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The article focuses on the generalization of scientific approaches to defining the essence of

the concept of «internal marketing» and setting its place in the marketing system of the

enterprise.  Addressing the need for a theoretical search for new tools for personnel

management from the standpoint of internal marketing, which ensures the achievement of

competitive advantages of commercial enterprises, modified the choice of topic, goal

setting and objectives of this study. The purpose of the article is to identify the elements of

internal marketing, which determine the direction of development of human resources of

the enterprise. Clarification of the conceptual apparatus of «internal marketing» allows to

systematize its individual elements to achieve an effective impact on the consumer. In

identification of the term of internal marketing, its focus on the consumer was noted,

which is carried out by activating the object of internal marketing - staff. Three key units

have been identified, forming three controlled links: 1) «consumer firm»; 2) «firm-staff»;

3) «staff-consumer». It was found that since the object of internal marketing is the staff of

the firm, and the quality of service provided is determined by the quality characteristics of

its seller, «there is a problem of creating a quality performer». The creation of a quality

performer is realized through the development of its human resources. The unity and

interconnection of personnel, process and product was established; the role of personnel

in the chain of quality assurance was proved, as a result of which the task of internal

marketing is determined by the formation and / or improvement of personnel quality. The

development of human resources of commercial enterprises is presented in the form of a

cyclical management process, which involves constant monitoring of changes in personnel

characteristics and the implementation of corrective measures for their formation. Providing

that, internal marketing is seen as a tool for shaping the characteristics of the staff of

commercial enterprises.
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Introduction and problem statement

Restructuring of Ukraine’s economy in the
direction of growing trends in the scale and share of
trade is not accompanied by an increase in its quality,
which is determined by the efficiency of staff. This
necessitates a theoretical search for new tools for
personnel management from the standpoint of
internal marketing, which ensures the achievement
of competitive advantages of commercial enterprises.

However, despite the changes that have taken place
in the Ukrainian economy in recent years, internal
marketing as a tool for personnel management is
practically not used by Ukrainian managers, in
particular, trade enterprises.

Analysis and exploration of publications

The works of K. Gronroos, E. Gummeson, M.
Dunmore, L. Berry, A. Parasuraman, [5] are devoted
to the issue of «internal marketing». Some issues
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were considered in the works of F. Kotler,
K. Lovelock [2], P. Eiglie and E. Lanjar. Among
domestic researchers, the tools and content of
«internal marketing» were considered by
I. Reshetnikov [5], O. Okuneva [4], M. Sagaidak
[6,7], A. Fedorchenko [8].

However, the complex of internal marketing
as a new tool of personnel management for
commercial enterprises has not yet been developed,
which delays the process of its mass use to improve
the efficiency of trade. Such a statement of the
problem in the theory and practice of personnel
management of the enterprise, as well as the identified
need for practical activities of enterprises, indicates
the relevance of the topic.

The purpose of the article

The purpose of the article: identification of
elements of internal marketing, which determine the
direction of development of human resources of the
enterprise.

Presentation of the main research material

Indeed, the marketing activities of the company
are aimed at conquering the relevant markets and
consumers. However, based on the high degree of
contact between staff and customers, improving the
efficiency of trade enterprises requires the allocation
of the process of interaction between customer and
staff of the enterprise in a special element of
marketing activities. Therefore, marketers began to
divide the marketing complex into external marketing
(marketing activities aimed at the external
environment of the enterprise, such as development
of new services, market research and competitors,
pricing, promotion and advertising) and internal
marketing, such as the principles of organization,
formation and operation of which are aimed at
process of staff interaction with the client.

Some marketers also excrete interactive
marketing (or interaction marketing) as «the ability
of staff to serve the customer» [2], or as «the process
of interaction between the consumer and the staff of
the service firm».

Despite the different goals of external, internal
and interactive marketing, these elements form a
holistic marketing complex of the firm. Internal and
external marketing are different planar elements of
marketing organization, where internal marketing is
aimed at staff as a service provider, external – at the
buyers of these services, and marketing interactions
is the middle link between suppliers and customers.
Since currently internal marketing and marketing
interactions are usually not separated, they are
combined into a single unit within internal marketing.
The author’s approach, consisting in the allocation
of external and internal marketing in the marketing
system, is based on the fact that in various sources
there is a description of internal marketing as the

application of «marketing philosophy and its
approaches to people who serve customers so that
their work was better than at competitors ...» [2].
F. Kotler considers internal marketing as «work on
training and motivating employees of the company,
aimed at improving the quality of customer service».
«The concept of internal marketing is built so that
employees at all levels of the organization do business
in practice and realize that their various activities
and the state of the business environment shape the
customer’s consciousness. The purpose of internal
marketing is to help employees provide the customer
with services that satisfy him» [2]. K. Gronus,
evaluating the concept of internal marketing,
emphasizes that «employees of the firm should be
best motivated to meaningful service and performance
of customer-oriented work [5]. The concept of
internal marketing involves an active marketing
approach and appropriate coordination of staff.
E.D. Novatoroff, for their part, notes: “Internal
marketing involves the application of the philosophy
and methods of traditional marketing in relation to
the company”s staff. Quality standards for the
provision of services to external consumers are
considered as an internal product (good), which is
sold to the staff of the firm as an internal consumer»
[3]. Analysis of the substantive characteristics of
internal marketing allows to conclude about the high
theoretical and methodological potential of the
concept of internal marketing, aimed at meeting the
needs of external customers by meeting the needs of
employees, creating working conditions for staff that
motivate and customer focus. Thus, even with the
successful use of the concept of external marketing,
the firm may not achieve maximum efficiency if not
use all the potential of its most valuable internal
resource – staff, through the formation of internal
marketing, the practical implementation of which is
the most important direction of external marketing.
All things considered, internal marketing is a modern
effective tool for personnel management of the
enterprise. This necessitates the deepening of
theoretical research on internal marketing
technologies and determining the possibilities of their
application in commercial enterprises.

F. Kotler puts forward a number of
requirements for the complex of internal marketing:

– introduction of requirements to the culture
of service, ie organizational culture that supports the
customer service system through company policies,
circulars, incentive system and other actions;

– development of a marketing approach to
human resource management, namely: creating jobs
that could attract proper staff; hiring and training,
as well as lifelong training;

– dissemination of marketing information
among employees, which involves establishing
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communication with consumers through employees
who work directly with them;

– introduction of a system of incentives and
rewards, which provides the evaluation of the work
of employees, compliance with the developed
standards of service, remuneration and
encouragement for the work performance [2].

E.D. Novatoroff argues that internal marketing
«... is designed to create such motivational and
organizational working conditions that would actively
contribute to the creation of functional quality of
service». At the same time, using marketing
terminology, the author proposes to consider work
as «internal product» and the staff as an «internal
consumer»: «... Before selling a quality service to an
external consumer, it must first be «sold» to an
internal consumer, ie staff who are a «part-time
marketer». In other words, the staff must be
consciously motivated by the quality standards set
by the management of external customer service»
[3]. K. Gronus identifies the process of quality service
and behavior of staff who provide services as the
main factors of internal marketing.

Thus, within the general idea of internal
marketing different directions of its formation are
allocated, the structure of its elements is differently
defined. On the one hand, this is due to the
differentiation of services provided by firms, on the
other – to the peculiarities of business and national
traditions of different countries.

Since the object of internal marketing, as
already mentioned, is the staff of the company, and
the quality of service provided is determined by the
quality characteristics of its seller, there is a «problem
of creating a quality performer». Creating a quality
performer is realized through the development of its
human resources.

In determining internal marketing, its focus on
the consumer was noted, which is carried out by
activating the object of internal marketing – staff.
Three key units form three controlled links:
1) «consumer firm»; 2) «firm-staff»; 3) «consumer
staff» [2].

Based on the informationabove, the following
definition can be offered: the development of human
resources of a commercial enterprise is a continuous
and cyclical process aimed at quantitative and
qualitative changes in the composition, structure and
forms of the object in order to improve it by vertical
and horizontal movement of stakeholder interaction,
which allows to form the appropriate characteristics
of human resources to achieve the strategic goals of
the trading company and meet the socio-economic
interests of employees and economic demands of
consumers.

Indeed, the development of human resources
is presented as a socio-economic flow-process in

the form of the movement of resources-results,
activities-consumption by stages of the development
cycle (Figure).

Resources-results characterize a certain set of
characteristics of human resources, reflecting the
qualitative and other state and functioning of human
resources. For example, there are quantitative
resources-results, qualitative resources-results of
human resources of the enterprise, the characteristics
of the use of human resources, which have and can
have a generalized and necessary specific form and
shape at the enterprise. This selection makes it
possible to specify the subject area and the object of
knowledge in the dynamics from general to specific,
overall.

Resources-results characterize a certain set of
characteristics of human resources, reflecting the
qualitative and other state and functioning of human
resources. For example, there are quantitative
resources-results, qualitative resources-results of
human resources of the enterprise, the characteristics
of the use of human resources, which have and can
have a generalized and necessary specific form and
shape at the enterprise. This selection makes it
possible to specify the subject area and the object of
knowledge in the dynamics from general to specific,
overall.

At the same time they can be classified by forms
in accordance with the law of conservation of power:
useful resources-results (work performed or being
performed), losses, useless, harmful resources-results,
reserves of resource-results with a plus, zero, minus.
Types of activity-consumption generally reflect the
functional activity of the enterprise in the process of
transformation of resources-results. All types of
transformation of resources-results are carried out
in types of activity-consumption. They also have the
opportunity from general to individual to conduct
knowledge and research in terms of certainty and to
classify according to the law of conservation of power.
Cycles and stages of development in their turn reflect
the beginning, the order of transformation – the
sequence, direction of movement, completion of
movement and transformation of resources-results,
activities-consumption, which are characteristic of
the development of human resources of the
enterprise. It is also possible to determine the degree
of efficiency of each stage, the entire cycle, each
resource-result and type of activity-consumption. As
a result, knowledge of the development of human
resources and its components is conducted in a
complex, in the relationship of resources-results,
types of activities-consumption in the dynamics of
specific cycles and stages of development at a
qualitatively new – holistic level.

Together, they create a holistic adequate idea
of the development process, reflect quantitatively
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and qualitatively the structure, form, content,
direction and repeatability in continuous motion –
dynamics. Development as a creative process is aimed
at changing the direction and speed of free energy
flows (useful power) in space and time. This change
is achieved through the implementation of ideas that
arise in people’s minds.

Thus, the process of human resource
development is proposed to be considered as a
sequence of stages of development (formation,
expansion and stabilization), including a set of actions
that involve resources and managed to convert inputs
into outputs.

The process approach is not just a description
of a sequence of actions to transform something.
For the process, in addition to the technology of
execution, the requirements for inputs and outputs,
requirements for resources (personnel, production
environment, information, etc.), criteria for assessing
the effectiveness of the process and customer
satisfaction. For each of the processes, an «owner»
must be identified, a person, responsible for the
effectiveness of the process. And most importantly
– before presenting any activity as a process, it is
needed to make sure that this activity brings added
value to the company (ie, firstly, the result of the
activity is of value to the customer, and secondly,
this activity is appropriate in terms of costs its
implementation). For instance, it is enough to
identify the «key competencies»  that bring the
greatest added value to the business, and manage
them as processes. All processes defined in this way
must have their owners. They must have the resources
needed to complete the process.

Thus, the main elements of the process are:
a) participants of the process: they include all

active and passive members of the workforce, whose
interests are affected by changes (the number of
participants in the process can be judged by its nature,
scale and level of coverage) that occur at the
enterprise;

b) the subject (initiator) of the process: one of
its participants, who has significant resources to
maintain the dynamics and direction of change for
a long time. The initiator of the process is able to
have a serious impact on the course of such changes
by reproducing favorable conditions aimed at
achieving the expected result. The influence of the
initiator on the process may not be conscious, which
causes certain changes against the will and interests
of the initiator. This can (among other factors)
stimulate widespread cases of loss of control by the
initiator over the changes caused by it;

c) causes of the process. The reason is
organically inherent in the process and is its internal
source. These changes occur under the influence of
factors (causes of the process);

d) observer – a formal or informal member of
the workforce; is a source of cognitive parameters of
the process. Reflecting the process, the observer,
based on scientific approaches, seeks to recognize
the logic of the process, actualizing the fact of its
course, and develops some imaginary scheme of
understanding and explanation of events obtained
during the observation, ie examines the development
of human resources to meet the standards of capacity
development. The observer is mainly a passive
participant in the process, which is an idea of his
character, gives it some meaning and significance.

The model of the process of development of
human resources at a commercial enterprise can be
very conditionally represented in the form of a
diagram shown in Figure. At the input of the circuit
there is the initial object to be further transformed
and undergoing intermediate stages. The output is
an object with new, predefined and specified
properties. The initial object is defined by a system
of properties, the presence of which is controlled by
standardized means of control and measurement
procedures. Since fluctuations are always possible in
any system and not all properties of the object are
controlled, it is necessary to organize constant
feedback between the subject and the object, and
the properties of the final product must be set, taking
into account the range of permissible values. The
initial object of transformation is often quantitative
and qualitative characteristics of human resources
(Figure). Transformation into a final object is carried
out with the help of human resources development
tools depending on the stages of the development
process (formation, use and stabilization of human
resources) The end result of the transformation is
the formation of characteristics of the use of human
resources.

In general, the flow process of development of
human resources at a commercial enterprise should
consist of a set of elements that ensure the
development of the enterprise in accordance with
its goals. In the process of movement of human
resources, it is advisable to allocate a single
management of individual operations and functions
of this process, which will provide more effective,
both in terms of content and in terms of targeting,
formation and transformation of human resources.

It should be noted that the process exists due
to the needs of the consumer and is performed to
meet these needs. The application of the process
approach begins with those processes that relate
primarily to the needs of external consumers. Thus,
the process of human resource development is a
process that is focused on the consumer, both external
and internal (the company as a consumer of this
process). Therefore, to assess the quality of this
process, external and internal expertise of the human
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resources development process is used. Basically, it
is necessary to pay the attention to an important
element of the process of human resources
development – those who carry out the examination
of human resources development (the fourth element
of the process – the observer). From one hand, an
internal observer is discussed, ie the examination of
human resources development is carried out by the
company itself. On the other hand, an external
observer is discussed, ie the examination of human
resources development is carried out by the consumer.
In both cases, the essence of the examination is to
assess the quality of service according to the service
standards.

Conclusions

Since the purpose of internal marketing is to
create the most favorable conditions within the
company for the staff serving customers, the object
of internal marketing is the staff, the level of activity
and skills which directly determines the level of
customer satisfaction and, accordingly, economic and
financial performance. Internal marketing leads to
the creation of such a human resource management
system of the enterprise, the use of which determines
the successful development of not only the enterprise
itself. The main elements of internal marketing are
aimed at achieving the personal needs of employees
in the process of work, meeting their needs, desires
and aspirations. This leads to a more efficient use of
enterprise capital. As the aim of the organization is
one of the elements of the marketing system, there
is a high correlation between a clear vision of the
goals of the enterprise and the effectiveness of its
operation [1]. As a rule, different companies have
different intermediate goals: conquering the market,
increasing sales, making more profit. But the main
goal is to achieve customer satisfaction as a basis for
high financial and other results. Nomination of this
goal as the main allows you to present other goals as
the results achieved by the company by moving to
the main goal. Due to this, intermediate goals (market
conquest, increased sales, large profits) are only the
result of customer focus.

REFERENCES

1. Dzwigol H., Shecherbak S., Seminikina M., Vinichenko

O., & Vasiuta V. (2019) Formirovanie sistemy upravleniya

strategicheskimi izmeneniyami na predpriyatii [Formation of

strategic change management system at an enterprise]. Academy

of strategic management Journal, 18 (1). Retrieved from https://

www.abacademies.org/articles/formation-of-strategic-change-

management-system-at-an-enterprise-8912.html [in English].

2. Kotler F., Keller K.L., Pavlenko A.F. et al. (2008).

Marketynhovyi menedzhment [Marketing management]. Kyiv:

Vydavnytstvo «Khimdzhest» [in Ukrainian].

3. Novatorov E.D (2000). Audit vnutrennego marketinga

metodom analiza vazhnost’-ispolnenie [Internal marketing audit

using importance-performance analysis]. Marketing v Rossii i

zarubezhom, 1. Retrieved from https://www.cfin.ru/press/

marketing/2000-1/11.shtml [in Russian].

4. Okunieva O.V. (2012). Vnutr³shn³j marketing

p³dpriºmstva [Internal marketing of the enterprise]: Extended

abstract  of candidate’s thesis. Kyiv: KNEU named after V. Hetman

[in Ukrainian].

5. Reshetn³kova ². L. (2015). Vnutr³shn³j marketing u sistem³

marketingu p³dpriºmstva [Internal marketing in the marketing

system of the enterprise]. Marketing ³ menedzhment ³nnovac³j –

Marketing and Management of Innovations, 1, 45-55 [in Ukrainian].

6. Sahaidak M.P. (2013). Formirovanie kontseptsii

vnutrenneho marketinha predpriiatii sfery usluh [Creating the

conception of internal marketing on interpreneur services].

Menedzhment i marketinh. Tekushchie nauchnye problem Vostochnoi

Evropy – Management and marketing. Current scientific problems

of East Europe. (pp. 136-147). Liublun: Politechnika Liubelska

[in Russian].

7. Sahaidak M.P. (2014). Osnovni pryntsypy pobudovy

vzaiemovidnosyn z kontaktnym personalom v systemi

vnutrishnoho marketynhu [Basic principles of building

relationships with frontline personnel within internal marketing

system]. Aktualni problemy ekonomiky – Actual problems of

economics, 9(159), 224-231 [in Ukrainan].

8. Fedorchenko A., Okuneva O. (2015). Vnutrishnij marketyng

pidpryyemstva: teoriya, metodyka, praktyka [Internal marketing of

the enterprise: theory, methods, practice]. Kyiv: KNEU [in Ukrainan].

Received 24.03.2021

Reviewer: Doct. of Econ. Sc., Ass. Prof. Chupryna N.M.

ÐÎÇÂÈÒÎÊ ÏÅÐÑÎÍÀËÓ Ï²ÄÏÐÈªÌÑÒÂÀ Ç
ÂÈÊÎÐÈÑÒÀÍÍßÌ ²ÍÑÒÐÓÌÅÍÒ²Â ÂÍÓÒÐ²ØÍÜÎÃÎ
ÌÀÐÊÅÒÈÍÃÓ

Ãàðì³äåð Ë., Ñòàøåâñüêà ²., Ãîí÷àð Ë.

Ó ñòàòò³ îñíîâíà óâàãà ïðèä³ëåíà óçàãàëüíåííþ íàóêî-
âèõ ï³äõîä³â ùîäî âèçíà÷åííÿ ñóòíîñò³ ïîíÿòòÿ «âíóòð³øí³é
ìàðêåòèíã» òà âèçíà÷åííÿ éîãî ì³ñöÿ â ñèñòåì³ ìàðêåòèíãó
ï³äïðèºìñòâà. Âèð³øåííÿ ïèòàíü íåîáõ³äíîñò³ òåîðåòè÷íîãî
ïîøóêó íîâèõ ³íñòðóìåíò³â óïðàâë³ííÿ ïåðñîíàëîì ç ïîçèö³é
âíóòð³øíüîãî ìàðêåòèíãó, ùî çàáåçïå÷óº äîñÿãíåííÿ êîíêóðåí-
òíèõ ïåðåâàã òîðãîâåëüíèõ ï³äïðèºìñòâ, âèçíà÷èëî âèá³ð òåìè,
ïîñòàíîâêó ìåòè ³ çàâäàíü äàíîãî äîñë³äæåííÿ. Ìåòîþ ñòàòò³
º âèÿâëåííÿ åëåìåíò³â âíóòð³øíüîãî ìàðêåòèíãó, ÿê³ çóìîâëþ-
þòü ñïðÿìîâàí³ñòü ðîçâèòêó êàäðîâîãî ïîòåíö³àëó ï³äïðèºì-
ñòâà. Óòî÷íåííÿ ïîíÿò³éíîãî àïàðàòó ç «âíóòð³øíüîãî ìàð-
êåòèíãó»  äîçâîëÿº ñèñòåìàòèçóâàòè îêðåì³ éîãî åëåìåíòè
äëÿ äîñÿãíåííÿ åôåêòèâíîãî âïëèâó íà ñïîæèâà÷à. Ïðè âèçíà-
÷åíí³ âíóòð³øíüîãî ìàðêåòèíãó â³äçíà÷àëàñÿ éîãî ñïðÿìîâàí³ñòü
íà ñïîæèâà÷à, ùî çä³éñíþºòüñÿ çà äîïîìîãîþ àêòèâ³çàö³¿ îá-
’ºêòà âíóòð³øíüîãî ìàðêåòèíãó - ïåðñîíàëó. Âèçíà÷åíî òðè
êëþ÷îâ³ îäèíèö³, ùî óòâîðþþòü òðè êîíòðîëüîâàí³ ëàíêè:
1) «ô³ðìà-ñïîæèâà÷»; 2) «ô³ðìà-ïåðñîíàë»; 3) «ïåðñîíàë-ñïî-
æèâà÷». Ç’ÿñîâàíî, ùî îñê³ëüêè îá’ºêòîì âíóòð³øíüîãî ìàðêå-
òèíãó º ïåðñîíàë ô³ðìè, à ÿê³ñòü ïîñëóãè, ùî íàäàºòüñÿ
âèçíà÷àºòüñÿ ÿê³ñíèìè õàðàêòåðèñòèêàìè ¿¿ ïðîäàâöÿ, òî «âè-
íèêàº ïðîáëåìà ñòâîðåííÿ ÿê³ñíîãî âèêîíàâöÿ». Ñòâîðåííÿ
ÿê³ñíîãî âèêîíàâöÿ ðåàë³çóºòüñÿ ÷åðåç ðîçâèòîê éîãî êàäðîâîãî
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ïîòåíö³àëó. Âñòàíîâëåíî ºäí³ñòü ³ âçàºìîçâ’ÿçîê ïåðñîíàëó, ïðî-
öåñó òà ïðîäóêòó; äîâåäåíî ðîëü ïåðñîíàëó â ëàíöþãó çàáåçïå-
÷åííÿ ÿêîñò³ îáñëóãîâóâàííÿ, ó ðåçóëüòàò³ ÷îãî çàâäàííÿì âíóò-
ð³øíüîãî ìàðêåòèíãó âèçíà÷åíî ôîðìóâàííÿ òà/àáî ï³äâèùåí-
íÿ ÿêîñò³ ïåðñîíàëó. Ðîçâèòîê êàäðîâîãî ïîòåíö³àëó òîðãî-
âåëüíèõ ï³äïðèºìñòâ ïðåäñòàâëåíî ó âèãëÿä³ öèêë³÷íîãî óïðàâ-
ë³íñüêîãî ïðîöåñó, ÿêèé ïåðåäáà÷àº ïîñò³éíèé êîíòðîëü çì³í
õàðàêòåðèñòèê ïåðñîíàëó òà çä³éñíåííÿ êîðèãóâàëüíèõ çàõîä³â
äëÿ ¿õ ôîðìóâàííÿ. Ïðè öüîìó, âíóòð³øí³é ìàðêåòèíã ðîçãëÿ-
äàºòüñÿ ÿê ³íñòðóìåíò ôîðìóâàííÿ õàðàêòåðèñòèê ïåðñîíàëó
òîðãîâåëüíèõ ï³äïðèºìñòâ.
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Â ñòàòüå îñíîâíîå âíèìàíèå óäåëåíî îáîáùåíèþ íàó÷-
íûõ ïîäõîäîâ ê îïðåäåëåíèþ ñóùíîñòè ïîíÿòèÿ «âíóòðåííèé
ìàðêåòèíã» è îïðåäåëåíèå åãî ìåñòà â ñèñòåìå ìàðêåòèíãà
ïðåäïðèÿòèÿ. Ðåøåíèå âîïðîñîâ íåîáõîäèìîñòè òåîðåòè÷åñ-
êîãî ïîèñêà íîâûõ èíñòðóìåíòîâ óïðàâëåíèÿ ïåðñîíàëîì ñ ïî-
çèöèé âíóòðåííåãî ìàðêåòèíãà, îáåñïå÷èâàþùåãî äîñòèæåíèå
êîíêóðåíòíûõ ïðåèìóùåñòâ òîðãîâûõ ïðåäïðèÿòèé, îïðåäåëè-
ëî âûáîð òåìû, ïîñòàíîâêó öåëè è çàäà÷ äàííîãî èññëåäîâàíèÿ.
Öåëüþ ñòàòüè ÿâëÿåòñÿ âûÿâëåíèå ýëåìåíòîâ âíóòðåííåãî
ìàðêåòèíãà, êîòîðûå îáóñëîâëèâàþò íàïðàâëåííîñòü ðàçâè-
òèÿ êàäðîâîãî ïîòåíöèàëà ïðåäïðèÿòèÿ. Óòî÷íåíèå ïîíÿòèé-
íîãî àïïàðàòà ïî «âíóòðåííåìó ìàðêåòèíãó» ïîçâîëÿåò ñèñ-
òåìàòèçèðîâàòü îòäåëüíûå åãî ýëåìåíòû äëÿ äîñòèæåíèÿ
ýôôåêòèâíîãî âîçäåéñòâèÿ íà ïîòðåáèòåëÿ. Ïðè îïðåäåëåíèè
âíóòðåííåãî ìàðêåòèíãà îòìå÷àëàñü åãî íàïðàâëåííîñòü íà
ïîòðåáèòåëÿ, îñóùåñòâëÿåìàÿ ïîñðåäñòâîì àêòèâèçàöèè îáúåê-
òà âíóòðåííåãî ìàðêåòèíãà - ïåðñîíàëà. Îïðåäåëåíû òðè êëþ-
÷åâûå åäèíèöû, îáðàçóþùèå òðè êîíòðîëèðóåìûå çâåíà: 1) «ôèð-
ìà-ïîòðåáèòåëü»; 2) «ôèðìà-ïåðñîíàë»; 3) «ïåðñîíàë-ïîòðå-
áèòåëü». Âûÿñíåíî, ÷òî ïîñêîëüêó îáúåêòîì âíóòðåííåãî ìàð-
êåòèíãà ÿâëÿåòñÿ ïåðñîíàë êîìïàíèè, à êà÷åñòâî ïðåäîñòàâ-
ëÿåìîé óñëóãè îïðåäåëÿåòñÿ êà÷åñòâåííûìè õàðàêòåðèñòèêà-
ìè åå ïðîäàâöà, òî «âîçíèêàåò ïðîáëåìà ñîçäàíèÿ êà÷åñòâåí-
íîãî èñïîëíèòåëÿ». Ñîçäàíèå êà÷åñòâåííîãî èñïîëíèòåëÿ ðåà-
ëèçóåòñÿ ÷åðåç ðàçâèòèå åãî êàäðîâîãî ïîòåíöèàëà. Óñòàíîâ-
ëåíî åäèíñòâî è âçàèìîñâÿçü ïåðñîíàëà, ïðîöåññà è ïðîäóêòà;
äîêàçàíà ðîëü ïåðñîíàëà â öåïè îáåñïå÷åíèÿ êà÷åñòâà îáñëó-
æèâàíèÿ, â ðåçóëüòàòå ÷åãî çàäà÷åé âíóòðåííåãî ìàðêåòèíãà
îïðåäåëåíî ôîðìèðîâàíèå è ïîâûøåíèÿ êà÷åñòâà ïåðñîíàëà.
Ðàçâèòèå êàäðîâîãî ïîòåíöèàëà òîðãîâûõ ïðåäïðèÿòèé ïðåä-
ñòàâëåíî â âèäå öèêëè÷åñêîãî óïðàâëåí÷åñêîãî ïðîöåññà, êîòî-
ðûé ïðåäóñìàòðèâàåò ïîñòîÿííûé êîíòðîëü èçìåíåíèé õàðàê-
òåðèñòèê ïåðñîíàëà è îñóùåñòâëåíèÿ êîððåêòèðóþùèõ ìåð äëÿ
èõ ôîðìèðîâàíèÿ. Ïðè ýòîì, âíóòðåííèé ìàðêåòèíã ðàññìàò-
ðèâàåòñÿ êàê èíñòðóìåíò ôîðìèðîâàíèÿ õàðàêòåðèñòèê ïåð-
ñîíàëà òîðãîâûõ ïðåäïðèÿòèé.

Êëþ÷åâûå ñëîâà: òîðãîâûå ïðåäïðèÿòèÿ, âíóòðåííèé
ìàðêåòèíã, êëèåíòîîðèåíòèðîâàííîñòü ïåðñîíàëà, ðàçâèòèå
êàäðîâîãî ïîòåíöèàëà.
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The article focuses on the generalization of scientific
approaches to defining the essence of the concept of «internal
marketing» and setting its place in the marketing system of the
enterprise.  Addressing the need for a theoretical search for new tools
for personnel management from the standpoint of internal marketing,
which ensures the achievement of competitive advantages of
commercial enterprises, modified the choice of topic, goal setting
and objectives of this study. The purpose of the article is to identify
the elements of internal marketing, which determine the direction of
development of human resources of the enterprise. Clarification of
the conceptual apparatus of «internal marketing» allows to systematize
its individual elements to achieve an effective impact on the consumer.
In identification of the term of internal marketing, its focus on the
consumer was noted, which is carried out by activating the object of
internal marketing - staff. Three key units have been identified,
forming three controlled links: 1) «consumer firm»; 2) «firm-staff»;
3) «staff-consumer». It was found that since the object of internal
marketing is the staff of the firm, and the quality of service provided
is determined by the quality characteristics of its seller, «there is a
problem of creating a quality performer». The creation of a quality
performer is realized through the development of its human resources.
The unity and interconnection of personnel, process and product
was established; the role of personnel in the chain of quality assurance
was proved, as a result of which the task of internal marketing is
determined by the formation and / or improvement of personnel
quality. The development of human resources of commercial
enterprises is presented in the form of a cyclical management process,
which involves constant monitoring of changes in personnel
characteristics and the implementation of corrective measures for
their formation. Providing that, internal marketing is seen as a tool
for shaping the characteristics of the staff of commercial enterprises.

Keywords: trade enterprises, internal marketing, customer
orientation of personnel, development of personnel potential.
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