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The purpose of this study was to investigate the effect of customer
relationship management on employee-oriented brands with the role of
internal marketing mediator in bodybuilding clubs in Mazandaran
Province. This was descriptive-correlational research with a structural
equation model approach. The statistical population of the research
included the customers of fitness clubs in the east of Mazandaran Province
(people engaged in sports activities in the clubs). 101 people were selected
by simple random sampling method. Data collection tools used were valid
customer relationship management, internal marketing and employee
brand questionnaires. Their reliability was evaluated through Cronbach'’s
alpha. For data analysis, descriptive statistics (mean and standard
deviation, frequency and percentage) and inferential statistics (Pearson
correlation coefficient and structural equation modeling) were used in
SPSS24 and AMOS24 softwares. The findings showed that customer
relationship management had a positive and significant effect on the
employee-oriented brand through internal marketing, and the path of
customer relationship management to internal marketing accounts for
14% of the variance of internal marketing and two paths of customer
relationship management; and internal marketing to the employee-based
brand explained 19% of the variance of the employee-centered brand.
Therefore, it is recommended that the managers of sports clubs attempt to
have more effective communication with their customers by providing
more facilities, the psychological and material barriers to communication
be removed and also the culture of clarifying communication between
customers and members within the organization should be strengthened.
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EXTENDED ABSTRACT

Introduction

Today, the needs of customers and their purchasing patterns have changed significantly
because companies have tended to adapt and apply diverse and customer-oriented marketing
strategies to gain a competitive advantage in order to satisfy the various needs of customers.
Therefore, customer relationship management is a general strategy and a sustainable business
culture, the purpose of which is to classify the right customers and manage them in order to
optimize the customer value in the long term and the company to benefit from. This research
aimed to investigate the effect of CRM on employee-oriented brand with the mediating role of
internal marketing in fitness clubs of Mazandaran Province.

Methodology

The current research was of a descriptive-correlation type with a structural equation model
approach that was conducted in the field and in gyms. The statistical population included clients
of fitness clubs in eastern Mazandaran Province (people engaged in sports activities in the clubs)
totalling 137 people; 101 people were selected based on Morgan's table and by simple random
sampling method. To achieve the objectives of the research, an internal marketing questionnaire
with 14 questions (Forman and Mani, 1995) and the sub-components of vision (3 items),
development (7 items), reward (4 items) was used. Customer relationship management
questionnaire with 31 questions (Alavi Shad, 1387) with the sub-components of customer
understanding and differentiation (13 items), customer attraction and retention (5 items),
development and specialization of customer relationship (7 items), mutual relationship with
customers (6 items) and the employee-oriented brand questionnaire (King, 2008) with 20
questions with the components of brand citizenship behavior (7 items), employee satisfaction (5
items), employee intention to stay (4 items) and positive employee recommendation (4 items)
were used. The reliability of the questionnaires was also calculated in a preliminary test with 30
subjects and with Cronbach's alpha. For data analysis, descriptive statistics (mean and standard
deviation, frequency and percentage) and inferential statistics (Pearson correlation coefficient
and structural equation modeling) were used in SPSS24 and AM0S24 software.

Results and discussion

The findings showed that customer relationship management has a positive and significant
effect on the employee-oriented brand through internal marketing, and the path of customer
relationship management to internal marketing accounts for 14% of the variance of internal
marketing and two paths of customer relationship management; and internal marketing to the
employee-centered brand explains 19% of the variance of the employee-centered brand. In
addition, the indirect effect of customer relationship management on employee-oriented brand
(0.03) and the indirect effect of internal marketing on employee-oriented brand (0.08) were
significant at the significance level of a=0.05. General information related to customer
relationship management model, employee-oriented brand and internal marketing is presented
in Table 1.

Table 1. Fit indicators of CRM model, employee-oriented brand and internal marketing.

Description Criterion Amount Fit indices
) Higher df withy? 49/235 2
Good fit lower (39) (df) x Absolute
Good fit >0/05 0/126 p-value
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Description Criterion Amount Fit indices
Good fit >0/09 0/198 GFI
Relatively good fit >0/09 0/861 AGFI
Good fit Less than the ak.)solut.e value of four 0/741 RMR
optimal fits
Good fit >0/90 0/982 TLI
Good fit >0/90 0/942 NFI Comparative
Good fit >0/90 0/987 CFI
Good fit <0/05 0/049 RMSEA thrif
Good fit ~0/5 0/668 PNFI rifty
Conclusion

The findings showed CRM has a positive and significant effect on the employee-oriented
brand through internal marketing.

Therefore, the managers of clubs with a special brand increase the responsibility of coaches
and make them more willing to act as citizens. In any case, it is clear that the management
department of the club will not be able to provide the field for transformation and increase the
effectiveness of its coaches unless they do so through sharing and publishing information in the
club, paying attention to the ideas and opinions of the coaches, greater participation of the
coaches, and providing employees and promoting their creativity and innovation. Since CRM has
a positive and significant effect on the employee-oriented brand, and it is recommended that club
managers consider rewards for increasing the participation of coaches and employees in the
development of the club's brand. Customer relationship management and employee-centered
brand often result in greater participation in the club by emphasizing participation in collective
activities and providing an opportunity to share experiences among coaches. For this reason,
sports clubs should create appropriate communication channels with their customers and
predict the amount of customer participation through these channels. Clubs can also encourage
their customers to express their interests, requests and needs. Trainers should also be able to
clearly express and explain their expectations from customers in order to provide optimal
services. Managers of sports clubs should try to put internal marketing tactics at the top of their
strategic plans so that the club turns its coaches into human capital to provide optimal services
to customers and by compiling short-term, medium-term and long-term programs to properly
transfer the programs to the trainers and to determine the exact role of each trainer in the path
of internal marketing. Therefore, it is recommended that sports clubs improve internal
marketing activities to make coaches more customer-oriented, and by implementing these
activities, to institutionalize internal marketing in the club so that the organization has more
satisfied employees and customers. Moreover, customer satisfaction should be one of the most
important goals of the club's management, so that the club knows its survival is in customer
orientation. Therefore, there is a necessity for creating a coherent and efficient culture where the
customers and coaches of the clubs are considered important elements and are among the
priorities of the club's management. It is also recommended that the managers of sports clubs
try to have more effective communication with their customers by providing more facilities,
removing the psychological and material barriers to communication and strengthening the
culture of lucid communication between customers and members within the organization.
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