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Satisfied mtemal customers and theu- attitude are prereqmmtes to satisfied external cus-
So it is important to integrate the service provision process throughout the whole
organization for building a stronger external customer satisfaction index. Delivery of the in-
tended service to the customer is likely to be dependent on the extent of integration of values
and behavior of the employees in an organization. Internal consistency is a powerful influenc-
ing factor in what the external customer perceives from the variety of encounters experienced
in the process of receiving the products and services of a firm.
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Introduction

Excellence in organizations results from a pro-

cess of harmonization of resources towards the goal

of the enterprise. Human resource is the most in-
teractive resource in an organization. It is the driv-

ing force behind the pexfect utility of other resources
for creating sustainable competitive advantage for
the firm. The product, the process, even the code of
manufacmring is not sustainable for the enterprises

m the face of current generation of competltlon, '

technological out bursts and revolution in the
internet.

These revolutions have brought new challenges
to the forefront of managing human resource. With
hierarchal organizations vanishing in a faster pace

from the maps of successful enterprises, a high level

of automation of routine human resource function,
emergence of knowle_dge workers as the key to or-
ganizational success and a high degree of activity/
work out sourcing to the third world for creating
cost leadership, multinational organizations are
looking at internal marketing as the process of in-
tegrating human resource function with the bus1
ness strategy of the orgamzatlons

Large domestic organmatlons are also not free
from this development in the human resource world
and trying to map their competency with a simple
business proposition. The resource based views of
the organization also looks at this strategic devel-
opment and thus proposes that building market

‘competitiveness largély depends on the accep-

tance of final goods and services of the firm by
external customers. The external customers are
not only looking at the quality of the final prod-
uct but also the quality of delivery to them. This

- quality of delivery covers customer contact point

and customer interaction.

" The customer contact point is the point at

“which the customer is involved in physical trans-

action and transfer of ownership. Here he comes
in contact with the product as well as the people
who deliver the product. In an age of sameness,
all products seem similar at least, at the brand
element level. A brand element is that feature
of the product with which the customer physi-
cally comes in contact with like product features,

“label, style, color etc. Even most of the buying

being based on rational reasons in today’s world
due to growth of logic of origin’ it is the human
resource at the front end of the enterprise who
decide the fortune of the business. A good cus-
tomer service can save a brand with comparable
features with other players in business. One
understands the key role of the human resource
for a customer retention strategy from the per-
spective of customer relationship management.

Customer interaction is the second key at-
tribute for developing a sustainable competitive
advantage for the organization. Since the front
end of the organization, to say the sales force or
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with customers with various need proposition and
behavioral patterns, there cannot be a uniform
response pattern for the customer stlm.ulus input.
The reasons of buying for a customer is multifold,
similarly the timing and information search be-
havior of the customer also varies across the spec-
trum of customers, so organization’s human re-
- source has to deal with this arrangement w1th
higher flexibility and logic.

From the above discussion, it can be summa-

rized that for a successful organization, the hu- -

man résource component of the Resource Based
View (RBV) is the key sustainable factor for build-

ing organizational competency. But the degree of .

commitment of the work force largely depends
upon their level of belief and involvement with
the process of achieving organizational goal.

The need of internal marketing orientation is
based over the rationality that unless the busi-
ness enterprise is successful in marketing its busi-
ness philosophy and strategy to its internal cus-
tomers, at no point of time one can build a compe-
tent business organization. . The style of getting
the best out of people varies from organization to
organization but largely depends on a symbolic
exchange process of ideas, values and productiv-

ity principles with the internal customers. Suc-

- cessful companies create a corporate theme, a phi-
losophy of managing people and try to weave their

human resource process around the basic core

philosophy of the organization.

In comparison a successful brand manager
tries to develop a positioning statement for a brand
and weaves its marketing strategy around this
positioning statement and guides the marketing
force through a web of marketing communication
for achieving marketing success. The marketing
success is reflected in the form of high market
share, larger customer base, higher profit mar-
~ gins, equally the human resources has also these
business goals to achieve thlough effective man-
power management.

So external marketing addresses the relation-
ship between firm and its clients where as the
internal marketing refers to the interaction be-
tween the firm and its employees. The research
on internal customer orientation is of recent

' marketing led human resource, comes in contact
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origin which highlights the importance of a sup-
portive relationship between the institution and
the various groups that work within it and its em-
ployees individually ((Berry 1981)). The need for
effective internal marketing is recognized as an
important ingredient in reaching and satisfying
the needs of external customers. Most business
environments are too large for any one individual -
to know everything that is needed to make the
business work. It is for this reason that internal

. customer relationships are needed. Where they do

not exist, employees do not understand the im-
portance of what they do and how this affects oth-
ers in the whole business process. This misunder-
standing breeds waste and duplication and strains .
relationships with most important person of all
i.e. the external customer (Field man (1991)).

Satisfied internal customer and their attitude
are a prerequisite to satisfied external customer. .
So it is important to integrate the service provi-
sion process throughout the whole organization
for building a stronger external customer satis-
faction index. Delivery of the intended service to
the customer is likely to be dependent on the ex-
tent of integration of values and behavior of the
employees in an'organization. Internal consistency
is a powerful mﬂuencmg factor in what the exter-
nal customer perceives from the variety of encoun-
ters experienced in the process of receiving the
products and services of a firm.

Though a successful human resource strategy
largely depends on quality of manpower and the
corporate political environments studies con-
ducted elsewhere suggests that, any effective hu-
man resource system has the capability to trans-
late the war of talent in to a story of successful
corporate transformation. If the human resource
policy of the organization is not integrated with
the business process then it is difficult to develop
an employment brand for retaining a quality
manpower base. :

The McKinsey survey done in 1997 on 6900

 American Executives also suggests that 89% of

those surveyed thought it was more difficult to
attract talented people than it was in 1994
and 90% though it was harder to retain
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job life cycles. Executives throughout the world
are now in to more job hunting than in the past

through internet and net based recruitment sites -
for the simple reason that the level of internal |

customer satisfaction is very low in enterprises

across the world. When the internal customer

satisfaction index is low for organizations, it is
difficult to have a high index on external customer

- satisfaction thus leading to high profit erosion and .
frequent premature death of enterprise. The sole

criminal in the process is the poor retention level
of quality of the internal customer within the en-
terprises.

There is another s1gn1ﬁcant factor workmg

against the process of human resource integra- -

tion with the core business process. The internal
transfer pricing mechanism used in the orgam
- zations for building competitive strategy across

the organization to achieve a high level of cost -
leadership and focus strategy has increased the

level of disenchantment. Orgamzatlonal depart-

- ments are now treated as individual units and by
- the application of principle of internal transfer .

pricing mechanism the profits are distributed

across various departments and so also thereis a .

cost transfer for the semi-finished goods from one

section to another. In this firm mechanism, the

front end of the organization which actually
" handles the customer and generates the revenue

feels dissatisfied and always in the move for or-
“ganizations with different intra- firm practices to

- get a suitable reward for his interactions with

external customers. ‘Many of the brick and mor-
tar executives sudden switching to net based or-
* ganization i isa testl.momal evidence of the failure

of manufacturing enterpnses in their mtemal '

marketmg process.

The ability of the human resource managers'

to explain the internal customers using their ser-
vices has also posed serious problems to their roles

'in the organizations in the face of relentless com-

petitive pressures and orgamzatmnal change The
continuous war of attrition being waged against
excessive corporate costs means that all internal

‘support functions have to demonstrate the:r worth -

irrespective of the departments; be it information
technology, finance, internal audit or human re-

sources. In this context human resource functmn .
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them. Internet has helped the process of shorter |
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has to be able to ensure that it is providing a
business led people management strategy. The
human resource function frequently does well to
the organization but where it fails is in market-
ing it to the internal customers. A classic market-

- Ing failure for much human resource function is
falling in to the trap of confusing what they are

offering or marketing, with what their internal
customers want to buy. Human resource, for that
matter, any support department can very easily
get caught up in the intricacies of competency
frameworks or performance management systems
and in doing so lose sight of the fundamental cus-
tomer requirements. A constant alertness and
sensitivity to the internal customer requirement
should be the vary basis of definition of what
means being internal customer oriented.

‘The focus of human resource varies across or-
ganizations and on various dimensions. A techni-
cally focused human resource department is of-
ten chasing the fashions and fads of the current

- genre of human resource managers bringing a

blame that they are out of touch to the ground
level issues and not delivering relevant and timely
solutions to the organizational problems. The next
trap is the performance focused trap which talks
about the explosion of competency framework that

is too complex and burdensome for organizations

to manage. Organizations are in the process of in-

“venting and reinventing leadership competency
‘profiles which are simple repetition of the old char-

acteristics. Too much concern for employee’s wel-
fare is seen as an attempt for making people happy
or spreading the shower of goodness at the face
value instead of focusmg on creatm g a successful
orgamzatlon

The focus of tha human réadiirc'e should be the -

. traditional objective of motivating people and cre-

ating an exciting place for people to work which
shall hold a promise of fulfilling their goals and
aspirations of life. The other tasks of restructur-
ing and downsmmg for an effective business pro- -
cess reengmeermg, may cut across temporarily the -

- principles of internal customer orientation, but

promotion of alternative employment opportunity
and adequate compensation planning can bring a

synergy’ in delivering people, management solu-

‘tions that help managers in their task of deliver-
ing busmess performance
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Internal customer orientation can integrate

the human resource function with business -

process by generating SImple and right solu-

tions. Keeping process resource strategy, Or-
ganizations should be in busmess of loving tal-

ents through a process of employment brand-
ing, so that human resource department can

attract good people in doing great jobs. Orga-.

nization should have a strong performance

management program 1mplemented across the . '

organization as ably supported by a compen-
sation plan for the :nternal customers.

Conclusmn :

This process is facﬂltated by the human re--'- -
source department and managed by all depart-.
‘ment heads that has to manage the internal -

customers at their respective levels: So the

activity of talent attraction and performance
management can create an efficiency based

web across the busmess organization. . The line
‘managers are to be reoriented for internal cus-

tomer satisfaction program. The line manag-"~
ers need to recognize the link between the busi- y
ness goal strategrc human resource mterven- N

tion and internal customer orlentatlon across e Addey, J (1999) ‘Internal Customer s

the orgamzatlon o

Smce the present and future compames w111 :
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be in the business of managmg knowledge and -

talent, there is a need to establish this link

between the business strategy which talks -
about setting broader financial and marketing

goals, human resource strategy concerned with
managing talent, knowledge and relationship
through internal customer management pro-
gram for attaining these goals. The reflections
of these realizations are seen in people intensive

business like software where people equation ‘is-

linked with continuous business success, in fi-

nancial services sector and in financial markets -
where the valuations are showing indications of .
a lateral shift towards intellectual capital, in the
world of business of knowledge where ow'ning ,

people with ideas is more 1mportant than own
ing huge physical assets.

S Lawrence, H V and Wiswall, A K (1998)

‘How to make internal customers cooper-
‘ate’ Training and Development, Vol. 52, No
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