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Abstract 
 
This study examines the relationship between endomarketing strategies and employee commitment in 
small and medium-sized enterprises (SMEs) of the Ceres Owners Association in Vitarte-Lima. Using a 
quantitative, descriptive, and correlational approach, an extensive literature review was conducted to 
establish a theoretical foundation, supplemented by empirical data collected through surveys of 298 
workers, selected via stratified random sampling from a total population of 1,320 employees. The 
measurement tool consisted of a validated questionnaire that assessed the variables of endomarketing 
and organizational commitment. The results show that endomarketing strategies, including 
participatory decision-making, flexible work environments, and continuous training, significantly 
influence employees' commitment levels. Additionally, statistical analysis reveals positive correlations 
between endomarketing practices and job satisfaction, affective commitment, and organizational 
loyalty. The research emphasizes the importance of implementing specific actions that strengthen 
internal communication, foster motivating environments, and develop ongoing training programs to 
improve employee engagement and performance. In conclusion, the study contributes to understanding 
how endomarketing strategies impact work commitment, offering practical recommendations aimed at 
optimizing talent management in similar contexts and thereby enhancing the competitiveness and 
sustainability of small and medium-sized organizations in emerging markets. 
 
Keywords: Endomarketing, engagement, business competitiveness and organizational performance. 
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Introduction  

 
In a constantly evolving business world, the role 
of collaborators within an organization has 
become an essential factor for the success and 
sustainability of any institution. The ability of a 
company or entity to keep its team engaged, 
motivated, and connected to the values and 
objectives of the organization has become a 
primary challenge in the pursuit of 
organizational excellence. In this context, the 
concept of "endomarketing" arises, a strategy 
that seeks to captivate external consumers and 
focuses on cultivating the satisfaction and 
commitment of internal collaborators (Araque et 
al., 2017; Reis et al., 2018). 
 
In an environment where talent retention and 
stimulating employee productivity are essential 
for organizational success, it is recognized that 
human resources represent the company's most 
valuable intangible asset. Likewise, the 
importance of guaranteeing that work improves 
employees' quality of work life, promoting their 
satisfaction, and developing skills is highlighted 
(Garrido et al., 2011). Maintaining employees' 
motivation is a determining factor in achieving 
business objectives (Payares et al., 2020). Lack of 
engagement can result in decreased productivity 
and high employee turnover rates, ultimately 
negatively impacting business competitiveness 
and continuity (Salas, 2021).Therefore, it is 
essential to retain the personnel who have been 
trained and developed by the organization itself, 
as their experience and alignment with the 
company’s culture add significant value to long-
term performance. 
 
In the context of SMEs in Lima, this problem 
becomes more accentuated. These companies 
face additional obstacles to managing employee 
engagement due to their size and limited 
resources, such as resource scarcity, lack of 
training, lack of effective human resource 
management policies and practices, as well as 
challenges in culture and communication that 
complicate the task of managing employee 
commitment (Qiu et al., 2022). According to 
Dlačić et al. (2018), it is observed that the lack of 
resources, the absence of support, a work 
environment that does not promote the physical, 
emotional, and interpersonal well-being of 
employees, and the limited application of 
personnel management strategies can have a 
negative impact on collaborators’ commitment. 
Accordingly, decreased engagement among 
employees may manifest when they experience 

low social interaction in the work environment, 
have limited autonomy in decision-making, and 
perceive their work as unimportant. As a result, 
if employees feel disconnected, they are likely to 
withdraw cognitively and emotionally, which 
could lead to increased employee turnover, 
counterproductive behaviors, and 
disengagement in the workplace (Črnjar et al., 
2020). The lack of effective endomarketing 
approaches can also lead to a low level of 
engagement, directly affecting talent retention 
and significantly impacting the ability of SMEs to 
compete in the market, achieve their objectives, 
and maintain a competitive position (Galvis & 
Marin, 2020). 
 
Given this situation, the following research 
question arises: What is the influence between 
Endomarketing and the Engagement of the 
collaborators of the SMEs in the Ceres Owners 
Association, Vitarte-Lima, 2023? Therefore, this 
research aims to analyze to what extent 
Endomarketing influences the Engagement of 
collaborators in the SMEs of Ceres Mega Plaza 
Owners Association, Vitarte-Lima. The 
importance of this study lies in the fact that 
obtaining solid results will provide SMEs with the 
necessary security to adopt endomarketing 
strategies with confidence. This, in turn, will 
significantly improve organizational 
commitment, job satisfaction, and employee 
productivity, which will contribute to these 
organizations' sustainable growth and success. 

 
Literature Review  

 
Endomarketing 

 
Given the intense competition in the business 
environment, companies are looking for 
competitive options to stand out in an 
increasingly contested market. It has been 
observed that many organizations have 
recognized the imperative need to focus their 
efforts on internal customer satisfaction and 
commitment, considering it a fundamental 
requirement to effectively reach external 
customers (Reis et al., 2018). In this context, 
endomarketing arises, which defines strategic 
marketing practices aimed at internal personnel 
to improve collaborators' satisfaction, 
motivation, and loyalty, positively impacting the 
perception and experience of external customers 
(Payares et al., 2020). The initial idea of internal 
marketing originated in service management, 
viewing collaborators as internal customers, that 
is, as the clientele within the organization itself 
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(Črnjar et al., 2020). From this perspective, 
employees' physical and mental effort and 
dedication are conceived as the price they pay for 
their work, comparable to the product the 
organization offers them. In addition, internal 
marketing actions are considered promotional 
strategies (De Bruin et al., 2015). According to 
Qiu et al. (2022), internal marketing is a 
management philosophy that treats employees 
as internal customers and designs jobs as 
products to satisfy and motivate employees to 
provide high-quality service, which can lead to 
more significant commitment, productivity, 
labor satisfaction, and profitability for the 
company.  
 
For Arıkan & Öztührk (2022), internal marketing 
is considered an effective tool to improve service 
quality, corporate identity formation, 
competitiveness, job satisfaction, organizational 
commitment, organizational citizenship, and 
customer satisfaction. Sohail and Jang (2017) 
indicated that internal marketing uses marketing 
principles and practices to motivate employees, 
focusing on cultivating a work environment that 
meets their needs and supports the efficient 
execution of business strategies, intending to 
strengthen the organizational relationship with 
collaborators, which positively impact customer 
satisfaction and improve business performance. 
Indeed, according to the research by Arıkan & 
Öztürk (2022) and Rodrigues et al. (2023), 
internal marketing aims to improve service 
quality and customer satisfaction by focusing on 
employee satisfaction and commitment. Internal 
marketing practices drive customer satisfaction 
(Kadic et al., 2018), an especially crucial aspect of 
business (Črnjar et al., 2020). 
 
Dimensions of Endomarketing           

 
There is disagreement between authors 
regarding the dimensions included in internal 
marketing, amplifying the diversity of definitions 
in this field. Following Bohnenberger (2005), 
internal marketing in organizations is based on 
implementing actions in four essential 
dimensions: development, employee hiring, job 
adaptation, and internal communication. The 
development dimension focuses on actions 
related to training and skills development, 
customer orientation, and the acquisition of new 
knowledge by employees. In other words, it is 
about empowering employees and encouraging 
their professional growth, which improves the 
organization's performance. Organizations must 

have suitable personnel to carry out the assigned 
tasks, adapt to the organizational culture, and 
contribute to its strengthening. 
 
Additionally, it is essential to recognize 
employees' work and achievements fairly, 
motivating their engagement and retention in the 
company. These aspects are addressed in the 
employee hiring dimension, where the 
recruitment, selection, and hiring processes must 
be efficient and focused on finding the right 
personnel (Zegarra, 2014). On the other hand, 
the dimension of job fit involves the 
organization's actions to align each employee's 
motivations and abilities with the functions and 
roles they perform. This includes empowering 
them in their positions and formally or 
informally recognizing their achievements and 
contributions. This dimension is crucial to 
employee satisfaction and commitment 
(Bohnenberger, 2005; Zegarra, 2014). Finally, 
internal communication refers to the 
organization's actions to share relevant 
information with collaborators at all levels. This 
information covers aspects related to 
organizational objectives and goals, results 
achieved, values, and corporate culture, as well 
as changes that may occur both internally and 
externally.  
 
Effective internal communication is essential to 
keep all organization members informed and 
aligned with common objectives (Bohnenberger, 
2005; Zegarra, 2014). In their research, Akroush 
et al. (2013) identified that internal marketing 
involves dimensions such as staff motivation, 
recruitment, internal communication, training, 
staff retention, and job security. They concluded 
that hiring, training, and internal communication 
have a significant positive impact on staff 
motivation, which, in turn, directly affects job 
security and staff retention. Various additional 
studies (Braimah, 2016; Tsai and Tang, 2008; 
Ching and Hsin, 2007) suggest supplementary 
dimensions of internal marketing, such as 
identification, attraction, and development. 

 
Artificial Intelligence in Endomarketing        
 
Artificial intelligence (AI) has become a strategic 
resource for strengthening endomarketing 
within organizations. Its ability to analyze large 
volumes of data enables the personalization of 
the employee experience, the optimization of 
internal communication, and the adaptation of 
professional development programs to 
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individual needs (Shanmugam et al., 2023). 
Additionally, AI facilitates the automation of 
administrative processes, emotional analysis of 
the work environment, and continuous feedback 
collection, contributing to a deeper 
understanding of the internal context (Uribe, 
2021; Silva et al., 2022; Mackay et al., 2023). On 
the other hand, AI plays a crucial role in the 
profiling and selection of talents, allowing 
profiles to be analyzed in real-time, offering 
objective suggestions, carrying out continuous 
tests throughout a person's working life, 
evaluating through simulations of real situations, 
and storing information to identify development 
opportunities (Uribe, 2021). Together, these 
capabilities provide deeper, more personalized 
candidate assessment, making it easier for 
companies to identify and select high-impact 
talent efficiently. At the same time, integrating AI 
and endomarketing promotes more satisfactory 
and productive work environments, thus 
boosting employee commitment and loyalty 
toward the organization (Delgado, 2021; 
Montenegro, 2020). 
 
Engagement 
 
Engagement, also known as commitment, in the 
workplace implies individuals' deep connection 
and active participation in their responsibilities 
and organizational goals, playing a crucial role in 
achieving success and job satisfaction.   
 
According to Meyer and Alien (1991), 
organizational commitment is a state of 
psychological well-being that reflects the 
individual's connection and identification with 
the organization, thus influencing the decision to 
continue or leave it.  
 
According to Heredia and Sullca (2022), 
employee commitment's importance in business 
management is defined as the level of emotional 
and intellectual connection that employees 
maintain with their work responsibilities and the 
organization to which they belong. 
Organizational commitment refers to the 
conviction and recognition of employees 
regarding the organization's objectives and 
values, showing their willingness to make full 
efforts in favor of it (Ismail and Sheriff, 2017). For 
Bosch et al. (2021), it is employees' commitment 
to the organization and the work itself. In 
addition, Treviño and López (2022) highlight 
that sustainable employee engagement is based 
on three fundamental elements: the willingness 
of employees to dedicate additional efforts to 
their jobs, the provision of tools, resources, and 

support, and the creation of a work environment 
that effectively supports physical, emotional, and 
interpersonal well-being. 
 
Dimensions of Engagement        
 
The evaluation of Engagement is based on the 
framework outlined by Agurto et al. (2020) and 
Schaufeli and Salanova (2007), who highlight the 
three key dimensions:  
 
First. Vigor                               
 
This dimension is characterized by high energy 
levels and the employee's ability to recover 
mentally during work. It manifests through a 
willingness to invest more effort, even in adverse 
situations, demonstrating notable resilience and 
enthusiasm. 
 
Second. Dedication                     
 
In this dimension, the strong involvement of the 
worker in their work is observed. It is manifested 
through a deep sense of identification, 
motivation, enthusiasm, pride, and the constant 
desire to face the challenges associated with the 
activity carried out. This commitment goes 
beyond routine tasks and reflects a meaningful 
connection to the work. 
 
Third. Absorption                        
 
This dimension is experienced when the 
employee is wholly immersed in the task being 
performed, achieving a feeling of flow in which 
time seems to pass quickly. This total immersion 
generates significant enjoyment for the worker, 
which, in turn, increases their desire to remain 
with the organization. Absorption reflects a state 
of concentration and deep commitment to the 
work, creating a rewarding experience.  
 
The dimensions of work engagement, which 
include vigor, dedication, and total absorption in 
work, offer a comprehensive view of the work 
experience. This multidimensional approach is 
crucial to developing effective talent 
management strategies and promoting well-
being in the work environment. 
 
AI as a Driving Factor for Engagement    
 
Artificial Intelligence (AI) stands out as a catalyst 
for work engagement by transforming 
interaction dynamics between companies and 
their employees. By freeing workers from 
repetitive tasks, AI allows them to focus on 
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strategic aspects such as campaign 
personalization, content optimization, and email 
campaign management (Shanmugam et al., 
2023). In fact, according to Benitez (2020), AI 
acts as a personal mentor, providing 
personalized guidance for career development.  
 
In addition, it optimizes workflows, encourages 
collaboration, and creates an intelligent work 
environment tailored to individual needs. 
Motivation and productivity flourish in this 
context, driving individual and collective success. 
It is important to highlight that AI is not intended 
to replace workers but to complement and 
enhance their skills, allowing them to achieve 
higher levels of satisfaction and work fulfillment 
(López and Peña, 2023). Despite the apparent 
benefits, AI may also raise employee concerns 
about potential technological replacements, 
underscoring the need to address these 
challenges to maximize the benefits of workplace 
engagement with AI (Román, 2024). 
 
Methodology  
 
Organizations, regardless of their size, age, or 
sector, are currently faced with the continuous 
challenge of improving their endomarketing 
strategies to respond effectively to the changing 
needs of their collaborators. In particular, SMEs 
strive to align organizational goals with the 
activities of their teams (Freije et al., 2022). To 
achieve this, they seek to develop competitive 
strategies based on endomarketing, as 
highlighted in research by Almaslukh et al. 
(2022). These strategies aim to improve the work 
environment and enhance the satisfaction of 
internal and external customers. 
 
Given the need to thoroughly address the specific 
scope of the research, we begin with an 
exhaustive review of the literature to establish a 
solid theoretical framework. State-of-the-art 
techniques will be used based on the specific 
variables of the study. The methodological choice 
is oriented towards a descriptive, quantitative, 
and correlational approach. The justification for 
the descriptive nature is based on collecting 
objective and observable data to describe the 
phenomenon under study accurately. 
Quantification will be done using tools designed 
to measure the variables identified in the 
questionnaire. Furthermore, a correlational 
approach is adopted to analyze and describe the 
statistical relationships between the 
Endomarketing and Engagement variables. This 

approach will facilitate a deeper understanding 
of the essence of the reason for the study, 
supported by the literature (Hernández et al., 
2014). 
 
The population of interest includes a total of 
1,320 workers belonging to the SMEs affiliated 
with the Ceres Owners Association. A stratified 
random sampling technique will be employed to 
select the sample of 298 employees. This 
technique ensures that subgroups, such as those 
working in different sectors (footwear, textile, 
commerce, and services, among others), are 
proportionally represented in the sample. The 
selected sample will have a confidence level of 
95% and a margin of error of 5%. It is important 
to note that owners of SMEs from the Ceres 
Owners Association, Vitarte-Lima, will be 
excluded from the sample. 
 
Data Collection  
 
A survey plan was designed for the collaborators 
of the Ceres Owners Association, who were 
surveyed with their prior consent accepted in 
September. The measurement instrument was 
printed and each participant was surveyed for 20 
minutes. In addition, information was collected 
from articles registered in scientific databases 
such as Scopus and published in the highest 
quartiles Q1, Q2, Q3 and Q4 that provided 
scientific information for the research. 
 
Instrument  
 
The tool used for endomarketing is the one of 
Bohnenberger (2005), which considers 25 items. 
The items use a Likert-type format with 5 
response points where 1 represents strongly 
disagree and 5 strongly agree. Cronbach's alpha 
is 0.840. Moreover, for engagement, the 
instrument (Schaufeli and Salanova, 2007) 
considers 19 items and uses the 5-point Likert-
type scale where 1 represents strongly disagree, 
and 5 represents strongly agree. Cronbach's 
alpha for the reliability of this instrument is 
0.899.  
 
 
Statistically, the “R” software in version 4.3.1 was 
used for the study variables; the mean, standard 
deviation, skewness, and kurtosis were obtained, 
and, at the inferential level, the correlation tables 
and the regression coefficient were acquired, 
including the results of the assumptions of 
heteroskedasticity and autocorrelation of errors.  
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Results  

 
Table 1 shows that the skewness and kurtosis 
scores of the variables are within the range of +/-
2, indicating a normal distribution of the data. 
Regarding Endomarketing, the mean of 91.19 
suggests a high general level, with a symmetrical 

distribution (skewness of -0.39) and moderately 
pointed (kurtosis of 0.24). Regarding 
engagement, the average of 72.58 indicates a 
high level, with a symmetrical distribution 
(asymmetry of -0.36) and slightly flattened 
(kurtosis of -0.71). Consequently, parametric 
tests are used for the corresponding statistical 
analyses.

 
Table 1: Analysis of adjustment to the standard curve of the study variables 

 

Variables Mean Dev. Est. Skewness Kurtosis 

Endomarketing 91.19 13.58 -0.39 0.24 

Development  18.34 3.98 -0.27 -0.85 

Employee hiring 26.91 4.12 -1.06 2.69 

Work suitability 13.34 3.71 -0.04 -1.02 

Internal communication 32.6 4.9 -0.2 0.52 

Engagement 72.58 10.24 -0.36 -0.71 

Vigor 31.27 4.44 -0.44 1.39 

Dedication 19.39 3.33 -0.45 0.12 

Absorption 21.92 4.15 -0.26 -0.07 

 
Table 2 shows that there is a highly significant, 
positive, and robust correlation (R = 0.77, p < 
0.001) between Endomarketing and 
Engagement. Likewise, highly significant, 
positive, and robust correlations are observed 
between the Development dimensions and 
Engagement (R = 0.66; p < 0.001), Development 
and Vigor (R = 0.58; p < 0.001), Development and 
Dedication (R = 0.62; p < 0.001) and 
Development and Absorption (R = 0.51; p < 
0.001). Likewise, with the dimensions Employee 
Hiring and Engagement (R = 0.58; p < 0.001), 
Employee Hiring and Vigor (R = 0.50; p < 0.001), 
Employee Hiring and Dedication (R = 0.53; p < 
0.001) and Employee Hiring and Absorption (R = 
0.46; p < 0.001). Similarly, with the dimensions 
Work Fit and Engagement (R = 0.61; p < 0.001), 
Work Fit and Vigor (R = 0.48; p < 0.001), Work Fit 

and Dedication (R = 0.58; p < 0.001) and 
Suitability to work and Absorption (R = 0.53; p < 
0.001).  
 
Finally, with the dimensions of Internal 
Communication and Engagement (R = 0.64; p < 
0.001), Internal Communication and Vigor (R = 
0.59; p < 0.001), Internal Communication and 
Dedication (R = 0.53; p < 0.001) and Internal 
Communication and Absorption (R = 0.51; p < 
0.001). These findings indicate a consistent and 
substantial connection between the variables 
examined, supporting the importance of 
Endomarketing and other dimensions such as 
Development, Employee Hiring, Job Fit, and 
Internal Communication in promoting 
Engagement and its associated aspects in the 
work context.  

 
Table 2: Correlation Analysis between Endomarketing and Engagement 

 
The regression analysis, shown in Table 3, 
reveals a significant regression coefficient of 
0.58. This finding acquires statistical relevance 

due to the high t-value of 20.54 and the p-value < 
0.001, which suggests that the influence of 
Endomarketing on Engagement is highly robust 

 Engagement Vigor Dedication Absorption 

  R p R p R P R p 

Endomarketing 0.77 0.000 0.67 0.000 0.69 0.000 0.62 0.000 

Development  0.66 0.000 0.58 0.000 0.62 0.000 0.51 0.000 

Employee hiring 0.58 0.000 0.50 0.000 0.53 0.000 0.46 0.000 

Work suitability 0.61 0.000 0.48 0.000 0.58 0.000 0.53 0.000 

Internal Communication 0.64 0.000 0.59 0.000 0.53 0.000 0.51 0.000 
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and unlikely to be a product of chance. 
Furthermore, the standardized coefficient (β) of 
0.58 suggests a powerful positive influence 
between Endomarketing and Engagement. The 
coefficient of determination (R2) of 0.588 
highlights that approximately 58.8% of the 
variability in Engagement can be explained by 
the variations in Endomarketing. This 
substantially high value reveals a highly 
significant influence between these variables. In 
this context, it follows that, as the level of 

Endomarketing increases, a corresponding 
increase in Engagement is expected. These 
results highlight the crucial importance of 
Endomarketing in the organizational 
commitment of the collaborators of the SMEs of 
Vitarte-Lima. These results have substantial 
practical implications for SMEs in the area, 
suggesting that strengthening Endomarketing 
strategies could lead to notable improvements in 
the commitment of their collaborators. 

 
Table 3: Regression Analysis of Endomarketing on Engagement 

 

Predictor Intercept β t p R2 

Endomarketing 19.82 0.58 20.54 0.000 0.588 

 
Once the study is developed, it is summarized by 
highlighting the impact of the research, which 
offers a more detailed understanding of how 
endomarketing (internal marketing tactics 
aimed at employees) influences employee 
engagement.  

This study, focused on SMEs, provides evidence 
of the effectiveness of specific endomarketing 
strategies, such as internal communication, 
incentives, wellness programs, and 
organizational culture, in increasing employee 
engagement, a topic that has so far been less 
researched in this context. In turn, the key 
elements that reflect its scientific relevance are 
highlighted. 

Contribution to the Theory of Endomarketing 

This study is conducted within endomarketing, a 
growing marketing process that has been 
essential since companies need to create a 
positive work environment and promote 
employee loyalty and commitment. This 
manuscript expands the understanding of how 
internal marketing methods affect not only 
productivity but also employee engagement in 
the context of SMEs. The research will help delve 
deeper into the dimensions of endomarketing, 
relating specific practices (internal 
communication, motivation, organizational 
culture development, among others) to 
engagement levels in a particularly important 
market segment: SMEs. By studying this 
relationship, the study becomes the main source 
for enriching the theoretical framework of 
endomarketing, especially in the local and 
regional context of Lima. 

Contribution to SME Management 

The sustainability and competitiveness of SMEs 
are the result of their individual challenges. 
Employee engagement is a crucial factor in 
boosting productivity, reducing staff turnover, 
and resulting in greater profitability for 
organizations. The authors further explore how 
internal marketing can be a strategic tool for 
increasing employee engagement in SMEs, 
leading to greater operational efficiency, 
innovation, and organizational performance. 
Furthermore, this research has the potential to 
act as a practical guide for SME managers at the 
Ceres Mega Plaza Owners Association and other 
similar contexts, helping them implement 
effective internal marketing policies that foster 
closer relationships between the company and 
its employees. 

Applicability to the Latin American Context 

This research focuses on a particular area, Vitarte 
(Lima), and analyzes the sociocultural and 
economic factors that shape human capital 
management in Latin American societies. This 
approach not only complements the literature on 
human capital management in other regions but 
also emphasizes the details of labor and business 
markets in the area, making the manuscript 
applicable and beneficial to local entrepreneurs, 
consultants, and academics. 

Practical Implications for Organizations 

The scientific impact of this study is also evident 
in the valuable practical implications it presents. 
By identifying the direct influence of internal 
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marketing strategies on employee engagement, 
SMEs can make better decisions regarding 
investment in wellness, training, development, 
and internal communication programs. 
Furthermore, this analysis provides readers with 
useful tools to optimize their efforts and create a 
more motivating and productive work 
environment, which is essential for 
strengthening the competitiveness of small and 
medium-sized enterprises. 

Relevance for Conference Participants and 
Journal Readers 

The manuscript is highly relevant to different 
market segments, as it enriches the theoretical 
framework of internal marketing and 
organizational behavior. By analyzing the impact 
of internal marketing strategies on employee 
engagement in SMEs, this research provides new 
empirical findings on the application of internal 
marketing practices in small businesses, a field 
still under exploration. By offering innovative 
insights, it lays the groundwork for future studies 
and expands research opportunities in emerging 
markets, thus contributing to a better 
understanding of how internal dynamics can 
influence employee engagement in various 
contexts. 

Innovation in Contextual Analysis 
 
This manuscript presents an innovative 
approach by applying the concept of 
endomarketing in the context of a specific 
business community. This contribution is 
valuable for the study of labor dynamics in 
geographical areas that have been 
underexplored in the scientific literature. 
Through this contextualized approach, the study 
establishes a foundation for future research in 
other sectors and regions, thus broadening the 
scope of the impact of internal marketing 
strategies. 
 
Discussion  
 
In today's business scenario, internal marketing 
strategies, to increase employee engagement and 
customer satisfaction, have become increasingly 
important. Recent studies, such as those of Huang 
et al. (2019), highlight the fundamental 
relationship between employee commitment and 
satisfaction and external customer loyalty and 
satisfaction. Although numerous previous 
studies have investigated the positive 
relationship between internal marketing and 
work engagement in various sectors (Araque et 

al., 2017; Dlačić et al., 2018), there is a lack of 
research examining these practices' impact on 
SMEs. This study focused on analyzing the 
relationship between internal marketing and 
employee engagement in the SMEs of the Ceres 
Owners Association, Vitarte-Lima. The results 
support the idea that a significant relationship 
exists between endomarketing and engagement 
(r = 0.77; R2 = 0.588), confirming previous 
findings (Dlačić et al., 2018; Yi et al., 2023). 
Furthermore, according to the results of 
Almaslukh et al. (2022), it was observed that 
elements such as participatory and supportive 
leadership, development through training, 
adequate selection and appointment, as well as 
effective internal communication, generate 
positive and significant impacts on the job 
satisfaction of workers in the banking sector, 
influencing favorably not only employee 
commitment but also their willingness to remain 
with the organization. In summary, the findings 
of this study highlight the importance of 
endomarketing as an effective strategy to 
enhance employee engagement, which directly 
impacts customer satisfaction and employee 
retention in companies in various sectors. These 
results highlight the relevance of implementing 
internal marketing practices in the SMEs 
associated with the Ceres Mega Plaza Owners 
Association, offering valuable guidance to 
strengthen connections with employees, the 
company, and customers. 

 
Conclusion 

 
In conclusion, this study has shed light on the 
vital connection between endomarketing and 
employee engagement in the SMEs of the Ceres 
Owners Association, Vitarte-Lima. The results 
have shown a significant relationship (r = 0.77, R2 
= 0.588) between the effective implementation of 
endomarketing and higher levels of engagement, 
underscoring the strategic importance of these 
internal practices in the context of micro and 
small businesses. 
 
The detailed analysis reveals a substantial 
relationship (R = 0.66; p < 0.001) between 
development initiatives and employee 
engagement in SMEs. Endomarketing's support 
for growth and learning opportunities has 
proven to be a key factor in driving employee 
engagement and emotional connection to the 
organization. Research indicates that how the 
hiring process is carried out directly influences 
engagement (R = 0.58; p < 0.001). Aligning new 
employees with the organizational culture 
through endomarketing contributes significantly 
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to the willingness of employees to commit to the 
company's objectives and values. The findings 
suggest that job fit, facilitated by endomarketing 
strategies, positively impacts engagement (R = 
0.61; p < 0.001). Creating work environments 
that meet the individual needs of employees 
contributes to more remarkable dedication and 
connection to the work performed. The positive 
relationship (R = 0.64; p < 0.001) between 
internal communication and engagement 
highlights the importance of clear and effective 
communication supported by endomarketing. 
Transparency in information and promoting 
organizational values strengthen employees' 
emotional connection, driving higher 
engagement levels. 
 
In summary, this study has not only met the 
established objectives. However, it has also 
provided valuable evidence on the critical 
relevance of endomarketing in promoting 
engagement in SMEs. It offers practical 
perspectives for effectively developing internal 
strategies in smaller-scale business 
environments. 

 
Recommendations               

 
Promote a Positive Organizational Culture  

Implementing tactics that promote a positive 
organizational culture is essential to reinforce 
the endomarketing of the collaborators of the 
SMEs of the Ceres Owners Association, Vitarte-
Lima. This initiative involves harmonizing 
corporate values with employees' individual and 
collective objectives. Establishing an 
environment where identification and 
commitment to the company mission are notable 
will contribute significantly to employee 
engagement. 
 

Clear and Continuous Communication 

Establishing effective internal communication 
channels plays a key role in keeping employees 
informed and promoting transparency among 
SMEs employees in the Ceres Owners 
Association, Vitarte-Lima. Constant 
communication about changes, achievements, 
and business goals creates a climate of trust and 
reinforces the sense of belonging, which are 
essential elements to boost employee 
commitment. 
 

 

Recognition and Incentives 

The design of programs aimed at recognition and 
reward is presented as an opportunity to value 
the effort and dedication of the collaborators of 
the SMEs of the Ceres Owners Association, 
Vitarte-Lima. Recognizing individual and 
collective achievements strengthens the 
emotional bond of employees with the company, 
generating a positive impact on their levels of 
commitment and motivation. 
 

Professional and Personal Development 

Providing opportunities for professional and 
personal development is an effective strategy to 
strengthen the commitment of employees of the 
SMEs of the Ceres Owners Association, Vitarte-
Lima. When employees perceive that the 
company invests in their individual growth, a 
stronger and more lasting bond is created, 
contributing to long-term commitment and 
loyalty. 
 

Active Participation in Decisions 

Including workers in the relevant decision-
making process is essential to strengthen the 
commitment of the collaborators of the SMEs of 
the Ceres Owners Association, Vitarte-Lima. 
When employees feel that their opinions are 
valued and considered, an environment of trust 
and active participation is created that positively 
impacts their connection with the company. 
 

Flexible and Motivating work Environments 

Designing work environments that promote 
flexibility, well-being, and motivation 
contributes significantly to the engagement of 
the employees of the SMEs of the Ceres Owners 
Association, Vitarte-Lima. Considering 
ergonomics, lighting, and comfort creates an 
environment that enhances employee 
satisfaction, thus strengthening their 
commitment and emotional connection with the 
company. 
 

 

Continuous Training 

Providing continuous training programs is 
crucial to improve engagement among the 
employees of the SMEs of the Ceres Owners 
Association, Vitarte-Lima. The possibility of 
acquiring new skills and knowledge not only 
improves job performance but also stimulates 
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employees' personal development, positively 
impacting their level of commitment and 
connection with the company. 
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