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ABSTRACT
The aim of this study is to investigate the extent that Internal Marketing (IM) strategies exist in
secondary public schools and whether these strategies influence the secondary public schools’
organizational culture and school effectiveness. The extent that this existing organizational
culture acts as a mediator between the IM strategies and the public schools’ effectiveness is also
investigated. Based on the literature review a conceptual model of IM strategies and components
of Organizational Culture and School effectiveness has been developed to test this on secondary
public schools in Cyprus. A questionnaire was developed to investigate this conceptual model.
After conducting a pilot study with 6 random teachers of a secondary public school to ensure the
appropriateness of the questionnaire, the questionnaire was distributed to 27 high schools (both
Gymnasiums and Lyceums) excluding the teachers participating in the pilot study. In total 1,115
questionnaires were distributed to teachers and headteachers of 17 high schools from Larnaka, 5
from Famagusta and 5 from Nicosia. Of the 1,115 questionnaires distributed, 517 were
completed, representing a 46% response rate. The town with the highest response rate was
Famagusta followed by Larnaka and Nicosia. In the data analysis, 5 of the questionnaires were
incomplete so they were withdrawn from the sample as there was missing data.
SEM methodology using AMOS 21 software has been carried out. In this investigation, there is
an evidence of the existence of IM strategies in the secondary public schools although their
presence is limited, especially that of Relationship Development (RD) strategies. IM strategies
which include Human Resource Management (HRM), Relationship Development (RD) and
Education Process and Internal Customer Segmentation (EPICS) strategies affect significantly
the public secondary schools’ organizational culture which in turn affects positively the school
effectiveness. Therefore, the public schools’ organizational culture acts as a mediator between
IM strategies and school effectiveness. There is also a positive direct relationship between IM
strategies and school effectiveness.
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CHAPTER 1: INTRODUCTION

1.1 Background
Education is a human right and the provision of proper education provides individuals the
opportunity for a better future for them and their families. In an era of a rapid globalization
change and in today’s turbulent and uncertain economic times, people compete for better jobs in
a demanding international labour market and hence their educational background is vital to
provide them with the right opportunities to succeed professionally. Improvements in education
will not only benefit individuals on a private level but this benefit will also disseminate on a
national level to the rest of the economy as a result of positive externalities. Due to the
advancements in education, any country will successfully achieve economic growth and
economic development, ensuring both an increase in its real GDP per capita and its Human
Development Index, hence improving the standard of living of its people. Educational
institutions play an important role in assisting students to achieve their own ability to maximize
learning opportunities and sustain their self-learning through globalization, localization and
individualization (Cheng, 2003).
However, in order to achieve excellence in education, schools and school leaders specifically
need to practice the right strategies by utilizing their existing resources efficiently, pursuing at
the same time school effectiveness. Educational institutions must instill in their students the right
educational knowledge and skills to succeed in their professional and academic careers. School
principals looking to improve student performance should focus on improving the school culture
by getting the relationships right between themselves, their teachers, students and parents
(Macneil, Prater, & Busch, 2009). As schools are open social systems with five important
elements or subsystems: the structural, the individual, the cultural, the political, and the
pedagogical, organizational behavior is therefore a function of the interaction of these elements
in the context of teaching and learning (Hoy & Miskel, 2013).

16

INTRODUCTION

Therefore, the challenge of any educational institution is to achieve school effectiveness; its
leaders should acknowledge that in order to achieve this, it is necessary first to understand its
organizational culture and if needed to amend it (Millan et.al., 2014). Culture is the collective
programming of the mind which distinguishes the members of one group or society from those
of another. It consists of the patterns of thinking that parents transfer to their children, teachers to
their students, friends to their friends, leaders to their followers and followers to their leaders. It
is therefore impossible to coordinate the actions of people without a deep understanding of their
values, beliefs and expressions (Hofstede, 1984, p.82). Understanding the culture, results in
understanding the organization (Schein, 1988). Internal Marketing can help educational
institutions to adapt to future change and achieve high quality in education.
A school culture incorporates norms, values, beliefs, traditions, and rituals that have built up over
time as people work together, solve problems, and confront challenges. This set of informal
expectations and values shapes how people think, feel, and act in schools and it is up to school
leaders—principals, teachers, and often parents —to help identify, shape, and maintain strong,
positive, student-focused cultures (Peterson & Deal, 1998,p.28). In fact, a truly positive school
climate is not characterized simply by the absence of gangs, violence, or discipline problems, but
also by the presence of a set of norms and values that focus everyone’s attention on what is most
important and motivate them to work hard toward a common purpose (Jerald, 2006).
Papasolomou and Vrontis (2006) argue that Internal Marketing (IM) through its emphasis on
‘internal customers’ creates a people oriented culture that establishes the foundation for building
a strong corporate service brand.

In fact, the generally accepted view of IM is that it is

concerned with creating, developing and maintaining an internal service culture and orientation,
which in turn assists and supports the organization in the achievement of its goals. For this
reason, in order to achieve excellence in education, schools and school leaders both in public and
private schools need to practice the right strategies by utilizing their existing resources efficiently
and effectively in pursuing school effectiveness. Internal Marketing can help educational
institutions to create a people oriented culture, establishing the right foundation for a strong
17
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corporate service brand that will adapt to future change and achieve high quality in education.
Internal Marketing strategies could be incorporated by the school management to pursue school
effectiveness.

1.2 Statement to the problem
Over time schools in secondary education face issues concerning negative behavior on behalf of
their students and teachers. This is especially prominent in poorer and deprived areas of a
country. Indeed recent negative behavior on behalf of teachers and students in the public
secondary schools of Cyprus has been also an issue of concern both for the Ministry of
Education and for the Parents Association Committee of the public schools. According to a
report by the OECD, Cyprus was placed 49th amongst 72 nations in terms of global school
quality (OECD, 2015). The results were even worse in PISA 2018 research study where pupils in
Cyprus scored again below average and Cyprus was placed 53rd amongst 78 nations (OECD,
2018). Despite expenditure on education being higher than other countries in the OECD, Cyprus
continues to face challenges with regards to efficiency and quality in public education with
teacher costs being high and learning outcomes, especially in basic skills, remaining low (EU
Commission Education and Training monitor report, 2015). This proves that provision of
financial incentives such as high salaries in public education are insufficient to improve current
quality and so the introduction of new policies should be incorporated in the management of the
public schools. In addition, negative behavior by students in public schools is further supported
by a study conducted by Marios Vryonides and Maria Kalli (2012) on interethnic violence in the
school environment. In this study psychological violence is the most recurrent form of violence
in the Cypriot public schools due to different ethnic background and there are also cases where
children exert physical violence against other children (in the form of bullying) but not because
of differences in ethnicity, religion or language (Vryonides & Kalli, 2012, p.241). Furthermore, a
Cyprus state-wide survey shows that about 2% of students of compulsory lower secondary
education drop-out every year, the majority of whom do so in the first year of their secondary
studies (Cyprus Pedagogical Institute, 2002). Despite the low percentage of students dropping
out of compulsory education, it seems that the phenomenon exists among upper secondary
18

INTRODUCTION

education students. The Labour Force Survey of EuroStat (2005) shows that approximately
14,000 teenagers drop out school in the last 10 years and this figure has been considered quite
disturbing taking into consideration the size of the country and the fact that the numbers are
comparatively higher than the average rate of the European Union countries (Symeou, MartinezGonzalez & Alvarez-Blanco, 2012). This negative behavior on behalf of the students might be
the result of both poor management and deficient school organizational culture which results to
lack of school effectiveness.
Due to these challenges, new strategies are required to be implemented in the public schools that
require altering the existing culture of an organization to align employees’ attitudes with these
strategies (George, 1990). Many scholars have found evidence supporting the view that an
internal marketing-oriented organizational culture is a major element in a successful service
industry operation and that employee job satisfaction can be improved (Bowen, 1986; George,
1990; Grőnroos, 1990; Rafiq & Ahmed, 2000; Shiu and Yu, 2010). In fact, Rafiq and Ahmed
(2000) discuss five needs that Internal Marketing is focused on and as a result it can be applied to
schools, namely: (a) The need to take an interest in teacher motivation and satisfaction; (b) The
need to be oriented towards teachers and the satisfaction of customers (students); (c) The need to
promote internal coordination and connection; (d) The need to adopt marketing thinking; (e) The
need to present the specifics of an organization and a formal strategy. In educational institutions,
these needs are relevant and thus the concept of Internal Marketing might be valuable for
schools. Following this, Internal Marketing strategies could be implemented by the management
of the public schools in Cyprus as a possible remedy of the current situation. In fact, in the
context of Cyprus, studies conducted by Pashiardis (1995; 1998) and by Pashiardis, Savvides,
Lytra, and Angelidou (2011) have shown that successful school leaders have great love and
ambition for their profession, keep to traditions and national heritage, often take risks by
opposing the will of the Ministry and are good administrators and good managers of time
(Pashiardis, Kafa & Marmara, 2012). Following this, Internal Marketing strategies will be useful
to successful school leaders achieving school effectiveness.
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However, although Internal Marketing is widely recognized by academics and practitioners,
specific models for practicing Internal Marketing in the public sector are scarce (Papasolomou &
Vrontis, 2006). This is partly because in bureaucratic organizations exist rigid rules and
structures to guide work and such rules and structures form barriers to the application of Internal
Marketing (Zampetakis & Moustakis, 2007). Furthermore, in the educational system in Cyprus,
as both principals and teachers rotate schools very often (every two or three or four years at the
most), it is difficult for a principal to change the school culture, as the transformation of culture
is a time consuming process (Kythreotis, Pashiardis & Kyriakides, 2010, p.234). Therefore, for
IM strategies to be effective all principles should incorporate them as part of their school culture.

As far as the education system in Cyprus is concerned, it consists of the pre-primary education
that is compulsory for all children between 4 8/12 -5 8/12 years old; the primary education that is
compulsory for all children over the age of 5 8/12 years old and has a duration of six years; the
secondary education that offers two three-year cycles of education – Gymnasio (lower
secondary education) and Lykeio (upper secondary education) and it is for students between the
ages of 12 and 18; the post-secondary vocational education and training (post-secondary
institutes of VET) offers a two years programme of vocational education and training; and the
higher education which includes the public and private universities operate in Cyprus (Appendix
G). This research study is based on lower and upper secondary education and excludes secondary
technical and vocational education. In Cyprus, enrolment in primary and secondary public
schools is free for all students up to the age of 18 and the official language of instruction in all
public schools is Greek. After the completion of primary school all students proceed to
secondary school, which is made of six educational years (3 years of lower secondary, Gymnasio
and another 3 years of upper secondary education, Lykeio) (Vryonides & Kalli, 2012).

The Cyprus education system is highly centralized and each school must follow the guidelines
provided by the Ministry of Education and Culture (MOEC) that is responsible for the
implementation of educational laws and the preparation of new legislation. Schools are
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controlled directly by the Ministry of Education through the Inspectorate and school principles,
the latter has less responsibility than in many other school systems (Pashiardis, Kafa & Marmara,
2012). The appointment of teachers and principals is highly centralized through the Education
Service Commission appointed by the Government. Principals are not consulted about the
appointment of personnel or the allocation of money to their schools and national standards or
tests are non-existent in the Cypriot system and hence teachers administer their own tests for
assessing students (Pashiardis, Kafa & Marmara, 2012).

1.3 Purpose of the study
The aim of this study is to investigate the extent that Internal Marketing (IM) strategies exist in
the secondary public schools in Cyprus; whether these strategies influence the public schools’
organizational culture; and whether this school culture acts as a mediator between these
strategies and the public schools’ effectiveness. Also a direct effect between IM strategies and
school effectiveness in secondary public schools is also investigated.
Based on extensive literature information, various IM strategies are constructed and tested in the
public schools context to assess their existence and their influence on the secondary public
schools’ organizational culture and public schools’ effectiveness. Four groups of IM strategies
are suggested: (1) Relationship Development (RD) Strategies, (2) Human Resource Management
(HRM) Strategies, (3) Education Process (EP) Strategies and (4) Internal Customer
Segmentation (ICS) Strategies. Education Process (EP) and Internal Customer Segmentation
(ICS) are joined together in the model (EPICS) as ICS relates to the individual targeting of every
teacher as part of the education process. The variables chosen to test the schools’ organizational
culture and schools’ effectiveness are also extracted from literature. Six components are
suggested to test public schools’ organizational culture and these are: (1) Masculinity Vs
Femininity, (2) Individualism Vs Collectivism, (3) Uncertainty Avoidance, (4) Power distance,
(5) Learning culture and (6) Type of culture. Each component has various variables to affect it
respectively. In addition, four components are suggested to test public school effectiveness: (1)
Effective Leadership (ELS), (2) School Environment (SE), (3) Effective Teaching (ET) and (4)
21
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Effective Support from Parents (ES). Each component is affected by various variables. Effective
Leadership (ELS), School Environment (SV), Effective Teaching (ET) have 12 variables
respectively while Effective Support from Parents (ES) has 5 variables.

1.4 Research aims and questions
The uniqueness of this study is the testing of IM strategies on the secondary public schools’
organizational culture and schools’ effectiveness using SEM research methodology, analyzed
with AMOS 21 software.
The research aims that are addressed therefore in this paper are:
 To investigate the extent of application of IM strategies in public secondary education.
 To examine the influence that IM strategies have on the public schools’ organizational
culture.
 To examine the extent that IM strategies influence the public schools’ effectiveness
through public schools’ organizational culture.
 To examine the direct effect of IM strategies on the school effectiveness.
Based on the above research aims, the following research questions have been investigated in
this study:
 To what extent are IM strategies applied in public secondary education?
 What is the effect that IM strategies have on the public schools’ organizational culture?
 To what extent IM strategies influence the public schools’ effectiveness through public
schools’ organizational culture?
 What is the direct effect of IM strategies on the school effectiveness?

1.5 Importance of study
There is an extensive literature on Internal Marketing and services. Starting from 1970s and
onwards, various researchers including Berry (1981); Flipo (1986); Grӧnroos (1981), (1985);
Trumbly & Arnold (1989); Berry & Parasuraman (1991); Piercy (1995); Piercy & Morgan
22

INTRODUCTION

(1991); Rafiq & Ahmed (1993); Morgan & Piercy (1992); Collins & Payne (1991); Edvardsson
et.al. (1995); George (1990); Mohr-Jackson (1991); Ballantyne 2000; and many more, discuss
the concept of Internal Marketing. Although there is disagreement among academics regarding
the definition of Internal Marketing, most of the studies associated to Internal Marketing are in
the sectors of financial services, health care, retail, hotels, manufacturing and education.
The studies in education associated with Internal Marketing are mainly in higher tertiary
education (universities) and primary education. The studies on Internal Marketing are mainly
qualitative research studies such as case studies (e.g. Logaj & Trnavčevič ,2006; Cambra-Fierro
& Cambra- Berdún, 2008; Schüller & Chalupský, 2011) and few quantitative research studies
using SEM mainly in primary education (e.g. Huang 2012; Chi,H.,Yeh,H. & Liou,J.,2016).
Furthermore, although the importance of Internal Marketing is widely recognized by academics
and practitioners, specific models for practicing internal marketing in the public sector are scarce
(Papasolomou, 2006). This research study is an addition to the academic community as it
investigates Internal Marketing in secondary public education using SEM methodology.
Additionally, this study suggests strategies that head teachers in secondary public sector schools
could incorporate to overcome the recent problems faced in schools, pursuing school
effectiveness. Educational leaders must acknowledge Internal Marketing strategies and apply
them in their school context by taking actions to transform their current school culture into one
which ensures happier teachers and students, greater efficiency and outstanding school results.

1.6 Definition of Terms
This study looks at the relationship between Internal Marketing (IM), Organizational Culture
(OC) and School Effectiveness (SE). As a result it requires an understanding of the following
definitions:
Internal Marketing (IM) – IM can be seen as a planned use of marketing-like approach to
overcome organizational resistance to change; and to align, motivate and inter-functionally coordinate and integrate teachers towards the effective implementation of corporate and functional
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strategies; delivering at the same time customer satisfaction through a process of creating
motivated, committed and customer oriented teachers (Rafiq and Ahmed, 2000, p.454).
Organizational Culture (OC) – Culture to an organization is like character to a person. It
provides meaning, direction and motivational forces to members of an organization (Yu-Je Lee,
2011). Organizational culture as defined by Schein (1996) is the set of shared, taken-for-granted
implicit assumptions that a group holds and that determines how it perceives, thinks about and
reacts to its various environments (Burton &Peachey,2013).
School Culture – A school culture refers to the way people perceive, think, and feel about things
of a school (Erickson 1987). It is a complex web of norms, values, beliefs and assumptions, and
traditions and rituals that have been built up over time as teachers, students, parents, and
administrators work together. This invisible, taken-for-granted flow of beliefs and assumptions
gives meaning to what people say and do (Peterson & Brietzke, 1994, p.6). Phillips and Brown
(1993) argue that, school culture is the beliefs, attitudes and behaviors which characterize a
school.
School Effectiveness (SE) – School effectiveness is a complicated concept that is multifaceted
(Uline, Miller & Tschannen-Moran,1998), as the school evaluation needs multi-level indicators
(i.e. the school, groups, individuals) and multi- facet indicators (input, process and output of
schooling) in addition to the academic development of students (Cheng, 1990;Cheng 1993). It is
the ability of schools to achieve their objectives based on their strategic planning, school
leadership and organizational climate (Nasser, 2009). It refers to the successful operation in
terms of awareness of the school’s missions by the administrators, school managers and teachers
and the ability of the school to change, develop and adapt over time (Jacob & Shari, 2012).

1.7 Limitations of the study
Although validity and reliability of this study were considered when collecting the data and when
analyzing the data using AMOS, there are still various methodological limitations which need to
be considered for future studies:
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(1) The questionnaire method has known limitations therefore adopting a mixed-method
approach to data collection could have helped to overcome the problems of a single
method. Using multiple techniques can diminish the limitations of individual methods.
(2) A bigger sample of data including secondary high schools of other towns of Cyprus such
as schools in Paphos and Limassol would have increased the accuracy and
generalizability of the current results.
(3) Language barrier was another limitation regarding this research study. As the
participants’ first language was Greek, the questionnaire had to be translated from
English to Greek. Although, the researcher matched the meanings of the questionnaires
and ensured accuracy, it is possible that the translated questionnaire was not exactly
identical to the original, given the structural and idiomatic differences between English
and Greek.
(4) There are various limitations regarding the use of SEM which the researcher considered
them and she engaged in this practice based on available guidelines and justifications,
ensuring avoidance of misguided conclusions from the structural equation model.

1.8 Organization of dissertation
This study is organized into five chapters. Chapter 1 introduces the study by providing a broad
overview of this via analyzing the background, identifying the problem and explaining the
purpose of the study, setting the research aims, defining the key terms, presenting the
significance and limitations of the study, and describing the organization of the study. Chapter 2
presents a review of the relevant literature. Chapter 3 offers the methodology that includes the
research design, instruments and procedures for data collection and analysis. Chapter 4 presents
and discusses the results of the study. Finally, Chapter 5 presents a summary of the study,
conclusions, suggested strategies for educational leaders, and recommendations for further
research.
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CHAPTER 2: LITERATURE REVIEW

“A service company can be only as good as its people.
If they aren’t sold, customers won’t be either”. (Berry & Parasuraman, 1991)

“If teachers do not enjoy class, their students will not enjoy it either!”
(Good & Brophy, 1994)

2.1 Introduction
Teachers’ jobs are more complex than ever before. They must respond to the needs of a diverse
and changing student population, a rapidly changing technology in the workplace, and demands
for excellence from all segments of society (Fullan, 1993). Introducing Internal Marketing in
education can improve the teaching profession resulting to school effectiveness.
The term Internal Marketing (IM) was first introduced in the 1970s as a management approach in
order to build and retain service delivery competence (Varey & Lewis, 2000). For some years IM
has been of interest to practitioners and academics in marketing and other discipline of
management and published papers focus on definitions, its roles in organizations and various
empirical investigations. Yet it is clearly still an evolving subject, with no firm theory or strong
empirical evidence base to show how and why it is of value to managers. Also, there is a debate
on defining the concept and hence a thorough reconsideration of the depth and breadth of the
conceptual basis of IM is necessary (Varey &Lewis, 1999; Varey & Lewis, 2000).
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The concept of IM originates in the field of services marketing. Over time, this concept has
advanced from its traditional approach of seeing the employee as internal customer, expanding to
all types of organizations and combining specific management instruments. Therefore, new
approaches have appeared, placing the process of IM between the fields of human resource
management and marketing (Catalin et.al, 2014).
Internal Marketing has two main focuses. One it pairs external and strategic marketing efforts by
facilitating personal interactions between staff and clients and encouraging the attraction and
satisfaction objectives. Secondly, it develops and maintains a motivated and satisfied workforce
that adds to the organization’s external and strategic marketing objectives and to quality,
productivity and efficiency. IM should be a holistic management strategy that focuses on
developing customer-conscious employees (Dunne & Barnes, 2000 as cited in Varey & Lewis,
2000).
IM can be seen as the application of marketing, human resources management, and allied
theories, techniques, and principles to motivate, mobilize, co-opt, and manage employees at all
levels of the organization to continuously improve the way they serve external customers and
each other (King, 1991). It begins at the hiring process, continuous through the training phase
and continuous in importance as the employee joins the company (Kaplan, 2017). Berry (1981)
was the first to define IM as viewing employees as internal customers and Ballantyne (2003)
defines IM as a relationship development strategy for the purpose of knowledge renewal while
Kotler and Amstrong (1991) defines IM as the task of successfully hiring, training and
motivating able employees to serve the customer well.
Therefore, applying the definition of IM suggested by Rafiq and Ahmed (2000, p.454) to
education, IM can be seen as “a planned use of marketing-like approach to overcome
organizational resistance to change; and to align, motivate and inter-functionally coordinate and integrate teachers towards the effective implementation of corporate and
functional strategies; delivering at the same time customer satisfaction through a process of
creating motivated, committed and customer oriented teachers.”
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In this study a holistic approach to Internal Marketing has been considered. This philosophy
according to Ćorić and Vokić (2009) combines the three functional areas of internal
communications, human resource management and marketing and is grounded in a relationship
marketing theory, not relying solely on traditional marketing concepts and tools. For this reason,
IM strategies in this study include Relationship development strategies, HRM strategies and
Education Process and Internal Customer Segmentation strategies.

2.2 Internal Marketing Defined
Most of the published work to date regarding Internal Marketing (IM) has come from American
writers (Berry et.al. and George) although some considerable interest has been shown by the
Nordic School of Marketing academics, most notably Grönroos and Gummesson, and in the UK,
Piercy and Morgan have dealt with the more strategic issues of internal communication and
service culture and marketing orientation especially in professional services (Varey, 1995). In
fact, the interaction of European and American scholars enhanced the development of the field of
services marketing (Berry & Parasuraman, 1993). According to Kaurav et.al (2016) recent
doctoral research has identified the concept of IM as a solution to various issues and challenges
such as: i) inter-functional coordination and integration, ii) customer orientation, iii) marketinglike approach, iv) job satisfaction, v) employees’ empowerment, vi) stakeholder’s motivation,
vii) quality of service, viii) stakeholder’s development, ix) vision of the firm, x) strategic
rewards, xi) internal communication, xii) senior leadership, and xiii) training and development
(Table 2.1).
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Table 2.1 Internal Marketing Variables (Kaurav et.al, 2016)
Internal Marketing Variables

Authors in chronological order

Inter-functional coordination and integration

Winter, 1985; Narver & Slater, 1990; Glassman &
McAfee, 1992; Sincic & Vokic, 2007; Nahavandi,
Caruana & Farzad,2008

Customer orientation

Grӧnroos, 1981; Hogg & Carter, 1996; Bansal,
Mendelson & Sharma, 2001; Naude, Desai & Murphy,
2003.

Marketing-like approach

George, 1990; Hogg & Carter 1996

Job satisfaction

George, 1990; Bansal, Mendelson & Sharma, 2001;
Nahavandi, Caruana, & Farzad, 2008

Empowerment

Grӧnroos, 1981; Berry & Parasuraman, 1991; Rafiq &
Ahmed, 1998

Stakeholder’s motivation

Rafiq & Ahmed, 1998; Preston & Steel, 2002; Jaiswal &
Saha, 2007; Nahavandi, Caruana & Farzad, 2008

Quality of service

Berry & Parasuraman, 1991; Preston & Steel, 2002;

Stakeholder’s development

Foreman & Money, 1995; Piercy & Morgan, 1989

Vision of the firm

Foreman & Money, 1995

Strategic rewards

Ahmed & Rafiq, 2003; Jaiswal & Saha,2007

Internal communication

Ahmed & Rafiq,2003; Sincic & Vokic, 2007

Senior leadership

Ahmed & Rafiq, 2003;Jaiswal & Saha,2007

Training and development

Preston & Steel, 2002; Jaiswal & Saha, 2007;
Nahavandi, Caruana & Farzad, 2008

According to Pitt et.al (1999), more attention has been given to IM by scholars outside of the
marketing discipline than by those within it because marketing is more externally focused and it
appears to be more of a reality for disciplines such as human resources (HR) and operations
management (OM). Therefore, there is a great confusion in the literature as to exactly what IM
is, what it is supposed to do, how it is supposed to do it and who is supposed to do it. The variety
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of interpretations as to what makes IM, has led to a range of activities being grouped under the
umbrella of IM (Rafiq & Ahmed, 2000). Due to this variety of interpretations and definitions,
difficulties resulted in the implementation and widespread adoption of the IM concept (Ahmed &
Rafiq, 2002). Therefore, in order for IM to be effectively used as a paradigm of organizational
change management and its strategies to be effectively implemented, its definition should be
clarified.
As said by Rafiq and Ahmed (2000), over the last 25 years there are three separate yet closely
intertwined aspects of theoretical development of the IM conceptualization, namely an employee
motivation and satisfaction phase 1, a customer orientation phase 2 and a strategy
implementation/change management phase 3. Under each of these phases different views
regarding IM have been discussed. Under the employee motivation and satisfaction Phase 1, the
IM concept lies in efforts to improve service and the overall effect of this was to give attention to
employee motivation and satisfaction as an important factor impacting customer satisfaction.
The term IM appears to have been used first by Berry et al(1976), then by Sasser and Arbeit
(1976),George (1977) and Thompson et al.(1978) and Murray (1979) and who supported that
personnel is the most important market of a service company (as cited in Rafiq & Ahmed,2000).
Even though the term IM was not directly used by them, the idea of IM was present (Ahmed &
Rafiq, 2002). But Berry (1981) was the first to define IM as ‘viewing employees as internal
customers, viewing jobs as internal products that satisfy the needs and wants of these internal
customers while addressing the objectives of the organization’ (as cited in Ahmed & Rafiq,
2002, p.4). The logic of this is that by satisfying the needs of internal customers, an organization
should be in a better position to deliver the quality required to satisfy external customers.
Considering effective internal marketing as a requirement to effective external marketing reveals
relationship marketing in a means-end context. Effectively, companies must establish
relationships with noncustomer groups (the means) to successfully establish relationships with
customers (the end). Therefore, internal relationship marketing can be used to pave the way for
external relationship marketing (Berry, 1995, p.242; Berry & Parasuraman, 1991, p.171).
Tansuhaj et al. (1988), developed the Services Marketing Management Model, that connects the
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concept of internal marketing with that of external marketing. This model implies that IM
strategies and tactics enable employees to be inspired with loyalty, to be involved in the job
decision-making, and to be satisfied with the job being offered, furthermore, to be stimulated in
their behavior toward excellent quality of service provision ( as cited in Goel, Goel & Singhal,
2012, p.32) .

In order to realize then its potential in services marketing, a firm must realize its potential in IMthe attraction, development, motivation, and retention of qualified employee-customers through
need-meeting job-products (Berry & Parasuraman, 1991, p.171). As Berry (1981) also supports,
treating employees as internal customers has become the main aim for IM not only in services
marketing but in other areas as well. This was an idea that Japanese quality managers tried in the
1950s (Ballantyne, 1997). However, this concept of IM views jobs as if they are internal
products offered to employees. The IM task is to improve the job ‘products’, using marketing
thinking to gain new insights and there is an implied assumption that managers control all IM
exchanges. In Berry, the dominant logic is that organizations need employees who are satisfied
with their jobs (as products) in order to have satisfied customers (Ballantyne, 2000).
This external marketing success due to customer contact employees was also supported by
Sasser and Arbeit (1976) who stated that service employees are at the front of the firm’s public
image and hence capable and well-motivated employees are the firm’s products. As stated by
Sasser and Arbeit (1976) the firm’s most critical productive resources are its workforce and
services managers should regard jobs as principal products and employees as the most important
customer. They also argued that the internal exchange objects from employees are time, energy
and values and from the employer money.
Also George (1977) agreed with Berry that for a company to have satisfied customers, the firm
must have satisfied employees. Attraction, retention and motivation of high quality staff is
especially important in situations where the quality of the service is the only competitive
advantage that a company has. The effect of employing an IM approach would be to create more
satisfied customer-contact employees and in order to do that the treatment of employees as
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customers is fundamental. The founder usually attracts, employs and retains employees who
have similar characteristics to him/her (Yeong Ng & Ngee Ng, 2014).
As seen above, Berry and Parasuraman (1991) also supported the philosophy of employees as
customers, the same philosophy that Rafiq and Ahmed (1993) criticized for various reasons
discussed later in this chapter. They suggested that the companies practicing IM most effectively
will: (1) compete aggressively for talent market share, striving to employ the best employees;(2)
offer a vision that brings purpose and meaning to the workplace; (3) equip people with the skills
and knowledge through continuous learning to perform their service roles excellently; (4) bring
people together to benefit from the fruits of team play, one of them being an antidote of burnout;
(5) leverage the freedom factor where empowerment of employees result to service excellence;
(6) nurture achievement through management and rewards; and (7) base job-product design
decisions on research (Berry & Parasuraman, 1991, p.171).

Figure 2.1 Essentials of Internal Marketing (Berry & Parasuraman, 1991, p.152)

Know Thy
Customer
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and
Reward
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Qualified
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Leverage the
Freedom
Factor
Stress Team
Play
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On the word of Brooks et.al (1999), there are at least two types of internal customers who exist
within the firm and they use different criteria to evaluate the quality of the service which they
receive from their internal suppliers. An internal market consists of groups communicating to
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other groups within the organization and these groups can be viewed as internal customers and
internal suppliers. Hence IM is considered to be the process of creating market conditions within
the organization to ensure that internal customers’ wants and needs are met. IM focus is therefore
the management of relationships between internal customers and their internal suppliers (Brooks
et.al, 1999). Indeed, Rosenblunth and Peters (1992) also argue that the customers’ needs should
come second to those of the employees, as customer needs can only be met successfully after the
employees’ needs have been met adequately (Broady-Preston & Steel, 2002). In addition, Pitt
et.al (1999) support that the staff should be committed to excellent service delivery before the
organization can promise on it. This view is also supported by Kotler & Keller (2006).
In Phase 2 Customer orientation, IM relates to interactive marketing. Grönroos (1981)
supported and recognized that not only do buyer-seller interactions have an impact on purchasing
and repeat purchasing decisions but also buyer-seller interactions provide a marketing
opportunity for the organization where customer-oriented and sales-minded personnel is
required. Grönroos (1981) further views IM as a means of joining the different functions that are
important to the customer relations of service companies (Ahmed & Rafiq, 2002). In this phase
IM is seen as a method of motivating personnel towards customer consciousness and sales
mindedness, using marketing-like activities (Grönroos (1985); George (1990); Berry and
Parasuraman (1991); Ballantyne (2000)). The adoption of marketing-like techniques internally
makes the definition of Grönroos similar to that of Berrry’s (1981) as far as marketing-like
techniques are concerned with the difference that in Grönroos definition employees are not
treated as customers (Rafiq & Ahmed,2000).
Therefore, Grönroos (1981) emphasized on getting more motivated and customer conscious staff
at all levels of the firm by improving open two-way communications and coordinating tasks
between front line and support staff. This approach to IM focuses more on the internal work
effort of staff, so as to meet the needs of external customers (Ballantyne, 2000). IM is hence a
precondition for successful external marketing. It includes both an attitude management aspect
and a communications management aspect. Without active and continuous IM efforts the effect
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of interactive marketing on customers will be negatively influenced as well as service quality and
customers will start to defect, resulting to reduction in profitability (Grönroos, 1994).
Regarding the importance of the role of IM in an organization, it depends on whether the firm
has chosen a transaction-type strategy or a relationship-type of strategy. In transaction marketing,
most or all of the firm’s customer contacts are related to the product itself and to traditional
marketing mix activities. Marketing and sales specialists are responsible for the total marketing
function and there are no part-time marketers as Gummesson (1994) also supported. Thus, the
internal interface between functions has no or very limited strategic importance to the firm
(Grönroos, 1994). But in relationship marketing according to Grönroos (1994) the customer
interface is much broader involving often even a large number of part-time marketers in several
different functions and IM is of significant strategic importance to success. In fact, an in-depth
and on-going internal marketing process is mandatory to make relationship marketing a success.
Thus, if IM is neglected, external marketing suffers or fails (Grönroos, 1994).
Grönroos (1990) also distinguishes between tactical and strategic approaches to IM. At the
tactical level, IM may include ongoing training, encouragement of formal and informal
communication, and internal market segmentation while at the strategic level, IM adopts
supportive management styles and personnel policies, internal service training and marketing
planning procedures (Hogg & Carter, 2000 as cited in Varey & Lewis, 2000). In fact, when
employees understand and commit to the value proposition of the company, they become product
campaigners and consequently external marketing becomes more effective (Mishra, 2010).
However, attracting employees for the purpose of becoming part-time marketers, developing
their marketing skills and knowledge, and building an organizational climate for marketing will
fail to deliver intended results if employees constantly leave the company and customers are
continuously facing different-or inexperienced-service providers (Berry, 1995). Thus, service
firms must pay their attention and use their resources on attracting, developing, motivating, and
retaining qualified employees through job-products that satisfy their needs. Internal marketing is
the philosophy of treating employees as customers. The crucial goal of internal marketing is to
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encourage effective marketing behavior and to build an organization of marketers willing and
able to create loyal customers for the firm (Berry and Parasuraman, 1991). Hence, by satisfying
the needs of its internal customers, a firm enhances its ability to satisfy the needs of its external
customers. Fulfilling employee needs enhances employee motivation and retention due to higher
employee satisfaction resulting to more external satisfaction and loyalty (Berry and Parasuraman,
1991; Ahmed & Rafiq, 2003). Furthermore, Berry and Parasuraman (1991, p.162) supported that
barriers to performance may occur when the different parts of a firm act ‘without cohesion or a
unified spirit’, therefore reducing front line customer contact employees. They emphasized the
value of treating staff the way you would want them to treat “our guests” (customers) (Berry and
Parasuraman 1991, p.151). The assumption here is that this provides a climate for effective
marketing behavior as happy staff equals to happy customers (Ballantyne, 2000). This staff
climate/customer satisfaction link is also supported by George (1990). An opposing view is that
staff will be committed when they believe that what they (as staff) are required to do is
contributing to what customers value (Ballantyne, 1997).
Moreover, Ballantyne (2003) defines IM as a relationship development strategy for the purpose
of knowledge renewal and supports five key propositions in support of this definition: (1)
Relationship development begins with exchanges of mutual value between participants; (2) IM
requires a process of learning activity;(3) Relationship development mediates between learning
activity and knowledge renewal; (4) Knowledge renewal is the purpose of IM; and (5) IM gains
legitimacy through external market relevance. Hence, relationship mediated IM then becomes a
force for culture change, based on interactions within networks of relationships and the elements
of relationship development for IM are learning activity, knowledge renewal, and a spontaneous
participant community of employee ‘’actors’’ (Ballantyne, 2003). This knowledge renewal
process can go further and deeper in dialogical interaction, leading to the co creation of new
knowledge (Ballantyne, 2004, p.121). This new knowledge creates a new learning activity.
In fact, Ballantyne (2004) supports a logical relationship-mediated theory of IM, one which has
knowledge renewal as its purpose and market orientation and improved market based
performance as its end goal. Knowledge exchange patterns in organizations are shown to be
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hierarchical, inter-functional and networked. A four-phase IM cycle that includes ‘energising’,
‘code breaking’, authorising’ and ‘diffusing’ is included in this knowledge exchange patterns.
The IM cycle is also supported by three structural elements which are learning activity,
spontaneous community and knowledge renewal. Relationship development for IM is based on
exchanges of value, with benefits intended for customers, employees and the sponsor company.
Relationship development has been shown to be the mediating variable between learning activity
and knowledge renewal, and a vital factor in internal marketing (Ballantyne, 2004). The notion
of customer consciousness is also a necessary result of IM activity because customer
consciousness is generated, shared and enhanced in iterative cycles of action and learning
through IM (Ballantyne, 2004). Therefore, IM is a relationship development process where it is
facilitated by the sharing of knowledge through a network of voluntary internal staff
relationships in order to produce external marketplace outcomes. IM generates knowledge within
a firm and the behaviors found in IM are deeply enabled by trust as trust is necessary between
participants to form new relationships. Network members choose to connect to each other. To
keep these internal networks together requires the cyclical internal marketing activity
(Ballantyne, 1997). Additionally, Kotler (1994, p.170) proposed a services marketing triangle
which represents a triad of marketing relationships on which managers should focus their
attention: (1) The relationship between the customer and the company (external marketing);(2)
The relationship between the customer and employees (interactive marketing); and (3) The
relationship between the company and employees(internal marketing). Internal networks of
relationships will support and nurture IM activity (Ballantyne, 2000).

In the last phase, Phase 3, broadening the IM concept – strategy implementation and change
management the authors here began to recognize the role of IM for implementing strategy
(George 1990; Piercy and Morgan, 1991; Rafiq&Ahmed, 1993; Ahmed & Rafiq 1995; Ahmed &
Rafiq, 2002; Ahmed, Rafiq & Saad 2003). The development of IM as an implementation vehicle
was also accompanied by the growing support that IM had potential as a cross-functional
integration mechanism within the organization (Ahmed & Rafiq, 2002). George (1990) argued
that IM is a philosophy for managing the organization’s human resources and later Piercy and
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Morgan (1991) supported the role of IM as an implementation tool/methodology who showed
that the tools and techniques of external marketing could be applied internally. They suggest the
application of the external 4Ps marketing management approach to internal markets although this
appears to present some difficulties in practice (Hogg & Carter, 2000 as cited in Varey & Lewis,
2000).Their model considers the broader nature of external marketing efforts by including
relationship marketing and also integrates interactive marketing efforts into the model. IM has
been seen as a mechanism for reducing departmental and inter-functional friction, overcoming
resistance to change. As a result IM applications have spread to all types of organization not just
services. Following these, the scope of IM activity is much wider than motivation of employees
towards customer consciousness and IM can be defined here as: ‘planned effort to overcome
organizational resistance to change and to align, motivate and integrate employees towards the
effective implementation of corporate and functional strategies’(Ahmed & Rafiq, 2002, p.9).
This phase places less emphasis on the concept of employee as customer and more on the tasks
and activities required for the effective implementation of marketing and other programmes to
achieve customer satisfaction, recognizing the central role of employees.
In fact Ahmed and Rafiq (1995) set methodological boundaries for IM. They do this by
proposing a multi- stage schema built around the 4Ps with three strategic levels (direction, path
and action). In limiting the range of the internal marketing tools they are returning to marketinglike methods (Ahmed and Rafiq, 1995). Also, Varey (1995) offers a holistic model for marketoriented management that permits a variety of internal change management approaches. Varey
presents an internal marketing model as a process or mechanism for integrated market-oriented
management, i.e. management for change. IM can ensure that the marketing concept and practice
are not the only property of a marketing department and that functional specialists interact with
marketers to form internal customer-focused alliances. IM should apply the marketing concept in
driving and modeling a customer-oriented strategic management process in which business
performance is the product (outcome) rather than planning or a plan (a product orientation). IM
dynamically links external to internal operating environments (Varey, 1995). Varey (1995)
emphasizes the societal nature of internal marketing and that it is not only limited to economic
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exchange. This refers to the development by managers of a work climate of psychological
support, helpfulness, friendliness and mutual trust and respect, recognizing employees as
individuals and treating them with dignity and respect.
Lings (2004), develops a new construct ‘internal market orientation’ which closely parallels and
complements existing models of external market orientation. ‘By re-conceptualizing market
orientation to encompass internal as well as external markets, a more holistic model of marketing
may be developed’ (Lings, 2004, p.5). Internal market orientation (IMO) is about identifying and
satisfying the wants and needs of employees as a prerequisite to satisfying the wants and needs
of customers. As he proposed: ‘A company orientation which accommodates both internal and
external aspects on an equal footing will be more effective in formulating strategic responses to
market intelligence than a company orientation which has a predominately external focus,(Lings,
1999,p.10).
Gounaris (2008, p.405) also supports that as the adoption of the market orientation concept
influences the company’s (external) marketing practices, the adoption of the IMO concept
conditions the company’s IM practices. In his study, he found that the company’s culture
influences the adoption of the IMO concept which in turn this is an important antecedent to the
IM programs implementation. Therefore, companies sharing the appropriate cultural mix and
develop the IMO concept will be more likely to implement IM programs successfully. In
addition, he argues that employee’s job satisfaction level is directly determined by the degree to
which the company has adopted the IMO concept and practices IM, although the effect of the
adoption of the IMO concept is stronger than the adoption of IM practices (Gounaris, 2008).

Furthermore, researchers also view Market Orientation (MO) and Internal Marketing Orientation
(IMO) as two inter-related concepts, probably falling under the marketing philosophy umbrella
(Gounaris, Vassilikopoulou & Chatzipanagiotou, 2010). In another study by Naudé, Desai and
Murphy (2003), using the internal marketing orientation (IMO) scale developed by Foreman and
Money, they found that among the single item variables, age location and length of tenure all
impacted upon levels of IMO while among the multi-item variables the most important
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determinant of IMO was the perceived market orientation of local managers and direct
managers/supervisors as well as aspects of communication, socialization and workplace
satisfaction. Also Conduit and Mavondo (2001) support organizational dynamics and managerial
action in areas such as employee training, effective communication systems and managing
human resources which are critical for an internal customer orientation and consequently a
market orientation. In fact Tsai, Wu and Chang (2012) found in their research study that Internal
Marketing significantly influences market orientation and Abzari, Ghorbani and Madani (2011)
argue that internal marketing influences market orientation directly and then market orientation
affects organizational commitment. Awwad and Agti (2011) also support that internal marketing,
organizational commitment and organizational citizenship behaviors had a positive direct effect
on banks’ market orientation.

Achieving a market orientation therefore depends on everyone in an organization, not just those
with assigned marketing responsibilities. A market orientation enhances performance by raising
employee morale, job satisfaction, organizational commitment and pride in belonging to a firm
in which all departments and individuals work toward the common goal of customer satisfaction
(Mohr-Jackson, 1991).Market orientation is related to top management emphasis on the
orientation, risk aversion of top managers, interdepartmental conflict and connectedness,
centralization, and reward system orientation (Jaworski &Kohli, 1993). Therefore, internal
market orientation is a mechanism for instilling a “people” orientation into an organization, and a
requirement for improving and strengthening the quality of public services among employees
within public and non-public organizations (Papasolomou, 2006). Implementing an internal and
external market orientation in public organizations requires the alignment of people, processes,
and policies in a transformational manner with the ultimate objective of creating advantages for
both publics: employees and customers/citizens (Rodrigues & Pinho, 2010 as cited in Rodrigues
& Pinho, 2012 p. 286).

However, there are barriers to market orientation that need to be overcome to achieve it. These
include: imperfection of employee decision making as a result of their lack of management skills
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and inexperience; managers themselves and employees at all level can resist new orientation
strategies, tactics and plans; and the culture of the organization. However, the attitude and
actions of employees is the stronger influencer of high levels of market orientation and IM
influences the belief, understanding and commitment to market orientation of employees. For
this reason, the ability of an organization to keep high levels of market orientation largely
depends on the ability of the organization to keep effective IM through the internal and external
measurement of market orientation. In order to sustain and develop market orientation the
control of organizational culture is important for marketers as organizational control refers to the
ability of the organization to direct, evaluate and discipline its employees. Without detail
understanding of the issues associated in the management or manipulation of organizational
culture, the development of market orientation can be problematic or even impossible (Lloyd,
1999). According to a study by Homburg and Pflesser (2000) a market-oriented culture influences
financial performance indirectly through market performance and that this relationship is
stronger in highly dynamic markets. In fact, several researchers have suggested that
organizations focusing their activities on the needs of their customers perform better than those
companies that do not. Moreover, they are more likely to accomplish long-term goals and
increased financial performance (Gilmore & Carson, 1995; Jaworski & Kohli, 1993; Narver &
Slater, 1990; Homburg & Pflesser, 2000). Hartline and Ferrell (1996) also suggested that the
extent to which employees are oriented towards customer needs is dependent upon the
management-employee interface, determined by the operating organization culture (as cited in
Bellou, 2007).

It is important that organizational agents shape culture in an effective way, by emphasizing
aggressiveness, decisiveness, innovativeness and rewards but diminishing outcome orientation.
Ways to promote customer service orientation among front-line employees directly include
employee involvement practices, facilitative management styles, and decentralized decisionmaking. Moreover, effective communication in all directions and through all media is also vital.
This culture should guide both the way work is approached but also the priorities set within the
organization, in terms of organizational goals and vision. To successfully implement the
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initiatives, it is important that appropriate human resource management practices are designed by
recruiting and selecting applicants that fit the organization and effectively inducting newcomers
into organizational operations, procedures, and standards (Bellou, 2007, p.517).

The generally accepted view of IM is that it is concerned with creating, developing and
maintaining an internal service culture and orientation, which in turn assists and supports the
organization in the achievement of its goals. The internal service culture has an important impact
on how service-oriented and customer-oriented employees are and thus how well they perform
their tasks (Peck et al., 2000). According to Peck et.al (2000) there are two key aspects to
internal marketing. The first is concerned with how staff works together across functional
boundaries so that their work is aligned to the company’s mission strategy and goals. Berry and
Parasuraman (1991), support that one of the essentials of IM is to “offer a vision”. The second
involves the idea of the internal customer where every person working within an organization is
both a supplier and a customer.
Overall, according to Rafiq & Ahmed (2000), there are essentially two models of how IM works:
one based on the work of Berry’s concept of ‘employees as customers’ (Berry 1981); and other
based on Grӧnroos’s idea of ‘customer mindedness’ and interactive marketing (Grӧnroos, 1981).
Both models on their own are incomplete as the Berry model does not indicate the mechanisms
that can be used to motivate employees other than a marketing approach while the Grӧnroos
(1981) model ignores a marketing-like approach. To provide a more comprehensive model of
IM, a combination of both approaches is required (Rafiq & Ahmed, 2000 as cited in Varey &
Lewis, 2000). Furthermore, Voima (2000) suggests a model for conceptualizing IM comprising
four perspectives: Internal marketing mix, Strategic internal marketing, Processional internal
marketing and Internal relationship management (Table 3.1) (Voima, 2000 as cited in Varey &
Lewis, 2000).
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Table 2.2 Internal Marketing conceptualization (Voima, 2000 as cited in Varey & Lewis, 2000)
IM
perspectives

Explanation of the perspective

Researchers supporting
each perspective

Internal
Marketing Mix

It is characterized by a transactional interaction orientation and by
short-term organizational objectives and an internal focus. Emphasis
on this perspective is on the internal marketing mix and especially the
4Ps. The basic assumption within this perspective is that the same
basic structures used for external marketing should also be used
internally. Besides stressing the 4Ps, scholars within this perspective
also argue for a very traditional approach to marketing. The
organizational objectives of the IM mix perspective are short-term
and the focus is internal while employees are seen as the primary
market. Rafiq & Ahmed (1993) criticized this view of treating
employees as primary customers.

Berry (1981), Grӧnroos
(1981), (1982), Flipo
(1986), Trumbly and
Arnold (1989), Berry &
Parasuraman (1991)

Strategic
Internal
Marketing

Strategic Internal Marketing is characterized by a transactional
interaction orientation and the organizational objectives are long-term
and the focus is external. No longer are employees seen as the
primary market of the organization but the focus is on the strategic
goals of the organization, the satisfaction of external customers. It is
stressed that the IM programme should be built around external
marketing strategies and interaction orientation is transactional.
Piercy (1995) and Piercy & Morgan (1991) argue for an internal
marketing programme in line with the 4Ps approach while Rafiq&
Ahmed extend this to 7Ps. Morgan (1991) support segmentation and
targeting of the internal market, based on the goals the company has
concerning the external marketing programme.

Piercy and Morgan
(1991), Morgan (1991),
Rafiq & Ahmed (1993),
Piercy (1995)

Processional
Internal
Marketing

This perspective supports relational interaction orientation in the
organization but is characterized by short-term organizational goals
and an internal focus. IM is no longer seen as something the
organization markets to groups of employees instead the weight has
shifted to horizontal relationships where employees make demands on
each other rather than their organization. This perspective supports
the idea of internal customers and suppliers in line with the TQM
approach, which differs from the service marketing view of IM and
stresses the concept of employees being customers of the
organization. This perspective stressing internal customer-supplier
relationships has also encouraged researchers to focus on internal
services and their quality.

George (1990), MohrJackson (1991), Collins
and Payne (1991),
Edvardsson et.al. (1994)

Internal
Relationship
Management

This perspective supports the thought of managing internal
relationships, not marketing internally to groups of employees. The
internal relationship management perspective supports the dimensions
of relational interaction orientation and long-term organizational
objectives and an external focus. This perspective also supports the
external focus, which means that external relationships are seen as the

Payne
(1993),Gummesson
(1994), Varey (1995),
Ballantyne (1997), Lings
and Brooks (1998),
Voima, (1998), Lings
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most central relationships. It stresses the external relationships and the
internal relationships are always managed in relation to the needs and
expectations of external customers.

(1999), Voima and
Grӧnroos, (1999)

Concluding, IM is the application of marketing, human resources management, and allied
theories, techniques, and principles to motivate, mobilize, co-opt, and manage employees at all
levels of the organization to continuously improve the way they serve external customers and
each other. Many brands are corporate in the sense that the marketing focus is on building the
company brand (King, 1991). This is particular the case in services with banks, insurance
companies, hospitals and educational institutions. Collins and Payne (1991) recognize that the
concepts and techniques from marketing can provide the means by which HR managers can
become more effective.

According to Bitner (1995) IM enables promises made by the organization. In the case of
secondary education, the promise is the high educational level provided that will enable students
to continue their studies on a tertiary level or acquire the proper skills to find jobs. In order for
employees and service systems to meet the promises made, they must have the skills, abilities,
tools and motivation to deliver. In other words, they must be enabled (Bitner, 1995). This
essential service marketing activity has become known as internal marketing (George 1977;
Grönroos 1981; Berry 1981; Bitner, 1995).

Promises are easy to make but unless employees are recruited, trained, provided with tools and
appropriate internal systems, and rewarded for good service, the promises may not be kept
(Bitner, 1995). Papasolomou and Vrontis (2006) argue that IM has the potential to integrate all
staff in the branding process and create an organizational culture that sets the foundation for
building a strong corporate brand. In time of economic recession, negative staff attitudes in
education will affect quality of care and teaching (not meeting the promises made) and negative
word of mouth communication by students/parents and teaching staff to the community will
refute the effects of the marketing campaign (Cooper & Cronin, 2000). This will also affect
negatively the corporate brand.
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In fact, according to the competing values model Quinn et.al (1991) suggest that there are
different approaches to viewing messages. As members of the organizations internalize the
shared basic values and assumptions, and identify themselves with the organizations, their
organizational commitment is enhanced (Abdullah, Shamsuddin & Wahab, 2015). Indeed,
various studies in hospitals and banks have shown that Internal Marketing strategies have a
positive effect on employees’ job satisfaction and organizational commitment (Farzad,
Nahavandin & Caruana, 2008; Iliopoulos & Priporas, 2011; Ahmad & Al-Borie, 2012; AlHawary et.al, 2013; Ng, Fang & Lien, 2016; Bailey, Albassami & Al-Meshal, 2016).

Despite the rapidly growing literature of IM, very few organizations implement the concept in
practice as there does not yet exist, a single unified concept of what IM means (Rafiq & Ahmed,
2000). Several researchers have criticized the concept of IM while IM marketers are trying to
extend their influence throughout the organization. Critics of IM argue that the term is simply a
synonym for good human resources management (Mishra, 2010). In fact, there are limitations in
internal marketing research because there is little agreement on what combination of practices
can be used effectively to influence employees so that they are motivated and behave in a
customer-oriented way (Ahmed & Rafiq, 2003). This could be explained due to the failure of
previous research to consider the impact of firm size and organizational type when using IM
practices. Therefore, the actual disagreement in the literature may be due to differences in firm
characteristics that influence IM practices (Ali, 2012). These limitations will be investigated in
detail in the next section. Based on these limitations Ahmed and Rafiq (2002) created a wellrounded, more rigorous definition of IM considering the three phases above and integrating all
the IM components suggested above: ‘Internal marketing is a planned effort using a
marketing-like approach directed at motivating employees, for implementing and integrating
organizational strategies towards customer orientation’ (Ahmed & Rafiq, 2002, p.11).
Actually, in a study carried out by Liao et.al (2004), it was found that the higher the perception
of internal marketing, the greater the employees’ job satisfaction and customer orientation will
be. Yet, there is no significant relationship between employees’ job satisfaction and customer
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orientation. Actually, internal customer orientation and internal branding are positively related to
employees’ perceived person–organization fit (Matanda & Ndubishi, 2013; Bookis, Gounaris &
Lings, 2017).

2.2.1 Limitations of the Internal Marketing Concept
As already mentioned, there are a number of problems associated with the concept of Internal
Marketing based on its logic of employees seen as customers who are given primary attention
(Rafiq & Ahmed, 1993; Ahmed & Rafiq, 1995). In contrast, in the total quality management
(TQM) approach, where everyone is someone else’s customer, there is a widespread acceptance
and adoption of the concept (Ahmed & Rafiq, 1995). Rafiq and Ahmed (1993) critically
evaluate the current IM conceptualization and argue on potential problems regarding this: (1)
unlike the external marketing situation, the ‘product’ that employees are sold may in fact be
unwanted by them or even possess negative utility; (2) employees are unlikely to have choice in
the ‘products which they can select; Hence, in education teachers should be asked on the classes
and the levels they wish to teach per year or the CPD training and courses they would like to
undertake yearly, something that usually this is not the case;(3) as employees agree on contracts
with their employers, they can in the final analysis be forced into accepting ‘products’ they do
not want; (4) the notion of the ‘employee as customer’ also raises the question as to whether the
needs of external customers are more important over those of the employees; and (5) the
financial cost of having satisfied employees could be considerable. In addition, in normal
marketing situations customers have a range of (rival) products to choose from but this is
unlikely to be the case in an internal marketing situation, where one particular policy will be on
offer. Moreover, in the case of the external customer there is the notion of consumer sovereignty
(or ‘the consumer is the king’ and that the customer is always right) but this notion cannot apply
to internal customers as employees would make impossible demands upon the organization and
its resources. For this reason, employees are not aware that they are the customers in the
organization even though they treated as such (Ahmed & Rafiq, 2002).
Ballantyne (2000) also supports that the IM weakness is the limited marketing toolbox that exists
which provides a misleading view that with collaboration, across departments, new knowledge
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and interdisciplinary tools are available. The biggest constraint according to Ballantyne is the
functional and transactional sense of marketing’s role where the 4Ps ‘didactic’, transactional
level methods of IM are used instead of the relationship-based ‘collaborative’ methods.
Moreover, Gilmore and Carson (1995) criticized the dependence on techniques and concepts
designed for the implementation of external marketing programs that may be inappropriate for
internal markets. Additionally, they argue that the conceptions of the internal customer in TQM
and in IM are different because unlike IM, the TQM approach does not concentrate on the
relationships between an organization and the employees but on the relationship between
employees themselves. TQM may partly adopt IM but the concept of IM seems to be broader
(Ueno, 2010). Hales (1994) is also very critical of the application of IM to HRM. He argues that
IM is unable to provide a solid conceptual base, emphasizing, among other the point that while
HRM focuses on teamwork, IM stresses individualism (Mishra, 2010).
Also the view that IM is exclusively the area of marketing or human resource specialists
applying a micro-marketing concept and associated tools is too narrow and does not take into
account the needs of all internal stakeholders (Varey & Lewis, 1999). Pitt et.al (1999), argue that
for the concept of IM to be truly useful to marketers, it should be applied not only on service
firms but also manufacturing. Moreover, there is evidence that IM is frequently not carried out
by the whole firm but by departments, groups or functions within it and so it contradicts the view
that IM is something that the firm (in totality) does to its employees (in totality) (Pitt et.al.
(1999)).
Furthermore, the idea of employees as customers can be seen to the extent that the organization
must offer them the minimum conditions and advantages in order to get in exchange their cooperative behavior or eliminate concerns of possible conflicts but it cannot go beyond that as the
main aim of companies today are the maximization of profits. So, internal and external
customers are given only ‘limited’ satisfaction, which may also come from their simple mutual
co-operative behavior. Today the product ‘job’ is more demanding in terms of workload, stress,
flexibility and no better in terms of internal status and amount of human or material resources
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due to the existence of high unemployment. Hence, the internal market is less and less attractive
for employees but is accepted due to the threat of having no job. In fact, they may have little or
no choice to continue their employment although they are dissatisfied with their existing jobs,
unlike external customers who are locked into a relationship because of barriers to exit (Dunes &
Barnes, 2000 as cited in Varey & Lewis, 2000). For this reason, IM requires more sophisticated
methods in order to maintain job attractiveness: creating perceived value that is costless or is tied
to the creation of improved financial results. Only the element of ‘communication’ in the
marketing mix can compensate for the unfavorable working conditions, creating a positive
climate, triggered by employees themselves where managers indirectly can create the conditions
to enhance this climate (Jean-Paul Flipo as cited in Varey & Lewis.2000).

Cᾰtᾰlin et. al. (2014), support that for efficient implementation of IM, it is necessary that its
peculiarities should be known. Firstly, IM is a company’s philosophy regarding relationships
between the company and its employees and in order to be efficient it needs to be supported by
the organizational culture and by all employees regardless of their hierarchic level. Secondly, IM
is a management process conducted in a marketing vision and as a result its planning,
implementation and control instruments are mainly specific to management philosophy while its
communication and internal research tools are related to marketing. Thirdly, IM considers both
internal and external relationships, therefore considering both a customer-oriented and an
employee-oriented view. IM fails to address the feelings of employees about their jobs, their
workmates and their managers, as well as their anxieties and aspirations. Now they are customers
with needs where formerly they were employees subject to commands (Mudie, 2000 as cited in
Varey & Lewis, 2000; Mudie 2003).
All these problems not only lead to confusion in the practical implementation of IM, but also
create contradictions at the conceptual level with respect to the definition of the precise domain
of IM (Ahmed & Rafiq, 1995). So, according to Ahmed and Rafiq (1995), for IM to effectively
operationalize, there should be first a definition of the term that clearly identifies those activities
which can be taken to constitute IM and those which cannot. Moreover, there are limits to what
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can be achieved by marketing techniques alone and it is important to note that IM requires the
involvement of a number of departments working in unity. The simple use of internally directed
marketing efforts cannot compensate for lack of training and inappropriate staffing levels
(Ahmed & Rafiq, 2002). Overall, the terminology of IM is yet to develop fully to the point where
a single clear understanding of the underlying principles of IM is widespread among managers.
Strong resistance to the use of the term ‘internal marketing’ has been experienced both amongst
academics and practitioners as it suggests that the mechanism of change management is solely
the job of marketers and there is also a narrow viewpoint on the purpose and form of ‘marketing’
used. The terms ‘internal relationship marketing’, ‘internal relationship management’, or
‘internal social process management’ are proposed as a development of other terms used by
writers elsewhere. IM cannot be viewed as simply the application of traditional mass market
marketing concepts within the organization, nor is it the use of modified human resource
management principles. It is a conceptually separate phenomenon that requires further
investigation and development (Mudie, 2000 as cited in Varey & Lewis, 2000)
On the basis of those problems, a definition of IM has to avoid the notion of ‘employees as a
customer’ and instead it should set a boundary limited by the use of marketing-like techniques in
the internal context. IM definitions which avoid the notion of ‘employee as customer’ can still
focus on building employee commitment without the theoretical and conceptual complications of
this notion (Ahmed & Rafiq, 1995). Also, according to Varey (1995), suitable research is
needed to develop terminology for a single clear understanding of IM and serious empirical
fieldwork is required to investigate the effect of treating employees as customers on market
responsiveness. The broadened IM concept is part of an emerging paradigm shift in which the
very nature of management and organization is being re-formed within a participatory corporate
communication framework, constructed on the desire for symmetric communication for cooperative working among multiple stakeholders. IM is internal communication since marketing
is simply a special case of a human communication process. In Western society the transactional
conception of communication differs a lot from the relational conception of Eastern thinking
(Varey & Lewis, 2000). As Kaurav et.al (2016) found in their investigation, there are various
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definitions of internal marketing which differ and they are extremely narrow and unclear in
explaining concepts of IM. The authors suggested four broad groups of IM definitions (Table
3.3): 1) IM as a synonym of HRM; 2) IM as a usage of marketing techniques in the internal
market place; 3) IM as a precondition of satisfied internal customers; and 4) IM as a source of
competitive advantage (Sincic & Vokic, 2007 as cited Kaurav et.al., 2016, pp.89-90).

Table 2.3 Four dominant groups of Internal Marketing definitions (Sincic & Vokic, 2007 as cited
Kaurav et.al., 2016, pp.89-90)
Dominant Perspective

IM as a synonym of HRM

Authors

Definitions

Dunne & Barnes (2000)

IM encompasses the efforts of an organization to recruit, train, motivate,
and reward its members towards more satisfying marketing behaviour.

Varey (2001)

IM continuous training to enhance the service providers' nowledge of
their services and abilities, their understanding of market opportunities
and their marketing skills (pp.217).
IM is the task of hiring, training, motivating able employees who want to
serve customers well (pp.23).
IM is the application of persuasion strategies, both novel ones and those
common to external marketing to convince people in-house that they
are connected to the customer (pp.376).
IM is the development of marketing programme aimed at the internal
maretplace in the company, by using the same basic structures used for
external marketing (pp.84).
IM encompasses internal market research and segmentation, internal
product policy, internal pricing, internal sales and distribution, and
internal communication and promotion.

Kotler (2003)
Reardon &Enis (1990)

IM as a usage of marketing techniques in
internal marketplace

Rafiq & Ahmed (1993)

Ozretic (2004)

Ballantyne (2000)

IM for the purpose of satisfied external
customers

Varey (2001)
Kotler (2003)

Varey & Lewis (1999)

IM as a source of competitive advantage
Ballantyne (2000)

IM is strategic appproach to challenging both the attitudes and
behaviour of staff towards an understanding of centrality of the
customer (pp.47).
IM can be seen as a means of promoting marketing orientation (pp.218).
IM must precede external marketing because it makes no sense to
promise excellent service before the company's staff is ready to provide
it (pp.23).
IM is aimed to attract, retention and motivation of 'service-minded',
'customer-conscious' employees to aid the perceived service quality and
effective external marketing of the enterprise as way to competitive
advantage.
IM is any form of marketing within an organisation which focuses staff
attention on the internal activities that need to be changed in order to
enhance external market place performance.

Therefore, taking into consideration the weaknesses and strengths of existing definitions as well
as the need to generalized the concept, in this research the following definition proposed by
Ahmed and Rafiq (1995, p.34) has been used:
‘IM can be defined as a philosophy involving the planned use of marketing-like techniques
internal to the organization in order to help realize the effective implementation of marketing
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programmes through a process of attempting to create customer orientation and employee
commitment’.
Finally, it is also recognized that the area of IM extends beyond the implementation of solely
marketing programs and that the ideas of IM are relevant for the implementation of any type of
strategy within the organization (Ahmed & Rafiq, 1995). Consequently, designing and defining
an IM strategy today is far more complex than ever, as it reflects the external markets’
complexity and human behavior in modern societies which are more open and freer to political,
individualistic and opportunistic behavior (Jean-Paul Flipo as cited in Varey & Lewis.2000).

2.2.2 Internal Marketing (IM) Strategies
2.2.2.1 4Ps (Product, Price, Place and Promotion)
Although there is not a great deal of agreement on what these IM activities and strategies are and
how they work to create customer-oriented employees (Ahmed & Rafiq, 2003), the literature
suggests different ways of using IM (Ali, 2012). For example, Barnes (1989) defines IM as the
application of marketing principles in particular the marketing mix (4Ps (Product, Price, Place &
Promotion)) within the organization to ‘sell customer service to staff’ to encourage them to
provide customer satisfaction. In other words, the aim of internal marketing in this sense is to
encourage employee ‘buy in’ and share commitment to customer service (Barnes, 1989).
Piercy (1990) also argues in favor of the use of the marketing mix (4Ps) within the organization
to change the attitudes and behaviors of customer contact employees and distributors. Quintanilla
(1994) suggests two aspects of IM: managing attitudes and communication management.
Management attitudes refer to the management of attitudes of the working people and their
motivation in order to have a positive attitude and service oriented customers. It is an ongoing
process (as cited in Gordillo-Benavente, Domínguez-Valdez & Vega-Sosa , 2015).

According to Piercy (1990), companies face two kinds of markets and customers: internal and
external and they can use exactly the same models and methods inside the organization as they
do in the external marketplace. In order for companies to be effective, they use their marketing
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analysis and techniques (Product, Price, Communications and Distribution) aiming at their
company’s internal market to make the necessary changes for their external strategy. With high
satisfaction both with internal and external customers, the quality of the relationship will lead to
synergy, while with low satisfaction both internally and externally will have the opposite effectalienation. Thus, parallel with the conventional external marketing plan, the IM programme
should be directed at chosen targets or segments within the market. The choice of key targets for
the IM programme should be derived directly from the goals of the external marketing
programme and the types of organizational and human change needed to implement marketing
strategies. Customer needs should drive IM programmes, not just corporate needs or objectives
(Schultz, 2004, p.116). In another study by Bhattacharya, Sen and Korschun (2007), is argued
that corporate social initiatives (CSR) can serve as a highly effective component of internal
marketing programs by fulfilling employee needs and drawing them to identify strongly with the
company. In fact a company’s CSR is important to attract and retain good employees and
managers to achieve that they should: (1) bring their employees closer to the company’s CSR
initiatives, (2) use a contingent input-output approach to formulate, evaluate and manage CSRrelated outcomes, (3) understand and fulfill employee needs related to CSR, (4) focus on
strengthening employee identification with the company, and (5) engage employees in cocreating CSR value (Bhattacharya, Sen & Korschun, 2007). To this line the results of another
study by Kim, Song and Lee (2016) support that adding CSR programs to existing IM programs
is likely to improve desirable employee work attitudes such as employee’s organizational
commitment which in turn will decrease employees’ turnover intentions. Following SanchezHernandez and Grayson (2012) study on corporate social responsibility (CSR), although
organizations try to achieve CSR goals in order to achieve greater effectiveness, they should use
internal marketing tools. Managers by understanding employees’ wants and needs and selling
internally responsibility goals would result to a more successful responsible strategy externally.
Following these studies, corporate social initiatives (CSR) can hence serve as an effective
component of internal marketing programs.
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Therefore, to improve marketing performance, the IM strategies should be parallel, strengthening
and supporting the external marketing strategies (Piercy & Morgan, 1991). In fact Morgan and
Piercy (1992), support a holistic approach to quality where there is a much broader role for
marketing in the management of quality, suggesting a much broader role for marketers in quality
strategies designed to affect customer quality perceptions.

2.2.2.2 7Ps (Product, Price, Place, Promotion, Physical Evidence, Process and
Participants)
Gilmore and Carson (1995) criticize reliance on external marketing techniques in internal
markets because they may be inappropriately constructed for such use. As a result, Ahmed and
Rafiq (2000) suggest that it is important to carefully study which marketing techniques are
appropriate for internal application and how managers can adapt them for their organizations.
Ahmed and Rafiq (2002) argue that because of the intangible nature of the product being
‘marketed’ in IM (the idea of customer-conscious employee), the extended marketing mix for
services should be used instead. They propose that in addition to the traditional 4Ps product
marketing (Product, Price, Promotion and Place), Physical Evidence, Process and Participants
should be added. This is because according to the authors the 7Ps marketing mix (in particular
the concepts of the Process and Participants) recognize inter-functional interdependence and the
need for an integrated effort for effective service (or product) delivery. An integrated effort is
one of the major aims of an internal marketing programme (Ahmed & Rafiq, 2002, p.28).
Therefore, according to Ahmed and Rafiq (2003), IM is holistic since it plays a role in all
functions and operations in an organization and it relates to ten areas: (1) Employee satisfaction
and performance; (2) Cross-functional process approach; (3) Internal relationships;(4) Strategic
alignment: challenge of integration, coherence and focus; (5) As strategy and as Philosophy;(6)
The new covenant;(7) Organizational anthropology: culture and behavior; (8) Internal
communication; (9) Motivation: Ideology of customer care or ideology of control and
indifference; (10) Competence. The 7Ps (Product, Price, Place, Promotion, People, Process,
Physical evidence) concept can be applied to the IM context to create a motivated workforce
working towards the implementation of corporate goals (Rafiq & Ahmed, 1993).
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The 7Ps marketing techniques to IM were analyzed by Rafiq and Ahmed (1993) and Ahmed and
Rafiq (2002) as follow:

(1) Product: (new performance measures, new ways of handling customers, services and
training courses, the job): At the strategic level, the product refers to marketing strategies
and at the tactical level, it includes new performance measures and new ways of handling
customers, other services and training courses provided by HRM. At the more
fundamental level the product is the job. Treating jobs as products mean consideration of
not only the financial remuneration of employees, but also their training needs; level of
responsibility and involvement in decision making; career development opportunities;
and the working environment. Also treating jobs in this way, it will facilitate the hiring,
retention and motivation of employees and it is a reminder that in order to recruit the best
possible employees, jobs need to be marketed well. A job must satisfy employees’ needs
to attract and sustain their investment of time, energy, and ego. Not only are jobs
products, they are among the most important products that people will ever buy. So the
best way to attract, develop, motivate and retain first-rate employees is to market jobs
worth buying (Berry & Parasuraman, 2000 as cited in Varey & Lewis, 2000). Therefore,
the product offered is the form of value for employees through their role in the
organization. By creating value for the employee, motivation and commitment are
increased and the employee begins to internalize a set of values consistent with better
customer service and cooperation (Dunes & Barnes, 2000 as cited in Varey & Lewis,
2000). Committed teachers may have strong psychological ties to their school, their
students or their subject area (Firestone & Pennell, 1993, p.489). This will result to
effective education.

(2) Price: (psychological cost of adopting new methods of working, projects have to be
foregone in order to carry out new policies i.e. opportunity cost): Opportunity cost refers
to the next best alternative choice that needs to be sacrificed to achieve the first choice.
Opportunity costs are difficult to measure precisely comparing to monetary price of
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goods and services and thus employees may tend to overestimate the costs and resist to
these changes. To avoid this, the benefits of adopting the new policies need to be clearly
explained by providing employees with appropriate information. Therefore, the price to
employees refers to the involvement of time and commitment and a range of associated
psychic costs (Dunes & Barnes, 2000 as cited in Varey & Lewis, 2000).

(3) Promotion/ Internal communications: (a wide variety of techniques and media to
communicate with employees ranging from oral briefings and company newspapers to
corporate videos and company notice boards): Promotion involves information sharing.
It refers to the use of advertising, publicity, personal selling (face-to-face
presentations/communications) and sales promotions (incentives to purchase) in order to
inform and to influence potential customers’ attitudes towards a firm’s products. In
particular, Lings and Greenley (2005) and Rafiq and Ahmed (2000) identify formal
internal communication (FIC) and informal internal communication (IIC) as the core
elements in internal marketing (as cited in To.W.M. et.al,2015, p.16) .It is important to
get the internal communications strategies right as motivating employees and influencing
their attitudes is an important part of IM. Effective internal communication provides the
link between management commitment to internal marketing and positive employee work
attitude (To.W.M. et.al, 2015). Internal communication is important for building a culture
of transparency between management and employees, and it can engage employees in the
organization’s priorities (Mishra, Boynton & Mishra, 2014). According to Argenti (1998,
p.201), the goals of internal communications in order of their importance include to the
following: (1) to create the sense that employees are an important asset to the
organization; (2) to improve morale and foster goodwill between employees and
management; (3) to inform employees about internal changes; (4) to explain
compensation and benefit plans; (5) to increase employee understanding of the
organization and its products, organization, ethics, culture, and external environment; (6)
to change employee behavior toward becoming more productive, quality oriented, and
entrepreneurial; (7) to increase employee understanding of major health/social issues or
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trend affecting them; and (8) to encourage employee participation in community
activities. Although human resource managers already use a wide variety of techniques
and media to communicate with employees, e.g. oral briefings, company newspapers, to
have an effective communication, coordination in the use of these various media is
required.

Voice mail and e-mail have become efficient and sometimes essential to be used in
everyday job routine. Activities or responsibilities of internal communications are many
and include: planning and executing effective internal communications (e.g. measuring
employee view and acting on such feedback, sharing information more widely and
ensuring senior management visibility); protecting and championing the desired
corporate culture; ensuring a continuing supportive role by the HR department;
empowering employees (e.g. encouraging self-managed teams, monitoring and
continuously improving measurement assessment, reward and recognition systems); and
enhancing internal relationships and learning (e.g. establishing internal support networks,
encouraging employees to talk to managers and recognizing examples of successful
practice) (Ćorić & Vokić, 2009, p.93).

However, in case of lack of human contact this will result to employees feeling lonely,
isolated and confused because they are losing the ‘human moment’ according to
Hallowell (1999). As a result, the culture becomes unfriendly and unforgiving not from a
lack of communication but from the wrong kind of communication (Dunes & Barnes,
2000 as cited in Varey & Lewis, 2000). In a study by Gordillo-Benavente, DomínguezValdez and Vega-Sosa (2015) internal communication management influences positively
and significantly internal customer satisfaction, and internal customer satisfaction
influences positively and significantly internal customer loyalty and organizational
commitment. Communication audits should be carried out on a regular basis, by means of
reliable tools and their results should be confronted with the employees’ expectations in
order for internal communications to be effective. Based on the results obtained for a
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given organization, people responsible for internal communication may stimulate changes in the
specific areas of the process in this way contributing to the increase of effectiveness of
communicational activities addressed to the staff (Rogala, 2014 p.77). In the group of
Promotion/Internal Communication strategies, personal selling, both financial and non-financial
incentives and advertising are included.

(a) Personal selling: (refers to face-to-face communications methods with employees):
Face-to-face communications can be more effective than in external marketing
because the manager or supervisor has implicit authority on what he/she is saying.
Hence face-to-face communication is considered as more effective than other
communications methods.
(b) Incentives: (these include cash bonuses, awards, recognition programs, prize draws
and competitions): The use of motivational incentives such as cash bonuses, awards,
recognition programs, prize draws and competitions targeted at contact personnel in
services can be used to overcome short-term resistance or to motivate employees in
order to have a consistent behavior or to increase productivity. Organizations usually
reward the best performers too narrowly on financial incentives and do not secure the
benefits of various forms of recognition. An effective reward system requires an
effective performance measurement system that identifies who deserves the rewards.
An effective system measures performance that most contributes to the company’s
vision and strategy and it does so in a clear, timely and fair manner. Frequent
feedback provides the regular reinforcement that the objectives of teaching and
continual improvement require (Berry & Parasuraman, 1991, p.167).
(c) Advertising: (relates to live television to communicate with large number of
employees simultaneously in diverse locations, newsletters, corporate videos and
annual conferences): The use of mass media advertising (i.e. newspapers and
television) to communicate with employees in order to motivate them is uncommon
because it is expensive and it is not narrowly targeted on a particular organization’s
employees. It is only used in special cases such as strikes where normal workplace

57

LITERATURE REVIEW

communication methods are not effective. Nevertheless, organizations need to be
careful with the image they are presenting of themselves and that of their employees
to their external customers, as they are likely to be seen by their employees as well.
With the introduction of nowadays narrowcasting technology, organizations can now
use live television to communicate with a large employee audience simultaneously in
diverse locations, in more targeted and cost effective ways.

Traditionally, large organizations communicated with their workforce through
newsletters, corporate videos and annual conferences but these methods especially
conferences are costly. Recently, the growing use of the Internet has replaced
business television by webcasting. The goods and services of the firms as well as the
proposed marketing campaigns should be initially presented to employees before they
are marketed externally (Grönroos, 1990).
Exposing employees first to marketing campaigns ensures the education,
understanding and preparedness of employees. It provides an opportunity to ensure
that the firm can and will deliver what is indicated through the promotional messages
and this measures the response and acceptance of the employees, indicating whether
service consistent with the message will be offered (Dunes & Barnes, 2000 as cited in
Varey & Lewis, 2000). Therefore, as employees is an important internal audience,
advertising can be an important tool for ‘selling jobs, motivating, educating, or
otherwise communicating with employees’ (George and Berry, 1981, p.403 as cited
in Gilly & Wolfinbarger, 1998). However, advertisements can also have negative
effects if employees are portrayed in roles they considered to be unflattering, the
message is perceived as untrue or promises are made that employees know cannot be
kept (Gilly & Wolfinbarger, 1998, p.70). In fact, employees evaluate their
organizations’ advertisements on the dimensions of accuracy, value congruence and
effectiveness (Gilly & Wolfinbarger, 1998).
(4) Place/ Distribution: (this relates to meetings, conferences where policies are announced
and channels could be used to third parties (e.g. consultants and training agencies) used to
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deliver training programs): Distribution refers to the place and the channels (or third
parties) that are used to get products to customers. In the HRM context, place is the
meetings, conferences, etc. where policies are announced and channels could be used to
refer to third parties (e.g. consultants and training agencies) delivering training
programmes. Thus, the distribution refers to the environmental conditions of the
workplace. For a suitable culture to develop, the development of an appropriate
environment is required (Dunes & Barnes, 2000 as cited in Varey & Lewis, 2000).

(5) Physical /tangible evidence: (this refers to environment in which the product/service is
delivered, holding conferences or by sending employees for special training,
documentation of policies to comply with certain standards): Physical evidence can be
categorized as either essential or peripheral evidence. Peripheral evidence refers to
tangible cues that a product has been delivered such things as memos, guidelines, training
manuals etc. Essential evidence refers to the environment the product is delivered. In IM
situations, the environment in which the product is delivered is not as important as for
services in general, because this will be the same as the normal work environment.
Tangible cues may be more important in IM than for the marketing for services in
general. One of the most important tangible elements in IM is documentation of policies
and changes in policies because in order for employees to perform certain standards,
these standards must be fully documented. Other tangible elements include training
sessions to achieve the required standards.
(6) Process: (this is associated to how a customer receives a product, quality circles, new
reporting methods, new policies by unions or imposed unilaterally): In IM context,
customer consciousness may be instilled into employees through training (or retraining)
staff. Process also refers to whether new policies are introduced through negotiations
with unions or imposed unilaterally. In the communications area, process can refer to the
delivery method e.g. whether circulars, videos or line managers are used to carry out
changes.
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(7) Participants: (organizational context communications need to be delivered by someone
of the right level of authority, inter-department or inter-functional communication): This
refers both to people delivering the product and those receiving the product that may
influence the customer’s perceptions. In IM the source of the IM programmes plays an
important role in their effectiveness. If the performance of contact staff is to be improved,
the most effective communication is through their immediate superiors, who in turn need
to be motivated by strategic management. Direct communication between strategic
management and contact staff would not be adequate for the implementation of IM
programmes. Internally, employees are customers to whom the firm must deliver value,
while externally they are value-added component of the product offering. A marketing
mix, or value proposition is required that attracts and retains good employees. The
product of an internal marketing plan is the value proposition created for the employee in
his/her position within the organization. The development of an effective internal
marketing programme requires an understanding of this target group, its values and
motives, in the same way that a marketing programme for the company’s products and
services requires an understanding of prospective customers (Barnes, 1989). Two
methods are used to understand the internal target group: (a) Market segmentation and (b)
Market research.
(a) Market segmentation: (process of grouping employees with similar characteristics,
needs, wants or tasks. Employees should be segmented along motivational lines
rather than departmental or other lines used in HRM): The existence of complex
grading systems, departmental, functional and other organizational structures,
suggests that the use of segmentation is already widespread in the HRM area.
However, the segmentation of employees should be carried out along motivational
lines rather than departmental or other lines traditionally used in HRM. In education
there is a growing interest in making teaching assessment and feedback (whether for
development or evaluation) more sensitive to individual teachers’ needs and interests.
In fact, beginning teachers with different skills and needs react to teaching in different
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ways. Therefore, new teachers must be offered different types of in-service training
(Good & Brophy, 1994).
(b) Market research: (this refers to identify the needs and wants of employees and
monitoring the impact of HRM policies on employees, employee surveys with care):
This type of research has been used long time ago in the HRM context as employee
attitude surveys. Now the process is computerized to make it more efficient.
However, as these market survey type techniques are cost effective, they are more
likely to be used by larger firms. Employee surveys need to be handled with greater
care than consumer surveys because of employees’ fear of their consequences. So
absolute confidentiality is required to ensure a good response. Responses should also
be interpreted with care as respondents are more likely to reply as they think the
organization wishes them to do so, since they fear of the consequences of their true
response. Feedback also of the survey results should be given to the respondents in
order for the employees to participate in the first place. More importantly, the
management needs to show that action is taken to address the issues discovered from
the surveys. Marketing research is as important in internal marketing as in external
marketing (Berry & Parasuraman, 2000 as cited in Varey & Lewis, 2000; Berry &
Parasuraman, 1991).
The 7Ps framework used for IM has advantages over the 4Ps framework initially used. The 7Ps
framework is more comprehensive and more refined and detailed than the 4Ps framework,
providing a broader perspective (Rafiq & Ahmed, 1995). Therefore, it is possible to apply the
marketing techniques and concepts in order to create a motivated workforce working towards the
implementation of corporate goals. However, great care is needed as to how these concepts and
techniques are applied (Ahmed & Rafiq, 2002). Conradie, Roberts-Lombard and Klopper (2014)
add to the IM mix for the services typically consisting of the seven elements (7Ps) an eighth
element, Performance as part of IM strategies. They also discussed eleven elements (11Ps) for
services and that include: product, price, place (distribution), promotion, people, process,
physical evidence, personal relationships, packaging, positioning and performance. Since
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services marketing relies largely on people, personal relationships are important (Conradie,
Roberts-Lombard & Klopper, 2014). In a study by Ahmed, Rafiq and Saad (2003), IM mix is
shown to be a reliable measure and strongly related to business performance and the research
supports the view that organizational competencies mediate the relationship between the IM mix
and business performance.

2.2.2.3 Relationship Marketing/ Relationship Development (RD) Strategies
As relationship marketing is an important component of IM, Relationship Development (RD)
Strategies can be incorporated as part of IM strategies. Relationships require at least two parties
who are in contact or interact with each other and networks of relationships are created when the
number of these relationships increase and become more complex. As organizations are dynamic
networks, the interactions within and between these networks involve the establishments and
development of relationships on a continuous basis. Thus, to manage the interactions of IM
effectively, the aim should be to improve these relationships by exploiting networks. In fact,
management and employees must have, or develop appropriate competencies for networking and
building relationships in order to successfully implement and undergo IM (Gilmore 2000 as cited
in Varey & Lewis 2000). If the goal for the company is to achieve external high quality
relationships, a relationship-based approach internally should be implemented (Voima 2000, as
cited in Varey & Lewis, 2000).

Adding value through internal relationships is to enhance the employment relationship so that the
employee has the chance to experience satisfying interactions, relationships and opportunities,
increasing his/her motivation resulting to increasing performance. Hence, treating the employee
as a factor of production (labor) creates an environment that results to psychological resistance
and costs with less beneficial and productive employee relationships. Improving internal
customer service and creating a suitable working environment will result to social and psychic
rewards gained by employees and effectively making them more productive (Dunes & Barnes,
2000 as cited in Varey & Lewis, 2000). It is the management of these organizational sets of
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relationships that allows the ‘delivery’ to what marketing has promised externally (Ahmed &
Rafiq, 2003, p.1179), Therefore for IM to work, it is required that establishing, developing and
maintaining successful reciprocal exchange relationships within the organizations exist and can
be achieved through: understanding and intimacy; trust and commitment. IM is thus proposed as
a coordinating philosophy because it considers and coordinates ‘all’ activities including internal
and external relationships, network interactions and collaborations by examining all activities
involved in satisfying customers throughout the internal supply chain (Ahmed & Rafiq,
2003,p.1180).

Relationship marketing focuses not only on making transactions and getting customers but also
maintaining and enhancing relationships (Grönroos, 1994). Only if the internal customer
relationships work can result to excellent outcome quality, creating satisfied and happier external
customers. Effective collaboration can only take place if the parties feel like winners, or they
gain from the relationship and this is their best option under current circumstances resulting to
internal win-win relationships (Gummesson, 2000 as cited in Varey & Lewis 2000). The
emphasis is on continuous long-term relationships that lead to repeated market transaction, build
loyalty and lead to profitability over the customer ‘lifetime’. Relationship marketing is an
interactive approach to marketing that is based on co-operation and trust. Building trust and
commitment are important components of relationship marketing and delivering on promises and
building financial, social and structural bonds between the firm and its customers are essential.
Trust plays a key part for the achievement of effectiveness in interpersonal and marketing
exchanges (Mudie, 2000 as cited in Varey & Lewis, 2000).
Gummesson (1994) proposes 30 potential types of relationships (‘the 30Rs’), including those of
a company with customers, employees, investors, suppliers, mass media, and government; frontline personnel with customers; and full-time marketers with part-time marketers. He suggests
that managers need to establish the mix of relationships required for the company’s success,
because not all relationships are important to all companies all the time. The relationships fall
into three categories: market relationships, mega-relationships and nano-relationships. Firstly,
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market relationships exist in the market and include relationships between a company and its
customers, own suppliers, intermediaries and competitors. Secondly, mega-relationships are on
the societal level and include relationships to governments, politicians and civil servants through
lobbying, social relationships based on birth, friendship and club membership and the mass
media relationship. Thirdly, nano-relationships that exist on the organizational level and they are
the main interest for IM and in fact, IM is defined as one of the seven nano-relationships. They
relate to relationships between employees, between levels in the organization and between
functional specialties. A nano-relationship view of IM is also supported by Ballantyne (1997)
using a bank case study where it is said that IM is a relationship development process where both
staff autonomy and know-how create and circulate new knowledge in the organization that will
challenge internal activities which must change to enhance quality in marketplace relationships.
Hence, the relationship itself becomes the focus of marketing efforts rather than the product. In
addition to the marketing mix variables, customer care/customer service initiatives and
interactive marketing are important to relationship marketing. The success of relationship
marketing strategies is dependent on attitudes, commitment and performance of employees and
to an ongoing internal marketing programme. Therefore, the relationship marketing approach
and techniques are appropriate for internal marketing (Ahmed & Rafiq, 2002).

Shekary et.al (2012) support that structure, culture, communication and strategy must all be
created for development and facilitation of the IM practices and if needed, must get redesigned.
So it is vital to provide an inter-trustful organizational atmosphere, effective communication and
proper interactions among the employees and management. As Varey and Lewis (1999) support
IM seen as internal relationship management is an integrative process within a system for
nurturing positive working relationships in a climate of cooperation and achievement. The role of
the manager changes from that of overseer and controller to that of organizer and supporter. Both
employees and managers must understand and agree on the organization’s long-run best interest
and how they individually gain from this. Additionally, communication will be the mode of
organization, rather than the means and the achievement of goals will occur within relationships
rather than in discrete transactions of detached individuals or groups (Varey & Lewis, 1999).
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Effective communication can strengthen both intellectual and emotional buy-in where
intellectual buy-in means that people are aware of and aligned with key business issues and
understand how they can positively affect them and emotional buy-in relates to the need of build
commitment and engage people in the achievement goals. When organizations succeed in
winning their employee’s hearts and minds, building a strong base of emotional capital, then
their employees would become engaged. In fact, levels of communication and IM during periods
of great organizational change can have deep effects on the overall staff effectiveness (Thomson
& Hecker, 2000 as cited in Varey & Lewis, 2000). Thus, communication is seen as inherently
collaborative and co-operative visible behavior rather than personal cognition. Interaction can no
longer be the expression and transmission of meaning (an information process), it is now the
construction and negotiation of meaning (a communication process) (Mudie, 2000 as cited in
Varey & Lewis, 2000). Communication has a close relationship with organizational culture.
Through communication the symbolic world of an organization (values, norms, stories, history
and tradition) can be interpreted and the employees in an organization will know what is
expected from them and what management and collegues think about them (Karademir,
Karakaya & Sirin, 2014).
Among the instruments of IM, internal communication policy is important and specifically
employee communication which is the part of the internal communication policy and is
personnel-oriented internal marketing and targets employees. Employee communication
represents the planned use of communication actions to influence knowledge, attitudes and
behaviors of current employees on a systematic basis. The instruments of communication used in
organizations can be separated by the direction of their effects into top-down, bottom-up and
horizontal communication. Instruments of top-down communication serve to transmit the
information judged as relevant by higher hierarchy levels to employees on lower levels and
include blackboards, employee newsletters, employee brochures, notices or circular. The
instruments of the primary bottom-up communication serve information exchange with higher
hierarchy levels and include employee surveys, suggestion boxes, or internal complaint
management while secondary bottom-up communication instruments are those of top-down
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communication which offer an option for the lower hierarchical levels to give feedback to their
superiors. For horizontal communication, department meetings, project meetings, team meetings,
take place in which an information exchange occurs on a horizontal level (Strauss & Hoffman,
2000 as cited in Varey &Lewis, 2000). The recognition of the need to communicate a service and
a customer ethos effectively to a wide variety of employees is a major step towards the
attainment of the goal of a staff committed to identifying and satisfying customers’ needs
(Papasolomou –Doukakis, 2002, p. 90).
Internal communication ensures the transmission of important messages between members of the
organization and builds relationships between employees. Through internal marketing
implementation, internal communication must create efficient mechanisms regardless of
hierarchical levels and to communicate important messages to the interested members. Internal
communication needs also to be a strong promoter of organizational culture and leadership and it
can be either continuous or sporadic. Continuous internal communication include trainings,
weekly internal newsletters, notice boards, journals while sporadic internal communication are
taken place at irregular time spans and include departmental and interdepartmental meetings,
workshops, specialized seminars and conferences, management and personnel team buildings,
guides and manuals, memos and internal electronic messages(Cᾰtᾰlin et.al., 2014).
However, as IM can be based on personal and interactive relationships as well as on mass
marketing, traditional ways of internal mass marketing such as the distribution of formal memos
and internal magazines are not sufficient and they are often routinely performed and build more
on bureaucratic principles than on professional marketing and communications know-how.
Furthermore, internal electronic relationships through computers and telecom and management
by e-mail become more frequent than internal human relationships replacing management by
walking around. This result to communication problems as there is often delayed interaction, and
written text- being completely lacking of body language- is perceived differently from face to
face interaction with instant feedback (Gummesson, 2000 as cited in Varey & Lewis 2000).
As a consequence, in order to build employees’ commitment to the company and its activities
and motivating employees to work as a team contributing to the final result, employee’s
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involvement is required and suitable communication with them is vital to build working
relationships. Employees’ involvement needs to be built on relationships of two-way cooperation
and mutual support between the employer and the employee (Cᾰtᾰlin et.al, 2014).

2.2.2.4 Human Resource Management (HRM) Strategies
Human Resources Management (HRM) strategies can be considered as part of IM strategies
because a large part of IM strategies are also HRM strategies and they are used interchangeably
in the workplace. HRM in secondary education involves the continuous training of teachers to be
able to perform tasks that are required in any school. As any school organization is in a
continuous process of growing, it has to establish methods of recruitment and selection of
personnel who possess the required skills. Investing in human resources is, for each organization,
especially for secondary education, a capital investment, because teachers are builders of
education, culture and opinion for the new generation. Hence the quality of an education system
is reflected to the quality of human resources that the system has (Anghel et.al. 2015, p.87).

IM is very dependent on supporting HRM policies if it is to succeed. IM can be used by
management to distribute core organizational values throughout the firm, creating a shared
system of beliefs. IM techniques together with HRM techniques could be used to communicate
the importance of product quality, supported by training and incentives for appropriate
behavioral outcomes. For this reason, there should be a supportive management style and a
participative style of management (Ahmed & Rafiq, 2002). HR must develop beyond its old
niche and become more integrated with the rest of the organization. A cooperative programme is
necessary to initiate change. The development of a marketing-oriented initiative that delivers a
relevant value proposition will reduce fear and replace resistance with resolve, providing greater
loyalty and understanding that will potentially help both the marketing and HR functions to
provide greater satisfaction and results to the organization. The HR departments should develop
a programme of internal relationship marketing aimed at developing the relationship between the
employee and the company, addressing both marketing and human resource issues (Dunne &
Barnes, 2000 as cited in Varey & Lewis, 2000).
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Kotler and Keller (2006) also argued for the use of human resource management elements to be
used in parallel with IM. According to them, internal marketing requires that everyone in the
organization buy into the concepts and goals of marketing and engage in choosing, providing,
and communicating customer value. As positive employee attitudes are important, service
companies must attract the best employees they can find. They need to market a career rather
than just a job. They must design a sound training program and provide support and rewards for
good performance. They can use the intranet, internal newsletters, daily reminders and employee
roundtables to reinforce customer-centered attitudes. It is important to audit employee job
satisfaction regularly. Karl Albrecht observed that unhappy employees can be ‘terrorists’ (Kotler
and Keller, 2006). According to Vasconcelos (2008) who has broadened
the internal marketing concept by introducing the happiness into the work (HWP) construct,
supports that organizations who are really committed with their employees’ happiness can enjoy
the internal marketing concept (IMC). In this sense, employees’ HWP can be addressed by
means of several broader IM approaches, namely: (1) putting people in the first place; (2)
providing as high as possible employees’ work satisfaction; and (3) developing jobs as products
in a wider perspective (Vasconcelos,2008, p.1260).

In fact, there are a number of areas in Management where IM can play an important role
(Mishra,2010): (1) Management of change: where many companies go through a transformation
via mergers, alliances or downsizing and IM can bring the parties together with shared goals and
values as it creates good coordination among the various business departments; (2) Building
corporate image: when companies change their brand, their name, or their values, it is important
to communicate the change to all stakeholders including employees and IM can create a key role
in creating awareness and appreciation of the company’s aims and strengths as all employees are
the company’s ambassadors. Re-branding is a case where IM might be used to gain internal
employee acceptance of the new ‘brand’ but firstly it must consider the ‘problems’ associated
with the management change process (Finney &Scherrebeck-Hansen, 2010 as cited in Mishra,
2010); (3) Employee empowerment: where IM empowers employee to build stronger customer
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relationship and gives them in this way accountability and responsibility; (4) Enhancing
Organizational Commitment: as the major drive of IM concept is to ensure that employees feel
that management cares about them and their needs are met because if these needs are not met,
then the satisfaction of external customers is difficult. Caruana & Calleya (1998) found a
significant relationship between IM and organizational commitment; (5) Employee satisfaction:
IM approach can assist in creating more satisfied customer-contact employees leading to greater
customer satisfaction because IM aims at reducing interdepartmental and inter-functional conflict
and developing the co-operation and commitment needed to make external marketing strategies
work.
Therefore, the organization should constantly develop programs and strategies for enhancing
employee satisfaction and commitment in much the same way as external marketing plans which
are continuously updated and improved meet external customer demands (Mishra, 2010). After
all, positive employee perceptions of organizational practices and procedures in relation to
service result to positive customer perceptions of service practices and quality (Schneider,
Parkington & Buxton, 1980). Also, in a study by Liao et.al (2004), internal marketing perception
and satisfaction are two different concepts where the former indicates how strong the employees
feel about the action taken by the company while the latter shows whether they agree to the
action taken and the extent of their satisfaction. The higher the perception of IM, the greater the
employees’ job satisfaction and customer orientation will be.
Furthermore, Fritz (1996) also identifies the need for an employee orientation and presents a
management model that includes market orientation and employee orientation. The model also
includes ‘production and cost’ orientation and one additional external orientation, technology
and innovation orientation. Fritz (1996) presents a three factor operationalization of employee
orientation: (1) The importance of employee satisfaction as a goal of corporate decisions; (2) The
degree to which employee development is pursued as a corporate strategy; and (3) The degree to
which delegation of responsibility is pursued as a corporate strategy.
There are various studies that support the positive relationship between IM strategies and
employee satisfaction, commitment and improved performance of organizations (Broady-Preston
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& Steel, 2002; Chang & Chang, 2007; Kyriazopoulos et.al, 2007; Panigyrakis & Theodoridis,
2009; Huang & Chen, 2013; Aburoub, Hersh & Aladwan, 2011; Alshura et.al, 2016). IM
programs have also a significant impact on employees’ commitment their market orientation and
overall profitability of the firm (Zaman et.al, 2012).Schools need to be sure that teachers are
satisfied in order to maximize their teaching performance. In fact when employees, teachers in
this case, have the skills and tools to deliver high-quality service, they are proud of their abilities
to do so (Bitner et.al, 1994). Also, sometimes customers can be the source of employees’
dissatisfaction through inappropriate behavior of being unreasonably demanding and this
represents a strategic challenge for the organization and an operational real-time challenge for
service employees (Bitner et.al. 1994). Indeed, in education, inappropriate behavior by the
students and problematic students can add to teachers’ job dissatisfaction.
Following this, Friedman (2000) argues that teachers, especially new ones in profession, face
‘burnout’. Burned-out teachers are less sympathetic toward students and are more anxious and
frustrated. This results to lower commitment which consequently reduces student achievement
(Firestone & Pennell, 1993). Burnout usually is conceptualized as a work-related syndrome
resulting from the individual’s perception of a considerable gap between expectations of
successful professional performance and an observed, less satisfying reality (Friedman, 2000).
The transition from schooling to teaching is often difficult and challenging one, even for those
graduates who receive support and guidance from veteran teachers, school principals, or
supervisors. What these novice teachers experience in their day-to-day school and classroom
reality during this transitional period, in many instances, it is a ‘reality shock’ (Friedman, 2000).
Since successful IM is employee-focused at all levels of the organization, with the primary goal
of building effective strategies that serve external customers, it will thus resolve problems of
teachers’ burnout. After all, employee satisfaction results primarily from high-quality support
services and policies that enable employees to deliver results to customers (Benoy, 1996).
Additionally, teamwork is an antidote of ‘burnout’ because team involvement can be
rejuvenating, inspirational, and fun. It also raises individual performance as letting down the
team may be worse than letting down the boss (Berry & Parasuraman, 1991, p.162). In fact,

70

LITERATURE REVIEW

internal service quality has a positive effect on employee satisfaction, commitment and employee
well-being which in turn positively influence employee performance. Employee well-being also
positively strengthens the effects of employee satisfaction and commitment on employee
performance (Sharma, Kong & Kingshott, 2016).
Therefore, these two attributes of job satisfaction and organizational commitment are important
to school teachers’ performance and quality of teaching provided. Interestingly, the level of
effort and involvement showed by the teachers in promoting high quality teaching are reflected
by their commitment to work, school, students, and to profession (Thien, Razak & Ramayah,
2014). However, a study carried out by Altarifi (2014) in higher education investigating IM
activities in universities showed that although IM has a significant effect on job satisfaction and
organizational commitment, its effect is not substantial which means that there are other drivers
of job satisfaction and organizational commitment and future research is encouraged to identify
them. Factors such as development, communications and incentives are playing an important role
in enhancing the academician’s satisfaction and commitment. Though, it is true that differential
incentive policies such as merit pay, career ladders, school incentive programs and mentor
programs can influence teachers’ commitment by changing teachers’ working conditions.
Teachers prefer incentive programs with intrinsic incentives to those without. Therefore, care
should be given to financial rewards as the size of these rewards can promote competition among
teachers within the school which will reduce collaboration, resulting to money consciousness
that encourages less sharing and an unhealthy work climate. For this reason, when bonuses and
other salaries are given which relate to status implications, they are often offered in a secret way.
As a result, to encourage collaboration and education effectiveness, design programs such as
career ladders, mentor teachers, and other programs can be used in schools to create special
positions through which teachers have the opportunity to interact with colleagues (Firestone &
Pennell, 1993). When school administration follows ethical norms, values the teachers’
achievement, puts a lot of effort into developing good communication with teachers and involves
teachers in school management, then the teachers have much more favorable feelings towards the
school’s activities and are more motivated to achieve the school’s objectives (Irs & Türk, 2012,

71

LITERATURE REVIEW

p.387). According to Irs and Türk (2012), performance-related pay in the schools motivate the
teachers as long it is perceived by them as fair, so they should therefore be involved in the
process and perceive that they are valued.
Firestone and Rosenblum (1988) suggest that teachers maybe indeed committed to teaching,
their school, or their students, and that their behavior vary depending upon which commitments
are focused on. They argue that what teachers are committed to can make a difference. For
example, a commitment to students may contribute to a warm, supportive climate that is likely to
reduce the dropout rate but may not contribute to academic achievement, while a commitment to
teaching may have the opposite effect. In fact, teacher commitment contributes to but also is
influenced by student achievement (Firestone & Rosenblum 1988 as cited in Firestone &
Pennell, 1993, p.491). Αs Figure 2.2 below demonstrates, work elements such as task variety or
opportunity to participate in decision making in schools affect the psychological states which
mediate between work elements and commitment. A series of moderator variables of which
some are found in the individual and others in the environment, influence the relationship
between work elements and psychological states which in turn influences teacher commitment
(Firestone & Pennell, 1993).
Also over time, employees increase in value to the firm as they develop an organizational
memory resulting to employee involvement and commitment through the creation of ‘ownership’
of the responsibility for service quality both within and outside the organization. However, if
such employees feel that the firm is not meeting its obligations as an employer to the internal
market, and/or its role as a service provider to the external market, their commitment to the
organization will decrease or they may even sabotage the process (Dunes & Barnes, 2000 as
cited in Varey & Lewis, 2000).
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A supportive personnel policy is important to ensure both that existing employees are satisfied,
committed and motivated but also employees with the requisite skills, competencies and attitudes
are recruited. Retention of good employees requires competitive remuneration policies and
career progression paths. Remuneration policies need to reflect strategic objectives such as
customer orientation and service orientation to achieve external and internal marketing
objectives. Training is essential to ensure that employees have the skills and competencies
needed to provide the right quality products and services and take advantage of marketing
opportunities that arise (Ahmed & Rafiq, 2002). Investment in staff training is indeed required to
achieve the service levels required for the brand strategy (Jobber, 2001). Training of staff is
crucial because service companies rely on face-to-face contact between service providers (e.g.
teacher) and service user (e.g. students). Also, brand strategies must be communicated to staff so
that they understand the company ethos upon which the company brand is built. Effective
internal marketing programs can be summed up in the following tasks: recruit, train, motivate,
communicate and co-op (Peck et.al.,2000). Peck, Payne, Christopher and Clark (2000) suggest
the following IM activities which are thought by them to be critical in helping to implement IM:
(1) Organizational design must be conducive to IM concepts and philosophies; (2) Regular staff
surveys which assess the internal service climate and culture and obstacles to service quality
improvements are essential in determining the focus for future actions; (3) Internal customer
segmentation; (4) Personal development and training should be focused on core competencies for
IM; (5) Recognition and rewards based on employees’ contribution to service excellence; (6)
Internal communications provides a mechanism for cross-functional participation in the
coordination of activities in the organization; (7) Performance measures should be visible and
should measure each person’s and department’s contribution to the achievement of performance
objectives for each key success factor; and (8) Building supportive working relationships as
employees be able to provide each other with consideration, trust, warmth and support, breaking
down barriers within and between departments.
Ewing and Caruana (1999) claim that the emphasis of internal marketing is on the feelings of
teachers who need to feel safe cared for and accepted from the management side. Keller (2002)
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points out that ‘if management wants its teachers to do a great job with customers, then it must
be prepared to do a great job with its teachers’ (as cited in Tareef & Balas, 2012). Rafiq and
Ahmed (2000) discuss five needs which IM is focused on and can be applied to education,
namely: (a) The need to take an interest in teacher motivation and satisfaction; (b) The need to be
oriented towards teachers and the satisfaction of customers; (c) The need to promote internal
coordination and connection; (d) The need to adopt marketing thinking; (e) The need to present
the specifics of an organization and a formal strategy. In higher education institutions, these
needs are relevant and thus the concept of IM might be valuable for schools.

Additionally, an important element resulting to motivation, satisfaction and commitment of
employees in their workplace is their empowerment. The adoption of changes in policies and
new ideas are generally more likely to be successful if the employees that are affected by the
changes are involved in the planning process (Ahmed & Rafiq, 2002). The empowerment of
employees will reduce the resistance to change and this will make them become more adaptive.
In fact empowering employees, result to the improvement in their motivation and productivity
and to the improvement of service for the customer, marketing the service products more
effectively. However, Jean-Paul Flipo (2000) argue that empowerment of employees is just for
external use and is of little importance with regard to the internal hierarchical structure. So
having a comprehensive and consistent set of internal values and practices is more important
than giving local autonomy (Varey & Lewis, 2000). Even so, for managerial interactions to exist
or develop where interactions incorporate relationships between individuals and external
marketing assets and management from all functions and levels in the firm, empowerment should
be inherent in the organization to encourage all employees including managers to be responsible
for their results (Gilmore, 2000 as cited in Varey & Lewis 2000). In teaching, teachers’
participation in decision making, improves the qualities of both the teachers and the managers
(headteachers, assistant headteachers and head of departments (HODs)) and enhance the
teachers’ job motivation (Kӧklü, 2012). In this study, the teachers participate more in educational
decisions than in managerial decisions and are willing to participate more (Kӧklü,2012, p.218).
School principals and teachers can thus become partners in achieving the school aims.
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In fact, empowerment of employees in services is the key to customer satisfaction. Employees
need to be supported by necessary levels of empowerment to deliver the required levels of
service quality (Ahmed & Rafiq, 2002). Empowerment can be seen as a tool through which the
responsibility of delivering efficient, quality, customer service is moved down through the ranks
of the organization (Dunes & Barnes, 2000 as cited in Varey & Lewis, 2000). According to
Bowen and Lawler (1992), there are four potential components that may involve empowerment
within a firm: (1) the sharing of information on organizational performance; (2) rewards based
on performance; (3) knowledge that enables workers to understand and contribute to improved
performance; and (4) the power to make decisions that influence organizational direction and
performance. The most important is the perception of involvement that allows the employee to
gain a sense of responsibility and control.
However, employees are unlikely to be motivated to perform services they do not feel competent
and confident to perform (Berry & Parasuraman, 2000 as cited in Varey & Lewis, 2000; Berry &
Parasuraman, 1991). When employees are empowered, there will be quicker on-line responses to
customer needs during service delivery; quicker on-line responses to dissatisfied customers
during service recovery; employees will feel better about their jobs and themselves and when
employees feel that management is looking after their needs, they will take better care of the
customer; empowered employees can be a great source of service ideas and there will be great
word-of-mouth advertising and customer retention. Employees are empowered if they get
information about organizational performance, they are rewarded for contributing to
organizational performance, they have the knowledge and skills to understand and contribute to
organizational performance and they have the power to make decisions that influence
organizational direction and performance. In addition, organizations need to directly consider the
issue of empowerment in educating and training managers. Nevertheless, employees will
respond positively to empowerment only if they have strong needs to grow and to deepen and
test their abilities. Also, the freedom to act on behalf of the customer, to be creative in solving
problems to be a “thinking server”, comes from an emotional connection to the company (Bowen
& Lawler,1992). This is ownership attitude and inclusion is a main factor in cultivating this in
the organization (Berry & Parasuraman, 2000 as cited in Varey & Lewis, 2000).
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So, before service organizations look into empowerment programs, they need to determine
whether and how empowerment fits their situation (Bowen & Lawler, 1992). Moreover,
delivering high quality service has its costs as the organization should invest on human capital to
empower its employees and this suggests that the organization should aim for an optimal level
not necessarily the highest. Empowerment is also a key to service recovery, a key component in
perceptions of service quality (Ahmed & Rafiq, 2002). In the case of education and teachers,
empowerment will motivate teachers to improve their performance and their work efficiency
resulting to organizational effectiveness. When teachers are empowered, principals are less likely
to use coercive power and more likely to serve as facilitators who guide teams of teachers using
their knowledge and expertise (expert power). Principals will increasingly be less able to rely on
their position (legitimate power) to direct subordinates; in fact, as teachers are empowered,
expertise will become the most significant element in power relationships between teachers and
principals (Hoy & Miskel, 2013, p.240).

Overall, in order to create value for customers, service companies must invest in attracting,
developing, motivating and retaining quality people to perform the service. One of the major
causes of poor service quality is hiring the wrong people to perform this service. Therefore,
competing for talented employees requires that firms aim high by using various recruiting
methods. Hiring people who share the company’s values and then promoting managers from
within the organization generates the values consistency, emotional energy and decision-making
guidance that characterize service organizations. Promoting head of departments and assistant
head teachers and head teachers from within the school will generate value consistency and value
compatibility between the school and its teachers, sustaining human excellence as teachers will
abide by the school’s values and vision. The emotional connection to the school on behalf of the
teachers will nurture ownership attitudes in the organization sustaining the school’s success.
Service firms should focus on internal service quality in order to improve external service quality
(Bouranta, Chitiris & Paravantis, 2009).
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A strong institutional culture that values internal customers can help achieve a motivated
workforce, loyalty, high performance, innovation and a distinctive institutional competitive
advantage (Khan & Matlay, 2009). The best internal marketers compete aggressively for talent
and market share, offering a vision that brings purpose and meaning to the workplace and they
equip their people with the skills and knowledge to perform highly, giving them the freedom to
excel. They encourage team play and at the same time they motivate individual achievement
through measurement and rewards. And they base their job design decisions on research. For
most services, the server cannot be separated from the service and hence the teacher is a
significant part of the educational service. In reality, customers (parents/students) “buy” the
people (teachers) when they buy a service (Berry & Parasuraman, 2000 as cited in Varey &
Lewis, 2000; Berry & Parasuraman, 1991).

Therefore, through IM strategies employees will be motivated to provide services to internal and
external stakeholders in a customer-oriented manner (Voima & Grönroos, 1999; Ali, 2012). In
IM teachers are considered to be the customers of the institute. So higher education institutes
need to pay attention primarily to the teachers, their needs, attitudes and values and try to satisfy
them as much as possible. Satisfied internal customers/teachers can better serve external
customers, primarily students and parents (Tareef & Balas, 2012). According to a study by
Brooks et.al (1999) referring to internal and external customers showed that proactive decision
making, leadership and attention to detail are not identified as important to the external customer
but are found to be important in internal interactions. An internal service quality wave front
exists and it is driven by the external customer, moves through the organization backward along
the value chain and out towards the support functions. Hence improving service quality by
concentrating on customer facing staff only is inappropriate as the internal suppliers would not
have been motivated to increase their internal service quality (Brooks et.al, 1999).
According to Ali (2012), Foreman and Money’s (1995) internal marketing construct recognizes
three elements: vision, development and rewards and Hogg, Carter and Dunne (1998) argue for
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using ‘Investors in People’1 to achieve organizational change and develop customer-oriented
employee attitudes. IIP offers organizations a framework with which to implement changes in
organizational culture and can be used to communicate new as well as reinforcing existing,
organizational messages. However, if the core values of an organization remain incompatible
with their stated strategic objectives, programmes that investigate changes in culture cannot
succeed (Hogg & Carter, 2000 as cited in Varey & Lewis, 2000). Although IIP is not specifically
described as an internal marketing initiative, training and development which are part of IIP are
important features of internal marketing (Hogg et.al, 1998).

After all, customer-contact

personnel provide the link between the company and the consumer and to the consumer they are
the company (Berry et.al, 1985). For this reason, investing in people will improve the company’s
service quality. In fact, building a culture for quality involves establishing specific quality
standards, hiring personnel with the capacity to meet those standards, training them to meet the
standards, checking to see that they meet the standards, and rewarding them when they are
successful (Berry et.al, 1985). According to Parasuraman, Zeithaml and Berry (1985) and their
service quality model, there are ten determinants of service quality and that include: access,
communication, competence, courtesy, credibility, reliability, responsiveness, security, tangibles
and understanding/knowing the customer. However, if service companies place too much
emphasis on short-term profitability, this will lead to lower service quality assessment from the
customer as it will lead to too many cost-reducing moves including employees rewards and
encourage also transactions that are not in the best interest of the customer (Berry et.al, 1985). In
a study by SeyedJavadin et.al (2012), IM positively affects organizational citizenship behaviors
where the latter acts as a mediator between IM and service quality.
Evidence shows that IM strategies which incorporate HRM strategies improve the service quality
of an organization. IM strategies enhance perceived internal service quality that fosters external
service quality (ELSamen & Alshurideh, 2012). Indeed IM has an impact on marketing success
according to a research on UK retail managers by Lings and Greenley, 2005. There is significant

1

Investors in People (IIP) is an HR initiative focusing on the training and development of the workforce, with its explicit
customer focus IIP forces a link between business strategy and human resources by linking the development of people (i.e. the
employees) to the goals and targets of the organization (Hogg, Carter and Dunne, 1998)
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relationships between internal market orientation, employee motivation and external marketing
success (market orientation, financial performance and customer satisfaction). There is also a
positive impact of external market orientation on customer satisfaction and financial
performance (Lings and Greenley, 2005). Piercy (1995, p.29) argues that the external customer
satisfaction is both dependent on, and a contributor to, the internal customer satisfaction. In fact,
according to Lings and Brooks (1998) a new model of IM was applied to a medium sized UK
service organization and found that service quality increased both internally and externally.

Just as interactions between the supplying firm and the external customer are important in
forming the customers’ perceptions on service quality, as important is the interaction between the
internal supplier and the internal customer in developing the internal customer’s perceptions of
the service that they receive from their internal supplier. Processes which are important in
developing the internal customer’s perceptions of the service which they receive from their
internal supplier can be thought of as moments of truth in the internal market and they are back
offices processes (telephone calls, memos reports and face to face interactions etc.) which the
internal customer experiences but they remain unseen by the external customer. Thus, the
internal customer model of IM concentrates on functional interdependency where internal
suppliers work with their internal customers to identify areas for improvement and possibilities
to increase internal service quality (Lings & Brooks, 1998).

There should be a balance between internal and external market orientations for a firm to be
effective (Lings, 1999). So in order to satisfy consumers, suitable strategies should be used
focusing on the needs and wants of employees in order to motivate them and affect their ability
to provide quality outputs. Internal market research (part of the employee orientation of the firm)
provides information about the needs and wants of employees (the internal customer) (Lings,
1999). However, it is also highly accepted that the higher education sector according to Tareef
and Balas (2012) has multi-stakeholders that have an interest in higher education. Along with
students, employers and society, there are also the parents, the government and other funding
bodies, quality assurance agencies and other authorities, professional bodies
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(Voss,Gruber,Szmigin,2007; Kantanen,2007). Students, employers and society are seen to be the
main beneficiaries of higher education services (Maringe, 2006). Sometimes the needs and the
wants of the different stakeholders do not totally match and higher education has to satisfy more
constituencies. Students as primary clients are usually segmented and treated differently but all
other stakeholders are more difficult to segment (Nicolescu, 2009). Therefore, students are the
direct and immediate customers of the higher education services and employers also benefit from
the results of the higher education processes as they take advantage of the skills of the students
(Tareef & Balas, 2012). However, every stakeholder in higher education has a particular view of
quality, dependent on their specific needs (Voss, Gruber & Szmigin, 2007) and so higher
education institutions have to fulfill multiple needs. Nevertheless, relational exchanges between
employees within an organization should be considered a precondition for successful exchanges
with external markets (George, 1990).

For successful IM, reward systems should be created taking into consideration various elements
that enhance employees jobs and levels of service quality and more appropriate design of jobs
should be carried out to meet the needs of employees and the better quality of support and input
from other departments (Lings, 1999). This internal marketing orientation strategy should then
be changed accordingly and incorporated into an ongoing strategic planning cycle, allocating
resources to this strategy. Managers should therefore need to understand and subscribe to both
marketing and human resources philosophies. The concept of an internal market orientation
provides tools for marketing managers to combine human resources issues into marketing plan
and for human resource managers to incorporate marketing practices into an HR plan (Lings,
2004).

Consistent with the above argument, IM programs that make employees committed to various
goals have always existed but what is new is the active, market-oriented approach as suggested
by the internal marketing concept. Some marketing activities from traditional external marketing
may be used together with training and other traditional personnel development activities. IM
offers an umbrella for all these and make the development of personnel a strategic issue
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(Grönroos, 1994). Some strategies that have been suggested by management theorists and
practitioners (Benoy, 1996) include financial rewards, expand/open career paths and support
diverse employee lifestyles as it has already discussed. An important part of any successful IM
programme is the two-way process where the views of the management group are communicated
to the workforce, and in turn the views of the workforce are communicated back to the
management group. As Hatch and Schultz (1997) support, managers are participants in,
controllers of, and symbols of, their culture (Hogg & Carter, 2000 as cited in Varey & Lewis,
2000).

Managers practicing IM will play an important role in combining and integrating different
perspectives (Bowen, 1986; Bowen & Lawler, 1992). Schultz (2004) provides a model for a
financially based integrated internal marketing and allocation calculus approach where managers
can place a financial value on changed employee behaviours so that internal marketing can be
treated as an investment and return process. Hence, human resources holds the key to sustained
quality improvement and what employees experience on their jobs as front-line service
employees seems to affect the quality of the on-site experience for customers. (Bowen, 1986;
Bowen & Lawler, 1992). In education, students as customers will be performing though studying
and working at home after the service delivery of teaching.

Also if academics and managers are to use IM as a means to enhance organizational
effectiveness and functioning they must themselves first build a deeper understanding of IM as
said by Ahmed and Rafiq (2003). In line with Ali (2012), managers should give more attention to
IM in order to achieve the company’s aims of customer orientation and better performance. The
overall consideration of IM is to develop and retain motivated personnel within an environment
which reduces fluctuations in service quality and increases customer consciousness. There are a
number of IM considerations that managers need to have in order to improve a company’s focus
on IM and positively affect employee retention (Taylor & Cosenza, 1997). One is to use
corporate culture. By communicating the values of the organization to its employees, they
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increase their level of consent, participation, motivation and moral involvement. Second, it is
important that companies give prospective employees a true picture of the organization, if they
hope to match employee personality type with the climate and culture of the company. The
employees, through their behavior, transmit the climate and culture of the organization and this
provides the link between the external customer and environment and the internal operations of
the organization. Therefore, companies should carefully consider the kinds of employees that
they employ to match the image of the organization before investing heavily in recruiting and
training on them. Third, a formal and informal socialization process must take place in
companies to sufficiently embed the corporation’s service perspective in the minds of new
employees. Fourth, companies must aid employees in identifying with the company’s goals and
values. Fifth, IM should also be employed during exit interviews. Every time a high-performing
employee leaves a company, a structured exit interview can take place to get feedback in order to
prevent other employees from experiencing the same negative feeling. Sixth, empower
employees by giving them the desire, skills, tools and authority to serve the customer. Seventh,
companies must attract and retain interpersonally oriented people. Eighth, companies can
organize regular meetings with employees to permit them to present and exchange ideas. Money
alone does not promote loyalty and rarely retains motivated people but instead employees want
more interaction with management, more self-satisfaction on the job, more responsibility and
more control over the decisions affecting them. So overall, the turnover problem lies in
management’s ability to follow a systematic approach to IM and one important ingredient of IM
is communications (Taylor & Cosenza, 1997).

In the modern corporation, success in management directly depends on the ability of managers to
manipulate symbols, whether they are speeches at corporate breakfast or letters to stockholders
(Phillips & Brown, 1993). In a study on the Indian call centre industy IM is used as a solution to
combat the problem of employee turnover (Budhar et.al,2009) while in another study by Ferdous
(2008) argue that within a firm exists internal market segments that require separate marketing
efforts and communication programs in an integrated approach. Therefore this study attempts to
propose four major imperatives within a conceptual framework for implementing Integrated
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Internal Marketing Communication (IIMC) program in the internal market: (i) create the
appropriate atmosphere for communication, (ii) application of IIMC tools, (iii) measuring the
IIMC program and (iv) feedback for corrective action.
The implementation of an IM program ensures that motivation is at managements’ first priority
and it is not only the responsibility of human resources but it must be adopted by all the
managers throughout the organization (Mishra,2010).The IM plan must be implemented by top
management, human resources, and marketing and supported by all areas (Aburoub, Hersh
&Aladwan, 2011).It is important for top management to change the reward structures of an
organization if it expects the behavior of internal customers to change (Mohr-Jackson, 1991). In
fact, IM programs need to be designed to fit the management style and culture of the firm.
Managers’ interaction styles, IM tactics, and media use need to be closely integrated. If they are
discrepant or contradictory, managers’ actions create distrust, confusing employees. IM should
be considered an integral part of the general manager’s job and managers of service firms need to
market the company to employees before marketing it to customers. However, when managers
and employees have little respect for each other, efforts to communicate the corporate strategy,
promoting the company to employees or building customer awareness are likely to be wasted. So
relationships needs to be first repaired. Thus, IM programs and managerial influence strategies
must be aligned, if IM is to become effective management practice (Davis, 2001). IM is also
mainly undertaken by larger firms as smaller firms may have to compensate a lack of formal IM
with other informal initiatives to ensure customer-conscious employees (Quester & Kelly, 1999).
Indeed, adopting a social identity theory perspective, Wieseke, Ahearne, Lam and Dick (2009)
propose that IM is a process in which leaders instill into followers a sense of oneness with the
organization, formally known as ‘organizational identification (OI). OI-transfer process is the
strongest when a long leader-follower dyadic tenure is coupled with highly charismatic
leadership. High-OI leaders with low charisma actually impair their followers’ OI and the
detrimental effects are particularly visible for followers who work under such leaders for a long
time. IM aimed at building OI, it should pay more attention to the intermediary managers, in
addition to frontline employees and top managers. Ignoring these middle managers is
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synonymous with breaking the cascading flow of OI transfer (Wieseke et.al, 2009). In fact in
education, the middle managers are the head of departments who need to be given attention when
IM is applied in the school context.
Summing up and according to Ueno (2010) there are twelve elements discussed by the authors in
IM literature that are related to HRM strategies:(1) Recruitment and selection; (2)Training;
(3)Teamwork; (4)Empowerment; (5) Performance measurement and reward systems;
(6)Communication;

(7)Culture;

(8)Top

management

commitment,

involvement

and

leadership;(9) Employee commitment and involvement;(10) IM segmentation and targeting;(11)
Internal marketing research; and (12) HR issue including motivation and job satisfaction. These
twelve elements have been identified to contribute to successful IM and in turn lead to successful
external marketing, playing a role in the development of a service culture through facilitating and
enhancing quality service delivery. In fact, according to this study, the seven common features
critical for the management of service quality are recruitment and selection, training, teamwork,
empowerment, performance appraisals and reward, communication, and culture of the
organization; elements that have already been discussed in this review (Ueno, 2010).

2.2.2.5 Education Process and Internal Customer Segmentation (EPICS)
Strategies
As part of Education Process in the schools, CPD (Continuing Professional Development) of
teachers plays an integral role. A staff development program must first help teachers to meet
their individual needs and once these needs are met, they can address broader school concerns
through cooperative in service programs. As a result, staff development leads to the
improvement of a school’s entire teaching staff (Good & Brophy, 1994). According to
McDonnell (1995) as cited in Good and Brophy (1994), staff development programs should
boost teachers’ morale and raise or maintain positive expectations. Therefore, staff development
programs need to help principals and teachers both to develop new skills and be happy of using
those skills. Quality circles can be also incorporated in the education process of the schools.
Bonner (1982) argues that the application of the quality circle program in the Michigan schools
improved communication among employees and management. Regarding trade unions, their
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involvement in the public schools is so strong that also influences the education process. Trade
unions are usually resistant to change to new teaching and evaluation procedures. According to
Moe (2011) in his study of America’s public schools, the author argued that as long as the
teachers’ unions remain powerful, the nation’s public schools will never be organized to provide
students with the most effective education possible.
For any organization including schools to be able to use Internal Marketing (IM), clear employee
segmentation must also be applied. Segmentation criteria that can be used include age, nature of
relationship with the company, hierarchical position, professional background, work related
attitudes or employees’ objectives (Bruhn, 2001 as cited in Cᾰtᾰlin et.al. 2014). As a result, IM
research is carried out so as to identify the needs of the internal markets (e.g. employees). A
variety of traditional marketing research techniques, ranging from simple surveys to indirect indepth data collection techniques, can be used to investigate the motivations, potential fears and
resistance of employees to the change programme. Once these needs and resistance have been
found, then the possibility of grouping these individuals upon their need requirements and other
characteristics such as demographics can be examined. Internal segmentation process is to
identify suitable criteria for segmentation as these will determine the usefulness and relevance of
segments subsequently created. The whole process is strengthened if specific information with
regard to resistance to change is explicitly incorporated in the process of grouping. This will lead
to a definition of homogenous segments with regards to the needs, resistances and actions
required for a particular strategic course of action (Ahmed & Rafiq, 2002). In schools, teachers
can be classified according to the years of experience, their qualifications, their training received
and their position in the school. As it was already mentioned employees’ surveys should be
handled with more care than consumer surveys.
For internal customer segmentation to take place in an organization, internal positioning is vital.
Internal positioning involves providing an appropriate mix of differentiated benefits to a specific
employee segment to motivate it to achieve effective implementation of marketing and other
strategies. For example, the training provided to the new teachers or the directions given to them
should be different to that of the old teaching staff. Internal positioning, due to the fact that it
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consists of specific actions necessary to facilitate implementation, acts as the main point in the
tactical development of an effective marketing programme. Unfortunately, poor internal
segmentation and positioning, even with very clearly defined and precise tactical actions, leads
to few, if any, productive positive results in the internal context. Thus, after successful
positioning, precise actions incorporated in the IM mix of 4Ps will target various identified
segments of participants (Ahmed & Rafiq, 2002).

2.3. Organizational Culture (OC) Defined
Organizational culture is a contemporary perspective for examining the distinctive character of
schools (Hoy & Miskel, 2013, p.178). The introduction of culture into the field of organizational
theory generally is owed to Pettigrew in 1979, its presence in the social sciences- most notably in
sociology and anthropology-is ubiquitous and almost as old as the disciplines themselves
(Pettigrew,1979; Detert et.al., 2000). Culture to an organization is like character to a person. It
provides meaning, direction and motivational forces to members of an organization (Yu-Je Lee,
2011). It therefore influences the value judgment and behavioral expression of members within
an organization. It is something like the operational system of an organization that directs the
employees in the way they think, feel and act. Besides, it is a dynamic and fluid factor that never
becomes fixed and culture may or may not be influential under some circumstances (Pour
Kazemi and Shakeri Navaie, 2004 as cited in Hosseini, 2014). In fact, according to Aldrich and
Herker (1977) employees who work with the public may develop attitudes about the organization
similar to those of customers and if this occurs, negative consequences will be created with overidentification with the consumer and under identification with the organization. In times when
students are not satisfied with the school this will consequently result to negative perceptions of
the teachers towards the school. Also leaders should be conscious of culture otherwise it will
manage them (Schein, 1988).
Organizational culture as defined by Schein (1996) is the ‘set of shared, taken-for-granted
implicit assumptions that a group holds and that determines how it perceives, thinks about and
reacts to its various environments’ (Burton & Peachey, 2013). According to Edgar Schein culture
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can be considered as be made of different layers (Johnson et. al, 2014): (1) Values, (2) Beliefs
(3) Behaviors (4) Taken-for-granted assumptions/ organizational paradigm where the paradigm
is the set of assumptions commonly held and taken for granted in an organization. Schein (1984)
introduced an additional component of organizational culture named artifacts. These include
stories, arrangements, rituals, and language and Schein emphasized that artifacts are the most
visible layer of organizational culture. Nevertheless, the meaning of artifacts is difficult to
understand while according to the researchers in the field of organizational culture, the different
layers of the construct are strongly interrelated. However, while being interrelated, these
different layers are both conceptually and empirically distinct according to Homburg and
Pflesser, (2000). Therefore, the model suggested by Schein (1984) has three different layers of
organizational culture: (1) Layer one includes shared basic values supporting a market
orientation; (2) Layer two consists of norms for market orientation; and (3) Layer three includes
artifacts of market orientation and market-oriented behaviors. The difference between the three
layers is the degree of visibility: high in the case of market-oriented behaviors and artifacts,
medium in the case of norms, and low in the case of shared basic values (Schein 1992 as cited in
Homburg & Pflesser, 2000).

The interest in studying organizational culture was revitalized in the 1970s and 1980s (Yeong Ng
& Ngee Ng, 2014). The concept of organizational culture has been interpreted very differently
and there is a lack of agreement among researchers regarding a common definition of the term
(Ashkanasy, Broadfoot, & Falkus, 2000 as cited in Linnenluecke & Griffiths, 2010). In fact,
there is a great variation in the writers’ perspectives on organizational culture and part of this
variation is due to the two separate disciplines from which the concept occurred, the cultural
anthropology and sociology. Within each of these disciplines, two different perspectives have
developed: (1) there is the ‘functionalist’ tradition from anthropology where it focuses on the
group, organization or society as a whole and takes into consideration how the practices, beliefs,
and values found in that unit work to keep social control. It considers culture as a component of
the social system and assumes that it is manifested in organizational behaviors; (2) there is the
semiotic tradition from sociology that considers culture as found in the minds of individuals,
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obtaining the ‘native’s point of view’ and language, symbols and rituals are the principal
artifacts. Another distinction that arose from these two traditions is that anthropological literature
tends to consider culture as something an organization is while the sociological literature
considers culture as something an organization has (Cameron& Ettington, 1988).

Furthermore, these two perspectives to organizational culture are called the emic and the etic
perspective. Taking the emic perspective, much previous research defines culture as something
an organization is while research taking the etic perspective defines culture as something an
organization has and organizational culture is examined as systems of shared meanings,
assumptions and underlying values. So, the second approach encourages the investigation of
causes and effects of organizational culture and it is this approach to be used in this research.
However, a balance between the two perspectives is required (Pang, 1996).

Another issue is whether organizational culture is primarily a characteristic of the total
organization, such as a corporation, or whether it is primarily a characteristic of groups or
"subcultures" within the organization. One dimension of this issue is the extent to which
organizations have cultures that are different from the "background" cultures in which they exist.
Such background cultures can take a variety of forms, including departmental subcultures such
as marketing, finance, and manufacturing (Deshpande& Webster, 1989, p.6).
In general, the definitions of organizational culture can be grouped into three types: (1) social
interpretation definitions, (2) behavioral control definitions, and (3) organizational adaptation
definitions. Social interpretation definitions focus on the interpretation schemas, meanings, or
frames of references of individuals as indicators and components of culture. Behavioral control
definitions focus on patterns of interaction or activities that defined shared organization behavior
and organizational adaptation definitions stress habituated solutions to commonly encountered
organizational problems (e.g. integration and adaptation problems)(Cameron& Ettington, 1988).
Organizational culture is therefore viewed in many different ways. Sometimes it is viewed as a
property of the group or organization itself, like structure or technology. Other times it is viewed
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as something that is present in within each individual as a function of cognitive and learning
processes and it is their attempt to "make sense" of the organization. Some argue that culture is
an exogenous environmental variable that cannot be managed but must be accommodated,
whereas others see it as an endogenous variable to the organization (similar to organizational
structure), mediating the way in which the organization responds to environmental stimuli and
change. Still others argue that it is both process and outcome because it influences human
interactions and is also the outcome of those interactions (Deshpande & Webster, 1989).
Deshpande & Webster (1989) believe that culture is all of these things but that the differences
arise because of differences in theoretical approach to the concept.
However, despite the use of different definitions by authors of organizational culture, there are
common elements that can be found in these definitions (Yeong Ng & Ngee Ng, 2014).
According to Shiu and Yu (2010) several scholars (Hatch,& Sitkin, 1983; Smircich, 1983;
Smircich & Stubbart, 1985;Lorch, 1986; Martin , Feldman, Deshpande &Farley, 1999; Mitchell
& Yate, 2002) believe that organizational culture represents the values, attitudes, expectations,
norms, beliefs, faiths and assumptions in an organization shared by all business members . Also
Tunstall (1985) supports that organizational culture represents the business customs, rituals, and
symbolization and Denison, (1984) supports that organizational culture refers to the set of norms,
attitudes, values, and behavior patterns that form the main identity of a business or an operating
unit within a business (as cited in Shiu & Yu, 2010). An organization’s culture is reflected in
what is done, how it is done, and who is involved in doing it in an organization. It considers
decisions, actions, and communication both on an instrumental and a symbolic level (Tierney,
1988). Deshpande and Webster (1989, p.4) also define organizational culture as: "the pattern of
shared values and beliefs that help individuals understand organizational functioning and thus
provide them norms for behavior in the organization". This definition therefore stresses three
different layers of culture including values, norms, and behaviors in the organization.

Ebert and Griffin (2000) further explain that organizational culture helps businesses achieve the
following goals: (1) Motivating employees to work hard and assisting them to work towards
common goals; (2) Helping newly hired employees learn the expected behavior models; (3)
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Providing the unique characteristics of each company, Robbins (2000) supports, that
organizational culture can serve as a determinant and a control mechanism in order to guide and
change employee attitudes and behavior. The culture of an organization is grounded in the shared
assumptions of individuals participating in the organization (Tierney, 1988). In fact, organization
members actively form (enact) their environments through their social interaction (Smircich &
Stubbart, 1985).
According to Smircich (1983), there are five different paradigms to the study of organizational
culture: (1) Comparative management which is grounded in functionalism (Malinowski, 1961)
and classical management theory (Barnard, 1938); (2) Contigency management that is grounded
in structural functionalism (Radcliffe-Brown, 1952) and continency theory (Thompson, 1967);
(3) Organizational cognition that is grounded in enthnoscience (Goodenough, 1971) and
cognitive organization theory (Weick, 1979); (4) Organizational symbolism that is grounded in
symbolic anthropology (Geertz, 1973) and symbolic organization theory (Dandridge, Mitroff and
Joyce, 1980); and (5) Structural/psychodynamic perspective that is grounded in structuralism
(Levi-Strauss, 1963) and transformational organizational theory (Turner, 1983) (Smircich 1983;
Deshpande & Webster, 1989). In the first two cultures is viewed as a variable and in the others as
a metaphor for the organization itself (Deshpande & Webster, 1989).

In order to understand the existing culture and its effects, the cultural web is used to analyze an
organization’s culture. The cultural web can be used to understand culture mostly at the
organizational and/or functional levels and its elements are: (1) the paradigm, (2) routines, (3)
the rituals, (4) the stories, (5) symbols, (6) power, (7) organizational structures and (8) Control
systems (Johnson et. al, 2014). In fact, there is a wide agreement that organizational culture
refers to a system of shared meaning held by members that distinguishes the organization from
other organizations. This system of shared meaning is, on closer examination, a set of key
characteristics that the organization values. The research suggests that there are seven main
characteristics that relate to the essence of an organization’s culture (Robbins & Judge, 2007):
(1) Innovation and risk taking- The degree to which employees are encouraged to be innovative
and take risks; (2) Attention to detail – The degree to which employees are expected to show
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precision, analysis and attention to detail; (3) Outcome orientation – The degree to which
management focuses on results or outcomes rather than on the techniques and processes used to
achieve those outcomes; (4) People orientation – The degree to which management decisions
take into consideration the effect of outcomes on people within the organization; (5) Team
orientation- The degree to which work activities are organized around teams rather than
individuals; (6) Aggressiveness – The degree to which people are aggressive and competitive
rather than easygoing; (7) Stability- The degree to which organizational activities emphasize
maintaining the status quo in contrast to growth. Each of these characteristics exists on a
continuum from low to high. According to Robbins and Judge (2007) assessing the organization
on these seven characteristics, then gives a composite picture of the organization’s culture. This
becomes the basis for feelings of shared understanding that members have about the
organization, how things are done in it and how the members are supposed to behave. However,
the culture of one institution is unlike any other and that is expressed through cultural
manifestations that are not in fact unique. This is the uniqueness paradox (Martin et.al, 1983).
A study by Detert et.al (2000) looks into the relationship between culture and implementation of
new behaviors and practices. They have considered eight dimensions that relate to the ‘ideal
culture’ for a specific improvement initiative (TQM). These eight dimensions are: (1) the basis
of truth and rationality in the organization; (2) the nature of time and time horizon; (3)
motivation;(4) stability versus change/innovation/personal growth;(5) orientation to work, task
and coworkers; (6) isolation versus collaboration/cooperation;(7) control, coordination and
responsibility; and (8) orientation and focus-internal and/or external. Overall, organizational
culture consists of four unique but interconnected components and these include shared basic
values, behavioral norms, different types of artifacts, and behaviors (Homburg & Pflesser, 2000).
Indeed, the culture of organizations differs in various countries based on the cultural variances
which are determined by national elements that are unique for every nation. In order to secure
change and prevent a return to earlier cultural patterns, the senior management must continually
maintain the TQM systems. Nevertheless, there are pressures imposed on organizational change
by national cultural patterns (Hergüner & Reeves, 2000).
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A distinction needs to be made between organizational culture and organizational climate as this
is usually highlighted in organizational studies. According to Hofstede (1998, p.486), the
differences between climate research and culture research were: (1) climate was derived from
sociology and culture from anthropology, (2) climate was more focused on the individual level
of analysis while culture was more focused on the organization level, (3) climate had an
evaluative connation and was partly overlapped with satisfaction research but culture could be
different, and (4) “ climate can be fruitfully be seen as a sub-set of culture (Poole,1985,p.84)”(
Yeong Ng & Ngee Ng, 2014,p.23).

Furthermore, climate is seen as behavior while culture is seen as the values and norms of the
school or organization in general (Macneil et.al, 2009). Norms guide behaviors in a specific
context whereas values represent general guidelines (Homburg & Pflesser, 2000). Organizational
climate and culture are partly competing, partly complementary: Organizational culture refers to
shared beliefs, whereas climate reflects the dominant patterns of behavior in organizations (Hoy
& Miskel, 2013). Hoy and Feldman (1999) believe that the difference between organizational
culture and organizational climate is meaningful and crucial because shared perceptions of
behavior (climate) are more readily measured than shared values (culture). However, it is still not
yet clear of an integrative approach towards culture research, organizational culture research and
organizational climate research (Yeong Ng & Ngee Ng, 2014).

Studying culture requires qualitative research methods and an appreciation for individual social
settings while studying organizational climate requires quantitative methods and the assumption
that generalization across social setting is the primary research objective (Denison, 1996).
Hence, climate is a preferred construct for measuring the organizational health of a school.
Through work employees cooperate so that their individual goals can be incorporated into the
organizational goals (Hogg et.al., 1998). The employees via their behavior transmit the climate
and culture of the organization and this creates the link between the external customer and
environment and the internal operations of the organization (Taylor& Cosenza, 1997).
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In fact, according to Mahal (2009) to improve the motivation level among employees one must
try to improve the organizational culture and climate. As organizations are collections of people,
the climate or culture of an organization is dependent on how the employees consider that
organization and its goals. Through work as a medium, people cooperate so that their personal
goals can be incorporated into organizational goals. Hence, the way employees perceive the
organization influences the image of the firm that presents to external audiences, including
customers (Hogg & Carter, 2000 as cited in Varey & Lewis, 2000).

As said by Robbins and Judge (2007) organizational culture is a descriptive term as it is
concerned with how employees perceive the characteristics of an organization’s culture, not with
whether or not they like them. This is important because it differentiates this concept from that of
job satisfaction. Organizational culture reflects the personality characteristics of the organization
and is closely linked to the core competitiveness of this organization (Huang, 2009 as cited in
Yu-Je Lee, 2011). In fact, Berry (1997) considers the paradigm of total quality management
(TQM) as a broad philosophy for the development of quality culture in schools and there is
evidence that leadership is an essential element in the process of initiating and sustaining the
development of a quality culture in organizations (Berry, 1997). Sahney, Banwet and Karunes
(2004) also support total quality management (TQM) in education and they argue that
“delighting the customer” is the core message of TQM and hence there is need to identify the
relevant concepts of TQM to each aspect of academic life including teaching, learning and
administrative activities.

The culture affects leadership as much as leadership affects culture (Bass & Avolio, 1993). In a
study by Griffith (2004), principal transformational leadership is not associated directly with
either school staff turnover or school –aggregated student achievement progress; rather principal
transformational leadership shows an indirect effect through staff job satisfaction, on school staff
turnover (negative) and on school-aggregated student achievement progress (positive). Ross and
Gray (2006) also agree to this as they have found that schools with higher levels of
transformational leadership have higher collective teacher efficacy, greater teacher commitment
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to school mission, school community and school community partnerships and higher student
achievement. However, in a study by Allen, Grigsby and Peters (2015) findings indicate a
positive relationship between transformational leadership and school climate but there is no
relationship between transformational leadership and student achievement neither between
school climate and student achievement. Therefore, by empowering middle managers to be
transformational leaders will result to a transformational change for the organization (Spreitzer
&Quinn, 1996). This can be related to the Head of Departments in the schools, related to middle
managers in an organization. However, according to a study by Abdullah, Shamsuddin& Wahab
(2015) organizational culture does not mediate the effect of transformational leadership on
organizational commitment among small business.
An appropriate organizational culture is the foundation for internal marketing implementation.
This proper organizational culture includes a marketing philosophy, encourages innovation and
emphasizes employees’ achievements and their need for affiliation. Inadequate cultures need to
go through change that has to include the entire organization and to organically integrate the
marketing vision throughout the process since the lack of the marketing vision leads to failure of
the internal marketing implementation (Catalin et.al., 2014). Kelemen and Papasolomou (2007)
support that IM has mixed effects upon organizational culture: at times IM acts as a unifying
force, at others it divides, leading to conflicts and ambiguities in the firm.
IM is more than an instrument for disseminating organizational values. Given that the main aim
of IM is to develop customer-conscious employees, treating employees as customers and the use
of marketing-like techniques to achieve these aims, IM itself is a new cultural initiative. The
acceptance of the central aim of IM of developing customer-conscious employees, treating
employees as customers and the use of marketing-like techniques to achieve these aims means
that the organization is incorporating a new set of values. The IM approach implies that a
strategic human resource management approach and a participative style of management are
more suitable with the implementation of IM strategies. These values and approaches to
management need to become part of organizational culture. The best way of transmitting these
values through the organization is for senior management to buy into customer orientation and
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other values associated with IM (Ahmed & Rafiq, 2002, p.68). In fact when organizational
culture is developed, the programs for promoting the organization’s values and vision are
important as employees cannot support something they do not know or does not fit their values
and beliefs (Cᾰtalin et.al, 2014). The application of IM provides organizations with the potential
to achieve a marketing orientation and resulting corporate culture. The importance of IM can be
most easily recognized in times of organizational change. Although culture is deeply rooted and
not directly manipulated, by changing the attitudes and assumptions of the employees, cultural
change will result. Successful implementation of change in organizational culture requires a
group of linked communication activities. However, if the core values of the organization are not
compatible with a marketing orientation then IM programmes are going to fail (Hogg & Carter,
2000 as cited in Varey & Lewis, 2000). This is true as organizational culture is often cited as the
primary reason for the failure of implementing organizational change programs (Linnenluecke &
Griffiths, 2010).

2.3.1 School Organizational Culture Defined
Sociologists recognized the importance of school culture in the 1930s, but it wasn’t until the late
1970s that educational researchers began to consider direct links between the quality of a
school’s climate and its educational outcomes (Jerald, 2006). The concept of culture came to
education from the corporate workplace with the notion that it would provide direction for a
more efficient and stable learning environment (Stolp, 1994, p.2). A school culture refers to the
way people perceive, think, and feel about things of a school (Erickson 1987). It is a complex
web of norms, values, beliefs and assumptions, and traditions and rituals that have been built up
over time as teachers, students, parents, and administrators work together. This invisible, takenfor-granted flow of beliefs and assumptions gives meaning to what people say and do (Peterson
& Brietzke, 1994, p.6). Phillips and Brown (1993) argue that, school culture is the beliefs,
attitudes and behaviors which characterize a school. Barth (2002) perceives it rather a complex
phenomenon as he argues that ‘a school culture is a complex pattern of norms, attitudes, beliefs,
behaviours, values, ceremonies, traditions and myths that are deeply ingrained in the very core of
the organization’.
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Moreover, a school climate is based on patterns of people’s experiences of school life and
reflects norms, goals, values, interpersonal relationships, teaching, learning, leadership practices,
and organizational structures (Cohen et.al. 2009; Cohen, Fege & Pickeral, 2009). Assessment of
the school climate reveals the strong and weak points of a school and each member of the school
observes and experiences the climate in a different way and is influenced differently (Anwar &
Anis-ul-Haque, 2014). In fact, organizational climate is a significant factor that affects teachers’
job performance (Selamat, Samsu & Kamalu, 2013).
In the literature on schools, organizational culture has become a very popular concept despite
some serious difficulties in its application to such organizations. A fundamental problem in
connection with the application of the concept of organizational culture to public schools is the
different nature of the two main groups within schools, the adult faculty, on the one hand, and
the students on the other. In schools, the adults and students, or at least a large part of those
groups, form opposing subcultures rather than joining together in a unified organizational
culture. Pointedly, the norms among faculty and students often protect the one group from the
other: for instance the "don't criticize a colleague in front of students" norm among teachers
(Mitchell & Willower, 1992, p.2). Educational institutions aim to encourage behavioral features
within certain targets appropriate to individuals so that they can be integrated within society. For
this reason each educational institution has a distinctive organizational culture and the type of
culture that educational institutions have and the means of communication between workers are
important in terms of nurturing the students (Karademir, Karakaya & Sirin, 2014, p.638).
School climate and school culture are sometimes used interchangeably. Although these two
concepts are similar in some respects, they are still different. Culture consists of "assumptions"
and ideology, and the climate is defined as the perception of behaviors (Rapti, 2013). In general,
a school organization can be viewed as a small society, with the most basic structure of the
organization its culture. A school culture is a very important educational change factor that
affects the changing process of educational innovations and it is closely related to the healthy,
sustainable development of a school which includes the development and well-being of the
school members. Therefore, constructing a sound school culture has become a goal for education
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modernization and reform (Zhu, Devos & Li, 2011, p.319). Because a school is an open
organization and it’s a highly diversified system, a school’s organization possesses
multidimensional characteristics and as a result there is a lack of a theoretical consensus in the
discussion on organizational culture. Consequently, the establishment of an integrated research
model to study a school’s organizational culture is a vital orientation in the research of school
organization (Yu-Je Lee, 2011). Three symbol systems communicate the contents of a school’s
culture: stories, icons, and rituals (Hoy & Miskel, 2013).
Every school has a culture which is either hospitable or toxic. In order to change a toxic school
culture into a healthy one that promotes lifelong learning among students and adults, the
instructional leader must enable its residents to name, acknowledge and address the nondiscussable - especially those that hinder learning (Barth, 2002). Teacher leaders have both the
ability and the moral obligation to change the school culture by encouraging an open dialogue
with the teachers and teacher leaders in order to change the negative parts of this culture. Trust
building, managing change, and strengthening relationships of educators at the workplace are
important areas that must be addressed by teacher leaders and school administrators. This could
lead to a school culture that includes continuous learning for all (Roby, 2011).
Building a strong school culture is characterized by a solid vision unity, a strong involvement of
team members in decision making, and strong professional and non-professional connections
among the teachers (Lieberman & Miller, 2005). In fact, whether the culture is strong or weak
depends on the actions, traditions, symbols, ceremonies, and rituals that are closely aligned with
that vision (Jerald, 2006, p.5). There is no doubt that a strong academic culture cultivates
academic excellence and effectiveness (Tierney, 1988).
Effective schools are strong both in bureaucratic and cultural linkages where both these linkages
influence the quality of teachers’ and students’ school life, independently and interactively. The
bureaucratic linkages come as a result of schedules, rules, procedures, hierarchy, authority,
superordinate-subordinate relationships, power and the use of rewards and sanctions while the
cultural linkages come as a result of communication, persuasion and the sharing of missions and
goals, meanings, assumptions, values and norms. Findings show that cultural linkage in schools
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promotes teachers’ feelings of commitment, job satisfaction, sense of community, and order and
discipline; whereas bureaucratic linkage undermines all such feelings (Pang, 1996). Strong,
positive school cultures are built over time by those who work in and attend the school and by
the formal and informal leaders who encourage and reinforce values and traditions (Peterson &
Deal, 2002). In fact, effective schools have strong cultures with the following characteristics
according to Deal (1985): (1) Shared values and a consensus on “how we get things done around
here”; (2) The principal as a hero or heroine who embodies core values; (3) Distinctive rituals
that represent widely shared beliefs; (4) Employees as situational heroes or heroines; (5) Rituals
of acculturation and cultural renewal; (6) Significant rituals to celebrate and transform core
values; (7)Balance between innovation and tradition and between autonomy and control; and (8)
widespread participation in cultural rituals (as cited in Hoy & Miskel, 2013).

Strong school cultures have better motivated teachers and highly motivated teachers have greater
success in terms of student performance and student outcomes. Hence school principals looking
to improve student performance should focus on improving the school’s culture by getting the
relationships right between themselves, their teachers, students and parents (Macneil et.al, 2009).
Teacher organizational commitment might be characterized by a strong belief in and acceptance
of the school’s goals and values, a willingness to exert considerable effort on behalf of the
school, and a strong desire to continue membership in the school (Tsui & Cheng, 1999 as cited in
Sezgin,2010,p.143). School organizational culture and the perceived quality of school
organizational environment improve teachers’ perceptions of organizational commitment.
Teachers who work in a positive and supportive organizational environment are more likely to
identify with their schools, principals and colleagues and for this reason teachers and school
administrators should be more supportive to each other (Sezgin, 2010).

A school’s culture can work for or against improvement and reform. All school cultures are
resistant to change which makes school improvement usually pointless. Unless teachers and
administrators act to change the culture of a school, all innovations, high standards will have to
fit in and around existing elements of the culture. Teacher leaders not have the ability to shape
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the school culture but morally, they have an obligation to do so. Initiating an open dialogue
would give teacher leaders a chance to potentially change negative aspects of school culture.
Dialogue according to Ballantyne (2004, p. 114) is an interactive process of learning together. In
dialogue, mutual value in buyer supplier exchanges is enhanced. Dialogue results to new
business knowledge and deeper levels of understanding between those participating. Also
dialogical interaction helps trust develop between participants, and this facilitates learning and
the generation of knowledge in the form of solutions to marketing and supply problems
(Ballantyne, 2004, p.114). Trust building, managing change, and strengthening relationships of
educators at the workplace are key areas that need to be addressed by teacher leaders and school
administrators. The potential positive affect of teacher leader efforts could lead to a school
culture that includes continuous learning for all (Roby, 2011). In a paper created for the Denver
Commission on Secondary School Reform for teacher leaders, Brown (2004) notes the following
requirements for a productive school culture: (1) An inspiring vision and challenging
mission;(2)A curriculum and modes of learning clearly linked to the vision and mission; (3)
Sufficient time for teachers and students to do their work well; (4) Close, supportive
relationships; (5) Leadership that encourages and protects trust; and (6)Data-driven decision
making.
To this line, Chang & Lee (2007) argue that both leadership and organizational culture can
positively and significantly affect the operation of learning organization and the operation of
learning organizations has a significantly positive effect on employees’ job satisfaction. The
learning organization covers individual, grouping and organizational learning with the
simultaneous proceeding effort for organizational and individual learning. It is a type of
collective activity to reach organization-shared vision (Chang & Lee, 2007). A learning
organization consciously learn and understands its culture and the impact that being a learning
organization has on the firm’s culture and the reciprocal impact that the culture has on the firm’s
ability to learn (Cahill, 1995,p.46). There are four groups of concepts which are needed to build
the foundations for a learning organization: (1) philosophy (in which vision, values and purpose
are important; (2) attitudes and beliefs (in which there is genuine caring, a communality of
purpose and the willingness to admit lack of knowledge); (3) skills and capabilities (in which
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systems thinking is developed along with a shared commitment and tools used throughout the
organization. The relevant knowledge that is produced must be shared with everyone in the
organization (Cahill, 1995).
However, according to Schein (1996), cultures arise within organizations based on their own
histories and experiences and there are three cultures of management within an organization: the
engineering culture, the CEO culture and the culture of operators that lack alignment and can
hinder learning in an organization. For this reason, these communities may learn in different
ways and appropriate learning tools should be developed for each community. In the school as
already explained, teachers and students form two subcultures that are mutually dependent yet in
conflict. The commitment level of each affects the other because the two groups spend a lot of
time together (Firestone & Rosenblum, 1988). This conflict should be resolved in order for a
healthy learning environment to exist where students will achieve higher scores on standardized
tests. There is no doubt of the important role that organizational culture plays to the development
of successful schools and this should be recognized by school principals to become successful to
their post and improve the performance of their schools (Macneil, Prater, & Busch, 2009). Of
course, no one suggests that changing culture is simple, easy, or quick (Jerald, 2006, p.6).
Indeed, culture is a force that provides stability and a sense of continuity in a social system like
that in higher education (Masland, 1985; Millan et.al, 2014). The challenge for an educational
institution is to be more effective; and in order for its leaders to achieve this, it is necessary to
understand the organizational culture and if needed to change it (Millan et.al. 2014).
Berry (1997) argues that leadership is an essential element in the process of initiating and
sustaining the development of a quality culture in organizations. By empowering middle
managers (Head of Departments) in schools to be transformational leaders will result to a
transformational change for the organization (Spreitzer &Quinn, 1996). In fact, transformational
cultures result to more effective organizational and individual performance. After all, the culture
affects leadership and equally at the same time the leadership affects culture (Bass & Avolio,
1993). There is more influence in the organization when there is a fit between the person and his
or her organization (P-O) fit and this is the situation when teachers fit with their school culture
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(Cameron, Spataro & Flynn, 2008). Not only teachers should fit with their school culture but also
the principal should do so. There must be a good fit between a leader’s core values and the
dominant aspects of the organization’s culture (Davis & Leon, 2014).
Hosseini (2014) using the Denison model found that the components of organizational culture in
high schools are rated from the highest to the lowest as: consistency, adaptation, involvement
and mission. It is noted that education and job experience are not significantly associated with
organizational culture. In collaborative school cultures, the underlying norms, values, beliefs,
and assumptions reinforce and support high levels of collegiality, team work, and dialogue about
problems of practice. Collaboration can affect the quality of teaching by enriching the work of
teachers (Peterson & Brietzke, 1994).
Furthermore, organizational culture influences the relationship between justice perceptions and
leader-member exchange (LMX). Team orientation is the only culture dimension that is related
to LMX quality. When members share the perception that their organization’s values and norms
emphasize being friendly and encourage conflict resolution, members will be more motivated to
form high quality exchange relationships with leaders. Although leaders are always encouraged
to be fair in order to build effective relationships, a team-oriented culture facilities leadermember interactions (Erdogan et.al, 2006). Developing a culture that nurtures customer
satisfaction can provide to any private sector organization a competitive advantage. It is therefore
critical for organizational agents not only to have a clear view of the existing culture but also to
shape it in such a way that emphasizes the customers’ needs and priorities (Bellou, 2007). In the
case of the schools, the customers’ needs relate to the students’ needs. In fact, a school’s culture
can be a source of sustainable competitive advantage if that culture is valuable, rare and
imperfectly imitable (Barney, 1986).
This is also supported by Mitchell and Willower (1992), referring to organizational culture in a
good high school, where they argue that the elements that contribute to this culture include:
(1)the relationships of the teachers and administrators and their commitment to improvement;
(2)the support of the parents and of the school board; (3) the presence of the medical center, the
students' recognition of the importance of academics; (4) their association of school success with
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material success and popularity; and (5) the spirit and symbols found in the school. The
researchers support that in order for organizational culture in schools to be linked to school
improvement, it has to include students and they also argue that school cultures are made of
subcultures whose differences and sometimes opposition will negatively affect the service given
by a school towards its students.
Overall, school cultures can be perceived in many ways and one way to view school culture is in
terms of control, efficacy, trust, and academic optimism. The three properties of control, efficacy
and trust work together in a unified way to create a positive school environment called academic
optimism. Academic optimism creates a culture with collective beliefs and norms that consider
teachers as capable, students as willing, parents as supportive, and academic success as
achievable (Hoy & Miskel, 2013).

In general, cultures of efficacy, trust, and optimism promote student achievement, whereas
cultures of humanistic control support the socio emotional development and positive self-concept
of students. A strong school culture of efficacy promotes high student achievement, because it
leads to the acceptance of challenging goals, strong organizational effort, and a persistence that
leads to better performance. Also a strong culture of organizational trust in schools exist where
all groups work together cooperatively and the faculty trusts the principal, faculty members trust
each other, and the faculty trusts both students and parents (Hoy & Miskel, 2013; TschannenMoran & Gareis, 2015).

Changing the culture of a school is without a doubt difficult to accomplish, but a general
procedure for improving a school’s culture is a norm-changing strategy (Hoy & Miskel, 2013).
Faculty trust in the principal plays an indirect role in student achievement and learning through
academic press, collective teacher efficacy and teacher professionalism (Tschannen-Moran &
Gareis, 2015). According to a study by Kythreotis, Pashiardis and Kyriakides (2010, p.233) in
Cyprus primary schools, the role of innovation, decision-making and commitment as three
variables of school culture is very important in school effectiveness and there are no indirect
effects of the principal’s leadership styles on student achievement through culture. Therefore, the
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creation of a positive and effective school organizational culture provides a positive contribution
to all disciplines in the school including the physical education class (Karademir, Karakaya &
Sirin, 2014).

2.3.2 Components of School Organizational Culture
2.3.2.1 Hofstede’s Dimensions of culture
Hofstede’s dimensions of culture can be considered as one of the main components of school
organizational culture since they can be used to evaluate the culture of any organization. Sadeghi
et.al (2013) in a research to study the effect of organizational culture on job satisfaction among
teachers has also used Hofstede’s (1984) dimensions of culture (masculinity/femininity,
uncertainty avoidance or lack of confidence, collectivism/individualism and power distance).
The findings of the study by Sadeghi et.al, (2013) confirm the role of organizational culture and
basic psychological needs in job satisfaction. Consideration of Hofstede’s dimensions has also
taken place in this study due to their usefulness in studying school organizational culture. The
Hofstede’s dimensions of culture are the following:
2.3.2.1.1 Masculinity versus femininity refers to the level of an individual’s beliefs regarding the
distinction between gender roles in society. As schools are bureaucratic organizations, women
often lack equal access to training programs. Discussions of bureaucracy frequently overlook the
interdependence of job and family responsibilities, treating work as public and masculine and
family as private and feminine and therefore, bureaucracies are gender biased not only in their
application of appointment and promotion criteria but also in their selection of the criteria (Scott,
1992 as cited in Hoy & Miskel, 2013). As Hoy and Miskel (2013) argue that bureaucratic
structures give priority to masculine qualities and values.
2.3.2.1.2 Individualism versus collectivism refers to the relationship between an individual and
the group in a normal society.
2.3.2.1.3 Uncertainty avoidance or lack of confidence refers to how individuals face an
unknown future and the degree to which the members of a culture feel threatened because of
being in ambiguous situations.
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2.3.2.1.4 Power distance refers to the degree to which less powerful members of institutes (e.g.
students in schools or children in family) accept and expect that power should be divided
unequally.
By introducing these cultural dimensions, Hofstede (1984) proposes the idea that up to the extent
organizational cultures restrict the members’ freedom of action and initiation and they negatively
affect the fulfillment of psychological needs. When teacher and student come from different
cultures, such as in the context of economic development programmes, much bewilderment can
arise. These can be due to different social positions of teachers and students in the two societies,
to differences in the relevance of the curriculum for the two societies, to differences in profiles of
cognitive abilities between the populations of the two societies, or to differences in expected
teacher/student and student/student interaction (Hofstede, 1986, p.301).
At the same time crime and violence in schools is an important consequence of the school’s
culture and can be included as part of power distance. While crime and violence in schools are
mainly caused by external factors to schools, violent behavior may also be the result of internal
factors in the school environment including the physical environment, its educational and social
climate, its organizational capacity and composition and its overall organizational culture. In a
study carried out by Limbos and Casteel (2008), the researchers argue that as the percentage of
certified teachers and student to staff ratios increases, school crime decreases. Ohlson et.al
(2016) also reveal that as teacher collaboration increases, student suspensions decreases by
6.709% and as the percentage of non-certified teachers within a school increases, the student
suspension percentage increases by 0.22%. While in another study by Apaydin and Balci (2011)
regarding organizational corruption in secondary schools, the types of corruption are identified
as fraud on documents, accepting gifts, promotion and staffing based favoritism. The study
supports that the reasons for this organizational corruption is insufficiency in legislation,
tolerance towards corruption, organizational culture and climate and low salary.
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2.3.2.2 Learning Culture (LC)
Another important component of the school organizational culture is the learning culture (LC).
Schools are service organizations that are committed to teaching and learning and the ultimate
goal and existence of any school is student learning. Schools more than any other type of
organization should be learning organizations, where participants continually expand their
capacities to create and achieve, where thinking is encouraged, where collective aspirations are
nurtured, where participants learn how to learn together, and where the organization expands its
capacity for innovation and problem solving. If schools are to be effective learning
organizations, they must find ways to create structures that continuously support teaching and
learning and enhance organizational adaptation; develop organizational cultures and climates that
are open, collaborative, and self-regulating; attract individuals who are secure, efficacious and
open to change; and prevent vicious and illegitimate politics from displacing the legitimate
activities of learning and teaching. Transformational leadership, open and continuous
communication, decision making, and shared decision making are mechanisms that should and
can enhance organizational learning in schools (Hoy & Miskel, 2013, p.34-35). This is also
supported by Chang and Lee (2007) where organizational culture and leadership can positively
affect the operation of learning organization which has a significant positive effect on
employee’s job satisfaction.

The learning culture is therefore highly related to the organizational culture of the schools. ‘The
most crucial element of school culture is an ethos hospitable to the promotion of human learning’
(Barth, 2002). Schools exist to promote learning to all their stakeholders including teachers,
principals, professors or parents and their main responsibility is promoting learning in others and
in themselves. A challenge to the instructional leader is to find ways to separate learning and
punishment and to instill to students and educators the message “Learn or you hurt yourself”
instead of “Learn or we will hurt you”. The most important mission of any school is to create a
culture hospitable to human learning where students and educators will become and remain
lifelong learners (Barth, 2002). A culture where employees are encouraged and supported to
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share and re-use knowledge in general should be created (Omerzel, Biloslavo & Trnavčevič,
2011, p.3). In fact, teacher training can ensure the quality of education and the role of lifelong
learning is vital to achieve this quality in education (Anghel et.al, 2015). A school as learning
organization has the capacity to change and adapt routinely to new environments and
circumstances as its members, individually and together, learn their way to realizing their vision
(Kools & Stoll, 2016, p.10).
Ponnuswamy and Manohar (2016) investigate the influence of learning organization culture on
performance in higher education institutions and they found that there is a significant and
positive correlation amongst the constructs of learning organizational culture, knowledge
performance and research performance and also knowledge performance is a statistically
significant predictor of research performance. Learning organizational culture is important part
of school organizational culture. The learning organizational culture is the characteristic of an
institution that encourages continuous learning for sustainable improvement in teaching and
learning. The learning thus obtained is transformed into knowledge that nurtures and fosters
individual development, team spirit and transformational leadership to accomplish the vision,
mission and goals of the institution. Organizations could be assessed for their learning culture
based on seven different but interconnected action requirements: (1) create continuous learning
opportunities;(2) promote inquiry and dialogue;(3) encourage collaboration and team learning;
(4) empower people toward a collective vision; (5) connect the organization to its environment;
(6) establish systems to capture and share learning; and (7) provide strategic leadership for
learning (Ponnuswamy & Manohar, 2016). A study by Cong, Huang and Farh (2009) shows that
employee learning orientation and transformational leadership is positively related to employee
creativity, and these relationships are mediated by employee creative self-efficacy. Therefore,
employee learning orientation that is promoted through a learning culture encouraged by
transformational leadership can result to employee creativity.

Thus, designing organizational systems that take into account human relations and employee
welfare, and create a climate that promotes positive group interactions and creativity is of utmost
importance for an institute that values openness, trust, and innovativeness in the academic
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community (Trivellas & Dargenidou, 2009, p.395). This is also supported by another study of
Sami Ullah, Ilyas and Amjad (2015) where they argue that organizational learning culture
significantly affects the critical thinking skills of higher education female teachers of Punjab.
Islam, Khan, Ahmad and Ahmed (2013) and Tsai (2014) also support that the learning culture
and the employees’ perception of organizational support, enable them to be more committed to
their organization. In fact, the employees’ emotional attachment to the organization will reduce
their intentions to leave the job. Teachers who feel emotionally attached to their schools will be
less likely to leave the institution.

One of the most positive actions, organizations can take to improve employee learning is to
promote better teachers into middle management. Most employees in large and medium-size
organizations are exposed daily to middle managers to whom they report. The opportunity for
improvements in teaching is high but often wasted as the wrong people are in charge (Berry &
Parasuraman, 1991, p.159). In schools, the right teachers should be promoted to Head of
Departments, those who have the ability to teach, guide and instill a learning culture to their
peers. A common mistake that organizations make is to consider employee skill and knowledge
development as events (e.g. a three-day course) rather than an ongoing learning process (Berry &
Parasuraman, 2000 as cited in Varey & Lewis, 2000; Berry & Parasuraman, 1991, p.159).
Therefore, continuing professional development (CPD) of teachers is also vital to promote a
learning culture. This is also supported by Kythreotis and Pashiardis (2006) where they argue
that teachers should stress a learning culture and for this reason teacher’s preparation and further
professional development and in-service training must take place either at the school level or at
the local level. Collaboration among teachers is also essential for personal learning. There is an
upper limit to how much teachers can learn if they keep knowledge to themselves. Personal
mastery and group mastery feed on each other in learning organizations. People need one another
to learn and to accomplish things. Without collaborative skills and relationships it is not possible
to learn and to continue to learn (Fullan, 1993).
According to a study by Macneil et.al (2009) students achieve higher scores on standardized
tests in schools with healthy learning environments. Also testimony from successful school
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principals suggests that focusing on development of the school’s culture as a learning
environment is important to improve teacher morale and student achievement. For this reason,
successful school principals understand the critical role that the organizational culture plays in
developing successful schools (Macneil et.al, 2009).

2.3.2.3 Total Culture (TC)
In this research study, the total culture (TC) is also a component of organizational culture,
relating to the different types of cultures in an organization. According to Burton and Peachey
(2013), one of the most recent organizational culture taxonomies is the Competing Values
Framework (CVF) (Cameron ,Quinn, DeGraff & Thakor, 2006; Denison& Spreitzer, 1991),
modified from Quinn and Rohrbaugh’s (1983) competing values model. The CVF framework
balances flexibility and control functions in an organization to arrive at four quadrants and
related organizational culture types, and illustrates the different emphasis given to particular
values in an organization’s culture (Cameron et.al, 2006; Denison & Spreitzer, 1991). The CVF
culture types includes: (a) Group culture or consensual culture or clan culture, part of the
collaborate quadrant. It corresponds to the quadrant identified with high flexibility and an
internal focus; (b) Hierarchical or hierarchical control culture or hierarchy culture, part of the
control quadrant. This culture is one of uniformity and coordination with an emphasis on internal
efficiency and internally-focused control; (c) Rational or rational dominant culture or adhocracy
culture, part of the compete quadrant. Goal attainment is an important value in this type of
culture and it has an externally-focused control that values productivity, achievement, and
competition towards well-established criteria; and (d) Developmental culture or growth
adjustment culture or market culture, part of the create quadrant. It is an externally-focused
culture with emphasis on flexibility. Leadership supports entrepreneurial ventures and inspires
creativity in employees hoping of getting new resources for the organization (Yu-Je Lee, 2011;
Gregory et al, 2009; Denison & Spreitzer, 1991). Also Quinn (1988) introduces the concept of
cultural balance within the CVF and argues that organizations with balanced cultures have a
distinct advantage in managing environmental change. Due to the dynamic nature of
organizational environments, all firms will have to operate in each quadrant at least some of the
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time. Hence, a balanced culture is one in which the values associated with each of the CVF
culture domains are strongly held (Gregory et.al, 2009). Culture influences organizational
effectiveness but indirectly as culture influences employee attitudes and those attitudes have an
influence on organizational outcomes. In fact, a market orientation is the culture which most
efficiently creates the behaviors that lead to the provision of superior customer value (Narver and
Slater, 1990). Narver and Slater (1990) explain market orientation as a construct that consists of
three behavioral components (customer orientation, competitor orientation, inter-functional
coordination), which reflect the organizational culture.

Organizations do not simply fall into one quadrant but may have characteristics of more than one
cultural type (Burton & Peachey, 2013). Service organizations, like educational institutions are
dominated by the clan culture and focus resources, processes and values toward internal
priorities including integration and smoothing activities (Obendhain & Johnson, 2004). Firms
give high priority to their organizational cultures (Wei, Samiee &Lee, 2013). According to
Martin (1992), although a range of cultures may exist within the firm, it is the dominant culture
within a firm that has the greatest influence on the behavior of everyone who is associated with
it.
Martin (1992) supports that there are three theoretical views of cultures in organizations, namely
the integration, differentiation and fragmentation perspectives. The integration perspective
focuses on the existence of unified cultures within organizations and assumes that there is
organization-wide agreement between employees on a set of shared assumptions, values and
beliefs. The differentiation perspective is similar to the integration perspective in that
organizational culture is defined on the basis of what is shared but at the level of groups within
an organization. However, there are differences in the extent to which differentiation researchers
recognize that subcultures can exist together with some form of organization-wide agreement.
While some suggest that subcultures exist within a larger, common organizational culture, others
disagree on the possibility of a dominant organizational culture. Therefore, these different
subcultures can coexist in harmony, conflict or mutual independence. The fragmentation
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perspective perceives cultures full of ambiguities that include contradictions, paradox, irony, lack
of consensus and clarity (Martin, 1992).
Also organizations which desire innovation could either embrace the adhocracy culture or
balance the organizational operating values among the various types of culture including clan,
adhocracy, market and hierarchy cultures (Obendhain & Johnson, 2004). According to NaranjoValencia, Jimenez-Jimenez and Sanz- Valle (2011) organizational culture is a clear determinant
of innovation strategy, while adhocracy cultures nurture innovation strategies and hierarchical
cultures promote imitation cultures. In a study by Trivellas & Dargenidou (2009) undertaken in
higher education, adhocracy is found to be the most powerful predictor of higher education
service quality, while job satisfaction is strongly associated with administration quality. The
dominant culture archetype of administration staff is hierarchy, highlighting their perception to
stability, record keeping, monitoring, standardization of procedures, dependability and reliability,
measurement, and documentation. In addition to hierarchy, faculty is also deeply embraced by
clan values where focus is given to employee commitment, loyalty, empowerment, openness,
and teamwork and represents a friendly place to work. Findings of this study show that
adhocracy prevails in the improvement of all aspects of higher education service quality.
Adhocracy culture consists of entrepreneurship, experimentation, creativity, pro activeness,
adaptation and innovativeness in discovering new markets and directions for growth. These
values are contributing to improve quality of teaching and administration (Trivellas &
Dargenidou, 2009).

Smart and John (1996) found that irrespective to the type of culture, it is important that a strong
culture exists where there is similarity between beliefs and actual practices in order to achieve
maximum effectiveness in organizational performance. According to their study, clan culture is
the most frequent and most effective culture type, as out of the nine effectiveness dimensions
eight are met comparing campuses that have strong cultures. However, bureaucracy, the other
culture type which has a long history in the higher education community, is not among the more
effective culture types on any of the effectiveness dimensions. Regarding the adhocracy and
110

LITERATURE REVIEW

market culture types, they are the most effective in terms of promoting student career
development. Both of these culture types have an orientation toward external positioning, longterm time frames, and achievement-oriented activities. Strong adhocracy and market cultures
along with strong clan cultures are among the most effective culture types on two other
effectiveness dimensions: professional development and quality of faculty and ability to acquire
resources. Strong adhocracy cultures, as well as strong clan cultures, are among the most
effective in terms of student academic development, student educational satisfaction, and system
openness and community interaction (Smart & John,1996, pp.234-235).
Therefore, strong cultures that value the individual (i.e., clan and adhocracy) are more effective
along most effectiveness dimensions than strong cultures that value and practice control (i.e.,
bureaucracy and market) (Smart & John,1996, p.236). In strong cultures, beliefs and values are
held deeply, shared widely, and guide organizational behavior. However, in times of rapid
change a strong culture can be a problem because the organization’s culture may be so deeprooted that it prevents adaptation to new constraints. Both culture and structure of an
organization can damage outcomes by either deteriorating or disrupting the system through
rigidities, conflicts, and hidden agendas. Nevertheless, although there may be no culture which is
the best strong cultures promote cohesiveness, loyalty, and commitment, which in turn reduce
the possibility of employees to leave the organization. As a result, a strong culture can be either
functional or dysfunctional—that is, it can promote or impede effectiveness (Hoy & Miskel,
2013, p.185).

2.4 School Effectiveness (SE) Defined
A major aim of the school effectiveness movement is to connect theory and empirical research
concerning educational effectiveness and the improvement of education. School effectiveness
research has attempted to find the factors of effective education that could be introduced or
changed education through school improvement (Creemers, Stoll, Reezigt and the ESI Team,
2007, p. 825). School effectiveness is a complicated concept that is multifaceted (Uline, Miller &
Tschannen-Moran,1998), as the school evaluation needs multi-level indicators (i.e. the school,
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groups, individuals) and multi- facet indicators (input, process and output of schooling) in
addition to the academic development of students (Cheng, 1990;Cheng 1993). It is the ability of
schools to achieve their objectives based on their strategic planning, school leadership and
organizational climate (Nasser, 2009). School effectiveness refers to the successful operation in
terms of awareness of the school’s missions by the administrators, school managers and teachers
and the ability of the school to change, develop and adapt over time (Jacob & Shari, 2012). There
is not a simple combination of factors that can produce an effective school and in many ways
every school is unique "each has its own characteristics which are shaped by such factors as its
location, pupil intake, size, resources and ,most importantly, the quality of its staff' (Reid,
Hopkins & Holly, 1987 as cited in Sammons, Hillman & Mortimore, 1995, p.11).

Much research on school effectiveness has been characterized by largely overstate claims and
poor modelling. School effectiveness research (SER) has tended to define effectiveness in terms
of restricted and often inappropriate range of outcomes to overlook the issue of curriculum
alignment, to be absence of longitudinal data and it has often been characterized by unsupported
assumptions about the homogeneity of school ‘effects’(Coe & Fitz-Gibbon, 1998, p.421). Many
researchers use different indicators to measure school effectiveness and most of them have
similar or overlapping point of views. Overall, the effectiveness of an educational organization
depends on administrators, teachers, students who are all involved in the learning and teaching
process (Jacob & Sari, 2012).

School effectiveness research suggests that organizational and social factors including positive
school climate, teachers’ participation in school decisions and team spirit, also contribute
considerably to the school’s internal value adding processes and education quality. For this
reason, to guarantee quality in education, staff development programmes can be used to improve
curriculum delivery and the teaching process, boost staff morale, improve participative decisionmaking, increase team spirit and develop school culture (Tam & Cheng, 1996). In fact,
understanding an organization’s culture becomes important since it is the mechanism by which
the members of the organization understand what effectiveness means and how by means of their
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values, they work to achieve it (Upadhaya et.al, 2014). Therefore, an educational institution’s
effectiveness will be affected to an extent by the culture and subcultures within the organization
(Millan et.al, 2014).

Due to the many facets of school effectiveness, assessment of effectiveness in service
organizations is not easy as certain effective criteria are more appropriate for some kinds of
organizations than others (Jacob & Shari, 2012; Laila, 2015). So, there is not a single approach to
the evaluation of effectiveness that is appropriate in all circumstances or for all types of
organizations, especially for schools that are seen as “organized anarchy” (Cameron, 1980).
Cameron (1980) has suggested four dimensional criteria to evaluate organizational effectiveness
that apply also to school effectiveness: (1) whether an organization accomplishes its objectives;
(2) the ability to acquire vital resources to sustain; (3) if the organization has effective
management systems; and (4) if the organization has satisfied stakeholders.
The measures of school effectiveness used most often are standardized tests of student
achievement; administrative functioning; leadership behaviors; morale; level of trust; culture and
climate; parent involvement; community support; teachers’ efficacy; and the commitment,
loyalty and satisfaction of teachers (Uline, Miller & Tschannen-Moran, 1998). In fact, several
studies according to Hoffman and Lowitzki (2005) found that high school grades more
accurately predict academic achievement than any other factor. Additional research demonstrates
that standardized tests are related to academic achievement, though the relationship is not as
strong as for high school GPA (Hoffman & Lowitzki, 2005, p.457).

However, tests and

examinations scores used as a measure of school effectiveness are misleading. This is because
schools do not receive the same intake of students as some take high proportions of advantaged
young people, likely to do well in examinations, while others receive high proportions of
disadvantaged students who are less likely to do well. Additionally, achievement based
evaluation is biased against schools that serve the disadvantaged. In fact, schools’ evaluation on
the basis of achievement may actually undermine the NCLB goal of reducing racial/ethnic and
socioeconomic gaps in performance (Downey et.al, 2008). Thus, to compare the results of
achievement tests or examinations without taking into account these differences in the student
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intake, and to attribute good results to the influence of the school, may be quite misleading
(Mortimore, 1993).

Furthermore, a study by Myatt and Waddell (1990) shows that one way of measuring the
effectiveness of teaching and/or learning economics in high school is to test whether previous
exposure to the subject has a statistically significant effect on performance in university
economics principles course. However, the measures of school effectiveness that try to include
all these relevant variables are complicated and difficult to administer (Ostroff & Schmitt,
1993).Nevertheless, understanding effectiveness in terms of both instrumental activities such as
academic achievement, resource acquisition, and the teaching/learning function and expressive
activities such as activities that indicate teacher and student commitment, trust and morale, help
to identify both objective and subjective criteria and contribute equally to school effectiveness
(Uline, Miller & Tschannen-Moran, 1998).

Moreover, school effectiveness can be judged by the positive atmosphere and cooperative actionoriented, in addition to providing a system of feedback and evaluation system in place (Nasser,
2009). Additionally, Bolanle (2013) supports that the effectiveness measures of a secondary
school include the level of discipline tone of the school, school climate, teachers’ performance
and the number of students who successfully pass their school leaving certificate examinations.
In another study by Adediwura, Oluwatosin and Ajeigbe (2008), the indicators of school
effectiveness to measure students’ school engagement include participation in school-related
activities, achievement of high grades, amount of time spent on homework and the rate of
homework completion while the school connectedness factors include engagement in school
activities, feeling part of the school and feeling teachers treated students fairly. In fact, this
study’s finding proves the suitability of these indicators as measures of student engagement and
school effectiveness.
In a study by Maroufkhani, Nourani and Boerhannoeddin (2015) in Malaysian secondary
schools argue that higher employees’ decision making capabilities directly and indirectly
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empower school effectiveness and the reward system indirectly diminishes organizational
effectiveness through the mediating effect of organizational commitment. According to the
researchers, provisions of secondary school infrastructure and material support alone will be of
no use without effective high-performance work systems and management able of promoting
quality teaching and learning. Overall, according to Laila (2015) effectiveness of any school
depends mostly on three factors: effective leaders; effective teachers; and effective environment.
Additionally, the social context of schools affects school effectiveness as the social context of
the effective schools appears to influence the breadth of the curriculum, the allocation and use of
instructional time, the instructional leadership role of the principal, the nature of the school
reward system, and the type of expectations embedded in school policies and practices (Hallinger
& Murphy, 1989, p.328). Holdaway (1986) has stressed that the most important effectiveness
indicator is teachers and students’ satisfaction, then academic development, parents’ satisfaction,
making students responsible citizens, employment of expert staff and finally preparing students
for moving in markets and getting good jobs as building up their professional careers (as cited in
Jacob & Shari, 2012). Students can be transformed into active learners through the development
of better educational curricula and learning methods which enable students and teachers to
participate in new ways in teaching-learning process. A culture of life-long learning enjoyed by
both students through active learning and teachers through continuing professional development
(CPD) via training in workshops and staff development in seminars will nurture critical thinking
and motivation resulting to school effectiveness. Also creating and making use of informal
learning opportunities, will enhance teachers’ learning. Once in the schools, teachers could
benefit from assessing and developing informal collaborative learning. By acknowledging the
importance of this method of career-long professional development, they could enhance their
own and their colleagues’ learning and contribute to building and sustaining the infrastructure
necessary to maintain such development for themselves and future teachers in their schools
(Jurasaite-Harbison & Rex, 2010, p.276).
In fact, the way in which resources in schools are used and the way in which teachers are
encouraged to interact with one another help foresee the overall effectiveness of a school. Thus,
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it is important to consider how best to develop the talents of the teaching staff (Good & Brophy,
1994). This is consistent with the ‘third wave’ of Cheng (2003). Overall, in assessing the
performance of the schools, three major aspects should be considered: (1) the effectiveness of the
services (teaching) provided; (2) the efficiency of the staff; and (3) the quality of the students
(Lee, 2008). According to Ramseook-Munhurun and Nundlall (2013), secondary education
service quality is a multidimensional construct made up of five dimensions, namely school
facilities, reliability, responsiveness, empathy and assurance-discipline.
Sammons, Hillman and Mortimore (1995) argue that there are eleven factors for effective
schools (Table 2.5) which are not independent to each other and these include: professional
leadership; shared vision and goals; a learning environment; concentration on teaching and
learning; purposeful teaching; high expectations; positive reinforcement; monitoring progress;
pupil rights and responsibilities, home-school partnership and a learning organization. Mortimore
(1993) also argues that the mechanisms associated with school effectiveness include strong,
positive leadership; high expectations; monitoring of student progress; an active student role;
rewards and incentives; parental involvement; joint planning; and a focus on learning.
Table 2.4 Eleven Factors for effective schools (Sammons, P., Hillman, J., & Mortimore, P., 1995, p.12)

ELEVEN FACTORS FOR EFFECTIVE SCHOOLS
1. Professional leadership

2. Shared vision and goals

3. A learning environment
4. Concentration on teaching and learning

5. Purposeful teaching

Firm and purposeful
A participative approach
The leading professional
Unity of purpose
Consistency of practice
Collegiality and collaboration
An orderly atmosphere
An attractive working environment
Maximization of learning time
Academic emphasis
Focus on achievement
Efficient organization
Clarity of purpose
Structured lessons
Adaptive practice
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6. High expectations

7. Positive reinforcement
8. Monitoring progress
9. Pupil rights and responsibilities

10. Home-school partnership
11. A learning organization

High expectations all round
Communicating expectations
Providing intellectual challenge
Clear and fair discipline
Feedback
Monitoring pupil performance
Evaluating school performance
Raising pupil self-esteem
Positions of responsibility
Control of work
Parental involvement in their
learning
School-based staff development

children’s

Professional leadership in the schools is not only about the quality of individual leaders but is
also about the role that leaders play, their style of management, their relationship to the vision,
values and goals of the school, and their approach to change. There are three characteristics
associated with successful leadership: strength of purpose, involving other staff in decision
making and professional authority in the processes of teaching and learning. Research has also
shown that schools are more effective when staff agrees on the aims and values of the school,
and they place this into practice through consistent and collaborative ways of working and of
decision-making. The unity of purpose, consistency of practice and collegiality and collaboration
all are important for school effectiveness. Also a learning environment is important for an
effective school where the ethos of a school is partly determined by the vision, the values and the
goals of the staff and the way that they work together, and partly determined by the climate in
which the pupils work: the learning environment which includes the orderly atmosphere and an
attractive working environment. Moreover, concentration on teaching and learning which
incorporates maximization of learning time, academic emphasis and focus on achievement are
other factors that contribute to effective schools. In addition, the quality of teaching is equally
important to effective schooling. So purposeful teaching is partly determined by the quality of
the teachers and by a number of other elements that include: efficient organization, clarity of
purpose, structured lessons and adaptive practice (Mortimore, 1993; Sammons, Hillman &
Mortimore, 1995).
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Positive expectation of pupil achievement, mainly amongst teachers but also pupils and parents,
is one of the most important characteristic of effective schools. Communicating expectations and
providing intellectual challenge to the students are important for an effective school. Using
higher-order questions to challenge students and improve their learning and teaching of critically
evaluative skills is important for teaching effectiveness. Positive reinforcement, whether in terms
of patterns of discipline or feedback to pupils, is another important element of effective
schooling. Clear and fair discipline and immediate feedback to students in the form of praise or
warning are important to motivate students and achieve school effectiveness (Sammons, Hillman
& Mortimore, 1995).
Furthermore, important features of many effective schools include well-established mechanisms
for monitoring the performance and progress of pupils, classes, the school as a whole, and
improvement programmes. These procedures may be formal or informal, but either way they add
to a focus on teaching and learning and often raise expectations and positive reinforcement. Pupil
rights and responsibilities is also an important factor to an effective school. When the self-esteem
of pupils is raised, when they have an active role in the life of the school, and when they are
responsible for their own learning, all these can result to substantial gains in effectiveness. In fact
teacher- student relationships can be enhanced outside the classroom. Effective schools research
generally shows that supportive relations and co-operation between home and schools have
positive effects. The particular ways in which schools encourage good home-school relations
and nurture parents' involvement with their children's learning will be affected by pupil's age and
differences are likely to be identified between primary and secondary schools. Last but not least,
effective schools are learning organizations, with teachers and senior managers being continuous
learners, keeping up to date with their subjects and with advances in understanding about
effective practice. School-based staff development and training based on the needs of the
teachers are important for school effectiveness (Sammons, Hillman & Mortimore, 1995). All the
above factors are influenced by the stakeholders in the school (Aggarwal-Gupta & Vohra, 2010,
Fig.2.3)
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Figure 2.2. Stakeholder Influence on School Effectiveness (Aggarwal-Gupta, M., & Vohra, N. 2010,
p.3).

The different stakeholders of a school may have different priorities based on which they would
judge the effectiveness of a school. While parents may only look at their wards grades and
efficacy scores to evaluate school effectiveness, teachers may look at opportunity for their
growth and development as a measure of school effectiveness. Intensive coaching by teachers
may be required for students to receive good grades leaving inadequate time for the teachers to
spend on their own growth and development (Aggarwal-Gupta & Vohra, 2010, p.9). As both
teachers and students are important part for a school, the school management needs to balance
the requirements of both to ensure school effectiveness (Aggarwal-Gupta & Vohra, 2010).
According to Agasisti, Bonomi and Sibiano (2014) study of measuring the managerial efficiency
in public schools, there are three main groups of contextual variables likely to affect school
performance: (1) Organizational variables such as the number of classroom teachers per student,
support staff per student, administrative staff per student, proportion of qualified teachers,
average teacher’s salary; (2) Average socio-economic background of students, where a number
of variables have been used to quantify this factor; and (3)Soft school aspects, such as the
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school’s climate, the formal/informal relationships between teachers and students, underlying
values, etc. Different leadership styles as the researchers support can bring different results in
terms of managerial efficiency and there are also some invisible inputs that include school
climate, internal relationships within the school and the quality of the relationship between
schools and families that can affect school efficiency. Overall, to maximize school effectiveness,
the internal systems of teaching and learning, school structure, school culture and climate, power
and politics, and motivation must work together to produce desired performance outcomes.
Student engagement, student learning strategies, positive school climate, supportive social and
parental influences, as well as peer support for high academic performance are keys to academic
achievement (Hoy & Miskel, 2013). The principal plays a crucial role in the formation of healthy
school climate which results to school effectiveness (Gülsen & Gülenay, 2014). This is also
supported by Kythreotis, Pashiardis and Kyriakides (2010) that principal’s leadership style,
school culture and classroom culture seem to have direct effects on student achievements.
Moreover, there is no teacher’s leadership style that affects student achievement.

Effective school leaders should cooperate with their teachers to create school cultures and
classroom climates favorable to learning. Mistakes must be seen as opportunities for students to
learn, relearn, and explore without the fear of failure. In general, effective organizations have
higher quality outputs and adapt more effectively to environmental and internal problems than
less effective ones. Because school effectiveness is a complex concept, multiple measures of
school effectiveness should be used in evaluating the performance of schools. It is important to
measure student performance at both the cognitive and affective levels. Principals improve
school effectiveness by working with teachers to enlarge instructional capability and develop a
school culture that nurtures academic success (Hoy & Miskel, 2013). Empowerment of teachers
therefore results to school effectiveness. In fact, schools in which the principal’s leadership is
collegial, teachers demonstrate a high degree of professionalism, and there is a strong internal
academic press are conducive to teacher empowerment (Sweetland & Hoy, 2000,p.720).
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Building capacity in schools that combines motivation, skill, positive learning, organizational
conditions, culture and infrastructure of support is vital as it provides individuals, groups, whole
school communities and school systems the ability to get involved in and endure learning over
time. The development of professional learning communities or communities of continuous
inquiry and improvement will support capacity building for sustainable improvement (Stoll
1999; Stoll et.al., 2006).

2.4.1 Components of School Effectiveness
2.4.1.1 Effective Leadership (ELS)
In order for Internal Marketing (IM) to be successfully implemented in a school or any other
organization is determined by its employees and effective leadership to overcome
implementation difficulties. It must be recognized and used by organizations including schools
the leadership potential of their own employees. A vision must be implemented by management
that is focused on leadership and a suitable leadership climate, focusing on integrated marketing
communication, in which every employee contributes to communicating the value to customers,
must also be supported by management. Through the support provided by management, a
climate of trust should be created between management and employees, assisting the acceptance
of internal marketing programs at all hierarchical levels (Cᾰtᾰlin et.al. 2014). Transformational
leadership can play a vital role in classification of human resources variables as internal
marketing, which is based on the principle of paying greater attention to employees. Social
capital can increase the level of employee loyalty to organization (Akbari et.al, 2017).
In fact, collaboration is increasingly becoming an important feature in the management of
excellent schools where the existence of trust is nurturing collaborative relationships. Trust in the
principal, trust in the colleagues and trust in parents can build collaborative relationships
(Tschannen-Moran, 2001). Following this Tschannen-Moran, Uline, Hoy and Mackley (2000)
argue that through collaborative problem solving schools become smarter. A broad trust
environment not just trust levels that can be measured as teacher perceptions should be
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considered by researchers and school leaders for predicting and achieving school success
(Forsyth, Barnes & Adams, 2006).
Leadership influences the way in which companies overcome the IM implementation difficulties
and a successful IM implementation is in the end determined by people (Wieseke et. al, 2009).
Their capabilities, motivations, attitudes and abilities will have a major role during the
implementation process and organizations must recognize and use the leadership potential of
their own employees (Cᾰtᾰlin et.al. 2014).
In a learning organization, leaders are designers, stewards and teachers. They are responsible for
building organizations where people continually expand their capabilities to understand
complexity, clarify vision and improved shared mental models-that is they are responsible for
learning (Fullan, 1993, p.71). In order for principals to build learning schools, they should:(1)
understand the culture of the school;(2) value their teachers and encourage their professional
growth; (3) extend what they value; (4) express what they value;(5) promote collaboration and
not cooperation; (6) make Menus, not mandates; (7) use bureaucratic means to facilitate, not to
constrain; and (8) connect with the wider environment (Fullan & Hargreaves, 1991;Fullan,
1993). The organization’s leaders must pursue a culture that fits with new strategic demands and
that culture itself may need to change as the strategy advances (Awal, Klingler, Rongione &
Stumpf, 2006).
In order for school leaders to achieve a positive school culture they should carry out the
following actions (Peterson & Deal,1998): (1)they should communicate core values in what they
say and do;(2) they should honor and recognize those who have worked to serve the students and
the purpose of the school; (3) they should observe rituals and traditions to support the school's
heart and soul; (4) they should recognize heroes and heroines and the work these exemplars
accomplish; (5) they should expressively speak of the deeper mission of the school; (6) they
should celebrate the accomplishments of the staff, the students, and the community; and (7) they
should preserve the focus on students by telling stories of success and achievement. Principal
effectiveness and school effectiveness seem to be correlated with each feeding the other
(Aggarwal-Gupta &Vohra, 2010, p.5).
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Principals need to be active leaders and supporters of the instructional efforts of teachers. As
leaders they need to be vigilant and make sure that the concepts, tools, and procedures of
strategic management are focused on students’ needs. The management cycles and frameworks
must serve the interests of students and their teacher (Canavan, 2013, p.163). They need to be
proactive (Sammons, Hillman & Mortimore, 1995).
Nevertheless, it is important that the school has realistic expectations for principals because they
are busy simply running their school and a typical day is filled with conflicts and interruptions.
Therefore, principals can arrange for teachers to observe and provide feedback to one another
and they can allow teachers to use in-service time for discussion, self-study groups or action
research-not just listening to lectures (Good & Brophy, 1994). Principals can enable self-study
efforts by asking funds to buy appropriate resources. The principal as a resource specialist and
facilitator can help greatly teachers by supplying them with copies of recent books and journals
that focus on classroom practice, research and theory.
Furthermore, the principal’s role can be to observe the classrooms, provide feedback to
individual teachers and encourage teachers’ growth. Principals who are good supervisors
frequently visit classrooms and help teachers to improve by giving valuable feedback to the
teachers. Such principals encourage teachers to come to them for help without these teachers
feeling as weak. Principals can develop skills for their role by reading recent books on teaching,
curriculum and supervision. After all, what is important it is not the frequency of teacherprincipal interaction but the nature of the interaction and whether it leads to more thoughtful
instruction (Good & Brophy, 1994).
In order for instructional leadership to be effective in the school, two important dimensions are
necessary: (1) talking to teachers to promote reflection and (2) promoting professional growth
(Blase & Blase, 2000). In larger primary schools and secondary schools, there may be an even
greater need for delegation of some of the responsibilities of leadership. Smith and Tomlinson
(1989) in their study of secondary schools stressed the importance of leadership and management
by heads of departments, a finding from a recent research showing substantial differentials in
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departmental effectiveness within schools (Sammons et al, 1994 as cited in Sammons, Hillman
& Mortimore, 1995).
Engel et.al (2008) argue that principals in positive school cultures motivating professional
development, tend to have: (1) type A, achievement oriented, behavior, (2) transformational
leadership, (3) a preference for tasks related to education matters and people management and
(4) effective time management allowing them to dedicate most of their time to their preferred
role and task component.
School leaders are considered to be the interpreters and the connectors between the school’s and
the system’s goals and priorities and specific teacher practices. Given that ‘passion’ plays a role
in teacher commitment, then any reforms desirable by schools and systems are only likely to be
successful if such reforms are interpreted for teachers in a way that relates to their passions.
Thus, school leaders are important in establishing and maintaining connections between the new
educational ideas and teachers’ existing passions and ideological frameworks (Crosswell &
Elliott, 2004). In this way, educators will be motivated to teach effectively and achieve school
effectiveness.

Transformational leaders, through their influence and inspirational motivation, deliver a sense of
mission and bring changes in the attitude of employees in forms of enhanced organizational
commitment (Bass & Avolio, 1993; Abdullah, Shamsuddin & Wahab, 2015). These leaders
provide employees with greater opportunities for decision autonomy, challenges, responsibility,
as well as self-determination using individualized consideration. This would result in employees
who are more likely to respond with higher levels of organizational commitment (Wayne, Shore,
& Liden, 1997). Transformational leaders also use intellectual stimulation to encourage their
followers to take more responsibilities and autonomy (Abdullah, Shamsuddin & Wahab, 2015,
p.20).

Bass and Avolio (1997) claim that by encouraging employees to think critically and involving
them in decision-making process, the leaders inspire loyalty and organizational commitment,
124

LITERATURE REVIEW

resulting to school effectiveness (as cited inAbdullah, Shamsuddin & Wahab, 2015). Research
on leadership examines three types of leadership styles – bureaucratic, participative and
transformational. The bureaucratic leader works with formal systems and prefers to maintain the
organization and the participative leader involves multiple stakeholders in various decision
processes and works to improve the organization. The transformational leader seems to be most
effective when the organization is undergoing a change or restructuring process. For a principal
to contribute to school effectiveness, the principal needs to have a participative or
transformational leadership style depending on the school objectives (Aggarwal-Gupta &Vohra,
2010). In fact, transformational leadership is more effective as it has an effect on four aspects of
school climate (affiliation, innovation, professional interest, and resource adequacy) whereas
transactional leadership only effects participatory decision making (Tajasom & Ahmad,
2011).Principal transformational leadership has also an indirect effect, through staff job
satisfaction, on school staff turnover a negative effect and on school-aggregated student
achievement progress a positive effect (Griffith, 2004). Indeed, transformational leadership style
affects positively job satisfaction (Korkmaz, 2007; Aydin, Sarier &Uysal, 2013) and
organizational commitment of teachers. As the leadership style of administrators changes from
transactional to transformational, the level of job satisfaction and organizational commitment of
teachers’ rise (Aydin, Sarier &Uysal, 2013). The transformational leadership of the principal
directly and, through teachers’ job satisfaction, indirectly enhances the school health (Korkmaz,
2007). In fact, as Pashiardis and Brauckmann (2011) support there are five different leadership
styles in schools: (1) Instructional style: strong focus on the improvement of the quality of
teaching and learning; (2) Struccturing style: aspects of providing direction and coordination to
the school; (3) Participative style: school leaders can organize their management activities
through others in many different ways; (4) Entrepreneurial style: creation of external networks
and alliances in order to enhance the implementation of the school mission; (5) Personnel
development style: when school leaders provide professional growth opportunities for their
personnel. A school leader would be wise to look at just what the situation of his/her particular
school context calls for and then act on it. Whether a school is rural or uran or high-or lowperforming, a different mix of all those five leadership styles is needed. When it comes to
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leadership, the one size fits all approach, does not (and probably should not) work (Brauckmann
& Pashiardis, 2011, p.30)

Qualitative and quantitative research studies support a different view on the importance of
leadership in schools. According to the public’s view of the importance of school leadership
which is supported by case studies of schools (qualitative research) that show how newly
appointed principals take dysfunctional schools (where staff and student absence is high, where
the environment is unsafe and where little of value is being learned), and transform them into
schools which attract both students and staff, where there is a love of learning and student
achievement meets or exceeds relevant benchmarks (Robinson, 2007,p.5). In contrast to the
qualitative research, the quantitative research supports that there is an indirect small effect of
school leaders on student outcome which is mediated by the teachers. However, there are some
exceptions, where according to a study by Marzano, Waters and McNulty (2005) as cited in
Robinson (2007) a moderately strong effect of school leadership on student outcomes was found.
Thus, the impact of leadership on school effectiveness depends on the extent that leadership is
focused on the core business of teaching and learning. The more the focus, the greater the impact
will be (Robinson, 2007).
Robinson (2007) discussed five dimensions of leadership that are associated with high student
outcomes: (1) establishing goals and expectations which includes the setting, communicating and
monitoring of learning goals, standards and expectations, and the involvement of staff and others
in the process so that there is clarity and consensus about goals; (2) strategic resourcing that
involves aligning resource selection and allocation to priority teaching goals. This includes
provision of appropriate expertise through staff recruitment; (3) planning, coordinating and
evaluating teaching and the curriculum where there is direct involvement in the support and
evaluation of teaching through regular classroom visits and the provision of formative and
summative feedback to teachers. There is direct oversight of curriculum through school-wide
coordination across classes and year levels and alignment to school goals; (4) promoting and
participating in teacher learning and development. Leadership both promotes and directly
participates with teachers in, formal or informal professional learning; and (5) ensuring an
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orderly and supportive environment. The leader ensures time for teaching and learning by
establishing an orderly and supportive environment both inside and outside classrooms. The
results of this study show that the extent of the impact for these five dimensions ranged from
small to large, with the moderate and large impacts associated with more direct leader
involvement in the oversight of, and participation in, curriculum planning and coordination and
teacher learning and professional development. Therefore, the closer leaders are to teaching and
learning, the more likely they will make a difference to students (Robinson, 2007). Davis and
Leon (2014) also support the importance of the development of a lively and tangible leadership
brand made of a principal’s core values and noble character that will motivate the stakeholders
and stimulate school improvement efforts. As Pashiardis, Kafa and Marmara (2012) support, a
successful school leader in the context of Cyprus secondary schools looks as follows: (1)
Develops external relations; (2)Has a clear vision; (3) Creates a collaborative learning and
instructional environment; and (4) Has a sense of shared ownership and passionate commitment.
Schools where teachers are involved in considerable job-related discussion and share in decisions
about instructional programs and staff development are more effective than schools where
decisions are made by rule-bound bureaucratic procedures (Schlechty & Vance, 1983 as cited in
Good & Brophy, 1994). According to Linnenluecke and Griffiths (2010), organizations must
abandon the dominant design and assumptions of the bureaucratic organization. Similar claims
have been made by a number of authors in other studies. Therefore, principals who can find extra
time for teachers to plan and communicate with peers will create suitable conditions for
expanding teachers’ role and potentially improve student learning (Good & Brophy, 1994).
The principal of a healthy school provides dynamic leadership that is both task oriented and
relations oriented. Teachers are supportive of such behavior, providing direction and maintaining
high standards of performance. Moreover, the principal has influence with his or her superiors as
well as the ability to exercise independent thought and action. Teachers in a healthy school are
committed to teaching and learning. They set high but achievable goals for students; they
maintain high standards of performance; and the learning environment is orderly and serious.
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Furthermore, students work hard on academic work, are highly motivated, and respect other
students who achieve academically. Classroom supplies and instructional materials are
accessible. Finally, in a healthy school teachers like each other, trust each other, are enthusiastic
about the work, and are proud of their school (Hoy & Miskel, 2013, p.216). The supervision by
the principals in schools should also focus on helping, not directing teachers to improve their
teaching and the authenticity of the principal in dealing with teachers is important in the
administrative process, enabling principals to generate teacher loyalty and informal authority
(Hoy & Miskel, 2013).
Ružinská (2018, p.38) argues that the school itself elects its management and as a result a
director is a crucial person. He/she should be well prepared, an experienced teacher, a manager
who crucially determines the educational program, and thus the image of the school. He/she
should have a good background, regarding his/her professional and business skills and maintain
correct relations with the Department of Education and Ministry, parents and founder. His/her
responsibilities include monitoring of educational activities, the selection of collaborators, i.e.
recruitment of new teachers must therefore be important and it is also important to choose a good
deputy, chairperson of the curriculum committee, classroom teachers', students' self-government
(Kita, 2010 as cited in Ružinská 2018). Therefore, Canavan (2013) supports that it is important
for schools to build leadership and management capacity with a focus on teaching and learning
effectiveness. Also Salfi (2011) finds that the majority of the head teachers of successful schools
are developing a common and shared school vision, promoting a culture of collaboration, support
and trust. They empower others to lead, distributing leadership responsibilities throughout the
school; involve different stakeholders in the process of decision making; develop and maintain
good relationships among different personnel of school community. They emphasize their
professional development and that of teachers and involve parents and the whole community in
the school improvement process.
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Overall, effective school leaders who will be able to command loyalty, expand their influence,
and be successful, they must: be considerate and supportive of their teachers; help teachers be
successful; be authentic; be straight, share the blame, and avoid manipulation of others; be
unrestricted by bureaucracy: substitute good judgment for rigid rules; demonstrate autonomy and
be his/her own person; demonstrate influence and support and defend his/her teachers over
superiors; stay calm and cool in difficult situations and overcome these situations avoiding the
use of authoritarian behavior (Hoy & Miskel, 2013).

2.4.1.2 School Environment (SV)
Organizations including schools that are willing to successfully implement Internal Marketing
(IM) must first create a stable work environment that supports excellence and teamwork. In order
for employees including teachers to work properly, they need a working environment that creates
the best conditions for personal and professional development. Employee performance is closely
related to both intrinsic factors (training level, motivation degree, personal expectations and
attitudes) and extrinsic factors (the work environment).A clean, well-organized school
environment with new suitable facilitates will positively influence teacher performance.
Continuous training is also important for the success of organizations and schools helping to
build employees/teachers’ loyalty. Thus, the organization of training programs and personnel
development programs is required (Cᾰtᾰlin et.al, 2014).
The size of the school affects the amount of disciplinary problems and the level of student
performance that the school has. Salfi and Saeed (2007), support that there may be a greater
possibility in smaller schools to develop personal social relations, having better opportunities of
professional growth of teachers than medium and larger schools. Also their research shows that
disciplinary problems in a large school may also be due to poor performance among students.
Also in smaller schools comparing to large schools, students are more likely to have higher
attendance rates, lower dropout rates, less exposure to violence and disorder, more involvement
in extracurricular activities, higher graduation rates and be as prepared or even more for college
compared to their peers in large schools. In fact, in comparison to the students in larger schools,
the students in the smaller schools are the most involved with the college culture at their high
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schools (Holland & Farmer-Hinton, 2009). Nevertheless, dropout in schools can be affected by
other external factors to the school environment. In fact, one study finds that the most predictive
factor for students dropping out is coming from a single parent home while much of the
difference in dropout rate between states can be due to a few factors including low
socioeconomic status, being raised by a single parent, earning low grades, frequent absenteeism,
and changing schools often (Davis & Cole-Leffel, 2009).

While crime and violence in schools are determined mainly from factors external to schools,
violent behavior may also be intensified by factors in the school environment including the
physical environment, its educational and social climate, its organizational capacity and
composition and its overall organizational culture. Also in a study carried out by Limbos and
Casteel (2008) found that high schools have higher crime rates than medium schools and as the
percentage of certified teachers and student to staff ratios increase, school crime decrease.
Another study by Apaydin and Balci (2011) regarding organizational corruption in secondary
schools, identifies the types of corruption as fraud on documents, accepting gifts, promotion and
staffing based favoritism while the teachers explain the reasons for organizational corruption
include insufficiency in legislation, tolerance towards corruption, organizational culture and
climate and low salary among a few. In some urban schools, rarely teachers may feel victimized
by students as their items have been stolen, be assaulted, or their cars have been vandalized.
Unfortunately, such actions seriously damage teacher commitment which affects negatively
educational performance (Dworkin, 1987 as cited in Firestone & Pennell, 1993). To this line
Ramberg and Modin (2019) support a negative relationship between school effectiveness and
student cheating and this relationship between school effectiveness and student cheating is partly
mediated by student grades and moral standards.
According to Foreman (2000) whether the organization’s environment will involve the employee
and integrate them closely into the organization will depend on the nature and the level of
transaction costs present in the exchange environment. There are four internal markets that
correspond to various organizations based on their goal congruence and performance ambiguity:
the relational market

130

LITERATURE REVIEW

where internal marketing is nice; the impersonal market where internal marketing is irrelevant;
the relational hierarchy where internal marketing is necessary; and the impersonal hierarchy
where internal marketing is illegitimate. Schools fall under the relational market where they can
rely to a large extent on personal relationships and procedures when working with teachers.
Teachers feel empathy for the school’s goals and therefore their rewards result from job
satisfaction, higher wages and additional, sometimes intangible benefits. In this internal market,
IM is ‘nice’ as it boosts the feeling of well-being the employee experiences in his/her
employment situation but it is not vital as the employee already shows a high level of
commitment to the organization and the work it does (Varey & Lewis, 2000).
The school setting influences teachers’ expectations and performance. Rosenholtz (1989) shows
that the social structure of the workplace varies to a large extent from school to school and that
the social organization in which teaching takes place significantly affects teachers’ commitment,
leadership, cooperation, and the quality of both teachers’ and students’ school lives. According
to Rosenholtz (1989), work in schools reflects an uncertain technical culture because there are
few organized means to help students achieve specific goals. Work in schools is seen as nonroutine, and the role of teaching at a given moment is often troubled with uncertainty. This
organizational uncertainty has consequences for individual teachers and where principals’ or
teachers’ views of their job competence are sufficiently threatened, they too engage in selfdefensive tactics to protect their own self-worth. Uncertainty is common to teaching but the
reaction of schools to uncertainty that is the social culture in which teaching takes place,
determines whether the uncertainty becomes a disability where teachers refuse to see the
problems and solve them or a creative tension where teachers learn to discuss ideas and work
together to solve the problems improving teaching. So this uncertainty in schools can be reduced
in two ways: (1) Teachers can receive positive feedback about their abilities from peers and
principals in a variety of ways; and (2) teachers are given the opportunity to increase their
knowledge of teaching, gaining more expertise in dealing with more situations (Good & Brophy,
1994). Rosenholtz (1989) argues that teachers’ commitment to schools and to continued learning
is influenced to a large extent by the following workplace conditions: (a) task autonomy where
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teachers can adapt instruction to their own contexts; (b) continuous opportunities for learning
providing them with greater mastery and control of the environment; and (3) ‘psychic’ rewards
to ensure their continuous contributions to the school such as their opinions are requested, they
have the opportunity to interact with peers, they receive needed information where appropriate
etc.
Furthermore, teacher-teacher communication is important to build a favorable school
environment. However, the most important contribution that a teacher can make to a school is to
develop an effective classroom and only then a teacher can help other teachers understand what
they have to do in their classrooms. As there are many different ways to teach effectively,
therefore teachers in the same school or district do not have to use similar styles and practices.
Nevertheless, it is important to work with peers as they can exchange ideas and improve
instruction. In fact, teachers should have regular time built into their schedules to exchange ideas
with other teachers (Good & Brophy, 1994). Rozenholtz (1989) supports that in schools where
little effective instruction exists teachers tend to communicate less frequently and complain more
often rather than solve instructional problems when they can talk. On the other hand, in effective
schools, teachers discuss professional concerns, including curriculum and instruction.
Effective schools are categorized by a school environment of order, structure, purposefulness, a
humane atmosphere, and the uses of appropriate instructional techniques. The characteristics of
an effective school also include collaborative planning and collegial relationships, sense of
community, clear goals and high expectations commonly shared, order and discipline (Purkey &
Smith, 1982).

2.4.1.3 Effective Teaching (ET)
Teaching is a complex and demanding profession. Many teachers are walking on a fine line in
the way that they are attempting to balance their personal commitments at home and their
commitment to teaching. Individual teacher’s commitment can be analyzed to identify centers of
commitment in their professional practice and these centers of commitment are currently external
to the teacher, and include commitment to: (1) the school or organization, (2) students, (3) career
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continuance, (4) professional knowledge base and (5) the teaching profession (Crosswell &
Elliott, 2004). These are external dimensions to the teacher but they are interconnected
influencing each other. Based on these, teacher commitment is multidimensional and therefore
understanding the orientation of an individuals’ commitment is important to understand the
behaviour of a teacher towards his/her profession. While teachers express a commitment to
external factors (such as students) they also make significant connections to personal passions of
ideology, values and beliefs. There is a very close connection between a ‘passion’ for teaching
and teacher commitment and hence there should be a certain level of emotional attachment to
teaching for teachers to be committed to their work. Passion, rather than merely external rewards
or recognition, is seen to be the most important element that maintains teachers’ interest in their
job and their willingness to remain in the profession (Crosswell & Elliott, 2004). Without this
emotional connection, teachers are in danger to face burn-out working in an increasingly
intensified work environment (Nias, 1996 as cited in Crosswell &Elliott, 2004).

There is a mixture of commitments to the organization, profession and students that are required
of teachers to motivate them to pursue changes in their practice professionally while overcoming
the complex demands these changes bring. Autonomy to their profession, participation of
teachers in decision making, feedback given to them about their work, collaboration with
colleagues, learning opportunities to expand teachers’ knowledge and provision of work
resources to teachers, encourage further commitment by the teachers which result to effective
teaching. Research also suggests that five resources are important for effective teaching an
orderly environment, administrative support, adequate physical conditions, instructional
resources, and reasonable workloads (Firestone & Pennell, 1993).

Available teaching resources to teachers are important for effective teaching. However, in
various cases in disadvantageous schools this cannot take place. School demography or class
size, grade level and racial or social composite of the student body influence school resources
(levels of economic, political, and social power) in significant ways. For instance, struggling
urban schools receive less funding due to their lower tax bases (Davis & Cole-Leffel, 2009,
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p.186).For efficiency of public schools to result, they should use their resources with flexibility
and discretion; in particular they should have more autonomy in managing human resources –
i.e. by creating smaller/ larger classes than those set out in nation-wide regulations (Agasisti,
Bonomi & Sibiano, 2014).

As the lives of teachers and their students cross, teaching must incorporate pedagogy beyond the
mechanics of teaching. It must combine generalizable principles of teaching, subject-specific
instruction, sensitive to the prevalent human qualities and potentials involved. Teachers must
ensure that no attitudes, beliefs or practices stop students from acquiring the necessary
knowledge (Fullan, 1993). In fact, research shows that when students believe that the adults in
their schools care about them, they are more likely to work harder on their academics, be more
respectful in their social relationships, persist through high school graduation, and pursue
postsecondary education (Holland & Farmer-Hinton, 2009).

Teachers are looking for opportunities to evaluate and improve their teaching if acceptable and
useful methods are available. However, there are certain obstacles such as: engagement in
destructive self-criticism; school experience emphasizes analytical thinking not synthesis; and
teacher education programs have not helped in developing skills in collegiality, receiving and
giving feedback among colleagues. For peer leadership programs to work there must be careful
goal conceptualization and appropriate structural supports (i.e. time). These obstacles must be
removed for continual development to take place. Although teaching is difficult, a teacher can
succeed at it by constantly driving for improvement. Teachers must decide what a good practice
is by observing the effects of their behavior on students. Thus, achievement is only one of the
student outcomes that must be considered (Good & Brophy, 1994).
The first step of effective teaching is self-evaluation for the purpose of improvement using
explicit plans and assessing the effectiveness of their implementation. Discussion of classroom
teaching with other teachers, quality feedback from supervisors, students and peers and selfstudy groups will all result to effective teaching. Also Maeroff (1988) argues that raising
teachers’ status by increasing their competence in some aspect of teaching or encouraging them
to participate in decision making, leads to enhanced commitment and better teaching (as cited in
Good & Brophy, 1994). As teaching feedback becomes less direct and it comes from sources
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other than students then its influence on teacher motivation and commitment becomes less clear.
Moreover, as feedback becomes less information oriented and more evaluative, teachers feel less
responsible for their instructional choices and consequently less committed (Firestone & Pennell,
1993, p.505). In a study by Yavuz (2010), organizational culture and organizational justice affect
teachers’ affective commitment (43%), continuance commitment (22.534%) and normative
commitment (16.305%) to the organization respectively2. Therefore, it can be concluded that if
teachers perceive organizational culture and organizational justice highly, this will also increase
their commitment to their organization (Yavuz, 2010, p.696). If teachers feel that the treatment
they receive from the school after comparing it with the treatment their colleagues receive is fair,
they will feel committed to the school and perform well their school duties and responsibilities.
In another study by Eǧriboyun (2015), organizational trust and organizational support are the
most important factors to affect organizational commitment and the organizational trust and the
organizational commitment of the administrators/teachers is stronger when they feel that their
organizations (schools) are supportive and certain in them.
For effective teaching, staff development programs are also essential. A staff development
program should first help to address the individual needs of teachers and then it can address
broader school concerns through co-operative in-service programs. Ultimately, staff
development should lead to the improvement of a school’s entire teaching staff. McDonnell
(1985) argues that staff development programs should include a strong affective component in
other words they should boost morale and raise positive expectations. These qualities are critical
for an effective school. As a result, staff development programs need to help principals and
teachers not only develop new skills but also feel good about using those skills. In fact, two
developments have enriched teachers’ opportunities for professional growth: (1) the attempt to
differentiate teachers’ career roles through the use of master teacher programs to attract and
retain good teachers by rewarding teacher effectiveness accordingly and (2) the growing
2

Affective commitment is defined as the affective desire on the part of individuals employed in an organization to continue to
work in the organization as a result of identifying themselves with the organization; Continuance commitment can be defined as
the state where employees continue to stay in the organization with the thought that if they leave the job, they will suffer
financially and their job opportunities will be limited; and normative commitment can be explained as the situation where
employees do not leave the job as a result of a moral obligation of duty (Meyer and Allen, 1997 as cited in Yavuz,2010).

135

LITERATURE REVIEW

involvement of beginning teachers in teacher induction programs will help them to adapt to their
new role and overcome problems of classroom discipline and reported problems dealing with
individual differences among students, assessing students and communicating with parents.
Induction programs help beginning teachers to avoid ‘burn out’. In addition, teachers should be
offered assistance by mentors, supervisors and principals but beginning teachers (and student
teachers) should not be guided rigidly that their independent role in adapting content and
designing classroom environments is negatively affected (Good & Brophy, 1994). In order for
teachers to be effective in the school they should follow three attributes: professional
characteristics, teaching skills and classroom climate (McBer, 2000 as cited in Irs & Türk, 2012).
According to Joyce & Showers (1988) the teachers are effective when: (1) they teach the
classroom as a whole; (2) they present information or skills clearly and animatedly; (3) they keep
the teaching sessions task-oriented; (4) they are non-evaluative and keep instruction relaxed; (5)
they have high expectations for achievement (give more homework, pace lessons faster, create
alertness); and (6) they relate comfortably to the students, with the consequence that they have
fewer behavior problems. Structured teaching is important for effective teaching according to
Scheerens (1992) and teachers should make sure that their lessons have the following activities:
(1) making clear what has to be learnt; (2) splitting teaching material into manageable units for
the pupils and offering these in a well-considered sequence; (3) much exercise material in which
pupils make use of ideas and prompts; and (4) regularly testing for progress with immediate
feedback of the results (Sammons, Hillman & Mortimore, 1995).Nevertheless, a challenge with
measuring teacher effectiveness is that the definition of good teaching changes depending on the
content addressed and students served. Therefore, specialized measures are likely needed.
Effective teaching involves more than using a good strategy, it requires knowing when a
particular approach will be most effective and how to meaningfully implement that approach for
a given group of students studying a specific topic. Knowledge of the students served and
content are also required to judge teacher effectiveness. A common and growing approach is to
examine the value a teacher adds to achievement by comparing prior achievement. Only if
teachers have done a good job within their classroom context, the scores will improve (Welsh,
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2012). Due to the complexity of teaching, it is difficult to identify the concept of effectiveness in
teaching. Attention should therefore be given to the role of the student and content in the search
of both understand the teaching/learning process and to be able to identify how best to ensure
positive program outcomes (Rink, 2013, p.408).
Therefore, for effective teaching to occur, a teaching strategy is good when two basic conditions
are satisfied: (1) students understand and can apply key subject matter concepts and (2) students
find the learning process so interesting and rewarding that they make their own efforts to initiate
planning and evaluation of their own work. Teachers have the responsibility to create a learning
atmosphere that is stimulating and exciting both for them and their students. After all, if they do
not enjoy class, their students will not enjoy it either! (Good & Brophy, 1994)

2.4.1.4 Effective Support from Parents (ES)
The actual mechanisms by which parental involvement influences school effectiveness are not
entirely clear. Also not much literature is available on the effect of parents on school
effectiveness (Aggarwal-Gupta &Vohra, 2010). It might be expected that where parents and
teachers have similar objectives and expectations for children, this combined support for the
learning process can result to improvement. It is therefore a fact of the important role that parents
can play in the intellectual development of their children. However, experiments to use this
resource more effectively have met with varied success (Mortimore, 1993).
Sammons et.al (1994) indicate that there is a tendency for staff in less effective secondary
schools to attribute lack of parental interest as a major factor contributing to under-achievement,
whereas in more effective secondary schools serving similar intakes there are more favorably
perceptions of parental interest and more active relations with parents (Sammons, Hillman &
Mortimore, 1995, p.26). In fact, when the energy and talents of parents are harnessed, the
rewards for the school are high while the Parent-Teacher Associations are not necessarily
'positive as particular groups of parents could form a 'clique' presenting a barrier to the
involvement of others (Mortimore, 1993, p.13).
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Teacher-parent communication is an important component of effective teaching and school
effectiveness. Parents can support and enhance the efforts of teachers to achieve effectiveness in
teaching. Parents together with teachers should collaborate for the educational success of their
children. Effective communication and co-operation between teachers-parents-students would
mean that all those stakeholders would work together for a common objective, the student’s
successful educational development. Teachers building good relationships with parents and
students will help them to enhance effective teaching. Principals and teachers should constantly
do their best to connect with the wider environment since the evidence on parent-school
partnerships is such that no reasonable case can be made for continued isolation (Fullan, 1993).
This is also supported by a study carried out by Pashiardis (1998) that effective principals
created a positive climate between parents and the school that was favorable to learning and the
principals stressed the fact that children improved their behavior in school once they sensed that
their parents had a close interaction with their teacher and the principal (Brauckmann &
Pashiardis, 2011, p.16)
However, at one level, teachers might consider reducing contact with parents for several reasons.
Firstly, calling parents would add on a workload as parents have pressing responsibilities that
often does not leave teachers time to grade papers adequately as well as design and undertake
new activities. Also, teachers in several cases have to face angry or apathetic parents and they do
not want them to be involved in schooling. Teachers have concluded that parents are not
interested in developing relationships with school and the parents see the school as a free
babysitting service (Good & Brophy, 1994). In fact, teachers’ reluctance to work closely with
families is partly to the perception that many parents are reluctant to become involved in
schooling. This is because some parents are busy, some feel that schooling should be left to
teachers and principals (the experts) or that parents support teachers best by not bothering them.
Also some parents are embarrassed because they believe that their children’s difficulties either
academic or behavioral are their fault or sometimes students’ problems are directly caused by
parents (e.g. child abuse) (Good & Brophy, 1994). Finally, some teachers are reluctant to involve
parents in schooling because the teachers want to enjoy their authority and freedom to make
decisions. Parents who become more involved in schooling may seek a broader role in classroom
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activities and curriculum and perhaps challenge the teachers’ professional competence (Good &
Brophy, 1994). It is for this reason through a relationship building approach that teachers must
build trustworthy relationships with parents so that parents will trust their work, think highly of
them and support them on the educational development of their children. Leadership builds
relationship trust and increasing levels of trust between the adults change student outcomes via
shifts in the school culture and organization (Robinson, 2007). School leaders should build
trustworthy relationships with parents to achieve educational effectiveness.
There are four interpersonal qualities that should be considered to judge the trustworthiness of
others: respect, competence, personal regard for others and integrity. Regarding respect, leaders
who consider other people’s view encourage social affiliation and cooperation that is required to
educate students. A competent leader will also build trust by encouraging collective efforts,
resolving conflict and dealing with competence issues in a timely and effective manner to
achieve school improvement. Leaders who have personal regard for others, caring about them in
both their personal lives and professional roles will build further trust with them. A principal
who encourages a teacher’s career planning and professional development is likely to build the
trust of that staff member. The perception of consistency between what a leader says and does
builds also trust because the values inborn in leaders’ actions are also evaluated. Increased trust
benefits students through changes in school culture and organization (Robbinson, 2007).
Therefore, in schools where trust levels increase over a three year period, teachers report a
greater willingness to try new things, a greater sense of responsibility for their students, more
outreach to parents, and stronger professional community involving more shared work, more
conversations about teaching and learning and a stronger collective focus on student learning.
Increase relational trust produces more coordinated, mutually supportive and more effective
efforts to engage students in learning. With increased trust comes more and better quality
cooperation, more social support and a stronger sense of mutual obligation, binding together the
efforts of teachers, principals and parents (Robbinson, 2007, p.21).

139

LITERATURE REVIEW

2.5 Internal Marketing studies in schools
Although the importance of internal marketing is widely recognized by academics and
practitioners, specific models for practicing internal marketing in the public sector are scarce
(Papasolomou, 2006). This is partly the case because in bureaucratic organizations, there are
rigid rules and structures to guide work which form barriers to the application of internal
marketing (Zampetakis & Moustakis, 2007). Schools try to respond to these pressures and
expectations of society and of educational policies by introducing the marketing approach to
education (Logaj & Trnavčevič, 2006, p.81). Even though there are studies related to IM and
primary and tertiary education, there is a lack of studies associated with secondary public
education and IM. Reference to few existing studies on IM and education found in the literature
is carried out in this section. Some studies are using qualitative research methodology and others
quantitative one.

In a study by Logaj and Trnavčevič (2006) where a school in Slovenia is investigated as a case
study, the authors find that ‘teachers ‘do’ internal marketing without being explicitly aware of it.
This is reflected in factors such as good opinions of teachers about the school, their trust in the
school and leadership, in their commitment to the school, and in their concern and motivation to
serve the customers/students and the environment well. In another study by Schüller and
Chalupský (2011), investigating internal marketing communications of higher education
institutions, the authors support that in order for IM communications to improve in universities,
their faculties should place more emphasis on non-financial motivational tools. The universities
should also provide: sufficient autonomy of faculties; the obligatory use of the uniform corporate
identity manual by faculties; support services provided by head offices to faculties such as
monitoring potential project possibilities or marketing surveys of prospective students relating to
university candidate selections; and regular formal meetings between head office and faculty
staff. Another qualitative study on IM in schools, a case study carried out by Maguire, Ball and
Macrae (2001) taken place at Northwark park school, argues that a movement towards great selfinterest in teachers’ relations with students, parents and competitors is witnessed.
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Tareef and Balas (2012) apply internal marketing concepts to the higher education sector and try
to develop a method for applying active learning techniques in higher education institutions by
implementing internal marketing strategies in which the teaching staff is treated as internal
customers using the Rogers model of diffusion of innovations. They find that in spite of the
evidence that the active learning methods are successful in institutions of higher learning, many
academic staff members in teaching colleges prefer to use traditional teaching methods despite
disappointing achievement and negative reactions of students of these methods. In another study
by Huang (2012), on the effect of IM on job satisfaction of primary school teachers and the
effectiveness of primary schools, Huang (2012) investigates IM in primary education by
examining the relationship between IM, job satisfaction and school effectiveness using SEM
methodology. The results show that both internal marketing and job satisfaction have a direct
positive relationship with school effectiveness and job satisfaction has a partial mediating role in
the association between internal marketing and school effectiveness. Chi, Yeh & Liou (2016) in
their study of special education teachers serving in junior high and elementary schools in Yunlin
County observe that organizational commitment significantly and positively influences job
satisfaction and significantly and positively influences IM respectively. Moreover, IM
significantly and positively influences job satisfaction while job burnout significantly and
negatively influences job satisfaction. IM mediates the relationship between organizational
commitment and job satisfaction.

Hartley (1999) in his study in British schools argues that before the policy focus of the UK
government has been on the ‘external market relationship’ between schools and parents as well
as upon the competitive relationship between schools but now the attention of the government is
the ‘internal relationships’ between head teachers and teachers. A process of re-culturing has
begun and with it is emerging a re-conceptualization of school management (p.311). Now the
management will refer to the emotions, to the heart rather than mind. If employees (teachers) are
treated bureaucratically, then they will then treat their customers (students/parents) in the same
way. In fact according to Kılınç (2014), support-oriented and task-oriented cultures are positively
and significantly associated with teacher professionalism but bureaucratic school culture is
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negatively and significantly associated with teacher professionalism. Support-oriented, taskoriented, and bureaucratic cultures are the significant predictors of teacher professionalism.

This shows that bureaucratic school culture hinters teacher professionalism which will negatively
affect teaching performance. However, in a study by Parlar and Cansoy (2017) effectiveness
level of the bureaucratic school structure has positive and significant relationships with the
dimensions of occupational cooperation, school administrator’s support and supportive working
environment, which are the dimensions of teacher leadership culture. It is observed that the
effectiveness of the bureaucratic school structure explains the behavior of school administrator’s
support, the supportive working conditions and the occupational cooperation environment that
are the dimensions of teacher leadership culture, by 43%, 26% and 9%, respectively. It is argued
that teacher leadership behaviors could be developed by school principals’ constructive and
cooperative behaviors and the occupational, administrative and institutional supports, which will
enable the roles of teachers. Furthermore, it is shown that culture in which teachers could
demonstrate leadership behaviors could be strengthened by the enabling structuring of the
bureaucratic school structure.

Another study by Ružinská (2018) investigates marketing in schools and supports that through
marketing research, an evaluation of the internal environment of educational institutions can take
place and the effectiveness of their marketing communications, and the suitability of set
marketing objectives can be tested. In fact, every element of the marketing mix can help schools
to succeed in the education market, it can become a competitive advantage, as a result the school
may be distinguished from other schools and thus this helps to its success. The researcher
supports that one of the instruments of evaluating effective marketing in educational institutions
is a reflexive SWOT (strengths, weaknesses, opportunities and threats) analysis that provides a
realistic response to school management and complements other evaluation indicators of the
conditions for the implementation of the educational process (Ružinská ,2018, pp.44-45). Finally,
Cambra-Fierro and Cambra- Berdún (2008) in their qualitative investigation of Spanish
universities support that teachers are identified as part-time marketers within the educational
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context. Therefore, how students and their parents perceive their activity influences the image of
quality of the educational institutions.

2.6 Conclusion
There is no doubt that education is an important factor that determines the quality of an
individual’s life and the future of society as a whole. The main problem in public education is
not resistance to change, but the presence of too many innovations instructed or adopted
uncritically and superficially on an unplanned, uneven basis (Fullan, 1993). Schools are open
social systems with five important elements or subsystems: the structural, the individual, the
cultural, the political, and the pedagogical. Organizational behavior is a function of the
interaction of these elements in the context of teaching and learning and organizational culture is
a powerful force that affects organizational behavior. The teaching-learning process is the
technical core of the school social system and it is a complex process that can be usefully viewed
from three perspectives: the behavioral, cognitive, and constructivist. Other things being equal,
the greater the degree of congruence among the elements of the system, the more effective the
system will be (Hoy & Miskel, 2013, p.2).
At the same time educational marketing is a managerial function that without this the school
cannot survive in a competitive environment as it is aimed to improve effectiveness through the
satisfaction of parents’ needs and desires based on ideal relationships between the school and its
community (Oplatka & Hemsley-Brown, 2004). Internal marketing in education helps
educational external marketing to achieve effectively its goals by establishing first internal
relationships and internal teachers’ satisfaction succeeding educational effectiveness. In order for
a school to adopt to market orientation, it should be more responsive to parents’ and students’
needs and desires and attentive to changes in the community needs (Lumby, 1999 as cited in
Oplatka & Hemsley-Brown, 2004).
Following this, according to Hoy and Miskel (2013), there is a need for public schools that are
less custodial and more humanistic because such schools have less alienated, more satisfied, and
more productive students resulting to school effectiveness. However, changes in the humanistic
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direction are difficult to be made, and they are inevitably slow to complete and often
unsuccessful; nevertheless, the effort should be made (Hoy & Miskel, 2013). To this line, IM
strategies incorporated in the public schools organizational strategies can promote a humanistic,
open school climate, a learning school culture and an enabling school structure that will
effectively result to school effectiveness.
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3.1 Introduction
This chapter describes the methodology used in this research study. After explaining the aim and
research questions set to be investigated, the construct variables used in this study are thoroughly
explained. Based on Rafiq and Ahmed (1993) 7Ps marketing mix and extensive literature review
the Internal Marketing (IM) strategies are compiled while further investigation of the literature
review has resulted to the creation of Organizational Culture (OC) and School Effectiveness (SE)
variables.
Following the description of the final variables of IM strategies, organizational culture and
school effectiveness, the conceptual model used in this study is discussed. A brief description of
the quantitative methodology used is then given where its respective advantages and limitations
are discussed. After that an explanation of the main data collection instruments is carried out
where the pilot study and the questionnaire are described in detail. Other aspects covered in this
chapter include the study of the population sample collected and used in this research; the SEM
(structural equation model); the validity, the reliability and the fit of the measurement
instruments used; and the ethical considerations of this study. The chapter ends with a brief
summary and consideration of methodological limitations of this research study.

3.2 Aims and Research Questions
The aims of this study are to investigate the extent that Internal Marketing (IM) strategies exist in
secondary public schools in Cyprus, whether these strategies influence the public schools’
organizational culture and whether this school culture acts as a mediator between these strategies
and the public schools’ effectiveness. The direct relationship between IM and secondary public
schools’ effectiveness is also investigated.
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Based on extensive literature information, various IM strategies are constructed and tested in the
public schools context to assess their existence and influence on the public schools’
organizational culture and public schools’ effectiveness. The variables chosen to test the schools’
organizational culture and schools’ effectiveness are also extracted from literature. The
uniqueness of this study is the testing of IM strategies on the secondary public schools’
organizational culture and schools’ effectiveness using SEM research methodology, analyzed
with AMOS 21 software.
The research questions that are addressed therefore in this paper are:


To what extent are IM strategies applied in public secondary education?



What is the effect that IM strategies have on the public schools’ organizational
culture?



To what extent IM strategies influence the public schools’ effectiveness through the
public schools’ organizational culture?



What is the direct effect of IM strategies on the school effectiveness?

Centered on the literature review and Rafiq and Ahmed (1993) 7Ps marketing mix, four groups
of IM strategies are suggested in this research study:
(1)

Relationship

Development

(RD)

Strategies

=

(Promotion)

+

(Advertising)

+

(Physical/Tangible Evidence) + (Personal Selling)
(2) Human Resource Management (HRM) Strategies = (Price) + (Product) + (Distribution) +
(Incentives) + (Market Research)
(3) Education Process (EP) Strategies = (Process) + (Participants)
(4) Internal Customer Segmentation (ICS) Strategy = (Market Segmentation)
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Education Process (EP) and Internal Customer Segmentation (ICS) are joined together in the
model as (EPICS) because (ICS) relates to the individual targeting of every teacher as part of the
education process (EP). Also in the Structural Equation Modeling (SEM) one area of poor
practice involves to reduce the number of items per construct to only two or three. Single items
should only be used when the construct truly is and can be measured by a single item. Good
practice involves a minimum of three items per factor, preferably four in order to provide
adequate identification for the construct (Hair, et.al, 2014). As a result here (EP) and (ICS) have
joined together to increase the number of items.
The components of the four groups (RD, HRM, EP and ICS) represent the following:
(1) Product refers to the new performance measures, new ways of handling customers, services
and training courses, the job;
(2) Price is the psychological cost of adopting new methods of working and projects have to be
foregone in order to carry out new policies i.e. opportunity cost;
(3)Communications/promotions are the wide variety of techniques and media to communicate
with employees ranging from oral briefings and company newspapers to corporate videos and
company notice boards;
(4) Personal selling refers to the face-to-face communications methods with employees;
(5) Incentives are the cash bonuses, awards, recognition programs, prize draws and
competitions;
(6) Advertising relates to live television to communicate with large number of employees
simultaneously in diverse locations, newsletters, corporate videos and annual conferences;
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(7) Distribution includes the meetings, conferences where policies are announced and channels
could be used to third parties (e.g. consultants and training agencies) used to deliver training
programs;
(8) Physical /tangible evidence is the environment in which the product/service is delivered by
holding conferences or by sending employees for special training and documentation of policies
to comply with certain standards;
(9) Process is how a customer receives a product, quality circles, new reporting methods, new
policies by unions or imposed unilaterally;
(10) Participants are the organizational context communications that need to be delivered by
someone of the right level of authority, inter-department or inter-functional communication.
Together with the marketing mix Rafiq and Ahmed (1993) suggested that Market segmentation
(grouping employees with similar characteristics, needs, wants or tasks, segmenting employees
along motivational lines rather than departmental or other lines used in HRM) and Market
research (identify the needs and wants of employees and monitoring the impact of HRM
policies on employees, using employee surveys with care) can be also applied to IM strategies.
In this study, the Market research has been given the name of new performance measures. These
variables have been applied in the public school context.
Table 3.1.Four groups of IM strategies based on Rafiq and Ahmed (1993) marketing mix
IM - INTERNAL MARKETING COMPONENTS
Relationship Development (RD) = (Promotion) + (Advertising) + (Physical/Tangible Evidence) +(Personal
Selling)
(1) Organizational Commitment (Physical/Tangible Evidence)
(2) Communication/ Promotion
(Advertising / Promotion/Personal
Selling)

(3) Exchange of mutual values between

Staff Meetings Newsletters
Oral Briefing
School Notice boards
E-mail
Face to face communication
teachers to fellow teachers within and between departments
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teachers to management
participants
(Personal Selling)
(4) Feelings of teachers for being safe, cared for and accepted from the management (Physical/Tangible
Evidence)
Human Resource Management (HRM) = (Price)+(Product)+(Distribution)+(Incentives)+(Market research)
(1) Training / Education of teachers
(Product / Distribution)

Special training
Seminars
Conferences
Expand career paths (training and promotion)

(2) Motivate teachers (Price/ Incentives)

Financial incentives (cash, bonuses, awards)
Non-financial incentives (Awards, Recognition progress,
Management support)

(3) Tools in Education (Product)
Resources available to teachers
(4) New Performance measures (Market Staff Surveys of teachers for feedback (assess internal service
research)
climate and culture)
Educational Process (EP) = (Process) +(Participants)
(1) Quality Circles (Process)
(2) Reporting methods (Participants)
(3) Methods of teaching (Process)
Internal Customer Segmentation (ICS) =(Market Segmentation)
(1) Different Motivational Strategies to different group of teachers (Market Segmentation)
(2) Support diversity in teachers (Market Segmentation)

Every component of IM (RD, HRM and EPICS) has its own variables, listed below. Originally a
higher number of variables were included under each component but after Confirmatory factor
analysis (CFA) took place, the number was reduced. At table 3.2 there are 14 variables for RD,
11 variables for HRM and 5 variables for EPICS.
Table 3.2 Original Variables of IM conceptual model
RELATIONSHIP DEVELOPMENT
(RD)

HUMAN RESOURCE
MANAGEMENT (HRM)

RDe1

Organizational commitment

HRM1

RDe2

Teachers' consciousness towards
students

RDe3
RDe4

EDUCATION PROCESS & INTERNAL
CUSTOMER SEGMENTATION (EPICS)
EPICS1

HRM2

Special training for
different specializations
Seminars

Teachers' vision of the school

HRM3

Conferences

EPICS3

Staff meetings

HRM4

Expand career paths
(training and promotion)

EPICS4

EPICS2

Education process strategies Quality circles
Education process strategies Reporting new evaluation methods
and agreement with trade unions
Education process strategies Upgrading new methods of teaching
Segmentation strategies - different
motivational strategies to different
group of teachers
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RDe5

Newsletters

HRM5

Financial incentives
(cash, bonuses)

RDe6

Oral briefing from Head teacher
or HOD

HRM6

_

RDe7

School notice boards
announcements
Emails to/from administration,
colleagues
Face-to-face communication
with Head teacher, colleagues
Exchange of mutual values
teachers with fellow teachers
between and within departments

HRM7

Non-financial incentives
(awards, recognition
progress, management
support)
Empowerment strategies

_

Exchange of mutual values
teachers to management
Feelings of teachers towards
school management, being safe
in the school environment
Feelings of teachers towards
school management whether they
are cared by management

HRM11

Audit teachers'
satisfaction
Resource availability for
teaching
Application of teachers'
staff surveys to assess the
internal service climate
and culture
Effective recruitment and
selection procedures

RDe8
RDe9
RDe10

RDe11
RDe12

RDe13

RDe14

Feelings of teachers towards
school management, accepted
and supported by the
management

HRM8
HRM9
HRM10

EPICS5

Segmentation strategies - Support
diversity in teachers

_

_
_

_

_

_

_

_

_

_

Confirmatory factor analysis (CFA) tests how well the measured variables represent the
constructs. Instead of allowing the statistical method to determine the number of factors and
loadings as in Exploratory Factor Analysis (EFA), CFA statistics reveals how well the theoretical
specification of the factors matches reality (the actual data). In a sense, CFA is a tool that enables
the researcher to either ‘confirm’ or ‘reject’ his/her preconceived theory (Hair et.al, 2014).
Constructing first the measurement theory represented using a path diagram, CFA followed after
that. In this research study, CFA is used instead of EFA as the factors used were extracted from
existing theory and not derived from statistical results. In this study the assignment of variables
to factors is based on the theory being tested before any results can be obtained and CFA has
been applied to test the extent to which factor loadings on prespecified constructs represents the
actual data (Hair et.al, 2014).
After carried out Confirmatory factor analysis (CFA) to ensure unidimensionality, 7 variables are
under RD, 7 variables are included in HRM and 5 variables under EPICS. Factors that did not fit
the measurement model due to low factor loading (for a newly developed items the factor
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loading for every item should exceed 0.5 and for an established item should be 0.6 or higher)
were removed from the model. This approach ensures unidimensionality of this model.
Furthermore, unidimensionality requires all factor loadings to be positive. However, the items
deletion should not exceed 20% of the total items in the model (Awang, 2015). Thus, CFA
incorporates the testing of unidimensionality and evaluates a data set by confirming the
underlying structure based on the theoretical ground (Mueller & Hancock, 2008).

For the RD component the variables are staff meetings, newsletters, oral briefing from
headmaster or head of department (HOD), school notice board announcements, emails to/from
administration and colleagues, face to face communication with headmaster and colleagues and
feelings of teachers towards school management, cared by management.
Regarding the HRM component, the variables representing that include expand career paths
(training and promotion) of teachers, financial incentives (cash and bonuses), non-financial
incentives (awards, recognition progress and school management support), empowerment
strategies to teachers, audit teachers’ satisfaction, resource availability for teaching and effective
recruitment and selection procedures.
Table 3.3 Components of Internal Marketing
INTERNAL MARKETING (IM) COMPONENTS
RELATIONSHIP DEVELOPMENT (RD)
Staff meetings
Newsletters
Oral briefing from headmaster or HOD
School notice boards announcements
Emails to/from administration, colleagues
Face to face communication headmaster, colleagues
Feelings of teachers towards school management, cared by management

MODEL
VARIABLES
11.1RD
11.2RD
11.3RD
11.4RD
11.5RD
11.6RD
13.2RD

HUMAN RESOURCE MANAGEMENT (HRM)
Expand career paths (training and promotion)
Financial incentives (cash, bonuses)
Non-financial incentives (awards, recognition progress, management support)

B14.4HRM
B15.1HRM
B15.2HRM

Empowerment strategies
Audit teachers' satisfaction
Resource availability for teaching
Effective recruitment and selection procedures

B15.3HRM
B15.4HRM
B16HRM
B18HRM

EDUCATION PROCESS AND INTERNAL CUSTOMER SEGMENTATION (EPICS)
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Education process Strategies- Quality circles
Education process Strategies- Reporting new evaluation methods and agreement with trade unions

B19.1EP
B19.2EP

Education process Strategies- Upgrading new methods of teaching

B19.3EP

Segmentation strategies- different motivational strategies to different group of teachers
Segmentation strategies- Support diversity in teachers

B20.1CS
B20.2CS

Furthermore, founded also on the literature review, six components are suggested to test public
schools’ organizational culture and these are Masculinity Vs Femininity (MVF), Individualism
Vs Collectivism (IVC), Uncertainty Avoidance (UA), Power distance (PD), Learning culture
(LC) and Type of culture (TC). Each component has various variables to affect it respectively.
As table 3.4 depicts, under Masculinity Vs Femininity (MVF) there are 2 variables,
Individualism Vs Collectivism (IVC) has 5 variables, Uncertainty avoidance / lack of confidence
(UA) has 4, Power Distance/Formality and Control (PD) has 5, Learning Culture (LC) has 7
variables and last but not least Type of Culture (TC) has 4 variables. After running CFA, both
MVF and PD were deleted from the final model. The variables constructing the final model are
IVC, UA, LC and TC.
The variables that affect Individualism Vs Collectivism (IVC) include: (1) Feeling of selffulfillment prevails among employees at school; (2) There is a feeling of complacency among
teachers due to the adoption of a proper financial and moral incentive system/ Job satisfaction
(High extent of satisfaction of teachers with their employment at the school); (3) Climate of
cooperation and team work prevails at school / Participation and collaboration; (4) School
Administration tries to achieve balance between the needs of employees and the needs of the
school (Bureaucratic rationality); and (5) The relationship teachers have with each other and
their principal / Sense of community - the school is a family for all its members.
Referring to Uncertainty Avoidance (UA) in the final model, there are four variables: (1)
Organizational climate helps in providing reassurance and sense of security and stability for
teachers; (2) Workers at school have feeling of pride and belonging / Teachers' commitment
(teachers have a strong belief in and acceptance of the school's goals and values and a
willingness to exert considerable effort on behalf of the school; (3) The degree of teachers facing
an unknown future; and (4) The degree to which teachers feel threatened because of being in
ambiguous situations.
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As far as Learning Culture (LC) is concerned there are six variables in the final model as one of
the variables “Connect the organization to its environment” (C5.5LC) was deleted from the
model. Hence, the six variables are: (1) The school creates continuous learning opportunities /
promote innovation; (2) The school promotes inquiry and dialogue; (3) Encourages collaboration
and team learning; (4) Empowers people toward a collective vision; (5) Establishes systems to
capture and share learning; and (6) Provides strategic leadership for learning.
Last but not least, there are four suggested variables for the Type of Culture (TC) where in the
final model there are three, the “Hierarchy culture - a very formalized and structured place to
work” was deleted from the final model after CFA. The three variables remaining are: (1) Clan
culture - a very pleasant place to work where people share a lot of personal information; (2)
Market culture - a result-oriented workplace where the major concern is getting the job done; and
(3) Adhocracy culture - it is a dynamic, entrepreneurial and creative place to work.
Table 3.4 Suggested Components of Organizational Culture (OC)
OC - ORGANIZATIONAL CULTURE
Masculinity Vs Femininity (MVF)
Feeling of equality, justice and equal opportunities prevails among teachers
Individual's belief regarding the distinction between gender roles in a society

MODEL
VARIABLES
C1.1MVF
C1.2MVF

Individualism Vs Collectivism (IVC)
Feeling of self-fulfillment prevails among employees at school
There is a feeling of complacency among workers due to the adoption of a proper financial and moral
incentive system/ Job satisfaction (High extent of satisfaction of teachers with their employment at the school)
Climate of cooperation and team work prevails at school / Participation and collaboration

C2.1IVC
C2.2IVC

School Administration tries to achieve balance between the needs of employees and the needs of the school
(Bureaucratic rationality)
The relationship teachers have with each other and their principal / Sense of community - the school is a
family for all its members
Uncertainty avoidance / lack of confidence (UA)

C2.4IVC

Organizational climate helps in providing reassurance and sense of security and stability for teachers

C3.1UA

Workers at school have feeling of pride and belonging / Teachers' commitment ( teachers have a strong belief
in and acceptance of the school's goals and values and a willingness to exert considerable effort on behalf of
the school
The degree of teachers facing an unknown future
The degree to which teachers feel threatened because of being in ambiguous situations.

C3.2UA

C2.3IVC

C2.5IVC

C3.3UA
C3.4UA

Power Distance / Formality and Control (PD)
The degree to which less powerful teachers accept and expect that power should be divided unequally
Discipline and order prevails among staff (degree of corruption: favoritism, fraud and theft, conflict of interest
through gifts, cronyism and patronage and political appointment of staff)

C4.1PD
C4.2PD
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Discipline and order prevails among students (degree of crime: drugs, alcohol and weapons)

C4.3PD

The school provides a safe, secure and peaceful learning environment which facilitates academic and social
growth
A well-established system of superordinate- subordinate relationships

C4.4PD
C4.5PD

Learning Culture (LC)
Create continuous learning opportunities / promote innovation
Promote inquiry and dialogue
Encourage collaboration and team learning
Empower people toward a collective vision
Connect the organization to its environment
Establish systems to capture and share learning
Provide strategic leadership for learning

C5.1LC
C5.2LC
C5.3LC
C5.4LC
C5.5LC
C5.6LC
C5.7LC

Type of Culture (TC)
Hierarchy culture - a very formalized and structured place to work
Clan culture - a very pleasant place to work where people share a lot of personal information
Market culture - a result-oriented workplace where the major concern is getting the job done
Adhocracy culture - it is a dynamic, entrepreneurial and creative place to work

C6.1TC
C6.2TC
C6.3TC
C6.4TC

Moreover, the four components suggested to test public school effectiveness shown in Table 3.5
are Effective Leadership (ELS), School Environment (SE), Effective Teaching (ET) and
Effective Support from Parents (ES). Each component is affected by various variables. Before
Confirmatory Factor Analysis (CFA) took place, Effective Leadership (ELS), School
Environment (SV) and Effective Teaching (ET) had 12 variables each while Effective Support
from Parents (ES) had 5.
Firstly, looking at Effective Leadership (ELS), 12 variables are used to investigate this. These
include: (1) Personal and professional relationship with their head teacher; (2) Regarded the head
teacher's vision and the way they implemented it as important; (3) Teachers appreciated their
head teacher providing them with opportunity for leadership and continuing professional
development (CPD) and motivation to learn; (4) Teachers consider the head teacher more as a
leader than manager; (5) Equal treatment of teachers by the principal; (6) Whether or not
principals appraise the performance of teachers and the amount of time dedicated to instructional
issues during staff meetings, promoting teachers' learning and development; (7) Teachers are
provided with vital resources by the management for effective teaching; (8) The head teacher
includes teachers in collaborative group problem -solving process regarding school issues/The
head teacher allows teachers' participation in decision making of school issues; (9) The head
teacher ensures an orderly and supportive environment in which staff can teach and students can
learn; (10) The head teacher plans, coordinates and evaluates teaching through regular classroom
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visits, providing feedback and direct oversight of curriculum through school-wide coordination;
(11) The head teacher establishes learning goals and expectations involving staff and others in
the process so that there is clarity and consensus; and (12) The head teacher aligns resource
selection and allocation to priority teaching goals. After CFA took place, 9 variables remained:
(1), (2), (3), (4), (6), (7), (9), (10) and (11).
Secondly, school environment (SV) has also 12 variables that include: (1) Level of school
discipline; (2) Number of students that leave school / Dropout rates; (3) Expulsion rate; (4)
Attendance rate per day; (5) Student safety; (6) Number of accidents; (7) Student safety- bullying
rates; (8) Cleanliness in the school; (9) School is in a good state of repair and maintenance and
there are adequate space and material; (10) A school atmosphere of trust, collegiality and
cooperation; (11) Calm rather than chaotic place to work; and (12) Widespread systems of
rewards and recognition for academic and behavior accomplishments. From these 12 variables, 7
variables remained: (1), (5), (8), (9), (10), (11) and (12).
Thirdly, effective teaching (ET) originally also had 12 variables and it has ended up with 9 after
CFA. The 12 variables were: (1) Proportion of students scoring at high levels on standardized
tests; (2) Proportion of students participating in extra -curricular activities; (3) Number of state
and national awards won by students; (4) Number of students who succeed in Pancyprian state
exams; (5) Feedback provided to tests and exams to students by teachers; (6) Promotion of
critical thinking and designing of instructional lessons that allow all students to participate
actively in the learning process; (7) Rate of homework completion; (8) Students trust towards the
teacher; (9) Teachers' satisfaction on their profession; (10) Provision of intellectually challenging
lessons for all students in all classes, having high expectations for students; (11) Teaching
material covered on time during the school year; and (12) Teaching load is reasonable. From
these variables the following variables have remained after CFA: (1), (2), (3), (5), (6), (8), (9),
(10) and (12).
Lastly, all five variables of effective support from parents (ES) remained in the final model after
CFA took place. These include: (1) Good communication between parents and teachers
(frequency of teachers calling home to inform parents); (2) Support of Parents Association to
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school activities; (3) Shared parent-teacher norms vis-à-vis learning and behavior/ Parental
involvement in the children's learning; (4) The school includes parents in the decision making
roles in the governance of the school; and (5) There is trust between teachers and parents.
Table 3.5 Components of School Effectiveness (SE)
SE - SCHOOL EFFECTIVENESS
Effective Leadership (ELS)

MODEL
VARIABLES
ELS

Personal and professional relationship with their head teacher
Regarded the head teacher's vision and the way they implemented it as important
Teachers appreciated their head teacher providing them with opportunity for leadership and
continuing professional development (CPD) and motivation to learn
Teachers consider the head teacher more as a leader than manager

D27.1ELS
D27.2ELS
D27.3ELS

Equal treatment of teachers by the principal
Whether or not principals appraise the performance of teachers and the amount of time dedicated to
instructional issues during staff meetings, promoting teachers' learning and development
Teachers are provided with vital resources by the management for effective teaching
The head teacher includes teachers in collaborative group problem -solving process regarding school
issues/The head teacher allows teachers' participation in decision making of school issues

D27.5ELS
D27.6ELS

The head teacher ensures an orderly and supportive environment in which staff can teach and
students can learn
The head teacher plans, coordinates and evaluates teaching through regular classroom visits,
providing feedback and direct oversight of curriculum through school-wide coordination
The head teacher establishes learning goals and expectations involving staff and others in the
process so that there is clarity and consensus
The head teacher aligns resource selection and allocation to priority teaching goals

D27.9ELS

School Environment (SV)

SV

Level of school discipline
Number of students that leave school / Dropout rates
Expulsion rate
Attendance rate per day
Student safety
Number of accidents
Student safety- bullying rates
Cleanliness in the school
School is in a good state of repair and maintenance and there are adequate space and material
A school atmosphere of trust, collegiality and cooperation
Calm rather than chaotic place to work
Widespread systems of rewards and recognition for academic and behavior accomplishments
Effective Teaching (ET)

D28.1SE
D28.2SE
D28.3SE
D28.4SE
D28.5SE
D28.6SE
D28.7SE
D28.8SE
D28.9SE
D28.10SE
D28.11SE
D28.12SE
ET

Proportion of students scoring at high levels on standardized tests
Proportion of students participating in extra -curricular activities
Number of state and national awards won by students
Number of students who succeed in Pancyprian state exams
Feedback provided to tests and exams to students by teachers
Promotion of critical thinking and designing of instructional lessons that allow all students to
participate actively in the learning process

D29.1ET
D29.2ET
D29.3ET
D29.4ET
D29.5ET
D.29.6ET

D27.4ELS

D27.7ELS
D27.8ELS

D27.10ELS
D27.11ELS
D27.12ELS

157

Rate of homework completion
Students trust towards the teacher
Teachers' satisfaction on their profession
Provision of intellectually challenging lessons for all students in all classes, having high expectations
for students
Teaching material covered on time during the school year
Teaching load is reasonable
Effective Support from parents (ES)

D29.7ET
D29.8ET
D29.9ET
D29.10ET

Good communication between parents and teachers(frequency of teachers calling home to inform
parents
Support of Parents Association to school activities

D30.1ES

Shared parent-teacher norms vis-à-vis learning and behavior/ Parental involvement in the children's
learning
The school includes parents in the decision making roles in the governance of the school
There is trust between teachers and parents

D30.3ES

D29.11ET
D29.12ET
ES

D30.2ES

D.30.4ES
D30.5ES

3.3 Conceptual Model
Based on the above aims and research questions and using the constructs and variables extracted
from the literature review two conceptual models (Model A and Model B) have been developed
to investigated these. Model A investigates the direct relationship between Internal Marketing
(IM) strategies and School Effectiveness (SE) and Model B investigates the relationship of IM
strategies and SE having Organizational Culture (OC) as the mediate factor.
3.3.1 SEM Model
In this research study SEM methodology is carried out. Structural equation modeling (SEM) is a
multivariate statistical analysis technique that is used to analyze structural relationships. This
technique combines factor analysis and multiple regression analysis and it examines the structure
of interrelationships expressed in a series of equations, similar to a series of multiple regression
equations where these equations show all the relationships among constructs (the dependent and
the independent variables) in the analysis. Constructs are unobservable or latent factors that are
represented by multiple variables like factors represented in factor analysis. SEM therefore can
be thought as a unique combination of both types of techniques: factor analysis and multivariate
regression analysis. SEM is also called covariance structure analysis, latent variable analysis and
sometimes referred to the specialized software package used (e.g, a LISREL or AMOS model)
(Hair et.al, 2014).
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A model is a representation of a theory. A conventional SEM model consists of two models: (1)
the measurement model (representing how measured variables come together to represent
constructs as a set of structural equations) and the structural model or path model (showing how
constructs are associated with each other as a path diagram). Although SEM models can be
tested in different ways, all SEM models have the following characteristics: (Hair et.al, 2014,
p.547)
1. Estimation of multiple and interrelated dependence relationships
2. An ability to represent unobserved concepts in these relationships and consider for
measurement error in the estimation process
3. Defining a model to explain the entire set of relationships.
In a SEM analysis a strong theoretical base should be investigated first which in this research
study it was carried out through an extensive literature review. Looking at a SEM model two
types of relationships exist among constructs: dependence relationships and correlational
(covariance) relationships. In a SEM model dependence relationships between constructs show
the arrows point from the antecedent (independent variable) to the subsequent effect or outcome
(dependent variable). Specifying dependence relationships also show whether a construct is
considered exogenous or endogenous. An endogenous construct acts like a dependent variable,
and any construct with a dependence path arrow pointing to it is considered endogenous. An
exogenous construct has only correlational relationships with other constructs and acts as an
independent variable in structural relationships. In the case of correlational (covariance)
relationships, the researcher specifies a simple correlation between the exogenous constructs as
he/she believes the constructs are correlated but does not assume that one construct is dependent
upon another. This relationship is shown by a two-headed arrow connection. However, only a
dependence relationship can exist between exogenous and endogenous constructs. In a SEM
model most likely will be both dependence and correlational relationships (Hair et.al, 2014).
Overall, there are six stages in a SEM process that this research study has followed and they are
going be discussed further at a later stage in this chapter. These are: (Hair et.al, 2014, p.565).
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Stage 1: Defining individual constructs (In this study it relates to IM strategies, schools’
Organizational culture (OC) and school effectiveness (SE))
Stage 2: Developing the overall measurement model
Stage 3: Designing a study to produce empirical results
Stage 4: Assessing the measurement model validity
Stage 5: Specifying the structural model
Stage 6: Assessing structural model validity
3.3.2 Research Study SEM Models
In this research study, an investigation of Internal Marketing strategies is carried out in the public
secondary schools to examine their existence. The variables to test IM in the public schools are
Relationship Development (RD) strategies, Human Resource Management (HRM) Strategies and
Education Process and Internal Customer Segmentation (EPICS) strategies. IM is the
independent variable while RD, HRM and EPICS are the dependent variable (Fig. 3.1).

Figure 3.1 IM conceptual Model
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Based on the conceptual model above the following regression equations are used:
(a) Y1=β₁X₁+ β₂X₂+ β₃X₃+ β₄X₄+ β₅X₅+ β₆X₆+ β₇X₇+ β₈X₈+ β₉X₉+ β₁₀X₁₀+ β₁₁X₁₁+ β₁₂X₁₂+ β₁₃X₁₃+ β₁₄X₁₄+e₁
Where:
Y1= RD (Relationship Development)
X₁= Organizational Commitment; X₂= Teachers’ consciousness towards students; X₃=Teachers’ vision of the school;
X₄=Staff meetings; X₅=Newsletters; X₆=Oral briefing from headmaster or HOD; X₇=School notice boards announcements;
X₈=Emails to/from administration, colleagues; X₉=face to face communication with headmaster, colleagues; X₁₀=Exchange
of mutual values teachers with fellow teachers between and within departments; X₁₁= Exchange of mutual values teachers
to management; X₁₂= feelings of teachers towards school management, being safe in the school environment; X₁₃= feelings
of teachers towards school management, cared by the management; X₁₄= feelings of teachers towards school management,
accepted and supported by the management;
(b) Y2 = β₁X₁+ β₂X₂+ β₃X₃+ β₄X₄+ β₅X₅+ β₆X₆+ β₇X₇+ β₈X₈+ β₉X₉+ β₁₀X₁₀+ β₁₁X₁₁+e₂
Where:
Y2= HRM (Human Resource Management)
X₁= Special training for different specializations; X₂= seminars; X₃=conferences; X₄= expand career paths (training and
promotion); X₅= financial incentives; X₆= non-financial incentives; X₇=Empowerment Strategies; X₈= Audit teachers’
satisfaction; X₉= Resource availability for teaching; X₁₀= Application of teachers’ staff surveys to assess the internal
service climate and culture; X₁₁= Effective recruitment and selection procedures;
(c) Y3 = β₁X₁+ β₂X₂+ β₃X₃+ β₄X₄+ β₅X₅+e₃
Where:
Y3= EPICS (Education Process (EP) and Internal Customer Segmentation (ICS))
X₁=Quality circles; X₂=Reporting new evaluations and agreement with trade unions; X₃= Upgrading new methods of
teaching; X₄= Different motivational strategies to different group of teachers; X₅= Support diversity in teachers;
(d) Y4= β₁X₁+ β₂X₂+ β₃X₃+e₄
Where:
Y4 = IM (Internal Marketing)
X₁=RD (Relationship Development); X₂= HRM (Human Resource Management); X₃=EPICS (Education Process and
Internal Customer Segmentation)
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The second part of this research study investigates the relationship between Internal Marketing
(IM) strategies and school organizational culture (OC). The variables of IM are the same as
mentioned above and include Relationship Development (RD) strategies, Human Resource
Management (HRM) Strategies and Education Process and Internal Customer Segmentation
(EPICS) strategies while the variables of school organizational culture include Masculinity Vs
Femininity (MVF), Individualism Vs Collectivism (IVC), Uncertainty Avoidance (UA), Power
distance (PD), Learning culture (LC) and Type of culture (TC). Every variable of organizational
culture has various components mentioned above (Table 3.4). The exogenous construct here is
IM strategies and the endogenous one is organizational culture (Fig. 3.2).
Figure 3.2 IM and OC conceptual Model
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Based on the conceptual model above the following regression equations are used:
(a) Y4= β₁X₁+ β₂X₂+ β₃X₃+e₄
Where:
Y4 = IM (Internal Marketing)
X₁=RD (Relationship Development); X₂= HRM (Human Resource Management); X₃=EPICS (Education Process and
Internal Customer Segmentation)
(b) Y4= Y5
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(c) Y5= β₁X₁+ β₂X₂+ β₃X₃+ β₄X₄+ β₅X₅+ β₆X₆+e₅
Where:
Y5 = OC (Organizational Culture)
X₁= Masculinity Vs Femininity (MVF); X₂= Individualism Vs Collectivism (IVC); X₃=Uncertainty Avoidance (UA); X₄=
Power distance (PD); X₅= Learning culture (LC); X₆= Type of culture (TC);

The third part of this research (Model A) was to investigate the extent that IM strategies affect
public school effectiveness directly. The school effectiveness (SE) variables include Effective
Leadership (ELS), School Environment (SE), Effective Teaching (ET) and Effective Support
from Parents (ES) while the IM strategies are the same as before. Every variable of school
effectiveness has various components explained above (Table 3.5). IM strategies are the
independent construct and school effectiveness (SE) construct is the dependent construct
(Fig.3.3)
Figure 3.3 IM and SE conceptual Model (Model A)
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Following the conceptual model (Model A) above the following regression equations are used:
(a) Y4= β₁X₁+ β₂X₂+ β₃X₃+e₄
Where:
Y4 = IM (Internal Marketing)
X₁=RD (Relationship Development); X₂= HRM (Human Resource Management); X₃=EPICS (Education Process and
Internal Customer Segmentation)
(b) Y4= Y6
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(c) Y6= β₁X₁+ β₂X₂+ β₃X₃+ β₄X₄+ +e₆
Where:
Y6 = SE (School Effectiveness)
X₁= Effective Leadership (ELS); X₂= School Environment (SV); X₃=Effective Teaching (ET); X₄= Effective Support from
parents (ES);

Last but not least, another aim of this investigation is to test whether public schools’
organizational culture (OC) is a mediating factor between Internal Marketing (IM) strategies and
public school effectiveness (SE). The conceptual Model B below depicts this relationship
between IM strategies, public schools’ organizational culture and school effectiveness (Fig.3.4).
Figure 3.4 IM, OC and SE conceptual Model (Model B)
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Founded on the conceptual model above the following regression equations are used:
(a) Y4= β₁X₁+ β₂X₂+ β₃X₃+e₄
Where:
Y4 = IM (Internal Marketing)
X₁=RD (Relationship Development); X₂= HRM (Human Resource Management); X₃=EPICS (Education Process and
Internal Customer Segmentation)
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(b) Y4= Y5
(c) Y5= β₁X₁+ β₂X₂+ β₃X₃+ β₄X₄+ β₅X₅+ β₆X₆+e₅
Where:
Y5 = OC (Organizational Culture)
X₁= Masculinity Vs Femininity (MVF); X₂= Individualism Vs Collectivism (IVC); X₃=Uncertainty Avoidance (UA); X₄=
Power distance (PD); X₅= Learning culture (LC); X₆= Type of culture (TC);
(d) Y5= Y6
(e) Y6= β₁X₁+ β₂X₂+ β₃X₃+ β₄X₄+ +e₆
Where:
Y6 = SE (School Effectiveness)
X₁= Effective Leadership (ELS); X₂= School Environment (SV); X₃=Effective Teaching (ET); X₄= Effective Support from
parents (ES);

All the regression equations and their components have been tested using AMOS methodology.
This is a recursive structural equation model in which causation is directed in one single
direction in comparison with a non-recursive structural equation model where it has causation
which flows in both directions at some parts of the model.

3.4 Research Methods
Across all types of sciences, research is frequently used for describing a thing or event,
discovering the relationship between phenomena, or making predictions about future events. In
short, research can be used for the purposes of description, explanation and prediction,
expanding on what we know and how we live our lives. Methodology refers to the principles,
procedures and practices that guide research, whereas research design refers to the plan used to
examine the question of interest. Methodology should be thought of as encompassing the entire
process of conducting research (i.e. planning and conducting the research study, drawing
conclusions and disseminating the findings). On the other hand, research design refers to the
many ways in which research can be conducted to answer the question being asked (Marczyk,
DeMatteo & Festinger, 2005).
The two most common broad types of research are correlational research and experimental
research. The goal in correlational research is to determine whether two or more variables are
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related while experimental research involves comparing two groups on one outcome measure to
test some hypothesis regarding causation. Historically, the development of the scientific method
is credited to Roger Bacon, a philosopher and scientist from the 13th century England although
some argue that the Italian scientist Galileo Galilei played also an important role. Most agree that
scientific method is characterized by empirical approach, observations, questions, hypotheses,
experiments, analyses, conclusions and replication (Marczyk, DeMatteo & Festinger, 2005).
Most researchers agree that the three general goals of scientific research are description,
prediction and understanding/explanation (Cozby, 1993; Shaughnessy & Zechmeister, 1997 as
cited in Marczyk, DeMatteo & Festinger, 2005). Christensen, Johnson and Turner (2015) also
add a fourth objective for research and that is control. Control refers to the manipulation of the
conditions that determine a phenomenon and it requires knowledge of the causes or antecedent
conditions of a phenomenon. When the antecedent conditions are known, they can be
manipulated to produce the desired phenomenon.
There are three different research methods: deductive approach, inductive approach and
abductive approach. Deductive approach is when the research starts with theory that is often
developed from the academic literature and then a research strategy is designed to test this
theory. In the case of inductive approach, the research starts by collecting data to explore a
phenomenon and then generate or build theory (often in the form of a conceptual framework).
Where data collection is carried out to explore a phenomenon, identify themes and explain
patterns, to generate a new or modify an existing theory which subsequently tests through
additional data collection, then an abductive approach is used. In fact, abductive approach moves
back and forth, combining deduction and induction (Saunders, Lewis & Thornhill, 2012).
Following these three different research approaches, two broad research strategies are used:
quantitative and qualitative research.
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3.4.1 Quantitative Research
In this research study a quantitative research approach has been used. Quantitative research is a
research strategy that emphasizes quantification in the collection and analysis of data (Bryman &
Bell, 2011) and it is based on numerical data (Christensen, Johnson & Turner, 2015). It is
generally associated with positivism, especially when used with predetermined and highly
structured data collection techniques (Saunders, Lewis &Thornhill, 2012). Positivism is a
research philosophy where data is collected about an observable reality and search for
regularities and causal relationships in that data to create law-like generalizations like those
produced by scientists (Gill & Johnson, 2010 as cited in Saunders, Lewis &Thornhill, 2012).
However, some survey research whilst conducted quantitatively may be seen to fit partly in an
interpretivist philosophy where it emphasizes the importance for the researcher to understand
differences between humans in our role as social actors and conducting research among people
rather than about objects (Saunders, Lewis &Thornhill, 2012). Furthermore, quantitative research
may also be used within the realist and pragmatist philosophies in the case of multiple methods
research design. Realism is another research philosophy where its essence lies to the fact that
there is a reality quite independent of the mind. Here what we sense is reality: that objects have
an existence independent of the human mind (Saunders, Lewis &Thornhill, 2012, p.136).
Pragmatism is a term frequently used in the social sciences and it examines social phenomena
from which particular understanding of these phenomena can be gained and explanations given.
Quantitative research is also associated with a deductive approach but it may also incorporate an
inductive approach. It examines relationships between variables, which are measured
numerically and analyzed using a range of statistical techniques. It often includes control to
ensure the validity of data and this methodology often uses probability sampling techniques to
ensure generalizability. Moreover, the researcher is seen as independent to the respondents of the
research study (Saunders, Lewis &Thornhill, 2012).
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Lastly, quantitative research is associated with experimental and survey research strategies which
are conducted through the use of the questionnaires or structured interviews or even structured
observation.

3.4.2 Current research study
In this research study a mono method is applied where a single data collection technique via the
use of questionnaires is carried out and a quantitative research design is used. It is a research
study where numerical data is collected through the use of questionnaires distributed in
secondary public schools of three towns of Cyprus (Larnaca, Famagusta and Nicosia). Numerical
data is used to analyze structural relationships via the use of structural equation modelling (SEM)
using AMOS 21 software. It is an explanatory study that establishes causal relationships between
variables (Saunders, Lewis &Thornhill, 2012).The emphasis in this study is to investigate the
school environment in the secondary public schools and test the relationship between the
variables of Internal Marketing strategies, organizational culture and school effectiveness using
multivariate regression analysis.
SEM used in this study is usually inductive in principle although confirmatory factor analysis of
SEM model is a deductive approach since it measures the reliability of a priori construct using
the sample data (Kim, Sturman & Kim, 2015). A conceptual model has been developed on the
basis of literature review and then based on this model a series of hypotheses have been
developed. Based on these, a questionnaire was designed to collect data with which to test these
hypotheses. After the analysis of data using AMOS 21 software, the conceptual model has been
refined as some of the variables were removed.
Additionally, this is a cross-sectional study where investigation was carried out at a particular
time period. Cross-sectional studies usually employ the quantitative strategy, as in this research
study where quantitative research is carried out via the use of questionnaires. Time is an
important factor when conducting research. Research studies are therefore divided into crosssectional and longitudinal based on time spent when conducting research. In a cross-sectional
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study, the data is collected from the research participants during a single, relative brief period
while in a longitudinal study, the data is collected at two or more points in time (over time). A
cross- sectional study involves identifying representative samples of individuals that differ on
some characteristic, such as age and measuring these different samples of individuals on the
same variable(s) at one point in time (Christensen, Johnson & Turner, 2015).
Implementing a quantitative research study has both strengths and weaknesses comparing it to a
qualitative research study. Over the years, quantitative research along with its epistemological
and ontological foundations3, have been criticized particularly from the exponents and
spokespersons of qualitative research. There are three groups of criticisms that include: (1)
criticisms of quantitative research in general as a research strategy; (2) criticisms of the
epistemological and ontological foundations of quantitative research; and (3) criticisms of
specific methods and research designs with which quantitative research incorporates (Bryman &
Bell, 2007).

A frequent criticism of quantitative research is that quantitative researchers fail to distinguish
people. People interpret the world around them, whereas this capacity for self-reflection cannot
be found among the objects of the natural sciences so therefore according to the critics, scientific
method cannot and should not be applied to all phenomena in an investigation. Another criticism
of quantitative research is that the measurement process possesses an artificial and spurious
sense of precision and accuracy. It has been argued that the connection between the measures
developed by social scientists and the concepts they are supposed to be revealing is assumed
3

Epistemology concerns what constitutes acceptable knowledge in a field of study (Saunders, Lewis &
Thornhill,2012). A particular central issue in epistemology is the question of whether or not the social world can
and should be studied according to the same principles, procedures and ethos as the natural sciences. The position
that affirms the importance of imitating the natural sciences is known as positivism which is an epistemological
position (Bryman & Bell, 2007). Ontology is concerned with nature of reality. This raises questions of the
assumptions researchers have about the way the world operates and the commitment to particular
views(Saunders, Lewis & Thornhill,2012). The central point of ontology is the question of whether social entities
can and should be considered objective entities that have a reality external to social actors, or whether they can
and should be considered social constructions built up from the perceptions and actions of social actors. These
positions are referred to as objectivism and constructionism (Bryman & Bell, 2007).
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rather than real and testing for validity cannot really address this problem. Respondents of
questionnaires are assumed to interpret the key terms in the question similarly but in reality they
do not. A third criticism is that the reliance on instruments and procedures hampers the
connection between research and everyday life. Through structured interviews or selfcompletion questionnaires, critics argue that respondents may not have the requisite knowledge
to answer a question or if they are similar in their sense of the topic being important to them in
their everyday lives. Finally, quantitative research is criticized on the analysis of relationships
between variables as it creates a static view of social life that is independent of people’s lives.
Quantitative research is seen as carrying an objectivist ontology that reifies the social world
(Bryman & Bell, 2007, p.168).
On the other hand, qualitative research carries also limitations and criticisms from the
quantitative researchers’ perspective that it is important to consider. Qualitative research is a
research strategy that emphasizes words rather than quantification in the collection and analysis
of data (Bryman & Bell, 2011) and it is based on non-numerical data (Christensen, Johnson &
Turner, 2015). It is associated with an interpretive research philosophy because researchers need
to make sense of the subjective and socially constructed meanings expressed about a
phenomenon investigated. Also it is seen as naturalistic research since researchers need to
operate within a natural setting, or research context, in order to establish trust, participation,
access to meanings and in-depth understanding. As quantitative research, qualitative research
may also be used within realist and pragmatist philosophies in multiple methods research.
Qualitative research uses a variety of strategies including action research, case study research,
ethnography, Grounded Theory and narrative research. Some of those strategies can also be used
in a quantitative research design such as a case study strategy or used in a multiple methods
research design (Saunders, Lewis &Thornhill, 2012).
There are four criticisms related to qualitative research and that include: (1) qualitative research
is too subjective; (2) difficult to replicate; (3) problems of generalization; and (4) lack of
transparency. Quantitative researchers sometimes criticize qualitative research as being too
impressionist and subjective. Qualitative findings rely too much on researcher’s often
unsystematic views about what is significant and important and also upon the close personal
relationships that the researcher frequently have with the participants of the study. While
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qualitative research often begins in a relatively open-ended way and then it narrows down the
research question or problem, the consumer of the writings deriving from the research is given
few clues as to why one area was given greater attention than another area.
On the contrary, in quantitative research the problem formulation stage is more explicitly stated
in terms of existing literature on that topic and key theoretical ideas. Another criticism of
qualitative research is that as it is unstructured and often reliant on qualitative researcher’s
ingenuity, it is almost impossible to carry out a true replication since there are no standard
procedures to be followed. Due to the unstructured nature of qualitative data, interpretation will
be influenced by the subjective preferences of a researcher. Furthermore, it is often suggested
that the scope of the findings of qualitative investigations is restricted. When participant
observation is used or when unstructured interviews are conducted with a small number of
participants, it is impossible to generalize the findings to other settings. A last but not least
criticism of qualitative research is that it frequently lacks transparency in how the research was
conducted. It is sometimes difficult in qualitative research to establish what actually the
researcher did and how he or she arrived at the study’s conclusions. This deficiency contrasts
with the accounts of sampling procedures in reports of quantitative research. Also the process of
qualitative data analysis is frequently unclear and how the study’s conclusions were derived. To
a large extent, these issues of lack of transparency are increasingly being addressed by
qualitative researchers (Bryman & Bell, 2007).
Despite their weaknesses and strengths and their differences, both quantitative and qualitative
researches have their areas of similarities. These areas incorporate the following: (1) both are
concerned with data reduction; (2) both answer research questions; (3) both relate data analysis
to the research literature; (4) both are concerned with variation; (5) both treat frequency as a
facilitator for analysis; (6) both seek to ensure that deliberate distortion does not occur; (6) both
argue for the importance of transparency; (7) both must address the question of error; and (8)
research methods should be appropriate to research questions (Bryman & Bell, 2007 p.413).
A better research design is combination of quantitative research and qualitative research that
could be used in mixed methods research design. Researchers here may use quantitative analysis
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of officially published data followed by qualitative research methods to explore perceptions. In
this research design both deductive or inductive approach or both can be used. Here multiple
methods are used where more than one data collection technique and analytical procedure to
answer the research question are used. Multiple methods are in turn divided between multi
method research that includes multi method quantitative study and multi method qualitative
study and mixed methods that include the mixed model research and the mixed method research.
Therefore, if multimethod research is adopted, the researcher will not mix quantitative and
qualitative research comparing to mixed methods research where both quantitative and
qualitative research are used (Saunders, Lewis &Thornhill, 2012). Mixed methods methodology
could be used for triangulation purposes. In this study due to limited time and resources, mixed
methodology was difficult to be used. Quantitative research was only carried out as AMOS
methodology required this.

3.5 Data Collection Methods
This study is of quantitative nature where collection of data was carried out with the use of a
closed questionnaire distributed to a selected sample of teachers in secondary public schools.
This section offers an overview of this method used and its importance.
3.5.1 Questionnaires
Questionnaires are one of the data collection methods used in a quantitative research study and
used in this research study. A questionnaire is a self-report data collection instrument that is
filled out by research participants. Questionnaires measure participants’ opinions and perceptions
and provide self-reported demographic information (Christensen, Johnson & Turner, 2015).
Participants fill them out either as hard copies or online. Questionnaires include closed-ended
items where respondents must select from the responses given by the researcher and open-ended
items where respondents provide answers in their own words. Questionnaires tend to be used for
descriptive or explanatory research.
The design of a questionnaire differs according to how it is delivered, returned or collected and
the amount of contact the researcher has with the respondent. Self-completed questionnaires are
usually completed by respondents. They are sent electronically using the Internet (Internet-
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mediated or Web-based questionnaires) or intranet (intranet-mediated questionnaires), posted to
respondents who return them by post after completion (postal or mail questionnaires), or
delivered by hand to each respondent and collected later (delivery and collection questionnaires).
There are also interviewer-completed questionnaires where responses are recorded by the
interviewer on the basis of each respondent’s answers. In addition, questionnaires undertaken
using the telephone, are known as telephone questionnaires. Lastly, structured interviews are
those questionnaires where interviewers physically meet respondents to ask the questions face to
face. These differ from semi-structured and unstructured (in-depth) interviews as there is a
defined schedule of questions, from which interviewers should not deviate (Saunders, Lewis &
Thornhill, 2012). In this research study, self-completed questionnaires delivered by hand to head
teachers and then to teachers by them.
The choice of questionnaire is influenced by a variety of factors related to the research
question(s) and objectives and in particular the: (Saunders, Lewis & Thornhill, 2012).


characteristics of the respondents from whom you wish to collect data;



importance of reaching a particular person as respondent;



importance of respondents’ answers not being contaminated or distorted;



size of sample required for the analysis, taking into account the likely response rate;



types of question needed to ask to collect the required data;



number of questions needed to ask to collect the required data.

The above factors will not apply equally to the choice of questionnaire and for some research
questions or objectives may not apply at all. The type of questionnaire determined will dictate
how sure the researcher is that the respondent is the person whom he/she wishes to answer the
question and thus the reliability of responses. Any contamination of respondents’ answers will
reduce the data’s reliability. If the respondents have insufficient knowledge or experience, they
may deliberately guess at the answer, tendency known as uninformed response. This is
particularly likely when the questionnaire has been incentivized. Respondents to self-completed
questionnaires as in this research study are relatively unlikely to answer to please the researcher
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or because they believe certain responses are more socially desirable (Dillman, 2009 as cited in
Saunders, Lewis & Thornhill, 2012). However, they may discuss their answers with others,
thereby contaminating their response. This is one of the weaknesses that questionnaires have. In
fact, there is a debate among researchers regarding the strengths and weaknesses that
questionnaires have. Depending on the types of questionnaire chosen, these strengths and
weaknesses might vary. Strengths of questionnairres include: (1) Good for measuring attitudes
and eliciting other content from research participants; (2) Inexpensive (especially mail
questionnaires, Internet, and group administered questionnaires); (3) Can provide information
about participants’ subjective perspectives and ways of thinking; (4) Can administer to
probability samples; (5) Quick turnaround for group-administered questionnaires; (5) Perceived
anonymity by respondent can be high if situation is carefully controlled; (6) Moderately high
measurement validity (i.e. high reliability and validity) for well-constructed and validated
questionnaires; (7) Closed-ended items can provide exact information needed by researcher; (8)
Open-ended items can provide detailed information in respondents’ own words; (9) Ease of data
analysis for close-ended items; and (10) Useful for exploration as well as hypothesis testing
research. On the other hand, weaknesses of questionnaires include: (1) Usually must be kept
short; (2) Reactive effects might occur (e.g. respondents might try to show only what is socially
desirable); (3) Reactive effects might occur (e.g. respondents might try to show only what is
socially desirable); (4) Nonresponse to selective items; (5) People filling out questionnaires
might not recall important information and might lack self-awareness; (6) Response rate may be
low for mail and e-mail questionnaires; (7) Open-ended items may reflect differences in verbal
ability, obscuring the issues of interest; (8) Open-ended items may reflect differences in verbal
ability, obscuring the issues of interest; and (9) Open-ended items may reflect differences in
verbal ability, obscuring the issues of interest (Christensen, Johnson & Turner, 2015).
Last but not least, the choice of the questionnaire used will also be influenced by the resources
the researcher has available and in particular the: (1) time available to complete the data
collection; (2) financial implications of data collection and entry; (3) availability of interviewers
and field workers to assist; and (4) use of automated data entry. In reality, the researcher has to
make compromises in the choice of questionnaire. In fact, the decision about which
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questionnaire is most suitable to a research study cannot be answered in isolation from the
study’s research question(s) and objectives and the population or sample from which the data is
collected (Saunders, Lewis & Thornhill, 2012).

3.6 Ethical Issues
Ethical concerns emerge during the process of designing and planning the research study,
seeking access to organizations and to individuals, collecting, analyzing, managing and reporting
the research data. In research, ethics refer to the standards of behavior that guide the researcher’s
conduct in relation to the rights of those who become the subject of the research work, or
affected by it. There are two dominant and conflicting philosophical positions that a researcher’s
conduct may be open to and these are: deontological and teleological. A deontological view
affects the researchers’ conduct based on the idea that acting outside the rules can never be
justified and where the rules are inadequate or contested, it would be necessary to reappraise and
if necessary amend them. In the case of the teleological view, it argues that deciding whether an
act of conduct is justified or not should be determined by its consequences and not by a set of
predetermined rules. This would involve deciding whether the benefits of undertaking an act
outweigh the negative consequences from this action (Saunders, Lewis & Thornhill, 2012).
In every research study, the protection of research participants is of outmost importance.
Unavoidable to advance knowledge by adhering to a scientific method, it is often necessary to
impinge upon the rights of individuals. In general all studies with human participants involve
some degree of risk. A number of ethical codes have been developed to provide guidance and
establish principle to address these ethical dilemmas such as the APA’s Ethical Principles of
Psychologists and Code of Conduct (2002). These codified principles are intended to ensure that
researchers consider all potential risks and ethical conflicts when designing and conducting a
research study (Marcyk, DeMatteo & Festinger, 2005).
Within the social and behavioral sciences, ethical concerns can be divided into three areas:
(Diener & Crandall, 1978 as cited in Christensen, Johnson & Turner, 2015)(1) relationship
between society and science, (2) professional issues and (3) treatment of research participants.
The ethical issue regarding the relationship between society and science is the extent to which
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societal concerns and cultural values should direct the course of scientific investigation. The
ethical concern of professional issues includes the expanding problem of research misconduct.
Research misconduct is defined as the fabricating, falsifying, or plagiarizing the proposing,
performing, reviewing, or reporting of research results according to the US Office of Science and
Technology Policy (OSTP) (Christensen, Johnson & Turner, 2015). Indeed the most serious
crime in the scientific profession is to cheat or present fraudulent results. The third ethical
concern relates to the most fundamental issue faced by researchers, the treatment of research
participants. The conduct of research with humans can potentially create a physical and
psychological harm. So there is an ethical dilemma faced by the researcher where there is a
conflict in weighing the potential cost to the participant against the potential gain from the
research project. Any researcher is obligated to consider the ethics of conducting a research
study, making sure that the treatment of research participants follows the codes of the ethics.
Codes of ethics are intended to avoid poor practice, malpractice and harm (non-maleficence) as
well as to promote ethical practice and private or public good (beneficence). In order to avoid
harm or to minimize it, it is necessary to evaluate risk which involves thinking about the
likelihood of harm occurring and the extent or severity of the harm that would be caused.
Although estimating risk is not straight forward and it might be affected by a number of
contextual or cultural factors, it is important to anticipate it to avoid harm in the research study
To avoid this harm the researcher should consider a number of ethical principles with the ethical
rationale for and development of each principle (Saunders, Lewis & Thornhill, 2012) (Table
3.8.)
Table 3.6 Ethical principles and the ethical rationale for and development of each principle
(Saunders, Lewis & Thornhill, 2012,pp. 231-232)
Ethical principle

Ethical rationale for and development of this principle

Integrity and objectivity of the
researcher

The quality of research depends in part on the integrity and
objectivity of the researcher. This means acting openly, being
truthful and promoting accuracy. Conversely it also means
avoiding deception, dishonesty, misrepresentation (of data and
findings etc), partiality, reckless commitments or disingenuous
promises. Where appropriate, any conflict of interest or
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commercial association should be declared.
Respect for others

A researcher’s position is based on the development of trust and
respect. The conduct of research entails social responsibility and
obligations to those who participate in or at affected by it. The
rights of all persons should be recognized and their dignity
respected.

Avoidance of harm (nonmaleficence)

Any harm to participants must be avoided. Harm may occur
through risks to emotional wellbeing, mental or physical health, or
social or group cohesion. It may take a number of forms including
embarrassment, stress, discomfort, pain or conflict. It may be
caused by using a research method in an intrusive or zealous way
that involves mental or social pressure causing anxiety or stress. It
may also be caused by violating assurances about confidentiality
and anonymity, or through harassment or discrimination.

Privacy of those taking part

Privacy is a key principle that links to or underpins several other
principles considered here. Respect for others, the avoidance of
harm, the voluntary nature of participation, informed consent,
ensuring confidentiality and maintaining anonymity, responsibility
in the analysis of data and reporting of findings and compliance in
the management of data are all linked to or motivated by the
principle of ensuring the privacy of those taking part.

Voluntary nature of participation
and right to withdraw

The right not to participate in a research project is
unchallengeable. This is accompanied by the right not to be
harassed to participate. It is also unacceptable to attempt to extend
the scope of participation beyond the freely given. Those taking
part continue to exercise the right to determine how they will
participate in the data collection process, including rights: not to
answer any question, or set of questions; not to provide any data
requested; to modify the nature of their consent; to withdraw from
participation; and possibly to withdraw data they have provided.

Informed consent of those taking
part

The principle of informed consent involves researchers providing
sufficient information and assurances about taking part to allow
individuals to understand the implications of participation and to
reach a fully informed, considered and freely given decision about
whether or not to do so, without the exercise of any pressure or
coercion. This leads to the right of those taking part to expect the
researcher to abide by the extent of the consent given and not to
find that the researcher wishes to prolong the duration of an
interview or observation, or to widen the scope of the research
without first seeking and obtaining permission, or to commit any
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subsequent breach of the consent given.
Ensuring confidentiality of data
and maintenance of anonymity of
those taking part

Research is designed to answer ‘who’, ’what’, ‘when’, ‘where’,
‘how’ and ‘why’ questions, not to focus on those who provide the
data to answer these. Individuals and organizations should
therefore remain anonymous and the data they provide should be
processed to make it non-attributable, unless there is an explicit
agreement to attribute comments. Harm may result from
unauthorized attribution or identification. Reliability of data is also
likely to be enhanced where confidentiality and anonymity are
assured. This principle leads to the right to expect assurances about
anonymity and confidentiality to be observed strictly.

Responsibility in the analysis of
data and reporting of findings

Assurances about privacy, anonymity and confidentiality must be
upheld when analyzing and reporting data. Primary data should not
be made up or altered and results should not be falsified. Findings
should be reported fully and accurately, irrespective of whether
they contradict expected outcomes. The same conditions apply to
secondary data, the source or sources of which should also be
clearly acknowledged. Analyses and the interpretations that follow
from these should be checked carefully and corrections made to
ensure the accuracy of the research report and any other outcome.

Compliance in the management of
data

Research is likely to involve the collection of personal data. Many
governments have passed legislation to regulate the processing of
personal data. There is therefore a statutory requirement to comply
with such legislation. In the European Union, European Directive
95/46/CE has led member states to pass data protection legislation.
Other laws may exist in particular countries relating to the
processing, security and possible sharing of data. It will therefore
be essential for researchers to understand and comply with the
legal restrictions and regulations that relate to the management of
research data within the country or countries within which they
conduct research.

Ensuring the safety of the
researcher

The safety of researchers is a very important consideration when
planning and conducting a research project. The Social Research
Association’s Code of Practice for the Safety of Social
Researchers identifies possible risks from social interactions
including ‘risk of physical threat or abuse; risk of psychological
trauma..; risk of being in a compromising situation..; increased
exposure to risks of everyday life’ (Social Research Association
2001:1). Research design therefore needs to consider risks to
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researchers as well as to participants.

3.6.1 Ethical issues in this study
Throughout this research study, ethical issues have been considered at every stage to ensure both
the ethical integrity of the researcher and this study:
1. First Stage: Ethical issues during design and gaining access
The design of this study was planned in line with the ethical principle of not causing harm.
Risk assessment and recognition of conflicting interests were taken into consideration during
the planning process. At the stage of seeking access to data during the questionnaire
distribution period, teachers had the option not to answer the questionnaire if they wished.
The teachers were encouraged by the head teachers to answer the questionnaire but they were
not coerced into participating. The principle of informed consent was applied to this study
where the researcher provided sufficient information and assurances regarding the anonymity
and confidentiality of those taking part to allow them to understand the implications of
participation and to reach a fully informed, considered and freely given decision about
whether or not to do so, without the exercise of any pressure or coercion. The anonymity and
confidentiality of the questionnaire was clearly stated on its front page, considering the
ethical issues of the participants. Permission for the distribution of the questionnaire was
given by the Ministry of Education of Cyprus after formal procedures.
2. Second Stage: Ethical issues during data collection
During the data collection stage, data was collected accurately and fully in this research
study, avoid exercising subjective selectivity in what was recorded, maintaining objectivity.
The importance of this was to ensure the validity and reliability of the work. Avoidance of
fabrication of any data was of outmost importance in this research. As confidentiality was
promised in answering the questionnaire, the data collected remained confidential. Reliability
of data is also likely to be enhanced where confidentiality and anonymity are assured as in
this study (Saunders, Lewis & Thornhill, 2012). Fortunately, ethical problems associated
with questionnaires and other research using the survey strategy, are fewer because of the
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nature of structured questions that are rarely designed to explore responses and probing
questions that can lead to more revealing information as in the case of an interview
(Saunders, Lewis & Thornhill, 2012). Furthermore, in this study the researcher considering
the risks to safety, arranged with the head teacher of every school to distribute the
questionnaires themselves to the teachers. Collection of the questionnaires was carried out by
the head teachers and after that the researcher collected the questionnaires from them.
3. Third Stage: Ethical issues related to analysis and reporting
The maintenance of the objectivity of this study was ensured during the analysis stage to
make sure that data collected was not misrepresented. The researcher was not being selective
about which data to report or misrepresenting its statistical accuracy. Five questionnaires that
were incomplete, they were withdrawn from the sample. Assurances about privacy,
anonymity and confidentiality were also taken into consideration when analyzing and
reporting data in this study. Data of this study was not be made up or altered and results were
not falsified. Also findings of this study were reported fully and accurately, irrespective of
whether they contradict expected outcomes. The researcher of this study had understood and
complied with the legal restrictions and regulations relating to the management of research
data in Cyprus where the research study was conducted.

3.7 The Quantitative Phase of Data Collection
As it has already explained above, the current study has adopted a quantitative approach to
address the aim and the research questions set. This section presents a detailed explanation of the
quantitative research approach by describing the development, structure and translation of the
questionnaire.
3.7.1 Developing the questionnaire
The design of the questionnaire was based on the conceptual model constructed on the literature
review. Before deciding on its design, the researcher reviewed the literature review on
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Internal Marketing (IM), Organizational culture (OC) and School Effectiveness (SE) and she was
unable to find an existing questionnaire that incorporates all the above concepts applied to
secondary schools. Therefore, a new questionnaire was developed taking into consideration the
conceptual model under investigation, considering all the above concepts adapted to the
educational context of Cyprus. A careful designing of the questionnaire was vital to ensure the
internal validity and reliability of the data collected. It also meant that at the design stage a
substantial rewriting of the questionnaire took place in order to ensure that the respondent would
be able to decode the questions in the way that the researcher intended so (Saunders, Lewis &
Thornhill, 2012).
The questionnaire was initially written in English based on the information extracted from the
literature review and after several amendments following the supervisor’s feedback it was
finalized. After that a pilot study was carried out to improve the functionality of the
questionnaire.
3.7.1.1 Pilot Study
It is always desirable to conduct a pilot study before administering a self-completion
questionnaire. Piloting ensures that the research instrument as a whole functions well and pilot
studies are particularly crucial in relation to research based on the self-completion questionnaire
as in this research study because there will be no interviewer present to clear up any confusion
(Bryman & Bell,2011). Pilot test is testing for the proper operation of a data collection
instrument before using it in the research study (Christensen, Johnson & Turner, 2015). The
questionnaire was pilot tested with 6 random teachers of a secondary public school who were
very similar to those who would have participated in the research study. Those teachers were
excluded from the sample. The pilot testing participants were instructed to complete the
questionnaire and identify any ambiguous or unclear items or any other problems they faced
when they were completing the questionnaire. The think-aloud technique was used where
teachers verbalized their thoughts and perceptions while they engaged in the activity of filling
the questionnaire. Also all six teachers in the pilot test were interviewed after they completed the
questionnaire, discussing how it worked, what they thought it was about, if anything was
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confusing and if anything irritated them. The ultimate purpose of pilot testing is to obtain an
instrument that will work flawlessly when it is used in the research study (Christensen, Johnson
& Turner, 2015).
After the completion of the pilot study, some questions were rephrased, corrected
diagrammatically and few were removed. Discussion on the rating scale of the questionnaire also
occurred where the teachers expressed their preference on the 10-point scale with 1 indicating
the lowest value and 10 the highest as this helped them to conceptualize better the difference
between the lowest point to the highest point. Although Christensen, Johnson and Turner (2015)
recommend that a zero be included in the scale of 1 to 10 because some respondents will falsely
assume that 5 is the center point while it is 5.5, in this study it was decided to use 1 to 10 as all
popular rating scales start from 1 (e.g. 1 to 4, 1 to 5, 1 to 7 etc.(refer to Saunders, Lewis &
Thornhill,2012, p.438)). Overall, the participants found it easy to answer the questions and none
of the questions irritated them. It took them approximately 20 minutes to complete it and they
found the questionnaire of appropriate length and its layout and structure clear. Following the
feedback of the participants, the questionnaire was revised for the final time.
3.7.2 Question types and scales
One of the most important considerations for researchers is whether they will use open-ended or
close-ended questions or both in their questionnaires. An open-ended question requires
participants to come up with their own answer and reply in any way they wish. A closed-ended
question requires respondents to choose from a set of predetermined response alternatives
provided by the researcher (Christensen, Johnson & Turner, 2015). They are presented with a set
of fixed alternatives from which they have to choose an appropriate answer (Bryman &
Bell,2011).
In this study it was decided that a closed-ended questionnaire would be more appropriate than an
open-ended one. Although closed questions have several limitations such as a loss of spontaneity
in respondents’ answers, difficult to make forced-choice answers mutually exclusive and
sometimes irritating to respondents, they are commonly used in questionnaires. In a quantitative
research study like this one, using closed-ended questions is easy and suitable to process the
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answers. Also closed questions enhance the comparability of answers, clarify the meaning of a
question for respondents and they are easy for interviewers and/or respondents to complete
(Bryman & Bell,2011).
When designing the questions in this questionnaire the researcher considered the following rules
to make sure that suitable questions were constructed: (Bryman & Bell,2011, p.255-.260)
1. Avoid ambiguous terms in questions
2. Avoid long questions
3. Avoid double- barreled questions
4. Avoid very general questions
5. Avoid leading questions
6. Avoid questions that are actually asking two questions
7. Avoid questions that include negatives
8. Avoid technical terms
9. Make sure that there is a symmetry between a closed question and its answers
10. Make sure that the answers provided for a closed question are balanced
11. Do not rely too much on stretching people’s memories to the extent that the answers for
many of them are likely to be inaccurate.
Regarding the rating scale of the questionnaire as it has already been discussed the “10 point”
scale was used as it was preferable by the participants in the pilot study. Researchers, as in this
study, usually prefer multichotomous rather than dichotomous response categories. To increase
variance and obtain a measure of intensity, a multichotomous response format, called a rating
scale was used. The rating scale is an ordered set of response choices, such as a 5-point rating
scale the most common one, measuring the direction and strength of an attitude (Christensen,
Johnson & Turner, 2015).
3.7.3 Structure of the questionnaire
The development of the questionnaire was constructed based on the researcher’s background
reading that included various books on methodology and questionnaire design. Based on the
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background reading and the conceptual model developed, the sections of the questionnaire were
arranged as follows: (see Appendix 1)
 Section A is the Demographics section, comprising 7 questions designed to gather
data related to respondents’ demographic characteristics: gender, age, level of
education, part-time or full-time teacher, numbers of years of teaching, position in the
school, total annual incomes before tax deduction.
 Section B is the Internal Marketing (IM) strategies section, comprising of 14
statements to elicit responses related to Relationship development strategies, 11
statements for Human Resource Management (HRM) strategies and 5 statements for
Education Process and Internal Customer Segmentation (EPICS) strategies.
 Section C is the Organizational Culture (OC) section, comprising of 2 statements
for Masculinity Vs Femininity (MVF), 5 statements for Individualism Vs
Collectivism (IVC), 4 statements for Uncertainty Avoidance/Lack of confidence
(UA), 5 statements for Power Distance/ Formality and Control (PD), 7 statements for
learning culture (LC) and 4 statements for Type of culture (TC).
 Section D is the School Effectiveness (SE) section, comprising of 12 statements for
effective leadership (ELS), 12 statements for school environment (SV), 12 statements
for effective teaching (ET) and 5 statements for effective support from parents (ES).
3.7.4 Questionnaire translation
The questionnaire was initially developed in English but as the public schools in Cyprus are
Greek speaking, a translation of the questionnaire in Greek was necessary. With the help of a
Greek teacher the questionnaire was translated in Greek and feedback on this was also taken
from the pilot test as some of the participants were Greek teachers. Following Usunier (1998)
suggestion as cited in Saunders, Lewis and Thornhill (2012), when translating the questionnaire
attention was paid to lexical meaning, idiomatic meaning, experiential meaning and grammar
and syntax. The Greek version was then back-translated into English and the resultant text
matched against the original. The supervisor checked both versions and then the Greek version
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was sent to the Ministry of Education to the department of secondary education for approval
(Appendix 2).

3.8 Reliability and Validity
Validity and reliability are two very significant features of measuring tools which are vital to be
considered by all researchers. Good measurement is fundamental for research and if a research
study is not based on good measurement then the results cannot be trusted. For this reason, the
two major properties of good measurement are reliability and validity. Both reliability and
validity are associated with both positivist and quantitative research and it can be applied to
causal or explanatory studies as in this research study (Saunders, Lewis & Thornhill, 2012).
Reliability refers to the consistency or stability of the scores of your measurement instrument.
Validity refers to the extent to which your measurement procedure is measuring what you think
it is measuring (and not something else) and whether you have used and interpreted the scores
correctly. If there is going to be validity, there must be some reliability, but reliability is not
enough to ensure validity (Christensen, Johnson & Turner, 2015). The internal validity and
reliability of the data collected and the response rate achieved depend to a large extent on the
design of the questions, the structure of the questionnaire and the rigor of the pilot testing. A
valid questionnaire will enable accurate data that actually measure the concepts interested in to
be collected, whilst one that is reliable will mean that these data are collected consistently. There
are at least four stages that must occur if a question is to be valid and reliable. The first stage the
researcher is clear about the data required and designs a question; the second stage the
respondent decodes the question in the way the researcher intended; the third stage the
respondent answers the question; and the final stage the researcher decodes the answer in the
way the responded intended (Foddy (1994) as cited in Saunders, Lewis & Thornhill, 2012). This
section discusses validity and reliability of the questionnaire instrument used in this study and
the overall research study itself.
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3.8.1 Validity
Validity refers to the accuracy of inferences, interpretations, or actions made on the basis of test
scores. Research validity refers to the correctness or truthfulness of an inference that is made
from the results of a research study (Christensen, Johnson & Turner, 2015). It refers to the issue
of whether or not an indicator (or set of indicators) that is devised to measure a concept really
measures that concept. There are several ways of establishing validity such as face validity,
content validity, concurrent validity, predictive validity, construct validity and convergent
validity (Bryman & Bell,2011; Marcyk, DeMatteo & Festinger, 2005; Christensen, Johnson &
Turner, 2015;Clark-Carter, 2010)4. These ways refer to measurement validity. Measurement
validity applies primarily to quantitative research as this current study. Measurement validity is
also often referred to as construct validity. It relates to the question of whether or not a measure
that is devised of a concept really does reflect the concept that is supposed to be representing.
Measurement validity should be distinguished from internal validity, external validity and
ecological validity. Internal validity is concerned with the question of whether a conclusion that
incorporates a causal relationship between two or more variables is true. If it is suggested that x
causes y, the researcher must be sure that it is x that is responsible for variation in y and not
something else that is producing the causal relationship. The research findings would be seen as
spurious when an apparent relationship is due to some other reason, such as a flaw in the
research design. Threats to internal validity include: (1) Past or recent events: that changes
participants’ perceptions; (2) Testing: the impact of testing on participants’ views or actions; (3)
Instrumentation: the impact of a change in research instrument between different stages of a
research project affecting the comparability of results; (4) Mortality: the impact of participants
withdrawing from studies; (5) Maturation: the impact of a change in participants outside of the
influence of the study that affects their attitudes or behaviours; and (6) Ambiguity about causal
4

Face validity refers to the perception which the people being measured or the people administering the measures have of the
measure. Content validity refers to the degree to which a measure covers the full range of behavior of the ability being measured.
There are two forms of criteria of criterion-related which can be taken into account: concurrent validity and predictive validity.
Concurrent validity of a measure exists if it produces a similar result to that of an existing measure which is taken around the
same time and predictive validity of a measure exists if it correctly predicts some future state of affairs (Clark-Carter, 2010).
Construct validity is the extent to which a construct is adequately represented by the measures used in a research study
(Christensen, Johnson & Turner, 2015). Convergent validity is the validity of a measure that ought to be gauged by comparing it
to measures of the same concept developed through other methods (Bryman & Bell,2011).
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direction: lack of clarity about cause and effect (Saunders, Lewis & Thornhill, 2012). In this
study these threats have been taken into consideration.
Internal validity in relation to questionnaires refers to the ability of the questionnaire to measure
what it is intended to measure. It is sometimes termed measurement validity as it refers to
concerns that you find with the questionnaire actually represents the reality of what it is
measured. This creates a problem if a researcher actually knew the reality of what it was
measured. There would be no point in this case designing the questionnaire and using it to collect
data! Researchers to avoid this problem, they look for other relevant evidence that supports the
answers found using the questionnaire, relevance being determined by the nature of the research
question and their own judgment(Saunders, Lewis & Thornhill, 2012).

External validity is

concerned with the question of whether the results of a study can be generalized beyond the
specific research context and ecological validity is concerned with the question of whether or not
social scientific findings are applicable to people’s everyday natural social settings (Bryman &
Bell,2011). As this section focuses on the questionnaire as an instrument of this research study,
we are going to focus on face validity, content validity, criterion-related validity and construct
validity.
3.8.1.1 Face validity
A researcher who develops a new measure should ensure that it has face validity, that is the
measure reflects the content of the concept in question. Face validity is an intuitive process
(Bryman & Bell,2011). In the questionnaire of this research study, face validity has been
established by asking teachers in the pilot study whether or not the measure seems to be getting
at the concept that is the focus of attention.
3.8.1.2 Content validity
Content validity refers to the relevance of the instrument or measurement strategy to the
construct being measured. The approach for determining content validity starts with the
operationalization of the construct of interest. The test developer defines the construct and then
attempts to develop item content that will accurately capture it (Marcyk, DeMatteo & Festinger,
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2005). The questionnaire used in this study has content validity as the questions included relate
to the constructs of the model investigated and that includes: Internal Marketing (IM) strategies,
Organizational culture (OC) and School effectiveness (SE). Content validity is also achieved
because suggestions on the structure of the questionnaire were made via the pilot study.
3.8.1.3 Criterion-related validity
Criterion-related validity addresses the question of whether a measure fulfils certain criteria. This
means that it should produce a similar pattern to another existing measure. There are two forms
of criteria which can be considered: concurrent validity and predictive validity. A measure has
concurrent validity if it produces a similar result to that of an existing measure which taken
around the same time (Clark-Carter, 2010). Although in this research study only the use of
questionnaire was carried out as a measurement tool for the result investigation, the results of
this study are consistent with the results of other research studies which they have used other
research methodologies. A measure has predictive validity if it correctly predicts some future
state of affairs (Clark-Carter, 2010). The researcher uses a future criterion measure, rather than a
contemporary one, as in the case of concurrent validity. The difference from concurrent validity
is that a future rather than a simultaneous criterion measure is employed (Bryman & Bell,2011).
In this study there is no predictive validity.
3.8.1.4 Construct validity
Construct validity assesses the extent to which the test or measurement strategy measures a
theoretical construct or trait. Although there are numerous approaches for determining construct
validity, the two most common methods are convergent and divergent validity. Convergent
validity explores the relationship between the measure of interest and another measure that
purportedly captures the same construct and divergent validity is demonstrated by showing that
two constructs are unrelated (Marcyk, DeMatteo & Festinger, 2005). The researcher is
encouraged to deduce hypotheses from a theory that is relevant to the concept (Bryman &
Bell,2011). In this study, after the researcher examined the literature review and explored the
constructs from there, she used them to construct the conceptual model and the questionnaire.
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Construct validity is the extent to which the measurement questions actually measure the
presence of the constructs intended to be measured (Saunders, Lewis & Thornhill, 2012).
3.8.1.5 Validity of the questionnaire and research study
The conclusions deriving from a study using questionnaires as the current study, may have
measurement validity and a reasonable level of internal validity, and they may be externally
valid, in the sense that the findings can be generalized to other samples confronted by the same
questionnaire, but the unnaturalness of the fact of having to answer a questionnaire may mean
that the findings have limited ecological validity (Bryman & Bell,2011).
Often, when discussing the validity of a questionnaire, researchers refer to content validity,
criterion-related validity and construct validity. Content validity refers to the extent to which the
measurement questions in the questionnaire provide adequate coverage of the investigative
questions. Judgment of what is adequate coverage can be made into two ways and both have
been adapted to the application of the questionnaire of this study. One is through careful
definition of the research through the literature reviewed and another is to use a panel of
individuals as in the case of the pilot study above to assess whether each measurement question
in the questionnaire is ‘essential’, ‘useful but not essential’ or ‘not necessary’(Saunders, Lewis &
Thornhill, 2012).
As this is a cross-sectional research study, replicability is likely to be present to the degree that
the researcher carries out procedure for: selecting respondents; designing measures of concepts;
administration of research instrument (self-completion questionnaire); and the analysis of data.
Most quantitative research based on cross-sectional research designs as this study specifies such
procedures to a large degree. Regarding internal validity, it is typically weak for a cross sectional
study as most researchers feel that the resulting causal findings rarely have the internal validity
of those deriving from experimental designs. External validity is strong as sample which data
was collected was randomly selected. Since much cross-sectional research makes a great deal of
use of research instruments, such as self-completion questionnaires as in this research study,
ecological validity is under threat because the use of questionnaires disrupts the ‘natural
habitat’(Bryman & Bell,2011). As far as the threats to internal validity (which include history,
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maturation, instrumentation, testing, statistical regression, selection bias, attrition, diffusion or
imitation of treatment and special treatment or reactions of controls ((Marcyk, DeMatteo &
Festinger, 2005)) are concerned, all related to this study have been taken into consideration.
3.8.1.6 Assessing measurement and structural model validity
Validity is the ability of instrument to measure what it supposed to measure for a latent construct
(Awang, 2015). After the researcher has specified the model and collected sufficient data, the
researcher needs to ensure the validity of the measurement model. Measurement model validity
depends on: (1) establishing acceptable levels of goodness-of-fit for the measurement model and
(2) finding specific evidence of construct validity (Hair et.al, 2014). Construct validity is
achieved when the Fit Indices for a construct achieved the required level. The Fit indices indicate
how fit is the items in measuring their respective latent constructs. The different categories of Fit
indices and their level of acceptance are presented in Table 3.9. Absolute Fit indices are a direct
measure of how well the model specified by the researcher reproduces the observed data. They
provide the most basic assessment of how well a researcher’s theory fits the sample data (Hair
et.al, 2014). Absolute fit indices include ꭓ² statistic, Goodness-of-fit Index (GFI), Root Mean
Square Error of Approximation (RMSEA) and Standardized Root Mean Residual (SRMR) and
Normed Chi-Square (ꭓ²:df). Incremental Fit Indices or Relative Fit Indices differ from absolute
fit indices in that they assess how well the estimated model fits relative to some alternative
baseline model. The most common baseline model is referred to as a null model, one that
assumes all observed variables are uncorrelated. It implies that no model specification could
possibly improve the model, because it contains no multi-item factors or relationships between
them. This class of fit indices that include Adjusted Goodness of Fit Index (AGFI), Normed Fit
Index (NFI), Tucker Lewis Index (TLI), Comparative Fit Index (CFI) and Relative Noncentrality
Index (RNI), represent the improvement in fit by the specification of related multi-item
constructs (Hair et.al, 2014; Awang, 2015). Parsinomy Fit Indices is the third group of indices
that provides information about which model among a set of competing models is best,
considering its fit relative to its complexity. A parsimony fit measure is improved either by a
better fit or by a simpler model. In this case, a simpler model is one with fewer estimated
parameters path. The parsimony ratio is the basis for these measures and is calculated as the ratio
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of degrees of freedom used by a model to the total degrees of freedom available. A parsimony
index can provide useful information in evaluating competing models but that it should not be
relied upon alone as in theory parsimony indices work but in practice they tend to favor more
parsimonious models to a large extent (Hair et.al, 2014). Parsinomy Fit Indices include Adjusted
Goodness of Fit Index (AGFI)*5,Parsimony Normed Fit Index (PNFI) and Chi-Square/df(Hair
et.al, 2014; Awang, 2015).
Every researcher and every statistician seems to have a favorite index or set of indices.
Reviewers could suggest the addition of one or two of their favorite indices. These suggestions
are fairly easy to accommodate by the addition of the indices they suggest, but it would not be
fair to yourself or others to choose the index that is most optimistic about the fit of your model
(Newsom, 2018). Hooper et.al. (2008) support that when deciding what indices to report, going
by what is most frequently used is not necessarily good practice as some of these statistics (as the
GFI) are often relied on purely for historical reasons, rather than for their sophistication. While
there are no golden rules for assessment of model fit, reporting a variety of indices is necessary
(Crowley and Fan 1997 as cited in Hooper et.al. 2008) because different indices reflect a
different aspect of model fit. Although the Model Chi-Square has many problems associated with
it, it is still essential that this statistic, along with its degrees of freedom and associated p-value,
should at all times reported. Based on the above according to Hooper et.al (2008) it is sensible to
include the Chi-Square statistic, its degrees of freedom and p-value, the RMSEA and its
associated confidence interval, the SRMR, the CFI and one parsimony fit index such as the
PNFI. These indices have been chosen over other indices as they have been found to be the most
insensitive to sample size, model misspecification and parameter estimates (Hooper et.al 2008).
In this study comparison to some of the Fit Indices suggested by Awang (2015) has taken place
to test the model investigated (Table 3.7).

5

Awang Z (2015) based on the findings of Tanaka and Huba (1985) includes AGFI under incremental fit indices
while Hair et.al (2014) considers this under parsimonious fit indices. Other authors include AGFI under absolute fit
indices (Newsom, 2018; Hooper et.al 2008)
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Table 3.7 The three categories of model fit and their level of acceptance (Awang, 2015)
Name of category
1. Absolute fit

Name of index
Chi-Square

P-value>0.05

RMSEA

RMSEA<0.08

GFI
2. Incremental fit

3. Parsimonious fit

Level of acceptance

AGFI

GFI>0.90
AGFI>0.90

CFI

CFI>0.90

TLI

TLI>0.90

NFI

NFI>0.90

Chisq/df

Chi-Square/df<3.0

Goodness-of-fit (GOF) indicates how well the specified model reproduces the observed
covariance matrix among the indicator items (i.e. the similarity of the observed and estimated
covariance matrices. There are a number of alternative GOF measures that are available to the
researcher. The measures are classed into three groups: absolute measures, incremental measures
and parsimony fit measures. All GOF measures are underlined by some basic elements. If the
researcher’s theory is perfect, the observed and estimated covariance matrices would be the
same. The values of any GOF measure result from a mathematical comparison of these two
matrices. The closer the values of these two matrices are to each other, the better the model is
said to fit (Hair et.al, 2014, p.577).There are three fundamental measures of GOF: Chi-square
(ꭓ²) GOF, degrees of freedom (DF) and statistical significance of ꭓ². Chi-square (ꭓ²) is the
difference in the observed and estimated covariance matrices (termed S and Σk respectively) is the
key value in assessing the GOF of any SEM model. The chi-square (ꭓ²) test is the only statistical
test of the difference between matrices in SEM. Degrees of freedom (DF) represents the amount
of mathematical information available to estimate model parameters. Statistical significance of ꭓ²
shows that as the ꭓ² value increases means that there are differences (residuals) when comparing
the two matrices. With the ꭓ² test, the researcher can assess the statistical probability that the
observed sample and SEM estimated covariance matrices are actually equal in a given
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population. This probability is the traditional p-value associated with parametric statistical tests
(Hair et.al, 2014).
With increasing sample size and a constant number of degrees of freedom, the ꭓ² value increases.
This leads to the problem that acceptable models might be rejected based on a significant ꭓ²
statistic even though the discrepancy between the sample and the model-implied covariance
matrix is actually irrelevant. Because of the drawbacks of the ꭓ² goodness-of-fit tests, numerous
descriptive fit indices have been developed that are often assessed intuitively (SchermellehEngel & Moosrugger, 2003). Furthermore, Kula (2011) also supports that Goodness of Fit Index
(GFI) and Adjusted Goodness of Fit Index (AGFI) are no longer preferred for model evaluation,
since they are likely to underestimate the fit of more complex models and also are sensitive to
sample size as in the case of this research study. Moreover, as the Chi-square and the p-value are
sensitive to sample size, the chi-square/degree of freedom is used to avoid problems with sample
size (Garson, 2009).
There are three types of validity and construct validity is one of them. The other two are
convergent validity and discriminant validity. Convergent Validity is the validity achieved when
all items in a measurement model are statically significant. The convergent validity could also be
verified by calculating the Average Variance Extracted (AVE) for every construct. The formula
of AVE is (AVE= Σλ²/n where λ= factor loading of every item and n=number of items in a
model). The value of AVE should be 0.5 or higher for this validity to achieve. Therefore,
keeping a low factor loading item in a model could cause the construct to fail Convergent
Validity (Awang, 2015). In this study, the AVE for every construct has been calculated to test it
for convergent validity. Regarding Discriminant Validity is the validity of the measurement
model of a construct that is free from redundant items. AMOS can identify the items redundancy
in the model through a discrepancy measure called Modification Indices (MI). High value of MI
indicates the respective items are redundant. The researcher can delete one of the identified items
and run the measurement model or constraint the redundant pair as ‘free parameter estimate’.
Another requirement for discriminant validity is the correlation between exogenous constructs
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should not exceed 0.85. The correlation value exceeding 0.85 shows the exogenous constructs
are redundant or having serious multicollinearity6 problem (Awang, 2015).
Overall, good model fit on its own is insufficient to support a proposed structural theory as the
researcher must also examine the individual parameter estimates that represent each specific
hypothesis. According to Hair et.al (2014), a theoretical model is considered valid to the extent
that the parameter estimates are: (1) Statistical significant and in the predicted direction (i.e. they
are greater than zero for a positive relationship and less than zero for a negative relationship);
and (2) Nontrivial (this characteristic should be checked using the completely standardized
loading estimates). Therefore, the structural model is acceptable only when it demonstrates
acceptable model fit and the path estimates representing each of hypotheses significant and in
predicted direction. The researcher can also examine the variance explained estimates for the
endogenous constructs similar to the analysis of R² performed in multiple regression.
3.8.2 Reliability
Reliability refers to consistency or stability of scores. Ensuring reliability is not easy and a
number of threats to reliability exist which imply that the researcher needs to be
methodologically careful in the way he/she carries out the research to avoid threatening the
reliability of the findings and conclusions. These threats to reliability include the following: (1)
Participant error: any factor which adversely changes the way in which a participant performs;
(2) Participant bias: any factor which includes a false response; (3) Researcher error: any factor
which changes the researcher’s interpretation; and (4) Researcher bias: any factor which causes
bias in the researchers’ recording of responses. Based on these threats the researcher needs to
report each part of the work in a fully transparent way to allow others to judge for themselves
and to be able to replicate the study if they wished to do so (Saunders, Lewis & Thornhill, 2012).
There are four primary types of reliability test-retest, equivalent forms, internal consistency and
interrater reliability. A reliability coefficient is a type of correlation and it should be strong and

6

Mulicollinearity occurs when variables are highly correlated with each other (Kula, 2011). A correlation
coefficient matrix with correlations of 0.90 or higher (Kline, 2005 as cited in Kula, 2011) and 0.70 or higher (Meyer
et.al., 2006 as cited in Kula 2011) among study variables can be a sign of multicollinearity.
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positive (i.e.>0.70) to show strong consistency of relationship. Test-retest reliability refers to the
consistency of scores over time; equivalent-forms reliability refers to the consistency of scores
obtained on two equivalent forms of a test or research instrument designed to measure the same
thing; internal consistency reliability refers to the consistency with which items on a test or
research instrument measure a single construct and the most commonly reported index of
internal consistency is coefficient alpha (also called Cronbach’s alpha) that it should be 0.70 or
higher in order to show that the items consistently measuring the same thing; and interrater
reliability that refers to the consistency or degree of agreement between two or more scorers,
judges, observers or raters (Christensen, Johnson & Turner, 2015). Below, the types of reliability
fall into two broad categories: that of external reliability and internal reliability.
3.8.2.1 External reliability
External reliability indicates the degree to which a study can be replicated (Bryman&Bell,2011).
It can be determined by the test-retested method explained above where the results on a
particular occasion are compared with the results from the same item and the same sample on
another occasion to ensure consistency of scores (Adler & Clark, 2011; Christensen, Johnson &
Turner, 2015) . However, this method has been criticized. Firstly, the shorter the period of time
between the two tests, the more likely the participants will remember the answers given to some
questions. Secondly, there might be a problem of intervening events and changed situations
between the test and retest instances and so if there is a long time between tests due to
differential learning consistency will be affected (Adler & Clark, 2011; Bryman & Bell,2011). In
fact, according to Christensen et.al (2015), the longer the time interval between the two testing
occasions, the lower the reliability coefficient will be. To avoid these difficulties, internal
reliability discussed next can be considered.
3.8.2.2 Internal reliability
Internal reliability applies to multiple-indicator measures where the researcher needs to ensure
that all designerism indicators are related to each other because if they are not, some of the items
may actually be unrelated to designerism and thus indicative to something else. If a measure
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lacks internal reliability, this means that a multiple-indicator measure is actually measuring two
or more different things, thus the measure cannot be valid (Bryman & Bell, 2011).
The goal of any researcher should be to achieve high reliability with relatively few items for each
construct (Christensen, Johnson & Turner, 2015). It is usually expected that a result of 0.8 and
above implies an acceptable level of internal reliability (Bryman & Bell, 2011). The most
commonly reported index of internal consistency is coefficient alpha (also called Cronbach’s
alpha). Cronbach’s alpha should be 0.70 or higher and a high value means that the items are
consistently measuring the same thing. Researchers use Cronbach’s alpha when they want an
estimate of the reliability of a homogeneous test or scale. For this reason, when a test or scale is
multidimensional (i.e. measures more than one construct or trait) Cronbach’s alpha should be
calculated for each construct separately (Christensen, Johnson & Turner, 2015).
3.8.2.3 Reliability of the questionnaire and research study
Reliability of the questionnaire is concerned with the robustness of the questionnaire and
specifically whether or not it will produce consistent findings at different times and under
different conditions such as with different samples. Mitchell (1996) outlines three approaches to
assessing reliability, in addition to comparing the data collected with other data from a variety of
sources. Although the analysis for each of these is undertaken after data collection, they need to
be considered at questionnaire design stage and these are: (1) test retest, (2) internal consistency
and (3) alternative form (Saunders, Lewis & Thornhill, 2012). Firstly, test retest estimates of
reliability are received by correlating data collected with those from the same questionnaire
collected under as near equivalent conditions as possible. The questionnaire needs to be
delivered and completed twice by respondents.
However, this might create problems as it is difficult to convince respondents to answer the same
questionnaire twice. In this study, it was impossible to do that as teachers hesitate to answer the
questionnaire in the first place, so asking them to fill the same questionnaire twice, they would
definitely refuse to do so. Also the longer the time interval between the two questionnaires the
lower the likelihood that respondents will answer in the same way. For this reason, this method is
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recommended to be used as a supplement to other methods. Secondly, regarding internal
consistency, it involves correlating the responses to questions in the questionnaire with each
other and thus it measures the consistency of responses across either a subgroup of the questions
or all the questions from the questionnaire.
The most famous way to measure of internal consistency is Cronbach’s alpha where values of
0.7 or above indicate that the questions combined in the scale are measuring the same thing.
Cronbach’s alpha was calculated for all items in the questionnaire to ensure internal consistency
of the questionnaire of this research study. Thirdly, the alternative form offers some sense of the
reliability within the questionnaire through comparing responses to alternative forms of the same
question or groups of questions. Where questions are included for this purpose, usually in longer
questionnaire as in this study, they are often called ‘check questions’ (Saunders, Lewis &
Thornhill, 2012). In the questionnaire used in this research, there were few ‘check questions’
between sections but they were used sparingly. Overall, in this research study reliability was
considered to ensure the research quality. At the same time as reliability is not sufficient by itself
to ensure good quality research, the researcher, as already explained above, considered also
various forms of validity.
3.8.2.4 Assessing measurement and structural model reliability
Reliability is a measure of the degree to which a set of indicators of a latent construct is
internally consistent based on how highly interrelated the indicators are with each other. In other
words, it represents the extent to which all the indicators measure the same thing. However,
reliability does not guarantee that the measures indicate only one thing. Generally, reliability is
inversely related to measurement error. As reliability goes up, the relationship between a
construct and the indicators are greater, this means that the construct explains more of the
variance in each indicator. Although reliability is important, high reliability does not guarantee
that a construct is measured accurately and in fact reliability is a necessary but not sufficient
condition for validity (Hair et.al, 2014, p.548-9).
Therefore, reliability is the extent of how reliable the measurement model is in measuring the
intended latent construct. In order to assess for reliability in SEM the researcher needs to
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investigate Internal Reliability, Composite Reliability and Average Variance Extracted. The
Internal Reliability shows how strong the measuring items are holding together in measuring the
respective construct. This reliability is achieved when the value of Cronbach’s Alpha exceeds 0.7
(calculated in SPSS). Composite Reliability shows the reliability and internal consistency of a
latent construct. A value of CR≥0.6 is required in order to achieve composite reliability for a
construct. CR is calculated using the formula CR = (Σλ)²/[(Σλ)² + (Σ1-λ²)] where λ= factor
loading of every item. Average Variance Extracted indicates the average percentage of variation
explained by the measuring items for a latent construct. An AVE≥0.5 is required for every
construct. The formula of the AVE is AVE= Σλ²/n where λ= factor loading of every item and
n=number of items in a model (Awang, 2015). In this research study, the researcher calculated
CR and AVE for every construct in the model, ensuring reliability of the model before run it to
find the results.

3.9 Questionnaire Sample and Administration
It is important to mention that the teachers who completed the pilot questionnaires were not
included in the sample of teachers who later took part in the main study. Once the questionnaire
was designed, pilot tested and amended and the sample selected, the questionnaire was used to
collect the data (Saunders, Lewis & Thornhill, 2012). This section discusses the sampling
procedures, their application to the main questionnaire survey, its administration and conduct.
3.9.1 Sampling
After the questionnaire was finalized, it was administered to a group of individuals to obtain a set
of responses that was going to provide answers to the study’s research questions. Most research
projects involve selecting a sample of participants from a population of interest. A population is
the full group of interest to the researcher while the sample refers to any number of individuals
less than the population that is used to make the representation. The researcher makes
generalizations about the population based on the sample results. The way the sample of
participants is selected depends on the goals of the research project. There are different ways of
sampling: convenience sampling and random sampling that includes simple random sampling,
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stratified sampling and cluster sampling7 (Christensen, Johnson & Turner, 2015). In general,
sampling techniques can be divided into two types: (1) probability or representative sampling;
and (2) non-probability sampling. With probability samples the chance, or probability, of each
case being selected from the population is known and is usually equal for all cases. This means it
is possible to answer research questions and to achieve objectives that require you to estimate
statistically the population from the sample. Under probability sampling, the following sampling
methods are included: simple random sampling, systematic random sampling8, stratified
sampling and cluster sampling. For non-probability samples, the probability of each case being
selected from the total population is not known and it is impossible to answer research questions
or to address objectives that require statistical inferences about the characteristics of the
population. Under non-probability sampling the following sampling methods are included: quota,
purposive (extreme case purposive, heterogenous purposive, homogenous purposive, critical case
purposive, typical case purposive and theoretical), volunteer (snowball, self-selection)9 and
haphazard (convenience) sampling (Saunders, Lewis & Thornhill, 2012).

7

Convenience sampling is the use of people who are readily available, volunteer or are easily recruited for
inclusion in a sample. Random sampling is the selection of sample members using a statistically random process.
Simple random sampling is a popular and basic equal probability selection method and stratified random
sampling is division of population elements into mutually exclusive groups and then selection of a random sample
from each group. Lastly, cluster random sampling is the sampling method where clusters are randomly selected
(Christensen, Johnson & Turner, 2015).
8

Systematic random sampling (often called systematic sampling) involves selecting the sample at reqular intervals
from the sampling frame (Saunders, Lewis & Thornhill, 2012).
9
Quota sampling often used for structured interviews is a type of stratified sample in which selection of cases
within strata is entirely non-random. Purposive sampling is where the judgment of the researcher is used to select
cases that will best enable to answer the research questions and meet the objectives. Extreme case or deviant
sampling focuses on unusual or special cases on the basis that the data collected about these unusual or extreme
outcomes enable the researcher to learn the most and answer the research questions and meet the objectives most
effectively. Heterogenous or maximum variation sampling uses the researcher’s judgment to choose participants
with sufficiently diverse characteristics to provide the maximum variation possible in the data collected while
homogenous sampling focuses on one particular subgroup in which all the sample members are similar such as a
particular occupation. Critical case sampling selects critical cases on the basis that they can make a point
dramatically or because they are important and a typical case sampling is usually used as part of a research project
to provide an illustrative profile using a representative case. Theoretical sampling is a special case of purposive
sampling, being particularly associated with Grounded Theory and analytic induction. Regarding volunteer
sampling, snowball sampling is where participants volunteered to be part of the research rather than being chosen.
Once the initial contact takes place, these cases identify further members of the population, who then identify further
members and so the sample snowballs. Selection sampling, the second type of volunteer sampling, occurs when
each case, usually individuals, identify their desire to take part in the research. Lastly, haphazard sampling occurs
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The choice of participants in the sample depends on what characteristics they should have and
the number of participants required. The number of participants you use in a study depends on
the design of the study used which relates to three reasons: (1) the nature of the participants; (2)
the willingness of participants to take part in the research; and (3) the statistics employed to
analyze the research (Clark-Carter, 2010). Overall, in experimental research, random samples are
usually not used because the focus is primarily on the issue of causation, and random assignment
is far more important than random sampling for carried out a strong experimental research
design. On the other hand, in survey research, random samples often are used and are quite
important if the researcher intends to generalize directly to a population based on the research
results (Christensen, Johnson & Turner, 2015).
As far as the sample size is concerned, it is the absolute size of a sample that is important and not
its relative size. Also increasing the size of a sample increases the precision of a sample. This
means that as sample size increases, sampling error decreases. Therefore, an important part of
any decision about sample size should be how much sampling error one is prepared to tolerate.
The less sampling error one is prepared to tolerate, the larger a sample will need to be. Decisions
about sampling size also depend on time and cost, non-response, heterogeneity of the population
and the kind of analysis carried out. Considerations of sampling size are likely to be affected by
time and cost since striving for smaller and smaller increments of precision becomes an
increasingly uneconomic proposition. Also as most sample surveys attract a certain amount of
non-response, a larger sample will result to a sufficient amount of responses after taking in
account the non-responses. Moreover, the greater the heterogeneity of a population, the larger a
sample will need to be and depending on the kind of analysis the sample size will also be
determined (Bryman & Bell, 2011).
3.9.2 Sampling procedures for the questionnaire and the study
In this study, stratified random sampling, a probability sampling method has been used. As
Christensen et.al. (2015) explain in stratified sampling, the population is divided into mutually

when sample cases are selected without any obvious principles of organization in relation to your research question
(Saunders, Lewis & Thornhill, 2012).
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exclusive groups called strata and then a random sample is selected from each of the groups.
Teachers and head teachers were randomly selected from secondary schools in Larnaka,
Famagusta and Nicosia. All public secondary schools (Gymnasiums and Lyceums) of the areas
of Larnaka and Famagusta have been selected to be included in the sample while few schools
from the area of Nicosia have also been included in the sample. Specifically, there were 17 high
schools from Larnaka, 5 from Famagusta and 5 from Nicosia. Altogether the sample consisted of
male and female teachers and head teachers of 27 high schools (both Gymnasium and Lyceums)
in the areas of Larnaka, Famagusta and Nicosia (Appendix C). The sample consisted with more
female (70%) than male (30%) teachers and this is proportional to the total population of
teachers in the public secondary schools. According to the statistical service of the Ministry of
Finance of the Republic of Cyprus (mof.gov.cy) the total number of teachers in secondary public
education in 2018/19 was 8,112 of which 2,259 were males (34%) and 5,353 women (66%). This
complements the reliability of the sample used in this study.
As this study adopts SEM methodology, sample size is quite sensitive here. Some of the
statistical algorithms used by SEM programs such as AMOS 21 used in this research are
unreliable with small samples. Given that larger samples are usually more time consuming and
expensive to obtain, the critical question using SEM is how large the sample size is needed to
produce trustworthy results. A generally accepted ratio to minimize problems with deviation
from normality is 15 respondents for each parameter estimated in model. The researcher is
always encouraged to provide sufficient sample size to allow for the sampling error’s impact to
be minimized. However, as the sample size becomes large (>400) as in this research study where
the sample size consisted of 512 responses, the method becomes more sensitive and almost any
difference is detected, making goodness-of-fit measures suggest poor fit (Hair et.al, 2014). As a
result, other considerations should be taken into account with large samples as the one in this
study. As the model in the current study is a complex one, a bigger sample size required as it
would have been suitable and correct. The model in this study is complex because it consists of
many constructs that require more parameters to be estimated and hence multigroup analyses
requiring an adequate sample for each group. For this reason, a larger sample means less
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variability and increased stability in the solutions. Thus, more complexity leads to the need for
larger samples.
Additionally, to avoid the problem of missing data and overcome the problem of reduced size
due to this, a bigger sample size is advisable. In fact in this research, the total number of
questionnaires collected was 517 but because 5 of them had missing data, they were removed
from the final sample. This is the complete case approach (known as list wise deletion, where the
respondent is eliminated if missing data on any variable) (Hair et.al, 2014, p.571).

Also larger

sample sizes are required as communalities become smaller (ie. The unobserved constructs are
not explaining as much variance in the measured items). Models containing multiple constructs
with communalities less than 0.5 (i.e. standardized loading estimates less than 0.7) also require
larger sizes for convergence and model stability (Hair et.al, 2014). For a confirmatory factor
model with non-normally distributed variables and missing data (missing completely at random)
larger samples of about N=300 may be needed (Muthen & Muthen, 2002 as cited in
Schermelleh-Engel & Moosrugger, 2003). With strongly kurtotic data, the minimum sample size
should be ten times the number of free parameters (Hoogland & Boomsma, 1998 as cited in
Schermelleh-Engel & Moosrugger, 2003).
According to Kenny (2015), as rules of thumb the ratio of sample size to the number of free
parameters is as follows: (1) 20 to 1 (Tanaka, 1987) (Most analysts think that this is
unrealistically high); and (2) 5 to 1 (Bentler & Chou, 1987) (several published studies do not
meet this goal. Furthermore, Kenny (2015) also suggests that a sample size of 200 is seen as a
goal for SEM research and lower sample sizes can be used for: (1) Models with no latent
variables; (2) Models where all loadings are fixed (usually to one); (3) Models with strong
correlations; and (4) Simpler models.
As the current model uses a large number of constructs, some with lower communalities and/or
having fewer than three measured items, the minimum sample size required in this case
according to Hair et.al. (2014) is 500 responses. The sample size in this study (n= 512) meets the
requirements of SEM methodology and it is adequate to represent the population of interest.
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3.9.3 Administrative preparation for the questionnaire
In order to distribute the questionnaires to the public secondary schools the researcher had to get
permission from the Ministry of Education of Cyprus. A letter was sent on the 19th of July, 2017
to the Head of the Secondary public schools of Cyprus to get permission to conduct the research
in the public schools. The letter was signed by the supervising professor via the European
University of Cyprus and sent to the Ministry (Appendix E). After following all the formal
procedures required, including answering an online questionnaire regarding the details of the
research study, the researcher was given permission to carry out the research in the secondary
public schools on the basis of confidentiality ensuring that the final results of the study are going
to be submitted to the Ministry (Appendix F).
3.9.4 Conduct of the questionnaire survey
Carrying out the questionnaire survey was not an easy task. Although the permission was given
by the Ministry of Education, the head teachers were reluctant to distribute the questionnaires in
their schools as they argued that a lot of questionnaires were sent to them on a regular basis and
this was going to disrupt the work of their teachers. The researcher using the official list of all
public secondary schools with the e-mails and telephone numbers of all the head teachers, she
contacted all the head teachers and e-mailed them the questionnaire with the letter of acceptance
from the Ministry. Unfortunately, there was no response and those who actually responded back
said they were not interested to carry out the research in their schools.
Following that, the researcher had a meeting with the head of the secondary public schools of the
areas of Larnaka and Famagusta, Mr. Michalis Loizides, explaining him the research study and
the difficult situation that she faced. He agreed to help the researcher carrying out her research
study. He personally contacted all the headteachers of Larnaka, Famagusta and some from
Nicosia, arranging a meeting with them and the researcher in order for the headteachers to
distribute the questionnaires in their schools. The researcher handed in the questionnaires to the
head teachers and they in turn distributed them to their teachers. Then the researcher collected
the questionnaires from the head teachers when they were ready. All head teachers participating
in this research were helpful, supportive and very welcoming. In case they were delays in
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returning the questionnaires, both the researcher and the head of the secondary public schools of
the areas of Larnaka and Famagusta followed up on this. The questionnaires collection period
lasted two months from the beginning of October 2017 until the end of November 2017. In total
1,115 questionnaires were distributed and 517 were completed, representing a 46% response
rate. The town with the highest response rate was Famagusta followed by Larnaka and Nicosia
presented below (Table 3.8). In the data analysis, 5 of the questionnaires were incomplete so they
were withdrawn from the sample as there was missing data.

Table 3.8 Questionnaires Response Rate
No. of Questionnaires
Given

No. of Questionnaires
Answered

Response Rate (%)

Larnaka

735

344

47

Famagusta

170

89

52

Nicosia

210

84

40

1,115

517*

46

Towns

Total

* 5 of 517 were incomplete so they were withdrawn.

The questionnaire data were then collated and analyzed as it is explained in the next section.

3.10 Analysis of Quantitative Data
There were two stages in the analysis of data. In the first stage the researcher entered the data of
all questionnaires online in a program called ‘freeonline surveys’ and then she exported the
results in a chart format and in excel format respectively (Appendix G). In the second stage, the
researcher recorded all the data in the SPSS program in order to import them in the AMOS 21
program. Cronbach’s alpha was also calculated to determine the internal reliability of the
questionnaire items.
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3.10.1 SEM and CFA
Following the uploading of data in the model in AMOS, the measurement model of latent
constructs had to be validated. The validating procedure is called Confirmatory Factor Analysis
(CFA). The CFA method has the ability to assess the Unidimensionality, Validity and Reliability
of a latent construct (Awang, 2015). The researcher had to perform CFA for all latent constructs
involved in this study before modeling their inter-relationship in a structural model (SEM).
Unidimensionality assessment took place first prior to assessing Validity and Reliability.
With CFA, any item that does not fit the measurement model due to low factor loading should be
removed from the model. The fitness of a measurement model is indicated through certain Fit
Indices already discussed in section 3.8.1.6. However, the items deletion should not exceed 20%
of total items in a model. Otherwise the particular construct itself is deemed to be invalid since it
failed the ‘confirmatory’ itself. The researcher has a choice either to run the CFA for every
measurement model separately or run the pooled measurement model at once. However, the
CFA for pooled measurement model is more efficient and highly suggested (Awang, 2015). For
this reason, in this study the researcher has used this procedure for assessing the measurement
model of latent constructs.
As Unidimensionality assessment should be made first before assessing Validity and Reliability,
the researcher in order to ensure unidimensionality of a measurement model, deleted any item
with a low factor loading. For newly developed items, the factor loading for every item should
exceed 0.5 and for established items, the factor loading for every item should be 0.6 or higher.
The deletion should be made one item at a time with the lowest factor loading item to be deleted
first. Unidimensionality also requires all factor loadings to be positive (Awang, 2015). Following
this, the researcher after an item was deleted, run the new measurement model. This process
continued until the unidimensionality requirement was achieved. After this, the researcher
ensured that the measurement model met Convergent Validity, Construct Validity and
Discriminant Validity discussed in section 3.8.1.6. After that, the assessment of reliability of the
measurement model took place, making sure that the measurement model met Internal
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Reliability, Composite Reliability and Average Variance Extracted explained in section 3.8.2.4
above.
Overall, according to Awang (2015) there are ten steps in running the Confirmatory Factor
Analysis (CFA) and these are the steps that the researcher followed in this study:
1. Run the CFA for the pooled measurement model.
2. Examine the Fitness Indexes obtained for the measurement model. If the indexes
obtained do not achieve the required level, then examine the factor loading for every
item. Identify the item having low factor loading.
3. Delete an item having factor loading less than 0.6 as mentioned above (Any item having
a factor loading less than 0.6 and an R² less than 0.4 should be deleted from the
measurement model).
4. Delete one item at a time (select the lowest factor loading to delete first).
5. Run this new measurement model (the model after an item is deleted).
6. Examine the Fitness Indexes – repeat step 3-5 until the fitness indexes achieved.
7. If the Fitness Index is still not achieved after low factor loading items have been
removed, look at the Modification Indices (MI).
8. High value of MI (above 15) indicates there are redundant items in the model (the MI
indicate a pair of items which is redundant in the model). In order to solve this problem,
the researcher has two choices: (1) Choice 1: Delete one of the item with the lower
factorloading and run the measurement model and repeat the above steps; (2) Choice 2:
Set the pair of redundant item as ‘free parameter estimate’ and run the measurement
model and repeat the above steps.
9. Obtain the Cronbach’s Alpha, CR and AVE for every construct in the study.
10. Report the normality assessment for remaining items of a construct in the study.
Following the above steps, the researcher had to delete various items from the model and set
various pairs as ‘free parameter estimate’ in order for the final model to meet all the
requirements of unidimensionality, validity and reliability. Once this was achieved, the final
model was run to record the results.
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3.10.2 Modification Indices (MI)
In case the fit of the model is not adequate, it has become common practice among researchers to
modify the model by deleting parameters that are not significant and adding parameters that
improve the fit. To assist in this process, most SEM software can compute modification indices
for each fixed parameter (The statistical test used is called a Lagrange multiplier test and most
programs use the term ‘modification index’ for this such as in AMOS). The value of a given
modification index is the minimum amount that the chi-square statistic is expected to decrease if
the corresponding parameter is freed. Researchers often use this information to conduct a
sequence of model modifications. At each step a parameter is freed that produces the largest
improvement in fit and this process is continued until an adequate fit is reached. Overall, the
advice is to apply modification indices only when there is a theoretical justification for them
(Hox & Bechger, 1998). In this research study, Modification Indices (MI) were applied and some
of the original items were deleted completely and some others were set as pair of free parameter
estimate. Care was given to the theory behind the items deleted and those set as pair of free
parameter estimate. The researcher ensured that the theory was considered when amendments
were done to the original structural model.

3.11 Methodological Limitations
This final section briefly considers some methodological limitations in this study. Firstly, the
questionnaire method has known limitations explained in section 3.5.1. Adopting a mixedmethod approach to data collection could have helped to overcome the problems of a single
method as using multiple techniques can diminish the limitations of individual methods and it is
worth considering for future research. A bigger sample of data including secondary high schools
of other towns of Cyprus such as schools in Paphos and Limassol would have increased the
accuracy and generalizability of the current results. Unfortunately, due to the reluctance of head
teachers to allocate the questionnaires to the teachers and the negative attitude of the teachers
towards answering the questionnaires, it was difficult to compile a bigger sample. Nevertheless,
the sample collected was representative of the research population and it was enough to run the
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SEM model. Language barrier was another limitation regarding this research study. As the
participant’s first language was Greek, the questionnaire had to be translated from English to
Greek. Although, the researcher matched the meanings of the questionnaires and ensured
accuracy, it is possible that the translated questionnaire was not exactly identical to the original,
given the structural and idiomatic differences between English and Greek.
Furthermore, there are various limitations regarding the use of SEM. First, SEM can establish
evidence of covariation through the tests of relationships represented by a model but it cannot, as
a rule, demonstrate that cause occurred before the effect because cross-sectional data are most
often used. Second, theoretical support can only be supplied through reason and empirical
findings alone cannot render a sensible relationship. For this reason SEM can be useful in
establishing causality but simply using SEM on any given data does not mean that causal
inferences can be established (Hair et.al, 2014,p. 590). Third, there is a great controversy about
Fit Indices. According to Kenny (2011) some researchers do not believe that fit indices add
anything to the analysis and only the chi square should be interpreted. The worry is that fit
indices allow researchers to claim that a mispecified model is not a bad model. Also problematic
is the ‘cherry picking’ fit index where according to Kenny (2011) the researcher picks the one
index that allows him/her to make his/her point. For this reason, if the researcher decides not to
report a popular index, a good reason must be given why this has happened. In this study
although the researcher avoided ‘cherry picking’ fit index, nevertheless consideration needed to
be made regarding fit indices and a mispecified model.
Fourth, according to Hermida (2015), the practice of Modification indices is problematic because
by allowing measurement errors to correlate in structural equation models based on post hoc
modifications the following problems occur: (a) it allows researchers to achieve good fit
statistics despite of omitting relevant variables from their models. As a result of these
correlations, the fit of the model improves but the understanding of the phenomenon in question
does not; (b) significant correlations are likely to be due to sampling error. Grant (1996) as cited
in Hermida (2015) found that changing a hypothesized model to allow measurement errors to
correlate based on specification search recommendations improved model fit in an initial sample,
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but failed to hold in cross-validation samples; and (c) this practice may bias parameter estimates
of both the measurement and the structural model. Even when correlated measurement errors do
not significantly change parameter estimates of a measurement or structural model, they can still
mask the underlying structure of modeled relationships (Hermida, 2015).
Fifth, one area of poor practices involves the number of items per construct. A common mistake
is to reduce the number of items per construct to only two or three. Although by doing so may
improve model fit by reducing the total number of indicators and even improve the reliability of
the construct, it very likely diminishes its theoretical domain and validity(Hair et.al, 2014). To
avoid this problem the researcher in this study combined the items of Education Process (EP)
and those of Internal Customer Segmentation (ICS) together and made a new construct named
EPICS.
Sixth, poor practice is to assess measurement model fit through a separate analysis for each
construct instead of analysis for the entire model (Hair et.al, 2014). For this reason, the
researcher ensured an analysis of the entire model. Concluding, the researcher considered all the
above limitations of SEM and she engaged in this practice based on available guidelines and
justifications, ensuring avoidance of misguided conclusions from the structural equation model
which could possibly has acceptable fit statistics due to estimations among measurement errors.

3.12 Conclusion
In this chapter, the research strategy and methods have been explained in detail. Specifically, at
the beginning the aims and research questions of this study were explained; then the explanation
of the conceptual models construction and the SEM models were followed; after that the research
and data collection methodology, in view of the ethical consideration and the reliability and
validity of this study were discussed; the study questionnaire and the measurement and structural
model used were analyzed; and in detail the sampling method, the questionnaire administration
and the analysis of quantitative data collected using CFA and MI were explained; moreover the
researcher discussed thoroughly the methodological procedure carried out in this research.
Finally, the researcher reflected carefully the methodological limitations of the study ensuring
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their careful consideration for future research studies. The following chapter analyzes the
quantitative findings obtained from the questionnaire data and the running of the SEM models.
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4.1 Introduction
This chapter firstly presents an analysis of demographic data collected by the questionnaires and
then it analyses and discusses the results of the SEM model carried out in this study. It is divided
into six sections. Section 4.2 reproduces the aims of the study and the research questions, and
then sections 4.3 and 4.4 explain the questionnaire response rate and the demographic
characteristics of the sample collected respectively. These are followed by Section 4.5 that
investigates both the validity and reliability of Model A: Internal Marketing (IM) strategies and
School Effectiveness and that of Model B: IM strategies, School Organizational culture and
School Effectiveness. Section 4.6 analyzes the results of both Models. It concludes with Section
4.7, the discussion and evaluation of the results.

4.2 Study Aims and Research Questions
As it was explained in the chapter of methodology, the aim of this study is to investigate the
extent that Internal Marketing (IM) strategies exist in secondary public schools in Cyprus,
whether these strategies influence the public schools’ organizational culture and the extent that
this school culture acts as a mediator between the IM strategies and the public schools’
effectiveness. The direct relationship between IM strategies and secondary public schools’
effectiveness is also investigated.
The research questions that are addressed therefore in this research study are as follows:


To what extent are IM strategies applied in public secondary education?



What is the effect that IM strategies have on the public schools’ organizational
culture?



To what extent IM strategies influence the public schools’ effectiveness through the
public schools’ organizational culture?



What is the direct effect of IM strategies on the school effectiveness?
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4.3 Response rate
As it was stated in Section 3.9.4 of chapter 3, overall 1,115 questionnaires were distributed in
this research study of which 517 were completed and collected, representing a 46% response
rate. The town with the highest response rate was Famagusta with a 52% response rate as 170
questionnaires were distributed and 89 questionnaires were returned. Although in Larnaka much
more questionnaires were distributed (735 questionnaires), only 344 questionnaires were
completed resulting to a response rate of 47%. Nicosia had the lowest response rate (40%) as of
the 210 questionnaires distributed, only 84 questionnaires were completed (Table 4.1). In the
data analysis, 5 of the questionnaires were incomplete so they were withdrawn from the sample
as there was missing data. As a result, the total sample of questionnaires used for SEM analysis
was 512 questionnaires.
Table 4.1 Questionnaires Response Rate
Towns

No. of Questionnaires
Given

No. of Questionnaires
Answered

Response Rate
(%)

Larnaka

735

344

47

Famagusta

170

89

52

Nicosia

210

84

40

1,115

517*

46

Total

* 5 of 517 were incomplete so they were withdrawn.

In the area of Larnaca, the questionnaires were distributed to 18 Gymnasiums and Lyceums of
which the school with the highest number of questionnaires answered was the Livadhion
Lyceum (27 questionnaires) and the school with the lowest numbers of questionnaires answered
was the Gymnasium of Xylofagou (9 questionnaires). The schools in the area of Larnaca that
participated in this study were the following: Lyceum Aradippou, Gymnasium Aradippou,
Pancyprian Lyceum, Lyceum Ayios Georgios, Lyceum Livadhion, Gymansium Livadhion,
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Evriviadhio Gymnasium, Lyceum Vergina, Gymnasium and Lyceum Lefkaron, Gymnasium
Faneromenis, Gymnasium Athienou, Gymnasium Verginas, Gymansium Drosias, Gymnasium
Kitiou, Gymnasium Xylotimbou, Gymnasium Xylofagou and Gymansium Petraki Kyprianou
(see Appendix C).
Regarding the Famagusta area, 5 Gymnasiums and Lyceums participated in the study and these
included: Lyceum Kokkinochorion Fotis Pittas, Gymnasium Erinis and Eleftherias (Derinia),
Gymnasium Kokkinochorion, Gymnasium Paralimniou and Lyceum Paralimniou. The school
with the highest return in answering the questionnaires was the Lyceum Kokinochorion Fotis
Pittas (38 questionnaires) and the school with the lowest return was the Gymnasium Erinis and
Eleftherias (Derinia) (14 questionnaires) (see Appendix C).
Last but not least, 5 schools from the Nicosia area also participated in this research study. These
5 Gymnasiums and Lyceums are the Lyceum Latsion, Gymnasium Anthoupolis, Gymnasium
Agiou Stylianou, Lyceum Idaliou and Lyceum Acropolis. The school with the highest response
rate was the Lyceum Idaliou and the one with the lowest was the Gymnasium Anthoupolis (see
Appendix C).
Overall, the sample consisted of 17 Gymnasiums and 11 Lyceums from the towns of Larnaka,
Famagusta and Nicosia. Altogether there were 28 schools of secondary public education
participated in this research study.

4.4 Demographic characteristics of the sample
Regarding the demographics of the teachers investigated, of the 512 responses, 70% are female
teachers while 30% are male. From those 71% are between the ages of 40-59 years old and 24%
are between the ages of 30-39 years old, 1% between the ages of 22-29 years old and 4% at the
age of 60 years old and above.
All of them have a Bachelor’s degree while 48% have a Master’s degree and only 3% have a
PhD. In addition, 50% have only a Bachelor’s degree. Furthermore, 92% of the teachers are on
full-time employment, only 6% are part-timers and 2% replacement teachers. Most of the
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respondents have 10-20 years of experience (48%) while 22% have 1-10 years of experience and
30% have 20 and above years of experience.
In this sample, 49% are teachers, 33% head of departments, 16% assistants to the principal and
1% principals. The majority of the respondents 73% have an annual income of more than
€24,000 and only 27% have an annual income below €24,000 (See Appendix G).

4.5 Reliability and Validity of the SEM Model achieved
The Structural Equation Modelling (SEM)10 and a confirmatory modeling strategy using AMOS
21 software were used to investigate this research study. After using Confirmatory Factor
Analysis (CFA)11 to remove the latent constructs that did not fit the measurement model to
ensure unidimensionality without exceeding total items deletion of 20%, validity and reliability
of all constructs were investigated. Three types of validity were tested for both Model A and
Model B: (1) Convergent validity (2) Construct Validity and (3) Discriminant Validity. For
Convergent validity the Average Variance Extracted (AVE) for every construct was verified to
be 0.5 or higher and for Construct Validity the Fitness Indexes for the constructs of the model
were tested. To test for Discriminant Validity, the measurement model was tested if it was free
from redundant items. Items redundancy can be found through a discrepancy measure called
Modification Indices (MI)12 in AMOS, where items with high value of MI were deleted as they
were redundant and run the measurement model again or some redundant pairs were constrained
as “free parameter estimate”. Regarding the assessment of reliability a commonly used measure
10

SEM is a confirmatory method providing a comprehensive means for validating the measurement model of latent constructs.
This validating procedure is called Confirmatory Factor Analysis (CFA) and it has the ability to assess the Unidimensionality,
Validity and Reliability of a latent construct (Awang Z., 2015).
11

Factors that did not fit the measurement model due to low factor loading (for a newly developed items, the factor loading for
every item should exceed 0.5 and for an established item should be 0.6 or higher) have been removed from the model. This
approach ensures unidimensionality of this model. Furthermore, unidimensionality requires all factor loadings to be positive.
However, the items deletion should not exceed 20% of the total items in the model (Awang Z., 2015).
12

Items redundancy can be found through a discrepancy measure called Modification Indices (MI). High value of MI indicates
that the respective items are redundant and could be deleted. Furthermore, the correlation between exogenous constructs should
not exceed 0.85 as it indicates that the constructs are redundant or have serious multicollinearity problem (Awang Z., 2015).
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is internal consistency which is based on two diagnostic measures: (1) Composite Reliability and
(2) Average Variance Extracted (Hair et al., 2014).

4.5.1 Reliability and Validity of Model A: IM strategies and School Effectiveness
Based on the above criteria each of the constructs measuring Internal Marketing (IM) practices
and School Effectiveness were evaluated separately. Firstly, discriminant Validity was achieved
for RD, HRM and EPICS as well as for ELS, SV, ET and ES as all redundant items were deleted
or constrained as ‘free parameter’. Due to Modification Indices (MI), some items have been set
as pair of redundant items as “free parameter estimate’’ called covariance. Table 4.2, below,
provides information regarding covariance of the constructs in the model.
Table 4.2. Covariances of Model A
Covariances

Estimate

SE

CR

P

P-value

ELSe9-ELSe8

0.448

0.072

6.231

***

significant

ELSe1-ELSe2

0.583

0.076

7.626

***

significant

ELSe3-ELSe6

-0.319

0.7

-4.563

***

significant

ELSe3-ELSe2

0.322

0.054

5.923

***

significant

ELSe3-ELSe1

0.383

0.069

5.593

***

significant

ELSe8-ELSe2

-0.154

0.046

-3.32

***

significant

ELSe3-ELSe4

0.222

0.071

3.14

0.002

not significant

ELSe1-ELSe6

0.131

0.049

2.665

0.008

not significant

ELSe3-ELSe6

-0.156

0.092

-1.685

0.092

not significant

SVe2-SVe1

0.324

0.106

3.069

0.002

not significant

ETe2-ETe1

0.654

0.086

7.568

***

significant

ETe3-ETe2

0.633

0.116

5.451

***

significant

ETe1-ETe5

0.403

0.08

5.063

***

significant

ETe7-ETe3

-0.417

0.103

-4.05

***

significant

ETe3-ETe1

0.282

0.102

2.754

0.006

not significant

ETe4-ETe2

0.133

0.073

1.825

0.068

not significant

ETe9-ETe1

-0.188

0.078

-2.422

0.015

not significant

ETe9-ETe6

-0.205

0.11

-1.874

0.061

not significant

ETe2-ETe5

-0.554

0.086

-6.433

***

ETe1-ETe5

-0.298

0.1

-2.979

0.003

ELSe8-ETe4

-0.275

0.069

-3.988

***

significant
not significant
significant
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RDe4-RDe2

0.203

0.055

3.693

***

significant

RDe7-RDe4

0.281

0.065

4.344

***

significant

EPICSe5-EPICSe4

1.462

0.146

9.999

***

significant

EPICSe3-EPICSe5

0.117

0.078

1.491

0.136

RDe7-HRMe8

-0.215

0.059

-3.629

***

significant

RDe7-IM

0.369

0.05

7.311

***

significant

HRMe2-HRMe1

-0.372

0.13

-2.857

0.004

HRMe1-EPICSe6

0.819

0.146

5.592

***

significant

SVe3-SVe4

1.736

0.22

7.886

***

significant

SVe1-SVe3

0.436

0.128

3.417

***

significant

HRMe3-EPICSe2

-0.207

0.08

-2.584

0.01

not significant

HRMe5-HRMe6

0.798

0.201

3.982

***

significant

ELSe6-SVe4

0.606

0.156

3.892

***

significant

RDe7-RDe6

0.13

0.071

1.841

0.066

not significant

not significant

not significant

Secondly, to test for the reliability and convergent validity of the above constructs two measures
were used: (1) Average Variance Extracted (AVE = Σλ²/n (AVE>0.50)) and (2) Composite
Reliability (CR) = (Σλ)²/ (Σλ)² +(Σε) (CR>0.70) (Hair et al., 2014,p.619) . Tables 4.8 and 4.9 in
section 4.6.1 show the relevant CR and AVE values where all constructs in the model have
Composite Reliability as their CR˃0.70 and Convergent Validity as their AVE>0.50.
For Construct Validity testing, the Fitness Indexes for the constructs were investigated. At Table
4.3, the Fitness Indexes of RMSEA (absolute fit), CFI, TLI (incremental fit) and Chisq/df
(parsimonious fit) are tabulated. In the final model the three categories of model fit: absolute fit,
incremental fit and parsimonious fit are achieved, proving that construct validity is achieved for
all the constructs in the model. Overall, referring to Tables 4.3, 4.8 and 4.9, all constructs of the
final model are reliable and valid and therefore the final model meets all the tests of fit.
Table 4.3 The Final Values of Fit Indices of Model A
Achieved Fit Indices

Final IM to School Effectiveness model
Level of acceptance

CMIN/DF χ2/df

RMSEA

2,508

0,054

Chi-Square/df<3.0

RMSEA<0.08

TLI

CFI

0,905

0,917

TLI>0.90

CFI>0.90
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4.5.1.1 The Final Model A
As depicted below, the final conceptual Model A shows that there is a significant positive
relationship between Internal Marketing (IM) and School Effectiveness (SE). IM in the public
secondary schools positively affects the SE of these schools. At Tables 4.8 and 4.9 in section
4.6.1, the standard loadings / actual beta values, the standard errors (SE), the critical ratio, the
Composite Reliability (CR), the Average Variance Extracted (AVE) and the probability value (pvalue<0.05) are shown for each construct in the final model. The complete final model is shown
in Figure 4.3 in section 4.6.1.

Figure 4.1 The Final Model A with factor loadings

EPICS

4.848
1.00

RD
3.259

HRM

FINAL CONCEPTUAL MODEL WITH FACTOR LOADINGS
3.361

IM

1.376

SE
0.932

1.007

ELS

SV

1.00

ET

ES

* *IM: Internal Marketing; EPICS: Education Process and Internal Customer Segmentation Strategies; RD: Relationship
Development Strategies; HRM: Human Resource Management Strategies; SE: School Effectiveness; ELS: Effective
Leadership; SV: School Environment; ET: Effective Teaching; ES: Effective School Support from Parents.
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4.5.2 Reliability and Validity of Model B: IM strategies, Organizational Culture
and School Effectiveness
Based on the above criteria each of the constructs measuring Internal Marketing (IM) practices,
Organizational Culture (OC) and School Effectiveness (SE) respectively have been evaluated
separately to ensure validity and reliability of Model B. Firstly, discriminant Validity is achieved
for all constructs as all redundant items have been deleted or constrained as ‘free parameter’.
Due to Modification Indices (MI), some items have been set as pair of redundant items as “free
parameter estimate’’ called covariance. Table 4.4, below, provides information regarding
covariance of the constructs in the model.
Table 4.4. Covariances of Model B
Covariances

Estimate

SE

CR

P

p-value

IVCe3-IVCe2

0.134

0.109

1.236

0.217

IVCe5-IVCe2

-0.35

0.09

-3.872

***

significant

IVCe2-IVCe1

1.293

0.156

8.269

***

significant

IVCe3-IVCe1

0.34

0.089

3.809

***

significant

IVCe5- UAe1

0.213

0.057

3.735

***

significant

2.542

0.252

10.085

***

significant

LCe6-LCe7

0.477

0.057

8.317

***

significant

LCe3-LCe4

0.291

0.047

6.158

***

significant

LCe2-LCe3

0.159

0.038

4.153

***

significant

TCe3-TCe4

0.691

0.117

5.934

***

significant

LCe1-LCe2

0.195

0.05

3.915

***

significant

ELSe9-ELSe8

0.457

0.071

6.402

***

significant

ELSe2 - ELSe1

0.562

0.075

7.524

***

significant

ELSe6-ELSe3

-0.32

0.07

-4.597

***

significant

ELSe3-ELSe2

0.309

0.053

5.833

***

significant

ELSe3-ELSe1

0.372

0.067

5.515

***

significant

ELSe8- ELSe2

-0.159

0.046

-3.466

***

significant

IVC Covariances
not significant

UA Covariances
UAe3-UAe4
LC Covariances

ELS Covariances
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ELSe3-ELSe4

0.225

0.071

3.188

0.001

not significant

ELSe3- ELSe5

0.134

ELSe6-ELSe1

-0.16

0.049

2.74

0.006

not significant

0.092

-1.743

0.081

not significant

ELSe6-SVe4

0.62

0.156

3.981

***

significant

ELSe8-ETe4

-0.278

0.069

-4.045

***

significant

SVe2-SVe1

0.323

0.105

3.066

0.002

SVe3-SVe4

1.777

0.222

8.012

***

significant

SVe1-SVe3

0.456

0.128

3.565

***

significant

ETe2-ETe1

0.659

0.087

7.6

***

significant

ETe3-ETe2

0.644

0.117

5.52

***

significant

ETe5-ETe1

0.41

0.08

5.116

***

significant

ETe6-ETe3

-0.412

0.103

-4.003

***

significant

ETe3-ETe1

0.289

0.103

2.815

0.005

not significant

ETe4-ETe2

0.134

0.073

1.845

0.065

not significant

ETe9-ETe1

-0.187

0.078

-2.407

0.016

not significant

ETe9-ETe7

-0.217

0.109

-1.984

0.047

not significant

ESe2-ESe5

-0.555

0.087

-6.391

***

ESe1-ESe5

-0.3

0.101

-2.978

0.003

RDe7-RDe5

0.21

0.054

3.865

***

significant

RDe13-RDe7

0.251

0.062

4.061

***

significant

RDe13-RDe9

0.089

0.067

1.317

0.188

RDe13-HRMe16

-0.201

0.056

-3.597

***

significant

RDe13-IM

0.365

0.052

7.017

***

significant

EPICSe3-EPICSe5

0.103

0.078

1.319

0.187

EPICSe5-EPICSe4

1.435

0.145

9.906

***

significant

HRMe9-HRMe11

0.803

0.201

4.004

***

significant

HRMe7-EPICSe2

-0.193

0.08

-2.413

0.016

not significant

HRMe6-HRMe4

-0.422

0.131

-3.22

0.001

not significant

0.68

0.139

4.875

***

SV Covariances
not significant

ET Covariances

ES Covariances
significant
not significant

RD Covariances

not significant

EPICS Covariances
not significant

HRM Covariances

HRMe4-EPICSe17

significant

In order to test for reliability and convergent validity of all constructs in Model B two measures
have been also applied: (1) Average Variance Extracted (AVE) = Σλ²/n (AVE>0.50 and it
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indicates the reliability of the measurement model in measuring the construct and convergent
validity) and (2) Composite Reliability (CR) = (Σλ)²/ (Σλ)² +(Σε) (CR is achieved when all CR
values exceed 0.60). Looking at the results of tables 4.5 and 4.6 and based on the above two
criteria all constructs are reliable and have convergent validity.
Table 4.5 AVE and CR of Internal Marketing and Organizational Culture variables (Model B)
MODEL CONSTRUCTS
No.

Question
Items

FINAL
Item Wordings

INTERNAL MARKETING (IM) TO ORGANIZATIONAL CULTURE (OC)
INTERNAL MARKETING (IM) TO RELATIONSHIP DEVELOPMENT (RD)
RDe4
RDe5
RDe6
RDe7
RDe8
RDe9

11.1RD
11.2RD
11.3RD
11.4RD
11.5RD
11.6RD

RDe13

13.2RD

Staff meetings
Newsletters
Oral briefing from headmaster or HOD
School notice boards announcements
Emails to/from administration, colleagues
Face to face communication headmaster,
colleagues
Feelings of teachers towards school
management, cared by management

Final
Standard
loadings/
actual beta
values

SE

CR

P

pvalue<0.05

5.77

0.962

5.993

***

significant

1
2.664
2.766
2.618
2.405
2.232
2.293

0.442
0.457
0.432
0.393
0.447
0.385

6.033
6.051
6.063
6.119
4.996
5.956

***
***
***
***
***
***

1

significant
significant
significant
significant
significant
significant
not significant

INTERNAL MARKETING (IM) TO HUMAN RESOURCE MANAGEMENT
(HRM)

3.377

0.628

5.376

***

significant

HRM4
HRM5
HRM6

B14.4HRM
B15.1HRM
B15.2HRM

1
1.077
1.835

_
0.105
0.142

_
10.287
12.961

***
***

not significant
significant
significant

HRM7
HRM8
HRM9
HRM11

B15.3HRM
B15.4HRM
B16HRM
B18HRM

1.801
1.763
1.003
0.722

0.13
0.13
0.097
0.09

13.823
13.515
10.384
8.04

***
***
***
***

significant
significant
significant
significant

AVE & COMPOSITE RELIABILITY OF HUMAN RESOURCE MANAGEMENT (HRM)
INTERNAL MARKETING (IM) TO EDUCATION PROCESS AND INTERNAL
CUSTOMER SEGMENTATION (EPICS)

5.071

0.878

5.772

***

significant

EPICS1
EPICS2

B19.1EP
B19.2EP

1.051
1.011

0.05
0.049

21.035
20.779

***
***

significant
significant

EPICS3

B19.3EP

0.94

0.043

21.859

***

significant

EPICS4

B20.1CS

0.889

0.03

30.07

***

significant

EPICS5

B20.2CS

1

_

_

Education process Strategies- Quality circles
Education process Strategies- Reporting new
evaluation methods and agreement with trade
unions
Education process Strategies- Upgrading new
methods of teaching
Segmentation strategies- different motivational
strategies to different group of teachers
Segmentation strategies- Support diversity in
teachers

IVCe1

C22.1IVC

Individualism Vs Collectivism: Feelings of selffulfillment prevails among teachers in the school

5.518

1.143

1.915

1.076

0.96

0.992

not significant

AVE & COMPOSITE RELIABILITY OF EDUCATION PROCESS AND INTERNAL CUSTOMER SEGMENTATION (EPICS)
ORGANIZATIONAL CULTURE (OC) TO INDIVIDUALISM Vs COLLECTIVISM
(IVC)

Composite
Reliability

not significant

AVE & COMPOSITE RELIABILITY OF RELATIONSHIP DEVELOPMENT (RD)

Expand career paths (training and promotion)
Financial incentives (cash, bonuses)
Non-financial incentives (awards, recognition
progress, management support)
Empowerment strategies
Audit teachers' satisfaction
Resource availability for teaching
Effective recruitment and selection procedures

AVE

0.905

0.04

22.632

***

significant

0.7

0.042

16.486

***

significant
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IVCe2

C22.2IVC

IVCe3

C22.3IVC

IVCe4

C22.4IVC

IVCe5

C22.5IVC

Individualism Vs Collectivism: There is a feeling
of job satisfaction due to the adoption of a
proper financial and moral incentive system
Individualism Vs Collectivism: There is a climate
of cooperation and teamwork at the
school/Participation and collaboration
Individualism Vs Collectivism: School
administration tries to achieve a balance
between the needs of employees and the needs
of the school (Bureaucratic rationality)
Individualism Vs Collectivism: There is a close
relationship between teachers and teachers
with principal/There is a sense of communitythe school is a family for all its members

0.791

0.054

14.574

***

significant

0.859

0.035

24.438

***

significant

0.999

0.034

29.483

***

significant

1

_

_

***

not significant

AVE & COMPOSITE RELIABILITY OF INDIVIDUALISM Vs COLLECTIVISM (IVC)
ORGANIZATIONAL CULTURE (OC) TO UNCERTAINTY AVOIDANCE (UA)
UAe1

C23.1UA

UAe2

C23.2UA

UAe3

C23.3UA

UAe4

C23.4UA

Uncertainty avoidance : School's organizational
climate helps in providing reassurance and
sense of security and stability of teachers
Uncertainty avoidance : Teachers' have feelings
of pride and belonging to the school and they
have a strong belief and acceptance of the
school's goals and values exerting considerable
effort on behalf of the school
Uncertainty avoidance : The degree of teachers
facing an unknown future
Uncertainty avoidance : The degree to which
teachers feel threatened because of being in
ambiguous situations

0.973

0.04

24.125

***

1

LCe1

C25.1LC

LCe2

C25.2LC

LCe3

C25.3LC

LCe4

C25.4LC

LCe6

C25.6LC

LCe7

C25.7LC

Learning Culture: The school creates continuous
learning opportunities for the
teachers/promotes innovation
Learning Culture: The school promotes inquiry
and dialogue
Learning Culture: The school encourages
collaboration and team learning
Learning Culture: The school empowers people
toward a collective vision
Learning Culture: The school establishes systems
to capture and share learning
Learning Culture: The school provides strategic
leadership for learning

0.033

30.794

***

significant

0.179

0.051

3.531

***

significant

-0.273

0.053

-5.173

***

significant

0.041

24.088

***

1

TCe2

C26.2TC

TCe3

C26.3TC

TCe4

C26.4TC

School Culture: Clan culture - a very pleasant
place to work where people share a lot of
personal information
School Culture: Market culture - a resultoriented culture whose major concern is getting
the job done
School Culture: Adhocracy culture- it is a
dynamic, entrepreneurial and creative place to
work

AVE & COMPOSITE RELIABILITY OF SCHOOL CULTURE (TC)

0.97

0.995

0.86

0.9495

not significant

1.003

0.026

38.393

***

significant

0.929

0.029

31.553

***

significant

1.006

0.03

33.85

***

significant

0.98

0.030

32.688

***

significant

0.986

0.031

31.378

***

significant

1

not
significant

0.948

0.037

25.874

***

significant

0.831

0.034

24.517

***

significant

1

0.65

significant

AVE & COMPOSITE RELIABILITY OF LEARNING CULTURE (LC)
ORGANIZATIONAL CULTURE (OC) TO SCHOOL CULTURE (TC)

0.53

not significant

1.013

0.984

0.95

significant

AVE & COMPOSITE RELIABILTY OF UNCERTAINTY AVOIDANCE (UA)
ORGANIZATIONAL CULTURE (OC) TO LEARNING CULTURE (LC)

0.770

not significant
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Table 4.6.AVE and CR of School Effectiveness variables (Model B)
MODEL CONSTRUCTS
No.

Question
Items

Item Wordings

ORGANIZATIONAL CULTURE (OC) TO SCHOOL EFFECTIVENESS (SE)

FINAL
Final Standard
loadings/
actual beta
values

SE

CR

P

pvalue<0.05

0.6

0.039

15.199

***

significant

SCHOOL EFFECTIVENESS (SE) TO EFFECTIVE LEADERSHIP (ELS)

1.458

0.093

15.626

***

significant

ELSe1

D27.1ELS

0.843

0.038

22.317

***

significant

ELSe2

D27.2ELS

0.88

0.031

28.136

***

significant

ELSe3

D27.3ELS

0.886

0.031

28.322

***

significant

ELSe4

D27.4ELS

0.857

0.044

19.439

***

significant

ELSe5

D27.6ELS

0.96

0.034

28.35

***

significant

ELSe6

D27.7ELS

0.991

0.045

22

***

significant

ELSe7

D27.9ELS

0.973

0.03

31.982

***

significant

ELSe8

D27.10ELS

1.079

0.03

35.412

***

significant

ELSe9

D27.11ELS

1

_

_

Personal and professional relationship with their
head teacher
Regarded the head teachers' vision and the way
they implemented it as important
Teachers appreciate their head teacher
providing them with opportunity for leadership
and continuing professional development (CPD)
and motivation to learn
Teachers consider the head teacher more as a
leader than manager
Principals appraise the performance of teachers
and the amount of time dedicated to
instructional issues during staff meetings,
promoting teachers' learning and development
Teachers are provided with vital resources by
the management for effective teaching
The head teacher ensures an orderly and
supportive environment in which staff can teach
and students can learn
The head teacher plans, coordinates and
evaluates teaching through regular classroom
visits, providing feedback and direct oversight of
curriculum through school-wide coordination
The head teacher establishes learning goals and
expectations involving staff and others in the
process so that there is clarity and consensus

AVE

Composite
Reliability

not significant

AVE & COMPOSITE RELIABILITY OF EFFECTIVE LEADERSHIP (ELS)
SCHOOL EFFECTIVENESS (SE) TO SCHOOL ENVIRONMENT (SV)

0.959

0.076

12.574

***

significant

SVe1
SVe2
SVe3

D28.1SE
D28.5SE
D28.8SE

Level of school discipline
Student safety
Cleanliness in the school

1
0.718
0.812

_
0.061
0.078

_
11.718
10.345

***
***

not significant
significant
significant

SVe4

D28.9SE

1.054

0.094

11.193

***

significant

SVe5

D28.10SE

1.371

0.077

17.712

***

significant

SVe6
SVe7

D28.11SE
D28.12SE

School is in a good state of repair and
maintenance and there are adequate space and
material
A school atmosphere of trust, collegiality and
cooperation
Calm rather than chaotic place to work
Widespread systems of rewards and recognition
for academic and behavior accomplishments

1.386
1.301

0.08
0.094

17.245
13.813

***
***

significant
significant

AVE & COMPOSITE RELIABILITY OF SCHOOL ENVIRONMENT (SV)
SCHOOL EFFECTIVENESS(SE) TO EFFECTIVE TEACHING (ET)

1.015

0.079

12.857

***

significant

ETe1

D29.1ET

0.742

0.058

12.871

***

significant

ETe2

D29.2ET

Proportion of students scoring at high levels on
standardized tests
Proportion of students participating in
extracurricular activities

0.863

0.061

14.158

***

significant

ETe3

D29.3ET

0.914

0.071

12.8

***

significant

ETe4

D29.5ET

0.982

0.062

15.767

***

significant

ETe5

D29.6ET

0.779

0.059

13.202

***

significant

ETe6

D29.8ET

Number of state and national awards won by
students
Feedback provided to tests and exams to
students by teachers
Promotion of critical thinking and designing of
instructional lessons that allow all students to
participate actively in the learning process
Students trust towards the teacher

1.047

0.066

15.97

***

significant

ETe7

D29.9ET

Teachers' satisfaction of their profession

1.207

0.079

15.19

***

significant

ETe8

D29.10ET

Provision of intellectually challenging lessons for
all students in all classes, having high
expectations for students

1.02

0.075

13.634

***

significant

0.891

0.987

1.254

1.0355
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ETe9

D29.12ET

Teaching load is reasonable

1

_

_

not significant

AVE & COMPOSITE RELIABILITY OF EFFECTIVE TEACHING (ET)
SCHOOL EFFECTIVENESS (SE) TO EFFECTIVE SUPPORT FROM PARENTS
(ES)

1

_

_

not significant

ESe1

D30.1ES

1

_

_

not significant

ESe2

D30.2ES

0.995

0.053

18.895

***

significant

ESe3

D30.3ES

0.86

0.057

15.189

***

significant

ESe4

D.30.4ES

1.073

0.052

20.684

***

significant

ESe5

D30.5ES

1.103

0.063

17.459

***

significant

Good communication between parents and
teachers(frequency of teachers calling home to
inform parents)
Support of Parents Association to school
activities
Shared parent-teacher norms vis-à-vis learning
and behavior/ Parental involvement in the
children's learning
The school includes parents in the decision
making roles in the governance of the school
There is trust between teachers and parents

AVE & COMPOSITE RELIABILITY OF EFFECTIVE SUPPORT FROM PARENTS
(ES)

0.922

0.991

1.02

1.004

For Construct Validity testing, the Fitness Indices of each construct have been investigated. At
table 4.7 the Fitness Indices of RMSEA (absolute fit), CFI and TLI (incremental fit) and
Chisq/df (parsimonious fit) are tabulated. Goodness of Fit Index (GFI) and adjusted Goodness of
Fit Index (AGFI) are no longer preferred for model evaluation, since they are likely to
underestimate the fit of more complex models and they are also sensitive to sample size as in this
case (Kula, 2011). Furthermore, as the Chi-square and the p-value are sensitive to sample size,
the chi-square/degree of freedom is used to avoid problems with sample size (Garson, 2009).The
final model meets the three categories of model fit: absolute fit, incremental fit and parsimonious
fit. Construct validity has been achieved for all the variables in the model.
Table 4.7 The Final Values of Fit Indices of Model B
Achieved Fit Indices
CMIN/DF χ2/df

RMSEA

TLI

CFI

Final IM to School Effectiveness model via
Organizational Culture

2.280

0.050

0.903

0.911

Level of acceptance

Chi-Square/df
<3.0

RMSEA<0.08

TLI>0.90

CFI>0.90

Overall, referring to tables 4.4 and 4.5 that include Average Variance extracted (AVE) and
Composite reliability (CR) and table 4.6 that shows the Fit Indices, all constructs of the final
model are reliable and valid. The final model meets all the tests of fit that allows the continuation
of the results’ investigation.
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4.5.2.1 The Final Model B
The final Model B shown in Figures 4.2 and 4.4 reveals that there is a positive significant
relationship of Internal Marketing strategies to the organizational culture of the public schools
(b-value= 5.77). At the same time there is a positive relationship between the schools’
organizational culture and school effectiveness (b-value = 0.60). This supports that Internal
Marketing strategies influence positively the schools’ organizational culture which in turn results
to school effectiveness.
Figure 4.2 The Final Model B with factor loadings

**IM: Internal Marketing; EPICS: Education Process and Internal Customer Segmentation Strategies; RD: Relationship Development
Strategies; HRM: Human Resource Management Strategies; IVC: Individualism Vs Collectivism; UA: Uncertainty Avoidance; LC: Learning
culture; TC: Type of culture; SE: School Effectiveness; ELS: Effective Leadership; SV: School Environment; ET: Effective Teaching; ES:
Effective School Support from Parents.
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4.6 Results of the SEM Models
4.6.1 Results of Model A: IM strategies and School Effectiveness
Internal Marketing (IM) significantly and positively affects school effectiveness as the b-value of
IM to SE (Table 4.8) is 3.361 in Model A. The p-value is significant in the model creating a
positive relationship between the two. This finding is consistent to the findings of Huang and
Wang (2016) that school internal marketing impacts teachers’ satisfaction and school
effectiveness and the findings of Chang and Huang (2016) that interactive marketing has positive
and significant influence on both value co-creation and school effectiveness. All components of
IM (Relationship Development (RD), Human Resource Management (HRM) and Education
Process and Internal Customer Segmentation (EPICS)) with the most central to be EPICS
(b=4.848) and the least one to be Relationship Development (RD) (b=1) are positively related to
IM. Based on this, it could be argued that some Internal Marketing strategies exist in public
schools although teachers are not aware of the Internal Marketing concept. Hence, there is room
for improvement to the application of these strategies in the public secondary schools. A similar
case was found in a study by Logaj V. and Trnavčevič A. (2006) in Slovenian schools where the
concept of Internal Marketing was unknown to the participants in the study, but its philosophy
and focus were present in the schools.
Table 4.8 Overall Analysis of Measurement Model A– Internal Marketing Constructs
No.

MODEL CONSTRUCTS
Question
Item Wordings
Items

INTERNAL MARKETING (IM) TO SCHOOL EFFECTIVENESS (SE)
INTERNAL MARKETING (IM) TO RELATIONSHIP
DEVELOPMENT (RD)
RDe1
11.1RD
Staff meetings
RDe2
11.2RD
Newsletters
RDe3
11.3RD
Oral briefing from headmaster or
HOD
RDe4
11.4RD
School notice boards
announcements
RDe5
11.5RD
Emails to/from administration,
colleagues
RDe6
11.6RD
Face to face communication
headmaster, colleagues

FINAL
Final Standard
loadings/ actual
beta values
3.361

SE

CR

P

0.569

5.905

significant

1
2.453
2.594
2.462

0.402
0.422
0.4

6.099
6.143
6.158

not
significant
significant
significant
significant

2.26

0.363

6.227

significant

2.108

0.417

5.06

significant

2.14

0.353

6.069

significant

AVE

4.848

Composite
Reliability

1.136

226

RDe7

13.2RD

Feelings of teachers towards school
management, cared by
management
INTERNAL MARKETING (IM) TO HUMAN RESOURCE
MANAGEMENT (HRM)
HRMe1
B14.4HRM
Expand career paths (training and
promotion)
HRMe7
B15.1HRM
Financial incentives (cash, bonuses)
HRMe2
B15.2HRM
Non-financial incentives (awards,
recognition progress, management
support)
HRMe3
B15.3HRM
Empowerment strategies
HRMe4
B15.4HRM
Audit teachers' satisfaction
HRMe5
B16HRM
Resource availability for teaching
HRMe6
B18HRM
Effective recruitment and selection
procedures
INTERNAL MARKETING (IM) TO EDUCATION PROCESS AND
INTERNAL CUSTOMER SEGMENTATION (EPICS)
EPe1
B19.1EP
Education process StrategiesQuality circles
EPe2
B19.2EP
Education process StrategiesReporting new evaluation methods
and agreement with trade unions
EPe3
B19.3EP
Education process StrategiesUpgrading new methods of
teaching
ICSe4
B20.1CS
Segmentation strategies- different
motivational strategies to different
group of teachers
ICSe5
B20.2CS
Segmentation strategies- Support
diversity in teachers

1

not significant

3.259

0.592

5.509

significant

1

_

_

1.102
1.87

0.108
0.146

10.193
12.767

significant
significant

1.833
1.796
1.02
0.739

0.136
0.136
0.1
0.092

13.516
13.235
10.239
8.01

significant
significant
significant
significant

4.848

0.81

5.988

significant

1.057

0.051

20.917

significant

1.021

0.049

20.766

significant

0.944

0.043

21.791

significant

0.891

0.03

30.005

significant

1

_

_

1.983

1.06

0.968

0.993

not significant

not significant

Important strategies under Relationship Development (RD) in secondary schools that greatly
affect school effectiveness include: “staff meetings” (b=2.453); “newsletters” (b=2.594); “oral
briefing from Head teacher or HOD” (b=2.462); “school noticeboard announcements”
(b=2.26); “emails to/from administration and colleagues” (b=2.108); and “face-to-face
communication with Head teacher and colleagues” (b=2.14). Due to the bureaucratic culture of
the public schools, there is greater use of staff meetings, newsletters and school noticeboard
announcements rather than emails and face-to- face communication that Internal Marketing
philosophy gives greater weight. Communication under Relationship Development (RD) plays
an important role in Internal Marketing strategies as through communication the school builds a
channel to transmit clearly its mission and goals and through this the teachers can provide their
feedback regarding various matters of the school. One could therefore argue that through
communication the school will transmit to the teachers its philosophy that they in turn will
transmit it to their students and parents through their teaching goals. There should be a two-way
communication between the teachers and the management of the school, between the teachers
and the students and the teachers and the parents as well as the management and parents and
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management and students. Important consideration to communication as an integral component
of Internal Marketing is also given by a study taken by Chi, Yeh and Liou (2016) where they
argue that educational training and communication are fundamental to internal marketing.
Regarding Human resource management (HRM) strategies, “empowerment strategies”
(b=1.833) and “non-financial incentives to teachers (awards, recognition progress and
management support strategies)” (b=1.87) are the most important strategies to IM in this study
and positively affect school effectiveness. The reason why empowerment strategies found to be
the most important component of HRM strategies is that the bureaucratic school structure results
to teachers exhibit leadership behaviors which this is consistent with the findings of Parlar and
Cansoy (2017). “Audit teachers’ satisfaction” (b=1.796), “financial incentives” (b=1.102),
“resource availability of teaching” (b=1.02) and “effective recruitment and selection
procedures” (b=0.739) follow. “Education process strategies (such as Quality Circles)”
(b=1.057), “reporting new evaluation methods and agreement with trade unions” (b=1.021),
“upgrading new methods of teaching” (b=0.944) and “different motivational strategies to
different group of teachers” (b=0.891) are also found to be important IM strategies that affect
school effectiveness. It is interesting to note that there is a positive relation between IM and
HRM which is consistent with the study of Ewing and Caruana (1999), where IM contributes to
HR effectiveness. They suggest a marketing/HRM interface where IM is treated as a separate
construct to HRM to improve organizational performance. Tam and Cheng (1996) and Jacob
and Shari (2012) also support staff development and training where staff development
programmes are needed to enable school administrators and teachers to acquire, manage and use
resources more effectively ensuring school education quality resulting to organizational
effectiveness.
Therefore, it could be argued that empowering teachers through proper training and instruction
together with providing them with the right non-financial and financial incentives will motivate
them to work efficiently and effectively, considering themselves an important asset to the school
and influencing positively school effectiveness in this study. Rewards and incentives to teachers
become more effective if they are distributed based on a performance evaluation system where
teachers’ self-reflection and self-evaluation will also take place to boost their work motivation
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This is supported also by a research study by Akman (2018) where organizational justice
increases work motivation and then the perception of work motivation increases teacher
performance. As Menon further (2002) argues at elementary schools in Cyprus there is a need for
better training and preparation of both school leaders and teachers before their appointments.
Although the current study relates to secondary education in Cyprus, similar issues seem to exist
as in the case of primary education that IM strategies could resolve.
Finally, Education Process and Internal Customer Segmentation (EPICS) is the most important
strategy of IM as this study supports. Education process strategies which include evaluation
methods (b=1.057), reporting new methods and agreement with trade unions (b=1.021) and
upgrading new methods of teaching (b=0.944) are found to be more important than segmentation
strategies that include different motivational strategies to different group of teachers (b=0.891)
and support diversity in teachers (b=1). As teachers in the public schools belong to strong trade
unions, agreement with trade unions on new methods on behalf of teachers becomes important,
as well as upgrading new methods of teaching since the curriculum, the teaching material and the
teaching structure in the public schools are constantly changing. However, it can be supported
that more attention should be given to segmentation strategies and apply different motivational
strategies to different group of teachers to increase their work motivation.
Table 4.9 shows that School Effectiveness (SE) is positively influenced by Effective leadership
(ELS), School Environment (SV), Effective Teaching (ET) and Effective Support from Parents
(ES). The most important component of school effectiveness as the results show, is Effective
Leadership (ELS) (b=1.376) followed by Effective Teaching (ET) (b=1.007). The School
Environment (SV) (b=0.932) and the Effective Support from Parents (ES) (b=1) are found to be
less significant. Effective leadership is important to create a school culture where teachers will
be committed to work for the benefit of their students resulting to greater school effectiveness.
This is consistent to Harris et.al. (2003) and Bolanle (2013) studies that leadership provided by
the head teachers is an important factor in determining the effectiveness of schools. In fact, poor
leaders create an environment of neglect, mismanagement, escalation of crises, and continuation
of unacceptable behaviors and relationships throughout the school (Bolanle, 2013). According to
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another study by Oplatka (2007), a moral and innovative leader promotes the school’s
effectiveness through vision, new educational projects, and increased satisfaction, which
increases relationship marketing and word-of-mouth communication with the community.
Leadership and management of the school are directly related to IM. The current study’s
findings support that the use of Internal Marketing strategies by the principal will result to school
effectiveness as the b-value of Internal Marketing (IM) to school effectiveness is 3.361.
The four most important factors that determine Effective Leadership (ELS) in this model are: (1)
“The Head teacher plans, coordinates and evaluates teaching through regular classroom visits,
by providing feedback and direct oversight of curriculum through school wide coordination”
(b=1.078); (2) “Providing vital resources to teachers to stimulate effective teaching” (b=0.988);
(3) “Ensuring that the Head teacher provides an orderly and supportive environment in which
staff can teach and students can learn” (b=0.972); and (4) “Ensuring that Principals appraise
the performance of teachers providing enough time during staff meeting to discuss instructional
issues, and promoting teachers’ learning and development” (b=0.959). This may be interpreted
that the role of the head teacher should be supportive towards the teachers to create an
environment where teaching can flourish. An effective head teacher should plan, coordinate and
evaluate teaching through regular classroom visits, providing feedback to teachers and direct
oversight of curriculum. Provision of vital resources by the head teacher to the teachers is
important for effective teaching. The role of the principal must always be caring towards the
teachers appraising their performance where necessary and promoting learning and development
of all the staff. Transformational leadership is therefore beneficial as the head teacher works in
teams to identify and create a vision to guide this change though inspiration, executing this
change with the committed teachers. In fact, according to Korkmaz (2007), transformational
leadership has a deep impact on teachers’ job satisfaction while the transformational leadership
of the principal directly and indirectly through teachers’ job satisfaction, affects the school
health.
Effective Teaching (ET) is found to be the second important component of school effectiveness
in this research. This is consistent with the study of Rink (2013) where school effectiveness
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requires effective teaching and effective teaching has consistently meant student learning. The
four most important factors of this study that lead to Effective Teaching (ET) and School
Effectiveness (SE) are: (1) “Teachers’ satisfaction of their profession” (b=1.205);(2) “Students
trust towards the teacher” (b=1.047); (3) “Provision of intellectually challenging lessons for all
students in all classes, having high expectation for students” (b=1.022); and “feedback provided
to students regarding the coursework”. (b=0.983). The most important factor of this research
that tends to lead to effective teaching is teachers’ satisfaction with their profession. If teachers
are not satisfied with their profession they will not be effective and efficient in their teaching.
Teachers need to be reflective on their teaching at all-time e.g. analyze classroom processes,
discuss curriculum and instruction with peers and be sensitive to both the context in which they
teach and the instructional goals that are most important to them. If teachers are to grow as
professionals, they must monitor their teaching as it occurs to reflect on it and to engage in
professional development activities with colleagues. Administration must allow teachers time to
reflect on teaching and work collaboratively (Good & Brophy, 1994). However, in order to act in
this way they need to enjoy their work and have the right incentives to achieve success in their
profession.
The third component of school effectiveness, investigated in this study, is School Environment
(SV). The factors that affect positively School Environment (SV) according to the research
model are: (1) “Calm rather than chaotic place of work” (b=1.392); (2) “A school atmosphere of
trust, collegiality and cooperation” (b=1.362); (3) “Widespread systems of rewards and
recognition for academic and behavior accomplishments” (b=1.293); (4)“School atmosphere
and conditions in terms of maintenance and space” (b=1.064); (5) “Level of school discipline”
(b=1);(6) “Cleanliness of the school” (b=0.826) and (7) “student safety” (b=0.718). This may
be interpreted that a calm, clean school environment where there is a school atmosphere of trust,
collegiality and cooperation; and appropriate rewards and recognition of accomplishments; with
proper maintenance and space, discipline and safety will result to school effectiveness. In this
research it is worrying to see that student safety has the lower value of importance in the public
schools. According to this study and referring to collaboration and cooperation in the school
environment, as principals include teachers in collaborative problem solving and teachers begin
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to step into leadership roles, principals can share their problem-solving knowledge and create a
culture in which a common set of values drives the decisions that are made. However, according
to Tschannen-Moran and Gareis (2015) the potential benefits of involving teachers in schoollevel decision making is time consuming and requires a lot of effort as teachers will need training
and the opportunity to learn new roles and skills. Nevertheless, when these costs are managed
effectively, collaborative problem solving can stimulate a school and transform it into a dynamic
learning community. Afterall, by inviting teachers into the decision-making process, their
professional competence is acknowledged, and an initiative is given to them in the operation of
the school, including them this way as partners in the administrative experience. In fact, as the
literature supports positive school climate is associated with and/or predictive of academic
achievement, school success, effective violence prevention, students’ healthy development and
teacher retention (Cohen et.al, 2009).
As far as Effective Support from Parents (ES) is concerned in this study, although it has found to
be the least important component to affect the school effectiveness, it should be noted that it is
still a component that must not be ignored. Indeed, as the results reveal, the most important
factor that affects Effective Support from Parents (ES) and School Effectiveness (SE) is “trust
between teachers and parents” (b=1.105) followed by “the level of including parents in decision
making roles in the governance of the school” (b=1.075) and “the level of support that the
parents Association provide to school activities” (b=0.995). One could therefore argue that as an
integral part of the society, schools need to keep a good, trustworthy and long-lasting
relationship with the parents since they are the best promoters of the school in the community.
Involving parents in the school activities will create a feeling of belonging and attachment to the
school that will add to its corporate brand identity. Also nurturing trust between teachers and
parents will facilitate better support to the students by both parties as they will both work closely
for the educational development of the students. This is also supported by Fullan (1993), Tam
and Cheng (1996), Forsyth, Barnes and Adams (2006), Robinson (2007) and Bandur (2012) that
parents, alumni and community are excellent sources of all types of resources of the school, but
they are often overlooked, and that effective schooling relies on cooperation, trust and support
between home and school.
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Table 4.9 Overall Analysis of Measurement Model A– School Effectiveness Constructs
MODEL CONSTRUCTS
No.

Question
Items

FINAL
Item Wordings

SCHOOL EFFECTIVENESS (SE) TO EFFECTIVE LEADERSHIP
(ELS)
ELSe1

D27.1ELS

Personal and professional
relationship with their head
teacher
ELSe2
D27.2ELS
Regarded the head teachers'
vision and the way they
implemented it as important
ELSe3
D27.3ELS
Teachers appreciate their head
teacher providing them with
opportunity for leadership and
continuing professional
development (CPD) and
motivation to learn
ELSe4
D27.4ELS
Teachers consider the head
teacher more as a leader than
manager
ELSe5
D27.6ELS
Principals appraise the
performance of teachers and the
amount of time dedicated to
instructional issues during staff
meetings, promoting teachers'
learning and development
ELSe6
D27.7ELS
Teachers are provided with vital
resources by the management for
effective teaching
ELSe7
D27.9ELS
The head teacher ensures an
orderly and supportive
environment in which staff can
teach and students can learn
ELSe8
D27.10ELS
The head teacher plans,
coordinates and evaluates
teaching through regular
classroom visits, providing
feedback and direct oversight of
curriculum through school-wide
coordination
ELSe9
D27.11ELS
The head teacher establishes
learning goals and expectations
involving staff and others in the
process so that there is clarity and
consensus
SCHOOL EFFECTIVENESS (SE) TO SCHOOL ENVIRONMENT
(SV)

Final
Standard
loadings/
actual
beta
values
1.376

SE

CR

P

P

0.088

15.59
1

***

significant

0.839

0.038

22.18
1

***

significant

0.879

0.031

27.96
6

***

significant

0.884

0.031

28.28
9

***

significant

0.856

0.044

19.46
4

***

significant

0.959

0.034

28.43
7

***

significant

0.988

0.045

22.00
8

***

significant

0.972

0.03

32.07
4

***

significant

1.078

0.03

35.40
1

***

significant

1

_

_

0.932

0.073

12.71
2

1

_

_
11.71
9
10.50
3

SVe1

D28.1SE

Level of school discipline

SVe2

D28.5SE

Student safety

0.718

0.061

SVe3

D28.8SE

Cleanliness in the school

0.826

0.079

AVE

Composite
Reliability

0.944

0.988

1.257

1.008

not
significant

***

significant

***

not
significant
significant

***

significant
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SVe4

D28.9SE

School is in a good state of repair
and maintenance and there are
adequate space and material
SVe5
D28.10SE
A school atmosphere of trust,
collegiality and cooperation
SVe6
D28.11SE
Calm rather than chaotic place to
work
SVe7
D28.12SE
Widespread systems of rewards
and recognition for academic and
behavior accomplishments
SCHOOL EFFECTIVENESS(SE) TO EFFECTIVE TEACHING (ET)

1.064

0.094

11.30
1

***

significant

1.362

0.077

***

significant

1.392

0.08

***

significant

1.293

0.094

17.62
5
17.30
9
13.73
4

***

significant

1.007

0.077

13.14
1

***

significant

ETe1

D29.1ET

0.745

0.058

***

significant

ETe2

D29.2ET

0.867

0.061

12.90
1
14.19
3

***

significant

ETe3

D29.3ET

0.919

0.072

***

significant

ETe4

D29.5ET

0.983

0.062

***

significant

ETe5

D29.6ET

0.784

0.059

12.84
4
15.74
6
13.26
4

***

significant

ETe6

D29.8ET

1.047

0.066

***

significant

ETe7

D29.9ET

1.205

0.079

***

significant

ETe8

D29.10ET

1.022

0.075

15.94
8
15.17
1
13.63
8

***

significant

ETe9

D29.12ET

1

_

_

SCHOOL EFFECTIVENESS (SE) TO EFFECTIVE SUPPORT FROM
PARENTS (ES)

1

_

_

ESe1

D30.1ES

1

_

_

ESe2

D30.2ES

0.995

0.053

***

significant

ESe3

D30.3ES

0.861

0.057

18.86
4
15.17
9

***

significant

ESe4

D.30.4ES

1.075

0.052

20.69
5

***

significant

ESe5

D30.5ES

1.105

0.063

17.49
3

***

significant

Proportion of students scoring at
high levels on standardized tests
Proportion of students
participating in extra-curricular
activities
Number of state and national
awards won by students
Feedback provided to tests and
exams to students by teachers
Promotion of critical thinking and
designing of instructional lessons
that allow all students to
participate actively in the learning
process
Students trust towards the
teacher
Teachers' satisfaction of their
profession
Provision of intellectually
challenging lessons for all
students in all classes, having high
expectations for students
Teaching load is reasonable

Good communication between
parents and teachers(frequency
of teachers calling home to inform
parents)
Support of Parents Association to
school activities
Shared parent-teacher norms visà-vis learning and behavior/
Parental involvement in the
children's learning
The school includes parents in the
decision making roles in the
governance of the school
There is trust between teachers
and parents

0.924

0.99

1.022

1.004

not
significant
not
significant
not
significant

4.6.1.2 Relationship between variables of Model A
Referring to covariances in the measurement of Model A and Table 4.10 some relationships
between variables are found to be significant and worth investigating. It can be noted that there is
a positive correlation between “the head teacher plans, coordinates and
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evaluates teaching through regular classroom visits” and “the level that head teacher
establishes learning goals and expectations involving staff and others in the process” (ELSe9ELSe8 (b=0.448)). One possible interpretation is that in order for the head teacher to plan,
coordinate and evaluate effectively teaching through regular classroom visits, he/she must
establish first learning goals and expectations involving staff in the process so that teachers will
self-reflect on their performance and improve. The results support that there is also a positive
relationship between “the personal and professional relationship with the head teacher” and
“the teachers regard the head teacher’s vision and the way he implements it as important”
(ELSe1-ELSe2 (b=0.583)). This could be interpreted that if there will be personal and
professional relationship between the teachers and the head teacher, then the teachers will regard
the head teacher’s vision and the way he/she implements it as important. Due to this it is vital for
the head teacher to build a good relationship with its teachers to easier communicate the school’s
vision to them and be all more willing to accept and follow the directions given to achieve it.
This will raise organizational commitment resulting to teachers’ job satisfaction. As a matter of
fact, according to the study by Chi, Yeh& Liou (2016) organizational commitment significantly
and positively influences IM and IM significantly and positively influences job satisfaction.
Table 4.10 Covariance of Model A (ELS, SV, ET, ES RD, HRM and EPICS (EP & ICS))
Covariances

Estimate

SE

CR

P

P-value

ELSe9-ELSe8
ELSe1-ELSe2
ELSe3-ELSe6

0.448
0.583
-0.319

0.072
0.076
0.7

6.231
7.626
-4.563

***
***
***

significant
significant
significant

ELSe3-ELSe2
ELSe3-ELSe1

0.322
0.383

0.054
0.069

5.923
5.593

***
***

significant
significant

ELSe8-ELSe2
ELSe3-ELSe4

-0.154
0.222

0.046
0.071

-3.32
3.14

***
0.002

significant
not significant

ELSe1-ELSe6
ELSe3-ELSe6

0.131
-0.156

0.049
0.092

2.665
-1.685

0.008
0.092

not significant
not significant

SVe2-SVe1
ETe2-ETe1

0.324
0.654

0.106
0.086

3.069
7.568

0.002
***

not significant
significant

ETe3-ETe2
ETe1-ETe5

0.633
0.403

0.116
0.08

5.451
5.063

***
***

significant
significant

ETe7-ETe3
ETe3-ETe1

-0.417
0.282

0.103
0.102

-4.05
2.754

***
0.006

significant
not significant

ETe4-ETe2
ETe9-ETe1

0.133
-0.188

0.073
0.078

1.825
-2.422

0.068
0.015

not significant
not significant

ETe9-ETe6
ETe2-ETe5

-0.205
-0.554

0.11
0.086

-1.874
-6.433

0.061
***

not significant
significant
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ETe1-ETe5
ELSe8-ETe4

-0.298
-0.275

0.1
0.069

-2.979
-3.988

0.003
***

not significant
significant

RDe4-RDe2
RDe7-RDe4

0.203
0.281

0.055
0.065

3.693
4.344

***
***

significant
significant

EPICSe5-EPICSe4

1.462

0.146

9.999

***

significant

EPICSe3-EPICSe5

0.117

0.078

1.491

0.136

not significant

RDe7-HRMe8

-0.215

0.059

-3.629

***

significant

RDe7-IM
HRMe2-HRMe1

0.369
-0.372

0.05
0.13

7.311
-2.857

***
0.004

significant
not significant

HRMe1-EPICSe6
SVe3-SVe4

0.819
1.736

0.146
0.22

5.592
7.886

***
***

significant
significant

SVe1-SVe3

0.436

0.128

3.417

***

significant

HRMe3-EPICSe2

-0.207

0.08

-2.584

0.01

not significant

HRMe5-HRMe6
ELSe6-SVe4
RDe7-RDe6

0.798
0.606
0.13

0.201
0.156
0.071

3.982
3.892
1.841

***
***
0.066

significant
significant
not significant

Furthermore, the study’s results reveal that as “teachers appreciate the fact that their head
teacher provides them with the opportunity for leadership and continuing professional
development (CPD) and motivation to learn”, teachers will not expect “the management to
provide them with vital resources for effective teaching” (ELSe3-ELSe6 (b= -0.319)). It seems
that as teachers appreciate the fact that their “head teacher provide them with opportunity for
leadership and CPD and motivation to learn”, they will also “regard the head teachers’ vision
and the way they implement it as important” (ELSe3-ELSe2, (b=0.322). In addition, as
“teachers appreciate the fact that their head teacher provides them with opportunity for
leadership and CPD and motivation to learn”, they will “create a personal and professional
relationship with their head teacher” (ELSe3-ELSe1 (b=0.383)).
Overall, the results support that it is vital that the head teacher motivates the teachers to learn
through Continuing Professional Development (CPD) and provides them with the opportunity
for leadership as this will empower them to work effectively and efficiently, taking their own
initiative to explore and obtain necessary resources for effective teaching. Furthermore, based on
the results, due to the above actions taken by the head teacher, the teachers will build a personal
and professional relationship with him/her. Consequently, they will regard the head teacher’s
vision of the school and the way he/she implements it as important supporting the actions
towards its achievement. Harris et al. (2003) findings agree to this, where teachers see the head
teacher’s commitment to staff development as a key element of effective leadership and a
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strong and clear commitment to pupils’ academic achievement is evidence by the heads’ high
expectations of staff.
According to these findings, staff development plays a key role in developing the kind of culture
the head teachers want to develop. Effective head teachers are successful at making staff and
pupils familiar with their vision of the school and model the behavior which they think would
best achieve the school goals. This will help head teachers to build a leadership brand based on
three leadership attributes: core values, courage and noble character that will inspire and
maintain school personnel motivation and productivity (Davis & Leon, 2014).
However, as “the head teacher plans, coordinates and evaluates teaching through regular
classroom visits”, this will not help to see “the head teacher’s vision and the way he implements
it as important” (ELSe8-ELSe2, (b= -0.154). This might be interpreted that empowering
teachers is important for their motivation. If the head teacher plans, coordinates and evaluates
teaching through regular classroom visits without the involvement of teachers in these actions
and their self-reflection, then they will not appreciate the actions taken by the head teacher to
implement the school vision and they will not feel as part of this. In fact, when transformational
leadership aligns with brand leadership others within the organization are more likely to follow
and are able to see how their own values and purposes connect to the leader (Davis &Leon,
2014). However, the involvement of trade unions in the education process reduces the effect of
empowerment strategies on teachers in the schools (HRMe3-EPICSe2 (b=-0.207).
Investigating Effective Teaching (ET) a positive correlation exists in the study between “the
proportion of students participating in extracurricular activities” and “the proportion of
students that score high on standardized tests” (ETe2-ETe1 (b=0.654)). Therefore, one could
argue that a school participating more in extracurricular activities, it will have more students
scoring high on standardized tests. This positive relationship also might be applied between “the
number of state and national awards won by students” and “the proportion of students
participating in extracurricular activities” (ETe3-ETe2 (b=0.633)). Additionally, “the more
state and national awards won by students”, the higher “the proportion of students scoring at
high levels on standardized tests” (ETe3-ETe1 (b=0.282)). This thus may be inferred that
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achievements of students in the school are one of the measurements of school effectiveness. It
seems that the higher the achievements on standardized tests, the state and national awards won
by students and the extracurricular activities, the more effective the school is. This is supported
by Sullivan and Wilds (2001) that the primary measure of effectiveness is the cause and effect
relationship between the school and student learning outcomes. However, according to a study
by Downey et.al (2008), the authors argue that achievement-based indicators of school
effectiveness are subject to considerable error and have limited utility for helping schools to
improve. Moreover, Laila (2015) argues that students with higher attainment levels should be
those who received a better education and this is also supported by Mortimore (1993) who
argues that not all schools receive a uniform intake of students as some receive high proportions
of disadvantaged students and others take advantaged ones, so this should be considered when
comparing the achievement tests or examinations of schools.
The results also support a positive relationship between “the proportion of students scoring at
high levels on standardized tests” and “the promotion of critical thinking and designing of
instructional lessons that allow all students to participate actively in the learning process”
(ETe1-ETe5 (b=403)). It is interesting to note therefore that a school which promotes critical
thinking and design instructional lessons that allow all students to participate actively in the
learning process, it will achieve higher proportion of students scoring high levels on standardized
tests. Also, based on the results the more “the proportion of students participating in
extracurricular activities”, the less “the promotion of critical thinking and designing of
instructional lessons that allow the students to participate actively in the learning process”
(ETe2-Ete5 (b= -0.554). This might be due to lack of time dedicated to lessons as more time will
be spent on extracurricular activities. Furthermore, the results show that there is a negative
relationship between “teachers’ satisfaction of their profession” and “the number of state and
national awards won by students” (ETe7-ETe3, (b= -0.417). The reason for this might be due to
burnout that teachers will face when they prepare their students for these competitions. This will
ultimately reduce their job satisfaction. According also to Chi, Yeh, and Liou (2016) study, job
burnout significantly and negatively influences job satisfaction. So, there must be a balance on
the number of competitions the school participates. Furthermore, the results support that if “the
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feedback provided to tests and exams to students by teachers” is low, “the head teacher needs to
plan, coordinate and evaluate teaching through regular classroom visits” (ELSe8-ETe4 (b= 0.275). One could argue that the head teacher must make sure that there is enough feedback
provided to tests and exams to students by teachers. If this is not the case, then the head teacher
needs to increase the frequency of his/her regular classroom visits and coordinates and evaluates
teaching more often.
Regarding “School notice board announcements” and “newsletters”, according to this study,
both have a positive relationship with Relationship Development (RD), as they serve the same
purpose of communication and relationship building with the teachers (RDe4-RDe2 (b=0.203)).
In fact, the study reveals a positive correlation between “the school notice boards
announcements” and “the teachers’ feelings towards school management, cared by
management” (RDe7-RDe4 (b=0.281). In line with this, Rogala (2014) supports that high quality
of internal communication increases efficiency and the effectiveness of internal communication
results from the degree of achievements of various objectives including creating a positive
atmosphere in the workforce, unifying workers around the company’s mission, its value and
strategy and building a positive image of the company (the school) among its employees
(teachers). According to Kaplan (2017), schools need to consider internal marketing when
constructing memos, mass emails, personal emails and corporate training. However, this is not
consistent with the research of Davis (2001) who supports that impersonal, one-way
communication media like memos, letters often lack credibility in the eyes of employees and the
extensive use of this media is consistent with a ‘directive controlling’ style of internal influence
which is not consistent to internal marketing philosophy of a two-way one-to-one, face-to-face
communication. The ‘directive controlling’ style approach to organizational influence is one of
the four styles suggested by Davis (2001) and relates to a bureaucratic organization as in the case
of public schools in this research study. Thus, this might be the reason of the existence of such
type of internal communication activities in the secondary public schools. Moreover, the study
shows a positive and close relationship between “career paths (training and promotion)” and
Education Process & Internal Customer Segmentation (EPICS) (HRMe1-EPICSe6, (b=0.819)) as
training and promotion is also shown to be a part of EPICS. IM begins at the hiring process,
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continuous through the training process and increase in importance as employees continue to
work in the company (Kaplan, 2017). It could be argued that new teachers require more training
than experience teachers as well as teachers with different educational backgrounds. For this
reason, segmentation strategies on teachers’ training are important to develop aspects of teaching
that teachers lack.
Additionally, it seems that a close relationship exists between “resource availability for
teaching” and “effective recruitment and selection procedure” (HRMe5-HRMe6, (b=0.798)). It
would be tempting to support that schools that pay attention to the provision of sufficient
resource availability for teaching purposes, they will also place great importance to effective
recruitment and selection procedures making sure that a suitable teaching staff is hired. Positive
and close relationship is found according to the results between “the cleanliness in the school”
and “the level of repair and maintenance and there are adequate space and material”. In fact, it
could be supported that the higher “the cleanliness in the school”, the higher “the level of
maintenance and adequate space and material in the school” will be. (SVe3-SVe4, (b=1.736)).
One could argue that this is expectable as usually schools that have proper maintenance and
repair with adequate space and material they will pay equal attention to their cleanliness. Also
the results of this research proves a positive correlation between “the level of school discipline”
and “the cleanliness in the school” (SVe1-SVe3, (b= 0.436)) as well as positive and close
relationship between “teachers provided with vital resources by the management for effective
teaching” and “the school is in a good state of repair and maintenance and there are adequate
space and material” (ELSe6-SVe4, (b=0.606)).
It would be tempting to conclude that these results are also anticipated because schools with a
high level of school discipline will have a high level of cleanliness since there will be rules and
regulations that both students and teachers will respect and follow preserving a clean school
environment. Likewise, if teachers are provided with vital resources by the management for
effective teaching, most likely they will also enjoy a school of good repair and maintenance,
adequate space and material as an effective management will improve all aspects of the school to
achieve school effectiveness.
Finally, the variable in this study “teachers’ feelings towards school management, cared by
management” is positively affected by IM strategies (RDe7 – IM, b=0.369) but negatively
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affected using HRM strategies (RDe7- HRMe8, b= -0.215). It could therefore be argued that IM
strategies build a stronger, trustworthier relationship between the teachers and the management
than HRM strategies on their own. As the study supports, effective communication promoting
through Internal Marketing strategies between the head teacher and the teachers results to
positive feelings of cared by the teachers towards the management. Indeed according to two
studies (Forsyth, Barnes & Adams, 2006; Tschannen-Moran & Gareis, 2015), a trustworthy
principal is also important for the effectiveness of the school. When principals are trustworthy,
they set a tone that influences how teachers relate to one another, to students and to the
community at large. Interrelationships and behaviors characterized by benevolence, honestly,
openness, competence, and reliability can promote trust between principals and teachers. These
in turn will relate to student achievement. However, the findings resonate that for the teachers to
trust the principal, the principal should have the competence relative to their various
responsibilities as school leaders. IM strategies will help the principal to succeed that, resulting
to the achievement of school effectiveness.
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Figure 4.3 Final Model A
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4.6.2 Results of Model B: IM strategies, School Organizational Culture and
School Effectiveness
Referring to the results of the final Model B in section 4.5.2, every construct of this model is
investigated separately.
4.6.2.1 Internal Marketing (IM) Strategies
Acccording to the results of Model B, the most significant IM strategy in the public secondary
schools is education process and internal customer segmentation (EPICS) strategy (b=5.071)
followed by human resources (HRM) strategies (b=3.377) and then relationship development
(RD) strategies (b=1). Regarding RD strategies, as the results reveal, due the existence of a
bureaucratic culture in the public schools more attention is given to newsletters, staff meetings
and noticeboards and less to face to face communication with headmaster and emails to or from
administration and colleagues. Also, teachers in the public secondary schools place great
importance on non-financial incentives (b=1.835) and empowerment strategies (b=1.801) as part
of HRM strategies in the public schools. Audit teachers’ satisfaction (b=1.763) and financial
incentives (b=1.077) follow. As part of EPICS strategies, education process strategies such as
reporting new evaluation methods and agreement with trade unions and upgrading new methods
of teaching is proved to be more important in public secondary schools than segmentation
strategies that include different motivational strategies to different group of teachers. In fact,
these findings show that there is no support for diversity in teachers.
4.6.2.2 Organizational Culture (OC)
It is interesting to note that in this study, the learning culture (LC) (b=0.984) is the most
important component of organizational culture in the public secondary schools, followed by
uncertainty avoidance (UA)(b=0.973), individualism vs collectivism (IVC) (b=0.905) and school
culture (TC) (b=1) which is not significant. Based on the results of this study, teachers in the
public secondary schools support that the most important factor of learning culture in the schools
is that the school empowers people towards a collective vision and that the school promotes
inquiry and dialogue. It is also important that the school provides strategic leadership for
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learning and it establishes systems to capture and share learning. Regarding uncertainty
avoidance (UA), teachers’ feelings of pride and belonging to the school and a strong belief and
acceptance of the school’s goals and values exerting considerable effort on behalf of the school
(b=1.013) is found in this research to be the most important factor. Furthermore, according to the
study, the value of the degree to which teachers feel threatened because of being in ambiguous
situations is negative and significant as this is not consistent to the public school context (b=0.273). One possible interpretation is that teachers in the public schools are not threatened of
losing their jobs. In the case of individualism vs collectivism (IVC), the resuts reveal that the
most significant factor tends to be the school administration that tries to achieve a balance
between the needs of employees and the needs of the school (bureaucratic rationality) (b=0.999),
followed by a climate of cooperation and teamwork at the school (b=0.859). However, as this
study supports, there is not a close relationship between the teachers and the teachers with their
principal. The school is not a family for all its members.
4.6.2.3 School Effectiveness (SE)
Referring to the school effectiveness in this study, it is positively affected by effective leadership
(b=1.458), followed by effective teaching (b=1.015), school environment (b=0.959) and effective
support from parents (b=1) which seems to be not as significant as the other factors. It is
interesting to note that ‘the head teacher plans, coordinates and evaluates teaching through
regular classroom visits, providing feedback and direct oversight of curriculum through schoolwide coordination’ is found to be the most significant factor in this research contributing to
school effectiveness in the public schools (b=1.079). Moreover, ‘teachers provided with vital
resources by the management for effective teaching’ (b=0.991) and ‘the head teacher ensures an
orderly and supportive environment in which staff can teach and students can learn’ (b=0.973)
are two additional factors of this study that result to effective leadership. Additionally,
‘principals appraising the performance of teachers and the amount of time dedicated to
instructional issues during staff meetings, promoting teachers’ learning and development’
(b=0.96) and ‘teachers’ appreciation of their head teacher providing them with opportunity for
leadership and continuing professional development (CPD) and motivation to learn’ (b=0.886)
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might be considered additional significant factors that contribute to effective leadership and
potential school effectiveness in the public schools. As far as effective teaching is concerned,
‘teachers’ satisfaction of their profession’ (b=1.207) is essential based on the results, followed by
‘students trust towards the teacher’ (b=1.047), ‘feedback provided to tests and exams to students
by teachers’ (b=1.047) and ‘provision of intellectually challenging lessons for all students in all
classes’ (b=1.02). For an appropriate school environment that contributes to school effectiveness,
the most important factors include: ‘calm rather than chaotic place to work’ (b=1.386); ‘a school
atmosphere of trust, collegiality and cooperation’ (b=1.371); ‘widespread systems of rewards and
recognition for academic and behavior accomplishments’ (b=1.301); and ‘a school that is in a
good state of repair and maintenance and there are adequate space and material’ (b=1.054).
Although ‘effective support from parents’ tends to be not significant in the study comparing it to
the other factors of school effectiveness, its two most influential causes are ‘the trust between
teachers and parents’ (b=1.103) and ‘the school that includes parents in the decision making
roles in the governance of the school’ (b=1.073).
4.6.2.4 Relationship between variables of Model B
There are some positive and negative relationships worth considering between several variables
of Model B. There is also no relationship between some of the variables of Model B as the table
4.11 below depicts.
Table 4.11 Relationships between variables (Model B)
Positive and significant relationship
exists between:

Negative and significant
relationship exists between:

Non-significant relationship exists between:

Feelings of job satisfaction due to the
adoption of a proper financial and moral
incentive system and feelings of selffulfillment prevails among teachers in
the school (IVCe2-IVCe1, b=1.293)

A close relationship between teachers
and teachers with principals and there
is a feeling of job satisfaction due to
the adoption of a proper financial and
moral incentive system
(IVCe5-IVCe2, b= -0.35)

A climate of cooperation and teamwork at the
school and a feeling of job satisfaction due to
the adoption of proper financial and moral
incentive system(IVCe3-IVCe2, b=0.109)

A climate of cooperation and teamwork
at the school and feelings of selffulfillment prevail among teachers in the

Teachers are provided with vital
resources by the management for
effective teaching and teachers

Teachers appreciate their head teacher
providing them with opportunity for
leadership and CPD and motivation to learn
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school (IVCe3-IVCe1, b=0.34)

appreciate their head teacher
providing them with opportunity for
leadership and CPD and motivation
to learn(ELSe6-ELSe3, b= -0.32)

and teachers consider the head teacher more as
a leader than manager (ELSe3-ELSe4,
b=0.225)

The degree of teachers facing an
unknown future and the degree to which
teachers feel threatened because of
being in ambiguous situations
(UAe3-UAe4, b=2.542)

The head teacher plans, coordinates
and evaluates teaching through
regular classroom visits, providing
feedback through school-wide
coordination and regarded the head
teachers’ vision and the way they
implemented it as important
(ELSe8-ELSe2, b= -0.159)

Teachers appreciate their head teacher
providing them with opportunity for
leadership and continuing professional
development (CPD) and motivation to learn
and principals appraise the performance of
teachers and the amount of time dedicated to
instructional issues during staff meetings,
promoting teachers’ learning and development
(ELSe3-ELSe5, b=0.134)

The school that establishes systems to
capture and share learning and the
school that provides strategic leadership
for learning
(LCe6-LCe7, b=0.477)

Students trust towards the teacher and
number of state and national awards
won by students
(ETe6 – ETe3, b= -0.412)

The teachers are provided with vital resources
by the management for effective teaching and
teachers have personal and professional
relationship with their head teacher
(ELSe6-ELSe1, b= -0.16)

The head teacher plans, coordinates
and evaluates teaching through
regular classroom visits, providing
feedback and direct oversight of
curriculum through school-wide
coordination and the feedback
provided to tests and exams to
students by teachers
(ELSe8-ETe4, b= -0.278)

Student safety and the level of school
discipline
(SVe2-SVe1, b=0.323)

The school promotes inquiry and
dialogue and the school encourages
collaboration and team learning
(LCe2-LCe3, b=0.159)

Support of parents association to
school activities and there is trust
between parents and teachers
(ESe2-ESe5, b= -0.555)

A number of state and national awards won by
students and proportion of students scoring at
high levels on standardized tests
(ETe3-ETe1, b=0.289)

A market culture, a result-oriented
culture whose major concern is getting

Feelings of teachers towards school
management cared by management

Feedback provided to tests and exams to
students by teachers and proportion of

The school encourages collaboration and
team learning and the school empowers
people toward a collective vision
(LCe3-LCe4, b=0.291)
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the job done and an adhocracy culture,
dynamic and creative place to work
(TCe3-TCe4, b=0.691)

and human resource management
strategies
(RDe13-HRMe16, b= -0.201)

students participating in extracurricular
activities
(ETe4-ETe2, b=0.134)

The school creates continuous learning
opportunities for the teacher/promotes
innovation and the school promotes
inquiry and dialogue
(LCe1-LCe2, b=0.195)

Empowerment strategies and
Education process strategies:
reporting new evaluation methods
and agreements with trade unions
(HRMe7-EPICSe2, b= -0.193)

Teaching load is reasonable and proportion of
students scoring at high levels on standardized
tests
(ETe9-ETe1, b= - 0.187)

A close relationship between the
teachers and the teachers with the
principal and the school’s organizational
climate helps in providing reassurance
and sense of security and stability of
teachers
(IVCe5- UAe1, b=0.213)

_

Teaching load is reasonable and teachers’
satisfaction of their profession
(ETe9-ETe7, b= -0.217)

The head teacher establishes learning
goals and expectations involving staff
and others in the process so that there is
clarity and consensus and the head
teacher plans, coordinates and evaluates
teaching through regular classroom
visits, providing feedback and direct
oversight of curriculum through schoolwide coordination
(ELSe9- ELSe8, b=0.457)

_

Good communication between parents and
teachers (frequency of teachers calling home
to inform parents) and there is trust between
teachers and parents
(ESe1-ESe5, b= -0.3)

Teachers regard the head teacher’s
vision and the way he implements it as
important and personal and professional
relationship with the head teacher
(ELSe2- ELSe1, b=0.562)

_

Feelings of teachers towards management and
face to face communication with headmaster,
colleagues.
(RDe13-RDe9, b=0.089)

The teachers appreciate their head
teacher providing them with the
opportunity for leadership and CPD and
motivation to learn and regarded the
head teachers’ vision and the way they
implemented it as important
(ELSe3- ELSe2, b=0.309)

_

Education Process- Upgrading new methods
of teaching and segmentation strategiessupport diversity in teachers
(EPICSe3- EPICSe5, b=0.103)

The teachers appreciate their head
teacher providing them with the
opportunity for leadership and CPD and
motivation to learn and personal and
professional relationship with their head
teacher

_

Non-financial incentives and expand career
paths (training and promotion)
(HRMe6-HRMe4, b= -0.422)

247

(ELSe3- ELSe1, b=0.372)

Cleanliness in the school and the school
is in a good state of repair and
maintenance and there are adequate
space and material
(SVe3- SVe4, b=1.777)

_

_

_

_

The proportion of students participating
in extra-curricular activities and the
proportion of students scoring at high
levels on standardized tests
(ETe2- ETe1, =0.659)

_

_

The number of state and national awards
won by students and the proportion of
students participating in extra-curricular
activities
(ETe3- ETe2, b=0.644)

_

_

_

_

Level of school discipline and
cleanliness in the school
(SVe1- SVe3, b=0.456)

Promotion of critical thinking and
designing of instructional lessons that
allow all students to participate actively
in the learning process and the
proportion of students scoring at high
levels on standardized tests
(ETe5- ETe1, b=0.41)
Teachers are provided with vital
resources by the management for
effective teaching and the school is in a
good state of repair and maintenance
and there are adequate space and
material
(ELSe6-SVe4, b=0.62)

_

_

School noticeboard announcements and
newsletters
(RDe7-RDe5, b=0.21)

_

_

Feelings of teachers towards school
management cared by management and
school notice boards announcements
(RDe13-RDe7, b=0.251)

_

_
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Resources availability for teaching and
effective recruitment and selection
procedures
(HRMe9-HRMe11, b=0.803)

_

_

Feelings of teachers towards school
management, cared by management and
Internal Marketing
(RDe13-IM, b=0.365)

_

_

Support diversity in teachers and
different motivational strategies to
different group of teachers
(EPICSe5- EPICSe4, b=1.435)

_

_

Expand career paths (training and
promotion) and EPICS
(HRMe4-EPICSe17, b=0.68)

_

_
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Figure 4.4 Final Model B
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Overall, based on the study’s results and the relationship between the variables it could be
concluded that in the public secondary schools if teachers feel job satisfied due to the adoption of
a proper financial and moral incentive system, they will also be self-fulfilled (IVCe2-IVCe1,
b=1.293). In fact, one could argue that feelings of self-fulfillment prevail among teachers in the

school when there is a climate of cooperation and teamwork at the school (IVCe3-IVCe1, b=0.34).
It could be further argued based on the results that as the teachers in secondary education work
for the public sector, they do not face an unknown future and hence they do not feel threatened
of being in ambiguous situations (UAe3-UAe4, b=2.542).
As this study further supports, when the schools establish systems to capture and share learning,
they will provide strategic leadership for learning and through collaboration and team learning
via inquiry and dialogue the schools empower people toward a collective vision (LCe6-LCe7,
b=0.477); (LCe3-LCe4, b=0.291). Through inquiry and dialogue, the schools create continuous

learning opportunities for the teachers and promote innovation (LCe1-LCe2, b=0.195). In fact,
based on this study it seems that a close relationship between the teachers and the teachers with
their principals, affects positively the school’s organizational climate by providing reassurance
and sense of security and stability of teachers (IVCe5- UAe1, b=0.213). According to this
research, it should be noted that as the headteacher establishes learning goals and expectations
involving staff and others in the process, in order for clarity and consensus to exist, he/she can
also coordinate and evaluate teaching through regular classroom visits, providing feedback and
direct oversight of curriculum through school-wide coordination (ELSe9- ELSe8, b=0.457). The
results further support that for teachers to appreciate their head teacher, building a professional
relationship with him/her and consider their headteacher’s vision and the way he/she implements
it as important, the head teacher should provide them first with the opportunity for leadership and
CPD and motivation to learn (ELSe3- ELSe2, b=0.309); (ELSe3- ELSe1, b=0.372).
One could argue based on the study’s findings that a clean school in a good state of repair and
maintenance, it will provide to its teachers adequate space and material, vital resources for
effective teaching and also have school discipline (SVe3- SVe4, b=1.777). In fact, a school that
has available resources for teaching, it will most probably have in place effective recruitment and
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selection procedures (HRMe9-HRMe11, b=0.803). It should be noted that in the school support
diversity in teachers can be carried out through different motivational strategies to different
group of teachers (EPICSe5- EPICSe4, b=1.435). What is more, expand career paths through
training and promotion are positively related to EPICS strategies as they should be carried out
based on the needs of the educators (HRMe4-EPICSe17, b=0.68).
Furthermore, the results support that promotion of critical thinking and designing of instructional
lessons by the school that allow all students to participate actively in the learning process will
result to higher proportion of students scoring at high levels on standardized tests (ETe5- ETe1,
b=0.41). Moreover, as the results reveal it could be further argued that a school which its students

participate in extra-curricular activities, they will also win higher number of state and national
awards and have a higher proportion of students scoring high at standardized tests (ETe2- ETe1,
=0.659); (ETe3- ETe2, b=0.644).

Additionally, the study shows that there is positive relationship between teachers’ feelings
towards school management, cared by management and school notice boards announcements.
School noticeboard announcements are also positively related to newsletters (RDe13-RDe7,
b=0.251). In this study, feelings of teachers towards school management, cared by management

are positively affected by Internal Marketing (RDe13-IM, b=0.365). In fact, as the results argue,
Internal Marketing strategies used in the schools will build positive relationships between the
teachers and the headteacher, influencing positively in turn the productivity of the teachers. In
the public schools there is also a positive relationship between a market culture, a result-oriented
culture whose major concern is getting the job done and an adhocracy culture, dynamic and
creative place to work (TCe3-TCe4, b=0.691).
However, there are some inverse relationships and insignificant relationships that exist between
variables of the Model B in this study. Firstly, although the relationship is weak based on the
results, a feeling of job satisfaction among the teachers due to the adoption of a proper financial
and moral incentive system will not result to a close relationship between teachers and teachers
with their principals (IVCe5-IVCe2, b= -0.35). Also, it can be argued that teachers do not
appreciate their head teacher providing them with opportunity for leadership and CPD and
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motivation to learn when they are provided with vital resources by the management for effective
teaching (ELSe6-ELSe3, b= -0.32). Moreover, based on the data, although the head teacher plans,
coordinates and evaluates teaching through regular classroom visits, providing feedback and
direct oversight of curriculum through school-wide coordination, the teachers might not regard
the head teachers’ vision and the way he/she implements it as important and they might still not
provide enough feedback to tests and exams to students (ELSe8-ELSe2, b= -0.159); (ELSe8-ETe4,
b= -0.278). Furthermore, students might still not trust their teacher even though number of state

and national awards is won by them. Also in this study, it shows that HRM strategies are not
adequate to improve the feelings of teachers toward school management (RDe13-HRMe16,
b= -0.201). Last but not least, the support of parents association to school activities seems that it

does not build trust between parents and teachers (ESe2-ESe5, b= -0.555). It seems that the ParentTeacher Associations worsen the relationship between parents and teachers instead of improving
it. This is because particular groups of parents could form a ‘clique’ presenting a barrier to the
involvement of other parents (Mortimore, 1993).
Additionally, there are some relationships that are not significant between variables in this study.
Firstly, no relationship seems to exist between ‘a climate of cooperation and teamwork at the
school’ and ‘a feeling of job satisfaction due to the adoption of proper financial and moral
incentive system’(IVCe3-IVCe2, b=0.109). As the results further support, there is also no
relationship between “teachers appreciate their head teacher providing them with opportunity
for leadership and continuing professional development (CPD) and motivation to learn” and
“teachers consider the head teacher more as a leader than manager” (ELSe3-ELSe4, b=0.225)
and “principals appraise the performance of teachers and the amount of time dedicated to
instructional issues during staff meetings, promoting teachers’ learning and development”
respectively (ELSe3-ELSe5, b=0.134). No relationship exists between “the teachers are provided
with vital resources by the management for effective teaching” and “the teachers have personal
and professional relationship with their head teacher” (ELSe6-ELSe1, b= -0.16).
Regarding ‘student safety’ and ‘the level of school discipline’, they are not significant in the
public schools and that should be a matter of concern for the schools (SVe2-SVe1, b=0.323).
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Furthermore, there is no relationship between ‘the number of state and national awards won by
students’ and ‘proportion of students scoring at high levels on standardized tests’(ETe3-ETe1,
b=0.289) and between ‘feedback provided to tests and exams to students by teachers’ and

‘proportion of students participating in extracurricular activities’ (ETe4-ETe2, b=0.134). The
results also support that there is no relationship between ‘teaching load is reasonable’ and
‘proportion of students scoring at high levels on standardized tests’ (ETe9-ETe1, b= - 0.187) and
between ‘teaching load is reasonable’ and ‘teachers’ satisfaction of their profession’(ETe9ETe7, b= -0.217).

In this study, “good communication between parents and teachers (frequency of teachers calling
home to inform parents)” is not related to ‘trust between teachers and parents’

(ESe1-ESe5,

b= -0.3). Also no relationship, as results reveal, exists between: ‘feelings of teachers towards

management’ and ‘face to face communication with headmaster, colleagues’ (RDe13-RDe9,
b=0.089) and between ‘non-financial incentives’ and ‘expand career paths (training and

promotion)’ (HRMe6-HRMe4, b= -0.422). This may be interprented that lack of face to face
communication between teachers and between teachers and the head master in the schools does
not influence feelings of teachers towards management and non-financial incentives are not used
to expand career paths in schools. Last but not least, although according to the findings, the
public schools use “upgrading new methods of teaching”, they do not “support diversity in
teachers” (EPICSe3- EPICSe5, b=0.103). Finally, based on the study one could argue that there is
negative relationship between ‘empowerment strategies’ and ‘reporting new evaluation methods
and agreements with trade unions’ (HRMe7-EPICSe2, b= -0.193). Hence, reporting new
evaluation methods and agreements with trade unions, do not promote empowerment strategies.

4.6.3 Comparison of Model A to Model B Results
Both SEM models (Model A and Model B) show that the strategies of EPICS, HRM and RD are
positively related to Internal Marketing (IM) strategies and exist in the public secondary schools.
In Model A and Model B, EPICS is the most significant IM strategy (Model A: b-value= 4.85
and Model B: b-value= 5.071) followed by HRM strategies (Model A: b-value=3.259 and Model
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B: b-value=3.377) and lastly RD strategies (b-value=1 in Model A and Model B respectively). In
both models IM strategies positively affect the school effectiveness of secondary education
(Model A: b-value=3.361(direct effect) and Model B: b-value=0.60 (indirect effect via
organizational culture). Hence Organizational culture acts as a mediator to IM strategies and
school effectiveness in Model B. It is interesting to comment that the direct effect of IM
strategies to the school effectiveness is stronger (b=3.361) comparing to the indirect effect that
IM strategies have on the school effectiveness when the organizational culture is a mediator (b=
0.60). It seems that the organizational culture of the public schools weakens the relationship
between IM strategies and school effectiveness. This could be due to contextual factors of the
Cyprus public educational system that are discussed in a study by Kythreotis and Pashiardis
(2006). These contextual factors include: (a) the degree of centralization of an educational
system in a country; (b) the frequent rotation of both principals and teachers from one public
school to another in Cyprus; and (c) the lack of appropriate and sufficient in-service education in
the public schools. These factors provide serious obstacles in creating effective leadership and
shape a strong positive culture in a school. Consequently, the effects of leadership and culture on
school effectiveness could become weak (Kythreotis & Pashiardis, 2006). Organizational culture
in this current study being a mediator reduces the effectiveness of IM strategies on the school
effectiveness. It could further be argued that these contextual factors in the public educational
system of Cyprus hinter the application of IM strategies as part of the organizational culture of
the public schools. Nevertheless, there is a strong positive relationship of IM strategies and
Organizational Culture of the schools (b=5.77). This suggests that there is a positive significant
relation of IM strategies to the organizational culture of the schools. The most important
component of Organizational Culture in the public schools is the Learning culture (LC) followed
by Uncertainty Avoidance (UA), Individualism Vs Collectivism (IVC) and School Culture (TC).
Thus, if these IM strategies are incorporated more by educational leaders in the public schools,
this will result to higher degree of school effectiveness in the public schools. In order for the
educational leaders to apply the IM strategies to a greater extent in the public schools, more
training of head teachers regarding these strategies are required.
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In Model B, IM strategies affect the Organizational culture of the public secondary schools
which in turn affect positively their school effectiveness but to a lesser extent. Regarding the
components of school effectiveness in both models, the most important one affecting school
effectiveness is effective leadership (ELS) (Model A: b=1.376, Model B: b=1.458) followed by
effective teaching (ET) (Model A: b=1.007, Model B: b=1.015), school environment (SV)
(Model A: b=0.932, Model B: b=0.979) and effective support from parents (ES) ( Model A and
Model B: b=1). Effective leadership is the most important component of school effectiveness in
both models. This is in fact consistent to a study by Kythreotis, Pashiardis and Kyriakides (2010)
that the principal’s leadership style is a factor that plays a role in student achievement and
specifically the human leadership style that involves the ‘one to one’ human relation between
principals and students. Based on these findings and this research’s findings, it can be further
argued that it is important for public school principals to encorporate IM strategies in their
schools since one of IM strategies is the Relationship Development strategies which promote the
‘one to one’ human relation.
In this research study, the independent variable was set to be the IM strategies while the
dependent variables were the school effectiveness and the organizational culture. A further
investigation could be carried out in the future to test how the organizational culture as an
independent variable affects the IM strategies as a dependent variable or how the school
effectiveness of the public schools affects the IM strategies in these schools. Future research
could investigate both these relationships.

4.7 Discussion
According to this study, Internal Marketing (IM) strategies significantly and positively affect
School Effectiveness (SE) and all the strategies of Relationship Development (RD), Human
Resource Management (HRM) and Education Process and Internal Customer Segmentation
(EPICS) are significant components of IM. One could therefore argue that this proves the
existence of some IM strategies in secondary public schools in Cyprus. Important IM strategies
under Relationship Development (RD) in secondary public schools, investigated in this study,
include mostly staff meetings, newsletters, oral briefing from head teacher or heads of
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departments (HODs), school noticeboard announcements and fewer emails and face-to-face
communication with head teacher due to the bureaucratic culture of the public schools. Thus,
based on this study’s results, more face-to-face communication with the head teacher should take
place to enhance further the IM strategies in the public schools. Regarding Human Resource
Management (HRM) strategies in the public schools, empowerment strategies and non-financial
incentives to teachers seem to be the most important achieving school effectiveness. Moreover,
education process and internal customer segmentation (EPICS) can be considered the most
important strategy of IM in this study with education process strategies to be more essential than
segmentation strategies. As the results support, attention should be given mainly to the
application of a variety of motivational strategies to different group of teachers for greater work
incentive considering the needs of the educators.
Furthermore, based on this study’s results, IM strategies that include Human Resource
Management (HRM), Relationship Development (RD) and Education Process and Internal
Customer Segmentation (EPICS) strategies in the public secondary schools affect significantly
organizational culture of those schools. In fact, the organizational culture of the schools
examined acts as a mediator to Internal Marketing (IM) strategies and school effectiveness.
Although the relationship of organizational culture to school effectiveness is positive but feeble,
it could be argued that it is clear that IM strategies play an important role in influencing
positively the public secondary schools’ organizational culture which in turn improves the school
effectiveness of those schools. The existing organizational culture of the secondary public
schools incorporates less IM strategies, hindering the degree of school effectiveness.
Even though, based on the findings there is an existence of all Internal Marketing strategies in
the schools, EPICS strategies are more prominent than HRM strategies and RD strategies. It has
been found that public schools lack of various Relationship Development strategies. This is also
supported by Kythreotis and Pashiardis (2006, p.15) that principals’ practices in the pulic schools
of Cyprus also need to promote those behviours that might increase the human resource frame,
suh as creating one to one relationships between the principal and each teacher or between the
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principal and each student. In fact, the smaller size and nature of primary public schools in
Cyprus permit the development of strong interpersonal relations but this is not the case with
secondary public schools in Cyprus (Kythreotis & Pashiardis, 2006). As this current study
reveals, in the public schools, the management uses more ‘school notice boards announcements’
compared to ‘face to face communication’. However, it could be argued that more face to face
communication is required in the schools to build relationship between the teacher and the
management. One important component of Internal Marketing in the study that seems to be
deficient on behalf of the management in schools is communication. It is interesting to note that
these communication activities are integral part of Relationship Development in the schools and
their regular use builds gradually an Internal Marketing culture. Lings and Brooks (1998) name
this ‘moments of truth’ that develop the internal customer’s perceptions. ‘Feelings of teachers
towards school management feeling cared by management’, is also a vital component of
Relationship Development and IM strategies. Ewing and Caruana (1999) and Tareef and Balas
(2012) support that the emphasis of internal marketing is on the feelings of teachers who need to
feel safe, cared for and accepted from the management side. However, although there might be a
positive relationship between ‘feelings of teachers towards school management, feeling cared by
management’ and IM, the relationship seems to be weak and this may be interpreted that in
several cases teachers might not feel cared by their management. In public schools, it should be
noted that relationships need to be repaired for IM strategies to be effective since the exchange of
mutual values of teachers to management is absent as this research study supports.
As the findings depict, IM strategies significantly influence the public schools’ organizational
culture and there is a positive strong relationship between the two. As it is expected in this
research, the clan culture dominates followed by the market culture. This finding is consistent
with the Obendhain and Johnson (2004)’s study that service organizations, like educational
institutions, are dominated by the clan culture. In fact, a factor in this study that follows this
culture is that school administration tries to achieve a balance between the needs of employees
and the needs of the school (Bureaucratic rationality). In the public schools teachers are not
facing an unknown future due to their job security so this decreases the degree that they find
themselves in ambiguous situations. This might be one of the reasons for the reduction in work
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incentives in the secondary public schools, as there is no concern on behalf of teachers of loosing
their jobs in case of underperformance.
In this study, HRM plays an important role in IM of the schools and therefore it becomes a key
factor to affect organizational culture. In fact, as this research argues the most significant policies
of HRM that affect IM in the schools are non-financial incentives and empowerment strategies.
According to the findings, EPICS that relate in this study to quality circles, new evaluation
methods and agreements with trade unions, upgrading new methods of teaching and different
motivational strategies to different group of teachers, also significantly affects IM which in turn
positively affects the organizational culture of public schools. This is in line with Berry (1997)
research that considers the paradigm of total quality management (TQM) as a broad philosophy
for the development of quality culture in schools and there is emerging evidence that leadership
is an essential element in the process of initiating and sustaining the development of a quality
culture in organizations (Berry, 1997). By empowering the middle managers (Head of
Departments in education) to be transformational leaders will result to a transformational change
for the organization and hence for the schools in this case (Spreitzer &Quinn, 1996). In fact, the
most common of RD variables used in the public schools in this current study are newsletters
followed by oral briefing from headmaster, assistant head masters or head of departments and
school notice boards which these findings reasonate that empowering the head of departments to
be transformational leaders will build strong relationships within the school culture resulting to
gradual transformational organizational change and a more effective organizational and
individual performance. As Bass and Avolio (1993) argue the culture affects leadership as much
as leadership affects culture. In fact, a study by Kythreotis, Pashiardis and Kyriakides (2010)
referring to the Cyprus context of public schools supports that it may be easier for principals to
change a teacher’s personal orientations (perceptions, behaviours, values) than the teachers’
culture at the school level taken as a group. This argument supports that school leadership is
characterized by one to one relationships between the leader and the follower in the educational
system in Cyprus and it is also in support with the findings of this study that Relationship
Development strategies are important for school effectiveness. Unfortunately, as both principals
and teachers rotate schools very often (every two or three or four years at the most), it is difficult
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for a principal to change the school culture, as the transformation of culture is time consuming
process (Kythreotis, Pashiardis and Kyriakides, 2010, p.234).
In this research, it has been studied that teachers can have close relationships with their fellow
teachers and with their principals respectively although they might not be satisfied of an adoption
of a proper financial and moral incentive system. In other words, educators might be satisfied
with the existing school climate but not with the existing financial and moral incentive system. In
addition, it has been found that feelings of job satisfaction due to the adoption of a proper
financial and moral incentive system and a climate of cooperation and teamwork at the school
will result to feelings of self-fulfillment among teachers in the school. So, leadership and proper
management practices that form part of IM strategies can affect the organizational culture of the
schools increasing the motivation of educators. As a result, a supportive school environment will
improve the academic achievement of the students as Hofman et.al (2002) and Ipek (2010) also
support. Kythreotis, Pashiardis and Kyriakides (2010), also argue that the principal’s leadership
style is a factor that plays a role in student achievement, as primary principal’s human leaderhip
style has a small but significant effect on student academic achievement in their study of primary
public schools in Cyprus.
In many cases in the public schools, according to the study, there are upgrading methods of
teaching but they are not diversified based on the needs of the educators. One could argue that if
upgrading methods of teaching have been carried out based on the needs of the educators, this
would have built a close relationship between teachers and teachers with principal, influencing
positively the schools’ organizational culture. Also, one could further argue that the more the
communication of the management with the teachers, the more teachers will feel cared by the
management. This is in line with the study of Macneil et. al. (2009) that supports that school
principals looking to improve student performance should focus on improving the school’s
culture by getting the relationships right between themselves, their teachers, students and
parents.
Finally, the results of this study highlight that the learning culture in the schools is an important
component of schools’ organizational culture. The two most important factors of this study for a
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high school to develop a learning culture are the promotion of inquiry and dialogue and the
empowerment of people towards a collective vision. If the school establishes systems to capture
and share learning, it will encourage collaboration and team learning providing strategic
leadership for learning, through inquiry and dialogue. To promote a lifelong learning culture in
the schools, a great challenge will be faced by the leaders of any school. In this research, there is
indeed positive relationship between the school creating continuous learning opportunities for
the teacher/promotes innovation and the school promotes inquiry and dialogue. Further, there is a
positive relation conncerning a close relationship between the teachers and the teachers with the
principal and the school’s organizational climate helping in providing reassurance and sense of
security and stability of teachers. This means that if the school manages to create an
organizational climate and culture that promotes communication and learning, teachers will feel
security, appreciation towards the head teacher and motivation to work. Creating a learning
culture is mainly the responsibility of the head teacher who is going to pursue it through
relationship development with his teachers providing the necessary support for them. It could be
argued that by promoting a learning culture through the promotion of critical thinking and
designing of instructional lessons that allow all students to participate actively in the learning
process will increase the proportion of students scoring high on standardized tests. As Kythreotis
and Pashiardis (2006) also support, a learning culture should be stressed by teachers where their
academic emphasis and academic efficiency could be developed in classrooms and hence the
teacher’s professional development and in-service training must take place either at the school
level or at the local level.
Regarding school effectiveness in this study, it is positively influenced by effective leadership
(ELS), school environment (SV), effective teaching (ET) and effective support from parents
(ES). The most important component of school effectiveness in the study is effective leadership
(ELS) followed by effective teaching (ET). Effective leadership can be seen as important to
create a school culture where teachers will be committed to work for the benefit of their students
resulting to greater school effectiveness. This is in line to a study carried out by Kythreotis,
Pashiardis and Kyriakides (2010) where in their research of the public schools in Cyprus,
principal’s leadership style, school culture and classroom culture seem to have direct effects on
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student achievements. Effective leadership is argued to be crucial in this study both for the
success of an educational institution and the implementation of IM strategies in this. Indeed, it
could be argued that principals should have the right capabilities for managing IM strategies
following a relationship-oriented approach and a consistent behavior align to these strategies to
ensure the success of their application in the schools. Internal marketing (IM) can be suggested
as a new role expected of school leaders in pursuing school effectiveness and they should be
prepared for this. This is consistent to Harris et.al. (2003) study that leadership provided by the
head teachers is an important factor in determining the effectiveness of schools. It is also
consistent to Bolanle (2013) study where a significant relationship was found between
principals’ leadership skills and school effectiveness. A skilled and competent principal is one
who facilitates the use of the inputs to the school with the use of the proper internal marketing
strategies in order to ensure the achievement of desired goals (Bolanle, 2013). As this study’s
findings reveal, leadership and management of the school are directly related to internal
marketing. In fact, the current study shows that the use of Internal Marketing strategies by the
principal will result to school effectiveness by affecting first positively the school’s
organizational culture. The role of the head teacher should be supportive towards the teachers to
create an environment and a school culture where teaching can flourish. An effective head
teacher should plan, coordinate and evaluate teaching through regular classroom visits, providing
feedback to teachers and direct oversight of curriculum. Provision of vital resources by the head
teacher to the teachers is important for effective teaching. The role of the principal must be
supportive at all times towards the teachers appraising their performance where necessary and
promoting learning and development of all the staff. This is consistent with Kythreotis and
Pashiardis (2006) findings of their research study that show that all of the effective principals
both males and females used their emotions, feelings and sense of egalitarianism in their
management style.
Effective teaching (ET) is the second important component of school effectiveness in this
research. This study has shown that in order for effective teaching to exist, teachers should be
satisfied with their profession. Teacher’s job satisfaction tends to result to effective and efficient
teaching. As Kythreotis, Pashiardis and Kyriakides (2010) support if teachers feel committed to
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their school, then more academic emphasis in their classroom can be found. Teachers need to be
reflective on their teaching such as analyze classroom processes, discuss curriculum and
instruction with peers and be sensitive to both the context in which they teach and the
instructional goals that are most important to them. This is in line with Good and Brophy (1994)
who support that in order for teachers to grow as professionals they have to monitor their
teaching as it occurs to reflect on it and engage in professional development activities with
colleagues. Building relationship development between collegues will help the exchange of ideas
and cooperation for the purpose of effective teaching. Administration must allow teachers time to
reflect on teaching and work collaboratively. However, in order to act in this way they need to
enjoy their profession and have the right incentives to work successfully.
School environment (SV), as this study depicts, has also been found to be a significant
component of school effectiveness where a calm, clean school environment, a school atmosphere
of trust, collegiality and cooperation and appropriate rewards and recognition of
accomplishments, with proper maintenance and space, discipline and safety will result to school
effectiveness by creating the appropriate school culture. In this research, when the school is
clean, it is in a good state of repair, there will be higher level of school discipline and adequate
space and material. Student safety has unfortunately the lower value of importance in the public
schools.
Effective support from parents (ES), although it is the least important component of this study to
affect school effectiveness, it should not be neglected. Schools need to keep a good, trustworthy
and long lasting relationship with the parents since they are the best promoters of the school in
the community. Involving parents in the school activities will create a feeling of belonging and
attachment to the school that will add to its corporate brand identity. As Tam and Cheng (1996)
support parents, alumni and community are excellent sources of all types of resources of the
school but they are often overlooked and Forsyth, Barnes and Adams (2006) argue that effective
schooling relies on cooperation and support between home and school. According to Bandur
(2012) a partnership between the school and the community provides opportunities for the
community to understand better the activities of the school and what teachers are doing for the
students. In fact in the context of the Cyprus public schools, Pashiardis (1998)’s study argues
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that effective principals created a positive climate between parents and the school that was
beneficial to learning. In fact, in that study the principals stressed that children improved their
behavior in school once they sensed that their parents had a close interaction with their teachers
and the principal (as cited in Brauckmann & Pashiardis, 2011, p.16).
Overall, according to the research results, when the head teacher motivates the teachers to learn
through Continuing Professional Development (CPD) and provides them with the opportunity
for leadership, this will empower them to work effectively and efficiently and they will take their
own initiative to explore and obtain vital resources for effective teaching. Furthermore, due to
the above actions taken by the head teacher, the teachers will create personal and professional
relationship with him/her and they will regard the head teacher’s vision of the school and the
way he/she implements it as important supporting the actions towards its achievement. This is
consistent with Harris et.al (2003) findings where teachers saw the head teacher’s commitment to
staff development as a key element of effective leadership. A strong and clear commitment to
pupils’ academic achievement was evidence by the heads’ high expectations of staff.
Regarding effective teaching (ET) in this research, achievements of students in the school are
one of the measurements of school effectiveness. The higher the achievements on standardized
tests, the state and national awards won by students and the extracurricular activities, the more
effective the school is considered to be. This is reinforced by Sullivan and Wilds (2001) stating
that the primary measure of effectiveness is the cause and effect relationship between the school
and student learning outcomes. However, according to Downey et.al (2008) achievement-based
indicators of school effectiveness are subject to considerable error and have limited utility for
helping schools to improve. The head teacher should make sure that there is sufficient feedback
provided to tests and exams to students by teachers. If this is not the case, then the head teacher
needs to increase the frequency of his/her regular classroom visits and coordinates and evaluates
teaching more often.
Moreover in this study, there is a positive and close relationship between “career paths (training
and promotion)” and EducationProcess and Internal Customer Segmentation (EPICS) as training
and promotion is also a part of EPICS. Internal marketing begins at the hiring process,
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continuous through the training process and increase in importance as employee continue to
work in the company (Kaplan,2017). New teachers require more training than experience
teachers and for this reason segmentation strategies on teachers’ training are important to
develop aspects of teaching that teachers lack. Also according to the study, a school environment
where it incorporates cleanliness, proper maintenance and repair with adequate space and
material where teachers are provided with vital resources by the management for effective
teaching through effective hiring and recruitment procedures will be influenced by a suitable and
healthy school organizational culture that will result to school effectiveness.
Last but not least, the findings in this study support that “teachers’ feelings towards school
management, cared by management” are positively affected by IM strategies but negatively
affected by the use of HRM strategies. Therefore, it could be argued that Internal Marketing
strategies build a stronger, trustworthier relationship between the teachers and the management
than HRM strategies on their own. Effective communication promoting through Internal
Marketing strategies between the head teacher and the teachers can result to positive feelings of
cared by the teachers towards the management. Indeed according to two studies (Forsyth, Barnes
& Adams, 2006; Tschannen-Moran & Gareis, 2015), a trustworthy principal is also important for
the effectiveness of the school. When principals are trustworthy, they set a tone that influences
how teachers relate to one another, to students and to the community at large. However, in order
for the teachers to trust the head teacher, the head teacher should have the competence relative to
their various responsibilities as school leaders. Internal Marketing strategies will help the head
teacher to pursue that by creating an IM oriented school culture via promoting a relationship
development and learning culture where educators will be motivated to work at their full
potential, pursuing school effectiveness.
School leaders should be knowledgeable of the IM strategies to incorporate them into their
school management and transform their school culture into one where learning can flourish and
school effectiveness can be achieved. Attention by school leaders should be given to relationship
development (RD) strategies focusing on communication strategies to build stronger
relationships between the teachers and the management. The head teachers of the school should
empower their staff and provide them with the right non-financial incentives, applying different
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motivational strategies to different group of teachers to increase their work motivation. The role
of the head teacher should be supportive towards the teachers at all-time, appraising their
performance and promoting learning and development of all the staff by upgrading new methods
of teaching. The school management should create a calm, clean school environment where there
is a school atmosphere of trust, collegiality and cooperation and appropriate rewards and
recognition of accomplishments with proper maintenance and space, discipline and safety to
pursue school effectiveness. The involvement of the trade unions in the education process should
be kept to the minimum as this will reduce the effect of empowerment strategies on the teachers.
This is consistent with the findings of Moe (2011) where in his study of America’s public
schools he argued that for effective education in the schools to take place, the power of trade
unions should be reduced.
Effective teaching should be the core objective of school leaders to achieve school effectiveness
where teachers to grow as professionals, must monitor their teaching as it occurs, reflecting on it
and engaging in professional development activities with colleagues. Nevertheless, for effective
teaching to occur teachers need to enjoy their work and have the right incentives provided by IM
strategies to achieve success in their profession. School leaders as part of IM strategies are
advised to build strong relationship with parents, encouraging their teachers to do the same. After
all, nurturing trust between teachers and parents will facilitate better support to the students by
both parties working closely together for the educational development of the students. Overall,
school leaders are advised to build good relations using IM strategies not only with their staff but
also with the parents of the school. In this way they can easier communicate the school’s vision
to them and they will all be more willing to accept and follow the directions based on this. This
will consequently raise organizational commitment resulting to teachers’ job satisfaction and
school effectiveness. It is interesting to note from this study that effective leadership is the key to
success of IM strategies application in the public schools because the head teachers should have
the competence relative to their responsibilities as school leaders. Competent head teachers will
achieve school effectiveness through the adoption of IM strategies in their schools.
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CHAPTER 5: CONCLUSION
Application of Internal Marketing (IM) strategies is a new role expected of school
leaders in pursuing school effectiveness!

5.1 Summary of the study
This study investigates the extent that IM strategies exist in secondary public schools and their
effect on the public schools’ organizational culture and school effectiveness. Moreover, the
extent that the public schools’ organizational culture acts as a mediator between the IM strategies
and the public schools’ effectiveness have also been investigated. Based on the literature review
a conceptual model of IM strategies and elements of organizational culture and school
effectiveness respectively was developed to test this on secondary public schools in Cyprus. Four
groups of IM strategies were used in this study: Relationship Development (RD) Strategies,
Human Resource Management (HRM) Strategies, Education Process (EP) Strategies and Internal
Customer Segmentation (ICS) Strategies. Education Process (EP) and Internal Customer
Segmentation (ICS) strategies were joined together in the model (EPICS).Four variables were
chosen to test the schools’ organizational culture: Individualism Vs Collectivism, Uncertainty
Avoidance, Learning culture and Type of culture and each component was tested on various
variables. In addition, four components were used to test public school effectiveness: Effective
Leadership (ELS), School Environment (SE), Effective Teaching (ET) and Effective Support
from Parents (ES). Each component was also tested on various variables.
After the questionnaire was finalized, it was distributed to the teachers and head teachers of 27
public high schools in the towns of Larnaka, Famagusta and Nicosia. Out of the 1,115
questionnaires distributed 517 were completed, there was a 46% response rate .The town with
the highest response rate was Famagusta with a 52%, followed by Larnaka 47% and Nicosia
40%. The total sample of questionnaires used for SEM analysis was 512 questionnaires as 5
questionnaires were incomplete so they were withdrawn from the sample due to missing data.
The Structural Equation Modelling software (AMOS 21) used for data analysis showed that a
range of IM strategies are absent from secondary public schools and there is a positive
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relationship of Relationship Development (RD), Human Resource Management (HRM) and
Education Process & Internal Customer Segmentation (EPICS) strategies respectively to IM in
the public secondary schools. There is a greater absence of RD strategies compare to HRM and
EPICS strategies in the public schools.
Internal Marketing (IM) strategies significantly and positively affect Organizational Culture
(OC) of the schools, enhancing their existing clan culture and learning culture. As the results
reveal, the greater the communication the teachers have with their HOD and principal
respectively, the greater the relationship building and the security and sense of stability the
teachers will tend to feel in their workplace. Moreover, Internal Marketing strategies
significantly and positively affect the school effectiveness. In this study, effective leadership
plays an important role in school effectiveness and the application of proper Internal Marketing
strategies reinforces this achievement. Furthermore, IM strategies which include Human
Resource Management (HRM), Relationship Development (RD) and Education Process and
Internal Customer Segmentation (EPICS) strategies in this research affect significantly the public
secondary schools’ organizational culture which in turn affects positively the school
effectiveness. Therefore, it is interesting to note that in this research study the public schools’
organizational culture acts as a mediator between IM strategies and school effectiveness.
Overall, the following conclusions can be deduced from the study:
 IM strategies exist to some extent in the public schools as there is an absence of RD
strategies compare to EPICS and HRM strategies.
 IM strategies have a significant positive effect on the public schools’ organizational
culture.
 The public secondary schools’ organizational culture acts as mediator between IM
strategies and school effectiveness of public schools.
 There is a direct positive effect of IM strategies on school effectiveness.
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5.2 Summary of Findings
Overall in this research, Internal Marketing (IM) strategies that include Human Resource
Management (HRM), Relationship Development (RD) and Education Process and Internal
Customer Segmentation (EPICS) strategies in the public secondary schools affect significantly
organizational culture of these schools. In fact, the organizational culture of the schools
examined acts as a mediator to Internal Marketing (IM) strategies and school effectiveness.
Although the relationship of organizational culture to school effectiveness is positive but feeble,
it is clear that IM strategies play an important role in influencing positively the public secondary
schools’ organizational culture which in turn positively influences the school effectiveness of
these public schools. In fact a stronger positive direct effect exists between IM strategies and
school effectiveness. This might be due to contextual factors of the Cyprus public educational
system discussed in a study by Kythreotis and Pashiardis (2006) which include: (a) the degree of
centralization of an educational system in a country; (b) the frequent rotation of both principals
and teachers from one public school to another in Cyprus; and (c) the lack of appropriate and
sufficient in-service education in the public school .These factors provide serious obstacles in
creating effective leadership and shaping a strong positive culture in a school, hindering
consequently the application of IM strategies as part of the organizational culture of the public
schools, resulting to a lower degree of school effectiveness.
Even though in this study, it is found that all Internal Marketing (IM) strategies exist in the
public secondary schools, EPICS strategies are more prominent than HRM strategies and RD
strategies. More specifically Education Process (EP) strategies are prominent in the schools than
Internal Customer Segmentation Strategies (ICS). Public schools lack of various Relationship
Development strategies. In the public schools, the management uses more ‘school notice boards
announcements’ compared to ‘face to face communication’. However, as the study shows, more
face to face communication is required in the schools to build relationship between the teacher
and the management. One important component of Internal Marketing that school management
seems to lack as this research supports is communication. These communication activities are
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integral part of Relationship Development in the schools and their regular use builds gradually an
Internal Marketing culture. These are the ‘moments of truth’ that according to Lings and Brooks
(1998) develop the internal customer’s perceptions. Kythreotis and Pashiardis (2006) also stress
the importance of one to one reltionships between the principal and each teacher or between the
principal and each student in the public schools of Cyprus. In fact, a vital component of
Relationship Development and IM strategies in this study is the ‘Feelings of teachers towards
school management feeling cared by management’ and this is also consistent with the argument
of Ewing and Caruana (1999) and Tareef and Balas (2012) who support that the emphasis of IM
is on the feelings of teachers who need to feel safe, cared for and accepted from the management
side. Nevertheless, although based on the findings there is a positive relationship between
‘feelings of teachers towards school management, feeling cared by management’ and IM, the
relationship seems to be weak, implying that in several cases teachers might not feel cared by
their management. Based on these findings one could argue that in the public secondary schools
of Cyprus, relationships need to be repaired for IM strategies to be effective since the exchange
of mutual values of teachers to management is absent.
As the study supports, IM strategies significantly influence the public schools’ organizational
culture and there is a positive strong relationship between the two. The clan culture dominates
followed by the market culture in this study, a finding that is expected as service organizations,
like educational institutions, are dominated by the clan culture (Obendhain & Johnson, 2004). A
factor in this study that follows this culture is where school administration tries to achieve a
balance between the needs of employees and the needs of the school (Bureaucratic rationality).
Furthermore, based on the findings it could be argued that in the public schools due to their job
security, teachers do not face an unknown future so this decreases the degree that they find
themselves in ambiguous situations.
HRM based on this research is a key factor to affect organizational culture and school
effectiveness as it plays an important role in IM of the pulic schools. Non-financial incentives
and empowerment strategies as the findings reveal are the most significant policies of HRM that
affect IM in the schools. It could be argued that by empowering the middle managers (Head of
Departments in education) to be transformational leaders will result to a transformational change
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for the organization and hence for the schools in this case (Spreitzer &Quinn, 1996).
Empowerment of teachers motivates them to become better in their teaching. However, the trade
union involvement in the education process hinters the effect of empowerment strategies on
teachers as this study further reveals. Thus, the involvement of trade unions in the public schools
should be minimized based on this study’s findings and this is also supported by Moe (2011). In
this study, EPICS that relate to quality circles, new evaluation methods and agreements with
trade unions, upgrading new methods of teaching and different motivational strategies to
different group of teachers, also significantly affect IM which in turn positively affects the
organizational culture of public schools. In fact, the most common of RD variables used in the
public schools based on the findings are newsletters followed by oral briefing from headmaster,
assistant head masters or head of departments and school notice boards which proves that
empowering the Head of departments to be transformational leaders will build strong
relationships within the school culture, resulting to gradual transformational organizational
change and a more effective organizational and individual performance. Culture affects
leadership as much as leadership affects culture (Bass and Avolio, 1993).
Moreover, in this study, teachers can have close relationships with their fellow teachers and with
their principals respectively although they might not be satisfied of an adoption of a proper
financial and moral incentive system. In other words, as this study argues, educators might be
satisfied with the existing school climate but not with the existing financial and moral incentive
system. In addition, it has been found in this research that feelings of job satisfaction due to the
adoption of a proper financial and moral incentive system and a climate of cooperation and
teamwork at the school will result to feelings of self-fulfillment among teachers in the school.
So, based on these results it can be deduced that leadership and proper management practices
that form part of IM strategies affect the organizational culture of the schools increasing the
motivation of educators. As a result, it could be reasoned that a supportive school environment
will improve the academic achievement of the students as Hofman et.al (2002) and Ipek (2010)
also support.
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Furthermore, the findings support that upgrading methods of teaching exist in the public schools
but they are not diversified based on the needs of the educators. Following this one could argue
that if upgrading methods of teaching have been done according to the needs of the educators,
this would have built a close relationship between teachers and teachers with principal,
influencing positively the schools’ organizational culture. Moreover, the findings further support
that the more the communication of the management with the teachers, the more teachers will
feel cared by the management. In fact, school principals looking to improve student performance
should focus on improving the school’s culture by getting the relationships right between
themselves, their teachers, students and parents as supported also by Macneil et. al (2009).
Last, the learning culture in the public schools is a major component of schools’ organizational
culture and this is also supported by the current study. As the study’s results depict, for a high
school to develop a learning culture, the promotion of inquiry and dialogue and the
empowerment of people towards a collective vision are required. Therefore it could be supported
based on the findings that if the school establishes systems to capture and share learning, it will
possibly encourage collaboration and team learning providing strategic leadership for learning,
through inquiry and dialogue. There is no doubt that to promote a lifelong learning culture in the
schools, a great challenge will be faced by the leaders of any school. In this study, there is indeed
a positive relationship between the school creating continuous learning opportunities for the
teacher/promotes innovation and the school promotes inquiry and dialogue. Further, as the
results also reveal, there is a positive relation between “a close relationship between the teachers
and the teachers with the principal” and “the school’s organizational climate helping in providing
reassurance and sense of security and stability of teachers”. Therefore, it could be held that if the
school manages to create an organizational climate and culture that promotes communication and
learning, teachers will feel security, appreciation towards the head teacher and motivation to
work. Nevertheless, creating a learning culture is mainly the responsibility of the head teacher
who is going to pursue it through relationship development with his teachers providing the
necessary support for them. In effect, based on these findings, promoting a learning culture
through critical thinking and designing of instructional lessons that allow all students to
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participate actively in the learning process will result to a higher number of students scoring high
on standardized tests.
As far as school effectiveness in this study is concerned, it is found to be positively influenced by
effective leadership (ELS), school environment (SV), effective teaching (ET) and effective
support from parents (ES). The most important component of school effectiveness in this study is
effective leadership (ELS) followed by effective teaching (ET). As the results argue, effective
leadership (ELS) is important to create a school culture where teachers will be committed to
work for the benefit of their students resulting to greater school effectiveness.
Overall, as the research study supports, leadership and management of the school are directly
related to Internal Marketing. In fact, the current study reveals that the use of Internal Marketing
strategies by the principal will result to school effectiveness by affecting first positively the
school’s organizational culture. Thus, it could be argued that the role of the head teacher in the
public schools should be supportive towards the teachers to create an environment and a school
culture where teaching can flourish. Indeed, an effective head teacher should plan, coordinate
and evaluate teaching though regular classroom visits, providing feedback to teachers and direct
oversight of curriculum. Provision of necessary resources by the head teacher to the teachers is
important for effective teaching as the study further reveals. It could therefore argue based on the
findngs that the role of the principal must be supportive at all times towards the teachers
appraising their performance where necessary and promoting learning and development of all the
staff.
The second important component of school effectiveness in this research is effective teaching
(ET). In this study in order for effective teaching to exist, teachers should be satisfied with their
profession. This is also supported by Kythreotis, Pashiardis and Kyriakides (2010, p.230) in their
study of the primary public schools in Cyprus where they argue that if teachers feel committed to
their school, then more academic emphasis in their classrooms can be identified. It could be
therefore argued that teacher’s job satisfaction will result to effective and efficient teaching.
Teachers need to be reflective on their teaching such as analyze classroom processes, discuss
curriculum and instruction with peers and be sensitive to both the context in which they teach
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and the instructional goals that are most important to them. Administration must allow teachers
time to reflect on teaching and work collaboratively. However, in order to act in this way they
need to enjoy their profession and have the right incentives to work successfully. As this study
further shows, achievements of students in the school are one of the measurements of school
effectiveness regarding effective teaching (ET). Findings support that the higher the
achievements on standardized tests, the state and national awards won by students and the
extracurricular activities, the more effective the school is considered to be. As a result, it could
be argued that the head teacher should make sure that there is sufficient feedback provided to
tests and exams to students by teachers. If this is not the case, then the head teacher needs to
increase the frequency of his/her regular classroom visits and coordinates and evaluates teaching
more often.
After effective teaching (ET), school environment (SV) has also been found to be a significant
component of school effectiveness in this study. A calm, clean school environment, a school
atmosphere of trust, collegiality and cooperation and appropriate rewards and recognition of
accomplishments, with proper maintenance and space, discipline and safety will result to school
effectiveness by creating the appropriate school culture. In this study, when the school is clean, it
is in a good state of repair, there will be higher level of school discipline and adequate space and
material. Unfortunately student safety has the lower value of importance in the public schools
according to the study.
Effective support from parents (ES), although it is the least important component to affect school
effectiveness in this research it should not be neglected. As the results show, schools need to
keep a good, trustworthy and long lasting relationship with the parents since they are the best
promoters of the school in the community. Furthermore, the findings also support that involving
parents in the school activities will create a feeling of belonging and attachment to the school
that will add to its corporate brand identity.
Overall, according to these research results, when the head teacher motivates the teachers to
learn through Continuing Professional Development (CPD) and provides them with the
opportunity for leadership, this will empower them to work effectively and efficiently and they
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will take their own initiative to explore and obtain vital resources for effective teaching.
Additionally, based on the findings it could be argued that due to the above actions taken by the
head teacher, the teachers will create personal and professional relationship with him/her and
they will regard the head teacher’s vision of the school and the way he/she implements it as
important supporting the actions towards its achievement.
Moreover in this study, there is a positive and close relationship between “career paths (training
and promotion)” and Internal Customer Segmentation (EPICS) as training and promotion is also
a part of EPICS. Internal Marketing (IM) begins at the hiring process, continuous through the
training process and increase in importance as employee continue to work in the company
(Kaplan,2017). New teachers require more training than experience teachers and for this reason
segmentation strategies on teachers’ training are important to develop aspects of teaching that
teachers lack. In general, as the study supports, a school environment where it incorporates
cleanliness, proper maintenance and repair with adequate space and material, where teachers are
provided with vital resources by the management for effective teaching through effective hiring
and recruitment procedures will be influenced by a suitable and healthy school organizational
culture that will result to school effectiveness. However, as Kythreotis and Pashiardis (2006)
mentioned in their research the principals in the public schools of Cyprus have no say on the
appointment of personnel to their schools and this will reduce the effective hiring. As they
further support, the policy for decentralization and self-management of schools should promote
the delegation of more responsibilities to principal which will have as a consequence a more
stable environment in schools. Also the frequent rotation of both principals and teachers from
one school to another (Kythreotis & Pashiardis 2006), does not allow principals to build a school
organizational culture that will incorporate the Internal Marketing Strategies.
Finally, the findings support that “teachers’ feelings towards school management, cared by
management” are positively affected by IM strategies but negatively affected by the use of HRM
strategies. This can be interpreted as Internal Marketing strategies build a stronger, trustworthier
relationship between the teachers and the management than HRM strategies on their own.
Additionally, following this study’s findings, effective communication promoting through
Internal Marketing strategies between the head teacher and the teachers results to positive
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feelings of cared by the teachers towards the management. These findings argue that when
principals are trustworthy, they will influence how teachers relate to one another, to students and
to the community at large. Nevertheless, in order for the teachers to trust the head teacher, the
head teacher should have the competence relative to their various responsibilities as school
leaders. Based on this research findings, Internal Marketing (IM) strategies will help the head
teacher to create an IM oriented school culture, promoting a relationship development and
learning culture where educators will be motivated to work to their full potential, achieving
school effectiveness.

5.3 Recommendations for educational leaders
According to this study’s results, in order for principals in the secondary public schools to
overcome the current problems face and use effectively the Internal Marketing strategies they
should apply the following actions:
(1) They should use Relationship Development strategies to improve teachers’
organizational commitment by first repairing the relationships between the teachers and
the management.
(2) Then they should build and communicate a school vision via suitable communication
mechanisms mainly through face to face communication and staff surveys to assess the
internal service climate and culture.
(3) They should offer to the teachers both financial and non-financial rewards together with
empowerment practices using different motivational strategies to different group of
teachers in order to improve work satisfaction and efficiency in the schools. Different
incentives should be given based on the performance of teachers.
(4) They should offer support and advice and suitable resources based on the needs of every
educator. Research on the needs of every teacher in the school and try to fulfill those
needs to improve the teaching performance of educators. Newly appointed teachers have
different educational needs than experienced ones.
(5) Empowerment of teachers by educational leaders is important to give the educators
confidence, satisfaction and a sense of belonging to the school in order to perform well.
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Also empowering the Head of Departments to be transformational leaders can result to
an internal marketing oriented school culture.
(6) They should keep trade union involvement to the level of encouraging empowerment
strategies.
(7) They should improve recruitment and selection procedures in order to improve the
quality of their teaching staff. Principals should be given freedom on the appointment of
personnel to their schools.
(8) They should ensure an orderly and clean school environment with suitable teaching
facilities and resources for effective teaching.

5.4 Recommendations for future research
There are some issues that need to be considered regarding this study starting with the difficulty
of applying the internal marketing concept in a public organization such as a public school due to
lack of relevant literature. Therefore, to develop further this study, this research could be applied
in the context of private secondary schools. To validate further the current results, a bigger
sample of public schools including all secondary schools in Cyprus could also be used.
Moreover, the model could also be applied on elementary public education for comparison
purposes.
In this research study, the independent variable was set to be the IM strategies while the
dependent variables were school effectiveness and organizationl culture. A further investigation
could be carried out to test how the organizational cuture as an independent variable affect the
IM strategies as a dependent variable or how school effectiveness of the public schools affect the
IM strategies in these schools. Future research could investigate both these relationships.
Furthermore, although the model used in this study applies specifically to schools, its constructs
can be applied to other service organizations as well, adopting it accordingly. Future studies
could use qualitative research along with the current quantitative research methodology for
triangulation purposes. Finally, considering that secondary public schools are bureaucratic
organizations in nature with rigid rules and structure creating obstacles to the application of IM,
this research study provides constructive suggestions of incorporating IM strategies in secondary
public education despite these difficulties.
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5.5 Implications
Overall, the most important contribution of the current study is the development of a model
based on an investigation of the application of Internal Marketing (IM) strategies in the
secondary public education, using SEM research methodology. This study shows a positive
relationship of Relationship Development (RD), Human Resource Management (HRM) and
Education Process & Internal Customer Segmentation (EPICS) respectively to IM in the public
secondary schools. However, research findings suggest that more Relationship Development
(RD) and Human Resource Management (HRM) strategies should be applied to secondary public
education in Cyprus to improve internal communications and build a new IM culture in the
public secondary schools. As the study reveals, IM strategies positively influence the
organizational culture of the public secondary schools which in turn organizational culture acts
as a mediator to school effectiveness. There is also a direct positive relationship between IM
strategies and school effectiveness. In fact, in Model A there is a stronger positive direct effect of
IM strategies on school effectiveness comparing to Model B where the effect of IM strategies on
school effectiveness is indirect via schools’ organizational culture and although positive it is
smaller. These findings suggest that IM strategies should be incorporated more by the
educational leaders of secondary public schools in order to improve the schools’ performance. It
could be suggested based on this study’s results that application of IM strategies in the public
secondary schools are going to influence positively the organizational culture of these schools,
promoting an IM culture. Nevertheless, school leaders should be knowledgeable of IM strategies
and competent to incorporate them into their day-to-day school management, transforming their
school culture into one where learning can flourish and school effectiveness can be achieved.

5.6 Conclusion
In this research study, there is evidence of the existence of IM strategies in the secondary public
schools although their presence is limited, particularly the presence of Relationship Development
(RD) strategies. As the results reveal, IM strategies that include Human Resource Management
(HRM), Relationship Development (RD) and Education Process and Internal Customer
Segmentation (EPICS) strategies affect significantly the public secondary schools’
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organizational culture which in turn affects positively the school effectiveness. Therefore, the
public schools’ organizational culture acts as a mediator between IM strategies and school
effectiveness as shown in SEM Model B.
Furthermore, in SEM Model A, Internal Marketing (IM) has shown a direct significant affect on
School Effectiveness (SE) greater than Model B and it is positively related to all its components
of Relationship Development (RD), Human Resource Management (HRM) and Education
Process and Internal Customer Segmentation (EPICS). This proves the existence of some of IM
strategies in secondary public schools in Cyprus. Important IM strategies under Relationship
Development (RD) in secondary public education in this study include mostly staff meetings,
newsletters, oral briefing from Head teacher or Head of Department (HOD), school noticeboard
announcements and fewer emails and face-to-face communication with head teacher due to the
bureaucratic culture of the public schools. Therefore, it could be argued that more face-to-face
communication with the head teacher should take place to enhance further the IM strategies in
the public schools. Regarding Human Resource Management (HRM) strategies in the public
schools, empowerment strategies and non-financial incentives to teachers are the most important
based on the research findings. Moreover, education process and internal customer segmentation
(EPICS) is the most important strategy of IM with education process strategies to be more
important than segmentation strategies in this study. Following these findings, it can be
suggested that attention should be given to the application of a variety of motivational strategies
to different group of teachers for greater work incentive. As well as different training should be
provided to teachers according to their teaching needs based on their years of experience and
qualifications.
It is interesting to observe that EPICS and HRM strategies in the public schools have a stronger
presence than RD strategies. In fact, an important component of RD strategies that public schools
lack as the findings reveal is communications. These communication activities are relationship
building activities that their regular use in the schools will gradually build an Internal Marketing
(IM) culture. It can be argued that building relationships between the teachers and the
management of the school will result to feelings of satisfaction and commitment among teachers
that will motivate them to teach effectively resulting to satisfied students and parents.
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The results of this study show that, secondary public schools can improve the quality of their
service by using Relationship Development strategies to improve organizational commitment of
their teachers. It can be deduced that the proper building and communication of the school vision
to the teachers will enhance their consciousness towards the students. As the findings suggest,
there is a need for an exchange of mutual values among teachers and between teachers and the
management of the school, through the development of the suitable communication mechanisms.
However, as the results further support, due to the lack of appropriate communication strategies
within the school, the relationship between teachers-teachers; teachers-students; teachersparents; and teachers–management; is hindered. Hence, this discourages the development of an
Internal Marketing culture. It can be proposed based on this study that it is important in the
schools to use more face to face communication rather than school notice board announcements.
Because of this lack of communication, teachers do not feel cared by their management. Thus, it
should be noted that relationships in the public secondary schools need to be first repaired if
Internal Marketing is to become an effective management practice.
In addition, as this study shows, teachers lack organizational commitment and most of them are
unaware of the vision of the public school as it does not exist. In fact, the results reveal that
principals do not apply teachers’ staff surveys to assess the internal service climate and culture
and there is no common school organizational culture where all teachers will be motivated to
work for in all public schools. It could be therefore suggested that the Ministry of Education
might consider developing an internal school organizational culture where principals can
communicate a common vision of the public school and encourage teachers to work for.
In this study, both financial and non-financial rewards together with empowerment practices are
seen and felt by teachers as their main motivators and thus it can be advised that the principals
may consider these to improve work satisfaction and efficiency in public secondary schools.
Furthemore, as the findings reasonate, principals should apply different motivational strategies to
different group of teachers since teachers have different needs based on their years of experience,
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personality and age. In fact, even though there is an upgrading of new methods of teaching in
public schools according to the study, this does not support the different needs of teachers.
As the findings also suggest, the trade union involvement should be kept to the level of
encouraging empowerment strategies and not discouraging them. In addition, the study further
supports that improving recruitment and selection procedures to employ suitable teaching staff
will further add to the development of Internal Marketing culture in the schools. However,
changing an existing rigid, bureaucratic public-school culture and structure is cumbersome and
requires time, goodwill and effort by all the stakeholders involved in public education.
Additionally, as the principals in Cyprus have no say on the appointment of personnel to their
schools and their frequent rotation from one school to another (Kythreotis & Pashiardis, 2006),
makes the IM strategies difficult to be incorporated in the public schools.
Therefore, based on the findings, it is not only important for educational leaders to build good
relationships among teachers but it is also important to select the right ones, empowering and
supporting them based on their abilities, providing them at the same time with the right teaching
resources to pursue success in teaching. Therefore, this study suggests that applying HRM
strategies along with RD and EPICS strategies is important for a successful IM program in the
public schools.
Overall, this research supports that it is vital for any school to build an organizational culture
and climate based on an IM orientation where teachers will be familiar with it and be motivated
to work to the achievement of this. However, as the study further argues, the communication and
motivation of IM orientation in the school is not only the responsibility of human resources but
of all the managers in the school, starting first by the head teacher and followed by the assistant
head teachers and the head of departments.
It is thus advised in this research that IM policies in the schools will enhance the cultural linkage
promoting teachers’ feelings of commitment and job satisfaction. Both EPICS and HRM in this
study affect significantly the school’s organizational culture. Following this, more specifically,
leadership and proper management practices that are part of IM strategies affect the school’s
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organizational culture, increasing the motivation of educators in this study. In addition, it could
be noted that in order for school leaders to improve the school culture and consequently the
students’ performance, they should get the relationships right between themselves, their teachers,
students and parents. So as the study reveals, RD strategies play also an important role in the
improvement of organizational culture in the schools. Creating a climate of cooperation and
teamwork at the school, initiating an open dialogue between the teachers and the head teachers
would give head teachers the opportunity to change negative aspects of school culture.
An important component of school culture is the learning culture and two of the most important
factors in this study to promote this learning culture in the schools are the promotion of inquiry
and dialogue and the empowerment of teachers towards a collective vision by the head teacher.
As the findings of the study highlight the head teacher who establishes learning goals and
expectations involving staff and others in the process and promoting a learning culture through
critical thinking and designing of instructional lessons, allowing all students to participate
actively in the learning process, will increase the proportion of students scoring high on
standardized tests, achieving school effectiveness.
Indeed IM orientation embedded in the school’s organizational culture will result to school
effectiveness based on this research. The factor that contributes the most in this study to school
effectiveness is effective leadership (ELS) followed by effective teaching (ET), school
environment (SE) and effective support from parents (ES). As it can be argued based on the
results, effective leadership, an integral part of school culture, will motivate teachers to work for
the benefit of the students. Effective leadership is very important both for the success of an
educational institution and the implementation of IM strategies in this. Based on the findings,
leadership and management of the school are directly involved to IM and the IM strategies used
by the head teacher will result to school effectiveness by affecting first positively the school’s
organizational culture. Indeed, it is interesting to note that principals in schools should have the
right capabilities for managing IM strategies following a relationship-oriented approach and a
consistent behavior align to these strategies to ensure the success of their application in the
schools. Application of Internal Marketing (IM) strategies is therefore a new role expected of
school leaders in pursuing school effectiveness.
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One can therefore deduce that the head teacher’s role is important in the success of an
educational institution. Effective head teachers are successful at making staff and pupils aware of
the school’s vision and model the behavior which they think would best achieve the school goals.
As the findings suggest, they are the ones who will ensure a school environment where it
incorporates cleanliness, proper maintenance and repair with adequate space and material and
suitable teachers hired through the right recruitment procedures and provided with vital resources
for effective teaching. In this way a suitable culture will be formed where IM strategies can
flourish, ensuing school effectiveness as this sudy argues. Yet, the head teacher should have the
right competences for managing IM strategies following a relationship- building approach and a
consistent behavior towards the direction of these strategies to ensure their success. For this
reason training and evaluation of principals towards this direction is important to ensure success
of IM strategies in the public schools.
Overall, there are various lessons’ learned in this research study. Firstly, the use of Internal
Marketing (IM) strategies by the school leaders will positively affect the school’s organizational
culture resulting to a healthy, lifelong learning school environment where both educators’ morale
and learners’ achievement will be improved. For this reason, school leaders are advised to
incorporate IM strategies in their daily management of the schools. In this study, as part of IM
strategies, HRM and EPICs policies play an important role in the public schools and affect
positively their organizational culture. Specifically, non-financial incentives, empowerment
strategies together with new methods of teaching, different motivational strategies to different
group of teachers and new evaluation methods and agreements with trade unions, are all
important IM strategies that are recommended to be used by the school management in the
public schools and they will positively affect the schools’ organizational culture as this study
suggests.
In order therefore to affect the school’s organizational culture and implement effectively the
above strategies, as the results show, the middle managers who are the Head of Departments
(HODs) in the schools should be influenced, guided and trained accordingly by the head
teachers. HODs are important key players in the school’s organizational culture since they can be
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seen as the connecting link between the school management and the teaching staff. It can be thus
recommended that through constant communication of the principal, the assistant principals and
the HODs with the teaching staff both via oral briefings or newsletters and at the same time by
empowering the HODs to build relationship development with the rest of the teaching staff, the
HODs can act as transformational leaders resulting to a positive change to the school’s
organizational culture, improving in this way the school’s performance. As a result, the more the
communication the teachers have with their HOD and the principal respectively, the stronger the
relationship building, the security and the sense of stability they will feel at their workplace as
supported by the research findings.
In fact, in many cases, teachers might be satisfied with the relationship they have with their HOD
or principal but not with their financial or morale incentive system as the study shows. This
proves that the financial or morale incentive system is equally important to build a good
relationship with the educating staff and lack of it will result to poor school performance. For
this reason, the school management should consider carefully the financial or morale incentive
system applied in the schools. Additionally, the findings suggest that in the public schools there
might be upgrading methods of teaching but these are not diversify based on the needs of
educators, resulting further to a downscale of school performance. School leaders are therefore
advised to provide support, guidance and the appropriate teaching resources based on the needs
of the educators.
Moreover, the study shows that the clan culture dominates in the public schools and IM
strategies will enhance the cultural linkage resulting to teachers’ feelings of commitment and job
satisfaction. Also, the learning culture in the study is an integral part of school’s organizational
culture and it is beneficial for a high school performance. The two most important strategies that
the school management can apply to achieve this learning culture based on the results are: (1) to
encourage inquiry and dialogue and (2) to empower people towards a collective vision.
As the findings present, there is no doubt that IM strategies affect positively and significantly the
school’s organizational culture and more specifically they can add on the existing clan culture
and learning culture of the school. Every school needs a learning culture to become an effective
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learning institution and the IM strategies will ensure the potential successful development of this
culture. School leaders need to be aware of the IM strategies in order to implement them in their
schools and affect positively their school’s organizational culture. Based on this research study,
it can be therefore argued that Internal Marketing (IM) strategies can create an organizational
culture for public secondary schools where teachers deliver high-quality service, improving the
quality of secondary public education by pursuing school effectiveness. School leaders are called
to play a new role in the future that of transformational leaders, where they ought to incorporate
IM strategies in their schools, transforming their existing school culture in an internal marketing
oriented one for the purpose of pursuing school effectiveness. Hence, application of Internal
Marketing (IM) strategies is a new role expected of school leaders in pursuing school
effectiveness!

286

REFERENCES

Aburoub, A.S.,Hersh,A.M., & Aladwan, K. (2011). Relationship between Internal Marketing and
Service Quality with Customers’ satisfaction. International Journal of Marketing Studies,
3(2), 107-118.
Abdullah, N.H., Shamsuddin, A. & Wahab, E. (2015). Does organizational culture mediate the
relationship between transformational leadership and organizational commitment?,
International Journal of Organizational Leadership, 4, 18-32.
Abzari,M.,Ghorbani, H. & Madani, F.A.(2011). The Effect of Internal Marketing on
Organizational Commitment from Market-Orientation Viewpoint in Hotel Industry in
Iran. International Journal of Marketing Studies, 3(1), 147-155.
Adediwura,A.A., Oluwatosin, S.A. and Ajeigbe,T.O.(2008). Comparative Study of private and
public schools student engagement and school effectiveness indicators. Ife Psychologia
16(2), 40-51.
Adler, E. & Clark, R. (2011). An Invitation to Social Research: How it’s done. Belmont, CA:
Thomson, Wadsworth Publishing Co.
Agasisti, T.,Bonomi, F.& Sibiano, P. (2014). Measuring the “managerial” efficiency of public
schools: a case study in Italy. International Journal of Educational Management, 28(2),
120-140.
Aggarwal-Gupta, M., & Vohra, N. (2010). Measuring Effectiveness of schools in India: A
Multiple Stakeholder Framework. E-Journal of Organizational Learning and Leadership,
8(2), 1-13.
Ahmad, A.M.K. & Al-Borie, H.M.(2012). Impact of Internal Marketing on job satisfaction and
Organizational Commitment: A Study of Teaching Hospitals in Saudi Arabia. Business
287

and Management Research, 1(3), 82-94.
Ahmed,P.K.& Rafiq,M.(1995).The role of internal marketing in the implementation
of marketing strategies.. Journal of Marketing Practice:Applied Marketing
Science, 1(4),32-51.
Ahmed, P.K. & Rafiq, M. (2002). Internal Marketing: Tools and Concepts for customer-focused
management, Butterworth-Heinemann.
Ahmed, P.K., Rafiq,M. & Saad, N.M.(2003). Internal marketing and the mediating
role of organizational competencies. European Journal of Marketing,
37(9), 1221-1241.
Ahmed, P.K. & Rafiq, M. (2003). Internal Marketing Issues and Challenges. European Journal
of Marketing, 37(9), 1177-1186.
Akbari, M., Amiri, N.S.,Imani, S.,Rezaeei,N.,& Foroudi,P.(2017). Why leadership style matters:
a closer look at transformational leadership and internal marketing. The Bottom Line,
30(4), 258-278.
Akman, Y.(2018). The examination of the relationship with diversity management capabilities of
school principals and organizational justice according to teachers’ opinions. Hitit
University Journal of Social Sciences Institute 11(1), 611-626.
Aldrich,H. & Herker,D (1977). Boundary spanning roles and organization structure.
Academy of Management Review,2, 217- 230.
Al-Hawary,S.I.S.,Al-Qudah,K.A.M.,Abutayeh,P.M.,Abutayeh, S.M. & Al-Zyadat, D.Y.(2013).
The impact of Internal Marketing on Employee’s job satisfaction of commercial banks in
Jordan. Interdisciplinary Journal of Contemporary Research in Business, 4(9), 811-826.
Ali, N. (2012). An exploratory study into the implementation of internal marketing in
small insurance brokers in the United Kingdom. Journal of Financial Services
Marketing, 17(3), 242-254.
Allen, N.,Grigsby, B. & Peters, M.L. (2015). Does leadership matter? Examining the relationship
among transformational leadership, school climate and student achievement. NCPEA
288

International Journal of Educational Leadership Preparation, 10(2), 1-22.
Alshura, M.S.K.,Nusair, W.K.I., & Aldaihani, F.M.F.(2016). Impact of Internal Marketing
Practices on the Organizational Commitment of the Employees of the Insurance
Companies in Jordan. International Journal of Academic Research in Economics and
Management Sciences, 5(4), 168-187.
Altarifi, S. (2014). Internal marketing activities in higher education. International Journal of
Business and Management, 9(6), 126-138.
Anghel,M.,Jaradat, M., Gherman, C. & Gabrea, R.(2015). The place and importance of Human
Resources in Secondary Education. Valahian Journal of Economic Studies, 6(20/1), 8792.
Anwar,M.& Anis-ul-Haque (2014). Development of school climate scale (SCS): Measuring
primary school teachers’ perceptions in Islamabad, Pakistan. FWU Journal of Social
Sciences, 8(2), 52-58.
Apaydin,C. & Balci, A.(2011). Organizational corruption in secondary schools: A
focus group study. Organizational corruption in secondary schools: A focus
group study. Education,131(4),818-829.
Argenti, P.A. (1998). Strategic employee communications. Human Resource Management, 37(34), 199-206.
Awal, D., Klinger,J., Rongione,N. & Stumpf, S.A. (2006). Issues in organizational culture
change: A case study 1. Journal of Organizational Culture, Communication and Conflict,
10(1), 79-97.
Awang, Z. (2015).SEM made simple: The Gentle Approach in Learning Structural Equation
Modeling. In Malaysian Postgraduate Workshop SERIES (MPWS), ch.3,4.
Publisher:Bangi, Selangor,Malaysia
Awwad, M.S. & Agti, D.A.M.(2011). The impact of internal marketing on commercial banks’
market orientation. The International Journal of Bank Marketing, 29(4), 308-332.
Aydin, A., Sarier, Y.,& Uysal, S. (2013). The effect of school principals’ leadership styles on
289

teachers’ organizational commitment and job satisfaction. Educational Sciences: Theory
& Practice, 13(2), 806-811.
Bailey,A.A.,Albassami, F. & Al-Meshal, S. (2016). The roles of employee job satisfaction and
organizational commitment in the internal marketing- employee bank identification
relationship. International Journal of Bank Marketing, 34(6), 821-840.
Ballantyne, D. (1997). Internal networks for internal marketing. Journal of
Marketing Management, 13, 343-366.
Ballantyne D. (2000). Internal relationship marketing: a strategy for knowledge
renewal. International Journal of Bank Marketing, 18(6), 274-286.
Ballantyne D. (2003). A relationship-mediated theory of internal marketing. European
Journal of Marketing, 37(9), 1242-1260.
Ballantyne, D. (2004). Dialogue and its role in the development of relationship specific
knowledge. Journal of Business and Industrial Marketing, 19(2), 114-123.
Bandur,A. (2012). School-based management development: challenges and impacts,
Journal of Educational Administration, 50(6), 845-873.
Barnes, J.G.(1989). The role of internal marketing: If the staff won’t buy it, why should the
customer. Irish Marketing Review, 4(2), 11-21.
Barney,J.B.(1986). Organizational Culture: Can it be a source of sustained
competitive advantage? The Academy of Management Review, 11(3), 656-665.
Barth,R.S.(2002). The Culture Builder. Educational Leadership, 59(8),6-11.
Bass,B.M.&Avolio, B.J.(1994).Transformational leadership and organizational
culture. The International Journal of Public Administration, 17(3-4), 541-554.
Bellou, V. (2007). Achieving long-term customer satisfaction through organizational culture:
Evidence from the health care sector. Managing Service Quality, 17(5), 510-522.
Benoy, W., J. (1996). Internal Marketing Builds Service Quality. Marketing Review,
16 (1), 54-59.
Berry, G. (1997). Leadership and the development of quality culture in schools. The
290

International Journal of Educational Management, 11(2), 52-64.
Berry,L.L.(1981).The employee as customer. Journal of Retail Banking, 3, 2528.
Berry, L.L. (1995).Relationship Marketing of Services-Growing Interest, Emerging Perspectives.
Journal of the Academy of Marketing Science, 23(4), 236-245.
Berry, L.L., Hensel, J.S. & Burke, M.C. (1976). Improving retailer capability for
effective consumerism response, Journal of Retailing, 52(3), 3-14.
Berry, L. L, Zeithaml, V.A. & Parasuraman, A.(1985). Quality Counts in Services,
Too. Business Horizons,28, 44-52.
Berry, L.L.& Parasuraman, A. (1991).Marketing Services-Competing Through
Quality, New York Free Press.
Berry,L.L. & Parasuraman, A. (1993). Building a new academic field- the case of services
marketing. Journal of Retailing, 69(1), 13-60.
Bhattacharya, C.B.,Sen,S. & Korschun, D. (2007). Corporate Social Responsibility as an Internal
Marketing Strategy. Forthcoming: Sloan Management Review.
Bitner, M.J.(1995). Building Service Relationships: It’s all about promises. Journal of Academy
of Marketing Science, 23(4), 246-251.
Bitner, M.J., Booms B.H.& Mohr, L.A.(1994). Critical Service encounters: The Employee’s
viewpoint. Journal of Marketing, 58(4), 95.
Blase,J.,& Blase, J.(2000). Effective instructional leadership: Teachers’ perspectives on how
principals promote teaching and learning in schools. Journal of Educational
Administration, 38(2), 130-141.
Bogler, R., & Somech, A. (2004). Influence of teacher empowerment on teachers’
organizational commitment, professional commitment and organizational
citizenship behavior in schools. Teaching and Teacher Education, 20,
277-289.
Bolanle, A.O.(2013). Principals’ Leadership Skills and School Effectiveness: The Case of
291

South Western Nigeria. World Journal of Education, 3(5), 26-33.
Bonner, J. S. (1982). Japanese Quality Circles: Can They Work in Education?, Phi Delta Kappa,
63(10), 681.
Bookis, A., Gounaris, S. & Lings, I.(2017). Internal market orientation determinants of
employee brand enactment. Journal of Services Marketing, 31(7), 690- 703.
Bouranta, N.,Chitiris, L. & Paravantis, J. (2009). The relationship between internal and external
service quality. International Journal of Contemporary Hospitality Management, 21(3),
275-293.
Bowen, D. E. (1986). Managing customers as Human Resources in Service Organizations.
Human Resource Management, 25 (3), 371-383.
Bowen, D. E & Lawler III, E.E. (1992). The Empowerment of Service Workers: What, Why,
How, and When. Sloan Management Review, 33 (3), 31-39.
Brauckmann, S. & Pashiardis, P. (2011). A validation study of the leadership styles of a holistic
leadership theoretical framework. International Journal of Educational Management,
25(1), 11-32.
Broady-Preston, J., & Steel, L. (2002). Internal marketing strategies in LIS: a strategic
management perspective. Library Management, 23 (6/7), 294-301.
Brooks, R.,Lings,I. & Botschen, M.(1999) Internal marketing and customer driven
wavefronts. The Service Industries Journal, 19(4),49-67.
Brown, R.(2004).School culture and organization: Lessons from research and
experience. Denver, CO: Paper for the Denver Commission on Secondary
School Reform.
Bryman, B. & Bell, E. (2011). Business Research Methods, (3rd ed.), Oxford University Press.
Budhar, P. S., Varma,A., Malhotra, N.& Mukherjee, A. (2009). Insights into the
Indian Call Centre Industry: Can Internal Marketing help tackle high
292

employee turnover? Journal of services Marketing, 23(5), 351-362.
Burton, L.J.& Peachey, J.W.(2013)The call for Servant Leadership in Intercollegiate
Athletics. Quest, 65(3), 354-371.
Cahill, D.J. (1995). The managerial implications of the learning organization: a new tool for
internal marketing. The Journal of Services Marketing, 9(4), 43-51.
Cᾰtᾰlin, M.C., Andreea,P. & Adina, C. (2014). A holistic approach on internal marketing
implementation. Business Management Dynamics, 3(11), 9-17.
Cambra-Fierro, J. & Cambra- Berdún, J.(2008). The role of school and university teachers as
part-time marketers. Marketing Intelligence & Planning, 26(5), 539-551.
Cameron,K.(1980). Critical questions in assessing organizational effectiveness, Organizational
Dynamics 9(2), 66-80.
Cameron,K.S.& Ettington, D.R. (1988). The conceptual foundation of organizational
culture, Working Paper #544, University of Michigan, School of Business
Administration.
Cameron, K.S, Quinn,R.E, Degraff,G.& Thakor,A.V. (2006). Competing Values
Leadership: Creating values in organization. Edward Elgar Publishing.
Cameron, A.,Spataro,S,E.&Flynn,F.,J.(2008). Personality and Organizational Culture
as Determinants of Influence. Journal of Applied Psychology, 93(3),702-710.
Canavan, K. (2013). Building Strategic Leadership and Management Capacity to Improve
School Effectiveness. Catholic Education: A Journal of Inquiry and Practice, 7(2), 150164.
Caruana,A.&Calleya,P.(1998).The effect of internal marketing on organizational commitment
among retail bank managers, International Journal of Bank Marketing, 16(3),108-116.
Chang,C-S & Chang, H-H. (2007). Effects of internal marketing on nurse job satisfaction and
organizational commitment: Example of medical centers in southern Taiwan. The
Journal of nursing research, 15(4), 265-274.
293

Chang, S-C & Lee,M-S(2007). A study on relationship among leadership, organizational culture,
the operation of learning organization and employees’ job satisfaction. The Learning
Organization, 14(2), 155-185.
Chang, S.-L. & Huang,J-W.(2016). The Relationship between Interactive Marketing and School
Effectiveness: Value Co-Creation Perspective. Marketing Review, 13(4), 451-475.
Cheng.Y.C (1990). Conceptions of School Effectiveness and Models of School Evaluation.
Education Journal, 18(1), Chinese university of Hong Kong.
Cheng,Y.C (1993). The Theory and Characteristics of school-based Management. The
International Journal of Educational Management, 7(6), 6-16.
Cheng,Y.C. (2003). Quality assurance in education: internal, interface and future. Quality
Assurance in Education, 11(4), 202-213.
Chi,H.,Yeh,H. & Liou,J. (2016). How Internal Marketing Mediates the Relationship between
Teachers’Organizational Commitment and Job Satisfaction. Journal of Education &
Social Policy, 3(1),56-69.
Christensen, L.B., Johnson, R.B. & Turner, L.A. (2015). Research Methods Design and
Analysis, Pearson Education Limited.
Clark-Carter, D. (2010).Quantitative Psychological Research: The Complete Student’s
Companion, (3rd ed.), Psychology Press.
Coe, R. & Fitz-Gibbon, C.T.(1998). School Effectiveness Research: criticisms and
recommendations. Oxford Review of Education, 24(4), 421- 438.
Cohen J., Fege A. & Pickeral T. (2009). Measuring and improving school climate: A strategy
that recognizes, honors and promotes social, emotional and civic learning The foundation
for love, work and engaged citizenry. Teachers College Record, 1-10.
Cohen, J. Mccabe, E. M, Michelli, N.M. & Pickeral, T. (2009). School Climate: Research,

294

Policy, Practice, and Teacher Education. Teachers College Record, 111(1), 180-213.
Collins, B. & Payne, A. (1991). Internal Marketing: a new perspective for HRM. European
Management Journal, 9(3), 261-270.
Cong, Y., Huang, J-C., & Farh, J-L. (2009). Employee learning orientation, transformational
leadership, and employee creativity: the mediating role of employee creative selfefficacy. Academy of Management Journal, 52(4), 765-778.
Conradie,E.S.,Roberts-Lombard, M. & Kopper,H.B. (2014). Brand Awareness in the services
sector influenced by eight internal marketing element. Journal of Global Business and
Technology, 10(1), 25-37.
Conradie,E.S.,Roberts-Lombard, M. & Kopper,H.B. (2014). The influence of eleven Ps: An
Internal Marketing and brand awareness perspective in a service environment. Southern
African Business Review, 18(1), 100-121.
Conduit,J. & Mavondo, F.X.(2001).How critical is internal customer orientation to market
orientation? Journal of Business Research, 51, 11-24.
Cooper, J. & Cronin, J.J. (2000). Internal marketing: A competitive strategy for the long-term
care industry. Journal of Business Research, 48(3), 177-181.
Ćorić, D.S., & Vokić, N.P. (2009). The Roles of Internal Communications, Human Resource
Management and Marketing Concepts in Determining Holistic Internal Marketing
Philosophy. Zagreb International Review of Economics & Business, 12(2), 87-105.
Creemers, B.PM., Stoll,L., & Reezigt, G. (2007). Effective school improvement- Ingredients for
success: The results of an international comparative study of best practice case studies.
International handbook of school effectiveness and improvement, 825-838.
Crosswell,L. & Elliott, R. (2004). Committed Teachers, Passionate Teachers: the dimension of
passion associated with teacher commitment and engagement, AARE Conference, 1-12.
295

Davis, T. R.V. (2001). Integrating internal marketing with participative management.
Management Decision, 39(2), 121-132.
Davis, D.,J. & Cole-Leffel,G.(2009). Engaging the potential high school dropout: an integrated
theory for policy and practice in secondary education. Planning and Changing, 40(3&4),
183-193.
Davis,S.H. & Leon, R.J. (2014). Developing A Leadership Brand: The Heart of Effective School
Leadership in Turbulent Times. Planning and Changing, 45(1/2), 3-18.
Denison,D.R.(1984).Bringing corporate culture to the bottom line. Organizational Dynamics,
13(2),5-22.
Denison,D.R.(1996). What is the difference between organizational culture and
organizational climate? A native’s point of view on a decade of paradigm
wars. Academy of Management Review, 21 (3), 619-654.
Denison,D.R. & Spreitzer, G.M.(1991). Organizational Culture and organizational
development: a competing values approach. Research in Organizational
Change and Development, 5, 1-21.
Deshpande,R.&Webster, F.E.(1989).Organizational Culture and Marketing. Journal of
Marketing, 53, 3-15.
Detert,J.R., Schroeder,R.G. & Mauriel,J.J.(2000).A Framework for linking culture
and improvement initiatives in organizations. Academy of Management
Review, 25(4), 850-863.
Downey, D.B.,Hippel, P.T.V & Hughes,M.(2008). Are “Failing” Schools really failing? Using
Seasonal Comparison to evaluate school effectiveness. Sociology of Education, 81(3),
242-270.
Ebert, R.J., & Griffin,R.W.(2000). Business essentials. Upper Saddle River, NJ: Prentice-Hall.
Edvardsson, B., Haglund,L. & Mattsson, J. (1995). Analysis, planning, improvisation and control

296

in the development of new services. International Journal of Service Industry
Management, 6(2), 24-35.
Eǧriboyun, D. (2015). The relation between organizational trust, organizational support, and
organizational commitment. African Journal of Business Management, 9(4), 134-156.
ELSamen,A.A. & Alshurideh, M. (2012). The Impact of Internal Marketing on Internal Service
Quality: A Case Study in a Jordanian Pharmaceutical Company. International Journal of
Business and Management, 7(19), 84-95.
Engel, N., Hotton, G.,Devos, G.Bouckenooghe, D. & Aelterman, A. (2008). Principals in schools
with a positive school culture. Educational Studies, 34(3), 157-172.
Erdogan, B.,Liden,R.C. & Kraimer,M.L.(2006). Justice and leader-member exchange:
the moderating role of organizational culture. Academy of Management
Journal, 49(2), 395-406.
Erickson, F. (1987). Conceptions of school culture: An overview. Educational Administration
Quarterly, 23(4), 11–24.
European Commission. (2015). Education and Training Monitor Report 2015 Country Analysis.
Retrieved August, 2021, from: Education and Training Monitor 2015: Country analysis
(europa.eu)

Ewing. M.& Caruana, A. (1999). An Internal Marketing approach to public sector
management. The marketing and human resources interface. The international
Journal of Public sector Management, 12(1), 17-26.
Farzad, A., Nahavandi,N. & Caruana, A.(2008). The Effect of Internal Marketing on
Organizational Commitment in Iranian Banks. American Journal of Applied Sciences,
5(11), 1480-1486.

297

Ferdous, A.S.(2008). Integrated Internal Marketing Communication (IIMC).The Marketing
Review, 8(3), 223-235.
Firestone, WA. & Pennell, J.R.(1993). Teacher commitment, working conditions and differential
incentive policies. Review of Educational Research, 63(4), 489-525.
Firestone, W.A. & Rosenblum, S.(1988). Building Commitment in Urban High
Schools. Educational Evaluation and Policy Analysis, 10(4), 285-299.
Flipo, J-P. (1986). Service firms: interdependence of external and internal marketing strategies.
European Journal of Marketing, 20(8), 5-14.
Foreman, S. K & Money, A.H (1995). Internal marketing: concepts, measurement and
Application. Journal of marketing management, 11, 755-768.
Foreman, S.K.(2000). Get close to the internal customer or keep your distance? Internal
Marketing: directions for management by Varey and Lewis (2000) (eds), ch.8, 125-138.
Forsyth,P.B., Barnes,L.B. & Adams, C.M. (2006). Trust-effectiveness patterns in schools.
Journal of Educational Administration, 44 (2), 122-141.
Friedman, I., A. (2000). Burnout in Teachers: Shattered Dreams of Impeccable
Professional Performance. Psychotherapy in Practice, 56(5), 595-606.
Fritz, W.(1996). Market orientation and corporate success: findings from Germany. European
Journal of marketing, 30(8), 59-74.
Fullan,M.G. & Hargreaves, A.(1991). What’s worth fighting for? Working Together for Your
School. Toronto, Ontario: Elementary Teachers Federation of Ontario; New York:
Teachers College Press. Ontario Public School Teachers' Federation, Toronto.
Fullan, M. & Fullan, M.G. (1993). Change Forces: Probing the Depths of Educational Reform.
The Falmer Press, Taylor & Francis Inc.
Fullan, M.G.(1993). Why teachers must become change agents. Educational Leadership, 50(6),
1-13.
298

Garson, G.D.(2009). Factor Analysis from Statnotes: Topics in Multivariate Analysis. Retrieved
August 6, 2018 from: http://faculty.chass.ncsu.edu/garson/pa765/statnote.htm.
George, W.R. (1977). The retailing of services - a challenging future, Journal of Retailing, 8598.
George, W.H.(1990).Internal marketing and organizational behavior: a partnership in
developing customer-conscious employees at every level. Journal of Business
Research, 20(1), 63-70.
Gregory,B.T.,Harris,S.G.,Armenakis,A.A.&Shook,C.L.(2009).Organizational culture
and effectiveness: A study of values, attitudes, and organizational outcomes.
Journal of Business Research, 62, 673-679.
Gilly, M.C. & Wolfinbarger, M. (1998). Advertising’s internal audience. Journal of Marketing,
62(1), 69-88.
Gilmore, A., & Carson, D. (1995). Managing and marketing to internal customers.
In Eds. Glynn,W.J. and Barnes,J.G., Understanding Services Management,
295-321. Chichester, UK:Wiley.
Goel, B.,Goel,A. & Singhal, A. (2012). The evolution and appearance of the internal marketing
concept (IMC): A study in the context of 4Ps.Summer Internship Society, 3(1), 30-36.
Good,T.L. & Brophy,J.E.(1994). Looking in classrooms. (6th ed.). HarperCollins College
Publishers.
Gordillo-Benavente,L.D.,J Domínguez-Valdez, B.M., & Vega-Sosa, L.M. (2015). Model of
Internal Marketing as a Trigger to Achieve the Commitment of Internal Customers at the
Polytechnic University of Tulancingo in the State of Hidalgo, Mexico. International
Review of Management and Business Research,4(4), 945-962.
Gounaris, S.(2008). Antecedents of internal marketing practice: some preliminary empirical

299

evidence, International Journal of Service Industry Management, 19(3), 400-434.
Gounaris,S., Vassilikopoulou,A. & Chatzipanagiotou,K.(2010). Internal-market orientation: a
misconceived aspect of marketing theory. European Journal of Marketing, 44(11/12),
1667-1699.
Griffith, J. (2004). Relation of principal transformational leadership to school staff job
satisfaction, staff turnover and school performance. Journal of Educational
Administration, 42(3), 333-356.
Grönroos, C.(1981).Internal Marketing – An internal part of Marketing Theory. In
Marketing of Services. Eds.James H. Donnelly and William R. George
Chicago, IL: American Marketing Association.
Grönroos, C.(1985). Internal marketing-theory and practice. American Marketing Association’s
Services Conference Proceedings, 41-47.
Grönroos, C. (1990). Relationship approach to marketing in service contexts: the
marketing and organizational behavior interface. Journal of Business
Research, 20(1), 3-9.
Grönroos, C. (1994). From scientific Management to Service Management: A
Management Perspective for the Age of Service Competition. International
Journal of Service Industry Management, 5(1), 5-20.
Grönroos, C. (1994). From marketing Mix to Relationship Marketing: Towards a
Paradigm Shift in Marketing. Asia-Australia Marketing Journal, 2(1), 9-29.
Gülsen, C, & Gülenay,G.B.. (2014). The principal and healthy school climate. Social behaviour
and personality, 42, 93-100.
Gummesson, E.(1994). Making Relationship Marketing Operational. International

300

Journal of Service Industry Management, 5(5), 5-20.
Hair,J.F,Black,W.C.,Babin,B.J. & Anderson,R.E. (2014). Multivariate Data Analysis. Pearson
New international.
Hales, C.(1994). ‘Internal Marketing’ as an approach to human resource management: a new
perspective or a metaphor too far? Human Resource Management Journal, 5(1), 50-71.
Hallinger, P. & Murphy, J. (1986). The social context of effective schools. American Journal of
Education, 94(3), 328-355.
Hallowell, E.M.(1999). The human moment at work. Harvard Business Review, JanuaryFebruary.
Harris,A., Day,C. & Hadfield, M(2003). Teacher’s perspective on effective school leadership.
Teachers and Teaching: theory and practice, 9 (1), 23-46.
Hartley, D. (1999). Marketing and the ‘Re-enchantment’ of school management. British journal
of Sociology of Education, 20(3), 309- 323.
Hatch,M.J.& Schultz, M. (1997). Relations between organizational culture, identity and image,
European Journal of Marketing, 31(5/6), 356-365.
Hergüner, G & Reeves, N.B.R.(2000). Going against the national cultural grain: a longitudinal
case study of organizational culture change in Turkish higher education. Total Quality
Management, 11(1), 45-56.
Hermida, R. (2015). The problem of allowing correlated errors in structural equation modeling:
concerns and considerations. Computational Methods in Social Sciences, 3(1), 5-17.
Hoffman, J.L. & Lowitzki, K.E. (2005). Predicting College Success with High School Grades
and Test scores: Limitations for minority students. The Review of Higher Education,
28(4), 455-474.

301

Hofman, R.H., Hofman, W.H.A. & Guldemond, H.(2002). School governance, culture, and
student achievement, International Journal Leadership in Education, 5(3), 249-272.
Hofstede,G.(1984). Cultural Dimensions in Management and Planning. Asia Pacific
Journal of Management,1(2), 81-99.
Hofstede,G. (1986). Cultural differences in teaching and learning. International Journal of
Intercultural Relations, 10, 301-320.
Hofstede, G. (1998). Attitudes, Values and Organizational culture: Disentangling the Concepts.
Organization Studies, 19(3), 477-492.
Hogg , G., Carter,S. & Dunne,A.(1998). Investing in People: Internal Marketing and
Corporate Culture. Journal of Marketing Management, 14, 879-895.
Holland, N.E. & Farmer-Hinton, R.L. (2009). Leave no schools behind: The importance of
college culture in urban public high schools. The High School Journal, 24-43.
Homburg,C. & Pflesser,C.(2000). A multiple Layer Model of Market-Oriented Organizational
Culture: Measurement Issues and Performance Outcomes, Journal of Marketing
Research, 37(4), 449-462.
Hooper, D., Coughlan, J. & Mullen, M. R. (2008). Structural Equation Modelling: Guidelines
for Determining Model Fit.The Electronic Journal of Business Research Methods 6 (1),
53 – 60.
Hosseini, S.A. (2014). Components of organizational culture based on the Denison model.
Kuwait Chapter of Arabian Journal of Business and Management Review, 3(12), 31-42.
Hox, J.J. & Bechger, T.M.(1998) An introduction to Structural Equation Modeling. Family
Science Review, 11, 354-373.
Hoy,W.K. & Feldman, J.A.(1999). Organizational health profiles for high schools, in:
H.J. Freiberg (ed.) School climate: Measuring, Improving and Sustaining
302

Healthy Learning Environments, Philadelphia,PA: Falmer Press, 84.
Hoy, W.K. & Miskel, C.G.(2013). Educational Administration: Theory, Research and
Practice, (9th ed.) McGraw Hill.
Huang, C.-L.(2012).Internal Marketing, Teacher job satisfaction, and effectiveness of Central
Taiwan primary schools. Social Behavior and Personality, 40(9), 1435-1450.
Huang, M. & Chen, M-Y. (2013). Internal Marketing, Customer orientation, and organizational
commitment: moderating effects of work status. Psychological Reports: Employment
Psychology and Marketing, 113(1), 180-198.
Huang,Y.-L. & Wang,Y.(2016). Exploration of the Correlation among School Internal
Marketing, Teachers’ Satisfaction and School Effectiveness: Verification using
Combination of Meta-analysis and Structural Equation Modeling., Journal of Education,
25-52.
Hung, C-L. (2012). Internal Marketing, teacher job satisfaction, and effectiveness of Central
Taiwan primary schools, Social behaviour and Personality, 40(9), 1435-1450.
Iliopoulos, E. & Priporas, C.-V.(2011). The effect of internal marketing on job satisfaction in
health services: a pilot study in public hospitals in Northern Greece. BMC Health
Services Research, 11, 261-269.
Ionescu,L.(2008).Human Resource Management Practices, Organizational Performance, and the
measurement of effectiveness. Economics Management and Financial Markets,3(2),4448.
Ipek, C. (2010). Predicting organizational commitment from organizational culture in
Turkish primary schools. Asia Pacific Education Review, 11(3), 371-385.
Irs, R. & Türk, K.(2012). Implementation of the performance-related pay in the general
educational schools of Estonia: Perspectives and possibilities. Employee relations, 34(4),
360-393.
303

Islam, T., Khan, S.R., Ahmad, U,N.U. & Ahmed, I.(2013). Organizational learning culture and
leader-member exchange: The way to enhance organizational commitment and reduce
turnover intentions. The Learning Organization, 20(4/5), 322-337.
Jacob,N.E.and Shari,B.(2012). Organizational effectiveness in educational Institutions.
International Journal of Management Research and Reviews, 2(12), 2015-2025.
Jaworski, B.J & Kohli, A.K.(1993). Market orientation: Antecedents and Consequences. Journal
of Marketing, 57(3), 53.
Jerald, C, D (2006). School Culture: “The Hidden Curriculum”. The Center for Comprehensive
School Reform and Improvement: Issue Brief.
Jobber, D. (2001). Principles&Practice of Marketing (3rd ed.). Berkshire, UK:McGraw-Hill
Publishing Company.
Johnson, G., Whittington, R., Scholes K., Angwin D. & Regner, P.(2014). Exploring Strategy:
Text and Cases (10th ed.), Pearson Education Limited.
Joyce, B. & Showers, B. (1988). Student achievement through staff development. New
York: Longman.
Jurasaite-Harbison, E. & Rex, L.A.(2010). School cultures as contexts for informal teacher
learning. Teaching and Teacher education, 26, 267-277.
Kantanen,H. (2007). Stakeholder Dialogue and Regional Engagement in the Context of Higher
Education. Dissertation at Jyväskylä University. Jyväskylä Studies in Humanities.
Jyväskylä University Printing House.
Kaplan, R. (2017). Internal Marketing and Internal Branding in the 21st Century Organization.
IUP Journal of Brand Management, 14(2),7-22.
Karademir,T.,Karakaya, Y.E. & Sirin, Y. (2014). Physical education teachers’ perceptions of
organizational culture and communications in educational institutions. Journal of
Physical Education and Sports, 14(4), 637-642.
304

Kaurav,R.P.S., Prakash, M.,Chowdhary,N. & Briggs,A.D.(2016). Internal Marketing: Review for
next generation businesses. Journal of Services Research, 16(1), 81-95.
Kelemen, M. & Papasolomou,I.(2007). Internal marketing: a qualitative study of culture change
in the UK banking sector. Journal of Marketing Management, 23(7-8), 745-767.
Kenny, D.A. (2011).SEM: Identification. Retrieved September 20, 2017 from:
http://davidakenny.net/cm/identify.htm
Khan, H. & Matlay, H. (2009). Implementing service excellence in higher education. Education
+ Training, 51(8/9), 769-780.
Kılınç, A.C. (2014). School Culture as a Predictor of Teacher Professionalism. Education and
Science, 39, 174, 105-118.
Kim,S.,Sturman, E., & Kim, E.S. (2015). Structural Equation Modeling: Principles, Processes,
and Practices. The Palgrave Handbook of Research Design in Business and Management,
K.D.Strang (ed.), 153 – 172.
Kim, J., Song, H.J. & Lee, C-K. (2016). Effects of corporate social responsibility and internal
marketing on organizational commitment and turnover intentions. International Journal
of Hospitality Management, 55, 25-32.
King, S.(1991). Brand Building in the 1990s. Journal of Marketing Management, 7(1), 3-14.
Kӧklü, M. (2012). Participation in decision making, desires for participation, job satisfactions
and conflict management styles of secondary education teachers. Education and Science,
37(165), 208-223.
Kools, M, Stoll, L (2016). What Makes a School a Learning Organisation? OECD Education
Working Papers, 137, 2-88, OECD Publishing, Paris.
Korkmaz, M.(2007). The Effects of Leadership Styles on Organizational Health. Educational
Research Quarterly, 30 (3), 23-55.
Kotler, P. and Amstrong,G. (1991) Principles of Marketing, Engelwood Cliffs, NJ Prentice Hall.
Kotler, P.(1994). Reconceptualing marketing: an interview with Philip Kotler. European
Management Journal, 12(4), 353-361.
305

Kotler,P.&Keller,K.L.(2006). Marketing Management (12th ed.), Pearson: Prentice Hall, London.
Kula, S. (2011).Statistical Analysis Criterias for Structural Equation Modeling. Retrieved
September 20, 2017 from: https://www.researchgate.net/publication/269808882.
Kyriazopoulos, P.,Yiannacopoulos, D., Spyridakos,A., Siskos, Y. & Grigoroudis, E. (2007).
Implementing Internal Marketing through employee’s motivation. PROMS 18th Annual
Conference in Dallas, Texas, U.S.A.
Kythreotis, A. & Pashiardis, P. (2006). Exploring leadership role in school effectiveness and the
validation of models of principals’ effects on students’ achievenement. Paper presented
at the CCEAM Conference: Recreating Linkages between Theory and Praxis in
Educational Leadership, Nicosia.
Kythreotis, A., Pashiardis, P. & Kyriakides, L. (2010). The influence of school leadership styles
and culture on students’ achievement in Cyprus primary schools. Journal of Educational
Administration, 48(2), 218-240.
Laila, A.(2015). The effective school: The role of the leaders in school effectiveness.
Educational Research and Reviews, 10 (6), 695-721.
Lee, N.(2008). Developing and validating an instrument to assess performance of public sector
organizations: a case study of Malaysian schools. Measuring Business Excellence,
12 (3), 56-75.
Lieberman,A. & Miller,L. (2005). Teachers as leaders. Educational Forum, 69(2), 151-162.
Liao,J.,Wu,C.,Yih-Hen.J, & Huang,Y. (2004). A study of the relationship between internal
marketing, job satisfaction and customer-oriented behaviors. Sun Yat-Sen Management
Review, 12(2), 181-201.
Limbos, M.A.P & Casteel, C. (2008).Schools and neighborhoods: Organizational and
environmental factors associated with crime in secondary schools. The Journal
of School Health, 78(10), 539-829.
Lings, I. N & Brooks,R.F.(1998). Implementing and measuring the effectiveness of internal
306

marketing. Journal of Marketing Management, 14 (4/5), 325-351.
Lings, I. (1999). Balancing internal and external market orientations. Journal of Marketing
Management, 15(4), 239-263.
Lings, I. N. (2004). Internal market orientation construct and consequences. Journal of Business
Research, 57(4), 405-413.
Lings,IN. & Greenley, G.E. (2005). Measuring Internal Market Orientation, Journal of Service
Research,7(3), 290.
Linnenluecke, M.K & Griffiths, A. (2010).Corporate sustainability and organizational culture.
Journal of World Business, 45, 357-366.
Logaj,V.& Trnavčevič, A.(2006). Internal Marketing and Schools: The Slovenian Case Study.
Managing Global Transitions, 4(1), 79-96.
Lloyd, C.H. (1999).Barriers to developing market orientation. Journal of Applied Management
Studies, 8(1), 85-101.
Macneil,A.J.,Prater,D.L. & Busch,S.(2009).The effects of school culture and climate on student
achievement. International Journal of Leadership in Education, 12(1),73-84.
Maguire, M., Ball, S.J. & Macrae, S. (2001). ‘In all our interests’: internal marketing at
Northwark Park School. British Journal of Sociology of Education, 22(1), 35-50.
Marczyk,G.,DeMatteo,D. & Festinger,D.(2005). Essentials of Research Design and
Methodology. John Wiley & Sons, Inc., Hoboken, New Jersey.
Maringe, F. (2006). University and course choice: implications for positioning, recruitment and
marketing. International Journal of Educational Management, 20(6-7), 466-497.
Matanda, M.J. & Ndubisi, N.O.(2013). Internal Marketing, internal branding, and organizational
outcomes: The moderating role of perceived goal congruence. Journal of Marketing
Management, 29(9-10), 1030-1055.
Mahal, P.M.(2009).Organizational Culture and Organizational Climate as a Determinant of
Motivation. The IUP Journal of Management, 8(10), 38-51.
307

Marcoulides, G. A., Heck, R. H., & Papanastasiou, C. (2005). Student perceptions of school
culture and achievement: Testing the invariance of a model. International Journal of
Educational Management, 19(2), 140–152.
Maroufkhani, P.,Nourani, M., & Boerhannoeddin, A.B.(2015). High performance work systems
and school effectiveness: the case of Malaysian secondary schools, Asia Pacific
Education Review, 16, 461-475.
Martin, J (1992). Cultures in Organizations: three perspectives. Oxford University Press.
Martin,J.,Feldman,M.S.,Hatch,M.J.&Sitkin,S.B.(1983).The uniqueness paradox in organizational
stories. Administrative Science Quarterly,28, 438-453.
Masland, A.T. (1985). Organizational culture in the study of higher education. The Review of
Higher Education, 8(2), 157-168.
McDonnell, L.M. (1985). Implementing low-cost school improvement strategies. The
Elementary School Journal, 85(3), 423-438.
Menon, M.E.(2002). Perceptions of pre-service and in-service teachers regarding the
effectiveness of elementary school leadership in Cyprus. The International Journal of
Educational Management, 16(2/3), 91-97.
Millan,M.R., Kastanis, E.F. & Fahara, M.F (2014). Effectiveness indicators as interpreted by the
subcultures of a higher education institution. Research in Higher Education Journal, 24,
1-16.
Ministry of Finance, Statistical Service (2021, March 31). Secondary Education, 2018/19 Report.
Retrieved August 20,2021, from: http://www. mof.gov.cy.
Mishra, S. (2010). Internal Marketing- A tool to Harness Employees’ Power in Service
Organizations in India. International Journal of Business and Management, 5(1), 185193.
Mishra, K., Boynton,L.& Mishra,A. (2014). Driving Employee Engagement: The Expanded Role
308

of Internal Communications. International Journal of Business Communications, 51(2),
183-202.
Mitchell, J.T & Willower, D.J.(1992). Organizational culture in a good high school. Journal of
educational administration, 30(1).
Moe, T. (2011). Special interest: Teachers unions and America’s public schools. Washington,
DC: Brookings Institution.
Mohr-Jackson, I.(1991). Broadening the market orientation: an added focus on internal
customers. Human Resource Management, 30(4), 455-467.
Morgan,N.A. & Piercy, N.F.(1992).Market-Led Quality. Industrial Marketing Management,
21,111-118.
Mortimore, P. (1993). School Effectiveness and the management of effective learning and
teaching. School effectiveness and school improvement,4(4), 290-310.
Mudie,P.(2003). Internal customer: by design or by default. European Journal of Marketing,
37(9), 1261-1276.
Mueller, R.O & Hancock, G.R. (2008). Best practices in Structural Equation Modeling, in J.W.
Osborne (Ed.), Best Practices in Quantitative Methods, SAGE Publications Inc.,
Thousand Oaks, CA, 488-508.
Murray, J.G. (1979). The importance of internal marketing. Bankers Magazine, 46, 38-40.
Myatt, A. & Waddell, C.(1990).An approach to testing the effectiveness of the teaching and
learning of economics in high school. Journal of Economic Education, 21(3),355-363.
Naranjo-Valencia, J.C.,Jimenez-Jimenez, D.,& Sanz-Valle, R.(2011). Innovation or imitation?
The role of organizational culture, Management Decision, 49(1), 55-72.
Narver,J.C. & Slater, S.F.(1990).The Effect of a Market Orientation on Business Profitability.
The Journal of Marketing, 20-35.
Nasser,F.M.A. (2009). Effectiveness of Institutional Performance of Public Schools in the
Eastern Region of Saudi Arabia from the perspective of school administrators. College
Student Journal, 43(4), 1228-1232.
309

Naudé, P., Desai, J., & Murphy, J. (2003). Identifying the determinants of internal marketing
orientation.European Journal of Marketing, 37(9), 1205-1278.
Newsom, J.T.(2018). Some clarifications and recommendations on fit indices, lecture notes. Psy
523/623 Structural Equation Modeling, Portland State University, delivered Spring 2018.
Available from: http:/web.pdx.edu/~newsomj/semclass/ho_fit.pdf.
Ng,E., Fang, W.-T. & Lien, C.-Y.(2016). An empirical investigation of the impact of
commitment and trust on internal marketing. Journal of Relationship Marketing, 15(12),35-53.
Nicolescu, L.(2009).Applying Marketing to Higher Education: Scope and Limits, Management
& Marketing, 4(2), 35-44.
Obendhain, A.M. & Johnson, W. C. (2004). Product and process innovation in service
organizations: the influence of organizational culture in higher education
institutions. Journal of Applied Management and Entrepreneurship, 9(3), 91112.
OECD [The Organization for Economic Cooperation and Development] (2015).
OECD Education at a glance. Retrieved August 8, 2018 from:
http://www.oecd.org/education/education-at-a-glance-2015.htm
OECD [The Organization for Economic Cooperation and Development] (2015).
PISA 2015 Results in Focus. Retrieved August 8, 2018 from: pisa-2015-results-in-focus.pdf
(oecd.org)

OECD [The Organization for Economic Cooperation and Development] (2018).
PISA 2018 Results Combined Executive Summaries Volume I, II & III. Retrieved
May 10, 2019 from: Combined_Executive_Summaries_PISA_2018.pdf (oecd.org)
Ohlson, M., Swanson, A., Adams-Manning, A. & Byrdi, A (2016). A Culture of SuccessExamining School Culture and Student Outcomes via a Performance Framework. Journal
310

of Education and Learning, 5(1), 114-127.
Omerzel, D.G., Biloslavo, R. Trnavčevič, A & Trnavčevič, A. (2011). Knowledge management
and organizational culture in higher education institutions. Journal of East European
Management Studies, 16(2), 111-139.
Oplatka,I.& Hemsley-Brown, J. (2004). The research on school marketing: Current isuues and
future directions. Journal of Educational Administration, 42(3), 375-400.
Oplatka,I.(2007). The principal’s role in marketing the school: subjective interpretations and
personal Influences. Planning and Changing, 38(3/4), 208-221.
Ostroff,C. & Schmitt,N.(1993). Configurations of Organizational Effectiveness and Efficiency.
Academy of Management Journal, 36(6), 1345-1361.
Pang, N.S.K.(1996). School values and teachers’ feelings: a LISRELmodel. Journal
of Educational Administration, 34(2), 64-83.
Panigirakis,G.& Theodoridis,P. (2009). Internal marketing impact on business performance in a
retail context. International Journal of Retail and Distribution Management, 37(7), 600628.
Papasolomou-Doukakis, I. (2002). Internal Marketing: a means for creating a sales or marketing
orientation? The case of UK retail banks. Journal of Marketing communications, 8, 87100.
Papasolomou,I. & Vrontis D. (2006). Building corporate branding through internal
marketing: the case of the UK retail bank industry. The Journal of Product
and Brand Management, 15(1), 37-47.
Papasolomou,I.(2006). Can internal marketing be implemented within bureaucratic
organizations. International Journal of Bank Marketing, 24(3), 194-212.
Parasuraman, A., Zeithaml, V.A., & Berry, L.L. (1985). A conceptual model of service quality
and its implications for future research. Journal of Marketing, 49(4), 41-50.
311

Parlar,H. & Cansoy,R.(2017). The Effect of Bureaucratic School Structure on Teacher
Leadership Culture: A mixed Study. Educational Services: Theory and Practice, 17(6),
2175-2201.
Pashiardis, P., Kafa, A. & Marmara, C.(2012). Successful Secondary Principalship in Cyprus:
what have ‘Thucydides’ and ‘Plato’ revealed to us? International Journal of Educational
Management, 26(5), 480-493.
Peck,H.,Payne,A.,Christopher,M. & Clark,M. (2000).Relationship Marketing Strategy
and Implementation. Oxford: Butterworth-Heinemann in association with
CIM.
Peterson, K, D.. & Brietzke, R. (1994). Building collaborative cultures: Seeking ways to reshape
urban schools. Urban Monograph Series, NCREL.
Peterson, K.D. & Deal, T.E. (1998). How leaders influence the culture of schools. Educational
leadership, 56(1),28-30.
Peterson, K, D. & Deal, T. E. (2002). The Shaping school culture Fieldbook. Jossey- Bass. A
Wiley Company.
Pettigrew,A.M.(1979).On studying Organizational Cultures. Administrative Science
Quarterly, 24(4),570-581.
Phillips, N. & Brown, J.L.(1993). Analyzing communication in and around
organizations: A critical hermeneutic approach. Academy of Management
Journal, 36(6), 1547-1576.
Piercy, N. (1990). Marketing concepts and actions: implementing marketing-led strategic
change. European Journal of Marketing, 24(2), 24-42.
Piercy, N.F. (1995).Customer satisfaction and the internal market. Journal of Marketing
Practice: Applied Marketing Science, 1(1), 22-44.
Piercy,N. & Morgan,N.(1991). Internal Marketing-The Missing Half of the Marketing
Programme. Long Range Planning, 24(2),82-93.
312

Pitt,M., Bruwer, J.,Nel,D. & Berthon, J.P.(1999). A framework for research in internal marketing
and the study of service quality: some propositions. Management Research News, 22(7),
1-11.
Ponnuswamy, I. & Manohar, H. L. (2016). Impact of learning organizational culture
on performance in higher education institutions. Studies in Higher Education,
41(1), 21-36.
Purkey, S.C., & Smith, M.S. (1982). Effective schools: A review.The Elementary School
Journal, 83, 427-452.
Quester, P.G. & Kelly, A. (1999). Internal marketing practices in the Australian financial sector:
an exploratory study. Journal of Applied Management Studies, 8(2), 217-229.
Quinn,R.E.&Rohrbaugh, J.(1983). A spatial model of effectiveness criteria: towards a
competing values approach to organizational analysis. Management Science,
29(3), 363-377.
Quinn, R.E., Hildebrandt, H.W., Rogers,P.S.& Thompson, M.P.(1991).A competing values
framework for analyzing presentational communication in management contexts. The
Journal of Business Communication, 28(3), 213-232.
Rafiq, M.& Ahmed,P.K. (1993). The scope of Internal Marketing: Defining the Boundary
Between Marketing and Human Resource Management. Journal of Marketing
Management, 9, 219-232.
Rafiq, M.& Ahmed,P.K. (1993). The scope of Internal Marketing: Defining the Boundary
Between Marketing and Human Resource Management. Journal of Marketing
Management, 9, 219-232.
Rafiq, M.&Ahmed,P.K.(1995). Using the 7Ps as a generic marketing mix: an exploratory survey
of UK and European marketing academics. Marketing Intelligence & Planning, 13(9),415.
Rafiq, M. & Ahmed, P.K. (2000). Advances in the internal marketing concept: definition,
synthesis and extension. Journal of Services Marketing, 14(6), 449-462.
313

Ramberg, J., & Modin, B. (2019). School effectiveness and student cheating: Do students’
grades and moral standards matter for this relationship?, Social Psychology of Education,
1-22.
Ramseook-Munhurrun, P., & Nundlall, P.(2013). Service quality measurement for secondary
school setting. Quality Assurance in Education, 21(4), 387-401.
Rapti, D(2013). School climate as an important component in school effectiveness. Academicus
International Scientific Journal, 4(8), 110-125.
Rink, J.E.(2013). Measuring Teacher Effectiveness in Physical education. Research Quarterly
for Exercise and Sport, 84(4), 407-418.
Rodrigues,A.P. & Pinho, J.C.(2012). The impact of internal and external market orientation on
performance in local public organizations. Marketing Intelligence & Planning, 30(3),
284-306.
Robbins, S.P. (2000). Essentials of Organizational Behavior. Upper Saddle River, NJ:PrenticeHall.
Robbins, S.P. & Judge, T.A. (2007). Organizational Behaviour.(12th ed.). Pearson Prentice Hall.
Robinson, V.M.J. (2007). School leadership and student outcomes: identifying what works and
why. ACEL Monograph Series, 41, 1-32.
Roby,D.E.(2011).Teacher leaders impacting school culture. Education, 131(4), 782-790.
Rogala,A.(2014). The relations between internal communication conditionings and its
effectiveness. International Journal of Arts and Sciences, 7(2), 69-77.
Ross, J.A., & Gray, P. (2006). School leadership and student achievement: the mediating effects
of teacher beliefs. Canadian Journal of Education, 29(3), 798-822.
Rosenholtz.,S. (1989). Teachers’ Workplace: The Social Organization of Schools, New York,
Longman.
Ružinská, E. (2018). The analysis of selected aspects of Marketing in educational institution.
Young Science, 6(1), 36-46.
Sadeghi K.,Amani,J.&Mahmudi, H. (2013). A structural model of the impact of organizational
314

culture on job satisfaction among secondary school teachers. The Asia-Pasific Education
Researcher, 22(4), 687-700.
Sahney,S.,Banwet,D.K., & Karunes, S. (2004). Conceptualizing total quality management in
higher education. The TQM Magazine, 16(2), 145-159.
Salfi, N.A. & Saeed Muhammad (2007). Relationship among school size, school culture and
students’ achievement at secondary level in Pakistan. International Journal of
Educational Management, 21(7), 606-620.
Salfi, N.A.(2011). Successful leadership practices of head teachers for school improvement:
Some evidence from Pakistan. Journal of Educational Administration, 49(4), 414-432.
Sami Ullah, P.S., Ilyas,M. &Amzad,Z. (2015).Organizational learning culture and its effects on
critical thinking skills on female teachers of public sector HEI. Bulletin of Education and
Research, 37(2), 1-24.
Sammons, P., Hillman, J., & Mortimore, P. (1995). Key characteristics of effective schools: A
review of school effectiveness research. Office For Standards in Education (OFSTED),
ERIC, 2-39.
Sanchez-Hernandez, I. & Grayson, D. (2012). Internal Marketing for engaging employees on the
corporate responsibility journey. Intangible Capital, 8(2), 275-307.
Sasser, W. E., & Arbeit, S. P. (1976). Selling jobs in the service sector. Business Horizons,
19(3), 61-65.
Saunders, M., Lewis P. & Thornhill A. (2012). Research Methods For Business Students (6th
ed.), Pearson Education Limited.
Schein, E.H. (1984). Coming to a new awareness of organizational culture. Sloans Management
Review, Winter,3-16.
Schein, E.H.(1988). Organizational Culture. Sloan School of Management, MIT.
Schein, E.H.(1996). Three Cultures of Management: The Key to Organizational Learning. Sloan
Management Review, 38(1), 9-20.
Schermelleh-Engel, K. & Moosbrugger, H.(2003). Evaluating the Fit of Structural Equation
315

Models: Tests of Significance and Descriptive Goodness-of- Fit Measures, Methods of
Psychological Research Online, 8(3), 23-74.
Schneider,B.,Parkington,J.J,& Buxton,V.M. (1980). Employee and customer perceptions of
service in banks. Administrative Science Quarterly, 25, 252-267.
Schüller, D. & Chalupský, V. (2011). Internal Marketing Communications of Higher Education
Institutions. Economics and Management, 16, 1316 -1322.
Schultz, D.E(2004). Building an internal marketing calculus. Interactive Marketing, 6(2), 111129.
Selamat, N., Samsu, N.Z., & Kamalu, N.S.M. (2013). The impact of organizational climate on
teachers’ job performance. Educational Research eJournal, 2(1), 71-82.
SeyedJavadin, S.,Rayez,H.,Yazdani, H. & Aghamiri, S.A.(2012). How organizational citizenship
behavior mediates between internal marketing and service quality. International Journal
of Quality and Reliability Management, 29(5), 512-530.
Sezgin, F. (2010). School culture as a predictor of teachers’ organizational commitment.
Education and Science, 35(156), 142- 159.
Sharma,P., Kong, T.T.C., & Kingshott, R.P.J.(2016). Internal service quality as a driver of
employee satisfaction, commitment and performance: Exploring the focal role of
employee well-being. Journal of Service Management, 27(5), 773-797.
Shekary, G. A., Moghadam, S.K., Adaryany, N.R. & Moghadam I.H. (2012). The impact of
Internal Marketing on Organizational Commitment in Banking Industry trough Structural
Equation Modeling. Interdisciplinary Journal of Contemporary Research in Business,
3(9), 18-28.
Shiu, Y.-M. & Yu, T.-W. (2010). Internal marketing, organizational culture, job satisfaction, and
organizational performance in non-life insurance. The Service Industries Journal, 30
(6),793-809.
Smircich, L. (1983). Concepts of culture and organizational analysis. Administrative Science
Quarterly, 28, 339-358.
316

Smircich, L.&Stubbart,C.(1985). Strategic Management in an enacted world. Academy of
Management Review, 10(4), 724-736.
Spreitzer, G.,M. & Quinn, R.E.(1996). Empowering middle managers to be transformational
leaders. Journal of applied behavioral science, 32(3), 237-261.
Smart,J.C. & John,E.P.S.(1996).Organizational culture and effectiveness in higher education: A
test of the “culture type” and “strong culture” hypotheses. Educational Evaluation and
Policy Analysis, 18(3), 219-241.
Stoll, L.(1999). Capacity building for school improvement or creating capacity for learning? A
changing landscape. Journal of Educational Change, 10(2), 115-127.
Stoll, L.,Bolam, R., McMahon, A., Wallace, M. &Thomas, S.(2006). Professional Learning
Communities: A review of the Literature, Journal of Educational Change, 7, 221-258.
Stolp,S (1994). Leadership for school culture, ERIC Digest, 91, 1-7.
Sullivan, M. M., & P C. Wilds. (2001). Institutional effectiveness: More than measuring
objectives, more than student assessment. Assessment Update, 13(5), 4-13.
Sweetland, S.R., & Hoy, W.K.(2000). School Characteristics and Educational Outcomes:
Toward an Organizational Model of Student Achievement in Middle Schools.
Educational Administration Quarterly, 36(5), 703-729.
Symeou, L., Martinez-Gonzalez & Alvarez-Blanco,L.(2012). Dropping out of high school in
Cyprus: do parents and family matter? International Journal of Adolescence and Youth,
19 (1), 113-131.
Tajasom, A. & Ahmad, Z.A.(2011). Principals’ leadership style and school climate: teachers’
perspectives from Malaysia. The International Journal of Leadership in Public Services,
7(4), 314-333.
Tam,W.M & Cheng,Y.C(1996). Staff development for school education quality: implications of
multimodels. Training for Quality, 4(4),16-24.
Tareef, F., & Balas, A. (2012). Marketing in Higher Education Institutes: Using an Internal
317

Marketing Strategy and innovation models. Managerial Challenges of Contemporary
Society, 3,163-169.
Taylor, S. L. & Cosenza, R.M. (1997). Internal Marketing can reduce employee turnover.
Supervision, 58(12), 3-5.
Thien, L.M., Razak, N.A. & Ramayah, T. (2014). Validating Teacher Commitment Scale Using
a Malaysian Sample. SAGE Open, 4(2), 1-9.
Tierney, W.G.(1988). Organizational Culture in Higher Education: Defining the Essentials. The
Journal of Higher Education, 59(1), 2-21.
To, W.M., Martin, E..F. & Yu, B.T.W.(2015).Effect of management commitment to internal
marketing on employee work attitude. International Journal of Hospitality Management,
45, 14-21.
Trivellas, P. & Dargenidou, D.(2009). Organizational culture, job satisfaction and higher
education service quality: The case of Technological Educational Institute of Larissa.The
TQM Journal, 21(4), 382-399.
Trumbly, J.E. & Arnold, D.R. (1989). Internal marketing of a management information system.
Journal of Systems Management, 40(6), 26-30.
Tsai, Y. (2014). Learning organizations, internal marketing, and organizational commitment in
hospitals. BMC Health Services Research, 14,152-171.
Tsai, Y.,Wu,S.-W.., & Chang, S..-T. (2012).Internal Marketing establishes the culture of market
orientation. International Journal of Operational Management, Marketing and Services,
2(1), 71-78.
Tschannen-Moran,M.,Uline,C.,Hoy,A.W. & Mackley,T.(2000). Creating smarter schools
through collaboration, Journal of Educational Administration, 38(3), 247-271.
Tschannen-Moran, M. (2001). Collaboration and the need for trust. Journal of Educational
Administration, 39(4), 308-331.
318

Tschannen-Moran, M. & Gareis, C.R., (2015). Principals trust and cultivating vibrant schools.
Societies, 5(2), 256-276.
Ueno, A. (2010). What are the fundamental features supporting service quality?Journal of
Services Marketing, 24(1), 74-86.
Uline,C.L., Miller,D.M. & Tschannen-Moran, M.(1998). School Effectiveness: The Underlying
Dimensions. Educational Administration Quarterly, 34(4), 462-483.
Upadhaya, B., Munir, R. & Blount, Y. (2014). Association between performance measurement
systems and organizational effectiveness. International Journal of Operations &
Production Management, 34(7), 853-875.
Varey, R.J.(1995). Internal Marketing: a review and some interdisciplinary research
challenges. International Journal of Service Industry Management, 6(1), 4063.
Varey, R.J. & Lewis, .B.R.(1999). A broadened conception of internal marketing. European
Journal of Marketing, 33(9/10), 926-944.
Varey, R.J. & Lewis, B.R. (2000). Internal marketing: Directions for Management (eds).
London:Routledge.
Vasconcelos, A. F. (2008). Broadening even more the internal marketing concept. European
Journal of Marketing, 42(11/12), 1246 -1264.
Voima, P. & Gronroos, C. (1999). Internal marketing: a relationship perspective, in Baker, M.J.
(Ed.), The IEBM Encyclopedia of Marketing, International Business Press, Cambridge,
747-751.
Voss, R., Gruber,T. & Szmigin, I. (2007). Service quality in higher education: The role of
student expectations. Journal of Business Research,60, 949-959.
Vryonides, M. & Kalli, M. (2012). Interethnic violence: a dormant problem in Cypriot public
schools. Children’s Voices: Interethnic Violencce in the School Environment, University
319

of Primorska, Science and Research Centre, Annales University Press, 221-257.
Marios Vryonides and Maria Kalli (2012)
Wei,Y.,Samiee, S. & Lee, R.P.(2013). The influence of organic organizational cultures, market
responsiveness, and product strategy on firm performance in an emerging market.
Journal of Academy of Marketing Science, 42, 49-70.
Welsh, M.E. (2012). Measuring Teacher effectiveness in Gifted Education: Some Challenges
and Suggestions. Journal of Advanced Academics, 22(5), 750-770.
Wieseke ,J.,Ahearne,M.,Lam,S.K. & Dick,R.(2009). The role of Leaders in Internal Marketing.
Journal of Marketing, 73, 123-145.
Yao, Q., Chen, R.,& Cai, G. (2013). How Internal Marketing can cultivate psychological
empowerment and enhance employee performance. Social Behaviour and Personality,
41(4),529-538.
Yavuz, M (2010). The effects of teachers’ perception of organizational justice and culture on
organizational commitment. African Journal of Business Management, 4(5), 695-701.
Yeong Ng, J.C. & Ngee Ng,K.Y.(2014). Culture, Organizational culture and organizational
climate: an integrative approach. Indian Journal of Commerce & Management Studies,
5(2), 18-26.
Yu-Je, L. (2011). Research on school organizational change and its impact on organizational
effectiveness with organizational citizenship behavior and organizational culture as
mediators. African Journal of Business Management, 5(30), 12086-12098.
Zaman, K., Javaid, N., Arshad, A & Bibi, S. (2012). Impact of Internal Marketing on Market
Orientation and Business Performance. International Journal of Business and Social
Science, 3(12), 76-87.
Zampetakis, L .A.&Moustakis, V. (2007). Fostering corporate entrepreneurship through internal
marketing: Implications for change in the public sector.European Journal of Innovation
Management, 10(4), 413-433.
Zhu, C. Devos, G. & Li,Y (2011). Teacher perceptions of school culture and their organizational
320

commitment and wellbeing in Chinese school. Asian Pacific Education Review, 12, 319328.

321

APPENDIX (A)

QUESTIONNAIRE IN ENGLISH

322

CONFIDENTIAL QUESTIONNAIRE

This survey is entirely confidential
and no individual teacher will be identified in the report.
A choice is given to any teacher wishing not to answer this questionnaire.

Effects of Internal Marketing on organizational culture and school effectiveness
of secondary education: The case of secondary public schools in Cyprus
The purpose of this questionnaire is to investigate whether Internal Marketing strategies have a positive
effect on organizational culture and school effectiveness in public secondary schools and if
organizational culture of the public secondary schools acts as a mediate variable between IM strategies
and school effectiveness. Also the existing IM strategies in public secondary schools will be investigated
and suggested ones for future reference will be provided. This research is conducted for all the upper
secondary schools in Cyprus.
This questionnaire is divided into four sections:
Section “A”: Demographics
Section “B”: Internal Marketing (IM) strategies
Section “C”: Organizational Culture (OC)
Section “D”: School Effectiveness (SE)

Name of School: …………………………………………
Town: …………………………………………………………
Teaching Specialization: ……………………………….

SECTION “A”: DEMOGRAPHICS (Please tick (√) the relevant box)
A1. What is your gender?
o
o

Male
Female
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A2. What is your age?
o
o
o
o

22- 29 years old
30-39 years old
40-59 years old
60 years old and over

A3. What is the highest level of education you have completed?
o
o
o

Bachelor
Master
PhD

A4. Are you a part-time teacher or full-time teacher?
o
o

part-time teacher
full-time teacher

A5. What is your number of years teaching in total?
o
o
o

1-10
10-20
20 and over

A6. What is your position of responsibility in the school?
o
o
o
o

Teacher
Head of Department (HOD)
Assistant to the principal
Headmaster/Headmistress

A7. Is your total annual income before taxes €24000 yearly or more or it less than €24000?
o
o

Under €24000
Over€24000
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SECTION “B”: IM STRATEGIES (Please tick (√) the relevant box)

B1. Relationship Development (RD)
B1.1 Organizational Commitment
State the level of your commitment towards your school.
Low

1

High

2

3

4

5

6

7

8

9

10

B1.1.2 Teachers’ consciousness towards students
State the degree of consciousness and care towards your students.
Low

1

High

2

3

4

5

6

7

8

9

10

B1.1.3 Teachers’ vision of the school
State how well you know the vision of your school.
Low

1

High

2

3

4

5

6

7

8

9

10

B1.2 Communication/Promotion
State the extent of the following communication activities taken place at your school:
Low
Low

B1.2.1
B1.2.2
B1.2.3
B1.2.4
B1.2.5
B1.2.6

Communication Activities
1 2 3 4 5 6 7 8
Staff meetings
Newsletters
Oral briefing from headmaster or HOD
School Notice boards Announcements
E-mails to/ from administration, colleagues
Face to Face communication with headmaster/colleagues

High
Low

9

10
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B1.3 Exchange of mutual values between participants
State the strength of mutual values between the following groups in your school:
High
Low

Low
Low

B1.3.1
B1.3.2

Groups
Teachers to fellow teachers within and
between departments (Teamwork)
Teachers to management

B1.4 Feelings of teachers towards the school management
State the strength of your feelings for being:

B1.4.1
B1.4.2
B1.4.3

Teachers’ Feelings
Being safe in the school environment
Cared for by the management
Accepted and supported by the management

1

2

3

4

5

6

7

8

9

Low
Low

1

10

High
Low

2

3

4

5

6

7

8

9

10

B2. Human Resource Management (HRM)
B2.1 Training/Education of teachers
State the intensity of your training by your school:

B2.1.1
B2.1.2
B2.1.3
B2.1.4

Activities for teachers' professional development
Special training for different specializations
Seminars
Conferences
Expand career paths(training and promotion)

High
Low

Low
Low

1

2

3

4

5

6

7

8

9

B2.2 Motivation of teachers
To what degree the following motivation strategies are applied?

B2.2.1
B2.2.2
B2.2.3
B2.2.4

Motivation Strategies
Financial Incentives (cash, bonuses)
Non-financial Incentives
(awards, recognition progress, management support)
Empowerment Strategies
Audit teachers’ satisfaction

Low
Low

1

10

High
Low

2

3

4 5

6

7

8
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B2.3 Resources in education
State the degree of resource availability for your teaching:
Low

1

High

2

3

4

5

6

7

8

9

10

B2.4 New Performance measures
State the intensity of application of teachers’ staff surveys in your school in order to assess the internal
service climate and culture.
Low

1

High

2

3

4

5

6

7

8

9

10

B2.5 Recruitment and Selection procedures
State the degree of effectiveness of recruitment and selection procedures.
Low

1

High

2

3

4

5

6

7

8

9

10

B3. Education Process (EP)
State the frequency of application of the following education process strategies taken place in your
school:

B3.1
B3.2
B3.3

Education process Strategies
Quality circles
Reporting new evaluation methods and agreement
with trade unions
Upgrading new methods of teaching

Low
Low

1

High
Low

2

3

4

5

6

7

8

9

10

B4. Internal Customer Segmentation (ICS)
To what extent the following customized teachers’ strategies exist in your school?

B4.1
B4.2

Segmentation strategies
Different motivational strategies to different group of
teachers
Support diversity in teachers

Low
Low

1

High
Low

2

3

4

5

6

7

8
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SECTION “C”: ORGANIZATIONAL CULTURE (OC) (Please tick (√) the relevant box)

C1. Masculinity Vs Femininity (MVF)
State the degree of intensity of existence of the following aspects in your school:

C1.1
C1.2

Masculinity Vs Femininity
Feelings of equality, justice and equal opportunities prevails
among teachers
Teacher’s belief regarding the distinction between gender
roles in the school’s society

Low
Low

1

High
Low

2

3

4

5 6 7 8

9

10

C2. Individualism Vs Collectivism (IVC)
State the degree of intensity of existence of the following aspects in your school:

C2.1
C2.2

C2.3
C2.4

C2.5

Individualism Vs Collectivism
Feelings of self-fulfillment prevails among teachers
In the school
There is a feeling of job satisfaction due to the
adoption of a proper financial and moral incentive
system
There is a climate of cooperation and teamwork
at the school/ Participation and collaboration
School administration tries to achieve a balance
between the needs of employees and the needs of the
school (Bureaucratic rationality)
There is close relationship between teachers and teachers
with their principal/ There is a sense of community – the
school is a family for all its members

Low
Low

High
Low

1

2

3

4

5

6

7

8

9

10

C3. Uncertainty avoidance /Lack of confidence (UA)
State the degree of intensity of existence of the following aspects in your school:

C3.1
C3.2

Uncertainty avoidance (UA)
School’s organizational climate helps in providing
reassurance and sense of security and stability for teachers
Teachers’ have feelings of pride and belonging to the
school and they have a strong belief and acceptance
of the school’s goals and values exerting considerable
effort on behalf of the school

Low
Low

1

High
Low

2

3

4

5

6

7

8
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C3.3

The degree of teachers facing an unknown future

C3.4

The degree to which teachers feel threatened because of
being in ambiguous situations

C4. Power Distance/ Formality and Control (PD)
State the degree of existence of the following aspects in your school:

C4.1
C4.2

C4.3

C4.4

C4.5

Power Distance (PD)
The degree to which less powerful teachers accept
and expect that power should be divided unequally
The degree of discipline and order that prevails among
staff(degree of corruption: favoritism, fraud and theft,
conflict of interest through gifts, cronyism and patronage and
political appointment of staff
The degree of discipline and order that prevails among
teachers and students (degree of crime: drugs, alcohol,
weapons, prostitution)
The school provides a safe, secure and peaceful learning
environment which facilitates academic and
Social growth
A well- established system of superordinate-subordinate
relationships

Low
Low

1

High
Low

2

3

4

5

6

7

8

9

10

C5. Learning Culture (LC)
State the degree of intensity of existence of the following aspects in your school:

C5.1
C5.2
C5.3
C5.4
C5.5
C5.6
C5.7

Learning Culture (LC)
The school creates continuous learning opportunities
for the teachers/ promotes innovation
The school promotes inquiry and dialogue
The school encourages collaboration and team learning
The school empowers people toward a collective vision
The school connects itself to its environment
The school establishes systems to capture and share learning
The school provides strategic leadership for learning

Low
Low

1

High
Low

2

3

4

5

6

7

8
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C6. Type of Culture (TC)
State the degree of existence of the following cultures in your school:

C6.1
C6.2
C6.3
C6.4

School Culture
Hierarchy culture- a very formalized and structured
place to work
Clan culture- a very pleasant place to work where people
share a lot of personal information
Market culture- a result-oriented culture whose major
concern is getting the job done
Adhocracy culture – it is a dynamic, entrepreneurial
and creative place to work

Low
Low

1

High
Low

2

3

4

5 6

7

8

9

10

SECTION “D”: SCHOOL EFFECTIVENESS (SE) (Please tick (√) the relevant box)

D1. Effective Leadership (ELS)
To what extent do you agree with the following aspects in your school?

D1.1
D1.2
D1.3

D1.4
D1.5
D1.6

D1.7
D1.8

D1.9

Effective Leadership (ELS)
Teachers have a personal and professional, trusting
relationship with their head teacher
Teachers regard the head teacher’s vision and the way
he/she implemented it as important
Teachers appreciate their head teacher for providing them
with opportunity for leadership and continuing
professional development and motivation to learn
Teachers consider the head teacher more as a leader than
manager

Low
Low

1

High
Low

2

3

4

5

6

7

8

There is equal treatment of teachers by the head teacher
The head teacher appraises the performance of teachers
and spends an amount of time dedicated to instructional
issues during staff meetings, promoting teachers’ learning
and development
Teachers are provided with vital resources by the
management for effective teaching
The head teacher includes teachers in collaborative group
problem-solving process regarding school issues / The head
teacher allows teachers’ participation in decision making of
school issues
The head teacher ensures an orderly and supportive
environment in which staff can teach and students can learn
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D1.10

D1.11

D1.12

The head teacher plans, coordinates and evaluates teaching
through regular classroom visits, providing feedback and
direct oversight of curriculum through school-wide
coordination
The head teacher establishes learning goals and
expectations involving staff and others in the process so that
there is clarity and consensus
The head teacher aligns resource selection and allocation to
priority teaching goals
D2. School Environment (SV)
State the degree of intensity of existence of the following aspects in your school:
Low
Low

D2.1
D2.2
D2.3
D2.4
D2.5
D2.6
D2.7
D2.8
D2.9
D2.10
D2.11
D2.12

School Environment (SV)
Level of school discipline
Number of students that leave school /Dropout rates
Expulsion rate
Attendance rate per day
Student safety
Number of accidents at the school
Student safety- bullying rates
Cleanliness in the school
School is in a good state of repair and maintenance and
there are adequate space and material
A school atmosphere of trust, collegiality and cooperation
Calm rather than chaotic place to work
Widespread systems of rewards and recognition for
academic and behavioral accomplishments

1

High
Low

2

3

4

5

6

7

8

9

10

D3. Effective Teaching (ET)
State the degree of frequency of existence of the following aspects in your school:

D3.1
D3.2
D3.3
D3.4

Effective Teaching (ET)
Proportion of students of your school scoring at high levels
on standardized tests
Proportion of students of your school participating in
extracurricular activities /school activities
Number of state and national awards won by the students
of your school
Number of students of your school who succeed in
Pancyprian state exams

Low
Low

High
Low

1

2

3

4

5

6

7

8
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D3.5
D3.6

D3.7
D3.8
D3.9
D3.10
D3.11
D3.12

Feedback provided to tests and exams to students by
teachers
Promotion of critical thinking and designing of instructional
lessons that allow all students to participate actively in the
learning process
Rate of homework completion
Students trust towards the teachers
Teachers’ satisfaction on their profession
Provision of intellectually challenging lessons for all students
in all classes, having high expectations for your students
Teaching material covered on time during the school year
Teaching load is reasonable
D4. Effective Support from parents (ES)
State the degree of frequency of existence of the following aspects in your school:

D4.1
D4.2
D4.3
D4.4
D4.5

Effective Support from Parents (ES)
Good communication between parents and teachers
(frequency of teachers calling home to inform parents)
Support of Parents Association to school activities
Shared parent-teacher norms vis-à-vis learning and
behavior/ Parental involvement in their children’s learning
The school includes parents in the decision making roles in
the governance of the school
There is trust between teachers and parents

Low
Low

High
Low

1

2

3

4

5

6

7

8

-THE END THANK YOU FOR YOUR TIME!
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Εμπιστευτικό Ερωτηματολόγιο

Η πιο κάτω έρευνα θα τύχει πλήρους εμπιστευτικότητας
γι’ αυτό όλα τα ερωτηματολόγια θα είναι ανώνυμα.
Η συμμετοχή στην έρευνα είναι εθελοντική και οι συμμετέχοντες/ουσες μπορούν
να αποχωρήσουν οποιαδήποτε στιγμή από την έρευνα χωρίς συνέπειες.

Η επιρροή του Μάρκετινγκ Εσωτερικής Διαχείρισης στην εταιρική κουλτούρα,
αλλά και στη σχολική αποτελεσματικότητα στα σχολεία Μέσης Εκπαίδευσης :
Μελέτη για τη Δημόσια Μέση Εκπαίδευση στην Κύπρο
Το παρόν ερωτηματολόγιο στοχεύει στη διερεύνηση των στρατηγικών Μάρκετινγκ Εσωτερικής
Διαχείρισης (Internal Marketing) και κατά πόσο έχουν θετική επιρροή στην εταιρική κουλτούρα και στη
σχολική αποτελεσματικότητα στη δημόσια δευτεροβάθμια εκπαίδευση. Επιπλέον θα διερευνηθεί κατά
πόσο η εταιρική κουλτούρα της δημόσιας μέσης εκπαίδευσης είναι μεσολαβούσα μεταβλητή μεταξύ
των στρατηγικών Μάρκετινγκ Εσωτερικής Διαχείρισης και σχολικής αποτελεσματικότητας. Επίσης θα
μελετηθούν οι υφιστάμενες στρατηγικές Μάρκετινγκ Εσωτερικής Διαχείρισης. Στη συνέχεια θα
προταθούν συγκεκριμένες στρατηγικές για μελλοντική χρήση. Η παρούσα έρευνα θα διεξαχθεί σε όλα
τα δημόσια σχολεία Μέσης εκπαίδευσης στην Κύπρο. Σας παρακαλούμε να διαβάσετε προσεκτικά και
να απαντήσετε τις ερωτήσεις που ακολουθούν στις επόμενες σελίδες.
Το ερωτηματολόγιο αποτελείται από τέσσερις ενότητες:
Ενότητα “Α”: Δημογραφικά
Ενότητα “Β”: Στρατηγικές Μάρκετινγκ Εσωτερικής Διαχείρισης
Ενότητα “Γ”: Εταιρική Κουλτούρα (ΕΚ)
Ενότητα “Δ”: Σχολική Αποτελεσματικότητα (ΣΑ)

Όνομα σχολείου:
Πόλη:
Ειδικότητα Καθηγητή:
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ΕΝΟΤΗΤΑ “Α”: ΔΗΜΟΓΡΑΦΙΚΑ (Σημειώστε με ένα (x) μία μόνο επιλογή στο αντίστοιχο κουτάκι)

A1. Φύλο:
o
o

‘Ανδρας
Γυναίκα

A2. Ηλικία:
o
o
o
o

22- 29 χρονών
30-39 χρονών
40-59 χρονών
60 χρονών και άνω

A3. Επίπεδο Εκπαίδευσης:
o
o
o

Πτυχίο
Μεταπτυχιακό
Διδακτορικό

A4. Θέση διορισμού:
o
o
o

Συμβασιούχος καθηγητής
Μόνιμος καθηγητής
Αντικαταστάτης στη Μέση εκπαίδευση

A5. ‘Ετη Υπηρεσίας στην εκπαίδευση:
o
o
o

1-10
10-20
20 και άνω

A6. Οργανική Θέση:
o
o
o
o

Καθηγητής
Υπεύθυνος Τμήματος
Βοηθός Διευθυντής/Διευθύντρια
Διευθυντής/Διευθύντρια

A7. Χρονιαίος αφορολόγητος μισθός:
o
o

Άνω των €24000
Κάτω των €24000
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ΕΝΟΤΗΤΑ “B”: ΣΤΡΑΤΗΓΙΚΕΣ ΜΑΡΚΕΤΙΝΓΚ ΕΣΩΤΕΡΙΚΗΣ ΔΙΑΧΕΙΡΙΣΗΣ (Σημειώστε με ένα (x) έναν
αριθμό που περιγράφει καλύτερα τη γνώμη σας )
B1. Αναπτυξιακές Σχέσεις
B1.1 Οργανωτική Δέσμευση (Organizational Commitment)
Σημειώστε το επίπεδο δέσμευσής σας με τη σχολική μονάδα.
Χαμηλό

1

2

Υψηλό

3

4

5

6

7

8

9

10

B1.1.2 Συνείδηση διδασκαλίας καθηγητών προς μαθητές
Σημειώστε τον βαθμό ευσυνειδησίας και ενδιαφέροντος που έχετε προς τους μαθητές σας.
Χαμηλό

1

2

Υψηλό

3

4

5

6

7

8

9

10

B1.1.3 Όραμα καθηγητών για το σχολείο
Σημειώστε πόσο καλά γνωρίζετε το όραμα του δημόσιου σχολείου.
Χαμηλό

1

2

Υψηλό

3

4

5

6

7

8

9

10

B1.2 Επικοινωνία/Προώθηση
Σημειώστε σε ποιο βαθμό χρησιμοποιούνται οι πιο κάτω επικοινωνιακές ενέργειες στο σχολείο σας:
Υψηλό
Low

Χαμηλό
Low

B1.2.1
B1.2.2
B1.2.3
B1.2.4
B1.2.5
B1.2.6

Στρατηγικές επικοινωνίας
1 2 3 4 5 6 7 8 9 10
Συναντήσεις προσωπικού
Ενημερωτικά Δελτία (κοινοποίηση εγκυκλίων)
Προφορική Ενημέρωση από Διευθυντή ή Υπεύθυνο Τμήματος
Σχολικές Ανακοινώσεις
Επικοινωνία μέσω ηλεκτρονικού ταχυδρομείου ή μηνύματος στην/από
τη διεύθυνση του σχολείου ή τους συναδέλφους
Προσωπική επικοινωνία με τον διευθυντή / συναδέλφους καθηγητές
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B1.3 Ανταλλαγή αμοιβαίων αξιών (mutual values) μεταξύ συναδέλφων
Σημειώστε σε ποιο βαθμό υπάρχουν αμοιβαίες αξίες μεταξύ των πιο κάτω ομάδων στο σχολείο σας:

B1.3.1
B1.3.2

Ομάδες Εκπαιδευτικών
Μεταξύ καθηγητών (ομαδική εργασία)
Μεταξύ καθηγητών και διεύθυνσης

Υψηλό
Low

Χαμηλό
Low

1

2

3

4

5

6

7

8

9

10

B1.4 Συναισθήματα καθηγητών προς τη διεύθυνση του σχολείου
Σημειώστε σε ποιο βαθμό νιώσατε τα πιο κάτω συναισθήματα στο σχολείο σας:

B1.4.1
B1.4.2
B1.4.3

Συναισθήματα καθηγητών
Ο καθηγητής νιώθει ασφάλεια στο σχολικό περιβάλλον
Η διεύθυνση φροντίζει τους καθηγητές
Η διεύθυνση αποδέχεται και στηρίζει τους καθηγητές

Υψηλό
Low

Χαμηλό
Low

1

2

3

4

5

6

7

8

9

10

B2. Διοίκηση ανθρώπινου δυναμικού
B2.1 Εκπαίδευση των καθηγητών
Σημειώστε πόσο συχνά παρέχονται οι πιο κάτω ευκαιρίες/δυνατότητες επαγγελματικής επιμόρφωσης:
Χαμηλό
Low

B2.1.1
B2.1.2
B2.1.3
B2.1.4

Ευκαιρίες/δυνατότητες επαγγελματικής επιμόρφωσης
Σεμινάρια ανά ειδικότητα
Διατμηματικά σεμινάρια
Συνέδρια
Επέκτασης σταδιοδρομίας (Σεμινάρια προαγωγής εκπαίδευσης)

Υψηλό
Low

1 2 3 4 5 6

7

8

9 10

8

Υψηλό
L
9Low10

B2.2 Κίνητρα για εκπαιδευτικούς
Σημειώστε σε ποιο βαθμό σας δίνονται τα πιο κάτω κίνητρα:
Χαμηλό
Low

B2.2.1
B2.2.2

B2.2.3
B2.2.4

Κίνητρα
Οικονομικά κίνητρα (αυξήσεις, μπόνους,
χρηματικά βραβεία)
Μη οικονομικά κίνητρα
(βραβεία, ενέργειες για αναγνώριση της προόδου,
ενέργειες υποστήριξης από τη διεύθυνση)
Στρατηγικές ενδυνάμωσης
Έλεγχος του επιπέδου ικανοποίησης των
εκπαιδευτικών

1

2 3 4

5

6

7
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B2.3 Πόροι στην εκπαίδευση
Σημειώστε τον βαθμό που σας παρέχονται εκπαιδευτικοί πόροι ενίσχυσης της διδασκαλίας:
Χαμηλός
Αριθμός

1

2

Υψηλός
Αριθμός

3

4

5

6

7

8

9

10

B2.4 Νέα μέτρα απόδοσης
Σημειώστε πόσο συχνά δίνονται έρευνες στο προσωπικό του σχολείου σας για εκτίμηση του
εσωτερικού κλίματος και κουλτούρας της εκπαιδευτικής υπηρεσίας:
Χαμηλό

1

2

Υψηλό

3

4

5

6

7

8

9

10

B2.5 Διαδικασίες πρόσληψης και επιλογής προσωπικού
Σημειώστε το βαθμό αποτελεσματικότητας στις υφιστάμενες διαδικασίες πρόσληψης και επιλογής
προσωπικού:
Χαμηλό

1

2

Υψηλό

3

4

5

6

7

8

9

10

B3. Εκπαιδευτικές Διαδικασίες
Σημειώστε τη συχνότητα των πιο κάτω εκπαιδευτικών διαδικασιών στο σχολείο σας:
Υψηλό
Low

Χαμηλό
Low

B3.1

B3.2
B3.3

Εκπαιδευτικές Διαδικασίες
Κύκλοι ποιότητας (Quality Circles): ομάδες
εκπροσώπων των καθηγητών, οι οποίες συνέρχονται
σε τακτά χρονικά διαστήματα με σκοπό να προτείνουν
προτάσεις για βελτίωση και αύξηση της
παραγωγικότητας
Αναφορά νέων μεθόδων αξιολόγησης και συμφωνίας
με συντεχνίες
Αναβάθμιση μεθόδων διδασκαλίας

1

2

3

4

5

6

7

8

9
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B4. Εσωτερική κατηγοριοποίηση των εκπαιδευτικών
Σημειώστε το βαθμό που χρησιμοποιούνται οι πιο κάτω προσαρμοσμένες στρατηγικές για
κατηγοριοποίηση των καθηγητών στο σχολείο σας:

B4.1
B4.2

Στρατηγικές κατηγοριοποίησης
Διαφορετικές στρατηγικές κινήτρων σε διαφορετικές ομάδες
εκπαιδευτικών
Υποστήριξη στην ποικιλομορφία των εκπαιδευτικών

Χαμηλό
Low

1

Υψηλό
Low

2

3

4

5

6

7

8

9

10

ΕΝΟΤΗΤΑ “Γ”: ΕΤΑΙΡΙΚΗ ΚΟΥΛΤΟΥΡΑ (Σημειώστε με ένα (x) έναν αριθμό που περιγράφει καλύτερα τη
γνώμη σας )

Γ1. Ανδρισμός / Θηλυκότητα (Masculinity / Femininity)
Σημειώστε τη συχνότητα των πιο κάτω πτυχών στο σχολείο σας:
Χαμηλό

Γ1.1
Γ1.2

Ανδρισμός / Θηλυκότητα (Masculinity /Femininity)
Συναισθήματα ισότητας, δικαιοσύνης και ίσων ευκαιριών
μεταξύ εκπαιδευτικών των δύο φύλων
Διάκριση μεταξύ των ρόλων των δύο φύλων στην κοινωνία
του σχολείου

1

2

3

4

5

6

7

8

Υψηλό
Low

9

10

Γ2. Ατομικισμός / Ομαδικότητα (Individualism/Collectivism)
Σημειώστε τη συχνότητα των πιο κάτω πτυχών στο σχολείο σας:
Χαμηλό
Low

Γ2.1
Γ2.2
Γ2.3
Γ2.4

Γ2.5

Ατομικισμός / Κολλεκτιβισμός
Συναισθήματα αυτοπραγμάτωσης του
εκπαιδευτικού στο σχολείο
Συναίσθημα εργασιακής ικανοποίησης εξαιτίας κατάλληλου
συστήματος χρηματικών και ηθικών κινήτρων
Κλίμα συνεργασίας και ομαδικότητας στο σχολείο/
Συμμετοχή και συνεργασία
Η διοίκηση του σχολείου προσπαθεί να ισορροπήσει τις
ανάγκες των εκπαιδευτικών και τις ανάγκες του σχολείου
(γραφειοκρατική ορθολογικότητα)
Στενή σχέση τόσο μεταξύ καθηγητών όσο και μεταξύ
καθηγητών με διευθυντή/ Υπάρχει αίσθηση της κοινότητας –
το σχολείο είναι μια οικογένεια για όλα τα μέλη της

1

Υψηλό
Low

2

3

4

5

6

7

8
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9

10

Γ3. Αποφυγή αβεβαιότητας / ‘Ελλειψη αυτοπεποίθησης
Σημειώστε τη συχνότητα των πιο κάτω πτυχών στο σχολείο σας:
Υψηλό
Low

Χαμηλό
Low

Γ3.1

Γ3.2

Γ3.3
Γ3.4

Αποφυγή αβεβαιότητας
Το οργανωτικό κλίμα του σχολείου βοηθά παρέχοντας
διαβεβαίωση, αίσθηση ασφάλειας και σταθερότητας στους
εκπαιδευτικούς
Οι εκπαιδευτικοί αισθάνονται υπερήφανοι για το σχολείο
τους και νιώθουν πως ανήκουν σε αυτό. Έχουν πίστη και
αποδοχή στους στόχους και στις αξίες που θέτει το σχολείο
και καταβάλλουν προσπάθεια για την ικανοποίησή τους.
Ο βαθμός που οι εκπαιδευτικοί αντιμετωπίζουν ένα άγνωστο
μέλλον
Ο βαθμός που οι εκπαιδευτικοί νοιώθουν απειλή γιατί
βρίσκονται σε διφορούμενες καταστάσεις

1

2

3

4

5

6

7

8

9

10

Γ4. Απόσταση Εξουσίας/ Διατύπωση και έλεγχος
Σημειώστε τη συχνότητα των πιο κάτω πτυχών στο σχολείο σας:
Υψηλό
Low

Χαμηλό
Low

Γ4.1

Γ4.2

Γ4.3

Γ4.4

Γ4.5

Απόσταση Εξουσίας
Ο βαθμός κατά τον οποίο γίνεται αποδεκτός από τους
λιγότερο ισχυρούς καθηγητές ο άνισος τρόπος εξάσκησης
εξουσίας
Ο βαθμός πειθαρχίας και τάξης που επικρατεί μεταξύ του
προσωπικού του σχολείου σας (ο βαθμός διαφθοράς στην:
προσωποληψία, απάτη και κλοπή, σύγκρουση συμφερόντων
με την αποδοχή δώρων, αναξιοκρατία, κατάχρηση εξουσίας
και πολιτικοί διορισμοί προσωπικού)
Ο βαθμός πειθαρχίας και τάξης που επικρατεί στους μαθητές
(ο βαθμός εγκληματικών ενεργειών από μαθητές: ναρκωτικά,
αλκοόλ, κατοχή όπλων, πορνεία)
Το σχολείο προσφέρει ένα ασφαλές και ειρηνικό περιβάλλον
εκμάθησης που διευκολύνει την ακαδημαϊκή και κοινωνική
ανάπτυξη
Ένα σωστό οργανωμένο σύστημα που στηρίζει τις σχέσεις
μεταξύ προϊστάμενου- υφιστάμενου καθηγητή

1

2

3

4

5

6

7

8
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9

10

Γ5. Κουλτούρα Μάθησης
Σημειώστε τη συχνότητα των πιο κάτω πτυχών στο σχολείο σας:

Γ5.1

Γ5.2
Γ5.3
Γ5.4
Γ5.5
Γ5.6
Γ5.7

Κουλτούρα Μάθησης
Το σχολείο σας δημιουργεί συνεχώς ευκαιρίες μάθησης για
τους εκπαιδευτικούς και προωθεί την
καινοτομία
Το σχολείο σας προωθεί την διερεύνηση (inquiry) και τον
διάλογο
Το σχολείο σας ενθαρρύνει τη συνεργασία και την ομαδική
μάθηση
Το σχολείο σας ενδυναμώνει το προσωπικό του να δουλέψει
προς ένα συλλογικό όραμα
Το σχολείο σας από μόνο του συνδέεται με την τοπική
κοινότητα που βρίσκεται
Το σχολείο σας καθορίζει συστήματα για να συλλάβει και να
μοιραστεί τη μάθηση
Το σχολείο σας παρέχει στρατηγική ηγεσία για σκοπούς
μάθησης

Χαμηλό
Low

1

Υψηλό
Low

2

3

4

5

6

7

8

9

10

Γ6. Είδη Κουλτούρας
Σημειώστε τη συχνότητα των πιο κάτω Κουλτούρων στο σχολείο σας:
Υψηλό
Low

Χαμηλό
Low

Γ6.1
Γ6.2

Γ6.3
Γ6.4

Κουλτούρα Σχολείου
Κουλτούρα Ιεραρχίας (Hierarchy)- ένα πολύ τυποποιημένο
και δομημένο περιβάλλον εργασίας
Κουλτούρα Φυλής (Clan)- ένα πολύ ευχάριστο μέρος
εργασίας όπου οι άνθρωποι μοιράζονται πολλές προσωπικές
πληροφορίες
Κουλτούρα Αγοράς (Market)- μια κουλτούρα που στόχο έχει
το αποτέλεσμα και την διεκπεραίωση της εργασίας
Κουλτούρα Ευελιξίας και Καινοτομίας (Adhocracy) – η οποία
προωθεί ένα δυναμικό, επιχειρηματικό και δημιουργικό
μέρος εργασίας

1

2

3

4

5

6 7

8
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9

10

EΝΟΤΗΤΑ “Δ”: ΣΧΟΛΙΚΗ ΑΠΟΤΕΛΕΣΜΑΤΙΚΟΤΗΤΑ (Σημειώστε με ένα (x) έναν αριθμό που περιγράφει
καλύτερα τη γνώμη σας)
Δ1. Αποτελεσματική Ηγεσία
Σε ποιο βαθμό συμφωνείτε με τις πιο κάτω πτυχές του σχολείου σας;

Δ1.1
Δ1.2

Δ1.3

Δ1.4
Δ1.5
Δ1.6

Δ1.7
Δ1.8

Δ1.9

Δ1.10

Αποτελεσματική Ηγεσία
Οι εκπαιδευτικοί έχουν προσωπική και επαγγελματική
σχέση με τον διευθυντή / διευθύντριά τους
Οι εκπαιδευτικοί, θεωρούν το όραμα του διευθυντή /
διευθύντριά τους για το σχολείο και τον τρόπο που το
υλοποιεί, σημαντικό
Οι εκπαιδευτικοί εκτιμούν τον διευθυντή / διευθύντριά
τους, καθώς τους παρέχει την ευκαιρία για ηγεσία και για
συνεχή επαγγελματική ανάπτυξη, δίνοντας τους κίνητρα
για μάθηση
Οι εκπαιδευτικοί θεωρούν τον διευθυντή / διευθύντρια
τους περισσότερο ηγέτη παρά μάνατζερ
Υπάρχει ίση μεταχείριση των εκπαιδευτικών από τον
διευθυντή/ διευθύντρια
Ο διευθυντής/διευθύντρια αξιολογεί την απόδοση των
καθηγητών αφιερώνοντας χρόνο σε εκπαιδευτικά ζητήματα
κατά τη διάρκεια των συναντήσεων του προσωπικού
Στους εκπαιδευτικούς παρέχονται σημαντικοί πόροι από τη
διεύθυνση για αποτελεσματική διδασκαλία
Ο διευθυντής/διευθύντρια προωθεί τη συνεργασία
εκπαιδευτικών, παρέχοντας ομαδική διαδικασία επίλυσης
προβλημάτων για θέματα που απασχολούν το σχολείο/ Ο
διευθυντής επιτρέπει τη συμμετοχή των εκπαιδευτικών στη
διαδικασία λήψης αποφάσεων σε θέματα που αφορούν το
σχολείο
Ο διευθυντής/διευθύντρια εξασφαλίζει ένα ορθά
δομημένο και υποστηρικτικό περιβάλλον στο οποίο το
προσωπικό μπορεί να διδάσκει και οι μαθητές μπορούν να
μαθαίνουν σωστά

Χαμηλό
Low

1

Υψηλό
Low

2

3

4

5

6

7

8

Ο διευθυντής/διευθύντρια σχεδιάζει, συντονίζει και
αξιολογεί τη διδασκαλία, μέσα από τακτικές επισκέψεις
στην τάξη, παρέχει ανατροφοδότηση και εποπτεύει άμεσα
το πρόγραμμα σπουδών μέσω του συντονισμού του
σχολείου
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Δ1.11

Δ1.12

Ο διευθυντής/διευθύντρια ορίζει τους στόχους και τις
προσδοκίες του προσωπικού όσον αφορά τη μαθησιακή
διαδικασία ώστε να υπάρχει σαφήνεια και συναίνεση
Ο διευθυντής/διευθύντρια ευθυγραμμίζει την επιλογή και
κατανομή των σχολικών πόρων με τους πιο σημαντικούς
στόχους διδασκαλίας

Υψηλό
Low

Χαμηλό
Low

Δ2. Σχολικό Περιβάλλον
Σημειώστε τη συχνότητα των πιο κάτω πτυχών στο σχολείο σας:
Χαμηλό
Low

Δ2.1
Δ2.2
Δ2.3
Δ2.4
Δ2.5
Δ2.6
Δ2.7
Δ2.8
Δ2.9
Δ2.10
Δ2.11
Δ2.12

Σχολικό Περιβάλλον
Επίπεδο σχολικής πειθαρχίας
Αριθμός μαθητών που εγκαταλείπουν το σχολείο
Ποσοστό αποβολής μαθητών
Ποσοστό τακτικής φοίτησης στο σχολείο ανά μέρα
Ασφάλεια των μαθητών
Αριθμός ατυχημάτων μαθητών στα σχολεία
Ποσοστά σχολικού εκφοβισμού
Η καθαριότητα στο σχολείο
Το κτίριο του σχολείου σας είναι σε καλή κατάσταση και
υπάρχουν επαρκείς χώροι και υλικά διδασκαλίας
Υπάρχει ατμόσφαιρα εμπιστοσύνης, συλλογικότητας και
συνεργασίας στο σχολείο
Ήρεμο και όχι χαοτικό μέρος εργασίας
Υπάρχουν συστήματα ανταμοιβής και αναγνώρισης των
καθηγητών που σκοπεύουν στην επιβράβευση τόσο των
ακαδημαϊκών επιτευγμάτων, όσο και των επιτευγμάτων
συμπεριφοράς

1

2

3

4

5

6

7

8
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Υψηλό
Low

10

Δ3. Αποτελεσματική διδασκαλία
Σημειώστε τη συχνότητα των πιο κάτω πτυχών στο σχολείο σας:

Δ3.1
Δ3.2

Δ3.3
Δ3.4
Δ3.5
Δ3.6

Δ3.7
Δ3.8
Δ3.9
Δ3.10
Δ3.11
Δ3.12
Δ3.13

Αποτελεσματική διδασκαλία
Συχνότητα επιτυχίας ψηλών βαθμολογιών από τους
μαθητές σας στα διαγωνίσματα.
Συχνότητα συμμετοχής των μαθητών σας σε εξωσχολικές
δραστηριότητες / ενδοσχολικές δραστηριότητες

Χαμηλό
Low

1

Υψηλό
Low

2

3

4

5

6

7

8

Συχνότητα βραβεύσεων των μαθητών σας σε διαγωνισμούς
τόσο σε κρατικό όσο σε εθνικό επίπεδο
Συχνότητα επιτυχίας υψηλών βαθμολογιών στις
Παγκύπριες Εξετάσεις
Παροχή ανατροφοδότησης από τους καθηγητές στους
μαθητές για τα διαγωνίσματα και τις εξετάσεις τους
Προώθηση της κριτικής σκέψης και του σχεδιασμού των
μαθημάτων που επιτρέπει σε όλους τους μαθητές να
συμμετέχουν ενεργά στη διαδικασία της μάθησης
Ποσοστό μαθητών που ολοκληρώνουν τις κατοίκων
εργασίες τους καθημερινά
Εμπιστοσύνη μαθητών προς εκπαιδευτικούς
Ικανοποίηση των εκπαιδευτικών σχετικά με το επάγγελμά
τους
Παροχή επιπλέων κινήτρων/ προκλήσεων σε μαθητές με
υψηλές διανοητικές ικανότητες
Το διδακτικό υλικό καλύπτεται στο χρόνο που προσφέρεται
στη διάρκεια του σχολικού έτους
Το φορτίο διδασκαλίας είναι λογικό
Οι εκπαιδευτικοί ασχολούνται με τους μαθητές με
μαθησιακά προβλήματα χρησιμοποιώντας ειδικές
διαδικασίες όπως κρατώντας σημειώσεις για αυτούς ή
αναφέρονται σε ένα σύνολο παρατηρήσεων για τα ειδικά
προβλήματα αυτών των μαθητών
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10

Δ4. Αποτελεσματική Υποστήριξη Γονέων
Σημειώστε τη συχνότητα των πιο κάτω πτυχών στο σχολείο σας:

Δ4.1
Δ4.2
Δ4.4

Δ4.5
Δ4.5

Αποτελεσματική Υποστήριξη Γονέων
Επικοινωνία μεταξύ γονέων και καθηγητών (συχνότητα
τηλεφωνικής ενημέρωσης των γονέων από τους καθηγητές)
Υποστήριξη Συνδέσμου Γονέων στις δραστηριότητες του
σχολείου
Το σχολείο λαμβάνει υπόψη τους γονείς στη λήψη
αποφάσεων, δίνοντας τους έτσι ρόλο στη διοίκηση του
σχολείου
Υπάρχει εμπιστοσύνη μεταξύ εκπαιδευτικών και
γονέων
Κοινή συναίνεση γονέων- καθηγητών για τη μάθηση και τη
συμπεριφορά των μαθητών / Συμμετοχή γονέων στη
μάθηση των παιδιών τους

Χαμηλό
Low

1

Υψηλό
Low

2

3

4

5

6

7

8

-ΤΕΛΟΣ ΕΥΧΑΡΙΣΤΟΥΜΕ ΓΙΑ ΤΗ ΣΥΜΠΛΗΡΩΣΗ ΤΟΥ ΕΡΩΤΗΜΑΤΟΛΟΓΙΟΥ!
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APPENDIX (C)

NAMES OF SECONDARY PUBLIC SCHOOLS
QUESTIONNAIRES
WERE ALLOCATED (IN ENGLISH)
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LYCEUMS AND GYMNSIUMS- LARNAKA, FAMAGUSTA & NICOSIA
(October and November 2017)
SCHOOL
LYCEUM ARADIPPOU
GYMNASIUM
ARADIPPOU
PANCYPRIAN LYCEUM
LYCEUM ΑGIOS
GEORGIOS
LYCEUM LIVADHION
GYMNASIUM
LIVADHION
EVRIVIADHIO
GYMANASIUM
LYCEUM VERGINA
GYMNASIUM AND
LYCEUM LEFKARON
GYMNASIUM
FANEROMENIS
GYMNASIUM
ATHIENOY
GYMNASIUM
VERGINAS
GYMNASIUM DROSIAS
GYMNASIUM KITIOY
GYMNASIUM
XYLOTIMBOY
GYMNASIUM
XYLOFAGOY
GYMNASIUM PETRAKI
KYPRIANOU
LYCEUM
KOKKINOCHORION
FOTIS PITTAS
GYMASIUM ERINIS
AND ELEFTHERIAS
(DERINIA)
GYMNASIUM
KOKKINOCHORION
GYMNASIUM
PARALIMNIOY
LYCEUM
PARALIMNIOY

TOTAL
QUESTIONNAIRES
GIVEN

TOTAL
QUESTIONNAIRES
ANSWERED

COLLECTION
DATE

TOWN

40

22

25-10-17

LARNAKA

50

24

25-10-17

LARNAKA

40

12

25-10-17

LARNAKA

ELSI MARNERIDOU

40

15

25-10-17

LARNAKA

PETROS LOIZIDES

40

27

25-10-17

LARNAKA

NICOS PROXENOU

40

16

25-10-17

LARNAKA

PETROS MICHAEL

25

11

25-10-17

LARNAKA

ANTONIA LOIZOU
YIANNIS
GEORGIOU

40

22

25-10-17

LARNAKA

50

24

07-11-17

LARNAKA

ANNA PROXENOU

25

22

27-10-17

LARNAKA

30

18

10-11-17

LARNAKA

50

19

31-10-17

LARNAKA

40

19

27-10-17

LARNAKA

50

13

07-11-17

LARNAKA

40

22

06-11-17

LARNAKA

45

9

07-11-17

LARNAKA

KYRIACOS KOSTEAS

50

11

01-11-17

LARNAKA

ADAMOS SERGIOU

40

38

27-10-17

FAMAGUSTA

SIMAKIS SIMEOU

35

14

09-11-17

FAMAGUSTA

ATHINA PANTZI

35

21

09-11-17

FAMAGUSTA

ATHINA MISOU

50

29

06-11-17

FAMAGUSTA

SOLONAS
CHARALAMBOUS

50

25

09-11-17

FAMAGUSTA

HEAD TEACHER
ANDROULLA
CHRISTOU
FILIPPOS
KOUMIDES
IACOVOS
PAPANTONIOU

ALEXANDROS
ALEXIOU
PANAGIOTIS
AVRAAM
PARASKEVAS
SAMARAS
GEORGIOS
PASCHALIS
ANDREAS
MATSANGOS
MARIOS
LYSANDROU

347

LYCEUM LATSION
GYMNASIUM
ANTHOYPOLIS
GYMNASIUM AGIOY
STYLIANOY
LYCEUM IDALIOY
LYCEUM ACROPOLIS
FINAL

PARASKEVOULA
CONSTANTINOU
GEORGIOS
GEORGIADES
ALEXANDROS
ALEXANDROU
SOFOULA
ACHERIOTOU
LOIZOS SEPOS /
STELLA
HADJIDIMITRIOU

50

23

20-11-17

NICOSIA

25

9

20-11-17

NICOSIA

40

14

20-11-17

NICOSIA

55

28

20-11-17

NICOSIA

40

10

20-11-17

NICOSIA

1115

517
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APPENDIX (D)

NAMES OF SECONDARY PUBLIC SCHOOLS
QUESTIONNAIRES
WERE ALLOCATED (IN GREEK)
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ΛΥΚΕΙΑ ΚΑΙ ΓΥΜΝΑΣΙΑ - ΕΠΑΡΧΙΕΣ ΛΑΡΝΑΚΑΣ, ΑΜΜΟΧΩΣΤΟΥ & ΛΕΥΚΩΣΙΑΣ
(Οκτώβριος και Νοέμβριος 2017)
ΣΧΟΛΕΙΟ
ΛΥΚΕΙΟ
ΑΡΑΔΙΠΠΟΥ
ΓΥΜΝΑΣΙΟ
ΑΡΑΔΙΠΠΟΥ
ΠΑΓΚΥΠΡΙΟ ΛΥΚΕΙΟ
ΛΥΚΕΙΟ ΑΓΙΟΣ
ΓΕΩΡΓΙΟΣ
ΛΥΚΕΙΟ ΛΙΒΑΔΙΩΝ
ΓΥΜΝΑΣΙΟ
ΛΙΒΑΔΙΩΝ
ΕΥΡΥΒΙΑΔΕΙΟ
ΓΥΜΝΑΣΙΟ
ΛΥΚΕΙΟ ΒΕΡΓΙΝΑΣ
ΓΥΜΝΑΣΙΟ ΚΑΙ
ΛΥΚΕΙΟ ΛΕΥΚΑΡΩΝ
ΓΥΜΝΑΣΙΟ
ΦΑΝΕΡΩΜΕΝΗΣ
ΓΥΜΝΑΣΙΟ
ΑΘΗΕΝΟΥ
ΓΥΜΝΑΣΙΟ
ΒΕΡΓΙΝΑ
ΓΥΜΝΑΣΙΟ
ΔΡΟΣΙΑΣ
ΓΥΜΝΑΣΙΟ ΚΙΤΙΟΥ
ΓΥΜΝΑΣΙΟ
ΞΥΛΟΤΥΜΒΟΥ
ΓΥΜΝΑΣΙΟ
ΞΥΛΟΦΑΓΟΥ
ΓΥΜΝΑΣΙΟ
ΠΕΤΡΑΚΗ
ΚΥΠΡΙΑΝΟΥ
ΛΥΚΕΙΟ
ΚΟΚΚΙΝΟΧΩΡΙΩΝ
ΦΩΤΗΣ ΠΙΤΤΑΣ
ΓΥΜΝΑΣΙΟ
ΕΙΡΗΝΗΣ ΚΑΙ
ΕΛΕΥΘΕΡΙΑΣ
(ΔΕΡΥΝΕΙΑ)
ΓΥΜΝΑΣΙΟ
ΚΟΚΚΙΝΟΧΩΡΙΩΝ

ΣΥΝΟΛΙΚΑ
ΕΡΩΤΗΜΑΤΟΛΟΓΙΑ

ΑΠΑΝΤΗΜΕΝΑ
ΕΡΩΤΗΜΑΤΟΛΟΓΙΑ

ΗΜΕΡΟΜΗΝΙΑ
ΠΑΡΑΛΑΒΗΣ

ΕΠΑΡΧΙΑ

40

22

25-10-17

ΛΑΡΝΑΚΑΣ

50

24

25-10-17

ΛΑΡΝΑΚΑΣ

40

12

25-10-17

ΛΑΡΝΑΚΑΣ

40

15

25-10-17

ΛΑΡΝΑΚΑΣ

40

27

25-10-17

ΛΑΡΝΑΚΑΣ

40

16

25-10-17

ΛΑΡΝΑΚΑΣ

25

11

25-10-17

ΛΑΡΝΑΚΑΣ

40

22

25-10-17

ΛΑΡΝΑΚΑΣ

50

24

07-11-17

ΛΑΡΝΑΚΑΣ

25

22

27-10-17

ΛΑΡΝΑΚΑΣ

30

18

10-11-17

ΛΑΡΝΑΚΑΣ

50

19

31-10-17

ΛΑΡΝΑΚΑΣ

40

19

27-10-17

ΛΑΡΝΑΚΑΣ

50

13

07-11-17

ΛΑΡΝΑΚΑΣ

40

22

06-11-17

ΛΑΡΝΑΚΑΣ

45

9

07-11-17

ΛΑΡΝΑΚΑΣ

ΚΥΡΙΑΚΟΣ
ΚΩΣΤΕΑΣ

50

11

01-11-17

ΛΑΡΝΑΚΑΣ

ΑΔΑΜΟΣ
ΣΕΡΓΙΟΥ

40

38

27-10-17

ΑΜΜΟΧΩΣΤΟΥ

ΣΙΜΑΚΗΣ
ΣΥΜΕΟΥ

35

14

09-11-17

ΑΜΜΟΧΩΣΤΟΥ

ΑΘΗΝΑ
ΠΑΝΤΖΗ

35

21

09-11-17

ΑΜΜΟΧΩΣΤΟΥ

ΔΙΕΥΘΥΝΤΗΣ
ΑΝΔΡΟΥΛΑ
ΧΡΙΣΤΟΥ
ΦΙΛΙΠΠΟΣ
ΚΟΥΜΙΔΗΣ
ΙΑΚΩΒΟΣ
ΠΑΠΑΝΤΩΝΙΟΥ
ΕΛΣΗ
ΜΑΡΝΕΡΙΔΟΥ
ΠΕΤΡΟΣ
ΛΟΪΖΙΔΗΣ
ΝΙΚΟΣ
ΠΡΟΞΕΝΟΥ
ΠΕΤΡΟΣ
ΜΙΧΑΗΛ
ΑΝΤΩΝΙΑ
ΛΟΪΖΟΥ
ΓΙΑΝΝΗΣ
ΓΕΩΡΓΙΟΥ
ΑΝΝΑ
ΠΡΟΞΕΝΟΥ
ΑΛΕΞΑΝΔΡΟΣ
ΑΛΕΞΙΟΥ
ΠΑΝΑΓΙΩΤΗΣ
ΑΒΡΑΑΜ
ΠΑΡΑΣΚΕΥΑΣ
ΣΑΜΑΡΑΣ
ΓΕΩΡΓΙΟΣ
ΠΑΣΧΑΛΗΣ
ΑΝΔΡΕΑΣ
ΜΑΤΣΑΓΚΟΣ
ΜΑΡΙΟΣ
ΛΥΣΑΝΔΡΟΥ
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ΓΥΜΝΑΣΙΟ
ΠΑΡΑΛΙΜΝΙΟΥ
ΛΥΚΕΙΟ
ΠΑΡΑΛΙΜΝΙΟΥ
ΛΥΚΕΙΟ ΛΑΤΣΙΩΝ
ΓΥΜΝΑΣΙΟ
ΑΝΘΟΥΠΟΛΕΩΣ
ΓΥΜΝΑΣΙΟ ΑΓΙΟΥ
ΣΤΥΛΙΑΝΟΥ
ΛΥΚΕΙΟ ΙΔΑΛΙΟΥ
ΛΥΚΕΙΟ
ΑΚΡΟΠΟΛΕΩΣ
ΤΕΛΙΚΑ

ΑΘΗΝΑ ΜΙΣΟΥ
ΣΟΛΩΝΑΣ
ΧΑΡΑΛΑΜΠΟΥΣ
ΠΑΡΑΣΚΕΥΟΥΛΑ
ΚΩΝΣΤΑΝΤΙΝΟΥ
ΓΕΩΡΓΙΟΣ
ΓΕΩΡΓΙΑΔΗΣ
ΑΛΕΞΑΝΔΡΟΣ
ΑΛΕΞΑΝΔΡΟΥ
ΣΟΦΟΥΛΑ
ΑΧΕΡΙΩΤΟΥ
ΛΟΙΖΟΣ ΣΕΠΟΣ/
ΣΤΕΛΛΑ
ΧΑΤΗΔΗΜΗΤΡΙ
ΟΥ

50

29

06-11-17

ΑΜΜΟΧΩΣΤΟΥ

50

25

09-11-17

ΑΜΜΟΧΩΣΤΟΥ

50

23

20-11-17

ΛΕΥΚΩΣΙΑ

25

9

20-11-17

ΛΕΥΚΩΣΙΑ

40

14

20-11-17

ΛΕΥΚΩΣΙΑ

55

28

20-11-17

ΛΕΥΚΩΣΙΑ

40

10

20-11-17

ΛΕΥΚΩΣΙΑ

1115

517
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