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Abstract

Purpose: This study assessed the interrelationships between internal marketing, employees’ perceived value within the employment exchange and the resultant employee satisfaction. These interrelationships focused on the financial advisers in the South African long-term insurance industry.

Design/methodology/approach: Data were gathered from financial advisers across twenty registered South African long-term insurance providers. The questionnaires, using a Likert scale, were self-administered. In total, 410 financial advisers voluntarily participated in the study. The data analysis included descriptive statistical analysis, with structural equation modelling (SEM) for the measurement and structural models.

Findings/results: The findings reveal that financial advisers perceive value when internal people and internal political power elements are effectively implemented through internal marketing. The findings also show that when internal marketing is implemented effectively, it has a positive influence on financial adviser value and satisfaction.

Practical implications: In considering these findings, South African Financial Services Providers can design internal marketing framework elements that enhance the value financial advisers perceive in the employment exchange, increasing their satisfaction and in turn reducing the high turnover that is characteristic of the industry.

Originality/value: Although internal marketing is being used by Financial Services Providers in the South African market, this study provides guidance on strategic implementation to increase employee satisfaction.
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Introduction

Amid heightened regulations and a sales-centric milieu, Financial Services Providers (FSPs) globally grapple with the challenge of retaining financial advisers (Eckert & Osterrieder, 2020; Van der Merwe et al., 2020), including those in South Africa (Rautenbach, 2020; Van der Merwe et al., 2020). As the industry faces a talent crunch, internal marketing emerges as a potential remedy (KPMG, 2021:11; PricewaterhouseCoopers [PwC], 2023; Van der Merwe et al., 2020). Internal marketing addresses employees’ needs to boost motivation, make them feel valued and encourage them to stay with the company (Qiu et al., 2022). Perceived value may be positioned as a bridge between internal marketing and employee satisfaction (Ladzani & Roberts-Lombard, 2019; Solnet et al., 2019).

Internal marketing principles have not been fully explored within the South African financial services industry (Van der Merwe et al., 2020). Although widely adopted in Western markets (De Bruin et al., 2021), the application remains limited in the South African financial services industry, with studies mainly focusing on remuneration (Redelinghuys, 2017) and advisers’ personality traits (Rautenbach, 2020). The ultimate goal of internal marketing in such a sales-centric environment is to translate its implementation into employee satisfaction. While the previous studies have examined remuneration and personality as retention factors, how internal marketing shapes employees’ value perception within highly regulated, sales-driven environments has been overlooked. This study now explores internal marketing’s role in perceived value and overall employee satisfaction. This study delves into the perceived value derived from both conventional and emergent internal marketing strategies, as seen through the lens of financial advisers. It includes exploring the interconnectedness between internal marketing practices, employee perceived value and the overall satisfaction of financial advisers.

This article begins by positioning the need for the study within the South African context, addressing a critical research gap by examining how internal marketing may influence South African financial advisers’ perceived value and overall satisfaction, an area of internal marketing that is empirically unexplored. The motivation for this study stems from a lack of available secondary research on internal marketing in the South African context, as an emerging market in Africa. This study seeks to inform the industry on: (1) the effectiveness of internal marketing implementation in the South African long-term insurance industry, (2) whether internal marketing programmes align with the needs of the employees being targeted and (3) the potential for an expanded internal marketing framework to enhance the perceived value and satisfaction of employees in the long-term insurance industry.

The following sections detail the grounding theories supporting the study, the hypothesised relationships tested and the proposed theoretical model investigated. A review of the chosen research methodology, analysis results, academic and industry contributions and managerial implications are then included.

Literature review and hypothesis development

The internal marketing framework allows employers to create an internal environment where employees feel valued and motivated (Raj, 2021). To provide a foundation for understanding the relationship between internal marketing, perceived value and employee satisfaction, the review includes an outline of the hypotheses and presents the theoretical model supporting this investigation.

Internal marketing framework elements

Scholars suggest that the traditional internal marketing framework consists of internal product, internal price, internal place and internal promotion and can be expanded to enrich the relationship value of employer–employee interactions (Grönroos, 2020; Nemteanu & Dabija, 2021). For the study, two additional elements were proposed, namely internal personal relationships, and internal political power be added to an expanded internal marketing framework. Yi et al. (2023) present internal personal relationships as interactions with others in the employment exchange that lead to feelings of trust and belonging. Internal political power, introduced by De Bruin et al. (2021), is the ability to gain favour, among others, within the employment exchange. Each element is a catalyst, fostering robust internal relationships, enhancing employee value, satisfaction and well-being, ultimately contributing to the organisation’s goals (De Bruin et al., 2021; Yi et al., 2023).

The components of the internal marketing framework are designed to offer value through the employers’ acknowledgement of, and provision for, the employees’ needs (Yi et al., 2023). Highlighting the benefits employees receive from the employment exchange, the intention is to make those benefits look more valuable in relation to the sacrifices employees feel they incur by participating in the employment exchange. With financial advisers being such a sought-after resource, an FSP must offer more value to financial advisers than their competitors (Rautenbach, 2020; Van der Merwe et al., 2020). Financial advisers look for employment opportunities that offer more value (Naicker N 2022, personal communication, June 08).

Validating the inclusion of additional relational elements in internal marketing

Internal marketing is a relationship-building tool (Ed. Dadwal, 2019), and this study’s focus is on enhancing the relational contribution of internal marketing, through the inclusion of internal personal relationships and internal political power, to enhance the value perceived in the employment exchange (Berthelsen et al., 2019).

Internal personal relationships fulfil employees’ social needs for inclusion in the workplace (Filstad et al., 2019). This is evident among financial advisers in the South African long-term insurance sector, where sociability is considered an essential personality characteristic (Naicker N 2022, personal communication, June 08). From a relationship marketing standpoint, when an employee feels included and connected to their peers, they perceive additional value as their need for affiliation is met (Solnet et al., 2019).

In internal marketing, internal political power denotes employees’ influence within the organisation, extending beyond hierarchical authority to include shaping policies and culture (Yi et al., 2023). Employees with internal political power perceive benefits because of their influence over others in the work setting (Lin et al., 2019). For financial advisers, leveraging such influence can further their careers. One study reveals that financial advisers who have in-group status with management are less likely to be punished for misconduct (Egan et al., 2022). Influential workplace relationships consequently elevate employee satisfaction (Bunner et al., 2019). In relationship marketing terms, employees may perceive added value with preferential access to information, inclusion in incentive programmes and generally being treated more leniently than other employees.

Traditional internal marketing framework elements and financial advisers’ perceived value

The internal product represents the work duties performed by the employee, the perceived meaningfulness of those duties and the employee needs that are fulfilled with the completion of those duties (Chaolertseree & Taephant, 2020; Yi et al., 2023). Work duties satisfy the fundamental needs of employees in the employment exchange because without duties to perform, there is no basis for employment or remuneration (Qiu et al., 2022; Yi et al., 2023). Employees should enjoy their work duties and find work rewarding (Rautenbach, 2020). The value perceived in the employment exchange is affected by the design of the internal product in terms of the employee’s needs (Van Tonder & Petzer, 2018). Internal product is positioned as adding to employee perceived value through personal enrichment and career development (Dabirian et al., 2019; Jung & Suh, 2019).

Internal price represents the financial benefit obtained through the employment exchange (Solnet et al., 2019). The payment that employees receive for their services includes their salary, commission, other benefits and/or incentives, or any combination of these. Internal price is tied to internal product as payment is determined by the duties performed (Mura et al., 2019). The internal price directly reflects the value obtained from the employment exchange, as it is the financial benefit obtained from the exchange (Solnet et al., 2019).

Internal place denotes the working environment where employees perform their duties. Internal place includes all aspects of the physical workplace where the duties defined by the internal product are performed. This includes the working conditions and the ease of access to the necessary work processes (Frye et al., 2020). The appeal of the workspace, the ease of access to operating systems or equipment and the flow of work, all influence how the employee performs within the workplace (Saurombie et al., 2022; Ullah & Ahmad, 2017). Research shows that stress-inducing workplaces, for example, reduce the value employees perceive in the employment exchange (Frone & Blais, 2019), while working-from-home alternatives increase the value employees perceive (Bolisani et al., 2020; Dabirian et al., 2019).

Internal promotion is a powerful tool used to implement the rest of the internal marketing framework elements and includes all internal communication spanning the organisation (Gwinji et al., 2020). Internal promotion increases the perceived value of the employment exchange as the tool for communicating the other benefits the employer has to offer employees (Bussin & Mouton, 2019). The internal communications that result offer other value-increasing benefits, such as socialisation and improved morale (Dabirian et al., 2019; Jung & Suh, 2019; Yi et al., 2023).

The literature affirms the strategic importance of internal marketing in cultivating motivated and valued employees. This is imperative within the South African long-term insurance industry, where FSPs face the ongoing challenge of adviser-retention. It is established that traditional internal marketing framework elements do contribute towards employees’ perceived value in the employment exchange (Solnet et al., 2019; Yi et al., 2023), which in turn enhances satisfaction and thus commitment (Bunner et al., 2019). However, in sales-driven service contexts such as long-term insurance, employees seek additional relational benefits. This need leads to the proposed expanded internal marketing framework to increase perceived value and employee satisfaction for South African financial advisers.

Therefore, the following hypotheses are proposed:


H1: There is a significant positive relationship between the internal marketing framework product element and the perceived value that financial advisers receive from their employer.

H2: There is a significant positive relationship between the internal marketing framework price element and the perceived value that financial advisers receive from their employer.

H3: There is a significant positive relationship between the internal marketing framework place element and the perceived value that financial advisers receive from their employer.

H4: There is a significant positive relationship between the internal marketing framework promotion element and the perceived value that financial advisers receive from their employer.



Service-oriented internal marketing framework elements and financial advisers’ perceived value

The first service-oriented element, i.e., internal people, represents employees interacting with other people in the employment exchange. Interactions occur between colleagues, peers and superiors and between departments (Qiu et al., 2022; Yi et al., 2023). The value employees perceive in the employment exchange is affected by their interactions with other people participating in the exchange (Grönroos, 2017). The value-increasing benefit of socialisation is noted under internal promotion, and internal people is a requirement for such socialisation to take place (Dabirian et al., 2019; Jung & Suh, 2019).

Internal processes encapsulate how activities are performed in an organisation (Ullah & Ahmad, 2017). Various processes impact the employees’ perceptions of the employment exchange, including the recruitment process and the processes utilised by the employee to perform the duties required by the internal product (Rautenbach, 2020). Perceived value will increase with internal processes that are easy to use and improve efficiency (De Bruin, 2019).

Internal physical evidence represents all the tangible aspects of the employment exchange. The functionality and appearance of the workplace, documents and operating systems impact the ability of employees to perform their duties well, thus increasing the value perceived (Mocke A 2022, personal communication, June 10; Van der Merwe et al., 2020). From an industry perspective, the role of the financial adviser entails gathering information from the client and providing financial advice in return. The information sharing process results in physical evidence, such as policy documents, which support the performance of the financial adviser (Gladka & Fedorova, 2019; Pakurár et al., 2019).

Taking this into consideration, the following hypotheses are proposed:


H5: There is a significant positive relationship between the internal marketing framework people element and the perceived value that financial advisers receive from their employer.

H6: There is a significant positive relationship between the internal marketing framework processes element and the perceived value that financial advisers receive from their employer.

H7: There is a significant positive relationship between the internal marketing framework physical evidence element and the perceived value that financial advisers receive from their employer.



Additional internal marketing framework elements and financial advisers’ perceived value

The discussion surrounding ‘internal people’ provides the rationale for incorporating ‘internal personal relationships’ into the definition of internal marketing (Nemteanu & Dabija, 2021). Internal people engaging in positive interactions within the employment exchange perceive those interactions as beneficial and of value (Grönroos, 2017; Solnet et al., 2019). Interacting with internal people positively contributes to the employees’ feeling of belonging and, as a result, their satisfaction with the employment exchange (Men & Yue, 2019; Nowlin et al., 2018). Research indicates that interactions with colleagues facilitate employee socialisation, thereby increasing both value and satisfaction (Yi et al., 2023). Internal personal relationships hinge on trust and engagement among employees, shaped by internal promotions that foster a particular culture and shared values, including mentoring relationships (Men & Yue, 2019; Nemteanu & Dabija, 2021).

An increase in relational focus on the evolution of internal marketing (Nemteanu & Dabija, 2021) provides a basis for the inclusion of internal political power. Internal political power is a demonstration of the level of support an employee has from others within the employment exchange. Employers can utilise the internal political power element by including employees in decision-making (Yildiz & Kara, 2017). Employers can also exploit the internal political power of employees to influence other employees to behave in specific ways (Lin et al., 2019). Within the context of this study, internal political power represents the support an employee has within the employment exchange.

In consideration of the argument provided, the following hypotheses are proposed:


H8: There is a significant positive relationship between the internal marketing framework personal relationships element and the perceived value that financial advisers receive from their employer.

H9: There is a significant positive relationship between the internal marketing framework political power element and the perceived value that financial advisers receive from their employer.



Financial advisers’ perceived value and their level of satisfaction

Employee perceived value is the sum of benefits acquired within the employment exchange less the costs incurred in their acquisition (Arasanmi & Krishna, 2019). A review of the existing literature has shown that internal marketing provides multiple need-satisfying benefits to employees (Qiu et al., 2022; Ullah & Ahmad, 2017). When employees receive value within the employment exchange, there is an increased tendency towards satisfaction (Yi et al., 2023). As the Social Exchange Theory asserts, a positively valued employer-employee relationship is likely to give rise to positive outcomes for the employer. When engaged in a positively valued relationship with the employer, the employee will be more satisfied and work harder in reciprocation for the benefits gained in the employment exchange (Li & Yu, 2017; Serrano Archimi et al., 2018). This study proposed the expansion of the definition of internal marketing to add more benefits and, thus, more value to the employment exchange. The intended consequence is high levels of employee satisfaction. Based on the argument provided, the following hypothesis is proposed:


H10: There is a significant positive relationship between the perceived value of the employment exchange and employee satisfaction among financial advisers in the South African long-term insurance industry.



Figure 1 illustrates the theoretical model proposed for this study.
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Methodology

A positivistic philosophy was followed, employing a deductive approach and quantitative research strategy implementing a cross-sectional, descriptive research design. The methodology is appropriate for the analysis of the relationship between the proposed expanded definition of internal marketing, perceived value and employee satisfaction (De Meyer-Heydenrych & Struweg, 2021).

Sample and procedures

The study targeted financial advisers in South Africa employed for at least 12 months by licensed FSPs under the Long-term Insurance Act. The sampling involved three phases: In the first phase, in March 2022, non-probability judgement sampling identified 20 FSPs. The 20 FSPs chosen are the top in the industry, representing 88% of the total market, based on premium earnings, observed in reputable industry reports (KPMG, 2021). In the second phase, from April 2022 to December 2022, non-probability convenience sampling recruited financial advisers from the 20 FSPs who met the study’s selection criteria. The research agency contacted managers from the 20 FSPs, via publicly available contact details, asking permission to survey the financial advisers under their management. Upon permission being granted, the questionnaire was shared with consenting respondents who met the screening criteria. The second phase resulted in 350 successfully completed questionnaires. A third phase of data collection was then initiated in January 2023, repeating the convenience sampling approach used in phase two, to augment response rates, culminating in a sample size of 410 financial advisers.

Measurement scales

A structured, self-administered questionnaire was used to collect data from the financial advisers. A cover letter detailed the study’s aims and completion instructions. After pilot-testing with 30 financial advisers and making minor revisions, the questionnaire was finalised. Screening questions confirmed the participants’ representativity of the sample population as financial advisers, working for one of the 20 FSPs for a minimum of 12 months. The questionnaire continued with demographic questions. The respondents were then asked to indicate their level of agreement or disagreement on questions about the constructs of the study (internal marketing framework elements, perceived value and employee satisfaction). The respondents answered using a five-point Likert scale, with 1 being strongly disagree and 5 strongly agree. The various internal marketing constructs contained question items adapted from proven data collection tools from previous studies (De Bruin, 2019; Nowlin et al., 2018). The next section measured the value perception of the responding financial advisers (Barkhuizen, 2005). The final section of the questionnaire measured their satisfaction with the employment exchange (Frye et al., 2020). An analysis of the theoretical foundation of the questionnaire is presented in Table 1.
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Analytical strategy

The data gathered was entered into IBM SPSS AMOS 24.0 per item. The data were then coded, edited, cleaned and analysed. To characterise the respondents, the demographic responses were analysed using calculations for frequencies and descriptive statistics. In addition, the respondents’ degree of agreement with the internal marketing framework elements at the FSP where they are employed, and their perceived value and employee satisfaction were determined through Structural Equation Modelling (SEM). Structural Equation Modelling is a powerful statistical method used for testing and estimating causal relationships using a combination of statistical data and qualitative causal assumptions. The SEM analysis validated the scale measures based on comparative fit, goodness-of-fit and root mean square error of approximation (RMSEA). This is achieved using Confirmatory Factor Analysis (CFA) to measure the factor structure between the variables under study. The results of the first phase of CFA were not satisfactory, as noted in the discussion on descriptive statistics. Those measurement variables deemed problematic were removed from the measurement model. This model fix led to the measurement model being improved by removing items. The second phase of CFA was then run, and the results revealed acceptable goodness-of-fit results. The second phase of CFA revealed an absolute index for normed chi square at 2.174 (less than 3 is acceptable [De Bruin, 2019]), a RMSEA at 0.054 (less than 0.070 is acceptable [De Bruin, 2019]), a goodness-of-fit index at 0.839 (between 0.80 and 0.90 is acceptable [De Bruin, 2019]), and a standardised root mean square at 0.0428 (less than 0.80 is acceptable [De Bruin, 2019]). The incremental indices were also acceptable at 0.937 and 0.925 (greater than 0.90 is acceptable [Malhotra, 2019]). Cronbach’s alpha was applied as a measure of reliability, for the improved measurement model. The composite reliability (CR) ranged from 0.784 to 0.964, across all the constructs that falls above 0.70, which is acceptable (Malhotra, 2019). Thus, the construct reliability of the model is supported.

Ethical considerations

Ethical clearance to conduct this study was obtained from the University of Johannesburg, School of Consumer Intelligence and Information Systems Research Ethics Committee (2022SCiiS031). The fieldwork was performed by an independent research agency of good repute, guided by the requirements for ethical clearance by the researcher’s educational institution.

Results

Sample demographic profile

The study profiled financial advisers, mainly aged 27–41 years (58.80%), with males being slightly more in number. Most participants had a diploma (30.50%) and had completed the industry Regulatory Exam (81.20%). The majority had a job tenure between 1 year and 5 years (33.40%) and worked onsite at offices provided by their FSPs (87.10%). All 20 FSPs were included in the study, with the top three most represented being Old Mutual Life Assurance (19.00%), Liberty Group (15.10%) and Absa Life (12.20%). These findings align with overall industry data as corroborated by the KPMG (2021) report. The complete demographic profile is presented in Table 2.
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Descriptive statistics

The financial advisers who were surveyed resulted in an overall mean score of 4.38 for the construct of ‘internal marketing’, signifying its strategic use within the South African long-term insurance sector. This composite score was derived from eight elements of the internal marketing framework. Notably, the constructs of internal product and internal price were amalgamated into a new construct termed ‘internal product acknowledgement’, following the first phase of CFA, which indicated that the original sub-constructs were essentially measuring the same underlying phenomena. This finding reveals that respondents did not view the concepts of internal product and internal price as being empirically distinct, but rather as the same latent dimension of perceived value. This finding agrees with previous studies where aspects of internal product and internal price have been grouped together (Gounaris, 2006; Yildiz & Kara, 2017).

Perceived value in the employment exchange garnered an overall mean score of 4.04. This indicates a generally positive perception of the employment exchange value. It was found that advisers felt most strongly that their skills and capabilities were adequately utilised (mean = 4.56; standard deviation [SD] = 0.745). Conversely, the least in agreement was financial rewards (mean = 3.77; SD = 1.340), suggesting a desire for increased remuneration or other forms of financial rewards. The findings agree with previous studies, where financial rewards are commonly perceived as not good enough by financial advisers (Redelinghuys, 2017).

Similarly, financial advisers indicated that they are not allocated sufficient time to meet work demands (mean = 3.76; SD = 1.334) and showed the least in agreement to be the notion that their current pay is commensurate with their workload (mean = 3.55; SD = 1.434). The results indicate that financial advisers desire improved financial compensation. Results demonstrate that most financial advisers generally agree with statements reflecting their perceived value in the employment exchange (mean = 4.04; SD = 0.829). This is consistent with the literature (Dabirian et al., 2019; Frone & Blais, 2019; Jung & Suh, 2019), where perceived value in employment is a function of both received benefits and incurred costs (Eggert et al., 2019; Ronda et al., 2018; Van Tonder et al., 2018; Vargo et al., 2017).

Finally, the study revealed an average satisfaction mean score of 4.00 within the employment exchange. The respondents generally reported feelings of satisfaction, happiness and accomplishment in their current roles. This aligns with the findings of Bangwal and Tiwari (2019) and Kimwolo and Cheruiyot (2019), who agree that employees who view their overall employment experience positively will be satisfied, contributing to the extant literature on job satisfaction within this profession. A breakdown of the descriptive results of research variables and respective questionnaire items is available in Table 3.
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Measurement model assessment

AMOS 24.0 was used for CFA to ensure reliability and validity. The model, comprising 28 items and 11 constructs, underwent specification and subsequent refinement, aimed at enhancing the overall model-fit. As presented in Table 4, it is evident that initially most model-fit indices did not meet the required thresholds. The statistical analysis concluded that the results of the CFA were not satisfactory, necessitating a second phase to be conducted based on an improved measurement model. The second phase of CFA was conducted with the items for internal product and internal price combined to form the new item, internal product acknowledgement. Table 4 confirms that the overall model-fit was improved.
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Reliability analysis, convergent and discriminant validity assessment

In Table 5, a comprehensive overview of the construct measurements can be found, which includes factor loadings, adjusted item-to-item correlations, means, and SD, evaluated at a 99% confidence level. The metrics bolster the dependability of the constructs in the revised measurement framework, as evidenced by CR scores ranging from 0.784 to 0.964 – exceeding the threshold of 0.70 across all constructs.
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Referring to Table 4, the reliability of the constructs in the improved measurement model, attained Cronbach’s alpha scores all above the accepted cut-off of 0.70, ranging between 0.770 and 0.910. Reviewing the CR, Table 4 provides evidence to support the reliability of the constructs used in the improved measurement model, as the range for CR across all the constructs is above 0.70, ranging between 0.784 and 0.911. The average variance extracted (AVE) was calculated as a complementary measure, with all the construct scores exceeding the 0.50 limit. The AVE measures how much of the variation is related to the construct; thus, this finding reveals that in all cases over 50% of the variations, in the items, in each construct can be explained by corresponding items. Error measures in the measurement items are all below 50%.

Discriminant validity was assessed by comparing the maximum shared variances (MSVs) with their respective AVE values for all constructs. As can be seen from Table 5, it is evident that the MSV values are consistently lower than the corresponding AVE values, indicating adequate discriminant validity across the majority of the constructs. However, an exception was found in the case of internal promotion, where the MSV value exceeded the AVE.

Further insight into the discriminant validity between internal promotion and internal people and the other constructs in the model was gained from the correlation between the pairs of constructs, and subsequently, a re-estimation of the model was conducted. To determine whether a construct is unique, the χ2 difference between the unconstrained and constrained models for each pair of constructs should be greater than 3.84. The χ2 difference for each pair of constructs, including internal promotion and internal people, was greater than 3.84. Therefore, it can confidently be asserted that the internal promotion construct demonstrates uniqueness within the model.

Structural model assessment

The SEM was performed to test the 10 hypotheses of the study (refer to Table 6), examining the relationships between observed and latent variables in a comprehensive, statistically rigorous manner. The interrelationships between the elements of the internal marketing framework, perceived value and employee satisfaction were measured using the proposed model as presented in Figure 1. The path estimate values (represented by single-headed arrows) on the structural model, were tested using the maximum likelihood performed with AMOS 24.0. Before testing the hypotheses, the improved structural model was tested and deemed to be a satisfactory fit.
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Assessment of the goodness-of-fit, standardised root mean square residual and coefficient of determination

The employee perceived value coefficient of determination (R2 = 0.36) indicates that the items of the internal marketing framework construct of the structural model explain 36% of the variance in the perceived value construct. The employee satisfaction construct (R2 = 0.24) explains up to 24% of the variance of the employee satisfaction construct. Thus, it was possible to calculate the overall goodness-of-fit, using the average of all AVEs for the structural model and the average R2 to be 0.858. This exceeds the acceptable level of 0.36. It can be confirmed that the structural model has a good overall fit. While these values indicate that internal marketing explains a moderate proportion of the variance in perceived value and satisfaction, additional factors outside the scope of this study likely also contribute.

The standardised root mean residual (SRMR) was calculated as 0.08. The acceptable level is 0.08 or below, thus the structural model does meet the acceptable level, confirming a good fit. With the employee perceived value coefficient of determination calculated at 0.36 and the employee satisfaction construct at 0.24, both fall within the acceptable range of between 0 and 1. The assessment confirms that the exogenic constructs explain the behaviour of the endogenic constructs of the structural model.

This conclusion is drawn based on the improved structural model indices: χ2 = 1607.124; p-value = 0.000; df = 669; CMIN/df = 2.402; goodness-of-fit index (GFI) = 0.835; Tucker-Lewis index (TLI) = 0.912; SRMR = 0.0841; RMSEA = 0.059. Thus, there is a satisfactory fit between the improved structural model and the research data. The hypotheses results are presented in Table 6, and a discussion of the outcome follows in the discussion next:

Conclusion

This study aimed to examine the relationship between internal marketing, employees’ perceived value in the employment context and employee satisfaction, with a focus on South African long-term insurance industry financial advisers. The results indicated that financial advisers perceive value when the internal marketing framework incorporates internal people and internal political power elements. The effective implementation of an expanded internal marketing framework has a positive influence on financial advisers’ perceived value and subsequently leads to increased satisfaction. This information can help FSPs enhance financial advisers’ perceived value, reduce turnover and improve satisfaction within the industry. In summary, it is recommended that the South African long-term insurance industry implements well-managed internal marketing programmes to combat adviser-retention challenges. It is suggested that FSPs leverage internal people and internal political power in particular. The FSPs should still strategically manage the perception of internal product acknowledgement, internal place, internal processes, internal physical evidence and internal personal relationships, to prevent any reduction in perceived value. Through the implementation of internal marketing, as a relationship management tool, financial advisers who value their employment exchange are likely to be more satisfied.

With the focus of this study being solely on financial advisers and not other employees within the South African long-term insurance industry, the results cannot be generalised to the broader industry or beyond the South African context. By isolating the study to only include financial advisers, the findings have a bias towards the opinions of financial advisers and what is in their best interest. Two of the variables (internal promotion and internal people) raised discriminant validity concerns, which should be addressed in further studies. The study did not consider conducting cumulative results analysis to check the significance of a single variable for all independent variables of internal marketing on perceived value. Future research should then address these shortcomings by broadening the focus of this study to include other employees in the industry, compare results in other countries and further refine the measurement model.
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FIGURE 1: The proposed theoretical model.
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TABLE 2: Demographic results.

Measure Index Frequency %
Gender Male 214 5220
Female 192 46.30
Nonbinary 2 050
Prefer not to state 4 0.50
Age (yearsold) 1826 36 8.80
27-41 241 58.80
4257 119 29.00
>58 14 3.40
Prefer not to state 0 0.00
Level of education  Grade 12 76 1850
Higher certificate 32 7.80
Diploma 125 30,50
Degree 122 29.80
Post-graduate qualification 31 7.60
Prefer not to state 24 5.90
Completed Yes 333 81.20
regulatory eam o 1040
Prefer not to state 9 220
No answer 9 220
Tenure (years)  1-5 137 33.40
6-10 129 3150
11-15 82 20,00
16-20 37 9.00
More than 20 2 5.90
Prefer not to state 1 0.20
Current employer  Sanlam 16 3.90
{,Fr';f‘gce'a' Services 514 Mutual Life Assurance 78 19.00
Liberty Group 62 15.10
Discovery Life 20 4.90
Momentum Metropolitan Life a 9.80
Guardrisk Life 2 050
Hollard Life Assurance a 1.00
Professional Provident Society 8 2.00
AVBOB a 10.00
Absa Life 50 1220
Assupol n 5.10
Centrig Life Insurance 2 050
Nedgroup Life Assurance 32 7.80
Clientele Life Assurance 14 3.40
1Life Insurance 1 0.20
Old Mutual Alternative Risk 5 120
Hollard Specialist Life 2 050
Outsurance Life Insurance 1 0.20
AIG Life South Africa 2 050
Standard General Insurance 6 150
Prefer not to state 3 0.70
Primary workplace ~ Onsite office 357 87.10
Home-based office a7 1150
Prefer not to state 6 1.50
Average monthly  0-20 000 7 17.60
gross income (ZAR) 55 59140 000 104 25.40
4000160 000 97 23.70
>60000 73 17.80
Prefer not to state 64 15.60

ZAR, South African Rand.
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TABLE 1: Questionnaire items and theoretical foundation.

Questionnaire item Definition of construct per this study Related hypothesis  Theoretical foundation
Internal product The work that is performed and the tangible and intangible benefits that result H1 De Bruin (2019)
from the work. (Doctoral Study)
Internal price The remuneration received in exchange for the work performed. H2 De Bruin (2019)
(Doctoral Study)
Internal place The environment where tasks are performed. H3 De Bruin (2019)
(Doctoral Study)
Internal promotion Internal communications aimed at employees. Ha Reynolds-de Bruin (2014)
(Master’s Study)
Internal people The human resources who interact in the job setting, including the employee, their HS Reynolds-de Bruin (2014)
peers, managers and/or superiors. (Master’s Study)
Internal processes The workflows and processes that employees use to perform their tasks. H6 De Bruin (2019)
(Doctoral Study)
Internal physical evidence The tangible cues presented where work has taken place. H7 De Bruin (2019)
(Doctoral Study)
Internal political power The amount of influence or support an employee has in the employer organisation. H8 De Bruin (2019)
(Doctoral Study)
Internal personal relationships ~ The social interactions that take place in the workplace and a sense of belongingin  H9 Nowlin et al. (2018)
the employer organisation. (Industrial Marketing Management)
Perceived value An employee’s assessment of what is received in the employment exchange H10 Barkhuizen (2005)
(benefits received) versus what is given in return (costs incurred). Job Characteristics Scale
Employee satisfaction The overall assessment of the total employment experience. H10 Frye et al. (2020) (International

Journal of Hospitality Management)

Note: Please see the full reference list of this article, Storey, K., Lubbe, I., & Roberts-Lombard, M. (2025). Internal marketing, perceived value and satisfied employees in South African long-term
insurance. South African Journal of Business Management, 56(1), a5433. https://doi.org/10.4102/sajbm.v56i1.a5433, for more information.
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TABLE 4: Confirmatory factor analysis results forimproved measurement model.

Goodness-of-fit Index First  Second phase Acceptance
measures phase (accepted)
Absolute index  Normed 361 217 <Ydf
Chi-square <3 acceptable
375 acceptable
Goodness-of-fit  0.60  0.84 GFI
Index (GFI) >0.90 good
0.80-0.90 acceptable
Root mean 008 005 RMSEA
square error of <0.05 good
approximation 0.06-1 acceptable
(RMSEA)
Standardised  0.09  0.043 SRMR
root mean <0.08 acceptable
square residual <0.05 good
=0 perfect
Incremental ~ Comparative fit  0.76  0.94 CFI
index index (CFI) >0.90 good
Tucker-lewis 074 094 it
index (TLI) >0.90
>0.90 good
0.80-0.90 acceptable

df, degrees of freedom.
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TABLE 3: Descriptive results of research variables and respective questionnaire items.

Research variables and respective questionnaire items N Mean (x) Standard deviation
Internal marketing - 438 -
Internal product acknowledgement - 458 058
| understand my job requirements to do my job well in my organisation. 410 4.83 055
| am provided with training and development opportunities at my organisation. 410 473 0.66
Internal place - 457 072
I am provided with a workspace that is conducive to work in by my organisation. 410 465 077
I am provided with a workspace that encourages the sharing of information. 410 4.47 099
| am provided with a working space where | feel safe in my organisation. 410 4.60 079
Internal promotion ) 443 085
I am provided with frequent communication on important topics by leadership. 410 458 087
| am satisfied with the media used to communicate with me. 410 445 098
| am satisfied with internal events. such as roadshows and conferences used to communicate with me. 410 425 1.20
Internal people - 4.44 074
| am satisfied that the leaders of my organisation communicate the vision of the organisation to me. 410 4.46 092
| am satisfied that leaders of my organisation consider the suggestions of employees while making decisions. 410 429 1.07
Internal processes - 431 071
| am provided with internal processes that help me to do my work at my organisation. 410 463 074
| am satisfied that the internal processes between departments enable me to do my work at my organisation. 410 4.48 084
Internal physical evidence - 4550 072
| find the layout of the workspace of my organisation to be functional. 410 457 084
| find the atmosphere of my organisation to be appealing. 410 451 085
| find the physical workspace at my organisation enables positive social interactions. 410 4.49 088
Internal political power 3.99 1.00
I have an easier work life due to the influence | have over other employees in my organisation. 410 388 117
| have influence over other employees in my organisation which is to my advantage. 410 3.96 112
I am more productive due to the connections | have with other employees in my organisation. 410 4.00 111
I am provided with opportunities to progress in my career due to the influence | have over other employees in my organisation. 410 4.10 1.09
Internal personal relationships - 436 077
| have colleagues | can turn to in my organisation whom | trust. 410 439 093
I have colleagues | can engage with in my organisation. 410 454 0.80
| have colleagues available who can assist me when | experience challenges in my work at my organisation. 410 451 0.80
Perceived value - 4.04 083
| have the possibility to progress financially while working at my organisation. 410 4.20 101
| feel that | have enough contact with my colleagues while working at my organisation. 410 4.40 086
I have work that places sufficient demands on my skills and capabilities. 410 456 075
I am not paid enough for the work that | do at my organisation. 410 3.55 143
Employee satisfaction - 4.00 1.03
| am satisfied with my current job. 410 425 112
| am happy with my current job. 410 4.24 112
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TABLE 6: Results of hypothesis testing.

Hypothesis Independent variable Dependentvariable f  Sig. Finding

H1 Internal product Perceivedvalue  -0.03 077 Rejected
acknowledgement

H2 Internal place Perceivedvalue  0.03 079 Rejected

H3 Internal promotion  Perceived value ~ 0.03 0.82 Rejected

Ha Internal people Perceivedvalue 034 0.01 Accepted

H5 Internal processes Perceivedvalue  -0.08 044 Rejected

H6 Internal physical Perceivedvalue ~ 0.04 068 Rejected
evidence

H7 Internal personal Perceivedvalue  -0.07 038 Rejected
relationships

H8 Internal political power Perceived value  0.15 0.03 Accepted

HY Perceived value Employee 049 000 Accepted

satisfaction

Sig., significant.
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TABLE 5: A summary of factor loading, corrected item-correlations, means and
standard deviations, Cronbach’s alpha score and average variance extracted.

Constructs items  Factor p-value Cronbach’s CR  AVE
loading alpha
Internal product 1PD1 078 001 078 078 064
acknowledgement Lo o
Internal place 1PL1 077 001 079 081 058
IPL2 0.71
1PL3 081
Internal promotion  IPM1 075 001 077 079 055
IPM2 0.78
IPM3 0.70
Internal people 1PP1 088 001 086 087 076
1PP2 0.87
Internal processes IPCL 085 001 081 081 068
1PC2 0.80
Internal physical IPEL 080 001 087 087 069
evidence pE2 0.89
IPE3 0.80
Internal political power [PW1 088 001 091 091 072
1PW2 0.90
1PW3 0.4
IPW4 0.77
Internal personal 1Ps1 08 001 088 089 072
relationships P52 e
1PS3 0.86
Perceived value FPB4 08 001 0.88 088 066
FPBS 0.93
FPB6 083
PHPCL  0.60
Employee satisfaction ~ ES1 087 001 091 091 083
£S2 096

CR, composite reliability; AVE, average variance extracted.





