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Internal Marketing and Internal Branding: why and How?

Saba Kakapour
MBA graduate, Faculty of Economics, Management and Administrative Science, Semnan University,
Iran

Abstract

Recently, various organizations have found that with only focusing on external customers,
achieving success in marketing activities and creating image brand in customers’ mind is not
possible. Internal marketing and branding can be a competitive advantage for satisfying
external customers. This study investigates meanings of internal marketing and branding
and its importance as well as the ways of implement of them.
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