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Abstract 

Research background: Currently, it is constantly increasing emphasis on 

the satisfaction of employees in the company. One way to satisfy them 

through internal marketing communication. Set them training according to 

their needs and interests and allow them to grow their career growth. It is 

also the provision of information on time at the required range and especially 

to be up to date. As a result, employees can perform their work efficiently 

and work to achieve the required result that the enterprise expects. It is 

necessary for this internal communication in the company took place both 

directions for many companies. It follows that finance inserted into 

education of employees; it will return to a business in an even greater range. 

Purpose of the article: The aim of this research is to analyses the use of the 

tools of the communication mix in the field of internal marketing 

communication of the selected company. 

Methods: SWOT analysis, Deduction, Comparison.  

Findings & Value added: Internal marketing communication in chosen 

company is on high level, according to analyzing tools and results of SWOT 

analysis. Added value is finding a level of internal marketing 

communication for company and creating some points for continuing in 

building quality internal marketing communication.  

Keywords: Communication; Internal Marketing; Internal Marketing 

Communication; Tools of Internal Marketing 
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1 Introduction 

The term of communication comes from the Latin word “communucatio”, the meaning of 

which is to do something common, to speak, to manage or to negotiate. Communication is 

the process of exchanging meanings between people by using an agreed set of symbols. It is 

more than talking or listening (Seemann, 2018). Companies must realize that there are so 

many options how to create strong brand (Janoskova and Krizanova, 2017). Company can 

use for example green marketing (Krizanova et al., 2013), internal marketing communication, 

pricing policy (Krizanova and Majerová, 2013).  

Internal marketing is philosophy in management which talk about employees as 

company’s customers. Internal marketing promotes products primarily directed to 

employees, and when they are satisfied, then we can promote products to the customers. 

Despite the critical role of the internal marketing as a connection between external marketing 

goals and internal capabilities of company, only very few companies use internal marketing 

in practice (Gwinji et al., 2020). When company is developing new internal, marketing 

communication, it must think about the fact, that socio-economic and cultural factors are 

different in each corner of the globe (Civelek et al., 2020). 

It is important to realize that human capital is resource, which is difficult to imitate 

because of the competition. This is the reason why human capital become an important factor 

for company’s success. In this sense, is internal marketing via internal marketing 

communication share company’s goals, vision etc. (Cruz et al., 2020). On the other side Suh 

and Battaglio (2021) defined internal communication as all formal and informal 

communication which infiltrated at all levels of a company.  

Internal communication is often conceptualized as internal public relations or internal 

relations because of the reflection of employees as a company’s (internal) stakeholders. 

Despite scholars highly supporting the implementation of the relationship management 

perspective of public relations to employee publics, there is an absence of studies on internal 

communication in the public relations (Jimenez-Castillo, 2016).  Internal communication 

informs company’s employees about company’s brand values and activities. Such detailed 

information should reduce doubt about the organization, help, define and confirm 

organizational purpose and target on characteristic, which differentiate monitored company 

from other companies on the market. This type of communication can further confirm an 

employee’s internal motivation to belong to the certain company, to sharply increase positive 

perceptions of a company and keep up talented and perspective staff (Herhausen, D. et al., 

2020; Stefko et al., 2020). All marketing activities (external an internal) help to develop and 

improve brand equity (Gajanova et al., 2020). According to Balegati et al. (2019) internal 

communication is a tool of strategic management. Many of research confirmed relationship 

between internal communication and satisfaction employees, their productivity and 

company’s results. On the other side we can’t forget on fact, that excellent performance of 

employee must be constantly achieved by developing employee’s skills, which company 

required (Rusli et al., 2020).  

Marketing and marketing activities are changing according to demand of modern times 

and modern technologies (Shemyatikhina, 2020; Stefko et al., 2019). We must realise, that 

during last few years, the environment of internal communication notably changed, mostly 

by technological progress. Nowadays companies use large range of internal communication 

channels like face-to-face communication, printed and electronic communication and social 

networks. All these channels can be used effectively to share company’s values and goals 

between employees (Verčič and Špoljarić, 2020). For companies is important to realize which 

tool of internal marketing communication is the most suitable for company and find out 

balanced mix of internal marketing communication’s tools. In 2018 was created research 

which revealed positive correlation between company’s social networks and internal 

communication. The result of the research is that companies should use company’s social 
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network to improve internal marketing communication (Alshawabkeh et al., 2018). 

Measuring the effectiveness of communication tools in an online environment is constantly 

changing environment where new marketing resources are being developed every day 

(Krizanova et al., 2019). In the corporate sector, there is high demand for people skilled in 

the existing digital technologies and able to adapt to changes in technologies quickly 

(Malkawi and Khayrullina, 2020). 

Internal marketing communication is not affected only by new technologies, it’s depends 

on the country, in our case SR (Krizanova, 2008). Some affect has too leadership, but if we 

want effective interanal marketing communication, leadership must be affective too. About 

area of effective leadership, made Smith (2020) research. According to these facts, it is 

necessary that the internal marketing communication is subject to process optimization 

(Williams et al., 2020) and use of Smart Devices and digitisations (Dobson-Lohman, 2020). 

At Table 1. Tools of internal communication according to forms we adduce some tools 

about which we will talk in chapter 3. 

Table 1.  Tools of internal communication according to forms. 

Printed Tools Electronic Tools Personal Forms Tools Modern tools 

Company’s 

magazines 

E- mail communication, 

newsletters 
All staff meeting 

Internal social medias, 

internal campaign  

Company’s letters, 

annual reports 
Electronic newspapers,  

Consultations, internal 

meetings 

Technological 

platforms 

Notice- board, Intranet, extranet,  
 Conferences and 

videoconferences 
Company’s chats 

Source: Karaffova, 2016 

2 Methodology  

We used the SWOT analysis to find out if company has enough strengths to use opportunities, 

which is offered to company. At first, we reviewed all factors according to efficiency, where 

1 is the lowest, 5 is the highest. The next step was creating weights for all factors and when 

we sum all weights of for example strengths, the sum must be 1. After that we multiplied 

value of efficiency and weight. These values we used for creating the final SWOT matrix, 

when we used formula (1) and (2).  

Σ𝑆−Σ𝑊      (1) 

Σ𝑂−Σ𝑇      (2) 

3 Results 

Thanks to interviews with employees of the company we mention factors in Table 2.  

Table 2.  SWOT analysis matrix- Strengths and weaknesses. 

Strengths  Weaknesses 

• friendly atmosphere, open communication 

• getting information early, 

• many of trainings and possibility of selection, 

• quick feedback done regularly, 

• quick transfer of information, 

• manager’s active listening, 

• quick adaptations to emerging situation, 

• weak rate of manager’s feedback, 

• meeting‘s direction is not observed, 

• absence of recapitulation the most 

important information at the end of 

meeting, 

• too generally established internal 

communication strategy. 

Source: Own processing according to the company's internal data 
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Table 3.  SWOT analysis matrix- Opportunities and treats. 

Opportunities Treats  

• online trainings of soft skill characteristics for 

future, 

• creating specific position for internal 

marketing communication, 

• transparency of newsletters, 

• precise determination of the internal 

communication strategy, 

• innovation and intranet attractiveness. 

• abuse of a friendly atmosphere, 

• the occurrence of mobbing or bossing 

thanks to a friendly atmosphere, 

• reluctance of the employee to work at 

each other, 

• unwillingness to incorporate into the 

collective and cooperate, 

• unconstructive feedback. 

Source: Own processing according to the company's internal data 

After that we review strengths. We can see result in Table 3. The same we had done for 

weakness, opportunities and treats in Tables 4., 5. and 6. 

Table 4.  Review of identified strengths. 

Strength Efficiency 

(1-5) 

Weight 

(0-1) 

Multiplied 

value 

Friendly atmosphere 5 0.17 0.85 

Getting information early 5 0.21 1.05 

Many of trainings and possibility of selection 3 0.07 0.21 

Open communication 4 0.10 0.40 

Quick feedback done regularly 5 0.17 0.85 

Quick transfer of information 4 0.10 0.40 

Manager’s active listening 4 0.11 0.44 

Quick adaptations to emerging situation 3 0.07 0.21 

Sum - 1.00 4.41 

Source: Own processing according to the company's internal data 

Table 5.  Review of identified weaknesses. 

Weaknesses Efficiency 

(1-5) 

Weight 

(0-1) 

Multiplied 

value 

Weak rate of manager’s feedback 5 0.35 1.75 

Meeting‘s direction is not observed 3 0.20 0.60 

Absence of recapitulation the most important information 

at the end of meeting 

3 0.15 0.75 

Too generally established internal communication strategy 5 0.30 1.50 

Sum - 1.00 4.30 

Source: Own processing according to the company's internal data 

Table 6.  Review of identified opportunities. 

Opportunities Attraction 

(1-5) 

Probabilities 

of success  

(0-1) 

Multiplied 

value 

Online trainings of soft skill characteristics for future 4 0.20 0.80 

Creating specific position for internal marketing 

communication 

5 0.30 1.50 

Transparency of newsletters 3 0.15 0.45 

Precise determination of the internal communication 

strategy 

5 0.30 1.50 

Innovation and making the intranet more attractive 3 0.05 0.15 

Sum - 1.00 4.40 

Source: Own processing according to the company's internal data 
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Table 7.  Review of identified treats. 

Treats Severity 

(1-5) 

Probabilities of 

occurrence (0-1) 

Multiplied 

value 

Online trainings of soft skill characteristics for 

future 

5 0.30 1,50 

Creating specific position for internal 

marketing communication 

4 0.26 1.04 

Transparency of newsletters 3 0.17 0.51 

Precise determination of the internal 

communication strategy 

3 0.17 0.51 

Innovation and making the intranet more 

attractive 

5 0.10 0.50 

Sum - 1.00 4.06 

Source: Own processing according to the company's internal data 

Subsequently we substituted into formulas (1) and (2). We got following results:  

Σ𝑆 − Σ𝑊 = 4.41 – 4.30 = 0.11 

Σ𝑂 − Σ𝑇 = 4.40 – 4.06 = 0.34 

This results we used for creating SWOT matrix, which is shown in Figure 1. Σ𝑆 − Σ𝑊 

was calculated as positive number what means that we viewed it on axis S.Σ𝑂 – Σ𝑇 was 
calculated as positive number what means that we viewed it on axis O. 

  

Figure 1. SWOT matrix 

Source: Own processing according to the company's internal data 

 

Result of this analysis is that company should use offensive strategy during implementing 

improvements.  

3.1 Analysing of internal marketing tools of chosen company 

Every year, the company doing Personal & Development Review, which sets the goals for 

individual employees, their expectations and feedback. Personal & Development Review 

takes place in the company from the highest positions after the lowest, where management 

wants to go an example of employees. The development of an employee is also evaluated, 

where the last year's development is evaluated, and the development will also be planned for 

next year. At last year's performance it is evaluated which the goals of the employee filled 

and which not. On this basis, future development is planned where non-fulfilled goals are 

moved to the following year. 
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Lutherone is used as an anonymous or public opportunity for each employee to give praise 

employee, thank him, provide feedback to meeting, presentation etc. The company has 

decided for this platform as well as the influence of Covid-19 crisis to help sufficiently 

identify their employees and constantly improve working conditions in the enterprise and the 

overall climate organization. Feedback can be provided in different ways, including 

immediate feedback where the employee evaluates individual team members, while it can be 

quick feedback, welcoming new team members and the like. Employees can also use meeting 

feedback where they are expressed to a particular meeting. In addition to the actual evaluation 

of the mentioned areas, the 360 review also shows the number of total evaluations, how many 

of them were created in the last 30 days. It also provides a very important function, which is 

the evaluation of strengths and weaknesses. 360 review is shown to the employee only if the 

evaluations are created by at least 3 employees, so that the evaluated employee is not able to 

find out which evaluation was provided to him by a particular co-worker. 

Company also uses intranet, enterprise website accessible, only to the company. On this 

website, employees can find, for example, links for applications that are used at work. At 

intranet employees will find links to the education system where they can choose training 

from the whole range of offered options. In addition, by intranet, employees can search for a 

variety of useful information or also know their colleagues’ profiles where they find their 

contacts or information on what are currently working. 

The company began to use MS Teams for about the year. In MS Teams, every work team 

has its channel which also applies to various projects and processes. This program is very 

popular among employees mainly due to rapid communication, call and video call options 

that classic e-mail communication does not provide. 

The company began to use the new LinkedIn Learning platform in LinkedIn. This 

program has a company available around 14,000 training at different time lengths. The 

training offered are in different languages such as English, Spanish or various other world 

languages. Courses contain various hard skill courses e.g. In MS Excel or other MS Office 

programs, up to soft skill devoted as communications, presentation skills, various approaches 

to project solutions etc. Training provided by this platform for employees are made available 

without fees. Training takes place through videos that an employee can look at any time. 

The company organizes Safety, Health & Environment Event every year for employees, 

where in the period before Covid-19 crisis employees had the possibility of sports activities. 

Part of the event was the opportunity to participate in yoga, play football, ultimate frisbee 

etc. Last year, during the pandemic, this event was focused on the pandemic, where 

employees showed the opportunity to produce their own disinfectant gel, how to create your 

own mask etc. 

4 Conclusions 

Analysis of individual internal marketing communication tools showed us, high quality 

internal communication on which the company is based on satisfaction of employees. 

Company uses some of the best applications that can be used, e.g., to detect employee 

satisfaction, feedback via Lutherone and MS Teams on video calls, sharing individual files, 

and quick contact or assignment assignments. Similarly, the company informs employees 

every year on the results, which was achieved at Sales Meeting, where they also present them 

plans for the next year. At the same time, employees have large options in the development 

of soft and hard skills through the internal or external training system or through LinkedIn 

Learning platform. 

 Based on the results of the SWOT analysis, we would recommend the following steps to 

continually improve internal marketing system:  
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1. The development of HR in company, where we recommended the creation of 

new job positions for internal marketing communication,  
2. Strengthening the company's regular communication through the creation of a 

Communication Manual Company Employee,  
3. Make more attractive company’s activities to employees by creating a sports 

day and by the transparency of intranet and newsletters, 
4. Developing communication within company, thanks to the establishment of 

compulsory training in the field of communication, mobbing and bossing and 

offering a wider spectrum online training with real lecturers. 
Limitation of this research is that we made it in Slovak republic, and we research just one 

chosen company.  
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