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Abstract

Since the mid nineties of the last century, the domain of internal marketing has
been of particular interest to both the marketing researchers and the practitioners
in the marketplace. A number of marketing studies has been conducted to
investigate the relationship between the internal marketing policies and job
satisfaction. The current research seeks to find out the extent to which the Egyptian
commercial banks in the public sector are experienced the internal marketing
policies, the discrimination between these banks according to their practices of the
internal marketing policies, and finally the relationship between the applied
internal marketing policies and the overall job satisfaction.

Hand-delivery questionnaires are used to collect the required primary data from
the target respondents (i.e., managers, supervisors, and employees). These data are
related to three types of variables, including the internal marketing policies and
dimensions (i.e., selection and appointment, role ambiguity, role conflict,
communication, motivation, training, performance appraisal, management style,
internal relations, and interaction between the employees and customers). The
research findings reveal that there is no significant discrimination between the
banks under investigation in terms of their practices of the internal marketing
policies and dimensions. Perhaps the possible discriminators in this respect are
motivation programs, selection and recruitment, relations with colleagues, and
criteria of performance evaluation. Moreover, the results show that there is a
significant difference between the same banks in terms of the respondents’ overall
job satisfaction, and there is a significant relationship between the practices of the
internal marketing policies and dimensions and the overall job satisfaction levels
in these banks. The most important internal marketing variables that are highly
correlated to the overall satisfaction include the interaction between the employee
and customer, performance evaluation, management style, role conflict, relations
with colleagues, and motivation programs.



Baaa (3] Al S5 J Y aaall
Yede danls il

( Kotler and Levey,1969 )

(Wong and Perry,1991)

( )

( Albert, and Peter,1998)

.( Ballantyne, 1997 )

. ( Pitt and Foreman,1999 )

( Berry and Levy,1981 )



Y ea ) die s [ slo Gabilly il Lia il (383 (8 AN G gasill ) 50 ansl

Jena 2L sland ¢ o jlee s 2aif /2 alall g Unilly 3, paall 4y jlacll & sl
« )
C )
C )
C ) C )
C )
(Ballantyne,2000)
Piercy and Morgan 1991, Tim and Divas, )
(2001

(Wasmer and Baer ,1991 )

(Jenkins and Thomlinson,1992)
( Tansuhaj, et. al., 1987 )
(Hogg, 1996)



Baaa (3] Al S5 J Y aaall
Yede danls il

(Mitchell ,1997)

%
%
(Dunne and
Carter ,1998)
(Albert and Peter ,1998)
(Gurney , et .
( Tansuhaj, et. al., 1988) al,1998)

(Frame and Mc Carthy,2003)



G eal de cull [a e Gl ada gl Uil (a3 8 AN Gy gudl] ) g0 s

Jena 2L sland ¢ o jlee s 2aif /2 ehi\&unﬂh:\g}.ad\ﬁ,ubﬂ\éy\
) Discriminate /
(

Discriminators
/

. Overall job satisfaction
) /

(

/
/



3aaa (5l dlaa S5 J Y aaall
Yore dils sl

% ' /

%



o2 el e Sl [ Gl Gailly s ) Lial) (35 8 S Gy sl ) 50 o
dana 3l sleul ¢ o jlee dala aaal /2 aladl Uil 3y peaall 4y jlall @ sl



sy Gl Als

@&\}J)‘\J\qgj\
Yede danls il
/
| )
( )
N (Z° 6°)
n-=
N &2 +7% 6°
:N
=c
. % :Z
=€
= (,)x(, )X ]
( y )X ( )+( ’ )X
= (. )x( ) X
G A )+ ( ) x
Stratified |
Random Sample
( / / )
(
(



o) el v Sl [ e Gakaly (gisda 1 Lia I s (8 AN (33 puil) ) 50 o
Aml\.ﬁx);\.a&u\c b‘)l.A.G..\AlA_\.A.A‘/__\ ?L’J‘&U“ﬂb:\i)“'é‘d\a"‘)hd‘éﬁd‘

()

=% x =05 x _

= X =05 x -

% x =05 X -
‘( )

()

()




saaa (3 dlaa

Yoy iy b

L;':\fd\} J}‘\J\JM\

Multi-item

()

()

Structured and non-

Multivariate

. SPSS
Alpha Correlation

)
()

question

Single-item question

()

disguised questionnaire

Drop-off method

) %

(

)

Analysis techniques



wﬁ)w?)ngq\:/a-i e Gukilly Ak gl Ll (3as 3 JAIal 5y el ) 53 anis
_\mlu‘)t;LAu\c a)LAs .AA\A.A;.A\/.\ ?u\tub:\i)ma]\a_\‘)hﬂ\é)d‘

Reliability Analysis Coefficient
Factor Analysis
Multiple ( MDA)
/ Discriminant Analysis

Multiple Regression Analysis ( MRA)
Correlation Analysis (CA)

( ) ( )
( )
/
( )
- 11
Alpha Correlation Coefficient (o)
Reliability
( )
( )



Baaa (3] Al S5 J Y aaall
Yoy iy b
(
Item-total correlation
( )
) ( )
)
(
(,
)
) .
()
**x *




G GaaJll el fad e Gl ks sl L)l (s (8 A Gy gul) ) 50 s
Jena 2L sland ¢ o jlee s 2aif /2 aladl Uil 3y peaall 4y jlall @ sl

/1
Validity

% ( ) ()

Measurement error

Multiple Discriminant Analysis



Baaa (3] Al S5 J Y aaall
Yede danls il
9
)
(
% )
()
( )
( )
( ) %
%
%
)
(
()
( MDA )
()
% % % _
% % % , _
% % %
%




Y ea ) die s [ e Gl ada gl Uil (a3 8 AN Gy gudl] ) g0 s
.\md\.ﬁ:‘);m\c b‘)l.A.G..\AlA_\.AA‘/__\ eu\&u\_\:\ﬂw\&\)@‘«ﬂ)ﬂ\

()

()

( MDA )

() .
() ()

()
()



Baaa (3] Al S5 J Y aaall
Yede danls il

" F-test " /

()
(% )



G eal de cull [a o Gadailly ida sl La Jl (38a (5 JAll) Gy sl 50 s

.\mdu‘);.uuic b‘)l.A.G..\AlA_\.AAi/__\ _ eu\&u\;:\ﬂw\%‘)\aﬂ‘«ﬂ)ﬂ‘
-/
)
( ) (
ENTER
STEPWISE
0
)
() (%
( )
()
( MRA )
R2 R Beta ( )
R
R2

ttest () , o




3aaa (5l dlaa S5 J Y aaall
Yore dils sl

. % %



G GaaJll el fad
_\mlu‘)guuic b‘)l.A.G..\AlA_\.A.Ai/__\

&céyﬂh@bﬁ\@j\é@@é;\ﬂ\@)@\ 090 andl

(( )



3aaa (5l dlaa S5 J Y aaall
Yore dils sl




o2 el e Sl [ Gl Gailly s ) Lial) (35 8 S Gy sl ) 50 o
dana 3l sleul ¢ o jlee dala aaal /2 aladl Uil 3y peaall 4y jlall @ sl



saaa (3 dlaa

Yoy iy b

L;':\fd\} J}‘\J\JM\

O
()
)

()
()

()
)

()

()

)

A~ SN S S
— — —



wﬁ)w?)ngq\:/a-i e Gukilly Ak gl Ll (3as 3 JAIal 5y el ) 53 anis
_\mal..i);,bul‘ a)LAs .AA\A.A;.A\/.\ ?u\&ub%)@\&)@\éﬂ‘

(1) Albert. A and Peter, C., (1998), The Effect of Internal Marketing on
Organizational Commitment among Retail Bank Managers, International
Journal of Bank Marketing ,Vol. 16-3, pp.108-116.

(2) Ballantyne, D. D., (1997), Internal Networks for Internal Marketing, Journal
of Marketing Management, Vol.13, pp .343- 66.

(3) Ballantyne, D., (2000), Internal Relationship Marketing; a Strategy for
Knowledge Renewal, The International Journal of Bank Marketing, vol.18,
No.6 pp. 274-286.

(4) Berry, L1, and Levy, S. G., (1981), The Employee as a Customer, Journal of
Retail Banking, Vol.3, March, pp. 61 — 70.

(5) Dunne, A. and Sara Carter, G., (1998), Investing in People: Internal
Marketing and Cooperate Culture, Journal of Marketing Management,
Vol.14, October, pp.47-55.

(6) Frame, E., McCarthy, M., (2003), From Employee to Brand Champion,
Journal of Marketing Management, Vol.12, No.1, Jan — Feb, pp .24 -9.

(7) Gurney, P., and et al, (1998), Customer Retention during a Merger, Journal of
Bank Marketing, Vol.30, No.5, May, p.38.

(8) Hogg, C., (1996), Selling Your Soul, Human Resources, Vol.96, No.25, pp.88-
90.

(9) Jenkins, M. and Thomlinson, P.P, (1992), Organizational and Job Satisfaction
as Predictors of Employee Turnover Intentions, Management Research News,
Vol.15, No.10, pp.18-22.

(10) Kotler, Ph. and Levy S.J., (1969), Broadening the Concept of Marketing,
Journal of Marketing, January, pp. 10-15.

(11) Mitchell, A., (1997), Organizational Homoeostasis: A Role of Internal
Marketing, Management Decision, p. 30.

(12) Piercy, N., and Morgan ,N. A.,(1989), Internal Marketing Strategy Leverage
for Managing Marketing Led Strategy Change, Irish Marketing Review, Vol.4,
No.1, pp. 11-28.

(13) Pitt, Leyland .F., and Foreman, Susan .k., (January 1999), Internal Marketing
Role in Organization: A Transaction Cost Perspective, Journal of Business
Research, Vol.44, pp. 202 -210.

(14) Tansuhaj, P. and et.al., (1987), Internal and External Marketing Effects On
Consumer Satisfaction in Bank in Thailand, International Journal of Bank
Marketing, Vol.4, No.15, pp. 3-30.

(15) Tansuhaj, P., and et. al., (1988), A Services Marketing Management Model
Integrating Internal and External Marketing, Journal of Services Marketing,
Winter, pp.31-8.



Baaa (3] Al S5 J Y aaall
Yede danls il

(16) Tim, A. and Divas, J., (2001), Integrating Internal Marketing With
Participative ~ Management, Management Decision .Vol .39, No.2,pp. 121-
135.

(17) Wasmer, D., J. and Baer, C., I.., (1991), Using Organizational Culture to
Design Internal Service Marketing, Journal of Services Marketing, Winter,
Vol.5, pp. 33-66.

(18) Wong, S., and Berry, C., (1991), Customer Service Strategies in Financial
Retailing, International Journal of Bank Marketing, Vol.3, No.9, pp. 11-16.



o) panJll el a1 e Gally i ) L I (33 5 LA GGy sl 50 pnt

dana 3l sleul ¢ o jlee dala aaal /2 _ alall g Unilly 3, paall 4y jlacll & sl
( Factor Analysis )
(Factor Analysis )

(O O O Op O Of Op O O O)




s (3 Aas Sl g J Y laaal)
Yoy dads e

(Factor Analysis )

(O O O O O Of )




o Geall ae el fau e Gukilly Ak gl Ll (3as 3 JAIal 5y el ) 53 anis
.\mdm_) ;mis a)l.ac la J;Ai /_J ebd\ tLLﬂLq:g).AA.“ %)Bﬂ‘ d)—h\j‘

( Factor Analysis )

Y O O Op Op O Ofp Of Of )




saaa (3 Alae

Yoy dinls s

Lf':\fd\} JJ‘Y\A.\:_\\

( Factor Analysis

(

)

()

()

()

()

()

()

()

()

()




o Geall ae el fau e Gukilly Ak gl Ll (3as 3 JAIal 5y el ) 53 anis
.\mdm_) ;mis a)l.ac la J;Ai /_J ebd\ tLLﬂLq:g).AA.“ %)Bﬂ‘ d)—h\j‘

(Factor Analysis )

) O O O O O OF O O O)




s (3 Aas Sl g J Y laaal)
Yoy dads e
(Factor Analysis )
(D] O OO0 001 O O 0




wﬁ)w?)\gq\:/a-i e Gukilly Ak gl Ll (3as 3 JAIal 5y el ) 53 anis
_\mlu‘)t;LAu\c a)LAs .AA\A.A;.A\/.\ ?u\tubaﬁ)md\a_\‘)@\é}d‘

—~
~
[ ]

[

—~



