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Abstract
Employees have long been playing the pivotal role in service organizations to achieve a success-oriented goal.
The oil and gas industry is included in the high rising sectors in the world’s economy. Due to economic turmoil
in this sector, a fear of being laid off remains in an employee’s mind. Thus, the goal of this study is to assess the
impact between internal marketing factors (e.g., extrinsic and intrinsic employee rewards, leadership, internal
communication, and training and development), and employee job satisfaction in the oil and gas industry. There
were 215 complete and usable questionnaires received, and the answers varied among the demographic and
functional designation within the oil and gas industry. Multiple regressions were utilized for analysis of data.
Results revealed that internal communication is recognized to have the strongest effect on employee job
satisfaction in the oil and gas industry. Organizations must emphasize on communicating to all level of
employees by setting clear directions and key priorities in the organization, provided that the communications
are not misled through upward and downward streams. Furthermore, organizations are to create a space for
employees to give clear instructions via e-mail, paper, telephones, and face-to-face communication. A
management can utilize the research results by conducting such internal marketing practices to keep their top
rated employees within the organization.
Keywords: internal marketing, job satisfaction, employee rewarding, leadership, training and development,
internal communication
1. Introduction
Human resources contribute towards the success of business productivity in the global market via its effective
branding principles and practices in human resource management area (Alnıaçık & Alnıaçık, 2012). “The
application of branding principles to human resource management has been termed employer branding”
(Backhaus & Tikoo, 2004, p.501). Organization uses employer branding to promote its image as a right place to
work with beside develops awareness among potential and current employees, and stakeholders (Sullivan, 2004).
Internal marketing is a new concept in holistic marketing with the belief that satisfied customers come from
satisfied employees (Kotler & Keller, 2009, p.62).
Malaysia is the second largest oil and natural gas producer in Southeast Asia, while being the second largest
global exporter of liquefied natural gas due to its strategic location amid important routes for seaborne energy
trades. Countries like China, India, Vietnam, and Indonesia were the top four-highest oil reserve producer in the
Asia-Pacific area, followed by Malaysia which had four billion barrels as of January 2013 (Oil & Gas News,
2017). Most of Malaysia's oil comes from offshore fields, including Labuan offshore oil field. As oil and gas
industry jobs are complex and concentration-oriented, there remains difficulties for organizations to reduce their
employee attrition rate and control high volumes of job switching. Implementing internal marketing would
motivate employees to stay focused in meeting customer needs because they have direct dealings with them
(Aburoub, Aladwan, & Hersh, 2011; Gummesson, 2000). Indeed, Gummesson (2000, p.28) states that “an
employee’s ability to influence and satisfy the needs of others inside the organization is considered an antecedent
to external customer satisfaction”.
Organization with excellent service quality practices an effective internal customer relationships aiming towards
generating satisfied customers. Kotler and Keller (2009) mentions that “satisfied customers come from satisfied
employees”. Therefore, the issue of implementing strategies like training and development, leadership, rewards,
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and communication within the context of internal marketing to satisfy internal customers are important for
organizational service excellence. In reference to this, the goal of this study is to assess the impact between
internal marketing (IM) factors (i.e. extrinsic and intrinsic employee rewards, leadership, internal
communication, and training and development), and employee job satisfaction in the oil and gas industry.
2. Literature Review
This study developed a proposed research framework by using the theory of Berry’s Model (1981) and the
framework of Al-Hawary, Al-Qudah, Abutayeh, Abutayeh, and Al-Zyadat’s (2013) Model as the guiding
principle. Berry (1981) noted that employees need enhanced motivation for retention. Berry also noted if the
level of employee satisfaction is increased, there is possibility in generating greater external satisfaction and
loyalty. Indeed, if an employee is seen as a customer, and a job as a product using the external marketing mix
technique, engaging an employee internally would lead to employee satisfaction and thus, attract and maintain
customer-oriented employees within the organization.
IM is referred to “the process of attracting, developing, motivating, and retaining qualified employees through
job products that satisfy their needs” (Berry & Parasuraman, 1991, p.151). The impact of IM extends beyond the
employee-firm relationship on its ability to link employee satisfaction to superior service quality (Homburg,
Hoyer, & Wieseke, 2009; Sousa & Coelho, 2013). IM starts right from the beginning of recruitment and
selection of the right employees, to selection of a satisfying position and showing positivity in doing work to
thus, achieve customer satisfaction (Al-Hawary, 2013). Employees play an important role on customer service as
customers need immense attention on personalization and empathy (Boukis & Gounaris, 2014; Dahl & Peltier,
2013; Suki, 2014).
The followings section reviews: extrinsic and intrinsic employee rewards, leadership, internal communication,
training and development, and employee job satisfaction.
2.1 Employee Rewards Program
Both extrinsic rewards and intrinsic rewards, forms of employee motivation or recognition, influences employees
work engagement and productivity, job satisfaction, and intention not to switch to other organization (Deci &
Ryan, 1985; Kwasi & George, 2011; Tymon, Stumpf & Doh, 2010). The first consists of aspects like pay,
promotions and benefits, work location, and working conditions (Sturman, Brown & Simmering, 2003) while the
latter composes receiving positive values for doing meaningful works (Spreitzer, Kizilos & Nason, 1997;
Thomas, 2009; Thomas & Tymon, 1994, 2009). The strategy to retain good employees involves understanding
what they want besides a salary and benefits (Gopal, 2011). Based on prior literature, the following is
hypothesized:
H1: Extrinsically rewarding employees positively influence employee satisfaction.
H2: Intrinsically rewarding employees positively influence employee satisfaction.
2.2 Leadership
Leadership is defined “as the ability to influence a group towards the achievement of a vision or a set of goals”
(Robbins & Judge, 2014, p.204). Leadership is a process where multilevel leader–follower communication
transpires in a particular way to share a purpose and jointly accomplish things willingly (Yammarino, 2012).
Moreover, Du Plessis (2010)and Waldman, Ramirez, House and Puranam (2001) stated that a CEO with
charismatic style of leadership is responsible of firm’s performance where he strategizes the company’s planning
in line to its vision and mission, monitoring business activities, providing necessary support, and technical
assistance towards long-term competitive advantage. Leadership affect the association between the leaders and
the employees, and the way they perform changes to achieve a common goal (Du Plessis, 2014). Hence, it is
postulated that:
H3: Leadership positively influences employee satisfaction.
2.3 Internal Communication
Internal communication is the field of work in an organization that makes or changes the work-related
connection among the members of the organization, such as from employee-to-employee, and line
manager-to-subordinate to achieve a business goal (Eva, 2012). Earlier scholars noted that high job satisfaction
and performance is affected from high power uphold by immediate supervisors (Eva, 2012). Besides, Edelman
Trust Barometer (2012) found that businesses that are more trusted “treat employees well” and openly share
information. Thomas, Hartman and Zolin (2009) indicated that “when employees perceive that they are getting
information from their supervisors and coworkers that is timely, accurate, and relevant, they are more likely to
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feel less vvulnerable andd more able too rely on theirr coworkers annd supervisorss” (Thomas, H
Hartman and Zolin,
Z
2009, p.3002). Subsequenntly, flow of iinformation w
would help botth employer annd employee tto be in a win
n-win
situation. T
Thus, the folloowing hypothesis is posited:
H4: Internnal communicaation positivelyy influences em
mployee satisfaaction.
2.4 Traininng and Develop
opment
Training iss “a systematicc process of prroviding an oppportunity to leearn the knowlledge, skills, aand attitudes (K
KSA)
for current or future jobbs, whereas deevelopment reefers to the leaarning of KSA
A” (Thacker & Blanchard, 2006,
2
p.10). Investment in em
mployee traininng adds signifficantly towarrds raising an organizationss’ performance
e and
productivity (Scott & Meyer,
M
1991). Preceding ressearch has sugggested that ccontinuous effforts are neede
ed to
ensure effe
fective and adeequate trainingg is provided tto employees iin order to achhieve organizaational goals with
w a
higher deggree of comm
mitment, confiddence, and sattisfaction towaards their orgaanization (Bulut & Culha, 2010;
2
Ehrhardt eetal., 2011). Trraining can alsoo be considereed a way to im
mprove employyee' satisfactionn levels concerrning
their persoonal and professsional developpment (Dhar, 22014). Thus, itt is hypothesizzed that:
H5: Trainiing and develoopment positiveely influences employee satiisfaction.
Figure 1 illlustrates the proposed
p
theoreetical framewoork anticipatinng that extrinsic and intrinsicc employee rew
wards,
leadership, internal com
mmunication, aand training aand developmeent have a siggnificant effectt on employee
e job
satisfactionn in the oil andd gas industry.

Figgure 1. Proposeed Theoretical Framework
3. Researcch Methodoloogy
The targeted participantss were identifiied on the basiis of their dem
mographic and functional dessignation within the
oil and ggas industry in the Federaal Territory oof Labuan, M
Malaysia. Theere were 3000 self-administered
questionnaaires distributeed to the responndents, 215 off which were ccomplete and uusable with an 83% response rate.
Data was ccollected from
m 01 March 2016 to 30 May 2016. The parrticipants weree also followedd up through phone
p
calls and ppersonal meet-ups at their w
workplace. Thhe respondents were selectedd on the basis of simple ran
ndom
sampling w
whereby each respondent inn the population has equal chance to be selected as a sample (Churchill,
Brown & S
Suter, 2010, p..338).
The questtionnaire is deesigned into thhree sections. Section A is related to geeneric informaation regarding
g the
socio-dem
mographic proffile of the resppondents, inclluding gender, age, and incoome. Section B is comprise
ed of
questions about the resppondents’ expeeriences with internal markeeting practicess such as frequuency of receiving
rewards, tyype of rewardss, frequency oof training, types of training, scope of leaddership, type of interdepartm
mental
employee communicatioon, management, etc. Section C presentedd scaled questions related to internal mark
keting
factors likee extrinsic empployee rewardds, intrinsic em
mployee rewardds, leadership, internal comm
munication, training
developmeent, and emplloyee job satisfaction which were measuured on a 5 ppoint Likert sscale ranging from
“1=stronglly disagree” too “5 = stronglly agree”. Muultiple regressiions were utiliized for analyysis of data via the
Statistical Package for Social
S
Sciencees (SPSS) com
mputer prograam (version 222) with the maain aim to tesst the
effect of inndependent vaariables (i.e. em
mployee extrinnsic and intrinssic reward, leadership, internnal communica
ation,
and traininng and develoopment), and dependent vaariables like eemployee job satisfaction iin the oil and
d gas
industry.
137

ass.ccsenet.org

Asian Social Science

Vol. 13, No. 3; 2017

4. Data Analysis
Table 1 presents the demographic information of the respondents’ whereby out of 215 respondents, 59% were
males while 41% were females. Less than half of the respondents (42.3%) were aged between 25-30 years. More
than three-quarters of the respondents (77%) earn a monthly income of less than RM7000 and holds a position of
manager, supervisor and cluster head with more than 5 years of working experience in the oil and gas industry.
Table 1. Descriptive statistics of respondents’ demographics
Variable
Gender

Frequency (N =215)

Percentage (%)

127
88

59.0
41.0

Male
Female
Age (Years)
19 - 24
25 - 30
31 - 36
37 - 42
Monthly Income (RM)
< 5000
5001 - 7000
7001 - 10000
10001 - 15000
15001 - 20000

34
91
59
31

15.8
42.3
27.4
14.4

111
54
25
14
11

51.6
25.1
11.6
6.5
5.1

Technical
Non-Technical

120
95

55.8
44.2

Clerk
Executive
Supervisor
Manager
Cluster Head
Working Experience in Oil and Gas Industry
1 – 3 years
3 - 5 years
5 - 7 years
7 - 9 years
>10 years

52
83
50
22
8

24.2
38.6
23.3
10.2
3.7

66
54
33
29
33

30.7
25.1
15.3
13.5
15.3

Department

Job Position

4.1 Reliability Analysis
Reliability tests were executed on each variable to ensure its measured items are error free and consistent across
the various items in the instrument. Results in Table 2 detail that reliability statistics values show a discrepancy
from 0.793 to 0.934, and hence falls within the recommended value of 0.70 by Hair, Black, Babin, Anderson, &
Tatham (2010). Consequently, the questionnaire has high reliability.
Table 2. Reliability analysis
Variables

No. of Items

Cronbach's Alpha (α)

Employee Extrinsic Reward

5

0.827

Employee Intrinsic Reward

8

0.864

Leadership

10

0.934

Internal Communication

6

0.889

Training and Development

5

0.913

Job Satisfaction

5

0.876
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4.2 Correlation Analysis
Pearson correlation analysis was performed to test the association between extrinsic employee rewards, intrinsic
employee rewards, leadership, internal communication, training and development, and job satisfaction. The
correlation coefficients in Table 3 listed that a significant connection exist between all independent variables and
dependent variables. For instance, job satisfaction is highly correlated with training and development ((r=0.650,
p<0.01), followed by internal communication ((r=0.6190, p<0.01). Besides, the highest mean value calculated in
the total score is associated with employee satisfaction (M=3.760, SD=0.701), suggesting a higher level of
agreement among the items in this construct. Results imply that on average, the more positive respondents felt
about the internal marketing elements, the higher the job satisfaction, bringing towards achieving employee
retention.
Table 3. Correlations between constructs
Variables
(1) Employee Extrinsic Reward
(2)Employee Intrinsic Reward
(3) Leadership
(4)Internal Communication
(5)Training Development
(6) Job Satisfaction
Mean
Standard Deviation
Skewness
Kurtosis

1

2

3

4

5

6

1
.584**
.473**
.504**
.484**
.545**
3.611
0.881
2.364
19.535

1
.681**
.535**
.510**
.565**
3.565
0.7812
1.783
14.585

1
.482**
.556**
.577**
3.666
0.688
-0.532
0.442

1
.596**
.619**
3.743
0.805
2.463
19.827

1
.650**
3.708
0.760
-0.302
-0.375

1
3.760
0.701
-0.252
-0.15

Notes: ** Correlation is significant at the 0.01 level (2-tailed)

4.3 Relationships on Employee Job Satisfaction in Oil and Gas Industry
The relationship between internal marketing factors and job satisfaction was established via multiple regressions.
The adjusted R2 of this model is 0.558, meaning that 55.8% of the variance in the dependent variable is
explained by the independent variables (see Table 4). Moreover, the examination of the results confirmed that
there is no error in auto-correlation problems as the Durbin-Watson value is close to 2 (i.e. 1.809). The F-value is
55.041, which is highly significant, as p<0.01, proving the model will improve the ability to predict the outcome
variable.
Table 4. Relationships between internal marketing factors and employee job satisfaction
Variable
(Constant)
Employee Extrinsic
Employee Intrinsic
Leadership
Internal
Communication
Training Development
Adjusted R2
F
Sig
Durbin-Watson

Unstandardized Beta
Coefficients
B
Std. Error
0.634
0.195
0.121
0.047
0.072
0.062
0.172
0.067
0.208
0.276
0.558
55.041
0.000
1.809

Standardized Beta
Coefficients

t

Sig.

Result

0.153
0.080*
0.168*

3.247
2.578
1.151
2.555

0.001
0.011
0.251
0.011

H1 Supported
H2 Not supported
H3 Supported

0.053

0.239*

3.914

0.000

H4 Supported

0.057

*

4.821

0.000

H5 Supported

*

0.300

* p<0.05

Table 4 details the result of the relationships between internal marketing factors and job satisfaction. As expected,
extrinsic rewards exert a strong impact on employee job satisfaction (β1 = 0.153, t-value = 2.578, p < 0.05),
specifying that H1 is held. On the other hand, intrinsic rewards have an insignificant effect on employee job
satisfaction (β2 = 0.080, p > 0.05). The results show that H2 is not sustained. In addition, H3 postulated that
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leadership positively influences employee job satisfaction. The standardized beta coefficient of the multiple
regressions revealed that leadership has a significant effect on employee job satisfaction (β3 = 0.168, t-value =
2.555, p < 0.05), inferring that H3 is retained. Moreover, H4 hypothesized that internal communication
positively influences employee job satisfaction. The standardized beta coefficient divulge that internal
communication significantly affect employee job satisfaction (β4 = 0.153, t-value = 2.578, p < 0.05), meaning
that H4 is persistent. Finally, H5 posited that training and development positively influences employee job
satisfaction. Results in Table 4 details that training and development affect employee job satisfaction (β5 = 0.239,
t-value = 3.914, p < 0.05), hence H5 is accepted.
5. Discussion
This study assessed the impact between IM factors (i.e. extrinsic and intrinsic employee rewards, leadership,
internal communication, and training and development), and employee job satisfaction in the oil and gas industry.
The empirical results revealed that H1 is supported, as extrinsic employee rewards positively influence employee
satisfaction in the oil and gas industry. Proving that the employees currently serving the organizations are
satisfied with their current monthly salary, bonus, and commissions, they will perform in-line with the practical
research outcomes of several practitioners (Anik, Aknin, Norton, Dunn, & Quiboldch, 2013; Geiter and Hofmans,
2015). The hypothesis also confirms that terminal benefits, and updating knowledge through providing training
on newly installed technologies reflects employee job satisfaction and intention not to switch to other
organization (Deci & Ryan, 1985; Tymon et al., 2010).
The impact between intrinsic rewards and employee job satisfaction in the oil and gas industry is insignificant,
signifying that intrinsic employee rewards do not have any effect on employees to become satisfied and make
decisions to remain or quit. Hence, H2 is not maintained. In their study on intrinsic motivational factors in
employee job satisfaction and retention within the organization, Samuel and Chipunza (2009) proved a positive
results. The study results revealed that employees seldom attend annual conferences organized by the
organizations, because they find difficulties in receiving monetary awards for their performance appraisals.
Indeed, they feel insecure with the current job received, which proves the lowest mean result in the descriptive
analysis in the study. The supervisorial roles are important in helping employees make decisions independently
in ad-hoc activities to make the job more exciting and interesting. The highest mean result added that the
supervisors should help their employees through giving guidance by showing the right way to do the job.
Further examination of H3 on whether leadership positively influences employee job satisfaction in the oil and
gas industry divulges that this proposition is held. Indeed, this factor has the highest standardized beta coefficient
value of all the independent variables and has a significance level of 99%. This result is comparable to that of
Amundsen and Martinsen (2014). It affirms that employees seek strong leadership as their guide to provide
mental support and co-operation in completing their goals. Employees also find themselves satisfied with their
organization and work, which makes them feel self-belongingness and thus, retain for a longer period of time. A
transformational leader has the ability to carry out delegation of work among employees, good initiation, and
provide a focused goal for attainment (Yammarino, 2012). As the organization is a single entity, a leader should
influence all its employees through meaningful, productive, and effective influence (Olaniyan & Hystad, 2016).
Next, internal communication is recognized to have the strongest positive effect on employee job satisfaction in
the oil and gas industry, implying that H4 is reinforced. Organizations must emphasize on communicating to all
level of employees by setting clear directions and key priorities in the organization, provided that the
communications are not misled through upward and downward streams, relating to the statement made by
Mishra, Boynton, and Mishra (2014). Furthermore, organizations are to create space for employees to have clear
instructions via e-mail, paper, telephone, and face-to-face communication. Likewise, the multiple regression
analysis results shown that training and development significantly affects employee job satisfaction in the oil and
gas industry. Thus, H5 is upheld. This is parallel with the affirmation by Huang and Rundle-Thiele (2015)
whereby in internal marketing, training and development plays a formal role to ensure employees are satisfied
and will stay. As training and development is an important measure to keep employees up-to-date with
knowledge, skills and technologies to sustain a good manpower pool in order to achieve an organizational goal
together, organizations are working and doing research continuously to improve their manpower. Organizing
proper inductions and orientation programs can help employees to feel comfortable and secure while reflecting
the brand image of the organization. Thus, employers should focus more on improving the employees’
knowledge, skills, and aptitudes.
6. Conclusion
In a nutshell, training and development was found to be the strongest predictors of job satisfaction. The study
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findings provide some important practical implications for research and internal marketing, as employee
satisfaction and retention continues to be important research issues for the organizations. Notably, internal
communication as well as training and development showed the highest descriptive statistics towards job
satisfaction. Successful communication among the co-workers, supervisors and subordinates can create harmony
to achieve a goal and sustain development within the organization. Providing ample knowledge through different
means, such as on-the-job training or off-the-job training, would let both the organization and employees be in a
win-win situation. The organization gets the opportunity to improve in intrinsic and extrinsic rewards for their
entry-level employees to retain them for future succession plans. The analysis of the result is an example for
managers to follow to identify the loopholes in retaining their highly talented and knowledgeable people for a
longer period of time.
Organizational support, rewards, empowerment, and training could be the monitoring factors in providing
excellent service quality to customers (Ahsan & Awan, 2015). Thus, these commitments will affect employee job
satisfaction and their service attitude towards peers and customers (Babakus, Yavas, Karatepe, & Avci, 2003;
Bohlander & Kinicki, 1988; Ferrell & Hartline, 1996). Organizations must put in more effort on intrinsic rewards
as the employees are the internal customers who make the organization a brand to the external customers. To
develop commitment from employees and customers, the management team should focus on promising
employees job satisfaction (Awan, 2010). According to Deci and Ryan (1985), an employee must feel free from
pressure, such as rewards or contingencies. An employee’s level of satisfaction toward his job varies with
specific aspects of the job (Sarker, 2014) and it depends on such factors like the nature of the work, pay,
promotion, co-workers, and organizational context (Sarker & Shabnam, 2012).
In regards to academic implications, the proposed framework can be used by academicians to extend their
research work. This model can be used as an example in other industries, as the study was based on Berry
(1981)’s model and Al-Hawary (2013)’s model. It is a terrific opportunity for researchers to collaborate based on
the result, and nurture with mediating factors to identify how gender, age and income can create an effect in the
workplace. The academicians can take advantage by using more variables, whether dependent or independent, to
identify bottlenecks and provide evidence to improve the relationship between management and employee. The
additional variables could help find results which would be fruitful to managements to improve weak areas.
Secondly, the sample size is 215, as the area covered is only the Federal Territory of Labuan, Malaysia, which
does not represent the whole of Malaysia in general, as there are other places where oil and gas industries are
present.
Finally, the industrial coverage is also narrowed down, as the research is conducted only in the oil and gas
industry. Future research should blend and extend the involved industries, from the manufacturing of fast moving
goods, to many other industries in addition to oil and gas. Although the study has yielded some new insights into
the subject matter, it limits the generalization of the coverage of the study. Further research needs to cover the
total companies involved with random sampling and have participants spend a longer time period on completing
the survey, as the companies have required a number of reminder calls to get the questionnaires complete.
Further research should include employee workplace environment and health and safety measures, and its
relationship between job satisfaction and employee retention. Expanded number of variables and sample sizes
with mediating effects can be included for future study.
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