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The elements of the Internal Marketing mix
by Galpin(1997), Saad, Ahmed and Rafig(002)
1. Strategic rewards
2. Inkternal communications
3. Tratning and dévetopmemﬁ
4. Organisational structure
5. Sewnior Leadersmp
&, ?hvsit‘:at environment
7. Skaffing, selection and succession
%. Interfunctional co-ordinakion
9. Incentive svs&ems
10, Empowermeh&
11. Opero&mmo\t/yroaess changes
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Conceptual model of Internal Marketing (2002)
by Norizan M. Saad, Pervaiz K. Ahmed and Mohammed Rafiq.

Internal Marketing : Using Marketing-like Approaches to Build Business Competencies and Improve
Performance in Large Malaysian Corporations. Asian Academy of Management Journal, Vol.7, No.2, 27-53.
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