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Quantity surveying firms (QSFs) plays critical roles in the execution of construction 
project. Despite this, it ranked high among the least known professions in the 
competitive business environment. One of the reasons for this could be attributed 
to failure of the Institute to embrace marketing concepts. Marketing is all about 
creating value for client through healthy relationship. Marketing alone is not 
enough; it has to embrace internal company value (interaction between the firm 
and the employees) which is being termed as internal marketing that will invariably 
determine the success of external value. Therefore, this study focused on assessing 
the internal marketing relationship of quantity surveying firms with a view to 
improving services delivery. Data on expected attributes for healthy internal 
marketing were obtained through questionnaire administered on registered QSFs 
(46) and employee QS (85) in Southwestern Nigeria. Random sampling technique 
was adopted in selecting the respondents in the study area. The collected data were 
analyzed with the aid of Mean Response Analysis (MRA). Findings showed that, 
honesty and integrity, trustworthy, and, strong and good communication were the 
significant attributes expected of employees while trustworthy, recognizing and 
rewarding good work, and, creation of favourable working environment were the 
important attributes expected of firm (employer) for healthy internal marketing 
relationship. Additionally, the findings revealed that, employees displayed their 
attributes to some extent while firms’ attributes were less displayed. From the 
obtained results, the study concluded that the expected attributes for healthy 
internal marketing relationship of QSFs were not found. Therefore, it is 
recommended that QSFs should see their employees as part of success story of the 
firm by displaying attributes expected of them to their employees. Equally, 
employees should display the attributes expected of them adequately. With this, 
external value (client satisfaction) will be achieved which will invariably promote 
the profession in a competitive business environment. 

Keywords: employee QS, internal marketing, marketing, relationship, quantity 
surveying firms 

INTRODUCTION 

All the economic sectors including construction industry are facing extreme 
competition as they are operating in the competitive environment. Moreover, 
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quantity surveying firm is a sub-section of construction industry.  One of the core 
areas in the delivery of construction project is the determination of cost and its 
management (Nadi, Okeke, and Alintah-Abel, 2016) which is often carried out by 
quantity surveyors. However, the environment where this service is being carried 
out is highly competitive which then call for effective marketing of quantity 
surveying services. The competitive environment then necessitates every employee 
to marketing themselves by displaying attributes that will sustain their job. 
Likewise, firm has to marketing itself by displaying good attributes that will 
enhance service delivery. Marketing has been seen as a vital tool for standing out 
in a competitive environment (Arslan, 2009); it can be regarded as an interaction 
between two or more parties (firm and employee) which may not yield good results 
in the absence of healthy relationship (inadequate displaying of good attributes). 
Internal marketing could then means the interaction that occurs between the 
employer and its employees within the firm.  The way and manner in which 
employer treat the employee and vice versa determines whether the relationship 
is healthy or unhealthy. The competitive environment calls for QSFs to differentiate 
themselves from their competitors by delivering excellent service to their clients. 
However, excellent service could be best achieved in the atmosphere of good 
relationship that exists within the firm (Allam, 2013) which (Ballantyne, 1995) 
described as open system operation. It is important to note that marketing start 
right within the firm whereby employees are seen as internal customer to their 
employers (Berry, 1981) while employees pays back through their performance and 
attributes displayed.  For the purpose of this study, attributes are described as the 
characteristics that portray the good image of the parties involved delivering of 
quantity surveying services. The outcome of this will determine the level of client 
satisfaction (Davis, 2005). Hence, excellent services can be best delivered in the 
presence of healthy internal relationship; this is the mutual relationship between 
the firm (employer) and its employees called “employer-employee relationship” 
which this study described as internal marketing relationship. Therefore, this study 
assessed internal marketing relationship by examining the internal attributes 
expected to be displayed by the employer and employees.  

LITERATURE REVIEW 

Marketing has been noted to involve two parties in which both of them have 
something in returns for each other. In the context of internal marketing, employee 
could be described as customer within the firm (Berry, 1981).  Kotler and Armstrong 
(2006) simply put internal marketing as orienting and motivating customer-contact 
employees and supporting service people to work as a team so as to provide 
customer satisfaction. This can be inferred that the level of client satisfaction is a 
reflection of internal marketing; hence, client satisfaction is a function of healthy 
internal marketing relationship. The habit of young graduates preferred to work in 
contracting firms rather than consulting firms had been traced to the relationship 
that exists between them and the firms. There is need to look beyond marketing 
alone. To have favourable marketing outcome, it (marketing) must be inundated in 
healthy relationship; hence, internal marketing relationship. 

Internal marketing relationship 
Marketing is very significant to the success of any organization especially in a 
competitive environment. The significance of marketing and business competitive 
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environment had call for better marketing practice which could be better achieved 
in the atmosphere of a good and healthy relationship. Pheng and Gracia (2010) 
established that, there is strong correlation between the type of services delivered 
to the client and relationship that exists among the parties involves in delivering 
such services. Nevertheless, internal marketing is a relationship in a relationship 
types that comprised two entities participating in it. It is the concept that described 
interaction between the firm (Principal Partner/MD/Employer) and its employee. 
This concept holds that for an organization to deliver excellent service client; both 
the employer and its employee must have good, strong and healthy relationship 
within the firm (Kaylene, 2017). Guzonni (2005) and Yadav and Dabhade (2013) 
explained internal marketing to be an organizational activities performed so as to 
educate, motivate and reward its employees in order to delivered best service to 
customers. Berry (1981) critically pointed out that, internal marketing has to do 
with firm seeing its employee as internal customers who can be satisfied through 
their job and in the end achieve the goal of the firm (client satisfaction). To achieve 
good relationship within the firm, the employer must displayed good attributes 
that will motivate its employer to perform better. Morealso, employee must 
adequately satisfy its employer by displaying worthy attributes to the employer. 
With this, best and healthy relationship will be achieved which Kotler and 
Armstrong (2006) described as strong internal marketing. 

Roles of firm (employer’ attributes) for successful internal marketing 
relationship 
Firm (employer/MD/PP) is the determinant of a good internal marketing. Firm 
managed and controls all employees and their activities. The focus of an employer 
is to deliver excellent service to its client. One of the effective ways of achieving 
this goal is to motivate, train and see employee as an asset to the firm (Guzzoni, 
2005; and Kotler and Armstrong, 2006). Adelmoti, Abdullah and Kalil (2011) 
affirmed that, clients’ satisfaction rests on the successful internal marketing. 
Adelmoti et al. (2011) further established that, improving human resources and 
rewards from the firm mostly determines the level of employee’s performance and 
productivity of the firm.  Therefore, is a matter of necessity for any firm to satisfy 
its employees by displaying good attributes to them such as training, teaching and 
motivation e.t.c (Thomas, 2017 and Kaylene, 2017). This helps in satisfying the 
needs and expectations of the clients. Certain numbers of attributes expected of a 
good firm were identified from literature; these included: favourable working 
environment which entails seeing employee as an asset who can contribute 
positively to the success of the firm. Neglecting employee’s contributions in 
decision making can limit the growth of such firm. Good working environment 
speaks more than word to the employee. Merchant (2016) and Michele (2017) 
suggested that employers should allow their employees to feel free and secured in 
their working place. Revealing the goal and objectives of the firm to the employee 
is another attribute that should be the habit of a good firm. Proper job descriptions 
should be established so that employees know what is required of them.  If there 
are changes that need to be made employee should be carrying along by 
communicating directly and clearly to them (Thomas, 2017). Furthermore, open 
and honest working environment had been seen as a good attribute of an 
employer; it involves given the feedback to the employees on services delivered to 
the client. Hiding some issues from employee might not improve the company’s 
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reputation. Firm should be open up and listen to new ideas from its employees and 
then accept suggestions for problem-solving. Similarly, making room for employee 
to grow and learn is part of attributes expected of an employer. Thomas (2017) 
suggested that, employer should tap into their employees’ passion and allow them 
to focus their time and energy on projects they can enjoy.  There should be plans 
for them to develop their career by providing opportunities to explore more. 
Recognition is one of the firms’ attributes that improve relationship within the firm: 
Monetary bonuses are always nice, but recognition of a good work goes a long way 
to creating good will and loyalty. No wonders, Jerome and Davis (2005) and 
Merchant (2016) asserted that employees always felt that their contributions to the 
business are important. In order to retain talented employee, firm should be able 
to show some elements of appreciation and little respect to their 
employee.  Recent studies show that when employees feel undervalued and 
unappreciated, they look for other employment.  Other attributes of a good 
employer comprised emotional intelligence, initiative, patience, perseverance, 
trust, financial perks, personal perks, recruitment and selection bias, prevention of 
harassment, effective leadership, dedicated to work, open to new ideas and 
feedback, view employee as partners and flexible among others. The display of 
these attributes by firm to its employees will in turn bring profits to the firm 
through clients’ satisfaction. 

Roles of employees (employee QS attributes) for successful internal 
marketing relationship 
Employee is the second party participating in internal marketing. Guzzoni (2005) 
described employee to means all the staff working within the firm whose 
responsibility is to convey information from the firm to customers. Employee 
worked in close contact with the customers on behalf of the firm. However, only 
quantity surveyor(s) working within the quantity surveying firms were considered 
for the purpose of this study. The employee QS must display good attributes to 
their employer for the sustainability of their job. In other word, employees must 
market themselves positively. The attributes of a good employee for healthy 
internal marketing relationship included: passionate which has been seen as a 
good attribute of an employee. Finding passion as one of the qualities during the 
in interview can be difficult, true passionate can only be determine in the cause of 
performing duties. Therefore, employee must be passionate about his/her work 
because this will lead to a good relationship between him/her and the employer 
(Jordan, 2016 and Wambugu, 2015). Communication skill is another attribute that 
has been considered important in any organization. Monica (2011) and Melissa 
(2017) established that, companies are built by great employees who have good 
communication skills and can work well together within the firm. Part of the firm’s 
success determinant is the ability of an employee to communicate well within the 
firm and with the clients.  It necessitates the ability to pay attention to others and 
take action effectively. Likewise, goal oriented is part of attributes a good 
employee. Establishing an organizational goal is very important for the growth of 
business, however, to achieve this goal, there is need for firm to employ goal-
oriented people who are committed to getting the job done and achieving the goal 
successfully (David, 2009 and Kaylene, 2017). Other attributes of employee are: 
organized and detail focused (David, 2009 and Wambugu, 2015), adaptability and 
adjustable (Loretto, 2015), creativity (Jordan, 2015), strong work ethic (Loretto, 
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2015), dependability and responsibility, constructive attitude (Melissa, 2017), 
honesty and integrity, self-motivated, ability to grow and learn, strong self-
confidence and professionalism among others. In summary, the attributes 
expected by the main actors of internal marketing should be displayed adequately 
which will help them to achieve the goal of the firm (clients’ satisfaction). Obviously, 
the goal of any firm is to deliver service that has value to its client. Therefore, this 
study claimed that client satisfaction is a function of internal marketing relationship 
(Coper and Cronin , 2000) (Equation 1 and Figure 1). 

  
Fig. 1: Internal Marketing Relationship Practice 

 METHODOLOGY 

The methods adopted for this study comprised a review of literature, 
administration of questionnaire to the two set of respondents i.e. QS firm 
(employer) and the employee QS within the firm and a statistical analysis of the 
survey data. The questionnaire were design such that firm assess its employees (2 
per firm) while employees assess their employer based on the attributes displayed. 
The questionnaire consisted of two sections. Section 1 focused on the profile of 
the respondents while section 2 addressed the subject matter. Fifty-six (56) 
registered quantity surveying firms and one hundred and twelve (112) employee 
QS were sampled randomly in southwestern Nigeria through questionnaire, given 
a total population of one hundred and sixty-eight (168) respondents. In all, one 
hundred and thirty-one (131) questionnaire were found useful from the retrieved 
questionnaire, comprising QS firms (46) and employee QS (85) given a response 
rate of 76.19% which is adequate for this study (Moser and Kalton, 1979). Twenty-
seven (27) attributes of employee were assessed by the employer while thirty-four 
(34) attributes of employer were assessed by their respective employees. Data 
collected on profiles’ respondents were subjected to descriptive analysis while data 
on subject matter were analysed using Mean Response Analysis (MRA).  

Reliability and validity measure 
Cronbach’s alpha was performed so as to ascertain the reliability of the items 
(attributes). This tool has been described by various researchers as the most 
common measure of reliability of multiple Likert questions in questionnaire survey. 
Luno (n.d) asserted that alpha greater than or equal to 0.800 confirms the reliability 
of the questionnaire. The results obtained revealed the alpha of 0.969 and 0.939 
for firms and employees’ attributes respectively as presented in Tables 1a and 1b. 
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Table 1a: Reliability statistics – firms attributes (assessed by employees) 

Cronbach's Alpha Cronbach's Alpha Based on Standardized 
Items 

N of Items 

0.969 0.971 68 

Table 2: Reliability statistics – employees’ attributes (assessed by firms) 

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items 

0.939 0.939 54 

Furthermore, KMO and Bartlett's Test of sphericity was carried out to validate the 
items. Rosha and Kaur (2017) established that the KMO value of a set of scores 
should be close to 1 so as to confirm whether the items for assessment were 
sufficient enough. Tables 2a and 2b presented the results obtained. 

Table 2a: KMO and Bartlett's Test for QS firms attributes 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.882 

Bartlett's Test of Sphericity 
Approx. Chi-Square 2708.365 
Df 561 
Sig. 0.000 

Table 2a revealed KMO value to be 0.882 which could be regarded appropriate. In 
addition, Bartlett’s test of sphericity was χ2 = 2708.565, p< 0.05. This indicates that 
the attributes for assessment were highly significant for healthy internal marketing 
relationship.  

Table 2b: KMO and Bartlett’s Test for employees’ attributes 

Likewise, the result of the tests presented in Table 2b revealed KMO value to be 
0.651 which could be regarded appropriate. Besides, Bartlett’s test of sphericity was 
χ2=920.471, p < 0.05 indicating that they are very significant. Therefore, it could 
be concluded that the items assessed were appropriate for healthy internal 
marketing relationship practice. 

 ANALYSIS AND DISCUSSIONS 

This study requires knowing how effective the relationship that exist between QS 
firms and the employee QS is. The particulars of the respondents i.e. the firm 
(PP/MD) and employee QS were adequately assessed to ascertain their suitability 
in providing relevant, adequate and reliable data needed for this study. The general 
particulars of the respondents were fully discussed as follows: 

Background information of the respondents. 
The background information of Principal Partner (PP)/MD of QS firms and 
employee QS were obtained for assessment; these included: location of the firm, 
years of existence of the firm, highest academic and professional qualifications of 
the respondents, years of professional experience and position in the firm among 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.651 

Bartlett's Test of Sphericity 
Approx. Chi-Square 920.471 
Df 351 
Sig. 0.000 
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others. The data collected were subjected to descriptive statistics and the results 
obtained were presented in Table 3 (Firm) and Table 4 (Employee). 

Table 3 Background information of QS firms (Employer/PP/MD) 

S/N Profile of Respondents (QS Firms) Frequency Percentage (%) 
1 Location of the Firm   
 Lagos 32 69.6 
 Oyo 12 26.1 
 Ondo 2 4.3 
 Total 46 100.00 
2 Years of existence of the firm   
 <10 4 8.7 
 11-20 17 37.0 
 21-30 15 32.6 
 >30 10 21.7 
 Total 46 100.0 
 Mean  21years 
3 Highest Academic Qualification of the Respondents   
 HND 7 15.2 
 B.Sc. 7 15.2 
 PGD 7 15.2 
 M.Sc. 21 45.7 
 PhD 4 8.7 
 Total 46 100.0 
4 Professional qualification of the respondents   
 MNIQS 25 54.3 
 FNIQS 21 45.7 
 Total 46 100.0 
5 Years of professional experience   

 1-5 2 4.3 
 6-10 3 6.5 
 11-15 5 10.9 
 16-20 9 19.6 
 above 20 27 58.7 
 Total 46 100.0 
 Mean  18 years 
6 Position in the firm   
 Principal Partner (PP) 31 67.4 
 Managing Director (MD not owner) 15 32.6 
 Total 46 100.0 

The result from Table 3 revealed that, thirty-two (32) QS firms participated from 
Lagos state, twelve (12) from Oyo state with two (2) from Ondo state. This trend 
could be described moderate because the focus of this study was on Lagos (38), 
Oyo (14) and Ondo (4). Likewise, 91.3% of the firms had been in existence for more 
than 10 years with 37% of them existing between 11-20 years; 32% of the firms 
existing between 21 and 30 years while 21% had been established for over 30 years. 
Average year of existence of the surveyed firms was 21 years. It can be inferred 
from the result that, most of the firms surveyed were matured organization with 
expected experience on relationship issue when it comes to managing employees. 
Similarly, the results obtained on academic qualification showed that the PP/MD of 
the surveyed QS firms had required qualification with 84.8% of them had minimum 
of B.Sc, 69.6% had additional higher degree comprising 15.2% PGD, 45.7% M.Sc 
and 8.7% PhD. None of them possessed a qualification below HND as the highest 
academic qualification. The respondents are adequately qualified in providing 
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necessary information related to the research objectives. Hence, their information 
and contribution are well reliable. Moreover, majority of the respondent firms were 
Members and Fellows of the Nigerian Institute of Quantity Surveyors (MNIQS= 
54.3% and FNIQS = 45.7%). The result also revealed that 58.7% of them had more 
than 20 years of experience with 30.5% having 10-20 years of experience, only 
10.8% had less than 10 years working experience. This portrays a good image of 
the firms where information on marketing relationship is expected. Furthermore, 
67.4% of the surveyed firms were principal partner (PP) while 32.6% were Managing 
Director (MD) of the firm.  

In summary, the result obtained on profile of QS firms (PP/MD) showed that they 
are competent, experienced, and well standard in providing reliable information 
for this study. 

Table 4: Profiles of employee QS 

S/N Profile of Respondents (Employee QS) Frequency Percentage (%) 
1 Highest Academic Qualification of the Respondents 

HND 24 28.2 
B.Sc. 27 31.8 
PGD 8 9.4 
M.Sc. 23 27.1 
PhD 3 3.5 
Total 85 100.0 

2 Professional qualification of the respondents 
Probationer and Others 19 22.4 
MNIQS 64 75.3 
FNIQS 2 2.4 
Total 85 100.0 

3 Years of professional experience 
1-5 18 21.2 
6-10 35 41.2 
11-15 22 25.9 
16-20 5 5.9 
above 20 5 5.9 
Total 85 100.0 

4 Position in the firm 
Chief QS 17 20.0 
QS 53 62.4 
Asst. QS 15 17.6 
Total 85 100.0 

5 Monthly income received by the employees 
No response 1 1.2 
>N20,000 2 2.4 
N21,000-N30,000 5 5.9 
N31,000-N40,000 7 8.2 
N41,000-N50,000 2 2.4 
N51,000-N60,000 7 8.2 
above N60,000 61 71.8 
Total 85 100.0 

6 Nature of the job 
Full-time 80 94.1 
Part-time 5 5.9 
Total 85 100.0 

The results presented in Table 4 showed that the employees surveyed had required 
academic qualification with 71.8% of them had minimum of B.Sc and 40% had 
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additional higher degree comprising 9.4% PGD, 27.1% M.Sc and 3.5% PhD. None 
of the respondents’ employees had below HND, this signifies that they are 
adequately qualified in providing information needed for this study. Equally, 75.3% 
of them were Members of the Nigerian Institute of Quantity Surveyors (MNIQS) 
while 2.4% were Fellows of the Nigerian Institute of Quantity Surveyors (FNIQS). 
This is an indication that the employees were professionally qualified.  
Nevertheless, 22.4% were probationer members of the Institute. The result further 
revealed that 5.9% of the employees had more than 20 years of professional 
experience with 31.8% having between 11 and 20 years of experience. This 
depicted a good image of employee QS; hence, they are suitable in providing 
information needed for the study. Conversely, 21.2% had less than 5 years working 
experience which might be as a result of number of the probationer members in 
the earlier mentioned. Moreover, 20% of the respondents were chief QS of the firm, 
62.4% of them were quantity surveyors while 17.6% were assistant QS. Result on 
employees’ monthly income revealed that 71.8% of them earned more than N60, 
000.00, this confirmed the result of good relationship. Also, 17.7% earned between 
N20,000 and N40,000 while 10.6% earned between N50,000 and N60,000. A well 
paid employee will be motivated to do more than the firms’ expectation in terms 
of services delivered while those that were less paid may perform below 
expectations. Hence, quantity surveying firms in Southwestern Nigeria should try 
to motivate their employees by paying them well as they are the one who do the 
major works within the firm. Equally, information obtained on nature of the job of 
the employee revealed that, most of the respondents were a full-time (94.1%) 
employee which is very adequate. Few of them were part-time (5.9%); this reason 
might be that firm engaged them any time their services are needed due to their 
previous performance and competency. The result obtained showed that, quantity 
surveying firms are part of the organizations that contributes tremendously to the 
development of Nigerian economy especially in the area of employments.  

In summary, the result obtained on the profile of employee QS showed that they 
are capable, competent and knowledgeable in providing dependable information 
required for this study. 

Assessment of firm and employee attributes for healthy internal marketing 
relationship 
The attributes of both the firm and employee were assessed; the employees were 
assessed by firm and vice versa. The firms, represented by principal partner (PP) or 
managing director (MD), were asked to rate on a scale of 0-5 the level of 
importance of identified attributes that denotes good, strong and healthy internal 
marketing relationship. This is to know the attributes that are paramount to the 
quantity surveying firms which their employees must display for the firm to achieve 
an enhanced service delivery which is marketing outcome. Moreover, the extents 
to which these attributes were displayed by employees QS were as well rated by 
the firm. The data obtained on these were subjected to Mean Response Analysis 
(MRA) and the results of the analyses were presented in Table 5. 

The result presented in Table 5 showed that 19 out of 27 attributes expected of 
employee QS had mean value of 4 and above which showed that firm 
(PP/employer/MD) attached very high importance to these attributes. The five (5) 
top employees’ attributes included: honesty and integrity (MS=4.76) , trust worthy 
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(MS=4.74), strong and good communication skills (MS= 4.70), professionally sound 
(MS= 4.64), responsible and reliable (MS= 4.63), be loyal (MS = 4.57) and be 
passionate about the work of the firm (MS = 4.57). 

Table 5: Importance of employee QS attributes and extent of display assessed by firms 

S/N Employee’s Attributes of Internal Marketing 
Relationship 

Level of 
Importance 
(MS) 

R Extent of Display 
(MS) 

R 

1 Employee must be honest and maintain 
integrity 

4.76 1 4.24 2 

2 Employee must be trust worthy 4.74 2 4.20 3 
3 Employee must have strong and good 

communication skills 
4.70 3 4.26 1 

4 Employee must sound professionally 4.64 4 4.15 5 
5 Employee must be responsible and reliable 4.63 5 4.15 5 
6 Employee must be loyal 4.57 6 3.96 11 

7 An employee must be passionate about the 
firm and his/her work 

4.57 6 4.04 9 

8  A good employee must be reliable 4.48 8 4.20 3 
9 Employee must ready to  learn and grow 4.46 9 3.85 15 
10 Employee must be organized and be focused 4.43 10 4.15 5 

11 Employee must be confidence and 
competence 

4.41 11 3.91 14 

12 Employee must be goal oriented 4.37 12 4.13 8 
13 Employee must have strong work ethic 4.30 13 3.85 15 
14 A good employee must always be willing to 

build good relationship with customers and 
the firm 

4.26 14 3.96 12 

15 Employee must be self– motivated 4.24 15 3.85 15 
16 Employee must be able to adapt to changes 4.24 15 3.93 13 
17 Employee must be creative 4.04 17 3.83 19 
18 Employee must be friendly and open up 4.04 17 3.98 10 
19 A good employee be should understand the 

mission of both the firm and client 
4.00 19 3.85 15 

20 A competent employee must be ready to give
and receive feedback 

3.98 20 3.8 20 

21 Employee must be diplomatic in carrying out
his/her daily activities 

3.93 21 3.72 21 

22 Employee must be competitive by bringing in
new ideas 

3.93 21 3.46 25 

23 An employee should be initiative 3.91 23 3.61 24 
24 Employee must be flexible in dealing with 

others 
3.87 24 3.63 23 

25 A good employee must have interpersonal 
skills 

3.85 25 3.70 22 

26 Employee must be energetic to some extent 3.61 26 3.41 26 

27 A good employee must sound  
internationally 

3.46 27 3.24 27 

MS = Mean Score; R = Rank 

The obtained result signifies that employees should possess and display these 
attributes in the competitive environment so as to sustain their job. Furthermore, 
the results in Table 5 showed the extent to which employee QS displayed those 
attributes within the firm. The results revealed that employees displayed those 
attributes adequately. From the table, the attributes rated high as important for 



Ojo and Ebunoluwa  

168 
 

employees were also rated very high which signifies that employees displayed 
them adequately. Considering the individual display, honesty and integrity which 
ranked 1st under level of importance ranked 2nd under extent of display (MS = 
4.24); this is considered adequate. Trust worthy Ranked 2nd under level of 
importance and ranked 3rd under extent of display (MS=4.20). Strong and good 
communication skills ranked 3rd under level of importance but ranked 1st (MS = 
4.26) under extent of display. Equally, ‘professionally sound’ and ‘responsible and 
reliable’ that ranked 4th  and 5th under level of importance ranked 5th and 5th 
under extent of display respectively (MS=4.15). it can be seen that none of this 
highly ranked variables had mean below 4.00 (see 4.4 summary of results for 
information on rating scale). 

However, conclusion on healthy internal marketing relationship cannot be drawn 
without assessing firm’s aspect of it. Kotler and Armstrong (2006) emphasized that 
firm should build long-term relationship with its customers. Meanwhile, Berry 
(1981) established that, employees of firm are the first customers that must be well 
satisfied if the external customers are to get the best services. The satisfaction of 
an employee within the firm depends on the way and manner in which firm treated 
its employee which will reflect on clients’ satisfaction. Therefore, employee QS were 
asked to rate the firm (PP/MD) on a scale of 0-5 the level of importance of attributes 
that firms must possessed as well as extent to which those attributes were 
displayed by the firm. The responses of the employees were subjected to MRA and 
the results obtained are as presented in Table 6. 

Table 6 presents thirty-four (34) attributes of a good employer to its employee, 
from these, employees considered almost twenty-six (26) attributes very important 
as they have mean value of 4.00 and above. This showed that the surveyed 
employees attached very high importance to these firm’s attributes. The table 
revealed trustworthy (MS = 4.46) as the most important attributes that QS firm 
should possessed followed by recognized and reward for good work (MS = 4.35). 
Other important attributes included creation of favourable working environment 
(MS = 4.34), be patient with its employee (MS = 4.31), effective leadership (MS = 
4.28), open communication by the employer (MS = 4.26) and motivation 
approaches like salary increment among others. Furthermore, the extent to which 
firm displayed those important attributes were assessed by the employees. The 
result in Table 6 showed that 32 out of all the 34 firms’ attributes had a mean value 
of 3.00 and above. This is an indication that these attributes were not highly 
displayed by the firm because none of the variables had mean up to 4.00 (Whereas, 
the level of importance and extent of display were both rated on the same scale – 
see 4.4 summary of results). Considering the order of individual display, it can be 
seen from the table that the highly important attributes as rated by the employees 
were less displayed by the firm. Trustworthy and good initiative (MS =3.75) were 
well displayed as it ranked 2nd. However, recognize and reward for good work 
ranked 25th which ranked 2nd under level of importance. This is not a good one 
because, motivating the employee who does most of the firms’ work will make 
them to do better. Whereas, motivation is an essential element that needs to be 
displayed by the firm in order to achieve good employee performance (Emeka and 
Eyuche, 2014). Moreover, theory of motivation according to Fredrick Herzberg has 
to be applied by QS firm. 
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Table 6: Importance of QS Firms attributes and extent of display assessed by employee 
Q.S 

S/N Firm’s Attributes of Internal Marketing 
Relationship 

Level of 
Importance 
(MS) 

Rank Extent of 
Display (MS) 

Rank 

1 The firm must be trustworthy 4.46 1 3.75 2 
2 Recognize and reward good work (motivation) 4.35 2 3.31 25 
3 Creation of an environment that makes 

employees feels like an asset to the company 
(supportive, healthy and safe environment) 

4.34 3 3.49 16 

4 A good employer should be patience with  
his/her employee 

4.31 4 3.64 7 

5 Effective leadership 4.28 5 3.60 9 
6 Open communication must be the habit of a 

good firm 
4.26 6 3.45 18 

7 Motivation approaches e.g salary increment, 
praise, recognition 

4.26 6 3.33 22 

8 Employer should be dedicated to firm’s work 4.25 8 3.87 1 
9 Create an open and honest work environment 

(positive climate) 
4.24 9 3.51 14 

10 Good employer should be perseverance 4.24 9 3.69 4 
11 Make expectations and goals of the company 

clear to the employees 
4.2 11 3.54 12 

12 Cooperation among members 4.19 12 3.68 5 
13 Competent management by the firm 4.18 13 3.58 11 
14 Provide opportunities to grow and learn, and let 

the employees know there is room for 
advancement in the company (continuous 
technical training) 

4.18 13 3.25 28 

15 Well Discipline 4.16 15 3.51 14 
16 Open to new ideas and feedback from employee 4.15 16 3.47 17 
17 Good Initiative 4.15 16 3.75 2 
18 Management promotes the employee who have 

the best skills and knowledge to do the job 
4.13 18 3.28 26 

19 Personal growth e.g provide opportunities for 
employees to grow 

4.12 19 3.40 19 

20 Understand the importance of work-life balance 
e.g not too strict with employees 

4.11 20 3.56 12 

21 Financial perks e.g pension or retirement plans 
for employee 

4.11 20 3.08 32 

22 Have the habit of retaining employees 4.09 22 3.60 9 
23 Personal perks e.g vocation days, sick leave, 

maternity leave for employee 
4.06 23 3.14 30 

24 View employees as partners in decision making 4.04 24 3.32 23 
25 Good imagination 4.00 25 3.64 7 
26 Firm believes that employee’s behavior affects  

the organization 
4.00 25 3.28 26 

27 Emotional intelligence 3.99 27 3.68 5 
28 Room for preventing harassment 3.96 28 3.36 20 
29 Creative human resource management 3.96 28 3.24 29 
30 Shared vision and information with employees 3.95 30 3.32 23 
31 Future growth e.g potential for firm’s growth 

and expansion 
3.91 31 3.39 20 

32 Flexibility and culture e.g lifestyle should not 
affect workplace 

3.74 32 3.12 31 

33 There should be Insurance benefits 3.68 33 2.71 34 
34 Recruitment and selection based on gender  

issue and age 
3.08 34 2.73 33 

MS = Mean Score; R = Rank 

Fredrick Herzberg developed a theory of work on motivation which he carried out 
where it was revealed how to motivate employees and to verify what they actually 
want in their work.  According to Herzberg, motivator or satisfiers are the factors 
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which could bring about job satisfaction and invariably lead to clients’ satisfaction. 
Therefore, there is a relationship between satisfaction and performance. This 
implies that, employee’s performance is a function of firm’s attitude; hence, 
satisfaction is a function of healthy internal marketing relationship. Similarly, 
dedication of employer to work ranked 8th under level of importance but ranked 
first under extent of displayed. This implies that firm value its work more than 
motivating the employees who in most cases market the firm on its behalf. In all, it 
may be seen from the results obtained on firm and employee assessment that 
employee satisfied the firm (employer) to some extent while employees were less 
satisfied. It can be deduced that firm did not satisfied the employees as expected 
because the important attributes to be displayed by the firm towards employees 
were less displayed by them. Therefore, it can be concluded that, the relationship 
that exists between the firm and its employees is not a healthy one. Whereas, 
marketing start within the organization. (Kotler and Armstrong, 2006) established 
that, favourable relationship within the firm will determine the type of services that 
will be given to the client who happen to be the external customer to the firm. The 
study of Armstrong and Kolter (2006) affirmed that, marketing may not yield any 
good result if the internal marketing (firm-employee relationship) fails; hence, 
quantity surveying firms should try to satisfy their employees by displaying 
attributes expected of them. This practicing was affirmed by Ballatyne (1995) as an 
open system operation. It can be concluded from the results that quantity 
surveying firms in Southwestern Nigeria does not have healthy internal marketing 
relationship.  

Summary of Results  
The level of importance and extent of display of firms and employees’ attributes 
were rated on the same scale of 0-5; where 0 = not applicable, 1= not 
important/not displayed, 2= less important/less displayed, 3 = averagely 
important/averagely displayed, 4 = important/displayed and 5= very 
important/highly displayed. 

It can be discovered from the results that some of the employees’ attributes had 
mean above 4.00 which signifies that they are very important under level of 
importance. On extent of display, some of the attributes had mean above 4.00 
which signifies that they were highly displayed by the employees as rated by the 
firm. Similarly, some of the firms’ attributes were rated high (mean above 4.00) 
which signifies that they are very important. However, none of those attributes have 
mean up to 4.00 under extent of display. This implies that the attributes were 
averagely displayed by the firm. 

CONCLUSIONS AND RECOMMENDATIONS 

The study focused internal marketing relationship practiced by quantity surveying 
firms. Relationship between two or more parties is a way to either strong or weak 
marketing. The finding showed that, the relationship that exists between the firm 
and its employees is weak. In all, the following conclusions were drawn from the 
analysis: Firstly, employees displayed some of their expected attributes to the firm. 
In contrast, firm did not displayed attributes required by them to their employees. 
Finally, in internal marketing relationship of quantity surveying firms is weak. 
Therefore, this study recommended that quantity surveying firms should see their 
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employees as internal customer who needs special treatment. This will enhance the 
services delivery to the client and invariably promote the growth of quantity 
surveying profession. Additionally, employee Q.S should endeavour to display all 
their expected attributes adequately. However, this study was limited to registered 
QSFs in Southwetern Nigeria (Lagos, Oyo and Ondo States), further research can 
be conducted in other part of the country for comparison purpose. 
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