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ABSTRACT

Internal, external, and interactive marketing, whicollectively make up the services triangle modek
considered very effective practices for attainimgd amproving service quality and consequently como loyalty.
In this study, the effect of these sides of thevisertriangle model on service quality is testedgéantitative research
approach is applied. The study’'s population is @ygbs and customers of financial service providarsAccra.
A self-reported questionnaire was used to selés®5l,and 2,992 employees and customers respectidelgcriptive
statistics (mean and standard deviation), Pearsmorelation, and confirmatory factor analysis weised to present
findings. Internal, external and interactive maitkgteach makes a significant positive effect orviserquality. Internal
marketing makes a positive effect on external amdractive marketing, whereas external marketinggemaa positive
effect on interactive marketing. This study therefooncludes that increasing the level of interesiernal, and interactive

marketing can improve service quality.
KEYWORDS: Internal Marketing, External Marketing, Interactiviarketing, Services Marketing, Service Quality
INTRODUCTION

The services triangle model is one of the most faspframeworks in marketing literature that congés
the conceptual linkage between three variablesinternal marketing, interactive marketing, andeewal marketing
(Aburoub et al., 2011). Internal marketing is aml@avour in which employees are treated as intennstomers and are
therefore satisfied (Aburoub et al., 2011). It ilves activities such as training and developmergrployees, motivation
of employees, and resource (e.g. information telclgy) allocation and management (Dushyenthan, 20i2f also
general considered the firm’s strategy for priaiitg and meeting the needs and expectations ofames to engender
job satisfaction and commitment, which are necgs&arachieving high level performance. Researcliatsiroub et al.,
2011; Gafar et al., 2016) have argued that a bssirgeunlikely to satisfy its customers or provadistomer value without

using internal marketing to meet the needs andaapens of its employees.

Drawing from the above discussion, employees wauddtribute to meeting the needs of customers iir the
commitment and satisfaction are attained througérmal marketing. On the basis of this viewpointeinal marketing
would make an impact on both external and intevactharketing. External marketing is aimed at idgimg customer
needs and expectations, while interactive marketiogses on developing strategies and policiesdetrithese needs and
expectation (Shekary et al., 2012; Gafar et all420Arguably, the processes of identifying andradding customer

needs and expectations are responsibilities of @epk.
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Thus, employees are obliged to act in the firm'egjuo identify and address these needs. Hence)wblvement

and output of employees would be influenced byrir@emarketing or the firm’s ability to meet empémyneeds.

A firm may have the best ability to address custongzds and expectations, but this ability logicd®pends on
how well external marketing is used to identify autiress these needs and expectations. Of cobneseyong needs and
expectations would be met if they are not well tfesd. For this reason, external marketing caruifice interactive
marketing outcomes. The argument so far suggestsrternal, external, and interactive marketing @srrelated, and this
correlation would need to be realized in real iffehe services triangle model should impact a iseroriented business.
For instance, it is highly unlikely that a firm cameet customer needs and expectations towardsagemerevenues if it
does not motivate and empower its employees to ldgvand implement competitive strategies. Intenggyi, the
association between the three sides of the sertiieegyle model has been conceptualized and acletmged in a number
of studies (Lin & Wang, 2011; Furseth & Cuthbertsd®13; Bempong, 2014).

Sadly, the foregoing association between armses#vices triangle model has not been adequatalyieed in
research. Though studies (Lin & Wang, 2011; Furge@uthbertson, 2013) have investigated the eftéc¢he three sides
on some performance indicators like service qualitgl satisfaction, empirical evidences on the néeatween these sides

are scarce, especially in the context of finanegaice providers in Ghana (Bempomg, 2014).

In this study therefore, an attempt is made to exarthe nexus between arms of the services triamgidel and

the impact of this association on service qualéiveiry among financial service quality providers.
LITERATURE REVIEW

To recall, the services triangle model is a framdgwtbat describes the linkage between internalerast, and
interactive marketing. Primarily, internal marketins about marketing an organization to its empésyewho are
recognized as internal customers. It is about timgaemployees or workers in a company or busimaasthough they are
the business’s customers” (Abzari et al., 2011;aGat al., 2016). In fact, some researchers (Cetfaal., 2014) have
argued that it may often be necessary for workeiset valued most. By implication if an employeeaued less than a
customer, it is likely the needs of customers cabeamet and the consequences may be beyond rbeypiaial marketing
thus treats employees as internal customers andydearious programs to tap into their worth angenuity. An effective

internal marketing model thus necessarily recognéraployees as individuals of superior value orthv@Braimah, 2016).

Internal marketing has key facets, which are comoation, employee development, ICT, employee
empowerment, teamwork, and motivation (Martey, 2@r&imah, 2016). These seven dimensions form #séstof goals
pursued in internal marketing in an attempt to gadunployees and relish their competencies. The etitiveness and
effectiveness of a business’s strategies depenadether these aspects of internal marketing ateclivampioned by the
organization (Abzari et al., 2011; Gafar et al.1@0Fabiene & Kachchhap, 2016). This idea is rodtethe theoretical
argument that each of these seven facets signtificarfluences several performance variables incigdbrganizational
commitment, job satisfaction, customer satisfagtiand firm performance (Fabiene & Kachchhap, 201&ariably,
internal marketing drives the commitment of empks/eand consequently enthuses them to provide tbe dfeheir

competencies in the delivery of customer value.
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External marketing is one of the three sides ofsdwvices triangle model. In simple terms, it if@@ned with
the exposure of a business to its public place.nfdas (1999) conceptualized external marketing as/ “marketing
activity focused on exposing a business in termigso$ervices and products to its public place tefixal marketing is
basically about marketing communication and bragdithile interactive and external marketing mayshmilar, external
marketing is unique in term of focusing on makingramise to customers and potential customers, aaking the
business’s capacity to deliver customer value clésmmain domains are market communication (idvegtising, market
communication, event management, sales promotiersopal selling, internet marketing, and direct kating) and
branding (Dushyenthan, 2012; Aslam et al., 2015).

A typical service business has two consumers, namétrnal consumers (e.g. employees and managerk)
external consumers (i.e. customers). Interactiveketisng focuses on building a relationship betwtesse two consumers
to foster a basis for delivering the promise maaénternal marketing. Aslam et al. (2015) conceliteainteractive
marketing as ‘a combination of relationship manageimand services marketing’. Relationship marketisigabout
providing platforms for customers and the orgaimiedr service provider to interact in an attentpirteet customer needs
(Gronroos, 1999). This form of marketing is withie framework of steps taken in services marketi@nce, interactive

marketing offers a broad spectrum of marketingvétets.

The service triangle model is not only about intéxe, external, and internal marketing — it hagento do with
the linkage between these marketing functions. Baseprevious research, this nexus constituteghégffect of internal
marketing on external and interactive marketingd gh) the effect of external marketing on interaetimarketing
(Dushyenthan, 2012; Aslam et al., 2015; Braimal,620It is argued that this relationship can cdmité to service quality
improvement and customer loyalty.

Service quality is a measure of comparison of austs of perceived expectations of a service witttgieed
performance (Gafar et al., 2013). It is mostly aptoalised as a construct of five dimensions, ngntahgibles,
reliability, empathy, assurance and responsive(@sithaml et a., 1990; Alrubaiee & Al-Nazer, 201These dimensions
make up the revised version of the SERQUAL modédl @mnstitutes the measures of service quality segdy Zeithaml
et al. (1990). ‘Tangibles’ stands for the physialilities of a service provider and the beautyoagded with its physical
environment. Reliability is a measure of how cotesit services provided are and the extent to wthehfirm can be
trusted for keeping its promises. Assurance isahitity of the service provider to instil trust customers and meet
customers’ expectation. Responsiveness is a tim&itsee domain that measures how prompt and earsyjotner needs
are addressed. It is concerned with the speed refceedelivery and the enthusiasm shown by perdommeervice
delivery. Empathy stands for the ability of servmr®viders to identify and respond positively te #amotional demands
and needs of customers during service delivery. [&@hel of these dimensions in practice dependsaw Well the needs
and expectations of customers are addressed iitsa®livery and represents the foundation of gustosatisfaction and
therefore customer loyalty (Mosahab et al., 201€la et al., 2015).

As to whether a service is of the expected quiditeel depends on how well employees of banks amahtial
institutions motivate, train, and empower their éagpes to deliver strategies and attend to custareeds. This idea is
backed by Herzberg's (1959) Two-factor Theory oftMation (TTM). This theory contends that the datiion and

commitment of employees to their jobs depend on k@M there are exposed to intrinsic and extrinsigtivational
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factors such as recognition, pay and salary, fringeefits, training, fairness, among others. Irdbmarketing, a primary
facet of the services triangle model is about dmiely, empowering, and motivating employees basethe principles of
the TTM (Braimah, 2016; Aslam et al., 2015). It wbalso be argued that employees’ commitment teresi and
interactive marketing depend on how well the abfagtors of TTM are provided by banks and finanamstitutions. If
employees are well motivated, developed and empelyezach side of the services triangle model cadigtr service
quality and customer loyalty. As a result, the ey triangle model can make a significant effecservice quality. Thus,
customers are more likely to rate the service guali a financial service provider highly when eaitie of the services
triangle model leads to the delivery of customewises. This argument is corroborated by some stu@hbzari et al.,
2011; Aburoub et al., 2011; Gafar et al., 2016)chhhave confirmed that the services tringle modakes a significant
positive effect on service quality. The most dominavidence in the literature though is the positdffect of internal
marketing on service quality delivery (Shekary ket 2012; Aslam et al., 2015). Given that this @ride has not been

sufficiently provided in Ghana, the following hypeses are therefore tested in this study:
H1- Internal marketing makes a significant effectservice quality
H2- Interactive marketing makes a significant effet service quality
H3- External marketing makes a significant effettservice quality

METHODS AND MATERIALS

In this study, a quantitative research approachgifipally the correlational design was employedtdst the
foregoing hypotheses. The study population was eyegls and customers of banks and non-bank finainsigtutions in
Accra. Three selection criteria were used. Firstcherespondent was supposed to have worked in rhisuiwent
organisation for at least a year. Similarly, custosnwere expected to have saved with the bank wtbaak financial
institution for at least a year. Secondly, the widlial should have the ability to respond in Erglisast but not least, a
participant must be willing and ready to respondirduthe time of data collection. The accessibl@uation size of
customers who met these criteria was 7,042, whelredof employees was 2,313. These numbers wenegndfrom the

head offices of 14 financial institutions that aegtdo participate in the study.

The simple random sampling technique was used lactsa representative number of participants fraaohe
institution in accordance with the standard sangpliable of Krejcie & Morgan (1970). The overall gae size for
employees and customers is 1,595 and 2,992 regplgctihese numbers were reached by adding sard@es from the

14 banks and non-bank financial institutions.

A self-reported questionnaire was used to colletadThis questionnaire had four sections, witthesection
measuring a specified variable or construct. Th&t Section measured Internal Marketing (IM), white second one
measured External Marketing (EM). Interactive Mairkg (IM) was measured in the third section. Therfb section

measures Service Quality (SQ). Table 1 shows stdratales used to measure the various construtie atudy.
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Table 1: Measurement Scales, their Sources, Numbef Items, and CA

Construct Scale Source No. ofitems | CA

IM Internal marketing scale Bellaouaied & Gam (2p11 16 0.743
EM External marketing scale Furseth & Cuthberts2i3 ) 8 0.902
IT Interactive marketing scale  Furseth & Cuthbert§2013) 9 0.804
SQ SERVQUAL scale Ishaq (2012) 23 0.9p2

The independent variables (IVs) are EMO, IMO anBMO, whereas the dependent variable (DV) is SQs&he
variables were measured based on a five-point t8cale: lowest level of agreement (1) to highesgel of agreement (5).
Though the above scales originally had satisfacpaychometric properties, their reliability was ified by computing
their Cronbach’s Alpha (CA) values, which are shownTable 1. According to popular recommendaticageliable
construct is to produce a CA of at least 0.7 (Mp@02; Drost, 2011). In Table 1, this criterionniet. So each scale

employed was reliable.

Data collection in this study was guided by a chhdt reflects the time specifications from papiting
organisations for questionnaire administration. Wthis chart (which was developed by the reseajclyelestionnaires
were administered by the researcher to respondeneach organisation according to the agreed sébeédiWhen
guestionnaires were administered, about two madi@®svorking days) were allowed to elapsed befoeertisearcher went
back to collect completed questionnaires from radpats. Some respondents could not respond afeer28hdays
provided. So an extra one week was given for thespondents to respond. After this grace periodc@inpleted
guestionnaires were collected from respondents; there carefully examined to identify response ah-response
errors. Questionnaires were administered with stpfrom 6 hired assistants, placed in 3 groupshwvaach group
composed of a pair of persons. The researcher hitexi that provided transit for each pair of sisgits, who were tasked
to administer questionnaires in the various orgditias according to the time scheme developed.r Afata collection,
921 questionnaires were returned by employees 888 Were returned by customers. After taking owstjonnaires
which had serious response and non-response eB82s,and 877 questionnaires were analysed for et and
customers respectively. Every respondent had to aig informed consent form to officially affirm thevoluntary
participation.

Data was analysed using SPSS (Statistical Packaghd Social Sciences) 21 and Amos 8. Before Ihgsas
were tested, descriptive statistics (i.e. meanstaddard deviation) and the z-score were computesdiinate outliers
from the data. The Shapiro-Wilk’s test was alsodute assess the normality of the data (with respeaiependent
variables). All hypotheses were tested simultankyousing Confirmatory Factor Analysis (CFA) aftesing Pearson’s

correlation test to verify the correlation betweelevant pairs of variables.
RESULTS

The goal in this section is to present findings tddress the research hypotheses. Table 2 sheventitelation
of relevant pairs of variables. It also indicathe tlescriptive statistics (mean and standard dem)abf each variable.
Interactive marketing has the smallest mean sddeaf = 3.08; Std. Deviation (SD) = 0.28). The latg®mean score is
accounted for by service quality (Mean = 3.65; SD.44), followed by external marketing (Mean = 3.SD = 0.70), and
internal marketing (Mean = 3.18; SD = 0.79).
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Table 2: Correlation Matrix and Descriptive Statistics

Variable #|Mean| SD |1 2 3 4
Internal marketing 1 318 0.79 |1 0.777¢* 0.725** 8B59**
External marketing 2 351 0.7 1 0.631** | 0.590**
Interactive marketing 3 3.08 0.6 1 0.831**
Service quality 4 3.65 0.44 1
Correlation is significant &b Xkignificance level

w|Oo|©

In Table 2, service quality is positively correldt® internal marketing (R = 0.859; p =.000; twded), external
marketing (R = 0.590; p =.000; two-tailed), ancemactive marketing (R = 0.831; p =.000; two-tailati)1% significance
level. This result suggests that service qualityeases as internal, interactive, and external etiawk increases. Based on
these correlations, relevant effects are estimémexigh the CFA model. Table 3 shows the fit indioéthe various CFA

models tested.

Table 3: CFA Fit Statistics

Model I\/I20del summary , F Test : Model fit
R Adjusted R F p-value | Chi-square | p-value | RMSEA | TLI GFlI
1 0.865 0.799 67.09 0.00( 66.33 .00D 0.211  0,88874).
2 0.781 0.666 65.22  0.00( 79.38 .00D 0.322  0/,908990.
4 0.540 0.432 23.88  0.00( 10.1 321 0.021  0.994320.9

NOTE: RMSEA = random mean square error approximatior; T Tucker-Lewis Index; GFI = goodness-of-fit

indices.

In Table 3, the first two models represent measargrmodels for items of the services marketing rhoaled
service quality respectively. The third model ie structural model through which hypotheses aredes\ccording to
recommendations in the literature, a CFA modelahgsod fit when the following conditions are meu(ldy at al., 1997;
Asiamah, 2017): p-value > 0.05; RMSEA <.08; TLI &;.@nd GFI >.80. In the table, these criteria ae¢ far the third
model but not for models 1 and 2. All models howeheve a significant F-test at 1% significance leZ&ery model also
accounts for a variance of at least 50%, with m&lekoducing the largest variance of 86.5%. Tabkhdws effects

estimated through the structural CFA model.

Table 4: Regression Estimates

DV | Path| IV Unstandardized (B) | Standardised §) | S.E. | C.R. | P-value
SQ <--- | IM 3.192 0.124 0.86p 3.67B ok
SQ <-- | ITRM 15.118 0.305 1.274 11.87 ok
SQ <--- | EM 0.025 0.405 0.002 15.676 ok
ITRM | <--- | IM 6.988 0.380 0.666 9.332 ok
EM <-- | IM 0.099 0.211 0.082 6.001 ok
ITRM | < | EM 0.701 0.409 0.14]1 5.988 rkk

Effect significant at 1% sigoénce level

Note: DV = dependent variable; IV = independent variaBl&. = standard error; C.R. = critical ratio

It can be seen in Table 4 that IM (internal markgtimakes a significant positive effect on sengoality at 1%
significance level { = 0.12; p =.000), likewise ITRM (interactive matikg) (3 = 0.31; p =.000) and EM (external
marketing) § = 0.41; p =.000). Thus, as internal, external, emdractive marketing increase, service qualitprioves

among the financial service providers.
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Moreover, internal marketing makes a significangippee effect on interactive marketing € 0.38; p =.000) and
external marketingp(= 0.21; p =.000) at 1% significance level. Thiading connotes that interactive and external
marketing improve when internal marketing incredaagsrms of effectiveness. External marketing nsa&kepositive effect
on interactive marketing at 1% significance leyieH(0.41; p =.000). In other words, interactive nedithg increases as

external marketing orientation improves in practice
DISCUSSION OF FINDINGS

This study found that all sides of the serviceangie model make a positive effect on service gualihis
finding connotes that service quality increasesminéernal, external, and interactive marketing iayes in the financial
service firms. This finding is supported by fewdias (Aburoub et al., 2011), but there are a gaguber of studies that
have confirmed the effect of internal marketingsenvice quality (Abzari et al., 2011; Aburoub et 2D11; Shekary et al.,
2012; Aslam et al., 2015). In Ghana however, natifiable study has confirmed the effect of thevimss triangle model
on service quality. In view of this situation, Aloub et al. (2011) have recognised the need folarekers to give more
attention to research focused on testing the imphtie services triangle model on service qualltige above finding
suggests that financial service firms can enhaheeqtiality of services by improving internal, ext@; and interactive

marketing orientation.

Findings of this study indicate that internal mdirtkg makes a positive effect on interactive andeexl
marketing. This result supports the idea that imdemarketing constitutes an operational programliich policies are
developed and implemented to identify and respemseistomer needs and expectations. This confinrkdionship has
little empirical backing in the literature owing tbe scarcity of research work on it, but some ismigMosahab et al.,
2010; Gafar et al., 2016) have acknowledged thevagice of internal marketing to interactive marigtorientation. On
the basis of this study’s findings therefore, iagiag the level of internal marketing can impromteiactive marketing
outcomes. There is however the need for more stutiebe carried out to examine the relationshipveen internal

marketing and interactive marketing in future.

This study also supports the hypothesis that eatenarketing makes a positive impact on interacthagketing.
This finding implies that increasing the effectiesn of external marketing can cause an increaisgeiractive marketing
outcomes. It supports Aburoub et al.’s (2011) d&sethat external marketing orientation predictommes of interactive
marketing because it determines which directionfitme should take in responding to customer ned&tedless to say,
customer needs and expectations can only be addrasinteractive marketing when they are well tifead in external
marketing. More importantly, the confirmed effedt axternal marketing on interactive marketing hasaeptual and

empirical backing in the literature (Shekary et 2012; Aslam et al., 2015), though to a minimakeekx

Findings of this study support the joint implicatiof TTM, TRA, and SET. In this vein, internal, extal, and
interactive marketing are considered organisatipnagrams in which employee and customer needsnate Customer
needs are met after they are identified in extermaiketing whiles they are met in interactive mérig Employee needs
and expectations are met in internal marketing lictv employees are developed, motivated, and emgowé he
services triangle model impacts service quality enstomer loyalty from these standpoints in viewr&A’'s argument
that both customers and employees have needsethdt im their satisfaction when met. According3afar et al. (2016),

these explanations is one of the strongest theatdtbundations of the impact of the services glanrmodel, especially
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internal marketing on service quality and custofogalty.
CONCLUSIONS AND RECOMMENDATIONS

This study confirms that every side of the servit@sgle model makes a positive effect on sergaality. It is
concluded that service quality increases as inkeeméernal, and interactive marketing increaseirBplication, banks and
non-bank financial institutions can increase thaligy of services delivered by increasing the lewtleffectiveness of

internal, external, and interactive marketing.

Internal marketing makes a significant positiveeeffon external and interactive marketing. Thusereal and
interactive marketing increases as internal mamggtnproves. Moreover, external marketing makeggaifecant positive
effect on interactive marketing. It is thereforencluded that increasing the level of external m@nkecan improve

interactive marketing outcomes. All hypotheseshefdtudy are thus supported by the data.

Findings of this study suggest that financial ssvirms can benefit from improving the level arfftketiveness
of internal, external, and interactive marketingutetnal marketing can be enhanced by increasingagement
commitment towards by dedicating more resource# #nd prioritising the needs and interests of eiygés. More
specifically, management of the firms should demdgquate resources to empower (through job dasigrconditions),
develop (through training and education), and natév(through satisfactory compensation and thevelsliof fairness in

organisational functions) employees to meet thegds.

External marketing can be improved by periodicalhgerstanding emerging customer needs and usiogatite
ways to communicate the firm’s potential towardstimegy these needs. Market communication tools sischdvertising,
direct marketing, personal selling, and sales pt@mocan be used to champion external marketingsgdoteractive
marketing requires building an innovative custosenvice delivery approach that focuses on the eeliof services that
are in harmony with customer needs. This approaabtrbhe designed to maximise customer value by hgath the

delivery of the most quality services and products.
LIMITATIONS AND FUTURE RESEARCH POINTERS

This study applies data collected on financial sexv firms that agreed to participate. So, onehef main
limitations of this study is the fact that its fings are not generalizable to all financial senfioms in Accra. In addition,
potential covariates were not controlled for whesting hypotheses. Last but not least, two of tkasurement models

were not of a good fit with respect to popular reatendations.

Future researchers are therefore encouraged tpim@te more financial firms in the study populatto increase
the external validity of its findings. It is furtheuggested that potential lurking variables shd@dontrolled for by future
researchers when testing the hypotheses consitretlkid study. An exploratory factor analysis canused to screen each
of the measurement scales prior to using CFA tthétmeasurement models. This step may lead tod fijoof all CFA

models.
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