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Abstract

This study considers the relationship between enterprise and newcomers
based on interactive perspective. The structural questionnaire was designed
step by step, and 1086 available data were analyzed by path analysis,
multiple regression, correlations and descriptive analysis. The purpose of the
study was to explore the mediated effect of employee relations on internal
marketing and intention to stay. Main conclusions have drawn as following,
(1) internal marketing have significant impact on employee relations and
intention to stay. (2)employee relations have significant impact on intention
to stay. (3) employee relations have mediated effect on internal marketing
and intention to stay. The conclusion of this study is significance to reduce
the turnover rate, build harmonious employee relations and improve
organizational performance.
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