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摘要 
本研究目的在於探討內部行銷對員工服務品質承諾的影響，以及在受到心理契約的中介效果和知覺顧客導向

文化的干擾效果下，對內部行銷與員工服務品質承諾的影響效果。 

本研究針對工作內容需服務顧客的在職者進行隨機抽樣調查，利用階層迴歸分析和二因子變異數分析進行中

介與干擾效果驗證。由實證結果發現: (1)內部行銷與員工服務品質承諾間具有顯著的正向影響關係；(2)心理契約與

員工服務品質承諾間具有顯著的正向影響關係；(3)心理契約對內部行銷與員工服務品質承諾間具有顯著的部份中

介效果；(4)知覺顧客導向文化對內部行銷與員工服務品質承諾間具有顯著的強化效果。 

ABSTRACT 
The aim of this study attempts to explore the relations between internal marketing and employee commitment to 

service quality, and also examine both the mediating role of psychological contract and the moderating role of perceived 
customer-oriented culture with respect to the underlying process through which internal marketing enhances employee 
commitment to service quality. 

This study involves a survey, using a random sample of employed customer service staffs. We use hierarchical 
linear modeling (HLM) and two-way ANOVA to test all proposed hypotheses of mediation and moderation. The 
empirical results show that: (1) Internal marketing is positively related to employee commitment to service quality. (2) 
Psychological contract is positively related to employee commitment to service quality. (3) Psychological contract 
mediates partially the relationship between internal marketing and employee commitment to service quality. (4) 
Perceived customer oriented-culture moderates the relationship between internal marketing and employee commitment 
to service quality such that the higher perceived customer-oriented culture, the stronger the internal 
marketing–commitment relationship. 
關鍵詞: 內部行銷、員工服務品質承諾、心理契約、知覺顧客導向文化 
Keywords: internal marketing, employee commitment to service quality, psychological contract, and perceived 

customer oriented culture 

 

 
  

 


