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The Influence of customer orientation on the Social Welfare Hall workers

of internal marketing

Woo-Hong Cho*

Abstract

This study aims to present suggestions on the causes and effects between internal marketing and

customer-oriented trends of social welfare halls based on the issue that internal marketing should be

activated based on previous

studies on the

relationship between internal marketing and

customer-oriented trends. For this purpose, as a result of analysing the research hypothesis through

a questionnaire, this study has meaning in that it supported the results of previous studies on internal

marketing and customer-oriented trends as theoretical suggestions and analysed the relationship

between internal marketing and customer-oriented trends. It was politically suggested and emphasized

that internal marketing is needed in social welfare halls and to encourage social welfare workers to

be customer—oriented, components of internal marketing should be established in an organic and

systematic manner.
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Il. Theoretical Background

1. Internal Marketing
Ed Il A AEL HRE Yo Sk 9
oA = SaatAnk An Al R e] v ek A

zA0EA EaAel THLEe] W] Adsolof o,
olef @ WL Boje] Ao BEE WY & Arh14]. o
b e SJalA A A5 tE S A0l B
o] ol Folzlthrl L] E7|Fol7t FRH o Qsfol
Aoy oY nle gt 4 & AuAE AFFOR 9
so AMES Aeks B Al 4 A
pebAg ] A Biste], o 22008 ABATH
Sol Aold nAgel dE AdEe Aste] e
o A el tlEld “dRebg e 24eA FHAES

Fl

AL nAo® st FAYE
15 Fofet, anlAsE gider o}b
& TALEANA A 83t e ul
24 W vpAREE” ol skgin15].

ole|@ WirHA" el AeHor Fd57] sAE Wit
FM AP dF o] Al o] FolAoF Frh
B A ATl AAE A" ] s dut
2 A9sA, wEd T, A, wAAAA, W
& S8 A77F AgHo gk wi}
o] Aol M 0131%& ﬁi%Ol tﬁ%ﬂm}ﬂlﬂﬂ e glo]

o7 IAXEAS 7}
oAl ek

53} E7501E =

NG

S <
g 1%—% 22 8, w—a_ ABEAol Ha 4422l
53 £9, 23 AR AAS BH A&4e] Foigh ol

=

.

HEAAAL] e A 7L Fhell WA SJapd
9ol gsts Fote] FEholdES] TS AAATY] 9%
&5 or Aolatart gk

2. Customer Orientation

DA Ege gk A= 2000 o] F5-E
AE TAHOR dfo] AP Fofol|A TS
A7 WA Ao} gAnt A AhFARe] u7
5] 74 FEd g o] oA Fa okl A
AT EetA 3l 63}401 Q3 gl

AR g ] Aol disiA= AFAFE 9] A thdSsHA
XJQ]QO] =g gEHel AYe AR AR gALe ‘7

1 01/‘1 1°’°f°1 e A AlaLsE wiAY &
=4 AARAGEAR] AFILE ow]EkaL o}
7} WU ﬁ?’;’ %i*ﬁ%%_‘lﬁ*ﬂ Ao BT AlFE W

JZ__X /Ké

ee 19l AR da

olef @ nAXFY el A AelEA

# FARENA 58
@ A% DAAGHIY MIRAB FAAE] 14T
49 ARt g mstel AERA A2 B a7

g volste] 15e] AR St MHAE FHAIA F7] A%
A&7 o7 Aejstarzt gk

3. advanced research

AF7HA WE-nAg 2 A3 APAFELS UinALE Y
ARAFEA DG, 2 Q
AW s 55 HAsto] o
o gk sHAIRE o] el x
A2 el %3}0101501
ol e 2
PHTFE 5

tiste] ey ﬁﬁﬁﬂ?

48A4(2007)E 4 =3
2 3t WintAg o] AFukE 2AE5Y @ 2R G v
A= G ﬂ%ﬂ A4, WFuA" e 84 5 1
H 7 - AlA B
o) et Zq(+)°ﬂffo% v == ﬁii YERATH L7

J
qu
)
ghi

J
4

2 > an
rr
= 0w
> B
JHI
}{r‘ ﬁ
N (2 m
KT
A=)
)
i
L HLo-

H]j]/\x]b‘]:x-l
2 sto] WpehAg el 2
AAste] o5 dAl

& aFstazt gt

al

}:o
ol
o
N

poit)

T ﬂl‘ﬂ ol rir
»
o
rN
i

y
N
£l
\l
N
©
=3
e
Al

-z
1:( 2 [UO ox

L‘

UPIEH000) A=) A FxA 1639 AA5E o
oz Hol, FxAS WETAY FHLATL AFAGH
DARS 1A Gl vF BAAT, BT 959 2
AAGH 1T FFS ()9 FFL VA WRrAT
o FHEXE AVAYSR WRARIACIECE Lheksict
(18],

AZAR0I0S =gl SFaa JE 495 By

5
o2 dhd, 2AEAN e FEARE RS AL 7}
A 71909 Ruge] nAARe] WA Gl ga

[e]
AR, WS 2AEANE Fato] nANPR



133

Aoz YehgTH 27].

The Influence of customer orientation on the Social Welfare Hall workers of internal marketing

o W T W W G o= o TR0 T W w R’ O W =T WP & oF G o o &
WEESTTTEFR | oKy T F M X T w X O T
Xﬂrﬂﬂatﬂo#oqo]o,ﬂ_rﬂnﬁ_.m&l.ﬂl T w2 & 700 7o o0 = = o°
Nrarﬂﬁq.ﬁﬂ%ﬂjuvm B .HTM% o H oo o Mﬂ o M %o o uﬂ
= oR
RS PR A Ezl=y R ¢ R o2 2 OB
L) _— o) © wo O o =) < X N X X
ﬂﬂﬂﬂﬂ%%ﬂr%%ﬂ%ﬂr%ﬂl%? ONrinATdr. o ™ o} =~ =~ o))
iﬁﬂrmﬂoﬁoﬂﬂgiﬁqmﬂﬁmﬂuwﬂonﬁ c WZ*OW_M%LMLMM we o) ﬂ,m i i @M
o) Moy o X X W o N . o I N x o ol ol ) U
TEIT AP T ol o T & orpTPe Tew sf® T I
OB g B e N o B T T g T w TolgagodT X I
g = T g B0 TooAE 0O w575 _. = TR S o RB oo
Lt]._o‘_o&.cﬁ o KT gy g R X o 22 & ol B R ey v o= ()
— = e _!n_ i B! l < o —_— o)~ T " —n T HL —_ 4]
AL IR CEERR LB g T £.54%2 gz Tlgxgwral 3
T W T o MW E NSt Lo = o ENCEEN AE g B9 N K 3 @
MEM‘WLy‘uIZT’y ﬂodmL‘iIEOﬂW w e‘BvOﬂLyy_/ Wﬂﬂwuogeﬂﬂeﬂﬂaw o
THpE R YFTLL LT T G ® PrxEFoL T ELTEIvane S
< R Bl o~ O T T ox TR Mo RO o op 7R o oo BN W0 >
T TS wrgpad > g P < 4 o W o w0 o B oy oy B
= o T RE pAg T . S ook W oo T g w5 o W o W o
NS BRI S BORCEE ST - = o7l TR CXExgEL R £
—~ = —_ -~ or —_— o 0 e
%XOMO#EMQ%%%%J@%%ﬂQW S ke © T %u%ﬂ%ugﬂw%w%u o
wJO._IdeEE;OQOﬁT‘I‘_lJ wﬁﬁWIHT_JdﬂﬂH wﬂlq@o\moﬁadl UﬂMdﬂﬂﬂ”ﬂfMﬂﬂ.SLﬂ_ﬁLmﬂrdﬂ m
s X —_ R ) = 1 ~ = X oF - = — — o =
T o A ™ T T — = o =) = T & e < kX9 ~ B x B X =)
@#o_sﬁhanﬂrammomﬂz%xmﬂaio bﬁT%Li__oo N . o . . 7
s = b N Cl "I K o < G S z — ™ ~ o ©
@ﬁﬁﬁﬂﬁii%%wﬂﬁw/mﬂﬁﬂmﬂm w TE ST il = 0 0 o o )
B oo M o = — K = H o 2 w - I+ N —~ I~ I~ —~ —~ =
N o 4o FT W T X BT B 1o ° T - o s ~ ~ ~ ~ ~
THATOLFTBFTONY B YPT X - T E R N
BRRRTENE OFTETEP OFTMTE pEFEH NRYER TR ITT R MT PR
N e B G 00 = %0 9K HE %° ClR TR - ool T OB o XX = % R oo EE
STEET s NEF BEH® TERP Trx® THTED OBER g PR R
S~ = RO Y Mo _ ok T M X X ot RS e Ha® M ST
Iy % o ) M5 o u RN mK R iy R Ko T B S o
T T G s B~ = o t%on.,.mvﬂm ) o = it o X omo T R o M B
ww d . FTEEY TXg: AERLOF LK JydF gy TEPAERy gRhg B
Qi%ﬂ%qh&. = o B R o»@zo_w_% m,olpwoWu - Nrﬁwmuwo_u ﬂwm%ﬂ%@
T FTIRID BT Ee i dEr LERRE TEIET BLUdMw EiTREE
~ o —r] TO to- T o N 00 N LR 0 =1 '
]m%@%?iw%ﬂ mﬂwo%u E.wlﬁoom-m T R o#e,ww%] %lﬁﬁ_ﬂ ;Luwaf_ﬁmoﬂh
ST e OF M KAgy BATHAT o PXg=ss E
CE2spI2l T4 zeaz BsTs rhive TETr o 8FFL.gad
B S =gl =N AT R op o TF WA e PITpgiios>mr F
= of D o,]uOﬂo‘ln_mO,._uo ﬂl.l]__oo ,m.uo = Mﬂiuﬂﬁ]nﬂl }]Ui_LA,mﬂ o= N o
sEiEEsrER zte PATr vEEr 2raliililscidracis
= B I S S =S N S N (A N (O N g g o 0N T e L % B R
PeE gt nEiIwesE ERSRIER ﬂﬂﬂ%hﬂ%%ﬂ%%hizMﬂmmﬁoﬂ.
SEeila e SIITIET aTgz5E BEIZITo aflErioalc
op B RS o TELN LR y & 2 I e (N RO B S B T S~
By m B0 I MM u_.iﬂ%imem_c,ﬂ.fr %uﬁwﬂb G oo o _co_ﬁog_ﬂanwr
__o)uoéﬁ]L.io_ﬁmﬂmmoguv)oﬂxﬁ%L)dlﬁei )uToﬁxié;uxﬂzlﬂ_t)}uooﬂ s R
R T I Lo I e b T i = B B e i I I R T S A )
PSTXUART IR LISTEC] U™ IS8 agrxW "I T 2 S grtm 7
RGgT A G T IR o R g BTy NP BGEFEEETXHDe® T T P ys g
o M Mo N B N ok L o = < B0 o 4 5 T K T ol
e TP TP g N gL FREN e g KRy e T oo o 2
Mo T T e ROFRTRNTI TR TET RN RE N ol pre Mg R
T MEome or koM ko Tw HE H PR E o o FOA e 5 o o <0 B e N of s & & N

o s A

o
g5

J

A

Ahmed & Rafiq(2003)[29]2}
=

Internal Marketing

2.1.
Kelmen & Papasolomou(2007)[30]1¢]

EREEEEE]
3}, e 74

A5 5(2014)2 )&

o



134

Journal of The Korea Society of Computer and Information

A SRS % 25Fgo TG, oF FALE A
HY, A9FAL pEE AEEEe ARARLE 74
A5 B71RelE Boka QT & Tl 5EFOR T
Aetla, wREAD AR ATTge 9 HABe 24
FAAENA G WS ANY & TSl 5EYo
2 Y. aeln AWAYS BAH ARG 39
BABe 2ATYAEN FLAT F5o] A& Foldt
WY S EP] 5EFOT, WA BaE HERY
& 97 BARe BAFAL ANGT g & Eeeled 5
B ol aE BEE AREGE 92 BARe 4
AE o) ARAR S padte] A B HE Y S
TPl 5Egow TG olels HEEGE A
RG] WrES sl SR AT £35E
BolAge] AAAY FEE FeE oluan

2.2. Customer Orientation
AR A 3 AL F715(2006)[32]7F AFATE
7122 & ARESE £3E giEiA o] AT FAlel BHA

FAs] Uz STl ES] ARl e 2 SHa &

e FeelEd A WA WY, Uk ehololEd)
39 7] g mEe § e FeeldEe gag
AR B, e ZooldEd U e B
Az gg el 7o) Bz sl SuAEe] Btel
£ gln $UAFY A BLFE AP B
FEE B o

IV. Empirical Analysis

1. Selection and Feature of Sample
o] A7 S GEAAIY JA A AL EA| T A

AE AP EAT FARAF 3008 S o2 F 3005

A& wjzste] 21259 AEA7} seHUTh 1 F =X

g AEAE A9l 191588 24 9% &
o7 MAste] FAldl &&3Iqlrh. fraxed FAAA
TATH 54 53 2.

e ojxb7l 1639, 85.3%°11, WAL 28%, 14.7%%
el of27t EAtEy o we] ApAsta vk -2 30t
7F 999 51.8%= 7V weol kA8t glom, 20t7F 529
27.2%, 40t)7} 3678 18.9%, 50th7} 49, 2.1%9] o= 24|
slal e Ao yelyt 832 tjFo] 1634, 85.3%= 7}
% wol AXsta glom, =FoE o3t 239, 12.0%, W}
AEo| 59 2.7%9] £22 AL JE AR BT A
2717k 3d miRke] 787, 40.8%% 71 ©ol Akl gle
o, 3Wd-5d wvte] 5649, 29.3%, 54-7d W|uko] 367,

ol
ol

O RR mx o
e e A
olo
ot

18.8%, 7d ool 217 11.1%9] =22 AL = AL

2 et

2. Verifying the Hypothesis
“ArFHA T FARR O] Ul FaA Y d
Qe HA Ao g IHI>E HEE] Yshdd 3
AAG A, 1A 2ol A 3R
78.922, AW R2 g2 .355 °F 35%2] AHHE 7)
Ao eyt 97 Y] A3 tha g 2t

AEEA FAAS] FIFALE 04
al

)

2N N Y ot

Aol froluldk ggs WA Ao} gl 7Hde tidt
2130]3L tgke] 3.1360.% fro
p<0.05914 2G5 A L& uA G| Fojn|et Jas 1|
= AR Yt < 1> A E A

<R 259 AR EA T FARY] w3 FHE 3
Aol frojulgt ks WA Aot g 7ol dig
3, E=Pwse] psgho]  2410]aL tgke] 3.629%
p<0.05901 4 AdZA Qe uMA o] fojn|et FaFs
£ AR Yeh UM 25 AgE ik

TP 3>9 AR EAE FARRY A9
o frojugt GakS A Aot} gz 71
Egigeo] sgho] 3110]a tgko] 4.652% 2
oA BRTADL A G ol Fofn|et JgS v
2 Yeh <H 3>8 AE s

T 4> “ARB EA T FARRS] B )R] g4
o frojudt G v Aot} gh= 7Hdel tig |
SRRl ggko] 2070]aL tgko] 2.8360.8 8425 p<0.01
o AATA DL mAAFA o frolv]d JgS nH= A
2 Ul <M 4= AgEdo

<M 5591 AR EA# FAARY UIR-f AT
Aol Fromet daks A Aotk g M didk 1%
A3}, =gwgro] pglo] 23003 ko] 3.305% frolgE
p<0.001°l4 AFZA DL APl frojw st Jgg v
e Aow Yt <M 5> At

4y olN

)

o

L o 3
2 > ol
2EN o

2 o
ok b
o N
OIEN j

ol
TN

N
FN

T

AS

(@)

o
(@]

—

v

o
PO
o

Table 1. Test of hypothesis
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V. Conclusion
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