within the economic entity to ensure customer orientation and employee loyalty. In this
framework, employees not only perform functions aimed at improving service quality and meeting the needs and demands of the
customers but also actively participate in implementing corporate philosophy, values, and strategies to achieve objectives and
maintain a positive company image. A conceptual model of internal marketing is proposed as a human resource management
mechanism that integrates motivational, communicative, organizational, and cultural components within the economic entity.

Keywords: HR-marketing, human resource management, organizational culture, personnel engagement, consumer,
stakeholder, service quality, partnership relations.

Background

Relevance of the study. In the current environment of
rapid economic transformations, labour market instability,
digitalization of business processes, and increasing
competition, the issue of effective human resource
management has become particularly pertinent. An
increasing number of companies recognize personnel not
merely as a resource, but as a key strategic asset, upon
whose satisfaction, motivation, and engagement the
competitiveness and sustainability of the organization
largely depend. Against this backdrop, interest in internal
marketing as a tool to harmonize intra-organizational
relations, foster a favourable microclimate, ensure internal
loyalty, realize innovative and managerial potentials, and
enhance the quality of external service is growing.

The concept of internal marketing originated in the 1970s
within the service sector; however, over time, it has evolved
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into a universal paradigm applicable across various
industries. Its core principle lies in treating employees as
internal customers and work as an internal product that must
be attractive, valuable, and aligned with employee
expectations. Concurrently, traditional marketing principles —
value, communication, service, and motivation — are applied
within the internal environment of the organization.

Despite the widespread adoption of internal marketing
practices among leading companies, there remains no
universally accepted definition of the concept within
domestic scholarly literature, and approaches to its
structural framework are fragmented. This lack of
consensus complicates both its effective implementation
and the assessment of its impact within personnel
management systems. Therefore, there is a pressing need
to revisit the evolution of the internal marketing concept, to
systematize its approaches and functions, and to define its
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role within the management model of economic entities. It is
crucial to substantiate internal marketing as a system of
partnership relations encompassing not only personnel but
also all key internal stakeholders of the organization. The
adaptation of the classical "4P" marketing model to the
internal environment of enterprises is also relevant, as it
enables the customization of external marketing tools to
meet organizational management needs.

The purpose of this article is to clarify the essence and
conceptual model of internal marketing by examining its
evolution as a scientific concept, identifying its key
principles, factors, and functions, and thereby forming a
comprehensive understanding of internal marketing as an
integrated human resource management system that
fosters enhanced motivation, employee engagement, and
customer-oriented  organizational = behaviour  within
economic entities. The object of this study is the personnel
management processes within economic entities that
implement marketing approaches in their interactions with
internal stakeholders. The subject of the study
encompasses the conceptual foundations, principles, and
functions of internal marketing as a tool for shaping effective
organizational behaviour and fostering internal customer
orientation within economic entities.

Literature review. Numerous foreign and domestic
scientists have made significant contributions to the
development of the internal marketing concept, developing it
from initial ideas to a multifaceted philosophy and
management toolkit. For example, Berry L. defined internal
marketing as motivating employees through marketing
activities, later expanding this definition to view internal
marketing as a philosophy of treating employees as internal
customers and as a strategy for creating a "work product"
tailored to the needs of the employee-customer (Berry, 1981).

Gummesson E. emphasized the importance of
relationships in the internal marketing system, identifying
seven levels of "nano-relationships” that can be perceived
as aspects of internal marketing (Gummesson, 1991).

Gronroos C. proposed considering internal marketing
through the prism of total quality management of customer
service, first introducing the terms "internal product" and
"internal consumer", and presenting internal marketing as a
management philosophy that continuously encourages and
reinforces the understanding and appreciation of personnel
roles within the organization. Its goal is to attract and retain
customer-oriented employees, as well as to develop and
maintain a service culture (Grénroos, 1985). As Sahaidak M.
notes, the scientist, together with P. Voima, interpreted
internal marketing as a cumulative concept encompassing
many internal activities at various levels, defining it as the
process of establishing and maintaining relationships with
employees and other internal consumers to satisfy the
needs of all parties involved (Sahaidak, 2016).

Rafig M. defined internal marketing as an activity aimed
at implementing a change management strategy and
developed an internal marketing model comprising five
factors: personnel motivation and satisfaction, customer
orientation, cross-functional coordination and integration,
application of traditional marketing, and implementation of
corporate strategies. They argued that internal marketing
contributes to the effective execution of corporate strategies.
Additionally, they structured the elements of the traditional
marketing toolkit "4P" in relation to internal markets, forming
an "internal marketing mix", and proposed expanding it to
"7P". Furthermore, they conducted a critical analysis of the
internal marketing concept and developed criteria for
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evaluating the effectiveness of internal marketing programs
(Rafig, 1993).

Lings |. proposed a philosophy of internal marketing in
which personnel are simultaneously regarded as a vital
resource for achieving company goals and as the most
important group of internal clients whose needs must be
satisfied. His perspective contributed to understanding
internal marketing not merely as a functional activity but as a
business approach grounded in internal marketing research,
communication, and responsiveness (Lings, 1999).

Kotler P. included internal marketing as one of the
components of the holistic marketing concept; he
characterized it as a two-level system: the first level
implements various marketing functions, and the second —
integrated marketing, where other departments "think from
the buyer's perspective"; he identified three interconnected
units in the activities of service enterprises (enterprise,
contact personnel and consumer), which form three links of
relationships, where the internal marketing strategy is aimed
at the "enterprise-personnel" link, related to personnel
motivation (Kotler, 1999; Kotler, & Keller, 2012).

Drucker P. believed that internal marketing should be
aimed at the company's reputation to attract employees, as
well as at the position of marketing in the company, and
noted that "managing people is 'marketing work", suggesting
to consider employees as "volunteers" due to the limited
financial motivational tools (Drucker, 2012).

Kapferer J.-N. introduced branding into the scope of
internal marketing, emphasizing that branding experience in
the service sector is closely linked to the points of contact
between customers and personnel. He noted that internal
marketing is essential for managing brand contact, which
requires consistency in functional responsibilities as well as
shared accountability of management and personnel for the
promises and unity embodied by the brand (Kapferer, 2008).

Ballantyne D. identified the main principles of internal
marketing: orientation to satisfying personnel needs,
motivating all personnel to consciously satisfy the needs of
external consumers, using traditional marketing methods
within the organization, cross-functional cooperation, active
interaction, and readiness for change. In addition, he noted
that this approach allows reducing the gap between

theoretical justification and practical implementation
(Ballantyne, 2000).
Voichak A. used the term ‘internal marketing

management" and proposed an author's classification of the
internal marketing concept depending on the internal
market, paying significant attention to research on the
structure and role of internal communications. He believed
that internal marketing is aimed at ensuring full perception
of marketing principles by all enterprise personnel,
especially its management (Voichak, 2009).

Kudenko N. characterized internal marketing from the
perspective of its strategic value for the enterprise, where the
object of research is personnel in the process of implementing
a marketing strategy as "the enterprise's internal market" and
substantiated the similarity of internal marketing with the
postulates of personnel management theory in terms of
strategic business partnership (Kudenko, 2012).

Reshetnikova |. defined internal marketing as activity
within the enterprise aimed at creating a favourable internal
environment, conveying enterprise values and its marketing
goals to management and personnel, training contact
personnel for the best satisfaction of consumer needs and
increasing the customer base, and emphasized that internal
marketing should cover the integration of efforts, setting up
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the service process, creating material conditions, and
training personnel (Reshetnikova, 2015).

Okuneva O. noted that internal marketing should be
considered from the perspective of service quality, internal
communications, innovation implementation, the
organization's internal market, and the implementation of
marketing plans; she defined the internal marketing system
as a set of interconnected and interdependent elements of
the internal marketing complex and targeted management
actions for the development and retention of customer-
oriented contact personnel for the best satisfaction of the
end consumer's needs; she developed an internal marketing
complex "8P", which, unlike the classical "7P", is
supplemented with the element "prolonged service
productivity" to account for the differences in providing and
consuming services (Okuneva, 2014).

Kosar N., Sarapin T., Kuzio N. emphasized that internal
marketing, as a component of holistic marketing, ensures
the acceptance of marketing principles by all employees and
regulates relations at the "company — personnel" level
(Kosar, Sarapin, & Kuzio, 2013).

Mishustina T. called internal marketing a new direction of
marketing activity, whose task is to create a customer-oriented
environment within the organization (Mishustina, 2014).

Sahaidak M. proposed an author's definition of internal
marketing as "activity aimed at building mutually beneficial
partnership relations in the value creation chain owner — top
manager — personnel — client with the aim of best satisfying the
needs of internal and external consumers and achieving the
market and social goals of the enterprise" (Sahaidak, 2016).

Vengerova O. substantiated a five-stage approach to
implementing internal marketing at the enterprise, aimed at
increasing personnel productivity and overall enterprise
efficiency, emphasizing the importance of internal
communication and knowledge management (through the
SECI model and "knowledge spiral") for achieving market goals
and increasing management efficiency (Vengerova, 2018).

Krasovska O. emphasized that corporate culture is an
integral part of internal marketing, which directly affects the
efficiency of employees, creating a favourable internal
climate and providing the company with competitive
advantages in the market, emphasizing that balanced
internal marketing criteria can optimize the working
environment and improve the quality of customer service
(Krasovska, 2021).

Thus, the authors' contribution to the development of the
internal marketing concept lies in the consistent expansion
of its interpretation, from basic personnel motivation to a
comprehensive management system that integrates HR
functions, corporate culture, change management,
branding, and a focus on the internal customer as a key
success factor in the external market. However, despite
significant progress in the scientific literature, there is still a
lack of generalized approaches and models of internal
marketing that take into account contemporary challenges
and the dynamic changes in the internal environment of
economic entities. Comprehensive research into the
principles, factors, and functions of internal marketing, as
well as their systematization within a unified conceptual
framework, requires further development.

Methods

The study employed a range of general scientific and
specific research methods. To generalize the stages in the
evolution of internal marketing and to formulate the author's
definition, the methods of induction, deduction, and a
comprehensive approach were applied. These enabled the
identification of five key phases in the development of the
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internal marketing concept: from a focus on personnel
motivation to the understanding of internal marketing as an
integrated component of the economic entity's management
system, ensuring the interconnection between human
resource management, corporate culture, and overall
marketing strategy. To examine scientific approaches to
interpreting  internal  marketing and to reveal
interconnections between elements of the human resource
management system, the methods of analysis and synthesis
were used. This facilitated the structuring of existing
concepts and provided a rationale for considering internal
marketing as an integrated human resource management
system that enhances motivation, promotes employee
engagement, and ensures customer-oriented organizational
behaviour in economic entities. To construct a conceptual
model of internal marketing, the methods of abstraction,
logical generalization, and a systems approach were
applied. These made it possible to form a comprehensive
view of internal marketing as a human resource
management mechanism that integrates motivational,
communicative, organizational, and cultural components
within the economic entity. The informational foundation of
the research was formed by the scientific works of both
foreign and domestic scholars in the fields of services
marketing, human resource management, organizational
behaviour, and internal communications, as well as by
analytical materials and methodological sources reflecting
modern approaches to the implementation of internal
marketing in economic entities.

Results

In the context of modern economic transformations,
innovative approaches to managing economic entities and
their market activities are receiving growing attention. Since
the late twentieth century, internal marketing has emerged
as a topic of particular interest, increasingly generating
debate and contradictions among marketing theorists and
practitioners. At the same time, the concept of internal
marketing has undergone several distinct phases of
development (Lytvynenko, 2019; Sahaidak, 2016):

1. In the first phase, in 1970-1980 (focus on service
marketing), researchers concentrated primarily on
employee job satisfaction and workplace comfort. Internal
marketing was understood as the process of attracting,
training, motivating, and retaining qualified personnel by
creating working conditions that met their needs. In this
context, employees were regarded as consumers of the
services and benefits offered by the organization's human
resource management system. A strong focus was placed
on material incentives and rewards as key tools for
encouraging effective performance. Thus, the term "internal
marketing" first appears from the representative of the
American School of Services Marketing Berry L. and is
defined as "applying the philosophy and practice of
marketing to people (specialists) who serve external
customers for the purpose of hiring and retaining the best
personnel and ensuring they perform the highest quality
work" (Berry, 1981). The key thesis in this approach is: "to
satisfy the consumer, the economic entity must first satisfy
the employee" (George, 1977; Sasser & Arbeit, 1976). Thus,
according to L. Berry, "internal marketing is attracting,
developing, motivating and retaining qualified personnel
through work that is offered and satisfies the needs of the
worker". Therefore, on the one hand, "internal marketing" is
viewed as a philosophy of the employer's attitude towards
personnel as an internal client, and on the other hand, as a
strategy for creating a work-product in accordance with the
needs of the employee-client (Sahaidak, 2016). And all
actions primarily concern contact personnel.
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2. In the second phase (1980-1990), Gronroos C., a
leading figure of the Scandinavian school of services
marketing, exerted a decisive influence on the development
of internal marketing. He argued that, in delivering quality
services, both frontline personnel and support staff (those
who do not directly interact with clients) play a crucial role.
Grénroos C. emphasized that consumer orientation among
employees is best achieved through targeted marketing
influence— applying a client-influence model — rather than
merely by satisfying and stimulating staff. Consequently, he
expanded the definition of internal marketing from a mere
personnel-motivation technique to a strategy for fostering
customer and sales orientation. As he put it: "The internal
market of employees of an economic entity can be
influenced more effectively and, therefore, stimulate
customer-orientation, market orientation, and sales through
the implementation of marketing activities directed inside the
economic entity" (Grénroos, 1985). However, like L. Berry's
concept, Gronroos's approach focuses on shaping
employee customer orientation via influence processes,
rather than on enhancing their satisfaction and motivation.

3. The beginning of the third phase (1990-2000) was
marked by many authors' understandings of internal
marketing as a means of implementing the economic entity's
strategy. Winter J. argues that the role of internal marketing
is to target, train, and motivate personnel to fulfil the
institutional objectives of the economic entity. In his view,
internal marketing is a process through which employees
come to understand and acknowledge not only the value of
the program but also their role within it (Winter, 1985). In this
phase, the role of internal marketing as a tool or
methodology for implementing the economic entity's
strategy becomes clearer. Initially, this viewpoint appeared
in the context of service provision. Later, it was generalized
to any type of marketing strategy. Thus, both researchers
and practitioners have recognized the significant role of
internal marketing as a technology for human resource
management aimed at achieving the strategic objectives of
an economic entity. Internal marketing functions as an
interfunctional unifying mechanism within the organization,
playing a crucial role in integrating marketing and HR
functions. Consequently, personnel are transformed into a
strategic resource that actively contributes to the
implementation of marketing processes.

4. In the fourth phase (2000-2010), internal marketing
began to be viewed as a mechanism for reducing
departmentalization, interfunctional resistance, and
overcoming resistance to change. This phase of
development leads to the conclusion that the scope of
internal marketing is much broader than just employee
motivation and customer orientation. Internal marketing
researchers Ahmed K. P. and Rafiq M. considered the latest
transformations in the understanding of internal marketing
and gave it the following definition: "It is planned efforts to
overcome organizational resistance to change and to direct,
motivate, and integrate employees for effective
implementation of corporate and functional strategies"
(Rafig & Ahmed, 1993). This definition implies that any
strategic change is likely to necessitate internal marketing
efforts aimed at overcoming organizational inertia and
motivating employees to adopt the desired behaviours. In
addition, since some (including marketing) strategies are
likely to encompass several functional areas, this process
will likely require cross-functional integration. The above
definition of internal marketing takes this aspect into account
and shifts the focus from viewing the employee as a
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customer to emphasizing the tasks and measures
necessary for the effective implementation of marketing and
other organizational programs aimed at achieving customer
satisfaction, while recognizing the central role of employees.

5. In the fifth phase (2010 — present), internal marketing
is considered as a system of partnership relations and an
integrated management function in the chain of participants:
"owner — top manager — manager — personnel — contact
personnel — consumer".

Therefore, it should be emphasized that internal
marketing is important not only for the service sector. It is
also relevant for economic entities in various industries (e.g.,
information technology), where the final product largely
depends on the potential of personnel and their motivation
in the production process. Thus, the emphasis on the
philosophy of building relationships with personnel,
particularly frontline or contact employees, as partners
forms the foundation of the modern concept of internal
marketing, which identifies three categories of consumers:

e internal consumers (personnel);

 stakeholders (interested groups or individuals who can
influence the company's achievement of its goals or are
themselves influenced by this process, i.e., business
owners, top managers, partners);

e external consumers (end-users). It should be noted
that internal marketing is sometimes equated in literary
sources with such concepts as intra-firm, intra-corporate, or
intra-market marketing. Such a vision of the essence of
internal marketing by various scholars is associated with:

1) the extension of marketing principles and methods to
all levels of management of the economic entity and the
improvement of internal organizational processes;

2) the strengthening of the interaction of intra-corporate
marketing with the HR department in terms of such activities
as recruitment, selection, certification, and professional
development of personnel, and the strengthening of the role
of intra-corporate communications and PR events;

3) the consideration of personnel and structural
subdivisions of the economic entity as an internal market,
where there is an exchange of work-product (provision of a
workplace and satisfaction of personnel needs) and the
results of personnel work (standards of quality service for
external target consumers).

At the current stage of development, the concept of
"internal marketing" can be considered from the following
perspectives:

1. Internal marketing as a system of relationships with
contact personnel refers to the activity of an economic entity
directed at various target groups of current employees. Its
purpose is to identify their needs, expectations, and level of
satisfaction with working conditions, as well as prospects for
professional and career development. In this context,
internal marketing primarily functions as a relationship
system focused on contact personnel, aiming to enhance
service quality by creating motivational and organizational
working conditions. These outcomes are achieved through
the formulation and implementation of strategic goals and
tasks, utilizing selected elements of the internal marketing
system (Kudenko, 2012; Mazur, & Bratko, 2016). That is,
before a high-quality service can be delivered to an external
customer, it must first be "sold" to the internal customer —
the personnel. In other words, employees must be
consciously motivated to uphold quality standards in
external customer service. In this interpretation, internal
marketing is viewed primarily as a set of efforts directed at
contact personnel, and its scope significantly overlaps with
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that of human resource (HR) management. At the same
time, the main focus of internal marketing within the
economic entity remains the "contact" personnel. It is
important to emphasize that HR specialists should be
responsible for the selection and overall qualification
development of personnel, whereas marketing management
should focus on training employees in marketing
techniques, communicating the organization's values and
objectives, familiarizing them with product and service
characteristics, and applying sales promotion tools — similar
to those used when working with external intermediaries
(Reshetnikova, 2015). Contact personnel can include
individual employees, their groups, or all personnel directly
or indirectly involved in change processes and/or the
implementation of marketing strategies and programs, i.e.,
all those who make contact with the target and contact
audiences of the economic entity:

1) top managers who hold meetings and establish
contacts with interested audiences;

2) employees of the marketing and sales department
who communicate with intermediaries and suppliers;

3) specialists of the advertising department who contact
representatives of television and radio companies,
advertising and information, and PR agencies;

41T department specialists who maintain
communication with existing and potential clients using the
economic entity's website electronic resources;

5) accountants who report on the economic entity's
activities to the tax inspectorate and control and audit
bodies, as well as those who interact with representatives of
banking institutions, also belong to the category of contact
personnel. In the service sector, this category typically
includes staff or specialists who directly deliver services to
consumers. These professionals act as intermediaries in the
process of transferring services to end users. Such
intermediation involves balancing the interests of business
owners, external customers, and other stakeholders, along
with their professional interests. Importantly, contact
personnel cannot fully realize their interests, whether
commercial or non-commercial, without first satisfying the
interests of the consumer or other counterparties. These
individuals must understand the value and characteristics of
the goods or services offered and be properly motivated to
deliver high-quality service. Therefore, top management
should view and treat contact personnel as strategic
partners. In this context, contact personnel can be
understood as customer-oriented managers and specialists
of the economic entity who establish and maintain long-term,
mutually beneficial relationships with both internal and
external contact audiences in order to achieve the marketing
goals of the organization (Sahaidak, 2016).

2. Internal marketing as a process of forming customer-
oriented personnel is a process that takes place within the
economic entity at all functional levels, motivates and
inspires personnel at all management levels, to improve the
quality of customer service (Organ, Podsakoff & Mac
Kenzie, 2006). That is, it is an attitude towards one's
employee as an internal client, and its goal is to ensure
working conditions that meet the needs of the personnel. By
creating proper working conditions, imposing the values and
beliefs of the economic entity on the personnel, and using
marketing tools, the result is achieved in the form of a
customer-oriented employee.

3. Internal marketing as a philosophy of human resource
management of an economic entity is considered the
creation of such favourable conditions and relationships
within the economic entity that would ensure effective work
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and interaction of all personnel, and high satisfaction of
employees as internal clients. The result of internal
marketing is a level of personnel loyalty that ensures a
dedicated and sincere attitude towards employees,
management, other persons, their actions, and the
economic entity as a whole; it encourages employees to
consciously perform professional tasks and duties at a high
level in accordance with the goals and interests of the
economic entity, and evokes the desire of each employee
for initiative, active activity to improve its results.

4. Internal marketing as a system of internal company
communications is a form of marketing within an economic
entity that focuses personnel's attention on internal actions
that must be changed to improve the economic entity's
market position (Yeriomina, 2020).

5. Internal marketing as a tool for implementing corporate
and functional strategies is understood as the application of a
marketing approach to employees. It involves building,
stimulating, coordinating, and integrating personnel to ensure
the effective implementation of strategic objectives. This
process aims to satisfy the end consumer through interaction
with motivated and customer-oriented staff.

It should be noted that economic entities with many
professional employees, as well as with an extensive
network of branches and departments, have the greatest
need for internal marketing. This is since professional
employees are usually not inclined to consider themselves
as subordinates (they cannot simply be given orders), they
are significantly less dependent on economic entities, and
more committed to their field of knowledge than to the
economic entity itself.

Thus, the following conclusions can be drawn:

1. All listed approaches focus on the internal client — the
employees of the economic entity.

2. The main goal of internal marketing is to create
favourable working conditions that ensure high motivation,
satisfaction, and loyalty of personnel. This is achieved through
creating a favourable working environment, supporting
professional growth, and integrating corporate values.

3. An important element is the integration of the efforts of
various departments of the economic entity (HR, marketing,
management) to ensure coordinated actions aimed at
maintaining corporate culture and implementing strategies.

4. Despite the primary focus on the internal client, the
goal of all approaches is to improve the quality of external
customer service through personnel training and motivation.

5. First and foremost, it is essential to create working
conditions that meet the needs and expectations of employees,
as this directly influences their productivity and loyalty to the
economic entity. The link between the quality of services
provided and external customer satisfaction on the one hand,
and the satisfaction of internal customers (i.e., personnel) on
the other, is both evident and well-established (Fig. 1).

Thus, internal marketing serves as a key instrument in
establishing an effective human resource management
system and shaping organizational behaviour. It facilitates
the creation of conditions in which employees not only
comprehend the goals and values of the economic entity but
also actively contribute to their achievement, thereby
enhancing the overall efficiency of the entity and increasing
the satisfaction of external clients. Considering various
approaches and views, internal marketing is proposed to be
understood as an integrated system of partnership relations
for human resource management, which is focused on
creating and maintaining a motivational climate and
organizational working conditions within the economic entity
to ensure customer orientation and personnel loyalty, where
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employees act not only as performers of functions to
improve the quality of service for external clients and satisfy
their needs and requests, but also as active participants in

the implementation of corporate philosophy, values and
strategies to achieve goals and form and maintain a positive
image of the economic entity.

)
Loyal employees, ready to exert maximum efforts to achieve
organization goals
]
N r 2
Satisfied and Customer-oriented Service quality, striving %
motivated employees v employees to solve client's problem g
J \. &
AN *
Internal :> Retaining existing and attracting new clients
marketing
——

Fig. 1. The chain of service quality assurance in internal marketing

Source: formed on (Lings, 1999; Sahaidak, 2016).

Therefore, internal marketing should be considered as:

1) a system of relationships between the economic entity
and its personnel, which cannot exist separately from each
other;

2) an internal philosophy of market orientation;

3) a component of corporate philosophy and culture
implementation, and the formation of the economic entity's
strategy;

4) a tool for improving product (service) quality and the
economic entity's image. In addition, it should be noted that the
concept of internal marketing is based on elements of the
traditional complex by analogy with traditional marketing and
McCartney's marketing concept model "4P" (Kudenko, 2012),
from which internal marketing programs are formed at both the
top management level and in departmental management or
personnel promotion (Mazur, & Bratko, 2016).

The first and fundamental element of any marketing mix
is the product. In the context of internal marketing, the job
offered by the economic entity to the employee represents
the internal product. The development of this internal
product (the job) encompasses the following elements
(Flipo, 1986):

¢ selection of appropriate personnel;

o effective internal training;

e proper distribution of powers and responsibilities;

e creation of conditions for teamwork.

The second element of the internal marketing mix is
price. Payment is the price of the internal product. It should
be noted that the internal marketing "price" is not equivalent
to the salary paid by the economic entity to its employees as
compensation for their labour, but rather "what we demand
from our internal clients as 'payment' when they 'buy' the
product and participate in the marketing plan". The
determination of the price of the internal product is based on
the premise that the benefits employees derive from the job
must exceed their opportunity cost. In other words,
employees should perceive that the material, social, and
other benefits they receive in their current position surpass
those available in alternative employment. Only under such
conditions can the economic entity expect to retain satisfied
personnel who perform quality work.

The third element of the internal marketing complex is
place or so-called "distribution". Place (distribution) is the
way of delivering the internal product to its consumer
(employee). The term "internal marketing place" can be
understood as a set of spaces, processes, people, and
decisions (managerial, technological, etc.) within a specific
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organizational structure and corporate culture that form a
platform for "economic entity-employee" relationships in the
process of achieving the economic entity's strategic goals
and ensure the reliability, openness, and transparency of
these mutual relationships.

The fourth element of the internal marketing complex is
promotion, which is most visibly manifested in the form of
internal communications and appeals. Promotion of the
internal product is the formation of corporate culture,
contributes to meeting the needs of internal clients, creating
a system of effective relationships between internal clients
and internal suppliers, between internal clients and external
clients, developing internal communications, and other
elements of internal PR. Internal marketing focuses on
relationships and processes within the economic entity
(Mazur, & Bratko, 2016).

The methodological basis of internal marketing as a
science includes the following approaches:

1) systemic — viewing processes as systems, i.e.,
combining elements necessary for forming internal
marketing and achieving a specific goal into a single whole;

2) complex — as a unity of organizational, economic, social,
legal, psychological, and other aspects of management;

3) situational (applied) — the actions of the economic
entity and its manager must depend on the current state of
the internal and external environment (context) of the
economic entity.

Based on the generalization of various scientific
approaches (see above), the main principles of internal
marketing of economic entities are (Sahaidak, 2016):

1) entering the market with an individual service offer
and ensuring a high level of customer service and additional
services;

2) establishing mutually beneficial cooperation with
employees of the economic entity as business partners, by
creating proper working conditions, motivating and
satisfying needs in exchange for their professional qualities
and intellectual abilities to achieve the corporate goals of the
economic entity;

3) forming and implementing a change management
strategy by developing marketing programs, defining the
role and place of personnel in them, and implementing
tactics of active service offering, taking into account the
values of the internal and external market, and
simultaneously influencing it;

4) ensuring compliance of the desired result from
receiving and consuming the service by the client, forming
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loyalty (of personnel and clients) to the economic entity and
its brand, as well as a positive consumer experience.

Domestic and foreign researchers identify five main
factors of internal marketing (Kosmyna, 2012):

¢ personnel motivation and satisfaction;

e customer orientation and their satisfaction level;

¢ organizational integration and coordination;

e marketing approach to organizational behaviour;

e implementation of corporate and functional strategies
of the economic entity.

Regarding the main advantages of internal marketing's
influence on organizational behaviour, the following can be
highlighted (Ahmed, & Rafig, 2002):

1) encouraging personnel to productive work;

2) empowering personnel with certain responsibilities;

3) encouraging personnel to provide quality customer
service;

4) improving understanding of marketing principles by all
employees;

5) improving customer satisfaction and loyalty;

6) integrating business culture, human resource
management structure, vision, and strategy with
professional and social needs of personnel;

7) creating effective coordination and communication
between departments and subdivisions, ensuring proper
information flow within the economic entity (Leskiv, &
Bochko, 2014).

The formation of an effective internal marketing system
can be conditionally divided into the following processes,
which are not one-time:

¢ researching market requirements regarding personnel
qualities;

e recruiting and training employees;

e researching employee needs and offering them an
"internal product" (work) that would maximally satisfy their
needs;

e conveying and explaining the values and tasks of the
economic entity and its marketing goals;

e training the contact personnel of the economic entity
on product properties and characteristics, sales methods
and techniques to best satisfy consumer needs, and
increase the economic entity's customer base, etc. In this
context, regarding relations with the personnel of the
economic entity, the following functions of internal marketing
can be distinguished:

1. Functions related to the formation and management
of customer-oriented contact personnel (Sahaidak, 2016):

1) selling the "internal product" to the economic entity's
contact personnel, as an internal consumer;

2) comprehensive study of the internal consumer, their
needs, requests, desires, and satisfaction with the
performed work;

3) segmentation of the internal market where the work-
product exchange takes place;

4) identifying the individual values of contact personnel
and taking them into account in the mission and corporate
culture of the economic entity;

5) establishing interaction and forming internal
interpersonal relationships between the contact personnel of
the top office, middle office, and front office;

6) internal communication and integration of personnel
("part-time marketers") to satisfy consumer needs and
achieve the marketing goals of the economic entity;

7) creating conditions and an atmosphere of mutual
understanding among employees regarding orientation
towards the final result;
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8) best customer satisfaction;

9) increasing customer orientation of contact personnel,
etc.

2. Functions related to the formation and management
of customer-oriented personnel in general (Sahaidak, 2016):

1) investigating employee satisfaction with the work
performed;

2) developing internal corporate service standards and
controlling service quality;

3) forming a marketing orientation of personnel during
training and conducting corporate seminars and training;

4) popularizing the products manufactured and services
provided by the economic entity by disseminating
information  about their  advantages, production
technologies, and other relevant aspects; attracting new
customers while retaining and supporting existing ones
through loyalty programs; and creating a highly attractive
employer brand image. This approach enables employees
not only to receive material benefits but also to fully realize
their professional competencies and personal qualities.

In general, the functions of internal marketing can be
combined into the following 5 groups (Sahaidak, 2016):
analytical, integrating, information and communication,
stimulating, and managerial.

The implementation of the analytical function, using
various market analysis tools, ensures the development of
well-founded marketing plans at the strategic, tactical, and
operational levels. The components of this function are:

e study of the internal and external market;

¢ study of internal and external consumers;

e study of consumer demand for services;

e analysis of the internal environment of the economic entity.

The integrating function allows for effective, mutually
beneficial cooperation between all departments of the
economic entity, between personnel and consumers. The
focus of this function is the unification of the economic
entity's personnel and its preservation as such.

The components of this function are:

e uniting the personnel of the economic entity based on
a common cause, a common way of thinking, moral and
corporate values, and experience;

¢ development of a system of horizontal and vertical ties;

e joint participation in the preparation and conduct of
corporate events and solving non-standard situations;

¢ involvement of personnel and service consumers in
value creation;

e creating an atmosphere of safety and stability for
employees.

The information and communication function in the
internal marketing system provides reliable, timely and
objective information to all participants in the consumer
value chain about the mission, goals and values of the
economic entity; about the socially necessary quantity,
assortment and quality of goods (services); about the
competitive positions of the economic entity in the market
and its advantages; about the results of activities and
success stories of employees, etc. The components of this
function are:

e corporate media, as a public part of the internal
communication system and as the most powerful channel
of influence;

¢ direct communications at horizontal and vertical levels
(meetings with management, open days, feedback letters);

e promotion and internal public relations;

e organization of advertising and
consumer preferences.

stimulation of
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The stimulating function creates guidelines for the
development or curtailment of production activities. The task
of this function is to ensure the most complete activation of
individual performers or labour collectives to achieve clearly
formulated goals and set tasks. The stimulating function
aims, first of all, to satisfy the economic, social, and moral-
emotional interests of personnel in performing their
functional duties.

The components of the stimulating function are:

e encouraging the economic entity to reduce costs;

e focusing on motivating personnel to take specific
actions and find solutions in resolving non-standard
situations;

e motivating personnel to maximize the satisfaction of
their own and others' interests;

e improving the quality and consumer value of services;

¢ establishing new contacts, etc.

The managerial function traditionally involves systematic
targeted influence on marketing activities through planning,
organization, motivation, coordination, and control to
achieve defined marketing goals of the economic entity.

Components of this function:

e organization, planning, and control of marketing
activities in internal and external markets;

¢ coordination of actions and motivation of personnel.

When making management decisions, it is essential to
ensure the presence and proper functioning of all the above-
mentioned functions. Underestimating the importance of any
one of these functions in practice can lead to
misunderstandings regarding the goals and objectives
assigned to individual employees or teams, inconsistencies
in actions, a lack of initiative, and frequent violations of
labour, executive, and organizational discipline.

The model of internal marketing of economic entities
contains the following systematically and comprehensively
interconnected elements (Fig. 2).

Internal communications

Conceptual base (corporate philosophy, corporate
culture), corporate style

Reputation and image

Personnel marketing technologies

Internal Marketing Model

<—»

Control and audit of marketing activities

Intra-firm planning (programming)
and operational activity

Organization (marketing management structures,
distribution of rights, tasks and responsibilities,
collection, and processing of marketing information)

Goal setting and strategy development

Fig. 2. Elements of the internal marketing model of an economic entity

Source: author's development.

To summarize, internal marketing must be integrated
into the organizational behaviour of economic entities. To
achieve this, managers need to employ all available
methods to foster shared values and beliefs among
personnel, ensuring that the concept of the "internal client"
is recognized at all levels of the economic entity.
Establishing a firm internal conviction that clients exist both
inside and outside the organization should become a stable
norm adhered to by all employees. As a result, personnel
will align their behaviour with these organizational norms,
driving positive changes both within the economic entity as
a whole and in its organizational behaviour specifically
(Kosmyna, 2012).

That is, internal marketing aims at systematic
optimization of processes occurring within the economic
entity, using methods of HR and marketing management.
The object of internal marketing is the employees of the
economic entity and the internal environment of the
economic entity, viewed through the prism of the client
(Leskiv, & Bochko, 2014; Sahaidak, 2016).

Among the main tasks of internal marketing, the
following can be distinguished (Sahaidak, 2016):

1) simultaneous orientation towards both clients and
personnel, studying their needs, taking into account
individual values and interests (personnel satisfied with their
work can more easily assimilate given service standards and
provide higher quality service to external consumers);

2)reducing the isolation of the economic entity's
subdivisions and interfunctional discrepancies;

3) development by the economic entity's management of
a favourable microclimate for work, psychological support,
assistance, friendly attitude towards personnel, mutual trust
and respect;

4) overcoming resistance to innovation from personnel
(when introducing any innovations, the management of the
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economic entity, as a rule, may face difficulties related to
personnel (misunderstanding, unwillingness, possibly fear, etc.).

Thus, the core idea of internal marketing is the
application of external marketing concepts, ideas, and tools
within the internal market of an economic entity, i.e., within
its internal organizational environment, which significantly
influences overall organizational behaviour. Internal
marketing posits that the relationship between an economic
entity and its employees mirrors the relationship between
the entity and its external clients: the entity offers a "product"”
(a specific job position) which the employee "acquires" by
investing their labour. The traditional marketing focus on
customer needs is extended here to include the employee
as an "internal" consumer. Internal marketing aims to ensure
high product quality at every stage of production and
delivery by enhancing employee motivation through
satisfaction with working conditions, compensation, team
atmosphere, and other factors.

Discussion and conclusions

Our study of the essence and phases of internal
marketing development further clarified the results of the
systematic review of the role of internal marketing in
personnel development and organizational performance,
and its role as a mediator between leadership style and
market orientation (Hidayati, Suyanto & Istanto, 2023). It
also emphasized the importance of involving personnel in
developing and understanding organizational goals, which
is the essence of internal marketing. Additionally, it
highlighted the importance of ensuring that personnel meet
qualification and motivational requirements, which include
aspects of personnel marketing and enhancing the
enterprise's attractiveness in the labour market (Dashko,
Bekhter, & Mykhailichenko, 2023).

The model we developed complements the results
obtained by scientists Li E. Y. and Ko S.-F., who
substantiated the interaction with knowledge integration,
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quality of internal communications, and other individual
employee factors (Li, & Ko, 2021); Eltayib N. H. E. and
Ali A. B. M., who studied the impact of personnel marketing
technologies (internal training, motivation, reward),
communications on employee satisfaction in the banking
sector (Eltayib, & Ali, 2022); Yildiz S. M., who showed the
links  between internal marketing,  engagement,
performance, and turnover intention in Turkish sports
organizations (Yildiz, 2024); Brahimi A. and Kadri D., who
investigated the impact of internal marketing on service
quality through the prism of internal communication
processes (Brahimi & Kadri, 2024); Awwad M. S. and Lafi F.
M., who clarified the role of internal marketing as a mediating
variable in path-goal leadership styles and the market
orientation (Awwad, & Lafi, 2023); Grishnova O., who
presented a model of human capital management based on
digital technologies, aimed at improving the internal
experience of employees, their engagement, and loyalty
through the integration of IT solutions into HR strategies,
creating favourable conditions of work, developing digital
competencies, and ensuring flexibility, which optimizes
interaction between personnel and encourages innovation
(Grishnova, 2025); Lisogor L. and Rudenko N. who
examined the component structure of human resource
potential which includes a motivational component and
substantiated the directions for minimizing the risks of its
quality deterioration. They emphasized encouraging
employers to invest in employee upskilling and enhancing
their motivation for self-education, which are key
technologies of personnel marketing within the internal
marketing model (Lisogor, & Rudenko, 2022).

Based on the above, it is evident that the concept of
internal marketing has evolved through five distinct phases,
beginning with an initial focus on personnel satisfaction with
work in the 1970s—-1980s and progressing to a systemic
understanding of internal marketing as a system of
partnership relations and an integrated management function
within the network of organizational participants "owner — top
manager — manager — personnel — contact personnel —
consumer" in the modern fifth phase (since 2010). Currently,
internal marketing serves as a key tool for establishing an
efficient human resource management system and shaping
organizational behaviour. The core idea is to apply marketing
principles to the internal environment by treating employees
as "internal clients", where the job is the "internal product"
offered by the economic entity, and the employee "purchases”
it through their labour. In addition, in the modern fifth phase of
development, internal marketing also considers stakeholders
(business owners, top managers, and partners) as a separate
category of consumers alongside internal (personnel) and
external (end) clients.

Considering the above, internal marketing can be
understood as an integrated system of partnership relations
in human resource management, aimed at creating and
maintaining a motivational climate and organizational
working conditions within the economic entity to ensure
customer orientation and personnel loyalty. This approach
enables employees to act not only as performers of tasks
but also as active participants in implementing corporate
philosophy, values, and strategies, thereby contributing to
the achievement of organizational goals and the formation
of a positive corporate image.

It is important to note that internal marketing is crucial
not only for the service sector but also for economic entities
in various industries (e.g., information technology), where
the final product depends on the potential and motivation of
personnel in the production process. At the same time, the
quality of services and the satisfaction of external clients
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directly depend on the satisfaction of internal consumers —
the personnel. Therefore, it is pointless to promise an
adequate level of service if the company's employees are
not prepared to deliver it. Thus, internal marketing is based
on elements of the traditional "4P" complex: 1) Product: The
"work" offered to the employee includes the selection of
appropriate personnel, effective internal training, proper
distribution of powers and responsibilities, and the creation
of conditions for teamwork. 2) Price: The benefits that
employees receive from work (material and social) should
exceed the alternative cost. 3) Place: The distribution is a
set of spaces, processes, people, and decisions that form a
platform for "economic entity-employee" relationships and
ensure the reliability, openness, and transparency of these
relationships. 4) Promotion: It manifests itself in the
formation of corporate culture, the development of internal
communications, PR activities, and the creation of a system
of effective relationships between internal clients and
suppliers, as well as external clients.

The main goal of internal marketing is to create favorable
working conditions that ensure the high motivation,
satisfaction, and loyalty of personnel. Its tasks include
simultaneous orientation towards both clients and
personnel, studying their needs, considering individual
values and interests, reducing subdivisional isolation,
developing a favorable microclimate, and overcoming
personnel's resistance to innovation. Internal marketing is
based on principles such as orientation to personnel needs
satisfaction, motivation, cross-functional cooperation,
readiness for change, and forming personnel and client
loyalty. Its functions are grouped into five categories: 1)
Analytical: Ensures the development of well-founded plans
by studying the market and consumers. 2) Integrating:
Unites personnel around common values and ensures
mutually beneficial cooperation between subdivisions. 3)
Information and Communication: Provides reliable and
punctual information to all participants in the chain. 4)
Stimulating: Activates personnel to achieve goals and
satisfy their economic, social, and moral-emotional
interests. 5) Managerial: Involves systematic influence on
marketing activities through planning, organization,
motivation, coordination, and control.

Further research should focus on evaluating the
effectiveness of internal marketing in various economic
sectors and developing performance indicators, considering
adaptation to crisis conditions.
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BHYTPILHIN MAPKETUHI AK IHCTPYMEHT CTPATEINYHOIO PO3BUTKY
IHHOBALIMHOI'O U YMNMPABIIHCbKOIO NOTEHLIANY
| SMILHEHHA KOHKYPEHTOCIMPOMOXHOCTI CYB'EKTIB rOCNOAOAPIOBAHHA

BcTyn. BHympiwHili MapkemuH2 HuUHi po32sisidaromb SIK KOMMJIEKCHY cucmeMy napmHepCbKUX 8iOHOCUH, w0 crpusie ¢hopMyeaHHI
KopropamueHoi Kysbmypu, J10/IbHOCMIi MepcoHasy ma KiieHmoopieHmosaHocmi, ujo dae 3Mo2y nidsuwjumu 3adoeoJsIeHiCMb MepcoHany,
3MeHwumu onip 3miHaMm, 3abe3neyumu cuHepeito Mix nidpo3dinamu ma docsizHeHHs1 cmpamez2iyHux yinel cy6'ekma 2ocnodaprogaHHsI.
AkmyanbHicmb meMu 3yMoesieHa mpaHcghopMayieto eKOHOMIYHUX yMO8, NMNi08UWEHHSIM 3Ha4YeHHs JII0OCbKO20 Kanimarsny, Heo6xiOHiCMIo MOCUTeHHS
eHympiwHbOi 83a€MOQii 8 Mexxax opaaHizauyil.

M e T o awv. [nnay3azanbHeHHs1 emanie e8osoyii BHympiWHbL020 MapKemuHay ma ¢hopMyJ1t08aHHs1 a8MopCcbKo20 nidxody do lio20 8U3HaYeHHS
eukopucmaHo Memodu iHOyKuii i dedykuyii, komnnekcHul nidxid; Ans eue4yeHHs1 Haykosux nidxodie o mpakmyeaHHs1 HymMpiWHL020 Map IH2Y,
8usieJIeHHs] 83a€EMO38's13Kie MiX efleMeHmaMu cucmemu yrnpaesliHHs NepcoHasoM — Memodu aHanisy i cunmesy; Ans no6ydoeu KoHyenmyasbHol
modesii HymMpiwWHLO020 MapKemMuHay sik iHmezapoeaHoi cucmemu e3aeModii — Memoou abcmpazyeaHHsl, JI02iYHO20 y3a2aslbHeHHsI ma cucmeMHul
nioxio. InghopmauitiHy 6a3y docnideHHs1 cmaHo8usU HayKoei npauyi 3apy6iKHUX | 8IMYU3HAHUX y4YeHUX i3 TumaHb MapKemuHay nocnye, ynpaesiHHs
nepcoHasiom, op2aHisayiliHoi noeediHKu ma e HympiwHix KOMyHikayil, a mako)x aHanimu4Hi Mamepianu i MemoOuyYHi dxepena, wo eidobpaxaromb
cyyacHi nidxodu do peanisayii eHympiwHbL020 MapkemuHay cy6’ekmie 2ocrodaprogaHHsI.

PesynbTatu. O6rpyHmosaHo eeosnroyiro nidxodie do susHa4yeHHs1 cymHocmi e HympiwHb020 MapkemuH2y cy6'ekmie 2ocrnodaproeaHHs,
lio2o posnb y ¢hopmyeaHHi epekmueHOi cucmemu ynpaesiHHs rnepcoHasioMm i ennuei Ha opaaHisayiliHy noeediHKy. Bu3HayeHO, Wjo cy4acHi
mpakmyeaHHs1 8HympiWHL020 MapKemuHay OXOM/omb He nuwe OisinbHicmb i3 3any4eHHsl, Ha84YaHHs1 ma Momuseayii nepcoHany, a it nobydosy
cucmemu KOMyHikauyili, popMmyeaHHs1 UiHHICHO20 nMpocmopy, kopropamueHoi ginocogii ma Kynbmypu 9Ons egpekmueHO20 po38UMKy Kadpoeozo,
iHHOB8ayiliHo2o ma ynpaesliHCbKo20 nomeHyiany cy6'ekmie 2ocrnodaprosaHHsi. 3arnpornoHo8aHO aemopcbke BU3HAYEeHHSI 8HYMPIWHbLO20
MapkemuHay i 3anponoHoe8aHo Modesib 8HympillHb020 MapKemuHay cy6'ekma 2ocrnodaprosaHHs 3 ypaxyeaHHsIM 8UsI8JIEHUX KJTFOY08UX NMPUHYUrie,
YUHHUKiI8 ma ¢byHKuyill, wo 6a3yembcsi Ha efleMeHmax KiacuyHoi MapkemuHao80i modeni "4P", i Micmumb enemeHmu nnaHyeaHHsl, KOMyHikayil,
KoHmpoJto, pernymauiliHoi cknadoeoi mouw,o.

BucHoBku. llpoeedeHe docnidxeHHs1 3038051UII0 CHOPMYIIH08aMU a8MOPChKe 8U3HAYEHHS] BHYMPIiWHL020 MapKkemuHay sk iHmeapoeaHoi
cucmemu napmHepcbKux 8iGHOCUH w000 ynpaesiHHS NHACLKUMU pecypcamu, sika opieHmoeaHa Ha cmeopeHHs1 i NidmpumKy MomueauyiliHo2o
knimamy U opeaHi3ayiliHux ymoe npauyi ecepeduHi cy6'ekma a2ocrnodaproeaHHsi Onsi 3abe3neyeHHs1 KiieHmMoopieHmoeaHocmi ma nosinbHocmi
nepconany, de cniepo6imHuUKU eucmynaromb He /luWe UKOHasUsIMU (PyHKUil Ons nideuweHHs1 skocmi o6cry2oeyeaHHs1 308HIWHIX KiieHmie i
3adoeosieHHs1 ixHix nompe6 i 3anumie, ane U akmMueHUMU y4YacHUKamMu & peanisayii kopnopamueHoi ¢pinocodpii, yiHHocmeli i cmpameeil Ans
docsizHeHHs1 nocmasJsieHux yinel i gpopmyeaHHs Ui NidmpumMKu No3umueHo20 iMidxy cy6'ekma 2ocrnodaprogaHHs. 3anpornoHoe8aHo KOHYenmyasnbHy
mModesib BHYMPIiWHBL020 MapKemMuHay sIKk MeXaHi3M yrnpaeJsliHHs1 TI0OCLKUMU pecypcamu, sikuli ToedHye MomueauiliHi, KOMyHikayiliHi, op2aHizayitiHi
ma KynbmypHi KOMIOHeHMU 8 Mexax cy6'ekma 2ocrnodaprogaHHs1.

Knio4yoBi cnoBa: HR-mapkemuHe, ynpaeniHHs Jl00CLKUMU pecypcamu, opaaHisayiliHa Kynbmypa, 3aly4eHHs1 nepcoHarsny, croxueady,
cmelikxondep, sikicmb 06c¢ry208y8aHHsl, NapmMHepPChbKi 8iIOHOCUHU.
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