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Abstract: - This paper has an emphasis on analytical approach to certain key factors of internal marketing. 
Examining the strength of their impact (financial and non-financial) on the employee motivation levels, in 
September 2019 the conducted survey comprised 300 respondents (sample size), employees - internal 
customers, nurses and hospital staff. Data were collected based on a survey of employee satisfaction, area of 
their jobs. Respondents were employees / hospital staff of the regional hospital center in the Republic of 
Croatia. Analyzed areas had been previously sequenced and grouped in accordance with key factors that 
corresponded to the areas of internal marketing with intensities of their impacts on the level of the satisfaction, 
motivation and the employee productivity. In the analysis, inferential statistics methods (Z-test, Chi-Square test) 
were used to answer the question of whether internal marketing instruments affect employment motivation, and 
to what extent is the response positive, to what extent they affect motivation, and indirectly, to work 
productivity. Questions related to salary, satisfaction with the basic salary, type of employment, and type of 
work provided answers about employee motivation with regard to the financial factor of internal marketing, and 
questions related to when employees use a break at work gave us the answer about the free time to which the 
employee is entitled to, and which affects the level of his satisfaction. The questions concentrated on work 
experiences of employees in the organization presented their loyalty to the non-profit organization. Main 
domains that represented key incentives throughout the interactive empowerments of key factors analyzed are 
education, participation in professional lectures and seminars, conferences, and additional training for 
application of innovative tools. Results confirm basic attitudes about employment in non-profit organizations, 
i.e. that the financial factor is not decisive in choosing employment. Results show narrow connection of loyalty 
with employee’s motivation as non-financial factor of internal marketing, showing in that manner the interest of 
employees for achievements supported by the internal confidence and permanent positive behavior or the 
attitude. These research results contribute to improving the elements of internal marketing. Internal customers' 
attitudes and behavior (i.e., their satisfaction and commitment) is affected by the organizational atmosphere 
component. It is closely tied to internal customers' creativity and productivity. Therefore, it is an essential 
element of organizational performance. 
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1 Introduction 
As dominant logic result of evolution of science and 
profession, the marketing literature has widely 
adopted a service perspective [1] [2] [3] [4] [5]. 
Vargo and Morgan [6] pointed out the work of 
Frederic Bastiat that highlighted the importance of 
service (human effort), utility (i.e. value), and also 
Walras [7] putting an emphasis on importance of 
producer and consumer services interactions, on 
developing of integral economics and the new 
paradigm.  

Although remaining in the shadow of scientific 
approach, co-creating values, sharing emotions, 
need the platform for transmission in the system of 
confidence and beliefs. Transformation of services 
as part of our lives shifts awareness of the service 
marketing empowering consumer and societal 
“well-being.” This means that overall marketing is 
oriented towards services [1] [3], while, adding 
emphasis to the importance of research of services 
the presumption is that value is the grounds for to 
consumers to assess their interactions with the 
providers. Co-created values in communication 
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through the positive experiences in internal 
environment of the organization are empowered. 
Opposite to traditional paradigm, for some scholars, 
sharing economy could prove the base for key 
drivers shifting towards the core of Internal 
Marketing (IM). Sharing knowledge and skills – 
resources - between providers and internal 
consumers is a suggested way of creating value. 
Considering the preeminence attributed to loyalty in 
literature regarding service and marketing [8] this is 
an interesting perspective considering conditions if 
“providers do not attribute to the value to sharing 
services (to transmitting and sharing experiences 
from both sides), it is highly unlike to be repeated. 
Loyalty is defined as an individual’s commitment to 
the company’s success, through the permanent 
stable activities, positive attitudes, and behavior, 
plenty of confidence in organization. It is expressed 
by the confidence of the individual that his 
engagement in the corresponding job is his best 
option. The result is a lack of consideration of other 
alternatives [9]. In accordance with previous, 
parallel digital tools such as Artificial Intelligence 
(AI), Blockchains help businesses to influence 
effectively, emotionally even psychologically their 
target audience, employees in key areas in internal 
environment, such as increasing employee benefits 
tools, productivity (by substitution or 
complementally usage of tools), innovations 
introduction, increasing internal customer 
satisfaction, improving business performance 
through employees’ data sharing. The request for 
insightful and valid service research addresses the 
anticipated changes in order to deal with creating 
more relevant jobs in the service marketing. It 
assumes a new system of values. It is supported by 
propulsion of inherent system of platforms. Crucial 
services in domains such as medical and healthcare 
depend on new technologies [10] while the assets of 
value and satisfaction are likely to be affected by 
this change. It will also affect the way internal 
buyers (employees in hospital) and external 
consumers perceive the quality of services. The 
relationships between (IM) and other relevant 
variables like internal customer satisfaction, service 
innovation, internal service quality, and the 
competitive advantage are analyzed. Competitive 
advantage stems from (IM). 

 
2 Literature review on IM: 

frameworks, components 
Surprisingly, traditional commercial marketing 

could be the most important obstacle for (IM) [11]. 
If a parallel is drawn between Internal Marketing 

(IM) and traditional commercial marketing, it 
highlights the risk of objectifying employees, 
managing them via certain marketing mixes 
developed from segmentation techniques [11]. 

Internal marketing represents the capability of an 
organization to conduct marketing activities aimed 
at the employees. In recent times, internal marketing 
is becoming more important because it is essential 
for achieving competitive advantages in the long 
run. The newer economy poses challenges to 
businesses, highlighting the "soft" variables such as 
the workforce of the organization, their knowledge 
and abilities. The goals of internal marketing target 
people, i.e. skills of employees. Since people 
seemed being the key of the success, it is very 
important to select, to motivate them, while keeping 
in mind improvement of the staff for achieving 
competitive advantages. 

Internal marketing, as part of holistic marketing, 
contains everything that service provider does to 
select, educate and motivate employees, providing 
good services. It indicates the application of the 
marketing philosophy of business to employees who 
serve external customers [12]. 

In order to motivate employees, undertaking an 
effort to recognize specific area of individual 
contributions, an effort must be proven by the 
company focusing on their achievements for reason 
to improve themselves acquainting new activities in 
working area of business, matching with new 
challenges, finally to provide the services to their 
customers in the best manner. Service provider (IM) 
is an umbrella term for a scope of different activities 
within an organization, aimed at developing service 
orientation and service user orientation among all 
employees. 

The area of internal marketing is grounded on 
shared values of qualities of employees, found in 
beliefs, accomplished by activities. When 
determining the type of business, deciding on the 
service to be placed on the market, it must be 
ensured that employees are ready to provide that 
service to the user. Employees must be familiar with 
the mission and goals of the company and being 
without any doubts. They must have knowledge 
related to the execution of the tasks, competencies 
and qualifications by which responsibilities are 
redacted to provide a corresponding service. 

Internal marketing is the work of a team with a 
high-frequency impact of individual responsibility. 
Success is indispensable only with the joint work 
and dedication of all employees within the 
organization. The sum of partial responsibilities and 
knowledge of contributions builds a common result 
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in all areas of business from procurement, 
production, finance, accounting, etc. 

Only if the management successfully transmits 
the vision of the marketing strategy to all 
departments, the company can achieve the set goals. 
Vertical alignment of management levels and 
horizontal alignment between departments within 
the company are also important for successful 
internal marketing. Achieving a sustainable 
competitive advantage is no longer possible by 
using the reflection of past events in decision 
making processes which are based on financial 
indicators alone. Non-financial indicators as 
indicators of business performance are parameters 
which create long-term value and which companies 
focus on [13]. 

Today, most companies present non-financial 
indicators in their annual report, crucial for their 
business processes, such as customer perspective, 
product quality, operating cycle duration, internal 
processes, innovation employee satisfaction, and 
learning and growth perspective [14]. 

Companies have discovered what employee 
behavior is desirable while emphasizing the 
importance of ethical behavior that builds loyalty 
and trust. The importance of motivation, policies for 
rewarding ethical behavior, response to unethical 
behavior are essential to align in the ethical culture 
in the company [15]. 

The efficiency of non-profit companies in the 
field of health care is seen through the efficiency of 
their employees in performing their work in the best 
possible way, i.e. with full commitment to work, 
loyalty and motivation that will result in favorable 
business results. Some of the factors that affect 
employee satisfaction are: the ability to choose a job 
according to personal preferences, organizational 
structure within the company, in accordance with 
the work they do they receive financial 
compensation, acquiring new knowledge, 
interpersonal relationships and empathy, 
relationships with superiors, the possibility of 
advancement. These factors might have a big impact 
on employee satisfaction. It influences on positive 
feelings and satisfaction in the workplace. 

The purpose of the research is to point out the 
influence of internal marketing instruments on 
employees’ job satisfaction in a non-profit 
organization, i.e. to determine the elements of 
internal marketing that motivate employees and thus 
affect productivity. 

The influential elements of internal marketing 
that will affect motivation are financial and non- 
financial forms of motivation. Financial forms 
include compensation for work done, and the 

possibility of advancement, and non-financial, - 
personal work satisfaction, the possibility of 
additional education, free time, and type of work. 

Simmons [16] claims that the pattern change in 
marketing has suggested an integrated approach to 
stakeholder-accountable marketing which accepts 
more socially accountable approach to employee 
expectations. Synayeva et al. highlighted the 
connections between education, health-care, 
economic growth, and the quality of institutions that 
are traditionally linked in the general vision and 
even HDI (Human Development Index) on macro 
level. They explored the intensity, the size of the 
HDI, the strength of the connection and the 
dependence of the same on the amount of social 
sphere resources [17]. Relationship marketing [18] 
seeks long-term, mutual, beneficial relationships 
with external and internal stakeholders (including 
employees). Therefore (IM) should be viewed in 
this way as an instrument to engage employees in an 
interactive manner [11]. Derived from service 
quality improvement, (IM) framework [19] has 
various discerning features: a) in order to make a 
shift in the employees attitudes, and to turn their 
focus on services, employees need to be treated as 
customers, b) by doing this there jobs also need to 
be seen as any given service of the company, c) this 
on the other hand requires using internal marketing 
techniques to engage service-oriented employees 
[20]. 

Innovations are prerequisites for the efficient 
communication, while employees must be interested 
in its active implementation, sharing new actions, 
approaches, knowledge. Innovation activity 
performance will be increased by employee 
motivation eventually leading to an increase in the 
extent of enterprise profitability and 
competitiveness [21]. The approach to defining 
innovation is based on the attitudes towards which it 
promotes the process of creating of new value for 
consumers, stakeholders or internal customers [22]. 
Innovation can be defined from an aspect of the 
idea, process, or product. It is important to delimit 
areas of intensity of innovation impact. Innovations 
are key drivers of transformation [22] that make 
pressure on total quality, efficient time use with 
respect to service providing [22]. Key driver of 
market changes towards innovations are internal 
customers, developing more efficient systems for 
establishing value-based infrastructure that 
emphasize loyalty based internal marketing, 
education oriented towards development of skills 
that are important in overlapping time, for more 
transparent activities that are presence in key time. 
Information and Communication Technology (ICT) 
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strengthened the business of direct service 
providers. Enabling the emergence of new 
innovative tools, business models are based on 
collaboration in internal environment building 
internal C2C. Companies have the option of 
choosing business models. By forming a network of 
providers, no insight into the actual provider was 
offered. The focus of a strategic corporate 
rethinking of nonprofit organizations is visible in 
business models based on organizational 
reengineering. Importance of using of new forms of 
partnerships to encourage the development is visible 
in creation of new business opportunities 
implementing B2B that achieve strengthened 
competitive position thus surviving in dynamic 
conditions. The development of (ICT) supports 
interaction between consumers and stakeholders 
even. As result of that interaction the following 
processes could be evident: business process 
reengineering (BPR) in nonprofit organizations, 
implementation of developmental strategies based 
on new forms of communications [22]. Through the 
specialization of marketing activities, organizational 
efficiency is tested. Such a model is based on an 
innovative business concept and a vision based on 
the selection, adoption and transformation of 
business resources, their optimal management and 
allocation in areas that will guarantee a compelling 
advantage and a global reach. IT infrastructure as a 
concept support requires the more technological 
performance level, including costs - contained in the 
multi applicable modality (from an optimal use of 
information, design and placement of services). It 
involves low costs and the possibility of multi-
channel and multi-media, interactive 
communication in relation to the internal customers, 
and external incentives related to the competitors, 
customers and suppliers. Concerning the allocation 
of resources and experiences, smart actions have an 
emphasis on sustainable process of product 
customization bearing an optimal business condition 
based on responsible organizational structure, 
organizational culture and resources. In order to 
tackle any unpredictability seen as a challenge of the 
business environment, companies apply innovations 
in creating products and business tools for 
communication. According to Dachev and Lazanov, 
the communication and training raise awareness of 
the duties and responsibility for all positions, 
improving the quality of the training process [23]. 

Transferring resources and organizational skills 
from partners enable creation of business strengths. 
Traditional partnerships were motivated by the idea 
of cost reduction. Modern partnerships, intensive by 
the knowledge have goals focused in more 

pronounced learning from partners. For this reason, 
one of the most cost-effective solutions belongs to 
Internet within the distribution channel - B2B 
model. Innovations, personalized approach and 
flexibility in the business in terms of uncertain and 
dynamic environmental conditions are preconditions 
for anticipating future organizational dynamics. 
Treating employees as internal customers leads to 
the changes in their attitude. Positive experiences of 
employees as internal buyers shift their attitudes. 
Improved service quality and competitive advantage 
are direct results of (IM), as well as more service-
oriented employees [20].  
 
2.1 Terminology distinction of (IM) in the 

area of healthcare 
The terms definition has been a subject of a long-
standing debate. Varey and Lewis state [20] that IM 
is a result of the notion of employees as an internal 
market of the organization which requires 
information, education, training reward and 
motivation. The key elements for attracting, 
satisfying and building employee loyalty are: 
selection, education, motivation, rewarding and 
employee trust. 
Internal marketing aims to achieve certain goals, 
which are to increase the level of teamwork of 
employees, greater employee motivation, 
commitment to work and ethical behavior. In order 
to achieve these goals, various techniques and 
means are used: internal written materials and 
information, fostering trust in management, 
decorating the exterior and dressing employees in 
uniforms to promote the “personality” of the 
company and build a sense of belonging. 
The specifics of non-profit organizations in the field 
of biomedicine are primarily in the motive for 
choosing employment. Regarding non-profit 
organizations versus for profit companies, their 
employees are of a different type than those 
employed in for profit companies since their 
motivation does not stem from earning but from 
vocation itself. Therefore, the ways of doing 
businesses, recruiting, motivating and retaining the 
work force of the non- profit sector differs from the 
non-profit one. 
The management of such organizations uses 
different factors to manage employee satisfaction: 
cash benefits, the ability to perform different types 
of work that suit their desires and preferences, the 
possibility of additional education, the possibility of 
advancement, etc. These elements can greatly affect 
employee satisfaction and employee productivity.  
The task of the organization is to find, train, 
motivate and retain such high-quality employees for 
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the mutual benefit of both, the company and the 
employees. As such level of satisfaction is visible to 
the company, i.e. employers, and to the employees - 
the better business, better and the higher quality of 
the services lead to more satisfied and the loyal 
client. Internal marketing ensures the acceptance of 
important marketing principles set by management, 
which must be respected.  
 
2.2 The Components of (IM) 
Training and education, being one of the main 
components of (IM) are identified as rewards 
systems as are all the Components of (IM). There 
are a number of ways to reward employees in the 
company, but the authors Parker, Adams and 
Zielinski [28] highlight the six most important types 
of rewards that include some benefits, skills 
development, individual incentives, recognitions, 
team incentives, incentives focused on 
organizational units. A team is a specific type of 
group, a certain number of people sharing 
complementing skills and a common goal and 
motive, and finally - collective responsibility to 
perform tasks [29]. Education and training, a reward 
system, fairness, and convenience were all identified 
as four measuring factors of (IM) by Yi and Yi [30] 
in a university hospital. Chen and Lin [31] 
introduced a scheme consisting of six dimensions: 
work support, organizational atmosphere, 
organizational communication, educational training, 
motivation, and empowerment. Bermúdez-González 
et al. [32] found three (IM) components: internal 
value exchange, internal communication, and 
training. Ieong and Lam [33] on the other hand 
suggested five elements of (IM): vision, 
communication, overall development, job training, 
and reward system. [30] [32] [33] [34] [35] [36] 
[37]. 
 
2.3 Influence of (IM) on employee 

satisfaction and Self-efficacy 
In their study on the influence of (IM) on employee 
satisfaction in a culturally diverse work setting, 
Huang and Rundle-Thiele [35] conducted a study on 
how (IM) affects employee satisfaction in a work 
setting which is culturally diverse and they 
discovered three dimensions of (IM) internal 
communication, training, and internal market 
research. Lim [38] observed the correlation between 
IM activities, self-efficacy, job satisfaction, and 
customer-oriented attitude among hospital nurses. 
He has determined four dimensions of (IM): 
education and training, reward system, fairness, and 
convenience. Of these four, the author found that 
education and training were the most important. 

Joung et al. [36] created and authenticated a scale 
that evaluated employee perception of (IM). Three 
factors were identified as good predictors of 
employee job satisfaction- vision, development, and 
rewards. Akonkwa [39] found a positive and 
significant relationship between (IM) and employee 
satisfaction. IM and internal customer satisfaction 
have been linked by a positive correlation through 
several studies. [40] [41] [42] [43] [44]. 
Environment and pleasant working climate, 
organizational activities, or organizational facilities 
provided to employees are all factors which can 
provide fun at work [45]. With an end aim of 
improving employee performance, constant 
activities which create feelings of joy and comfort 
must be organized by the management. 
A beneficial correlation between individuals' self-
efficacy and their positive attitudes has been 
revealed through several studies- research [46] [47]. 
Compeau and Higgins [48] found that self-efficacy 
has is an essential element for the development of 
individuals' feelings and behaviors. An increase in 
the self-efficacy of internal customers of the 
varieties of (IM) factors is expected provided they 
are appropriately compensated by the company [49]. 
It is crucial to take into consideration the job 
environment, education and training, and motivation 
when analyzing (IM) in hospitals in order to enlarge 
the self-efficacy of nurses. As Carson and Chase 
argue, motivation is supposed to be increased in 
accordance with the higher level of education [50]. 
 
3 Research framework and 

hypotheses 
 
3.1 Research Framework 
Berry [24] demonstrated how changes in employee 
attitude occur when they are treated as customers. 
Resulting by (IM), they become service oriented, 
meaning improved service quality and competitive 
advantage [20]. This research studies the effect (IM) 
has on the competitive advantage within the public 
healthcare domain. As an operating tool, we have 
created a framework with five (IM) components 
(internal communication, training and education, 
reward system, empowerment, and organizational 
atmosphere) with the application on the medical 
center of employees. The correlations between (IM), 
self-efficacy, internal customer satisfaction, the 
service innovation, internal quality service, and the 
competitive advantage were under close 
observation. 
Data were collected by completing an online survey 
and with the combination of the printed survey in 
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September 2019. Core of research has an emphasis 
on the job satisfaction of employees of non-profit 
organization in Croatia. The duration of the survey 
was 20 days, after which the obtained data were 
statistically processed in order to get answers in 
relation to the set hypothesis. 
Examining the strength of their impact (financial 
and non-financial) on employee motivation in the 
regional hospital Center of Republic of Croatia, an 
analytical approach to the certain key factors of 
internal marketing in the paper was conducted. The 
sample size of 300 employees - internal customers, 
nurses, and hospital staff contribute to review their 
competencies and the dynamics of changed behavior 
of respondents. Data were collected based on the 
survey on employee satisfaction at the workplace in 
September 2019. Respondents were employees / 
hospital staff of the regional hospital center in the 
Republic of Croatia. The areas that had been 
analyzed, in manner of intensities of the impacts 
include satisfaction, motivation and employee 
productivity. They have been sequenced, grouped 
through the key factors - areas of internal marketing. 
The questions are structured around the length of 
work experience of employees in the organization 
related to the loyalty of employees of the non-profit 
organization, education, and further permanent 
education, participation in professional lectures and 
seminars, conferences, additional training, 
application of innovative tools. Finding out close 
connection with employee’s motivation and non-
financial factors of internal marketing, results show 
behavioral orientation, internal incentives and to the 
interests of employees towards motivation. Issues 
related to the salary, satisfaction with the basic 
salary, type of employment, type of work, provide 
answers to the questions about employee’s 
motivation considering the financial factor of 
internal marketing. Issues related to using a work 
break provided an answer related to the free time to 
which the employee is entitled, and if it affects the 
level of his satisfaction. The results of the research 
affirmed the hypothesis, i.e. the view that certain 
elements of internal marketing affect employee 
motivation. In the analysis, inferential statistical 
methods were used to answer the question whether 
internal marketing instruments affect employment 
motivation, (to what extent is the response is 
positive, to what extent they affect motivation), 
indirectly being productive through the work. In 
order to achieve productivity though the motivation 
and greater employee satisfaction, in the non-profit 
organization, the results of this research contribute 
to improving the elements of internal marketing. 
 

3.2 Sample data 
According to the classification based on the number 
of employees, small companies have up to 50 
employees, medium-sized companies from 50 to 
249 employees, and large ones over 250 employees. 
At the timeframe of data collection, the organization 
had 920 employees, of which 390 could meet the 
criteria for analysis. Of the total number of 
employees who could enter the analysis, the sample 
was 341 employees. Of this sample, the total 
number of correctly completed and returned surveys 
was 300, or 88% of the sample, which is considered 
a meritorious and representative result for analysis. 
The survey was completed by 300 employees 
employed in the hospital as non-profit organization, 
or 77% of the total number of employees who could 
have entered in this analysis. Data were collected in 
two ways. A printed questionnaire and a 
questionnaire via the Internet contained identical 
questions. The questions were structured as closed 
and open types of questions, and with the possibility 
of choosing more than one categorical answers. In 
that case, respondents could optionally choose one 
of the offered answers or several offered that were 
conceived in such a way. Out of the total number of 
completed surveys, 52 surveys, i.e. 17.3%, were 
filled out by printed questionnaires, and 248, i.e. 
82.7% via the Internet. Of the total number of 
employees who could enter the analysis, i.e. 390, 
345 of respondents represented women and 45 men. 
As only 10 men completed the survey, which is only 
3.3% of the total number of employees surveyed, 
the results of the survey were not specifically 
processed by gender. The collections lasted for 20 
days, and after that, the data were collected, they 
were processed and the answers were interpreted. 
 
3.3 Hypotheses 
Through this research, we determined how much the 
particular factor of internal marketing affects 
motivation. The data were grouped into 4 groups, 
where each group represented one hypothesis. The 
questions that will be addressed in each hypothesis 
were defined. After comparing two variables, the 
development of the Chi-square test for each data 
group was started. 

H1 – Loyalty affects motivation. For loyalty, 
work experience within the professional field was 
taken as an indicator, and motivation is reflected 
through additional education. The assumption is that 
loyal employees prefer self-development in the 
profession in time of the duration of their working 
experience, motivating them to receive additional 
education in addition to their work. 
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H2 – The amount of the basic salary affects 
motivation. To prove / disprove this hypothesis, data 
concerning employee salaries – taken into account is 
originally taken in national currency. For the 
purposes of this paper, it was converted into 
indicative amounts in euros to obtain a better 
perception of salary according to international 
standards. This hypothesis, i.e. its refutation, 
indicates the existence of other key factors that are 
important as generators of satisfaction and 
motivation. 

H3 – Employees with an indefinite term contract, 
use the break time more often, and this affects the 
motivation level. To prove or reject this hypothesis, 
questions on the type of employment and the use of 
breaks were taken into analysis. The assumption 
was that employees with an indefinite term contract 
mostly use their right to the break, while others use 
that right less, most often due to proving themselves 
as model employees at work. The right to use a 
break indirectly affects employee satisfaction and 
motivation. 

H4 – Motivation for work is reflected through 
the desire for professional development, showing 
dynamics of changes towards the education. Two 
calculations were made for the hypothesis. The 
education and activities of employees that result in 
professional development using new technologies 
and innovative tools for acquiring competencies in 
the field of work, as well as additional participation 
in professional conferences and writing papers in 
the field of popularization of science and the 
professional development, had been taken into 
account and considered. We wanted to prove that 
employees go to professional lectures in order to 
acquire knowledge, master new technologies and 
innovations, i.e. to write professional papers in 
which they participate in the popularization of the 
profession and science in proportion to their 
education. 
 
4 Data and methodology of research 
A survey was used to collect the views and opinions 
of the employees of the regional hospital center. 

The statistical unit included in the sample is 
represented by the respondents, i.e. hospital staff / 
nurses of the regional hospital center in Croatia. 

Out of the total number of employees (920), 390 
or more than third, are the medical staff, nurses. Out 
of 341 of sent questionnaires, the number of 
respondents that validly filled is 300. In total, about 
77% of them were considered meritorious and 
representative for the analysis. 

The method of sampling was also used in the 
paper. This method was used in processing the data 

collected by the survey. The inductive method was 
used to demonstrate the impact of internal 
marketing on nonprofit employees. The deductive 
method was used to explain the impact of employee 
satisfaction on the quality of service provided. 

The analysis for comparing statistic variables in 
each hypothesis in this article, are provided by 
IBM's software SPSS Statistics. IBM SPSS 
Statistics represents a powerful statistical platform 
system, which contains wide range of possibilities 
for diverse statistical data analyzes. For researching 
proposes of this paper, we perform statistical 
analyses such as correlation, comparison of 
variables, chi-squared test, Cramer's V test in SPSS 
Statistics software. 

A Chi-square test, also written as χ2 test, is a 
non-parametric statistical hypothesis test that is used 
for performing data analysis when the result of Chi-
square distribution under the null hypothesis, 
specifically Pearson's chi-square test. Pearson's chi-
square test determines a statistical case of 
significant difference between the expected 
frequencies and the observed frequencies, in one or 
more categories of the contingency table. 

Unlike most statistics, the Chi-square (χ2) can 
provide information not only on the significance of 
any observed differences, but also provides detailed 
information on exactly which categories account for 
any differences found. Thus, the amount and detail 
of information this statistic can provide renders it 
one of the most useful tools in the researcher’s array 
of available analysis tools. As with any statistic, 
there are requirements for its appropriate use, which 
are called “assumptions” of the statistic. 
Additionally, the χ2 is a significance test, and should 
always be coupled with an appropriate test of 
strength. 

Miller and Siegmund argued that Chi-square test 
is a non-parametric statistic, also called a 
distribution free test. Non-parametric tests should be 
used when any one of the following conditions 
pertains to the data: 

1. The level of measurement of all the 
variables is nominal or ordinal. 

2. The sample sizes of the study groups are 
unequal; for the χ2 the groups may be of 
equal size or unequal size whereas some 
parametric tests require groups of equal or 
approximately equal size. 

The original data were measured at an interval or 
ratio level, but violate one of the following 
assumptions of a parametric test: 

a.  The distribution of the data was seriously 
skewed or kurtotic (parametric tests assume 
approximately normal distribution of the 
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dependent variable), and in this way the 
researcher has to use a distribution free 
statistic rather than a parametrical. 

b. The data affect the assumptions of equal 
variance or uniformed. 

c. For any of a number of reasons, the 
continuous data were collapsed into a small 
number of categories, and thus the data are 
no longer interval or ratio. [51] 

 
Bewick explained the situation for non-

parametric tests, including the χ2 assume the data 
were obtained through random selection. However, 
it is not uncommon to find inferential statistics used 
when data are from convenience samples rather than 
random samples. (To have confidence in the results 
when the random sampling assumption is violated, 
several replication studies should be performed with 
essentially the same result obtained). Each non-
parametric test has its own specific assumptions as 
well. The assumptions of the Chi-square include: 

1. The data in the cells should be frequencies, 
or counts of cases rather than percentages or 
some other transformation of the data. 

2. The levels (or categories) of the variables 
are mutually exclusive. That is, a particular 
subject fits into one and only one level of 
each of the variables. 

3. Each subject may contribute data to one and 
only one cell in the χ2. If, for example, the 
same subjects are tested over time such that 
the comparisons are of the same subjects at 
Time 1, Time 2, Time 3, etc., then χ2 may 
not be used. 

4. The study groups must be independent. This 
means that a different test must be used if 
the two groups are related. For example, a 
different test must be used if the 
researcher’s data consists of paired samples, 
such as in studies in which a parent is paired 
with his or her child. 

5. There are 2 variables, and both are 
measured as categories, usually at the 
nominal level. However, data may be 
ordinal data. Interval or ratio data that have 
been collapsed into ordinal categories may 
also be used. 

6. The value of the cell expecteds should be 5 
or more in at least 80% of the cells, and no 
cell should have an expected of less than 
one. This assumption is most likely to be 
met if the sample size equals at least the 
number of cells multiplied by 5. Essentially, 
this assumption specifies the number of 
cases (sample size) needed to use the χ2 for 

any number of cells in that χ2. This 
requirement will be fully explained in the 
example of the calculation of the statistic in 
the case study example [52]. 

 
The formula for calculating a Chi-Square is: 

𝜒2 = 𝛴
(𝑂 − 𝐸)2

𝐸
, 

where O means observed value(s) and E is expected 
value(s). The chi-squared test (χ2) is a measure of 
the difference between the observed and expected 
frequencies of the outcomes of a set of events or 
variables. 

Streiner went through in details about obtaining 
algebraic shapes in calculation of Chi-square test. 
Firstly, calculate the sum of each row, and the sum 
of each column. These sums are called the 
“marginals” and there are row marginal values and 
column marginal values. 

The second step is to calculate the expected 
values for each cell. In the Chi-square statistic, the 
“expected” values represent an estimate of 
distribution. Expected values must reflect both the 
incidence of cases in each category and the unbiased 
distribution of cases. Chi-Square expecteds are 
calculated as follows: 
 

𝐸 =
𝑀𝑅 ∗  𝑀𝐶

𝑛
 

 
where E represents the cell expected value, MR 
represents the row marginal for that cell, MC shows 
the column marginal for that cell, and n is the total 
sample size. Specifically, for each cell, its row 
marginal is multiplied by its column marginal, and 
that product is divided by the sample size [53]. 

The Chi-square table requires the table’s degrees 
of freedom (df) in order to determine the 
significance level of the statistic. The degrees of 
freedom for a χ2 table are calculated with the 
formula: 
 
(Number of rows − 1) × (Number of columns − 1). 

 

For example, a 2 × 2 table has 1 df. (2−1) × 
(2−1) = 1. A 3 × 3 table has (3−1) × (3−1) = 4 df. A 
4 × 5 table has (4−1) × (5−1) = 3 × 4 = 12 df. 
Assuming a χ2 value of 12.35 with each of these 
different df levels (1, 4, and 12), the significance 
levels from a table of χ2 values, the significance 
levels are: df = 1, P < 0.001, df = 4, P < 0.025, and 
df = 12, P > 0.10. Note, as degrees of freedom 
increase, the P-level becomes less significant, until 
the χ2 value of 12.35 is no longer statistically 
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significant at the 0.05 level, because P was greater 
than 0.10. 

For the sample table with 3 rows and 2 columns, 
df = (3−1) × (2−1) = 2 × 1 = 2. Using a χ2 table, the 
significance of a Chi-square value of 12.35 with 2 df 
equals P < 0.005. This value may be rounded to P < 
0.01 for convenience. The exact significance when 
the Chi-square is calculated through a statistical 
program is found to be P = 0.0011. 

As the P-value is less than P < 0.05, the 
researcher rejects the null hypothesis and accepts 
the alternate hypothesis. This procedure of 
interpreting in analysis will be explained better on a 
concrete example in the part related to research 
results. 

 
Fig. 1. Distribution of sample in Chi-square test - 
different degrees of freedom (df) 
 

It depends on the size of the difference between 
actual and observed values, the degrees of freedom, 
and the samples size. χ2 can be used to test whether 
two variables are related or independent from one 
another or to test the goodness-of-fit between an 
observed distribution and a theoretical distribution 
of frequencies. 

To totalize statistical analysis of this paper, we 
demonstrate one another inferential test with 
independent variables. Based on this analysis, the 
most commonly used test is the Cramer’s V test of 
significance. 

A Cramer's V (V) is a way of calculating 
correlation in tables that have more than 2*2 rows 
and columns. It is a coefficient for measuring 
association used as post-test to determine strengths 
of association after chi-square has determined 
significance. V is calculated by first calculating chi-
square, then using the following calculation: 

𝑉 =  √
𝜒2

𝑁(𝑘 − 1)
 

where χ2 is chi-square and k is the number of rows 
or columns in the table. In discussion between these 

tests, chi-square implicates that there is a significant 
correlation between variables, but it does not say 
just how significant and important the hypothesis is. 
The Cramer's V is a post-test to give this additional 
information. 

Describing Strength of Association: 
Characterizations 
>.5  high association 
.3 to .5  moderate association 
.1 to .3  low association 
0 to .1  little if any association 
 

For example, in any correlation, a value of 0.25 
is a weak correlation. It shows up that a relatively 
weak correlation could be expected when a 
phenomena is only partially dependent on the 
independent variable. 
 
5 Results and discussion 
The answers to the questions about the length of 
service in the organization gave us a clearer picture 
of the employee loyalty to the organization. The 
answers were divided into groups per each 
subsequent as following: a) five years of service, 
and the table shows that 53.98% of employees have 
up to 15 years of service, and b) 46.02 of them have 
between 15 and 40 years of service. The results 
speak in favor of the fact that employees are quite 
loyal to the organization. Only 19.32% of 
employees have work experience in the organization 
up to 5 years. Table 1 shows the data in the work 
experience of the respondents grouped in periods of 
5 years. 
 
Table 1. Work experience in the profession (years) 
Years of 

experience in 

the profession 

% of 

respondents 

Number of 

respondents 

0 - 4 19,32% 58 
5 - 9 16,48% 49 
10 - 14 18,18% 55 
15 - 19 10,23% 31 
20 - 24 5,68% 17 
25 - 29 13,07% 39 
30 - 34 7,95% 24 
35 - 39 3,98% 12 
40 - 5,11% 15 
TOTAL 100,00% 300 

Source: Authors’ processing of data 
 

Questions of education, further education with 
work, writing professional papers, attending 
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professional lectures, using computers, and using a 
foreign language at work, in addition speak in favor 
of employee motivation by non-financial factors of 
internal marketing. It indicates the interest of 
employees for further training and progress. 

Regarding education, 53% of respondents 
answered that they have a high school diploma, 33% 
of respondents have a university degree, and 14% of 
respondents have a higher university degree. 

36.41% of the respondents did not attend to any 
additional education. 33.70% of respondents had 
finished higher education, in addition to work, 
16.30% of them graduated from college in addition 
to work, 10.87% stated that they finished something 
else in addition to work, and 2.72% completed a 
differentiated year in addition to work. Fig. 2 
presents data on completed additional education. 

 
Fig. 2. Additional education in addition to work 
after the completion of regular education - by type 
of education 
Source: Authors’ processing of data 
 

When asked about writing professional papers, 
69.32% of respondents answered that they do not 
write professional papers, 20.45% contribute in 
writing professional papers when they are included 
in the paper, and 10.23% write professional papers 
at least once a year. The data is presented in table 2. 
 
Table 2. Writing professional papers 
The reason for writing a 

professional paper 

% of 

respondents 

At least once a year 10,23% 
When I'm included in a paper 20,45% 
I do not write professional papers 69,32% 
Source: Authors’ processing of data 
 

Reasons for attending professional lectures gave 
the following answers: 44.32% of respondents 
answered that they go to professional lectures due to 
business obligations, 26.14% due to innovations in 
the profession, use of digital tools in overcoming 
barriers to knowledge acquisition, 21.59% attend 
professional lectures because they consider it as 
their obligation, and 7.95% do not attend 
professional lectures. Table 3 shows the reasons for 
attending professional lectures. 
 
Table 3. The reason for attending professional 
lectures 
The reason for attending 

professional lectures 

% of 

respondents 

Due to innovations in the profession, 
the use of digital tools in overcoming 
barriers to knowledge acquisition 

26,14% 

I consider education my obligation 21,59% 
Due to business obligations 44,32% 
I don't attend professional lectures 7,95% 
Source: Authors’ processing of data 
 

When asked about the use of computers, the vast 
majority of respondents said that they regularly use 
computers at work, as many as 86.36%, 7.95% of 
respondents use them occasionally, 5.11% use 
computers only at home, and 0.57% stated that they 
never use a computer. When asked about the use of 
a foreign language in business, the answer was also 
mostly positive. 43.18% of respondents speak 
fluently and they have a writing competence in this 
foreign language, 39.77% of them understand but 
speak poorly, while 12.50% use the language with a 
dictionary, and 4.55% stated none of the above. 

Answers to questions about the amount of salary, 
satisfaction with the basic salary, type of 
employment, and the type of work speak about the 
motivation level of employees with regard to the 
financial factor of internal marketing. 

Most employees, i.e. 67% of them have a basic 
salary between 550 and 800 €, while 27% of 
respondents have a salary between 800 and 1050 €. 
The number of employees that have jobs with higher 
salaries is much smaller and i.e. refers to higher 
education, i.e. 6% of them. Table 4 shows data on 
the amount of salary in relation to the education of 
the respondents. 

Regarding satisfaction with the level of the basic 
salary, 93% of them stated that they were not 
satisfied with their basic salary, and 7% of them 
were satisfied with the basic salary, which is 
presented in table 5. 
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Table 4. The ratio of salary and education 
Basic salary (in 

euros) 
Education 

% of 

respondents 

550 – 800 
High school 41,48% 
Higher school 18,18% 
College 7,39% 

Total 550 – 800  67,05% 

800 – 1050 
High school 9,09% 
Higher school 13,64% 
College 4,55% 

Total 800 – 1050  27,27% 

1050 – 1300 
High school 0,00% 
Higher school 0,00% 
College 1,14% 

Total 1050 – 

1300 
 1,14% 

1300 – 
High school 0,00% 
Higher school 0,00% 
College 0,57% 

Total 1300 –  0,57% 

I don't want to 
answer 

High school 2,27% 
Higher school 1,70% 
College 0,00% 

Total „I don't 

want to answer“ 
 3,98% 

Source: Authors’ processing of data 
 
Table 5. Satisfaction with the basic salary 

Salary in euros 

Satisfaction with the basic salary 

(in %) 

Yes No 

550 – 800 4,24% 95,76% 
800 – 1050 10,42% 89,58% 
1050 – 1300 50,00% 50,00% 
1300 – 100,00% 0,00% 
I don't want to 
answer 14,29% 85,71% 

Total 7,39% 92,61% 

Source: Authors’ processing of data 
 

The majority of respondents have a steady 
employment, i.e. 88% of them, 9% have a fixed-
term contract, while 3% of respondents mentioned a 
third work option. When asked about the form of 
work in the non-profit organization, respondents 
gave the following answers: 43% percent work in 
shifts, 34.47% work in the first shift, 10.19% are on 
duty in their work, 7.28% are on standby, and 
4.37% work in three shifts. 

The answers to the questions on the use of a 
break at work speak about the free time to which the 
employee is entitled, and it affects the level of 
his/her satisfaction. 44% of respondents stated that 
they never use a break, 40% of respondents 
sometimes use a break, and only 16% of 
respondents stated that they use a break regularly. 
Table 6 shows the use of break in relation to the 
form of work. 
 
Table 6. The relationship between the form of work 
and the use of breaks 
Form of 

work 

Using a break 

Regularly Sometimes Never 

Turnus 8,89% 35,56% 55,56% 
First shift 23,94% 46,48% 29,58% 
Three shifts 11,11% 66,67% 22,22% 
On duty 33,33% 23,81% 42,86% 
Standby 26,67% 13,33% 60,00% 
Turnus 8,89% 35,56% 55,56% 
Source: Authors’ processing of data 
 

The Chi-square test method was used to prove 
the hypotheses. 

H1 – Loyalty affects motivation. By correlating 
data of work experience in the field and additional 
education, received data, which is calculated with 
given degrees of freedom 8, the level of significance 
of 5% has obtained critical value of 7.63. The result 
of Chi-square statistics is 6.425, which is less than 
the critical value, so the hypothesis is accepted. 

The result of Chi-square approximate 
significance is 60%, which is higher than the 
required probability of matching the observed and 
expected values of 50%. 

The result of Cramer's V approximate 
significance is 65%, which is higher than the 
required probability of matching the observed and 
expected values of 50%. Then, we can assume that 
these two variables are in high association. 

Therefore, we can determine that loyalty affects 
motivation as assumed in the hypothesis. The desire 
for personal advancement through further education 
is consistent with the hypothesis that employees 
prefer self-development in the profession over the 
duration of the work experience. Longer 
employment encourages employees to further 
training. However, it is significant that this desire is 
especially pronounced until the 25th year of service, 
but it continues until the 35th year in reduced 
intensity. This is in line with the acquisition of work 
experience, which after some time has limited 
opportunities to expand. 
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Table 7. Work experience (years) * Additional 
education Crosstabulation 
Work experience 

(years) 

Additional education 

No Yes Total 

0-4 

Count 22 36 58 
Expected Count 21,65 36,35 58,0 
% within Work 
experience 
(years) 

38,2% 61,8% 100,0% 

% within 
Additional 
education 

19,7% 19,1% 19,3% 

Adjusted 
Residual 0,1 -0,1  

5-9 

Count 19 31 50 
Expected Count 18,67 31,33 50,0 
% within Work 
experience 
(years) 

37,9% 62,1% 100,0% 

% within 
Additional 
education 

16,7% 16,4% 16,5% 

Adjusted 
Residual 0,1 -0,1  

10-
14 

Count 15 39 54 
Expected Count 20,16 33,84 54,0 
% within Work 
experience 
(years) 

28,1% 71,9% 100,0% 

% within 
Additional 
education 

13,6% 20,9% 18,2% 

Adjusted 
Residual -1,2 1,2  

15-
19 

Count 10 20 30 
Expected Count 11,2 18,8 30,0 
% within Work 
experience 
(years) 

33,3% 66,7% 100,0% 

% within 
Additional 
education 

9,1% 10,9% 10,2% 

Adjusted 
Residual -0,4 0,4  

20-
24 

Count 5 12 17 
Expected Count 6,35 10,65 17,0 
% within Work 
experience 
(years) 

30,0% 70,0% 100,0% 

% within 
Additional 
education 

4,5% 6,4% 5,7% 

Adjusted -0,5 0,5  

Residual 

25-
29 

Count 20 19 39 
Expected Count 14,56 24,44 39,0 
% within Work 
experience 
(years) 

52,2% 47,8% 100,0% 

% within 
Additional 
education 

18,2% 10,0% 13,1% 

Adjusted 
Residual 1,6 -1,6  

30-
34 

Count 12 12 24 
Expected Count 8,96 15,04 24,0 
% within Work 
experience 
(years) 

50,0% 50,0% 100,0% 

% within 
Additional 
education 

10,6% 6,4% 8,0% 

Adjusted 
Residual 1,0 -1,0  

35-
39 

Count 2 10 12 
Expected Count 7,0 5,0 12,0 
% within Work 
experience 
(years) 

14,3% 85,7% 100,0% 

% within 
Additional 
education 

1,5% 5,5% 4,0% 

Adjusted 
Residual -1,3 1,3  

40-... 

Count 7 9 16 
Expected Count 5,97 10,03 16,0 
% within Work 
experience 
(years) 

44,4% 55,6% 100,0% 

% within 
Additional 
education 

6,1% 4,5% 5,1% 

Adjusted 
Residual 0,4 -0,4  

Total 

Count 112 188 300 
Expected Count 112,0 188,0 300,0 
% within Work 
experience 
(years) 

37,5% 62,5% 100,0% 

% within 
Additional 
education 

100,0% 100,0% 100,0% 

Source: Authors’ processing of data 
 
Table 8. H1 Chi-Square Tests 
  

Value df 

Asymptotic 

Significance 

(2-sided) 
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Pearson Chi-Square 6,425a 8 0,600 
Likelihood Ratio 6,628 8 0,577 
Linear-by-Linear 
Association 0,407 1 0,524 

N of Valid Cases 300     
*The minimum expected count is 7,63. 

Source: Authors’ processing of data 
 
Table 9. H1 – Symmetric Measures 
 Value 

Approximate 

Significance 

Nominal by 
Nominal 

Phi 0,275 0,649 
Cramer's V 0,195 0,649 
Contingency 
Coefficient 0,265 0,649 

N of Valid Cases 300  
Source: Authors’ processing of data 
 

H2 – Salary levels and salary satisfaction affect 
motivation. By correlating data on the amount of the 
basic salary and satisfaction with the salary, data 
were obtained. This, in addition to the calculated 
degrees of freedom 3, the significance level of 5%, 
gave a critical value of 0.22. The result of Chi-
square statistics is 18.253, which is greater than the 
critical value, so the hypothesis is rejected. 

The result of Chi-square test is approximately 
equal to 0.00, which is less than the required value 
and matches the observed and expected values of 
50%. Therefore, we can conclude that this 
hypothesis is rejected, because research has shown 
that the financial factor does not affect the 
motivation. 

The result of Cramer's V approximate 
significance equals to 0%, which is less than the 
required value matches of 50%, so these two 
variables are not in association. 

Rejection of this hypothesis actually confirms the 
basic attitudes about employment in non-profit 
organizations, i.e. that the financial factor is not 
decisive in choosing employment, but people opt for 
these jobs even if they are not satisfied with the 
financial conditions. The vast majority of employees 
are dissatisfied with the amount of the basic salary, 
regardless of the amount. However, they continue to 
do their job, because their job is more than just that, 
it is a calling. 
 
Table 10. Salary levels * Salary satisfaction 
Crosstabulation 

Salary levels 
Salary satisfaction 

No Yes Total 

550-800 

Count 193 9 201 
Expected 
Count 186,26 14,74 201,0 

% within 
Salary levels 95,8% 4,2% 100,0% 

% within 
Salary 
satisfaction 

69,3% 38,5% 67,0% 

Adjusted 
Residual 2,3 -2,3  

800-
1050 

Count 73 9 82 
Expected 
Count 75,99 6,01 82,0 

% within 
Salary levels 89,6% 10,4% 100,0% 

% within 
Salary 
satisfaction 

26,4% 38,5% 27,3% 

Adjusted 
Residual -0,9 0,9  

1050-
1300 

Count 2 1 3 
Expected 
Count 5,0 5,0 10,0 

% within 
Salary levels 33,3% 66,7% 100,0% 

% within 
Salary 
satisfaction 

0,6% 15,4% 1,7% 

Adjusted 
Residual -4,0 4,0  

N/A 

Count 10 4 14 
Expected 
Count 5,0 12,97 17,97 

% within 
Salary levels 85,7% 14,3% 100,0% 

% within 
Salary 
satisfaction 

3,7% 7,7% 4,0% 

Adjusted 
Residual -0,7 0,7  

Total 

Count 278 22 300 
Expected 
Count 278,0 22,0 300,0 

% within 
Salary levels 92,6% 7,4% 100,0% 

% within 
Salary 
satisfaction 

100,0% 100,0% 100,0% 

Source: Authors’ processing of data 
 
Table 11. H2 Chi-Square Tests 
  

Value df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 18,253a 3 0,000 
Likelihood Ratio 9,723 3 0,021 
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Linear-by-Linear 
Association 6,663 1 0,010 

N of Valid Cases 300   
*The minimum expected count is 0,22. 

Source: Authors’ processing of data 
 
Table 12. H2 – Symmetric Measures 
 Value 

Approximate 

Significance 

Nominal by 
Nominal 

Phi 0,322 0,000 
Cramer's V 0,322 0,000 
Contingency 
Coefficient 0,307 0,000 

N of Valid Cases 300  
Source: Authors’ processing of data 
 

H3 – Employees with an indefinite term contract 
use the break time more often, affecting on the 
motivation. To prove this hypothesis, we compared 
the data on the type of employment and the use of 
breaks, where with the calculated degrees of 
freedom 6, the significance level of 5%, the critical 
value of 0.48 was obtained. The result of the Chi-
square statistics is 4.336, which is more than the 
critical value, so the hypothesis is rejected. 

The result of the Chi-square test is approximately 
equal to 63.1%, which is more than the required 
value of matching the observed and expected values 
of 50%.  

The result of Cramer's V approximate 
significance is 63,1% same as asymptotic 
significance in chi-square test, which is higher than 
the required value matches of 50%, so these two 
variables are in high association. 

Therefore, research has shown that employees, 
regardless of the type of employment, in most cases 
do not exercise their right to a break. The premise of 
employee behavior is that older, more experienced 
employees will transfer part of the work to younger 
colleagues who do not yet have permanent 
employment, in order to make it easier for 
themselves. More frequent use of breaks during 
work is an indicator of such behavior. However, the 
type of employment was shown to have no effect on 
the frequency of use of the break. Moreover, most 
employees do not exercise this right on a regular 
basis, which is an indicator of high motivation, but 
it can also be a source of dissatisfaction, and 
management should pay attention to this segment. 
 
Table 13. Type of employment * Using a break 
Crosstabulation 
Type of Using a break 

employment 
Never 

Some-

times 

Regul

arly 
Total 

Definit
e – 
shorter 
than 3 
years 

Count 9 9 2 20 
Expected 
Count 8,87 7,93 5,0 21,8 

% within 
Type of 
employme
nt  

41,7% 41,7% 16,7% 100,0
% 

% within 
Using a 
break 

6,4% 7,1% 7,1% 6,8% 

Adjusted 
Residual -0,2 0,1 0,1  

Definit
e – 
longer 
than 3 
years 

Count 2 2 1 5 
Expected 
Count 5,0 5,0 5,0 15,0 

% within 
Type of 
employme
nt  

33,3% 33,3% 33,3% 100,0
% 

% within 
Using a 
break 

1,3% 1,4% 3,6% 1,7% 

Adjusted 
Residual -0,4 -0,2 0,8  

Indefin
ite 

Count 121 102 43 266 
Expected 
Count 117,93 105,51 42,56 266,0 

% within 
Type of 
employme
nt  

45,5% 38,5% 16,0% 100,0
% 

% within 
Using a 
break 

91,0% 85,7% 89,3% 88,6% 

Adjusted 
Residual 0,9 -1,0 0,1  

Other 

Count 2 7 0 9 
Expected 
Count 5,0 5,0 5,0 15,0 

% within 
Type of 
employme
nt  

20,0% 80,0% 0,0% 100,0
% 

% within 
Using a 
break 

1,3% 5,7% 0,0% 2,8% 

Adjusted 
Residual -1,1 1,9 -1,0  

Total Count 133 119 48 300 

 

Expected 
Count 133,0 119,0 48,0 300,0 

% within 
Type of 
employme
nt  

44,3% 39,8% 15,9% 100,0
% 
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% within 
Using a 
break 

100,0
% 

100,0
% 

100,0
% 

100,0
% 

Source: Authors’ processing of data 
 
Table 14. H3 Chi-Square Tests 
  

Value df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 4,336a 6 0,631 
Likelihood Ratio 4,709 6 0,582 
Linear-by-Linear 
Association 0,056 1 0,813 

N of Valid Cases 300   
*The minimum expected count is 0,48. 

Source: Authors’ processing of data 
 
Table 15. H3 – Symmetric Measures 
 Value 

Approximate 

Significance 

Nominal by 
Nominal 

Phi 0,157 0,631 
Cramer's V 0,111 0,631 
Contingency 
Coefficient 0,155 0,631 

N of Valid Cases 300  
Source: Authors’ processing of data 
 

H4 – Motivation for work is reflected through 
the desire for professional development. To prove 
this hypothesis, calculations were performed on two 
types of data. The professional qualifications and 
activities of employees that result in professional 
development were taken into account, such as 
writing professional papers and attending on 
professional lectures. We wanted to prove that 
employees that go to professional lectures seek to 
acquire knowledge, mastering new technologies and 
innovations, writing professional papers, and 
participating in the popularization of the profession 
and the science in proportion to acquiring the 
qualifications. 

By comparing the data on professional 
qualifications with the writing of professional 
papers, obtained data in addition to the calculated 
degrees of freedom 4, and significance levels of 5%, 
gave a critical value of 2.45. The result of the chi-
squared statistics is 21.547, which is higher than the 
critical value, so the hypothesis is rejected. 

The result of approximate significance chi-
squared test is approximately equal to 0, which is 
less than the required value of matching the 
observed and expected values of 50%. Therefore, 
we can conclude that this hypothesis is rejected. 

The result of Cramer's V approximate 
significance equals to 0%, which is less than the 
required value matches of 50%, so these two 
variables are not in association. 
 
Table 16. Professional qualifications * Writing 
professional papers Crosstabulation 

Professional 

qualifications 

Writing professional papers 

At 

least 

once 

a year 

Only 

when 

includ

ed 

I 

don’t 

write 

Total 

High 
school 

Count 7 26 126 159 
Expected 
Count 16,43 32,86 109,7

1 159,0 

% within 
Professiona
l 
qualificatio
ns 

4,3% 16,1% 79,6% 100,0
% 

% within 
Writing 
professiona
l papers 

22,2% 41,7% 60,7% 52,8% 

Adjusted 
Residual -2,7 -1,5 3,1  

Highe
r 
school 

Count 10 27 63 10 
Expected 
Count 10,33 20,67 69,0 100,0 

% within 
Professiona
l 
qualificatio
ns 

10,2% 27,1% 62,7% 100,0
% 

% within 
Writing 
professiona
l papers 

33,3% 44,4% 30,3% 33,5% 

Adjusted 
Residual 0,0 1,6 -1,3  

Colleg
e 

Count 14 9 18 41 
Expected 
Count 5,0 8,47 28,29 41,76 

% within 
Professiona
l 
qualificatio
ns 

33,3% 20,8% 45,8% 100,0
% 

% within 
Writing 
professiona
l papers 

44,4% 13,9% 9,0% 13,6% 

Adjusted 
Residual 4,0 0,0 -2,7  

Total 
Count 31 62 207 300 
Expected 
Count 31,0 62,0 207,0 300,0 
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% within 
Professiona
l 
qualificatio
ns 

10,2% 20,5% 69,3% 100,0
% 

% within 
Writing 
professiona
l papers 

100,0
% 

100,0
% 

100,0
% 

100,0
% 

Source: Authors’ processing of data 
 
Table 17. H4a Chi-Square Tests 
  

Value df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 21,547a 4 0,000 
Likelihood Ratio 17,887 4 0,001 
Linear-by-Linear 
Association 5,478 1 0,019 

N of Valid Cases 300   
*The minimum expected count is 2,45. 

Source: Authors’ processing of data 
 
Table 18. H4a – Symmetric Measures 
 Value 

Approximate 

Significance 

Nominal by 
Nominal 

Phi 0,350 0,000 
Cramer's V 0,247 0,000 
Contingency 
Coefficient 0,330 0,000 

N of Valid Cases 300  
Source: Authors’ processing of data 
 

Another type of data in this hypothesis, referred 
to education versus attending professional lectures. 
Education and attendance at professional lectures 
were taken into account. We wanted to prove that 
employees go to professional lectures, relative to the 
degree of education they have obtained. 

By comparing the data on professional 
qualifications and attending professional lectures, 
data were obtained which, in addition to the 
calculated 6 degrees of freedom, and the 
significance level of 5%, gave a critical value of 
1.91. The result of the Chi-square statistics is 
12.667, which is greater than the critical value, so 
the hypothesis rejects it. 

The result of the chi-squared test is 
approximately equal to 5%, which is less than the 
required value of matching the observed and 
expected values of 50%. The result of Cramer's V 
approximate significance is 5% same as the result of 
the chi-square test significance, which is less than 
the required value matches of 50%, so these two 

variables are not in association. Therefore, we can 
conclude that this hypothesis is rejected. 
 
Table 19. Professional qualifications * Attending 
professional lectures Crosstabulation 

Professional 

qualifications 

Attending professional lectures 

I 

consi

der 

educ

ation 

my 

oblig

ation 

Due 

to 

innov

ations 

in the 

profe

ssion

… 

Due 

to 

busi

ness 

oblig

ation

s 

I 

don't 

atten

d 

profe

ssion

al 

lectu

res 

Total 

High 
schoo
l 

Count 22 39 84 14 159 
Expected 
Count 33,39 41,34 71,02 13,25 159 

% within 
Professio
nal 
qualifica
tions 

14,00
% 

24,70
% 

52,70
% 8,60% 100,0

0% 

% within 
Attendin
g 
professio
nal 
lectures 

34,20
% 

50,00
% 

62,80
% 

57,10
% 

52,80
% 

Adjusted 
Residual -2,6 -0,4 2,4 0,3   

Highe
r 
schoo
l 

Count 27 24 41 9 101 
Expected 
Count 21,21 26,26 45,12 8,41 101 

% within 
Professio
nal 
qualifica
tions 

27,10
% 

23,70
% 

40,70
% 8,50% 100,0

0% 

% within 
Attendin
g 
professio
nal 
lectures 

42,10
% 

30,40
% 

30,80
% 

35,70
% 

33,50
% 

Colle
ge 

Count 1,3 -0,5 -0,7 0,2   
Expected 
Count 14 15 9 2 40 

% within 
Professio
nal 
qualifica
tions 

8,4 10,4 17,87 5 41,67 

% within 
Attendin
g 
professio
nal 

37,50
% 

37,50
% 

20,80
% 4,20% 100,0

0% 
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lectures 
Adjusted 
Residual 

23,70
% 

19,60
% 6,40% 7,10% 13,60

% 
Adjusted 
Residual 2 1,4 -2,5 -0,7   

Total 

Count 63 78 134 25 300 
Expected 
Count 63 78 134 25 300 

% within 
Professio
nal 
qualifica
tions 

21,60
% 

26,10
% 

44,30
% 8,00% 100,0

0% 

% within 
Attendin
g 
professio
nal 
lectures 

100,00
% 

100,00
% 

100,00
% 

100,00
% 

100,0
0% 

Source: Authors’ processing of data 
 
Table 20: H4b Chi-Square Tests 
  

Value df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 12,667a 6 0,049 
Likelihood Ratio 13,062 6 0,042 
Linear-by-Linear 
Association 2,516 1 0,113 

N of Valid Cases 300   
*The minimum expected count is 1,91. 
Source: Authors’ processing of data 
 
Table 21. H4b – Symmetric Measures 

 Value 
Approximate 

Significance 

Nominal 
by 
Nominal 

Phi 0,268 0,049 
Cramer's V 0,190 0,049 
Contingency 
Coefficient 0,259 0,049 

N of Valid Cases 300  
Source: Authors’ processing of data 
 

The result of the first analysis shows that 
employees will not necessarily be motivated to write 
professional papers. The basic assumption was that 
older, more educated employees would have a 
greater desire for professional advancement, but the 
results proved different. The main reason for such 
results may be that the self-development of nurses 
and other employees in the workplace does not have 
to be limited and conditioned by the criteria for 
writing professional papers, contrary to the 

achievements of physicians which are mainly 
conditioned by these criteria. The cause may also be 
the absence of a condition that defines it as an 
obligation. 
The result of the second analysis indicates that 
employees with higher education will not 
necessarily be motivated to go to professional 
lectures. The same assumption was valid here and 
again the results proved to be different from the 
assumption. The cause may be the absence of a 
condition that defines it as an obligation. Thus, other 
factors that define it as part of the obligation or not 
should also be considered. 
 
6 Conclusion 
In addition to literature review, supported by results, 
it is signed that elements of internal marketing affect 
the satisfaction of employees of non-profit 
organizations in achieving personal excellence, and 
indirectly the high performance of the organization. 
A survey of a sample of 300 employees that lasted 
about 20 days proved that the elements of internal 
marketing have a positive effect on the motivation 
of employees of the organization. 

Elements of internal marketing, whose impact 
was investigated, were grouped into financial and 
non-financial in order to obtain different results of 
the importance of each different element of internal 
marketing on employee motivation and satisfaction. 

By confirming the hypothesis that loyalty affects 
employee motivation, it has been proven that 
longer-term employment motivates employees to 
personal development through additional education 
at professional seminars and writing professional 
papers. New technologies and innovations in the 
field of their work impose the need for 
development, and loyal employees are ready to 
continuously raise their knowledge to a higher level, 
which speaks in favor of their motivation and job 
satisfaction. 

Employees in non-profit organizations are loyal 
to their jobs, they adore them, in a manner that 
present a vocation, So the financial factor, the 
amount of salary, is not crucial for motivation in 
work. This is just one guideline in researching 
motivational factors in healthcare. Even the 
strongest drivers of all motivation dimensions as 
nonfinancial human resource management tools 
were found out by Zemichael, Ejigu and, 
Weldegebreal [54]. We argue that these tools should 
be the focus of stakeholders of the healthcare 
workforce in order to attenuate problems regarding 
motivation. This is supported by the results of a 
survey according to which the hypothesis of the 
amount of salary as a motivating factor was refuted, 
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because most employees are not satisfied with the 
salary, but still do the job they love without the 
desire to change it. 

Employee satisfaction at the workplace is also 
affected by other non-financial factors, and to prove 
the hypothesis we used data on the use of breaks 
during working hours, to which employees are 
entitled. The assumption was that younger 
employees who do not have the indefinite term 
contract period and still want to prove themselves at 
work. They will use the break less than their older 
colleagues. However, it turned out that all 
employees, regardless of the type of employment, 
equally (do not) use their right to a break, so the 
hypothesis was rejected. This may indicate 
dissatisfaction, but at the same time, it indicates 
greater motivation. 

As the last indicator of motivation at work, we 
assumed that employees with a higher level of 
education have a greater desire for further 
professional development. However, as in the 
previous case, this hypothesis was rejected because 
it was shown that the presence of the desire for 
professional development, which is reflected in 
attendance at professional seminars and writing 
professional papers, is equal for employees of all 
levels of education. 

The analysis of the obtained data proved, that in 
non-profit organizations the main role in internal 
marketing is played by non-financial elements, 
primarily the possibility of professional self-
development, self-actualization on that manner, 
developing the excellence, which affects the 
satisfaction and motivation of all employees, 
regardless of their length of service and education. 
The desire to progress and master new innovative 
knowledge and skills are the main motivating 
factors in non-profit organizations. 

The research touched on the topic of 
organizational climate within the organization, 
which can also play an important role in internal 
marketing. The component of organizational 
atmosphere has an effect on internal customers' 
attitudes and behavior (i.e., their satisfaction and 
commitment). It is tied to internal customers' 
creativity and productivity. Therefore, it is an 
essential factor of organizational performance. 
There is a lot of space for additional future research. 

Supported by results, it is shown that co-created 
values in communication through the positive 
experiences in internal environment of the 
organization are empowered. As previously 
suggested, all values are co-created sharing 
resources as knowledge and skills as the most 

powerful innovative tool to achieve an efficient 
business climate. 
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