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ABSTRACT: Endomarketing is a valuable management tool in many enterprises, including the hotel industry. This 

article presents the results of a case study whose goal was to analyze  Endomarketing in a  hotel located in João 

Pessoa-PB. The research design was exploratory and descriptive, with quantitative and qualitative approaches, 

through the application of a questionnaire to the employees in the reception, food and beverage, governance, and 

maintenance sectors who have direct contact with the services provided to the final consumer, and an interview with 

the general manager responsible for the equipment studied, to find out his perception of Endomarketing. To 

protect the respondents’ confidentiality, the enterprise studied was given the fictitious name of Maré Hotels. This 

accommodation establishment was chosen because it carries out marketing and is commercially recognized work in 

area of hotel management. The results show that even though the company is stable and well-known, some aspects 

can be improved; it was also understood the employees are satisfied in terms of corporate communication and 

professional recognition.  
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INTRODUCTION 

Many companies are seeking market growth and, as 

a result, profits. Therefore, it is crucial to emphasize 

the importance of quality, service, and human capital 

in this search. Employees are an essential component 

of any organization, as it they who connect custom-

ers with the company, and thus generate profits. In 

order to grow, a company must cultivate a healthy 

relationship with its employees, while also seek-

ing  the loyalty and satisfaction of its external cus-

tomers. Endomarketing is marketing within the or-

ganization, i.e. marketing directed to internal cus-

tomers, with the goal of establishing a connection 

between the company and the employee, while fol-

lowing a strategic path to achieve the goals and ob-

jectives together.  

Endomarketing is a valuable tool for motivating and 

empowering employees in order to increase dynamic 

cooperation in the operations of the institution. For 

this, the work environment needs to be a profitable 

place in which employees carry out their duties, be-

cause the more satisfactory this environment, the 

greater the chances and possibilities of successfully 

meeting the customers’ needs and desires. Endomar-

keting has become increasingly important for the 

success of the hospitality industry, where hospitality 

is a dominant factor in the service provided to 

guests. The overall goal of this study is to analyze 

endomarketing in a hotel in the city of João Pessoa, 

in the Brazilian state of Paraíba (PB). It is worth not-

ing that, as defined by Queiroz, Brambilla, and Van-

zella (2015, p. 76), "endomarketing presents is an 

essential tool in the hotel industry, because service 

and interpersonal contact are fundamental for com-

panies. Considering the importance of a pleasant 

working environment that encourages and respects 

its employees, the study seeks to answer the follow-

ing question: what are the endomarketing instru-

ments used by a hotel chain in the city of João Pes-

soa-PB?  

 

Endomarketing: beginnings and context  
 

To understand endomarketing, it is first necessary to 

discuss marketing. According to Kotler (1998, p.27), 

marketing seeks to meet consumers’ needs and de-

sires through marketing actions because "it is a social 

and managerial process by which individuals and 

groups obtain what they need and want through the 

creation, supply, and exchange of products with val-

ue". According to Kotler and Keller (2006), the key 

points of marketing are the creative and insightful 

strategies and plans that can guide marketing activi-

ties. The marketing strategy must be strengthened 

over time, which requires a balance of discipline and 

flexibility. Companies must maintain their strategy 

while also looking for new ways to improve it on a reg-

ular basis.  

For Kotler (2000, p.45), "the main guiding goal of mar-

keting should be for its actions to achieve profits 

through the creation of superior value for the custom-

er”. Thus, it is understood that a company makes mon-

ey by meeting its customers’ needs better than the 

competition does. Marketing, as defined by Churchill 

(2005, p.4), "is the process of planning and carrying 

out the conception, pricing, promotion, and distribu-

tion of ideas, products, and services in order to create 

exchanges that satisfy individual and organizational 

goals." In other words, marketing is the pursuit of ex-

changes in which institutions and customers voluntari-

ly participate in businesses designed to bring benefits, 

i.e., to add value for both. According to Lovelock and 

Wirtz (2006, p.8), marketing can be seen:  

“as a strategic, competitive effort pursued by top man-

agement; a set of functional activities, including prod-

uct policy, pricing, delivery, and communications, de-

veloped by product managers; or a customer-driven 

orientation adopted by the entire organization”. 

The concern of marketing to satisfy the needs and de-

sires of its customers is evident in this context, but for 

organizations to be able to offer products and services 

of excellence to their consumers, it is also necessary to 

invest in their internal collaborators. Only with a 

trained and motivated team can institutions provide 

high quality services with superior value. For this rea-

son, companies have realized the need to turn their 

attention to their employees too, and have adopted 

marketing practices aimed at their internal public, giv-

ing rise to endomarketing or internal marketing. Endo-

marketing is a subcategory of marketing, as defined by 

Bekin (1990), who coined the term. The term "endo" 

comes from the Greek root meaning "movement in-

wards", and it refers to the internal functionality of the 

organization, with employees and other internal oper-

ators constituting a specific group. When endomarket-

ing is done correctly, employees perform their tasks 

more effectively due to the structure of the work envi-

ronment and the organizational culture that contrib-

utes as a motivating factor, resulting in higher-than-

expected performance throughout the work process, 

right through to  the end consumer (Martins, 2009). 

While working a product manager at Johnson & John-

son in the 1970s, Bekin saw the need to improve em-

ployee relationships  (José & Rosa, 2012). He was able 

to visualize the entire scenario in which the company 

found itself, such as difficulties with integration and 

problems with department functions, due to a lack of 

basic understanding, on the part of employees, of the 

organization for which they worked. Bekin motivated 

the entire team around the common goals of the com-

pany, implementing an endomarketing program. First, 
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a diagnosis of the business was required. The diagnosis 

is regarded as the initial starting point for understand-

ing the weaknesses and strengths of the company and 

developing an action plan. Following the diagnosis, 

three levels of scope can emerge to guide the endo-

marketing program. The first level is the strategy fo-

cused on customer service. The second is the service 

culture mindset. The third level is dedicated to the ex-

pansion mindset, with the introduction of new goods 

and services for employees. At any level of endomar-

keting scope, two lines of action drive the process: atti-

tudes and communication (Bekin, 2004). Internal mar-

keting is the act of hiring, training, and motivating em-

ployees who want to serve customers well. Internal 

marketing, In fact, should come before external mar-

keting. "It makes no sense to promise a service before 

the company's staff is prepared to provide it," explains 

Kotler (2000, p.44).  

Endomarketing makes use of traditional marketing 

tools, bringing them into the internal sphere of compa-

nies. According to Machado (2014, p.16)  "the purpose 

of endomarketing is to make the organizational goals 

clear to the employee so that he can align them with 

his goals as an employee". Endomarketing, in this re-

gard, contributes to employees achieving both corpo-

rate and individual goals.  

Endomarketing, according to Brum (2010, p.9), "can be 

interpreted as a network of communication channels 

with the purpose of making communication efficient, 

providing satisfaction and happiness to employees". 

Consequently, endomarketing aims to enable commu-

nication so that assertive internal effects occur.  

 

The endomarketing program  
 

Endomarketing, according to Bekin (2004, p.3), is the 

action of "promoting among employees and depart-

ments the values intended to serve the customer or, 

depending on the case, the consumer. Therefore, it is 

crucial for the collaborator to understand the mission, 

vision, and values of the company. To develop an en-

domarketing program, it is necessary to observe the 

company as a whole, then incorporate the culture of 

the organization into the program strategy, guiding 

behaviors with the goal of reinforcing them to the in-

ternal customer, thereby aiming to align the communi-

cation, spread beliefs and values, and effectively 

strengthen what is significant in the company (Brum, 

2005).  

According to Brum (1998, p.85) "The designation endo-

marketing program is given to a set of actions and in-

struments created, produced and distributed with the 

goal of informing, integrating and enchanting the in-

ternal public". It is relevant to point out that several 

marketing instruments can be used, as long as they are 

appropriate for the needs and size of the organization. 

However, regardless of the amount of money allocated 

for this purpose, the instruments must be consistent 

with the focus of strengthening the relationship be-

tween the company and its employees; to communi-

cate the commitment to quality, as well as the superi-

ority of the products and/or services provided. For Be-

kin (2004), it is necessary to establish a long-term pro-

cess of employee motivation that gives the employee 

dignity, freedom of initiative, and responsibility. The 

author provides a list of motivational tools: 

1. Call for partnerships, cooperation, and loyalty; 

2. Valuing the individual within his/her group; 

3. Integration based on the values and goals of the 

company; 

4. Continuous reinforcement of a shared-values-

based attitude; 

5. Group rewards and prizes, so that everyone ben-

efits from positive outcomes; 

6. Establishment of an interactive environment 

within the company; 

7. Employee participation in planning and decision 

making; 

8. Fostering initiative and a creative mindset; 

9. Delegation of authority based on the nature of 

the function performed; and 

10. Appropriate compensation. 

According to Brum (1998), there are four reasons for 

implementing  an endomarketing process (Table 1):  

 

 

Minadeo (2008) describes the goals that are part of the 

endomarketing method in practice, such as making 

internal communication easy to understand and more 

accessible, enabling everyone to participate, and to 

show off their ideas, and providing greater freedom 

between employees and managers. As a result, it is 

critical that internal communication flows smoothly, as 

it is considered an essential component for the internal 

public of a company.  

Table 1 – Endomarketing processes 

Processes Description 

Interactive 
posture 

Tuning between company and employees, with 
initiative in establishing contacts, maintaining a 
close and friendly relationship, observing reac-
tions and giving attention between both parties.  

Transpa-
rency 

Clarity is achieved in internal communication ac-
tions through objective and direct statements, the 
use of clear and understandable language, and 

Demo-
cracy 

Encourages participation and consensus by sha-
ring decisions and information and genuinely inte-
rested in people's perspectives. 

Focus 

Orients the company toward results through orga-
nization and action planning based on goal defini-
tion, prioritization of relevant issues, and a broad 
view of the internal and external contexts of the 
company. 

Source: Brum (1998, p. 171)  
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Granting a healthy dialogue between the operational 

base and the executive management, and exchanging 

knowledge to seek excellence together. According to 

Brum (2005, p.54), "a good leader can contribute to 

motivation through monitoring, moral support, and the 

dissemination of a high level of information". In this 

way, the company is able to show its value for the em-

ployee, and he/she will feel welcomed and motivated. 

Employee motivation should be done through initia-

tives that provide them with a clear understanding of 

their role as a mechanism for the success of the com-

pany. In this sense, employees feel they are a funda-

mental part of the decision-making process, and they 

take pride in belonging to the organization, as a rele-

vant component rather than simply as employees 

(Silveira & Tófani, 2007). Therefore, motivation must be 

integrated, so that there is no competition among 

groups and that they all committed to the search for 

common goals. An employee may feel motivated by 

winning a reward for achieving a goal, or by seeing a 

colleague win a cash reward, but the main motivation 

is to be remembered, heard and recognized for his/her 

performance and growth in the organizational environ-

ment. Therefore, communication is an essential part of 

the motivation process. Given this context, it is possible 

to comprehend the management tool that is endomar-

keting, because it ensures the overall positive perfor-

mance of the company, despite the fact that its opera-

tions must be related to the experience of the organi-

zation. According to Queiroz, Brambilla and Vanzella 

(2015, p.78), "it is the coordinators' responsibility to 

spread the endomarketing practices to the other em-

ployees of the organization, ensuring the information 

at all hierarchical levels". 

 

Endomarketing applied to the Hotel Industry  
 

Since the beginning, marketing has been focused on 

physical goods, primarily mass-produced manufac-

tured items that are in high demand among the gen-

eral population. Its techniques gradually expanded to 

banking and insurance services, and then to tourism 

services. Hotel marketing "is in charge of increasing 

sales, improving guest service, and publicizing the ho-

tel" (Castelli, 2001, p.121). The practice of hotel market-

ing needs a regular flow. Enterprises must go beyond 

simply satisfying the guests' current needs; it is crucial 

to observe new market trends, meet expectations, cul-

tivating the relationship and delighting the guest 

throughout their stay, aiming for the customer’s return 

and recommendation at the future opportunity, there-

by decreasing market competitiveness. As Lara (2001, 

p. 133) explains, " rewarding the customers for their 

preference is an effective way to conquer, maintain and 

increase the relationship with the customer". According 

to Castelli (2001), hotel marketing is based on three 

pillars, (table 2):  

 

Based on these pillars, we see the need to adopt endo-

marketing as a tool to enable the achievement and 

activities that will lead to the success of the hotel sec-

tor in the marketing area. 

 

Endomarketing in hotel management  
 

Internal marketing acts as a tool for a continuous work 

through which employees can become better qualified, 

making them more motivated and happier. Because 

the human factor is at the heart of hotel marketing in 

general, selling products and services means selling 

promises (Boiteux & Werner, 2009). As Requena (2003) 

explains, people are the targets of endomarketing, and 

proper attention should be focused on them. Endo-

marketing is fundamental for all companies, especially 

for those in the hospitality industry. According to Co-

bra (2005), the modern consumer has become more 

demanding, due to the vast array of offers available. 

And building customer loyalty demands a greater ef-

fort to understand their expectations and desires. It is 

important to emphasize that in today’s world, with the 

plethora of ways and means of communication 

through information technology, guests in the position 

of consumers have become much more demanding 

and critical customers of the services  offered. Accord-

ing to Cerqueira (2005),  there are several endomarket-

ing strategies such as communication, motivation, 

freedom of expression, recognition, knowledge devel-

Table 2 – Pillars of hotel marketing  

Customer 

focus  

The hotel must focus on what the customer 

wants and desires, i.e., on his or her needs, 

rather than the needs of the hotel owner.  

Customer 

satisfaction  

Satisfying the customer means meeting his 

wants and needs. The customer is satisfied 

when the hotel fulfils his/her wants and 

needs. For this, the entire hotel must be 

customer-focused, i.e., it must the custo-

mer's need for well-being and satisfaction in 

terms of physical comfort and the services 

provided.  

Integrated 

action  

To seek partnerships with suppliers, for exa-

mple, the hotel must articulate itself not 

only with its own sectors, but also with rela-

ted companies. It must act in an integrated 

way. It is necessary to raise awareness of 

integrated marketing and developing a sys-

temic vision in order to achieve a conver-

Source: Castelli (2001)  
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opment, and professional courses, which are all tactics 

used at the organizational level. The connection 

formed between employee and consumer is a deter-

mining factor of customer loyalty, so the company 

must first commit to its the first consumer - the inter-

nal one - encouraging, motivating and delighting him/

or her with the working conditions. For Sant'anna, Car-

neiro, and Lescura (2021, p. 53), "work-related stress, 

anxiety, and uneasiness are reflections of a human re-

source management based on productivism, as op-

posed to a human resource management that respects 

the subjectivity and well-being of the worker."  

Brum (1998, p.75) states that "every endomarketing 

program requires an idea, a concept, and a creative 

line. The instruments of endomarketing in hospitality 

can be based on Bekin (2004):  

a) Training from the perspective of education and de-

velopment: According to Nascimento, Brambilla and 

Vanzella (2018, p. 207), "the training needs to start 

from the vision of education and development, with 

the adoption of a training from the needs identified by 

the company as the assumption". According to the au-

thors Holland, Sheehan and De Cieri (2007), opportuni-

ties and encouragement of training and development 

are also factors in employees' decision not to leave the 

company. Therefore, given the position they hold for 

the company, professional training and development 

become essential, especially when their competencies 

are recognized.  

b) Motivation, valuation, commitment, and reward: 

Motivation is a strategy used by  organizations to con-

nect employees to the main causes and goals of the 

organization. This commitment is obtained through 

their appreciation and satisfaction at being part of the 

company. Internal customer motivation is developed 

through the following steps: stimulus, effort, perfor-

mance, appreciation, reward, satisfaction and commit-

ment (Martins, 2009). Robbins (2005) claims that one of 

the most intensely motivating elements is the employ-

ee recognition program. 

c) Information system and internal communication net-

work: These are resources that make internal commu-

nication processes more effective. They can take vari-

ous forms, e.g. visual, auditory, or sensitive, at the dis-

cretion of the company and based on the organiza-

tional culture. The instruments can be shared through 

internal communication channels for disseminating 

information, as well as through different forms of inte-

gration, such as environmental activities, moments, and 

alternatives that promote coexistence between em-

ployees and the entity (Brum, 1998). 

 

Brief historical evolution of the Hotels Industry in 

João Pessoa - Paraíba  
 

The hotel industry in João Pessoa is relatively recent in 

relation to the history of the city itself. João Pessoa was 

founded in 1585, and for nearly three hundred years, it 

welcomed visitors in small, even improvised ways, in 

family houses with low conditions of hygiene and hos-

pitality (Leal, 2001). The first hotels of the city appeared 

between the end of the nineteenth century and the 

beginning of the twentieth century, located at what is 

now the Praça Álvaro Machado, with the growth of 

local commerce and the consequent increased move-

ment through the Port of Capim. The first headquarters 

of the Central Hotel, and then the Luso-Brasileiro Hotel 

were built at this site, enterprises that started a new era 

of professionalization of the city's hotel industry, in 

which accommodation was no longer provided in an 

ad hoc, informal way (Almeida, Brambilla & Vanzella, 

2016). In this context, the Port of Cabedelo was built in 

1929, during the government of the state president 

João Pessoa Cavalcanti, with the activities of the Port of 

Capim do Varadouro being transferred to the neigh-

boring region of Cabedelo, leaving only trade by land 

in Praça Álvaro Machado , which would become the 

embarkation and disembarkation point for buses head-

ing to the interior of the state in the decades that fol-

lowed. As a result, the hotels in the region started to 

decline, with many becoming models motels (Leal, 

2001). Due of its prime location, in front of the Great 

Western train station, Praça Álvaro Machado was very 

visible for the hotel industry at the time. According to 

Vanzella and Brambilla (2022, p. 26), "the first record of 

a hotel establishment in this public square, dates back 

to 1895, and important establishments followed, in-

cluding the Central Hotel, which, in 1912, was the first 

hotel in the city to have electric lighting, sanitary facili-

ties with crockery, and a first-rate kitchen".  

The Hotel Globo, was the best establishment in the 

capital of Paraiba, with twenty-one rooms and com-

fortable accommodation for single guests and families. 

It also had an exquisite formal dining room, where 

banquets were served, and a terrace for meals. There 

were electrical and water facilities in all the rooms, as 

well as a telephone n.69 and postal box n.29 for the 

use of its guests (Vanzella & Brambilla, 2022). The Ho-

tel Globo would survive for a few years after being re-

located to its founder’s house, where the current head-

quarters is still located today, but its functions as an 

accommodation establishment would be rendered ob-

solete by the passage of time. President João Pessoa 

made another significant contribution to the city's ho-

tel history with the construction of the Parahyba Palace 

Hotel, located at the public square known as  Ponto de 

cem réis, seeking to meet the demand for new luxury 

hotels following the decadence of the hotels in the 

lower city. The hotel was opened in 1933, and quickly 

became a meeting point for the high society of the city 

(Leal, 2001). According to Almeida, Brambilla and Van-

zella (2016, p.41), "the Parahyba Palace reached its 

peak of popularity in the 1940s, when it hosted every-
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one from military personnel during the war to promi-

nent names in Brazilian music". But by the end of the 

1960s, the hotels in the downtown area were already in 

decline, and there was not enough accommodation for 

visitors, who were once again, had to rely on family 

homes for extra beds. Governor João Agripino and ar-

chitect Sérgio Bernardes therefore conceived the  Hotel 

Tambaú project, a modern hotel built on the shores of 

Tambaú beach, at that time, a distant and deserted 

beach in a region that was little explored by the popu-

lation. This hotel, besides resulting in the expansion of 

the capital from the river to the sea, also revolutionized 

the city's tourist occupation, which from then on, was 

focused on the beach area rather than the city center. 

The Tambaú hotel boosted the development of the 

region, stimulating other hotel enterprises to establish 

themselves in the area (Almeida, Brambilla & Vanzella, 

2016). The project to build the Cabo Branco Tourist 

Pole, an area mapped out with several large hotel de-

velopments in the Jacarapé region, in the southern 

zone of the capital, was resumed in 2013, during the 

Governor Ricardo Coutinho administration. The project 

started with the construction of the João Pessoa Con-

vention Center, which put the city on the map for ma-

jor events and international conventions. As the desig-

nated area of the project includes a strip of coastline 

aimed at economic interest, as well as a territorial ex-

tension of Atlantic Forest and related ecosystems, and 

cliffs and beaches, it is a privileged space with great 

scenic and ecological value (Moura & Garcia, 2009). 

 

METODOLOGY 
 

To begin this study, bibliographic research was carried 

out to obtain more knowledge about the subject and 

to ground the article. In terms of purposes, the chosen 

criterion was considered, in terms of purposes, explora-

tory and descriptive research, through a case study. 

The approach was both qualitative and quantitative, 

with an interview with the manager of the hotel under 

study and an analysis of the answers obtained from the 

employee questionnaire. The interview was of the 

structured variety, which means the researcher used a 

script with predetermined questions (Marconi & Laka-

tos, 2006). A questionnaire was also applied to the ho-

tel employees, with open and closed questions, 

through Google Forms. This format was chosen to pro-

vide employees with anonymity and thus allow them to 

answer without fear. In view of this fact, it is worth not-

ing that the hotel enterprise that was the object of this 

research is a hotel and apartment management com-

pany founded in 2002 by a group of businessmen in 

the construction industry, who intended to manage 

their own enterprises. Nowadays, the institution is spe-

cialized in the administration, marketing, and manage-

ment of hotels and apartments throughout the coun-

try, with hotels in several regions of Paraíba, working 

with a network of hotels to meet the various profiles of 

travelers at various prices, ranging from the most luxu-

rious to the most economical. The chosen hotel was 

recently built, with corporate guests as its target public, 

and is the first hotel in the Northeast to offer integrat-

ed coworking. It is located in the city of João Pessoa - 

PB. The accommodation includes apartments, a restau-

rant, a rooftop area, a leisure area, and coworking 

meeting rooms. Its business organization is comprised 

of the governance, reception, maintenance, and food 

and beverages sectors. The fictitious name of Maré 

Hotéis was used in this work to protect the confidenti-

ality of the company studied. The data collection phase 

took place between March and July 2022. The search 

for a hotel that performed marketing and carried out a 

commercially recognized work in accommodation area, 

in light of its function of dissemination of Endomarket-

ing practices, guided the selection of the object of 

study. 

 

PRESENTATION AND DISCUSSION OF 

THE RESULTS 
 

For a better understanding, the results obtained are 

presented in two parts: In this stage of the work, the 

analyses carried out through the online questionnaire 

applied for hotel employees are presented, which ex-

press the result of the Endomarketing that is currently 

in place as part of the employees’ working routines. 

The questionnaire contained 26 questions about the 

topic under consideration. Currently, the staff of the 

hotel subject of the research has twenty employees, 

and a questionnaire response rate of 94% was ob-

tained. The respondents were women and men, aged 

from 18 to 65 years old, having worked for the compa-

ny for between 3 months and 2 years.  

For better visualization, the results are presented in 

tables and graphs, based on the responses given by 

the employees of the Maré Hotéis hotel chain.  

Maré Hotéis presents the following sectors: Food and 

Beverage, which is responsible for restaurant service 

planning, organization, and management; Reception, 

which is in charge of guest service, check-in and check-

out, and assisting in recommending tours, transfers, 

restaurants, bars, and so on; Maintenance, responsible 

for keeping the facilities, furniture, and utensils in good 

working order; and Housekeeping, responsible 

for  cleaning the rooms, changing the linen, cleaning, 

checking the minibar consumption and organizing the 

hotel's common areas. The table below shows the total 

number of employees and the number of respondents 

per sector:  
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The teams in the sectors performed in the hotel indus-

try are represented in Table 3 above. The Food and 

Beverage sector 7 employees (the highest of all the 

sectors), 6 of whom responded to the survey. The Re-

ception sector had 6 employees, with 5 responding to 

the questionnaire. The maintenance sector had 1 em-

ployee, who contributed to the survey. The Governance 

sector had the highest number of employees, 7 in total, 

with 4 people responding to the questionnaire. 

Sim – Yes 

Não - No 

 

In relation to the question of whether the hotel has a 

reward program, 93% of the respondents stated that 

there was no reward program to increase employee 

motivation and productivity. Those who stated that 

there was a reward program (7%), were unable to say 

what the program was, which may indicate the most 

evident result of the lack of a reward program for em-

ployees at the accommodation establishment. The ab-

sence of a reward program can adversely affect emplo-

yee performance, as they may feel demotivated due to 

the lack of incentives and recognition.  

 

 

Ótima – Excellent 

Boa – Good 

Regular - Average 

 

Figure 2 shows that according to the respondents, 

communication with their superiors ranged from good 

to excellent (87%), which is fundamental, and corrobo-

rates the premises presented by Bekin (2004), when 

considering communication as one of the fundamental 

aspects for a good working environment at any level of 

endomarketing, and by Brum (2010), who highlights 

communication as a key tool for the satisfactory deve-

lopment of the internal environment and, conse-

quently, for the successful service of external custo-

mers, in this case, the guests of the hotel surveyed. 

Ótima – Excellent 

Boa – Good 

Regular - Average 

 

The relationship among employees was evaluated as 

satisfactory, with 50% considering it good and 44% 

excellent. Thus, it is concluded that employees are sa-

tisfied with their working relationships. Therefore, it is 

understood that there is a collaborative environment, 

Table 3: Proportion of employees and respondents 

working at Maré Hotéis  

Sector 
Number of 
employees 

Number of respon-
dents 

Housekeeping 7 4 

Reception 6 5 

Food and Beverages 6 6 

Maintenance 1 1 

Source: Own authorship (2022)  

Figure 1 – Whether the company has a reward pro-

gram 

Source: Own authorship (2022) 

Figure 2 – Corporate communication in the company  

Source: Own authorship (2022)  

Figure 3 – Professional relationship with Other employ-

ees 

Source: Own authorship (2022) 
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since no respondent considered the relationship to be 

poor. This has a direct effect on the results of the hotel 

because, as previously stated, the more satisfactory this 

environment is, the greater the chances and possibili-

ties of successfully meeting the needs and desires of 

customers.  

Ótima – Excellent 

Boa – Good 

Regular - Average 

Ruim – Poor 

 

In terms of working conditions, the majority of respon-

dents (56%) reported them to be satisfactory; however, 

it is important to point out that 44% rated their wor-

king conditions as regular or poor, indicating a need 

for more attention on the part of the managers of Ma-

ré Hotéis.  

When asked why they rated the working conditions as 

good or excellent, the main reasons given were: good 

equipment; clear and adequate procedures, excellent 

team; and the company provides the structure and ma-

terials needed to develop the job. As for those who 

rated the working conditions as average or poor, the 

most frequently mentioned items were low wages, lack 

of tools, equipment, and uniforms; lack of a proper 

place for employees to rest; lack of work uniforms at 

times, and the poor quality of the products that make 

up the work uniforms. As a result, there may be a gap 

in a group of respondents who require more attention 

from the company in the sectors of the hotel house-

keeping and Food and Beverage, considering that the 

other sectors are satisfied with the working conditions. 

These negative factors indicate areas where Maré Ho-

téis should invest, to improve the development of wor-

king conditions for the employees, since these factors 

are fundamental for employee satisfaction and for pro-

viding full service to guests, as explained by Bekin 

(2004), when discussing motivation tools. Poor working 

conditions, even in a specific sector, can have a negati-

ve impact on the hotel as a whole, ultimately affecting 

the quality of the services provided by Maré Hotéis. 

Muito realizado – Very fulfilled 

Realizado – Fulfilled 

Mai sou menos realizado – fairly fulfilled 

Pouco realizado – not very fulfilled 

 

Figure 5 shows that most employees (69%) consider 

themselves to be very fulfilled professionally, while the 

other portion of respondents (31%) consider themsel-

ves to be only fairly fulfilled, or not very fulfilled. This 

requires a careful analysis by managers, as they emplo-

yees need to feel they are a fundamental part of the 

company and in particular, that they show pride in 

being part of the company, considered as an important 

member and not merely as an employee (Silveira & 

Tófani, 2007).  

Muito reconhecido – very well recognized 

Reconhecido - Recognized 

Mais ou menos reconhecido – Fairly well recognized 

Não reconhecido – Not recognized 

 

 

Figure 4 – Working conditions of the employees 

Source: Own authorship (2022)  

Figure 5 – Professional fulfillment of the employees 

Source: Own authorship (2022)  

Figure 6 – Recognition for work performance 

Source: Own authorship (2022)  
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When asked about recognition at work by managers, 

53% believe they are recognized, however, 47% believe 

they are only fairly well recognized, or that they receive 

no recognition for the work they do, as shown in figure 

6 (above). This question needs to be carefully analyzed 

by the managers of Maré Hotéis, since recognition is a 

primordial factor for the employees to continue con-

tributing positively to the company’s success. This dis-

satisfaction may be related to the absence of reward 

programs (figure 1) and professional achievement 

(figure 5), because as Robbins (2005) explains, one of 

the most motivating elements is the employee recog-

nition program.  

Muito motivado – Very motivated 

Motivado – Motivated 

Mai sou menos motivado – Fairly motivated 

Pouco motivado – Not very motivated 

Não motivado – Not motivated 

 

Figure 7 shows that the vast majority of employees 

(75%) consider themselves motivated, which is a posi-

tive indicator, as this is one of the main keys to the 

success of the company’s internal marketing to em-

ployees and to the external customer. We emphasize 

that despite these positive results, the administrators of 

Maré Hotels should evaluate this aspect on a regular 

basis, taking into account the dissatisfaction expressed 

by a representative portion of respondents regarding 

the relationship programs (Figure 1), working condi-

tions (Figure 4), and work recognition  (Figure 6), which 

may, in the long run, undermine this motivation. Work-

ers’ primary motivators include job stability, interper-

sonal relationships, leadership from above, and salary, 

with a major focus on corporate communication. This 

indicates the importance of effective communication, 

with the ability to improve the results of the hotel and 

engage the workers.  

 

 

Sim – Yes 

Não – No 

Às vezes  Sometimes 

 

Figure 8 shows that 50% of the respondents stated 

there is no training or professional qualification offered 

in the organization, while 50% said that there is train-

ing and qualification. According to Nascimento, Bram-

billa, and Vanzella (2018), training begins with a vision 

of education and development, based on the assump-

tion that training is given according to organizational 

shortcomings. Because training is the learning process 

that ensures employees are increasingly efficient and 

proactive, hotel managers must exercise caution and 

reflection in this area. The company must view this 

strategy as a long-term investment.  

Muito valorizado – Highly valued 

Valorizado – Valued 

Mai sou menos valorizado – Fairly well valued 

Pouco valorizado – hardly valued 

Não valorizado -  Not valued 

Figure 7 – Verification of work motivation for employ-

ees 

Source: Own authorship (2022)  

Figure 8 – The training and qualification that exist in 

the company  

Source: Own authorship (2022)  

Figure 9 – Professional value in the organization 

Source: Own authorship (2022)  
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Figure 9 shows that 50% of the respondents consid-

ered themselves to be valued as professionals. There-

fore, the appreciation and respect offered to employ-

ees makes them instruments of connection of the ser-

vices offered, as they are the ones who make the link 

between customers and the company, and apprecia-

tion for the employees causes them to remain with the 

organization for longer. However, once again, attention 

is drawn to the total of 50% of respondents who work 

in different sectors (food and beverage and hotel 

housekeeping), who do not feel satisfied in this aspect, 

with responses ranging from fairly well valued (25%), to 

hardly valued (6%) and not valued (19%). As Martins 

(2009) explains, the commitment to connect employees 

with the causes and objectives of the company is ob-

tained through their appreciation and satisfaction for 

being part of the company. Thus, a representative per-

centage of dissatisfaction can seriously impact this ad-

herence to the objectives of Maré Hotels.  

The second part of the analysis includes an interview 

with the general manager of the hotel, which was held 

on April 25, 2022, using a structured interview script 

that included 12 questions about his perception of En-

domarketing at Maré Hotels. The general manager has 

worked in the hotel and apartment administration 

company for 14 years, and has vast experience of con-

tributions in the other hotels owned by the chain, in 

Paraíba region. As a result, he was promoted, receiving 

professional recognition by the company, bearing in 

mind that, as stated by Martins (2009), employees who 

are motivated and receive recognition perform their 

activities more effectively, due to the structure of the 

work environment and the organizational culture, re-

sulting in higher performance which in turn, benefits 

the customer. 

His main responsibilities at the company include: ad-

ministrative and bureaucratic support; customer service 

support; team training and development; conflict man-

agement and monitoring inventory, processes and in-

ternal procedures. The interviewee, who has a bache-

lor’s degree in Hotel Management, was involved in the 

planning and implementation of the hotel under con-

sideration and is familiar with all of the sectors and 

services provided by Maré Hotels.  

When asked about employee recognition practices 

when the company’s goal is met, the general manager 

stated: “The company has set a financial goal, and 

when this is reached, a  monetary percentage is paid to 

each employee. We also have the best employees of 

each sector; these employees are given an extra day off 

and usually a little party is held along with the birth-

days of the month, when we announce the best em-

ployee of the month, and we give them some gift, the 

recognition goes to a photo presenting the result, so 

the company knows that that this person is best em-

ployee. This also counts towards the professional de-

velopment and the possibility of a promotion. So we 

see how many times a particular person won best em-

ployee during the year, we do all the follow-up, be-

cause he doesn’t get best employee for reaching a tar-

get, he is best employee because we have a monthly 

climate survey for each employee, that he has to reach 

that goal, so the employee who gets the highest score 

in each sector ends up being best employee”. Thus, as 

shown in figure 6 and by the authors Robbins (2005) 

and Cerqueira (2005) there are several endomarketing 

strategies used by the manager such as recognition, 

motivation and communication, which are instruments 

applied at the organizational level to obtain business 

success.  

Regarding the manager’s role in motivating the team, 

the interviewee believes that "the manager is the main 

motivator for the team; he must set an example and 

must always be monitoring in real time. As I usually 

say, there’s no point setting a goal and then expecting 

the employee to immediately achieve it. The manager 

must monitor this on a daily basis, the hotel's monthly 

financial target is divided up per day, so it's one day at 

a time, we try to reach the target daily, if we don't, we 

end up lowing, so we encourage and motivate the 

team to do it". In light of this, we can see what is pro-

posed by Brum (2005); that a good leader can contrib-

ute to motivation through monitoring, moral support, 

and the dissemination of a high level of information. 

Showing the value for the worker and building his or 

her daily motivation. And yet, as Queiroz, Brambilla, 

and Vanzella (2015) explain, the managers are respon-

sible for the development of their teams.  

In the question about the existence of training/

qualification programs for the hotel’s employees, the 

general manager responds: "Yes, the PNQ (Quality Pro-

gram) is applied to each employee as soon as they are 

hired; first they receive an induction at the headquar-

ters, with HR (Human Resources). This helps them to 

become acquainted with all the hotels, the managers, 

the directors, which sectors to address, and all the 

norms and conducts of the company. So there’s that 

first step, then the next step is to apply the PNQ in 

processes related to his work...” This question reveals a 

contradiction in relation to figure 8, where 50% of em-

ployees stated that they had not received proper train-

ing to perform in their positions. According to Holland, 

Sheehan, and De Cieri (2007), the proposal of opportu-

nities and incentives for training and development are 

factors in employees' decision not to leave the compa-

ny.  

When asked if there is a practice of listening to the 

employees so that they can give their ideas, sugges-

tions and improvements to the hotel, the manager 

said: "We have an internal quality program. The PNQ 

contains all of the processes that adhere to the compa-

ny's guidelines, as well as the operation. Each year, we 

conduct a review, and as part of that review, we hold a 

meeting with all of the receptionists, housekeepers, 



 50 

Brambilla A., Santos E. A. L. D. (2022). Endomarketing as a tool for excellence: A case study of a hotel in João Pessoa – PB. Applied 
Tourism 7(3), 40-51. 

Applied Tourism  
ISSN: 2448-3524  
https://siaiap32.univali.br/seer/index.php/ijth/index 

and operators from each sector to see  where we can 

improve.” As shown in figure 2, the communication 

process between managers and their subordinates is 

satisfactory, and, according to Brum (1998), it is the 

resources that make internal communication processes 

effective. The instruments can be shared through inter-

nal communication channels as well as through inte-

gration, i.e. environmental actions, moments, and alter-

natives that promote coexistence between employees 

and the company.  

 

FINAL CONSIDERATIONS 
 

Currently, in the age of information and services, suc-

cess of winning the loyalty of external customers is di-

rectly associated with the company’s vision concerning 

its employees. Endomarketing, as presented in this 

study is a method of developing the employee as a 

professional and as a person, as well as a method of 

driving the company as a whole to assertive and signif-

icant results. The human being must be heard, respect-

ed, and given proper space to contribute and partici-

pate in the structuring of their work activities, because 

quality of life, both inside and outside the workplace is 

a basic human right.  

At the hotel studied, it was noticed that despite being a 

recognized and stable company, there are some as-

pects that can be improved, such as: defining training 

methods for professional development; setting up a 

rewards program, listening to employees complaints 

about the low salaries offered by the company; creat-

ing a rest area for employees, to ensure better working 

condition during breaks, and promoting interaction 

among employees. Finally, it was identified that the 

hotel needs to acquire new suppliers for the purchases 

of outfits, uniforms, and utensils.  

In the organization studied, it was also understood that 

the employees are satisfied in terms of business com-

munication and recognition, and they feel satisfied with 

the interpersonal relationship among co-workers.  

Thus, hotel managers must constantly reflect on the 

application of Endomarketing.  It is suggested that this 

study be carried out in other hotels of the chain locat-

ed in the state of Paraíba, in order to learn about the 

needs and difficulties that the collaborators face on a 

daily basis, with the intention of creating a stronger 

business bond in order to achieve mutual benefits.  
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