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Abstract  

 
This study seeks to confirm and analyse the effect of cross-level cognitive morals on internal marketing and 
business sales force performance (i.e. behavioural performance and outcome performance). The concepts of 
relationship marketing and marketing theory of ethics underpin the relationship among variables. This study 
adopted a quantitative approach through a survey of 460 respondents from 13 company services and 
manufacturers. Internal marketing variables were measured at the unit level and tested using interrater 
agreement and the intraclass correlation. In contrast, the cognitive moral variables, behavioural 
performance, and sales force performance results were measured individually. Hierarchical linear modelling 
(HLM) was used to test the effect of the cross-level research variables. The results showed that internal 
marketing empirically supports cognitive morals. However, the effect of internal marketing does not support 
the two-dimensional performances of the sales force. Theoretically, the contributions, internal marketing 
and cognitive morals have shown the relationship between marketing and marketing theory of ethics. 
 

Keywords: internal marketing, cognitive moral, performance behaviour, the results performance 
 
 
1. Introduction  
 
Internal marketing emphasises a process in which both internal customers (such as employees) and 
external customers (consumers) should have responsibility for the desired result (Manville & Ober, 
2003). Internal marketing is a process to create an environment that enables every employee to act 
both as a client and a customer to show responsibility (Novatorov, Kim, Wall, & Crompton, 1998). 
The customer needs and desires must be understood from human resource management and 
marketing perspectives (Iacobucci & Nordheilm, 2000). Furthermore, (George, 1990) emphasises that 
a blend of marketing and human resource management can explain internal marketing as a new 
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perspective on its human resources management.   
Some authors have attempted to integrate the role of human resource management and 

marketing in describing internal marketing by focusing employees or human resources as internal 
customers within the organisation (Bowen & Lawler, 1992; Collins & Payne, 1991; El Fawal, Berg, 
Wheatley, & Harland, 1987; MacStravic, 1985; Varey, 1995; Winter, 1985). The term internal 
marketing, initially used by Berry (1981), is defined as a marketing process with a view of the 
employee considered an internal customer and working as an internal product that meets their needs 
and desires. Meanwhile, according to (Vasconcelos, 2008), the importance of internal marketing  is to 
keep internal customers doing the same as external customers do in maintaining business 
performance. Therefore, the internal marketing concept appears to be the most appropriate 
managerial mechanism for putting the people in the right place and developing a job as a product in 
a broader perspective by changing organisation members' mind-set.  

Internal marketing is a relationship marketing technique that should be taken into account 
when creating a plan to build long-term customer relationships (Berry, 2002; Husnain & Akhtar, 
2016). Furthermore, Berry argues that it is relevant to almost all organisations. The definition implies 
that internal marketing is a long-term exchange relationship between employees and leaders in 
organisations. According to the principle of relationship marketing, customers (employees) have 
long-term importance (Berry, 1981; Morgan & Hunt, 1994). Parasuraman, Berry, & Zeithmal (1991) 
suggest that one of the components of relationship marketing is trust, an essential element for a long-
term relationship between the organisation and internal customers. A relationship should be based 
on the belief that contains ethical elements (Murphy, Laczniak, & Wood, 2007). In the process, 
decision-making internal marketing also means creating ethical values or cognitive moral between 
the parties within the organisation. The ethical decision-making process is developed from cognitive 
moral influence on organisational performance (Schwepker & Good, 2010). Each individual's role of 
values or moral values is recognised to have a strong influence on the company's performance and 
play an important role in many marketing environments.  

Internal marketing as business performance facilitates the spread of ethical values and morals, 
which impacts eliminating immoral decision-making (Ahmed, Rafiq, & Saad, 2003; Hunt & Vitell, 
2006). However, little is known about the interaction between cognitive moral variables and internal 
markets. Therefore, this study examines the effect of internal marketing and cognitive moral 
performance of employees who conduct business to business (B2B) activities. B2B activities oriented 
towards a long-term relationship emphasise ethical behaviour. The B2B marketing activities in 
business characterise the long-term commercial relationship between two organisations. Therefore, 
the company needs to pay attention to maintaining and preserving salespeople's ability as corporate 
assets. Salespeople in B2B are customer-oriented (groups in organisations that have to manage the 
product or service in a relatively large amount) to increase future sales and commercial relationships. 

Some research in internal marketing ignores the issue on the level of analysis. The construct of 
internal marketing in earlier studies is still focused on the organisation as a level of analysis. In their 
study, Van Bruggen, Lilien, & Kacker (2002) found that many marketing organisations ignored the 
importance of the specific measurement model as the level of conceptualisation of the construct at 
the level of individual group or organisation. Previous marketing studies (Ahmed et al., 2003; 
Bouranta, Mavridoglou, & Kyriazopoulos, 2005; Chi, Yeh, & Chiou, 2008; Ha, Bakar, & Jaafar, 2007; 
Hwang & Chi, 2005; Keller, Lynch, Ellinger, Ozment, & Calantone, 2006; Panigyrakis & Theodoridis, 
2009; Shiu & Yu, 2010; Zaman, Javaid, Arshad, & Bibi, 2012) have not clearly explained the 
measurement model specifications used to treat the construct.  

Therefore, this study has two research gaps. First, this study methodologically and empirically 
examines the effect of cross-level internal marketing on cognitive moral and salespeople 
performance. Second, this study discusses a relationship between marketing strategy that contains a 
moral element to build and shape moral cognitive of the salespeople in making their decision to 
perform better.  

This research tests the cross-level traffic effect of internal marketing on cognitive moral and 
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multidimensional salespeople performance. It is important to be studied because the cross-level 
analysis can provide approaches and better conclusions to address the issues. The research is also 
aimed at integrating micro and macro components in a common framework, such as the effect of 
internal marketing on an organisational variable unit level on cognitive moral and salespeople 
performance (Mossholder & Bedeian, 1983; Otaye-Ebede, Shaffakat, & Foster, 2020).  
 
2. Literature Review 
 
Internal marketing focuses on creating a successful internal exchange between a company and a 
group of workers as a precondition for a successful external exchange. As the fundamental concept of 
internal marketing, this will improve the efficacy and efficiency of internal marketing programs 
(Aceleanu, Molănescu, Crăciun, & Voicu, 2015; George, 1990; Gronroos, 1996). Internal marketing, as a 
relationship marketing technique, must be addressed when designing a long-term strategy for 
maintaining consumer relationships (Berry, 2002). Internal marketing is the practice of treating 
workers as internal consumers to develop individual values within the company, meet their needs 
and expectations, and eventually improve employee performance to achieve organisational 
objectives. 

Internal marketing is a technique that seeks to build high-performance individual values of air 
by considering metrics such as the compensation system, internal communication, training and 
growth, and senior leadership support to promote higher employee performance, which in turn 
affects business performance (Ahmed et al., 2003; Jacobs, Yu, & Chavez, 2016). Individual values are 
intended to be created by a symbiotic relationship between the company and internal consumers, 
resulting in improved profitability, customer satisfaction, market share, and organisational efficiency 
(Mazvancheryl, Anderson, & Fornell, 2004). When a company can fulfil the needs and wishes of its 
workers while still providing resources, it becomes more accountable and oriented on achieving 
performance goals (Gummesson, 1987; Keller et al., 2006). 

H1: Internal marketing has a positive effect on sales performance behaviour.  
H2: Internal marketing has a positive effect on salespeople performance.  
Moral considerations (i.e. the decision to behave correctly or incorrectly), moral values (i.e. the 

individual's beliefs about the value and action that is right or wrong), the development of cognitive 
moral (i.e. development of moral reasoning) will affect people in decision making such as marketing 
performance (Goolsby & Hunt, 1992; Latif, 2000; Schwepker & Good, 2010; Schwepker, 1999; 
Selvarajan & Cloninger, 2009). Therefore, cognitive moral development can determine the 
professional success of marketing and salespeople to achieve the organisation's performance and 
success. The salespeople's role at the forefront of business organisations is implementing strategies 
designed to encourage and support long-term relationships with customers (Panagopoulos, Rapp, & 
Ogilvie, 2017; Webster, 1992). They are required to initiate, establish, and maintain a lasting 
relationship. An increase in the development of a long-term relationship demonstrates the 
importance of the placement of ethical behaviour (moral behaviour) (Gundlach & Murphy, 1993; 
Tran, Vo, & Dinh, 2020).  

Marketing activities are particularly vulnerable to ethical and moral decision-making. Ethical 
decisions in marketing are determined by individuals’ moral considerations to achieve goals and 
perform better (Paais & Pattiruhu, 2020; Sherwin, 1983). Therefore, an individual cognitive moral can 
determine the selection of individuals' decisions alternatives, especially salespeople, in achieving 
their performance, such as performance and performance behaviour.  

H3: Cognitive moral has a positive effect on salespeople's performance behaviour.  
H4: Cognitive moral has a positive effect on salespeople's results performance.  
The salespeople's performance behaviour is an important dimension that relates directly to sales 

performance. Salespeople usually spend a lot of time on activities related to the sales results (Cravens, 
LaForge, & Clifford, 1993). Performance behaviour refers to the activity and strategy of salespeople in 
implementing the sales process, while the results performance is the quantitative results obtained 
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from the salespeople effort (Austin & Villanova, 1992; Gomez-Mejia, Balkin, & Cardy, 2007; Miao & 
Evans, 2007; Varela & Landis, 2010; Wall et al., 2004). Some studies show a positive causal 
relationship between performance behaviour and performance sales results (Cravens et al., 1993; 
Jaworski & Kohli, 1991). The performance will predict behaviour and direct the salespeople results 
performance. If the salespeople have good performance behaviour and ethics, it will improve their 
results. Behaviours such as convincing the customer, understanding customer needs, and customer 
presentations correctly and adequately will determine the sales outcome or sales performance.   

H5: Performance behaviour has a positive effect on the performance results of salespeople.   
Internal marketing is a process of creating an organisational environment in which every 

member of the organisation acts both as employees and customers to show responsibility (Novatorov 
et al., 1998; Zahari, Esa, Rajadurai, Azizan, & Tamyez, 2020). For these purposes, a company should 
value and support its employees as internal customers, as well as build positive social relationships 
with both internal and external customers (consumers), in order to satisfy their needs and 
expectations, since employees have a responsibility to perform work (product) and deliver a 
performance (Ha et al., 2007; Hwang & Chi, 2005; Jou, Chou, & Fu, 2008; Keller et al., 2006). 
Customers have a long-term value, according to relationship marketing, as long as they do business 
with the brand (Berry, 2002; Morgan & Hunt, 1994). Furthermore, Parasuraman et al. (1991) suggest 
that one of the relationship marketing components is trust which is a crucial thing to maintain a 
long-term relationship between organisations, internal customers, and external customers. This, of 
course, requires the company to provide the best service to the internal members (employees) before 
the external members. Companies should meet their employees' expectations because satisfied 
employees will be happy to do their job properly and correctly (Murphy et al., 2007; Neves, Almeida, 
& Velez, 2018). Trust is the essence of relationship marketing ethics. Internal marketing geared to 
establish and maintain long-term relationships that are responsible for internal customers with the 
organisation in the ethical and moral issues, ethical and moral aspects of the assessment are at the 
heart of the most ethical decision-making model in the field of marketing, including sales personnel 
as one of the important factors in building a relationship with internal and external customers. Model 
HV (Hunt-Vitell Theory) proposes that the assessment of ethical and moral intention must be a 
better predictor of behaviour in situations where ethical issues are significant, such as individual 
performance. Hunt (2019); Jones (1991) use the HV theory as a theoretical foundation that focuses on 
the importance of the intensity of the moral and ethical issues as the key to understanding the 
situations that involve the content of ethical decision-making individual. The importance of internal 
marketing activities such as reward systems, training and development, leadership support and 
internal communication is directed to develop the values and norms of the salespeople in decision-
making.  

 H6:   Internal marketing has a positive effect on moral cognitive 
The six hypotheses tested in this study are illustrated in Figure 1 below.  

 

 
  
Figure 1: Research hypotheses testing 
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3. Methodology 
 
This research adopted a survey research design with a questionnaire as an instrument. Seven hundred 
eighty questionnaires were distributed, but only 565 (72.43%) were returned. After an initial analysis, 
105 of them were considered invalid. Therefore, 460 questionnaires were deemed to be valid for data 
analyses.  
 
3.1 Variable measurement  
 
Internal marketing was assessed using a tool devised by a group of researchers (Bennett & Barkensjo, 
2005; Bouranta et al., 2005; Caruana & PCalleya, 1998; Ewing, 1999; Money & Foreman, 1996; Naude, 
Desai, & Murphy, 2003; Shiu & Yu, 2010) with a total of 15 statements. Each statement was measured 
using a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). 

For the measurement of cognitive moral salespeople (Ishida, 2006; Reidenbach & Robin, 1988; 
Reidenbach, Robin, & Dawson, 1991; Schwepker & Good, 2010), respondents were asked to respond to 
three different scenarios with eight semantic statements on a scale of five points with adjective 
bipolar (fair/not fair, appropriate/inappropriate, morally justified/immorally justified).  

The Sales Performance Result was measured by using a self-reported questionnaire developed 
by Behrman & P Jr (1982); Schwepker & Good (2010); Sujan, Weitz, & Kumar (1994). The 
questionnaire was subjective, in which the respondents were asked to fill out the questionnaire based 
on the results of their work. 

Furthermore, to measure the performance behaviour, an instrument developed by Jaworski & 
Kohli (1991); Schwepker & Good (2010); Sujan et al. (1994) was used to measure using a 5-point-Likert 
scale ranging from 1 (strongly disagree) to 5 (strongly agree).   

This study adopted an analysis technique called the Hierarchical Linear Model (HLM) because 
it was considered appropriate to test the hypotheses with different levels of analysis variables (cross-
level), the level unit, and individual level (Hofmann, 1998; Hofmann, 1997). Substantively, the HLM is 
a two-step approach (Hofmann & Stetzer, 1996). The first step was to examine the differences 
between the groups for the dependent variable. The second step was to use the intercept parameter 
generated in the first step, such as a variable level output with a variable group as the antecedent. It 
was testing the effect known as the intercept-as-outcome model in HLM (random coefficient 
regression models).  
 
4. Result 
 
Table 1 shows the ICC values (1) and ICC (2) for internal marketing, 0.421 and 0.904, respectively. The 
agreement index (rwg) has an average value of 0.928. On the index, the average has exceeded the 
minimum threshold required equal to 0.7. Thus, the conclusion that these results provide support to 
internal marketing construct justification.  
 
Table 1: Results of Testing Unit Level Data to Construct Internal Marketing 
 

Variable ICC (1) ICC (2) rwg (rat) rwg(med) 
Internal Marketing 0.421 0.904 0.928 0.943 

Note: ICC = interclass correlation coefficient, rwg = interrater agreement, rat = average; med = median. 
 
Table 2 shows the results of a null model for variable output. The third variable is cognitive moral 
outcomes, performance behavior and performance results demonstrate the value of chi-square 
significant cognitive moral (χ² = 34.67857; p < 0.01), performance behavior (χ² = 88.39172; p < 0.01) 
and performance result (χ² = 149.5375; p < 0.01). These results indicate that there are differences in 
outcome variables between organisational units. The amount of variance in outcome variables 
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between organisational units can be calculated using the ICC. The ICC value shows 5.13 per cent of 
the variance for the variable cognitive moral, 15.29 per cent of the variance of performance behaviour 
variables, and 24.43 per cent of the variance in results between organisational units (between unit’s 
variance). There is no minimum requirement (cut-off point) to the ICC index (Woltman, Feldstain, 
MacKay, & Rocchi, 2012). 
 
Table 2: Test Result of Null Model 
 

Variable Chi-square (X2) σ2 dan τ ICC = τ/(τ+σ2) 

Cognitive Moral X 2 (13) = 34.67857
<0,01 

σ2 = 12.99685
τ = 0.70300 5.13% 

Performance Behavior X 2 (13) = 88.39172
<0,01 

σ2 = 5.13462
τ = 0.92704 15.29% 

Results Performance X 2 (13) = 149.5375
<0,01 

σ2 = 16.82673
τ = 5.44109 24.43% 

 
Table 3: Summary of HLM Output 
 

Variable 
Cognitive 

moral (MK) 
Performance 

behaviour (KP) 
Results  

Performance (KH) 
Γ S.E γ S.E γ S.E 

Unit Level 
Internal marketing 0.236* 0.113 0.334* 0.115 0.175 0.263 
Individual-level 
Cognitive moral 0.052* 0.026 0.193* 0.054 
Performance behaviour 0.957** 0.073 
Results Performance 0.193* 0.054 0.957** 0.073
Note: **p < 0.01; *p < 0.05 

 
Table 3 illustrates the summary of the hypothesis testing for the effect of internal marketing on 
behavioural performance, output performance and cognitive moral. The table also gives information 
about the impact of cognitive moral on behavioural performance and output performance and the 
influence of behavioural performance on output performance. Regarding the effect of cross-level 
internal marketing on salespeople performance and cognitive moral, it clearly indicates that internal 
marketing has a positive effect on behavioural performance (γ = 0.334; SE=0.115; p < 0.05) and 
cognitive moral (γ = 0.236; SE = 0.113; p < 0.05). Thus, hypotheses 1 and 6 are accepted, while 
hypothesis 2 is not, that is, internal marketing does not impact salespeople performance. Turning to 
the hypothesis testing on individuals, it shows that cognitive moral has a positive and significant 
effect on behavioural performance (γ = 0.052; SE = 0.026; p < 0.05) and output performance (γ = 0.193; 
SE = 0.054; p < 0.05). Thus, the hypotheses 3 and 4 are accepted. Hypothesis 5 is accepted in which 
behavioural performance has a positive effect on output performance (γ = 0.957; SE = 0.073; p < 0.01). 
 
5. Discussion 
 
Based on the analyses and findings in this study, it can be argued that cross-level internal marketing 
makes an impact on the cognitive moral, behavioural performance, and output performance of 
salespeople.  

It can be argued that cross-level internal marketing is empirically supported, except for the 
effect of internal marketing on output performance. Internal marketing has a positive and significant 
effect on salespeople's behavioural performance and cognitive moral. This indicates that internal 
marketing activities to build a long-term relationship with employees will encourage individuals to 
develop their individual values. Cognitive moral to high performance by taking into account the 
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reward system, internal communication, training and development, and senior management supports 
to encourage employees to perform better which finally influences business performance (Lenssen, 
Tyson, Pickard, Bevan, & Rok, 2009; Papasolomou & Vrontis, 2006). Individuals (employees) will 
become more motivated to perform better when deriving much benefit from training and 
development programs. Their hair needs and desires are well fulfilled, and their senior managers’ 
behaviour supports their work. These findings support the concept of relationship marketing  
(Christopher, Payne, & Ballantyne, 2013). 

Also, cognitive moral has a positive and significant effect on salespeople's behavioural 
performance and output performance. This confirms (Schwepker & Good, 2010) finding. Cognitive 
moral, which is a decision to either correctly or incorrectly behave, positively affects the business's 
behavioural performance and output performance to business salespeople. This present finding 
indicates that an individual’s belief about salespeople’s right/wrong values and actions positively 
direct them to to increase their output performance. The following is a more detailed discussion of 
the present study findings.  
 
5.1 Effect of Internal Marketing on Salespeople’s Performance  
 
Some studies have examined internal marketing and organisational performance (see, for example, 
Ali, Rehman, Ali, Yousaf, & Zia (2010); Parveen, Jaafar, & Ainin (2015), but the present study, however, 
differs from previous ones in which this study examines the internal marketing (level units) on 
salespeople’s performance (individual level), namely behavioural performance and salespeople’s 
output performance.  

The hypothesis testing results for hypotheses 1 and 2 show that internal marketing has a positive 
effect on behavioural performance. The second hypothesis indicates that internal marketing fails to 
affect output performance empirically. In other words, internal marketing that has a positive impact 
on behavioural performance is empirically proven. This finding is in line with previous findings 
stating that internal marketing encourages employees to perform better (Joung, Goh, Huffman, Yuan, 
& Surles, 2015; Keller et al., 2006; Mazvancheryl et al., 2004). 

Individual values are intended to be created by a symbiotic relationship between the company 
and internal consumers, resulting in improved profitability, customer satisfaction, market share, and 
organisational efficiency (Kanyurhi & Akonkwa, 2016; Mazvancheryl et al., 2004). Furthermore, 
Álvarez-González, García-Rodríguez, Rey-García, & Sanzo-Perez (2017); Keller et al. (2006) state that 
internal marketing has a positive effect on internal consumers' performance. When employees feel 
quality exchanges between them and their organisation, they will achieve better performance in 
completing their work. Internal marketing has the ability to give the right encouragement to 
employees to behave better so that they become more focused and responsible for achieving their 
performance. Employees act more responsibly and become more concentrated on their success 
achievements when the company satisfies their expectations and aspirations and offers help (Keller et 
al., 2006; McGrath, 2009).  

For Hypothesis 2, it is also found that salespeople’s performance is not significantly affected by 
internal marketing. Internal marketing activities of the best companies in Indonesia do not 
significantly affect salespeople’s output performance. This indicates that internal marketing activities 
do not encourage and motivate salespeople to improve their output performance. This finding is 
consistent with Naude et al. (2003), which states that reward satisfaction as an indicator of internal 
marketing does not significantly affect salespeople’s output performance. The income they receive 
from their company does not meet their needs, that they look for other alternatives to meet their 
needs by way of additional revenues expected from the achievement of their work. This argument is 
supported by Carr & Nanni Jr. (2009); Young & Flanagan-Cato (2012), who state that the rewards 
system is not always rational. Still, they are always effective in encouraging individual effort to 
perform. Employees will make every effort according to their abilities, according to the regulations of 
their organisations, to maximise the rewards to be obtained. Thus, if the reward system is not 
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correctly sent or not adjusted to its strategy, it leads to dysfunctional behaviours. Employees can 
easily forget about their performance when large private profits will be at stake. Although the reward 
systems policy cannot provide good results, the reward system can speed up the process if 
appropriately implemented.  

Their performance achievements are more determined by their needs and desires, considering 
that internal marketing is a process and an attempt to meet customers' needs and desires that each 
member is treated well as customers and suppliers to the company (Lings, 2004). This is achieved by 
implementing marketing techniques with a focus on the satisfaction of employees’ needs (Foreman & 
Money, 1995). This study shows that the internal marketing indicator, such as the strategy of reward 
designed to motivate employees to achieve their performance, has no significant effect on the 
salespeople’s output performance in the best companies in Indonesia. In other words, the reward 
strategies as one indicator of internal marketing cannot meet the employees' needs and desires, so 
that a long-term relationship between the organisation and its employees to reach the organisation's 
objective is not well developed. Another indicator of internal marketing emphasises on the 
importance of training for salespeople according to their needs to develop their knowledge and 
abilities to perform well. Therefore, an investment in training programs is an important component 
in ensuring that employees always anticipate environmental challenges and make the most 
possibilities as alternative opportunities and organisation challenges. This is in line with what was 
stated by Dhar (2015); Foreman & Money (1995) that resources development is an organisation's 
strategic investment in training its employees. If employees are required to perform their duties 
properly, they must be equipped with the skills and knowledge they need. With well-trained and 
well-developed employees, an organisation will utilise the potential of its resources in full to improve 
the salespeople’s performance.  

The finding supports Vroom’s theory of expectancy (1964) that emphasises on result factor 
rather than on necessity. Individuals will be motivated to do certain things to achieve certain goals if 
they believe that their actions will achieve individual goals. This expectation is influenced by factors 
such as availability of resources, appropriate skills to do a certain work, availability of information, 
and managers' support to finish a work. When the company does not fulfil the employee’s needs and 
desires, they will look for other efforts about achieving their work, such as expected revenue from 
sales (incentives and bonuses), or they will behave unethically to an external consumer.  

Furthermore, Sheth & Parvatiyar (2002) suggests that a longitudinal research approach be used. 
It is focused on the idea that relationship marketing, like internal marketing and individual 
production results, is a time-based process. Internal marketing is a fluid phenomenon that changes 
over time (Fernández-Olmos & Ramírez-Alesón, 2017). Therefore, it is important to use research 
techniques as a longitudinal method that measures changes over time (time series).  

 
5.2 Effect of Internal Marketing on Cognitive Moral  
 
The effect of the cross-level internal marketing on cognitive moral empirically supported (Hypothesis 
6). This is consistent with the notion that internal marketing as a social process will almost certainly 
be related to moral development because moral behaviour, in general, is a fundamental element in 
the social act (Kohlberg & Kramer, 1969). Indicators of internal marketing (such as the delivery of the 
vision, the reward system, internal communication, training, and development) impact cognitive 
moral in sales power business to business. Internal marketing creates an environment where every 
member of the organisation acts both as employees and customers to create an ethical responsibility 
and moral decision-making such as salespeople performance from business to business. Internal 
marketing activities will encourage cognitive moral salespeople to consider their moral decision 
making ethical and responsible.  

Internal marketing is a partnership promotional strategy that should be addressed to build a 
long-term relationship with internal customers (Berry, 2002). Internal marketing as a process of 
exchange relationships long term between employees and the organisation aims to create a behaviour 
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that has the moral values of individual performance behaviour taking into consideration the award, 
training, and development, and internal communications, as well as supported by a senior leadership 
role in encouraging employees to perform better. The results of this study found changes in the moral 
values and attitudes of an individual within the organisation to behave and perform better establish 
the company legitimacy, for example, the training and development of employees are directed to 
improve and develop cognitive moral eyes, achieving the desired goals of individuals or organisations, 
knowledge, abilities, job competence, efficiency, discipline, attitude, and work authorship are 
examples. Employees will be able to function, strengthen, and develop cognitive moral through 
training and development. 
 
5.3 Effect of Cognitive Moral on Salespeople’s Performance 
 
The cognitive moral on salespeople in B2B Indonesian best companies encourage their behaviour to 
achieve performance. The individual moral considerations will determine the salespeople's 
performance behaviour in decision-making. This finding is consistent with the opinion of Hunt & 
Vitell (2006), who said that the intentions and behaviour of individual performance behaviour would 
be determined by moral considerations and norms of decision-makers about several relevant 
environmental issues. Correspondingly, Schwepker & Good (2010) also say that customer-oriented 
salespeople's moral considerations positively and significantly affect performance behaviour.  

The salespeople's moral level in business-to-business in Indonesia’s best company encourages 
ethical decision-making behaviour. Good behaviour indicates that they perceive higher moral level or 
their moral judgment. In other words, salespeople in business to business in the best companies in 
Indonesia would consider moral behaviour and decision-making so that it will produce better 
organisational performance (Goolsby & Hunt, 1992). For example, when the decision-making process, 
the sales performance is influenced by the social environment (such as peers, family, and community) 
to make good decisions and that individuals will behave better to achieve performance. Furthermore, 
employees identify correct and incorrect actions driven by hopes to help others. This is consistent 
with the opinion of Han, Hwang, & Lee (2017) that the choice of the consumer in the theories of 
marketing is determined by the intention of behaviour as a precedent cognitive moral, ethical 
considerations such as cognitive moral may affect intentions behaviour that ultimately determines 
the performance of salespeople behaviour. 

The salespeople's role at the forefront of business organisations is the implementation of 
strategies designed to encourage and support each other long-term relationships with customers 
(Webster, 1992). Furthermore, Gundlach & Murphy (1993) say that an increase in the development of 
a long-term relationship demonstrates the importance of the placement of high ethical behaviour 
(moral behaviour). Ethical behaviour can help organisations build, maintain, and expand customer 
relationships—salespeople considerations are the key to generating ethical decisions such as 
performance behaviour. The salespeople's moral values serve as the basis for making ethical 
behaviour decisions to the customer. Therefore, ethical behaviour resulting from moral judgment will 
lead to increased salespeople performance behaviour. 

In addition, the cognitive moral influences positively and significantly on salespeople's results 
performance in B2B (Hypothesis 4). This finding suggests that through the cognitive moral 
considerations the salespeople will bring the results of their performance. Although salespeople have 
control over their activities in producing the results obtained, the size of their result is an immediate 
performance related to the results of the salespeople. This is typically done by adjusting the overall 
results of their total volume of sales, the creation of market share, sales targets that cannot be 
controlled by the salespeople (Cravens et al., 1993).  
 
5.4 Effect of Behavioural Performance on Salespeople’s Output Performance 
 
Performance behaviour has a significant positive effect on the salespeople result performance. The 
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findings in this study support the research conducted by previous researchers, like Cravens et al. 
(1993); Jaworski & Kohli (1991), stating that salespeople performance behaviour is an important 
dimension that directly relates to the sales results performance. Sales power usually spend a lot of 
time in activities and behaviours directly related to the sales results (Cravens et al., 1993), such as 
convincing customers and understanding customers and customer presentations. Individuals who 
have good behaviour will create long-term relationships with consumers to improve the results 
performance and the achievement of their sales volume. In this case, Sojka & Deeter-Schmelz (2008); 
Vinchur, Schippmann, Switzer & Roth (1998) say that the subjective measures of job performance 
have significantly affected sales performance. Mazvancheryl et al. (2004) argued that affective and 
cognitive components are important to consider in predicting the behaviour that will ultimately 
impact the results performance, such as salespeople result in performance. Likewise, Carr & Nanni 
(2009) found that affective and cognitive (behavioural) components influence the individual 
salespeople's level result in performance. 
 
6. Conclusion  
 
The results of this study showed support for the relationship between internal marketing on 
performance behaviour. The salespeople performance and cognitive moral results—likewise, 
cognitive moral, performance behaviour, and salespeople's performance result of B2B. However, 
internal marketing does not significantly affect salespeople result performance. This study also 
showed their support for the empirical effects of internal marketing cross-level in the salespeople 
result in performance and salespeople cognitive moral. The research model also supports Home Visits 
HV. Internal marketing as a social process can be ensured that moral development is a fundamental 
element in social behaviour. These findings contribute empirical evidence in the concept of 
relationship marketing and the theory of marketing ethics. 

However, this study indeed has some limitations. The samples of this study were B2B employees 
in business organisations, both service companies and manufacturing companies; thus the 
generalisation of research results is limited to these companies. This study's results cannot be 
generalised to government organisations or business organisations with business employees to 
consumers. In addition, the data were collected using a self-report questionnaire. This instrument 
has a weakness in the vulnerability of the social desirability bias (SDB). The indication of the SDB in 
this study was not tested. Thus, in future studies, it is necessary to carried out a test to get better 
research results. 

This study adopted a survey perspective with a cross-sectional analysis. The respondents filled 
out various statements and/or questions in the questionnaire. However, this method does not assume 
that the variables, dependent and independent, have a causal relationship. A cross-section surveys' 
weakness also lies in the tendency for common method bias. Future research should take into 
account other approaches for data analysis, such as experimental or longitudinal methods. 
Furthermore, Sheth & Parvatiyar (2002) suggest using longitudinal research methods for similar 
research. This, focused on the premise that relationship marketing, including internal marketing and 
individual success, is a time-focused operation. Internal marketing is an evolutionary phenomenon 
and dynamic over time. Therefore, it is important to use research techniques such as longitudinal 
methods that measure changes over time and time series. 
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