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ABSTRACT

The objective of this study was to examine theteffeinternal marketing on organizational
commitment of Employees of CBE. The study useditpiave research approach to collect
data from front line employees of CBE. A survey wasle by taking 345 samples of CBE
frontline employees as respondents through Simguldom sampling technique. A structured
questionnaire on five Likert scale basis was usedcdllect data. Both descriptive and
inferential (correlation and regression) statistiogere utilized using SPSS version 20 to
analyze the data. The result indicate that all sidld dimensions of internal marketing(
training, empowerment, motivation and internal camination) have significantly and
positively affects job satisfaction and job satision has significant effect on organizational
commitment as well. Thus, CBE is recommended {g foiplement internal marketing
principles to increase employees’ job satisfacteomd organizational commitment and the
Management must consider the organization as iitd fnarket and satisfy the needs of its
internal customers. It must also establish on imé¢marketing program for CBE on the basis

of those internal marketing dimensions which enbasrganizational commitment.

KEY WORDS: Internal marketing, Training, Empowerment, Motieati Internal

communication, Job satisfaction and Organizatioc@hmitment.



CHAPTER ONE

1.1 Introduction

This chapter consists of background of the studmpany background, statement of the
problem, research question, objective of the stamyificance of the study, delimitation
of the study, definition of terms, and organizataf the paper are explained here under.
1.2 Background of the study

Now-a-days, the employees play a critical roleha fulfillment of the organizational
goals, especially in promoting the quality of seed. Due to the importance of the
employees’ outputs in organizations in general saxvice organizations in particular,
wide researches have been done on these sorte olithuts and their effective factors.
Thus in recent decades, the related subjects ofnteenal marketing and the attitude
toward the employees as the internal customers Ibeae proposed seriously.

According to Kotler (2000), internal marketing skbie as apriority before external
marketing. IM starts with the organization recmgtithe right people in the position to
reach the point where these employees are satiafieldwilling to do their job and
accomplish customer satisfaction (Al-Hawary, Al-@Qbhd Abutayeh, 2013).

According to Payne (1993), the key aims of intenmalrketing are the development of
internal and external customer awareness and tmewva of functional barriers to
achieving organizational effectiveness. Lack of ootment from employees can be
harmful to an organization, resulting in poorerfpenance arising from inferior services
offerings and higher costs.

According to Rafig and Ahmed (1995), internal mairkg is a planned effort using a
marketing-like approach to overcome organizatiaesistance to change and to align,
motivate and inter-functionally co-ordinate ancemrate employees towards the effective
implementation of corporate and functional stragegiin order to deliver customer
satisfaction through a process of creating motovated customer orientated employees.
In fact the employees need the right type and lef/élaining to perform their jobs. This
can help to reduce ambiguity surrounding their esld help employees to meet the needs
of customers more effectively. According to Chrster (2011), effective internal
communications can help to ensure efficient ancsfsatory service delivery, achieve



productive and harmonious working relationshipsl Boild employee trust, respect, and
loyalty.

Lings (2004) provided the internal market oriematithat emphasizes on the contact
between customers and employees and makes thesgptilp of taking employees as
customers working at the company as the foundatbrcreating internal market
orientation. He further states that it plays a tolemprove the relationship between the
company and its employees and also to enhance ubktyqof relationship between
employees and customers. Furthermore, Lings alsotqmb out that internal market
orientation has two important implications. Onéhis perspective of organization internal
performance that includes employees retaining, vrattin and morality, employees’
satisfaction and organization’s commitment. Theepik the perspective of organization
external performance, such as service quality, ooosts’ satisfaction and financial
performance.

In today’s competitive world, service giving orgaaiions give high value to their
customers. Gaining satisfaction and loyalty of mxdé customers is an impossible task
unless the needs and wants of human force (inteusabmers) in organizations are met;
internal marketing being the most important apphnotdtat helps organizations in this
direction. The inseparability of production and semption of service makes service
quality of a great value; hence, service givingamigations need to give high emphasis
to the quality of service delivered by their frdime service personnel. Main assumption
of internal marketing is that employees must beve as the most invaluable asset of an
organization and must be treated as internal cus®rhecause this result in gaining
competitive advantage by organization respectedg&adomou, 2002).

One of the challenges which organizations face ytoda building employees’
commitment. Commitment is the relative strengthaofindividual’s identification with,
and involvement in a particular organization. Meged Allen (1997), the two authorities
in the field of organizational commitment, spedfiéhree dimensions of it namely:
affective, continuance and normative. Affective coitment is where the employee is
seen to be emotionally attached, identified witle thrganization, and is, therefore,
committed to pursue their goals with the organorati Meanwhile continuance

commitment views the employee as being less affeethd more calculative considering



the costs that would result in terms of interestshsas pensions and security. On the
other hand, normative commitment refers to emplsyéeelings of obligation to stay
with the organization. Such feelings of obligati@sult from a process of internalization
of normative pressures either prior or followindledtion to an organization. However,
lack of commitment from employees can be detrinletotaan organization, resulting in
poorer performance arising from inferior servicdeohgs and higher costs. It can,
therefore, be said that internal marketing couldtie answer to gaining employee
commitment, succeeding where traditional internemmunications programs have
failed.

By satisfying these internal customers’ needs taekbshould be in better position to
deliver the quality service desired to satisfy thernal customer (Aburoub, Hersh &
Aladwan, 2011). The reason for this is that fulij the employees’ needs enhances
employees’ motivation and has a consequence, tpeehithe degree of employee
satisfaction, the higher the possibility of gen@gexternal satisfaction and commitment
and loyalty (Zampetakis & Moustakis, 2007). Boleésak (2007) state that increase in
employee satisfaction results in higher levelsftdciive commitment and thus retention.
1.3.Company Background

Commercial Bank of Ethiopia is one of the largaatesowned and the leading bank in
Ethiopia, established in 1942. CBE was legally ld&thed as a share company in 1963.
Monetary and Banking Proclamation No. 83/1994, h#teg and Supervision of Banking
Business Proclamation No. 84/1994, Banking Busifsslamation No 592/2008, and
the various directives of the National Bank of Bfhia (NBE) are the basis for the Bank’s
business operation. The CBE is supervised by BoérDirectors and the day today
functions of the bank are managed by the Presiddmd. Bank has a process -oriented
corporate structure each process headed by a provaser. The management of the
Bank reports to the President. In 1974, CBE menggéd the privately owned Addis
Ababa Bank. Since then, it has been playing sicgnifi roles in the development of the
country. Pioneer to introduce modern banking to ¢bantry. It has more than 1148
branches stretched across the country. The leaflingan bank with assets of 384.6
billion Birr as on June 302016. Currently CBE has more than 13.3 millioncart

holders and the number of Mobile and Internet Bagkisers also reached more than



600,000 as of March $12016. Active ATM card holders reached more thdnnillion.
CBE combines a wide capital base with more tharO(B,talented and committed
employees. CBE has reliable and long-standingioglstiips with many internationally

acclaimed banks throughout the world.

VISION
» To become a World-class Commercial Bank by the 2636.

MISSION

» We are committed to best realizing of stakeholderaiues through enhanced
financial intermediation globally and supportingtional development priorities by
deploying highly motivated, skilled and disciplinethployees as well as state-of-the-art
technology. We strongly believe that winning pubtienfidence is the basis of our
success.

1.4. Statement of the problem

Internal marketing is aimed at ‘attracting, devabgp motivating and retaining
employees’ through job products that satisfy thedse(Kale, 2008). Internal marketing
could serve as an enabling tool to improve satigfadn Commercial Bank of Ethiopia.
As the banking industry continued to grow in Eth@rompetition became tighter. It is,
therefore, imperative for banking institutions tatdorth the importance of internal
marketing. Hung and Lin (2008) argued that the mitgj@f service organizations have
not been able to successfully develop and implenmeatnal marketing strategies due to
a lack of knowledge and understanding of the dffiercomponents that constitute the
internal market environment. Even if attempts wearade to examine the effect of
internal marketing on organizational commitment r{idéau, 2015), further broader
nothing was done to investigate the effect of maérmarketing on organizational
commitment in Ethiopian banking industry. To fileise gaps, this study was provided an
empirical investigation of the effect of internaharketing on organizational commitment
of CBE front line employees.

As mentioned by Gounaris (2008), despite the @litiole that internal marketing plays

as a link between the organization external mamgetobjectives and its internal



capabilities, very few organizations generally igernal marketing in practices. But, if a
business organization wants to deliver sustainqbédity service, it should give attention
to the internal customer adequate to its externatarners. This also results that the
higher the degree of employee satisfaction; thendrighe possibility of generating
external satisfaction and loyalty (Zampetakis & udtakis, 2007). The second research
gap that made this research unique was absencaffafiet research conducted on
internal marketing in relation with organizationedmmitment studied on Ethiopian
banking industries. Though, internal marketing p#ayital role for the long success of
companies, the area has not been well researchedeneral and needs further
investigation to empirically establish the relasbip between internal marketing
practices and organizational commitment of empley@&erefore, this research seeks to
make a contribution towards filling this knowledgap while examining the effect of
internal marketing concept in CBE by examining ttode it plays in developing

committed employees.

1.5. Research Questions

The study was inspired to answer the following tjoes;

1.5.1. Main Questions

How does internal marketing affect organizationammitment of CBE frontline
employees?

1.5.2. Specific Questions

» Does internal marketing influence organizationahogtment and job satisfaction of
CBE front line employees?

> Does Job satisfaction influence organizational cament of CBE front line
employees?

» Does job satisfaction mediate internal marketing anganizational commitment

relationship in the context of CBE front line emydes?



1.6. Objective of the study
1.6.1. General Objective

The general objective of the study is to invesagite effect of internal marketing on
organizational commitment of CBE front line emplege

1.6.2. Specific Objectives

The specific objectives include:

» To examine the effect of internal marketing on lénel of job satisfaction of CBE
front line Employees.

» To determine the effect of job satisfaction onlthesl of organizational commitment
of CBE front line Employees.

» To examine the level of organizational commitmenCBE front line employees.

» To examine the role of job satisfaction in intermahrketing - organizational
commitment relationship.

1.7. Significance of the study

This study will be a significant input for the Corarnial Bank of Ethiopia human
resource management by indicating the relationahip effect of internal marketing on
job satisfaction and organizational commitment &etp them to differentiate the most
important internal marketing elements used to egg#e’ organizational commitment.
The result and conclusion drawn may be used toeémeht CBE’s vision world class
bank by the year 2025 by understanding the neadterihal marketing to give excellent
service to customers through front line staffs.sT$tudy provides recommendations how
to enhance organizational commitment by implemenitmernal marketing principles in
CBE. Finally it paves the way for academicians, wdre interested to make further
investigation on the topic.

1.8. Scope of the study

Studies which related to internal marketing to aigational commitment in Ethiopia are
very few and limits the researcher understandshefibternal marketing in banking
industry in Ethiopia. Therefore geographically, ttedy is delimited to the financial
service sector and specifically the banking seato€ommercial Bank of Ethiopia, under

Addis Ababa city branches only due to the homodgnafi service provision, policy



formulation and circulation and human resourceetraimplementation of the bank over
its all branches in the country. In addition tosthinternal marketing has various and
different dimensions, nevertheless the study waslected on only four dimensions;
Training, Communication, Empowerment and Motivatiosed as an independent
variable and job satisfaction as mediating variabid organizational commitment used

as dependent variable.

1.9. Definition of Key terms

Internal marketing: is a planned effort using a marketing-like appto# overcome
organizational resistance to change and to aligetivate and inter-functionally
coordinate and integrate employees towards thecteféeimplementation of corporate
and functional strategies in order to deliver cosdo satisfaction through a process of
creating motivated and customer orientated empky&afiqg and Ahmed ,2000).
Organizational Commitment: Is multidimensional in nature, involving an emyse’s
loyalty to the organization, willingness to exeffog on behalf of the organization,
degree of goal and value congruency with the omgdion, and desire to maintain
membership (Bateman, et al., 1984).

Motivation: The development of desire within an employeeddgsm a task to his/her
greatest ability based on that individuals ownatikes (Rudolph & Kleiner, 1989).

Job Satisfaction refers to the attitude and feelings people haeut their work.
Positive and favorable attitudes towards the jaficiate job satisfaction, Negative and
unfavorable attitudes towards the job indicateda@satisfaction (Armstrong, 2006).
Training : “is the process of preparing employees to perfthmeir tasks efficiently by
providing them with the right knowledge and devabgptheir marketing skills” (Ali,
2010).

Empowerment “the creation of values for employees so thaytaee able to perform
their jobs independently” (Kazalaurkaife et al.12

Internal Communication: “all forms of communication from management toptogees

in service organization” (Lovelock and Wright, 1999



1.10. Organization of the Study

The research paper consists of five chapters. if$techapter deals with introductory part
contains background of the study, statement of gheblem, research questions,
objectives of the study, hypothesis, definition tefms, significance of the study,
delimitation/scope of the study, limitations of tteidy and organization of the paper The
second chapter reviews literatures related to tingys In this chapter various theoretical
concepts and empirical review that relates witlenmal marketing and organizational
commitment issues were discussed. The third chapéscribed the methodology
employed in the study, including research desigsearch strategy, sampling design, the
sources of the data, the data collection tools eyagal, and the methods of data analysis,
Data analysis and interpretation of the researshlt® discussions and hypothesis test
were presented in the fourth Chapter. The fifthpthawas summary, discussion of
results, conclusions and recommendations. In aofditither sections, namely, list of
references and annexes were also parts of thercbSeamework.



CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.1. Introduction

In this section a range of literatures on key cpteevhich were essential for the study
was reviewed. Points like service marketing trian@loncept and definitions of Internal
Marketing, elements of internal marketing, orgatireal commitment, and conceptual
frame work of the study, relationship between imérmarketing and organizational
commitment and internal marketing variables weugerged.
2.2. Theoretical Review
2.2.1. Services marketing triangle
Internal marketing first emerged in the servicegkatng literature and later in other
domains such as service management and relationgniketing (Voima, 2000). Three
basic sub-processes and purposes of service nmagkédervice triangle); external,
interactive and internal marketing (Gronroos, 1998)

2.2.1.1 External marketing:
The first type is external marketing which focusedbuilding the relationship between
companies and external customers. Several tradltioarketing activities, like pricing
strategy, promotion activities and all kinds of ecoomication with company’s external
customers, are implemented to attract customerscaptlire the attention of market. At
this stage, the company will “set the promise”ttoaxternal customers in order to get the
possibility to delivery services (Li, 2010).

2.2.1.2 Interactive marketing:
The second type of marketing is interactive markgtidescribes the moment of
interactions between the front line employees attdreal customers (Gronroos, 1985).
This kind of interaction was also defined by Paeasls (2001) as service encounters in
which employees have the responsibility of deliwgrithe services to meet the
requirements of external customers. He arguedthiedtront line employees who have the
direct contacts with external customers are plagngery important role in this service

encounter, because any failure from the employe#islead to losses of external



customers. Furthermore, the effects of the othen twarketing activities will be

significantly damaged.

2.2.1.3 Internal marketing:

The last type in the service marketing triangleaied internal marketing, which is the
marketing of building the relationship between camp and its employees. It involves
empowerment, trainings, internal communication anadivating (Li, 2010).

Company

Internal Marketin External Marketing

Staff Customer

»
»

Interactive Marketing
Figure 2.1: Three types of service marketing; Addgtom Gronroos (1998).
2.2.2. Concept and Definitions of Internal Marketirg
The concept of internal marketing was first derivesm the work of Sasser and Arbeit
(1976) who statedpersonnel is the first market of a service compa®B€erry (1981)
was the first to give a definition of internal matikg by defining internal marketing as
“viewing employees as internal customers, and pb#ternal products that satisfy the
needs and wants of these internal customers whitkreasing the objectives of the
organization”. The development of theory on in&mmarketing can be categorized into
three phases (Rafiq & Ahmed, 2000).
Phase 1. Employee motivation and Satisfaction
In the early developmental phase, the majorityhaf literature on internal marketing
focused upon the issue of employee motivation atidfaction. The major reason behind
this was the fact that the roots of the internatketing concept lie in efforts to improve
service quality. Not being automatons, individuaghibit inconsistencies in the
performance of service tasks and as a consequengge ovariation in the level of
delivered service quality. The problem of “Varidtyil focused organizational efforts on

getting employees to deliver consistently high dualervice. The overall effect of this
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was to bring to the fore the issue of employee vatibn and satisfaction. Viewing
Employees as Internal Customers as Berry’'s (196fiped internal marketing is viewing
employees as internal customers, viewing jobs &snal products that satisfy the needs
and wants of these internal customers while adoirgs$lse objectives of the organization.
Viewing their Job Offerings as Product and their floyees as Customer forces
Managers have to devote the same care to theirgslieey devote to the purchases of
their services (Sasser & Arbeit, 1996).

Phase 2: Customer Orientation

This phase was initiated by Gronroos (1981), hessigd that the main aim of internal
marketing is to create customer orientation amaagice employees. He argued that
internal marketing should “create an internal emwvinent which supports customer
consciousness among the personnel”. Gronroos (1&8&)cated that “an organization's
internal market of employees can be influenced raisttively and hence motivated to
customer consciousness, market orientation and-s@lededness by a marketing-like
internal approach and by applying marketing-likevétees internally”.

Johnson and Seymour (1985) state “internal marfetieals with creating customer
oriented behaviors among employees”. Kotler (198&tions that “internal marketing is
about building customer orientation among employ@esraining and motivating both
front-line and support staff to work as a team”p&lomou (2006) stated that internal
marketing aims to develop customer orientation agnemployees by defining internal
marketing as “a mechanism for instilling a peoplemation within an organization as a
prerequisite for instilling and strengthening thervice, customer, and marketing
orientation among organizational personnel”. Thg #ifference between the theories of
the two phases is that Gronroos customer oriemaiimceptualization focuses attention
on creating customer orientation in employees thinoa process of influencing, rather
than satisfying and motivation employees (Rafiqg Ahched, 2000).

Phase llI: Strategy implementation and Change managment

Winter (1985) was the first to give direction tetthird phase of development of internal
marketing theory; he recognized the role of intermarketing as a technique for
managing employees towards achievement of orgaomedt goals. Winter (1985)

mentions that the role of IM is that of “aligningglucating and motivating staff towards
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institutional objectives, the process by which parel understand and recognize not

only the value of the program but their place ih @eorge (1990) states that internal

marketing is “as a holistic management process hwigigan be used to integrate the

multiple functions”. According to Rafig and Ahmetl903) IM is “a planned effort to

overcome organizational resistance to change andligm, motivate and integrate

employees towards the effective implementationooporate and functional strategies”.

Taking into account the above-mentioned three ghasel the concepts related to it,

employee motivation and satisfaction, customernbaigon and strategy implementation

and change management stating, different authoysope different definition of internal

marketing.

Table 2.1 Internal marketing definitions.

Author

Al-Hawary et al.
(2013:813)

Qayum and Sahaf
(2013:50)

Kameswari and
Rajyalakshmi
(2012:47)

Gronroos
(2007:389)

Definition

Internal marketing can be defined as a plannedrtetfsing a
marketing-like approach to overcome organizatiaesistance,
to change and align, motivate, and interfunctignat-ordinate
and integrate employees towards the effective imptaation of
corporate and functional strategies in order tavdelcustomer
satisfaction through the process of creating mtgnvaand

customer-oriented employees.

Internal marketing is concerned with viewing emgey as
internal customers, and jobs as internal produws satisfy the
needs and wants of these internal customers wtidesasing the

objective of the organization.

Internal marketing is the application of marketingside an
organization to enhance customer focused and cestoriented

employees.

Internal marketing is involved with the establismhe
maintenance and growth of internal relationshipgwben

employees despite their position within the busnéhrough
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this process employees must be motivated to delveguality

service to both internal and external custometb®business.

Kotler and Marketing by a service organization to train andedfvely

Armstrong motivate its customer-contact employees and allstiygporting

(2006:300) service people to work as a team to provide custome
satisfaction.

Coper and Cronin Internal marketing as the organization's attemptsefiucation,

(2000) reward and generally management of human resotocdmtter

service offering.

Source: Various sources (2017).

Internal marketing for the purpose of this study ttaus be defined as:

A philosophy for the management of large serviggabization where the employees, in
this case CBE front line employees, are viewedramternal customer market. Internal
marketing includes marketing tactics geared towatltis attraction, development,
retention and inter-functional coordination of eoydes with the overall objective of
enhancing service quality to the customer, evetreating value and satisfaction for the
employee.

2.2.3. Elements of Internal Marketing

Scholars have given various variables on the diroansf internal marketing. There is
much debate as to the elements that constituteitemal marketing mix and authors
cannot agree as to what constitutes internal maiketith elements. There are many
proposals about the IM elements provide for thedewac literature. Below are
dimension of internal marketing used by differesticdars.

» Rafig and Ahmed (1993): Employee motivation andisfattion; Customer
orientation and Customer satisfaction; Inter-fumaél coordination and integration;
Marketing-like approach; and Implementation of s$f@ccorporate or functional
strategies.

» Ahmed and Rafig (2002): Product, Price, Placenfation, Participants, Tangible
evidence and Process.
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» Lings (2004): Employee empowerment, Employee trgrand skills development,
internal communication and Reward.

» Barnes et al. (2004): Knowledge management, Comgation, Training and staff
retention, Rewards, Leadership and management.

» Gounaris (2006): Selection, Training and developgmédncentive systems or
Empowerment.

» Ali (2010): Internal communication, Employee ngitment, Employee training,
Employee, empowerment, internal market research asebmentation and
Motivation/rewards.

For the purpose of this study four dimensions wivigne the most repeatedly stated by
the scholars and the relevance of the study aeetsel.

2.2.3.1. Training

“Training is the process of preparing employeegpéoform their tasks efficiently by
providing them with the right knowledge and devabgptheir marketing skills” (Ali,
2010). The studies show that the investment innitngi will have tangible results
including the improvement of the attitudes, inceead the skills for promoting the
quality of services, and the employees’ satisfactad loyalty (Dubrin, 2004). Training
can assist employees in developing a holistic vidva service strategy by providing
them with an understanding of the role of eachwiddial in relation to other individuals,
the various functions within the firm, and the amsers (Cronin and Taylor, 1992).
Foreman and Money (1995) defines employee developaga strategic investment by
an organization in training its members. If empkyeare required to perform their tasks
well, they must be armed with the necessary skill lklnowledge that is required of them.
Piercy and Morgan (1991) say that in order for nma marketing to be effectively
employed within an organization, employees mustré@ed and properly developed to
fulfill its service role. With a well developed wdorce, an organization will exploit the
full potential of its resource (the employees) thmproving business performance. Those
companies failing to offer employees career opputies, room for advancement and

enhancement of skills and knowledge may find ificlift to retain qualified employees.

2.2.3.2. Empowerment
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Empowerment refers to the practice of enabling ratividual to think, behave, take
action, control work and make decisions in autonasnways (Samen & Alshurideh
:2012).Through empowerment, employees can makesrfatcisions which in turn
increase productivity, enhance the service expeeieand improve overall performance
(Ueno,2010).

Accordingly, empowerment has received significaitérdgion from scholars due to its
impact on organizational effectiveness and competdadvantage in the service industry.
Hamborstad and Perry (2011) argue that empowermsbauld be directed toward
enriching employees with the abilities and skiidulfill customers’ requests and needs.
When this is done, customer satisfaction can baimdd and linked to organizational
success. Consequently, service organizations aactifpsners should make more and
better efforts toward providing customer-contacipkryees with enough empowerment
by increasing their information, training, knowleg@nd trust.

Many organizations have discovered that to be tmelyponsive to customer needs,
providers need to be empowered to accommodatemasteequests and to recover on
the spot when things go wrong. Zeithal and Bitri996), argue that while the key to
empowerment is giving employees authority to makeigions on customer’s behalf, it is
insufficient when exercised solely. Employees nieedknowledge and tools to be able to
make these decisions and they need incentives douesge them to make the right
decisions. Flexibility, quick decisions and authorgiven to staff characterize an
empowered organization.

2.2.3.3. Motivation

In most organizations, the situation is that thetamers are highly demanding of
employees even as the employees in turn hold higleatations from their jobs as
sources of self-actualization and self-developniRafiq & Ahmed, 1998). Here, internal
marketing sought to increase employee motivatiofioloysing on treating the job as an
internal product and try to “sell” it to the empk®s. This inward-looking philosophy is
enhanced by steps which motivate employees toutryhe product first.

The term motivation has been defined variously ffeiént authorities in the study of
Psychology, Management and allied disciplines. Adicg to Cole (2009), motivation is

essentially about what drives a person to work ipagticular way and with a given
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amount of effort. To Buford et al (1995), motivatics a pre-disposition to behave in a
purposive manner to achieve specific needs. Oblyjiptisere are divergences in these
definitions, though some common threads seem tst.eXVhat is common to the
foregoing definitions, among others, is that sonmgthhas to trigger an employee to
perform in an exceptional way. For purpose of {mégper, motivation is operationally
defined as a set of indefinite factors that cauperaon (an employee) to perform his or
her duties in a special way. The factors are desdrias indefinite because they
constantly change with time, as pointed out by Kbv&1987). What is implicit in this
definition is that an employee will not work in thapecial way if he or she is not
encouraged (motivated) to do so. An understandinthis definition depends on the
appreciation of some existing theories of motivatio

2.2.3.3.1. Theories of Motivation

Among the earliest and well-known researchers enrttotivation domain were Homans
(1950) and Maslow (1954). The former identified earkey elements (activities,
interactions and sentiments) as the controllingofacof members in an informal group.
Homans (1950) defines activities as the task peréor by the members of an informal
group. He refers to interactions as the relatigngimong the members; and explains
sentiments as the individual and collective atgsidf these members. Homans regards
these three elements as independent because, iagctochim, a change in any one of
them affects the other two elements. Maslow (19%4)the other hand developed the
need-hierarchy theory. In his theory, Maslow pagerd that people’s (employees’) needs
are arranged in a hierarchy in which basic needergdy have to be satisfied before
higher needs come to play. Maslow’s idea did noaps criticisms and has hence been
modified by other theorists notably Alderfer (1968ho introduced the idea of need
along a continuum rather than in a hierarchy. Henglet al (1987) view motivation with
different lenses. Their idea is today known as l#exzberg two-factor theory as it
reduces the factors of motivation to two namelyimsic and extrinsic factors. The
former, which includes achievements and recognitmoduces job satisfaction, whilst
the latter comprising Pay and Promotion and joluscis often a source of lack of

motivation on the part of employees.
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There is also the McClelland Achievement Theoryalhis based on the idea that the
single most important motive is the need for achmeent. McClelland (1961) suggests
that the need for achievement is a key human mottech responds to, and is a product
of, personal experience and cultural backgrounds Tan be indoctrinated by means of
training and other attitude-forming activities. Ttieory advocates that the three most
important employee motivational factors are thedném achievement, the need for
power or authority, and the need for affiliation lm¥longing, in that order. One other
theory of motivation which seems to be acceptedhbgt scholars in the present century
is the Adam’s Equity Theory.

The basis of this theory, in the work context,hattpeople make comparisons between
themselves and others in terms of their inputsveimalt outcomes they receive from their
inputs. The theory states that when employees percan unequal situation, they
experience equity tension which they attempt touced by appropriate behavior.
Employees may either act positively to improve itipeirformance and /or seek improved
rewards, or may act negatively (show lackadaisati#ude to work) on grounds of being
under-paid. Logical as they may be, all these iesoand several others have their
loopholes and are hence seen as inconclusive teroporary literature, but they provide
some interesting insight into employee motivatidhey are, in fact, relevant and a useful
way to understand employee motivation.

2.2.3.4. Internal Communication

Ahmed et al. (2003) identify internal communicatasthe dissemination of information
within the organization to enable the creation ofpkyees with a greater sense of
ownership, accountability and responsibility. THesther state that when employees are
well-informed about the expectations of its custmres well as the condition and health
of the organizations, they are more willing to @ispe their duties diligently which in
turn improves the business performance. They afieve that internal communication is
an important element of internal marketing as itthe key factor in creating
understanding among employees.

Internal communication is a complex and continuopocess through which
organizational members create, maintain, and exggharformation in the organization.

Two important issues need to be addressed withdifigition. First, it is important to
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note that all organizational members participatthia process. Communication is not the
sole responsibility or privilege of managers. Eviemanagers create and send most of
the messages, their subordinates and peers creatdng from those messages. Second,
while the process is said to be transactional inclviall parties enact both sender and
receiver roles to create mutual and shared meawhg®essages, shared meaning is not
always achieved in organizational settings. Anaffe internal communication is very
important tool for the internal marketing, it helg®e management to ensure service
delivery with high satisfactory level and build doyee trust, respect and loyalty
(Lovelock & Wright, 1999).

2.2.4. Job satisfaction

The term job satisfaction refers to the attitudd elings people have about their work.
Positive and favorable attitudes towards the jaficete job satisfaction, Negative and
unfavorable attitudes towards the job indicate gidsatisfaction (Armstrong, 2006). It
can be considered as one of the main factors wheoomes to efficiency and
effectiveness of business organizations.

The research tells us that job satisfaction is kxeel of “favorableness or un
favorableness with which workers view their job (ier & Davis, 1999).” It refers to
an employee’s general opinion towards his/her oich as; a person with high degree of
job satisfaction has a positive feeling towardsjbis whereas one who is unhappy with
the job can grip a negative attitude (Robbins & I@yu2005). Some scholars argue that
job satisfaction is an emotive reaction to a johditbon, which is often decided by how
nicely results meet up or exceed expectationsexample, if workers think that they are
treated unjustly, receive less remunerations, #@reymore probably to have a negative
feelings toward their work, supervisor or cowork¢ksithans, 2005; Manzoor et al.,
2011).

Job satisfaction is important as internal marketingl also serve as a tool for
organization to attract, retain and motivate itspkryees. Thus, it is imperative that
employees must be able to relate positively tgaks and are “satisfied” users of the
internal product, which is the job itself. Job sktction is defined a show content an

individual is with his or her job. The underlyingew of internal marketing is based on
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the concept that in order for a service organiratm have satisfied customers, it must

first have satisfied employees (George, 1990).

2.2.5. Organizational Commitment

2.2.5.1. Definition of Organizational Commitment

Organizational commitment is ‘typically conceivetias an individual's psychological
bond to the organization, including a sense ofifjelelvement, loyalty, and a belief in the
values of the organization’. According to anothefimition, organizational commitment
is defined in terms of the strength of an individkiaentification with an involvement in
a particular organization. Organizational commitirisrcharacterized by three factors: A
strong belief in and acceptance of the organizaignals and values, a willingness to
exert considerable effort on behalf of the orgatwraand a definite desire to maintain
organizational membership (Porter, Streers & Baylid73).

Meyer & Allen (1997) constructed their three-dimensal component based on
observing similarities and differences in organaal uni-dimensional concepts. In
general their discussion was that commitment linkésidual with organization and thus,
this link decreases the probability of turnover (e & Herscovitch, 2001). They
distinguish three kinds of commitment:

Affective commitment: show individual's affectiveependence to organization.
Meyer and Allen believe that a person feels efiectiependence on organization when
the aims and values of organization seem like éisdims and values and to be
convinced that he/she must help organization aehiswoals (Allen & Meyer, 1990).

Continuance commitment: it is related to willingee® stay in organization for
expenses of its leave and compensation due toirstagganization. Indeed this kind of
commitment is created when a person would belieaeltis abilities are not affordable in
the market, or that he lacks necessary skills topsge in the areas of interest. Such
employees feel a kind of dependency on their existeganization. Indeed, this kind of

commitment included two infrastructures. One iseolagn degree of person’s willingness

19



about leave of organization and the other is rdlabedistinguishing between available
and substitution positions in the case at orgaiozat leave and expenses from it
(Awwad & Agti, 2011: 311).

Normative commitment: it reflects staying in thegamization as a member of it, so
that a person feels his/her staying in an orgaioizas a correct option (Allen & Meyer,
1997; McKenna, 2005). Persons who have high degfe®mrmative commitment feel
that they are bound to continue their work (job)he organization. Indeed normative
commitment shows employee’s belief relative to rthegsponsibility in relation to
organization (Stallworth, 2004) and it directs eoygles to stay in the organization
(Chang & Lin, 2008). Main subject of commitment webibe willingness to conducting
an act by a consistent behavior either explicitrgolicit (Meyer & Schoorman, 2001).
2.2.5.2. Outcomes and Determinants of Committed Employees
Committed employees are less likely to quit andeptaheir jobs, thus cost of high
turnover is not incurred and they involved lessesugion. Close supervision and rigid
monitoring control process are time consuming afEeesive. Furthermore, a committed
employee perceives the value and organizationdsgtiee employee thinks of his goal
and the organization’s goals in personal termso Alssearch shows that employees who
are more committed demonstrates higher job perfocmaless job displeasure, less
supervision, more moral and ethical behavior, dishied intent to leave, less stress and
organizational citizenship.

Furthermore, they perceive the value of organinaligoals and think of their goals and
those of the organization’s in personal terms. Adbcost efficiencies can accrue as a
result of committed employees. Below, is a tabl stummarizes some of the outcomes

and determinants of organizational commitment (8ch881).
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Table 2.2: Outcomes and Determinants of OrgamizatiCommitment

Inducement Systems

Reward

» Pay is perceived
as equitable & affirms
one’s value.
 Expectation of
continued growth in
pay
e Career pathing-
employees see their
future in the
organization
Managerial
* Leaders empower
employees
* Leaders recognize
the contributions of
employees Task
* Employees see how
their jobs contribute to
the mission
. Jobs require

employees to use

Employee  Affective
States

Self Concept/ Worth
Individuals:

* Feel valued

* Feel like they are
making a valuable
contribution

* Feel that the
organization does
something of value

» See their job as a
source of validation of
skills &

Stability-Individuals:

ability
« Feel secure and
believe they have a
future with the
organization Trust their
leaders reciprocity

* Individual feel
obligation to repay
perceived “debts” to

organizations and

21

Social Identity

When the
employing
organization is a
source of self
concept validation,
individuals begin to
define their social
identity in terms of
organization, that
is, it begins to
define who they
are. This means
that these
individuals:
 Take pride in
being members of
the organization

* Are concerned
about the
reputation of the

organization

Behavioral
Outcomes
Committed
Employees:
» Take a long
term view of
membership
Exhibit Extra
Role
Behavior

* Work to
advance the
reputation of
the
organization.
» Defend the
organization
* Willing to
make
investments
that commit
to
organizationa

| further.



valued skills people in their
* Employees see the organization
results of their efforts

Source: (Scholl, 1981).

2.2.6. Internal Marketing and Organizational Commitment

Primary factor in internal marketing is that emmeyfeels that management consider
their needs and have responsibility about themcé&sful internal marketing cause to
employee would have a positive view relative toirtheb and this attitude include
organizational commitment, job satisfaction and jbigh motivation. Lack of
commitment would be very dangerous for organizatibncauses to more poor

performance and as a result undesirable servigésrganization’s expenses increase.
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Hogg (1996) states that internal marketing couddauseful resolution for creating
commitment in employee and success increase edfaihd traditional internal relational
plan. Schlessenger & Heskett (1991) emphasize gortance of high — motivation
employee and refer it as success cycle. This agdlesult of crease of employee about
their role in increase of customer satisfactioniswas performed by Jawarski & kohli
(1993). They divided the market — orientation itlhoee aspects of replying, creating
information in the organization and develop infotima in the organization. Those
internal marketing steps have a positive impactirgarnal aspects at organizational
performance such as staff satisfaction and staffircdment (Awwad & Agti, 2011).

2.3. Review of Empirical Studies

Previous studies have identified in the contexthefinternal marketing. Table 2.3 below
presents a comprehensive summary of studies irteynal marketing with different
variables. The model developed in the context & country may not be applicable in
other countries as the institutional, economic andio-cultural factors may different
from region to region or from one sector to anotiwéhin the same region. Beside to
this, there is a gap in the research into intematketing with respect to banks in
Ethiopia. This research will contribute to existikigowledge by examining the effect of

internal marketing on organizational commitmenCBE.

Table. 2.3. Internal marketing variables

Researche Research title Research Result
rs &

Year of

Research
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Tortosa et
al. (2009).

Vazifehdo
ost
(2012).

Mohamm
adi et al.
(2012).

Zaman et
al. (2012).

Internal marketing

and organizational

performance

Market

internal

orientation,
marketing,

organizational

commitment and
organizational
Performance.

Internal  marketing,
job satisfaction,
organizational
commitment and

customer orientation.

Internal  marketing,
organization
commitment, market

orientation and

business performance.
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Internal marketing has an impact on the
understanding of the employees and such an
understanding can leads to the increase of the
quality of services and the increase of the

customer satisfaction for received services.

Empirical findings confirmed that internal
marketing, organizational commitment and
market orientation have positive direct and
indirect effects on bank's both market
satisfaction and

performance (customer

customer loyalty) and financial performance.

The

significantly positive correlation between

studied showed that there was
internal marketing and customer orientation,
and given indirect effect internal marketing
has on customer orientation through affecting
organizational commitment as a mediatory
variable as well as significant positive

correlation among them.

The findings of the study suggested that
internal marketing had a significant impact on
employees’ commitment, their market
orientation and overall profitability of the
firm. In addition, the mediating relationship
of organization commitment with internal
marketing and market orientation was not

supported.



Hailu Internal marketing The research has proved the entire hypothesis

(2015) and employee’s job formulated has positive relationship with the
satisfaction. employee job satisfaction

Gilaninia Internal  marketing, According to the results obtained from the

et al. customer orientation test result indicated that there is significant

(2013). and organizational relationship between internal marketing and
commitment. customer orientation, between internal

marketing and organizational commitments,
between organizational commitments and
customer orientation and also organizational
commitments has moderator role in relation
between internal marketing and customer
orientation.

Source: various sources (2017).

Several studies on internal marketing have prothad internal marketing has resulted in

the development of organizational commitment amemgloyees. This research focuses

on the link between internal marketing (trainingypewerment, motivation and internal

communication), job satisfaction as a mediatingalde and organizational commitment.

2.3.1. Training and Job Satisfaction

Training is one of the most repetitively mentidndimensions of Internal Marketing;
Ahmed and Rafiq (2003), Gounaris (2006) and Tsai Bamy (2008) are among the
scholars that identified training is one of the dmsion internal marketing can be
explained. According to Karen (2007), employeedligyment is defined as a system for
assisting employees to develop within their curjebs or advance to fulfill their goals
for the future and different researchers defindzlgatisfaction as the extent of affective

reaction to which employees like their jobs.
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In the study conducted on the effect of employe®eldpment program on job
satisfaction and employee retention by Karen (20D satisfaction came from when
employees are provided growth and development tppides and when they are
supplemented through fair and equitable human resquractices. All employees should
be given equal opportunities for development ifytkach take ownership for their goals
and action plans. It shows a clear link betweemitrtg and job satisfaction, i.e. when
people receive relevant and valuable training, thesy generally happier in their jobs.
When that training is carried to the next level ametomes overall development,
employees tend to feel even more valued by theipleyers. Based on the above
explanation, training effect can be drown as

H1: There is a significant positive relationshipgvixeen training and Job satisfaction.
2.3.2. Empowerment and Job Satisfaction

Empowerment is an inner incentive state which indd in relation with jobs and
professions including 4 inner imaginations whiclowshpeople’s desires towards their
professional roles. These inner imaginations areaning, competency, effectiveness,
and choice (Thomas &Velthouse, 1990). Based oralfore explanation, empowerment
effect can be translated as

H2: There is a significant positive relationshiptvseen Empowerment and Job
satisfaction.

2.3.3. Motivation and Job Satisfaction

Motivation can be defined as the development oesird within an employee to perform
a task to his/her greatest ability based on thdividual's own initiative (Rudolph &
Kleiner, 1989). In the case study conducted on tielship between Motivation and Job
satisfaction, there is a positive correlation betwenotivation and job satisfaction .i.e.
motivation increase with increase in job satistattand vice versa. (Prof.S.K. & Viveki,
2011). Based on the above explanation, motivatifatiecan be translated as

H3: There is a significant positive relationshigvaeen motivation and Job satisfaction.

2.3.4. Internal Communication and Job Satisfaction

Internal Communication is process whereby peopkhinvan organization give and

receive messages, it is a vital prerequisite fowedl-functioning internal marketing
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culture. Without people being able or prepared dmmunicate with each other, there
will be no inter-departmental or inter functionalordination (Naude & Murphy, 2003).
Researches indicate that internal communicati@mésof the factors which influence job
satisfaction. With active and assessable commuaigaemployees are better able to
understand their job and are more connected fbhis leads to better performance and
higher job satisfaction. Anderson and Martin (19€¥)wns and Hazen, (1977), Madlock
(2008), Orpen, (1997) and Varona, (1996) are antbegresearchers who studied the
relation between communication and job satisfactioWVith regard to the literature
review that has been presented, the following Hygsxs can be developed.

H4: There is a significant positive relationshiptvieen communication and Job
satisfaction.

2.3.5. Job satisfaction and organizational commitne

Robbins (1996) assumed that job satisfaction stdodghe general attitudes that a
worker has toward his/her job, with a high levelj@ satisfaction indicating a positive
attitude. Job satisfaction refers to a joyful osifige emotional state regarding work or
the work experience (Shimizu et al, 2005; Suzulkile2006). Porter and Lawler’'s (1968)
definition of job satisfaction includes both intafrand external satisfaction. From the
above definition internal satisfaction refers te ttauses that create job satisfaction, and
are closely related to the job itself. In other miegs, it is the level of satisfaction
achieved through the job itself, through facetdhsas sense of achievement, growth, self-
esteem, independence, and sense of control (Sheialj 2005). Zargaran et al (2013)
conducted a study entitled "studying the effectjab satisfaction perception and
employee commitment”. The aim of this study wasnteestigate the effect of internal
marketing on job satisfaction and organizationahootment. The results show that there
is a positive relationship between job satisfactad organizational commitment. Given
the previously discussed empirical research, thewing hypothesis is presented.

H5: There is a significant positive relationship toeen job satisfaction and
organizational commitment.

2.4. Conceptual Framework of the Study

The conceptual framework of this study is developeded on the literature review

presented earlier and the models of internal maxgxgiroposed by Ahmed and Rafiq
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(2000) to support the linkages between internalketarg elements and Organizational
commitment suggested in this conceptual framework.

Independent Variable

V|
TRAINING
EMPOWERMENT

MOTIVATION
INTERNAL
COMMUNICATION

Fig 2.2. Conceptual Framework of the study.
Source: Modified from Al-Qudah et al. (2013).

Mediator Variable Dependent Variable

JOB ORGANIZATIONA
SATISFACTION COMMITIMMENT

CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY
3.1. Introduction
This chapter presents the research approach tlateapted in the study. It explains in
detail the research methodology utilize and itsifjaation for the purposes of this study.

The chapter also discusses procedures and adivitider taken, focusing on namely the

study’s research design, data collection, and sampdlesign, data processing and
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analysis and instrument development. It furtheresigks issues of reliability and ethical
considerations of the study.

3.2. Research Approach

The research approach is often either quantitativegualitative. The best research
approach to use for a study depends on that stutBégarch purpose and the
accompanying research question (Yin, 1994). Quaiwé research is a research
approach that is formalized and highly structur€drough the study of some specific
variables on a great number of objects of investiga this approach enables the
researcher to make universal generalizations. Atlables are measured by statistical
methods, since the information is transformed inntomerical data and thus easily
presentable in figures.

Qualitative research approach emphasizes the sivigjemspects of human activity by
focusing on the meaning, rather than the measureofieocial phenomena (Hussey and
Hussey, 1997). Qualitative research involves stuthat do not attempt to quantify their
results through statistical summary or analysiselks to describe various aspects about
behavior and other factors in the social scienoelshaimanities. In this kinds of research
data are often in the form of descriptions, not barm. It typically involves in-depth
interviews, group discussions, and observationsowit formal measurement.

The main objective with this work was study theeetfof different aspects of internal
marketing on organizational commitment, therefouargitative method were used in
order to describe and compare different aspectsntgrnal marketing influencing

organizational commitment of CBE front line emplege

3.3. Research design

Research design is the blueprint for fulfillingeasch objectives and answering research
guestions (John et al.,, 2007). Three types of rekedesign, namely exploratory
(emphasizes discovery of ideas and insights), ges@ (concerned with determining
the frequency with which an event occurs or retetiop between variables) and

explanatory (concerned with determining the camskeedfect relationships).

3.3.1. Explanatory Research
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The goal here is to develop precise theory that lmarused to explain the empirical
generalizations. Based on this, the researcher ulates hypotheses that are tested
empirically. According to Yin (1994) the study igptanatory when the focus is on
cause-effect relationships, explaining what cayseduced what effects. Wiedersheim-
Paul & Eriksson (1999) says that the explanatosgaech approach must be used when it
is necessary to show that one variable causes terniees the value of the other
variables. As this study aims to examine the effett internal marketing on
organizational commitment in CBE employees, it ¢é&sgto measure relationships
between variables, explanatory type of researcle wsed.

3.3.2. Descriptive Research

The objective is to provide a description of vasophenomenons’s connected to
individuals, situations or events that occur. Diggive research is recommended when
you search data, often secondary, in order to desarfew aspects of a clearly structured
problem. Wiedersheim-Paul & Eriksson (1999) a dpsge study tries to discovers
answers to the questions who, what, where and soeghow.

As this study Descriptive type of research wereedusecause it involves investigation
which provides detail picture of the situation atedail description of the findings display
in tables the level of internal marking ( trainimgternal communication , empowerment
and motivation) as perceived by CBE employeesdesdribe the level of organizational
commitment of employees in CBE.

3.3.3. Exploratory Research

Here, research is designed to allow an investigatqust look around with respect to
some phenomenon, with the aim being to develop esiyg ideas. The purpose is to
gather as much information as possible concernsjeaific problem.

3.4. Population and Sampling
3.4.1 Population
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The target population is defined as the total numbg cases that conform to
predetermined specifications (lacobucci & Chur¢Hi010). The important element of
the group is that it shares a common set of chenatits (Hair et al., 2010). For the
purpose of the study, the target population wasessmted as all frontline employees
currently working in CBE branches in the countnyd anaintaining a direct contact with
external customers.

3.4.2. Sampling frame

The sampling frame is similar to the target popatatind relates to the list of elements
from which the sample is drawn (Conradie, 2012)e Do the homogeneity of service
provision, human resource strategy implementatiothe bank over its all branches in
the country, the sample frame will be limited todiglAbaba city branches.

3.4.3. Sampling technique

Sampling technique is technique used to selectldeitsample so as to represent the
whole population.

The technique selected for this study was simpidaen sampling technique. In the case
of simple random sample every member of the pojamdtas known and equal chance of
selected. This method reduces the potential fas lom the selection of respondents
included in the sample. This sampling method wapleyed for the reason that it could
be specified each employees of CBE, the sampliagédrcould be easily identified and
the researcher obtained the name of every emplogeeCBE data base. Numbers were
assigned to each name of frontline employee anddhrandom sample was generated by
using random number generator. Please see appvalithe random number generated.
This table of 345 random numbers was produced douprto the following
specifications: Numbers were randomly selected freithin the range of 1 to 3415.
Duplicate numbers were not allowed.

3.4.4. Sample size

This refers to the number of items to be seleatexh the universe to constitute a sample.
The size of sample should neither be excessivelyelanor too small, it should be
optimum. An optimum sample is one which fulfillsethrequirements of efficiency,
representativeness, reliability and flexibility. Wéh deciding the size of sample,

researcher must determine the desired precisiaisasan acceptable confidence level for
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the estimate. The size of population variance néedge considered as in case of larger
variance usually a bigger sample is needed. Theedipopulation must be kept in view
for this also limits the sample size. The paransetéiinterest in a research study must be
kept in view, while deciding the size of the samp@e such, budgetary constraint must
invariably be taken into consideration when we det¢he sample size Kothari (2004).
To draw sample size from identified finite popubati Krejcie and Morgan (1970) sample
size formula was used. Most commonly the formulacesmputed based on 95%
confidence interval of the accuracy of the samj@e.s
Currently, the number of front line employees iddis Ababa branches were 3415,
therefore, in this study 345 questionnaires westributed to meet up to the required
level of number of responses from employees at @BAddis Ababa branches. For a
given population size of 3415 at the confidencel®f 95% and a margin of error of 5%
can be calculated as
S= X*Np (1-p)

D(N-1) + X %p (1-p)

Where; S = required sample size.
X = table value of chi - square for one degree afdoem at the desired confidence level
(3.841 for 0.95 confidence interval).
N = the given population
P= population proportion (assumed to be 0.5 sihé® would provide the maximum
sample size)
D= the degree of accuracy set at 0.05.
Therefore, S= 3.841* 3415* 0.5 (1-0.5)
(0.08%(3415 - 1) + 3.841 *0.5 (1- 0.5)
S~ 345

3.5. Sources of data

The study was employed both primary and secondausces of data. Primary data were
collected through well designed questionnaire agtbgtom previous study. This was
completed by respondents (CBE employees) that wéliegly filled and returned the

guestionnaire. Secondary data were collected fr@d& @Qata base; In order to get the
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name of every frontline employee and company pofiln addition to this, Secondary
data were collected through a theoretical study prsed of books, research thesis,
articles, internet, manuals and annual reports.

3.6. Data Collection Instrument and Procedures

Structured/closed questioner of data collectioguigse popular, particularly in case of big
enquiries (Kothari, 2004). Therefore, a structugedstionnaire was utilized to collect the
data from CBE employees. The respondents were dskede their level of perception
of the six variables on five point Likert scale isat obtain first hand information
through direct solicitation of responses from thanfline employees. The Likert scale is
Question type based on a rating scale designedetisume attitudes or reactions. Likert

scaling is a bipolar, measuring either positivenegative response to a statement Likert

(1932).
Table 3.1 Likert Scale
Selective Strongly Disagree Neutral neither Agree Strongly
Item disagree agree nor disagree agree
Score 1 2 3 4 5

Source: (Likert, 1932)

The questionnaire consists of general, specific amattached letter. The questionnaire
was accompanied with a letter to describe that whgbose the survey was conducted.
The general questions are concerning socio-dembigrapformation of respondents
such as sex, age and level of education. The spegifestions section includes 49
guestions, all of them were considered to investigad examine the attitudes and views
of respondents about research question with Liaate.

Table 3.2: Research variables and their correspgnieasures

Variable Source No of items

Training Gounaris (2008); Al- 6 items were used to
Qudah et al. measure this variable
(2013)
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Empowerment Gounaris (2008); Al- 4 items were used to

Qudah et al. measure this variable
(2013)

Motivation Gounaris (2008); Al- 5 items were used to
Qudah et al. measure this variable
(2013)

Internal Communication Gounaris (2008); Al- 5 items were used to
Qudah et al. measure this variable
(2013)

Job Satisfaction (George, 1990). 5 items were used

measure this variable
Organizational Meyer & Allen (1997) 24 items were used to
Commitment measure this variable

Internal marketing were examined using 20 itemsjckvicontains four dimensions
(training, empowerment, motivation and internal camication). Job satisfaction was
examined using 5 items and Organizational Commitm&s examined using 24 items.
The questionnaire was developed and distributedEnglish language, no need of
translation. This is because one of their job nejoents is the skill of English language
for CBE employees.

3.7. Data Analysis

The analysis of the data collected consists of @xai) categorizing, summarizing or by
some means reorganizing collected data to tegpriby@osition of the study. Every study
should however have a general framework for howddta is analyzed (Yin, 1994). To
conduct this study data were collected from respaotsl The collected data was
organized and process by using SPSS version 2étisttsoftware programs were used
to analyze the data. Only questionnaires that wetxgned and fully completed deemed
valid and used in the analysis, but if the quesizares were not be returned or not fully
completed then they were deemed to void.

Descriptive analysis such as frequencies, percesiageans and standard deviations

were used to summarize and present the data. liticadtb this, Pearson’s correlation
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coefficient was used to show the interdependendet@mascertain whether a statistically
significant relationship between the independent dependent variables and inferential
statistics. In addition to this, multiple regressi@nalysis were used to test the
significance contribution of each independent \@eato the dependent variable.
Independent t-test was used to test mean diffesdme®veen two groups. Thus, t-test was
used to compare mean difference between gendeadsfaca qualifications of the CBE
employees with respect to the level of organizaicddommitment. Finally, One-Way
ANOVA analysis was carried out to compare mearediiice among work experience,
marital status, level of education and age grodphe CBE employees with respect to
the level of organizational commitment.

3.7.1. Model Specification

The equation of regressions on this study is gdlgdyailt around two sets of regression
eqguation, the first equation ,namely dependentabéei(Job satisfaction) and independent
variable (internal marketing: training, empowermentnotivation and internal
communication). The basic objective of using regi@s equation on this study is to
make the study more effective at describing, undading and predicting the stated
variables. The regression equation is as follows:

JS=al +BLX1 +B2X2 + B3 X3 +p4X4 + e

Where:

JS = Job Satisfaction

X1= Training

X2= Empowerment

X3= Motivation

X4= Internal communication

al = the intercept term- constant which would be aéqw the mean if all slope
coefficients are 0.

e = the error term

B1, B2, 3, andp4 are the coefficients associated with the avesageunt the dependent
variable increases when the independent variablteases by one standard deviation.
The second regression equation is as follows:

Dependent variable organizational commitment adépendent variable job satisfaction
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OC=0l +B1X1 +e

Where:

OC = Organizational Commitment

X1= Job satisfaction

al = the intercept term- constant which would bea¢qo the mean if slope coefficients
are 0.

e = the error term

B1 is the coefficient associated with the averagewarhthe dependent variable increases

when the independent variable increases by ondatdmleviation.
3.8. Reliability and Validity
3.8.1. Reliability

Reliability can be defined as the extent to whidtale is able to obtain consistent results
across time, different evaluators or different isef@hurchill and Brown, 2007). Internal
consistency reliability test was conducted and @henbach's alpha coefficients for the
instrument were calculated. Cronbach alpha valag in values from 0, meaning no
consistency, to 1, meaning complete consistencgni@zch alpha values of 0.80 or
higher are considered as high reliability, thosewken 0.70 and 0.80 are regarded as
having good reliability, values between 0.60 arkD@re fair, and coefficients lower than
0.60 are questionable (Hair et al.,, 2010). Befomsgributing the questionnaire to all
respondents, 20 questionnaires for pilot test t&arsure the questions were clear and
reliable (Adams, et al., 2007). Hence, a total Of¢8iestioners were distributed in one
branch for the pilot survey which was helped thseagcher to ensure that the
guestionnaire were in fact clear to respondentsralmble.

The pilot survey has proved the questioners dedigoecollect the desired data was
reliable. Moreover, for the reliability test of tladl data Cronbach’s alpha was calculated
using SPSS and the result is presented in Tableb&®w. The alpha values for all
constructs in the study were greater than the ¢joelef 0.70, so it can be concluded that

the measurements can be applied for analyses wattptable reliability.

Table 3.3: Measurement Reliability.
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Variable Cronbach's No of Items
Alpha

Training .895
Empowerment .867 4
Motivation .746 5
Internal

o .868 5
Communication
Job satisfaction .736 5
Organizational

_ .812 24

commitment

Source:survey data (2017)

3.8.2. Instrument validity

Validity is the precision of a measure or the degte which research instruments
measure what it is supposed to measure (ZikmundBawh, 2010). Content validity
and construct validity were used to test for vaidi

3.8.2.1. Content validity

lacobucci & Churchill (2010) define content validas the adequacy of the area in which
characteristics are captured by the measure. Whafiegsionals are convinced that the
items match the definition, it is said to have emtvalidity (Zikmund & Babin, 2010).
In determining content validity the researcher \adspted scales and scale items from
previous studies where possible. Besides, the @piaf bank experts and academicians
in the field was taken to ensure the validity of thstrument. Finally the questionnaire
were revised and corrected based on the feedbdlelcteal from experts in the field. So

that it will be relevant and applicable to the alije of this study.

3.8.2.2. Construct validity

lacobucci & Churchill (2010) and Malhotra (2007¥ide construct validity as the ability
or the degree to which the instrument measures vthigt supposed to measure. In

addition to this, construct validity is the degrteewhich elements being assessed are
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identified before hypothesizing any functional teaships. In setting up the
guestionnaire, the researcher was used previodestthat were all proven reliable

3.9. Ethical Considerations

The study was undertaken after ensuring all etlueatideration was taken. The purpose
of the study was explained to each study parti¢gpand verbal consent will be obtained
from all study subjects before distributing the sfinnaire. For this purpose the
introduction part of the questionnaire were stateel purpose and importance of the
study, confidentiality. Respondent were informeeittull right to fill the questions or to
withdraw from the study at any time without any awvdrable consequences, and they
were not harmed as a result of their participationon participation.

Moreover, no information was modified or changeteréfore information were
presented as collected and all the literaturesectt for the purpose of this study are

appreciate in the reference list.

CHAPTER FOUR
RESULT AND DISCUSSION
4.1. Introduction

This chapter of the research paper organized irfdl@ving manner: It consists of the

demographic profile of the respondents were preseand analyzed. To facilitate ease in
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conducting the empirical analysis, the resultsedatiptive analyses were presented first,
followed by the results of Pearson’s correlatioefioient and multiple regressions were
analyzed. Moreover, One-Way ANOVA analysis and pefglent sample t-test was
carried out to compare mean difference betweenandng demographic profiles. A
total of 345 questioners were distributed, and ®&8e received back. After excluding 11
invalid questionnaires, a total of 302 valid quastiaires were accepted showing
response rate of 87.53%.

4.2. Demographic Profile of Respondents

The samples of this study have been classifiedrdoupto five demographic background
information collected during the questionnaire syrvThe purpose of the demographic
analysis in this research is to describe the ckenatics of the sample such as the
number of respondents’ proportion of males and fesna the sample, range of age,
marital status, educational level, and service yyedrespondents of frontline employees
of CBE. The demographic composition of the respatslés summarized in Table 4.1
below.

Majority of the respondent were males which is &4 #&nd female respondents were 35.4
%. Respondents’ age were also explained. 55.3%e@aetvwwenty and twenty five, 30.8
% twenty six to thirty, 11.3% thirty one to fortné 2.6 % were more than forty one. The
marital status of the respondents consist 67.2rfflesi 30.8 % married and 2 % of the
respondents were divorced. Educational level was &nquired where most of the
respondents of educational level of both sex lydish degree which is 85.8 % of all
respondent. The remaining 11.3 % are diploma gtadaiad 3 % at Masters and above
level. Furthermore, Respondents’ job experienceee ve¢so explained. 34.1% of the
respondents have job experience between one te jle@s, 60.3% between four to six
years, 5 % seven to ten years, and only 0.7% pbregent have eleven to fifteen years of
experience.

Table 4.1: Demographic information for CBE frondiemployees
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Demographic Frequency Valid Cumulative
Information Percent Percent
Male 195 64.6 64.6
Gender Female 107 35.4 100.0
Total 302 100.0
20-25 167 55.3 55.3
26-30 93 30.8 86.1
31-40 34 11.3 97.4
Age
41 and
8 2.6 100.0
more
Total 302 100.0
Single 203 67.2 67.2
Married 93 30.8 98.0
Marital i
Divorce
Status d 6 2.0 100.0
Total 302 100.0
Diploma 34 11.3 11.3
Bachelo
259 85.8 97.0
r
Educationa
Master
| Level
and 9 3.0 100.0
Above
Total 302 100.0
1-3
103 34.1 34.1
years
Service 4-6
182 60.3 94.4
Years years
7-10
15 5.0 99.3
years
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11-15

2 T 100.0
years
Total 302 100.0

Source: Survey Data (2017).
In summary, the majority of the respondents wemnglsimales within the age group 20-

25 having predominantly first degree and four tosgrvice year.

4.3. Descriptive Statistics

In this section, the respondents answer presetiteirform of table. The tables contain
mean and standard deviation of their response. Mahre provides the idea about the
central tendency of the values of a variable. Stechdleviation is to give the idea about
the dispersion of the values of a variable frommisan value. All of the variables were
measured using five point Likert scale ("1" Strondisagree; to "5" Strongly agree). The
interpretations of the Likert scale results arerss of 1 to 2.32 indicate low level, scores
of 2.33 to 3.65 indicate medium level, and scorés3.66 to 5 indicate high level
(Alhakimi and Alhariry, 2014).

4.3.1 CBE frontline employees’ perception on traimg

This section of the questionnaire tested the dtitand views about training levels of
CBE frontline employees. A series of six statemewvdse presented to respondents and
respondents were asked to rate their level of ageaéwith each statement.

The means for the training items construct rangsevéen 2.09 and 2.98 ( 1= strongly
disagree and 5= strongly agree) and the standanatae for the training perception
construct ranged between 0.840 and 1.235 which sémwe level of variance. The
statement which respondents agree with most wamliig is clearly directed at creating
the competencies that is important to the busingsgan=2.98 and standard deviation=
1.235). The statement indicating the least levebhgieement was “in CBE training is
closely related to the individual needs of eacmtfine employee” (mean= 2.09 and
standard deviation= 0.84). The overall mean for pleeception of training is 2.55,
indicating that the majority of respondents towamtdium level of agreement with the

statements specified in the study.
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Table 4.2: Descriptive statistics for attitude @BEfrontline employees about Training

Training Mean Std.
Deviati
on

In CBE training is closely related to the individluseeds of

_ 2.09 .840
each front line employee.

A newly hired employee will have to find his ownsarers to

_ _ 2.16 .906
the requirement of the job.

Before the implementation of the major change mvise rules

i always gets significant training regarding itspismet on our 2.38 1.089

daily activities and job description.

If one moved from one task to another, the managdr

. o o 2.66 1.252
facilitate to train him/her for a pre specified ipel.

CBE has adequate resources to train employees 2.82 1.223

Training is clearly directed at creating the corepetes that is

_ _ 2.98 1.235

important to the business.

Overall level of employees perception about tragnin 2.55 1.09

Source: Survey data (2017)

4.3.2. CBE frontline employees’ perception on empavment

This section of the questionnaire tested the dtitand views about empowerment levels

of CBE frontline employees. A series of four stadems were presented to respondents

and respondents were asked to rate their levedreeanent with each statement.

The means for the empowerment items construct cabgéween 2.77 and 3.54 ( 1=
strongly disagree and 5= strongly agree) and #edsird deviation for the empowerment

perception construct ranged between 1.09 and Whig¢h show some level of variance.

The statement which respondents agree with most‘Migsmanagers allow me to use

my own judgment in solving problems” (mean=3.54 atahdard deviation= 1.116). The

statement indicating the least level of agreemeag Wy managers trust me to exercise
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good judgment” (mean= 2.77 and standard deviatibi®9). The overall mean for the
perception of empowerment is 3.11, indicating that majority of respondents towards

medium level of agreement with the statements §pddn the study.

Table 4.3: Descriptive statistics for attitude ofBE frontline employees about

Empowerment
Empowerment Mean | Std. Deviation

My managers allow me to use my own judgment iniaglv

pr)(;blemsg Y Jues 9 3.54 1.116

My managers encourage me to take initiatives 3.18 1.091

My managers allow me to take a high degree ofatmte. 2.94 1.066

My managers trust me to exercise good judgment 2.77 1.090
Overall level of employees perception about empavesrt 3.108 1.090

Source: Survey data (2017)

4.3.3. CBE frontline employees’ perception on motation

This section of the questionnaire tested the dtitand views about motivation levels of
CBE frontline employees. A series of five statersemére presented to respondents and
respondents were asked to rate their level of ageaéwith each statement.

The means for the motivation items construct rargedieen 2.53 and 4.14 ( 1= strongly
disagree and 5= strongly agree) and the standaidtib® for the motivation perception
construct ranged between 0.921 and 0.614 which stmwe level of variance. The
statement which respondents agree with most was ifitentive given to employees are
motivating and on competitive basis” (mean=4.14 atahdard deviation= 0.614). The
statement indicating the least level of agreemeas My income and the annual
increment are based on periodic performance evahiaimean= 2.53 and standard
deviation= 0.921). The overall mean for the penoepdf motivation is 3.43, indicating
that the majority of respondents towards mediunelle¥ agreement with the statements

specified in the study.
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Table 4.4: Descriptive statistics for attitude @dEfrontline employees about Motivation

Motivation Mean Std.
Deviation
When i do something extra ordinary i know that ill wi
_ _ 3.38 .624
receive some kind of reward.
| receive feedback from my supervisor on my jo
3.06 775
performance regularly
The incentive given to employees are motivating and
N _ 4.14 .614
competitive basis
The performance measurement reward system encaurg
4.04 .698
employees to work hard.
My income and the annual increment are based andier
) 2.53 921
performance evaluation
Overall level of employees perception about moibrat 3.43 0.726

Source: Survey data (2017)

4.3.4. CBE frontline employees’ perception on interal communication
This section of the questionnaire tested the dwittand views about internal
communication levels of CBE frontline employees.séries of five statements were
presented to respondents and respondents were tasted their level of agreement with
each statement.

The means for the internal communication items tansranged between 2.95 and 3.21
( 1= strongly disagree and 5= strongly agree) &edstandard deviation for the internal
communication perception construct ranged betwe@®2land 1.001 which show some
level of variance. The statement which respondagtee with most was “Before any
policy and procedures change my manager informsphese to phase in advance”
(mean=3.21 and standard deviation= 1.001). Therset indicating the least level of
agreement was “If an employee has a certain perpoollem that influences negatively
his/her work performance, she/he is encouragedigdouss it with his/her manager”

(mean= 2.95 and standard deviation= 1.092). Theatlvemean for the perception of
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internal communication is 3.064, indicating thae thnajority of respondents towards

medium level of agreement with the statements §pddn the study.

Table 4.5: Descriptive statistics for attitude dBE frontline employees about internal

communication.

Internal Communication Mean Std.
Deviation

Before any policy and procedures change my mana
) _ 3.21 1.001
informs me phase to phase in advance.

Managers are sincerely interested in listening tbatw
frontline employees have to say about their jos,groblems 3.13 1.046

they have and the solutions that employees suggest

If an employee has a certain personal problemitiflaences
negatively his/her work performance, she/he is eraged to 2.95 1.092

discuss it with his/her manager.

Branch manager is never too busy if one of theantline

_ 2.98 1.125
employees wishes to meet personally.
Branch manager is spend time with their customevice
officer, explaining them organization values andvhihese
3.05 1.121

vales affect what the organization expects from hea

individual employee

Overall level of employees perception about intern| 3.06 1077

communication 4

Source: Survey data (2017).

4.3.5. Comparison of CBE frontline employees’ perg#ion on internal
marketing constructs

Table 4.6. Below show the overall means of all geim the internal marketing mix
constructs for CBE frontline employees’ level ofgaption. According to the findings of
the means motivation represented the highest dvesdn score (mean= 3.43), meaning

that CBE frontline employees have a tendency tosvagiee with statements relating the
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motivation construct (1= strongly disagree and 3rorgyly agree) compare to other
constructs. Empowerment followed with overall mesanre of 3.12. This was followed
by internal communication (mean= 3.06). The lowestl of agreement was with the
training construct (mean= 2.52).

Table 4.5: Overall mean and standard deviationescfar the internal marketing mix

Construct Mean Standard
deviation
Training 2.52 0.930
Empowerment 3.12 0.94
Motivation 3.43 0.387
Internal communication 3.06 0.866

Source:Survey data (2017).

4.4. Normality test

The study used two methods of assessing normajigphically (Normal Probability
Plot) and numerically (Skewness and Kurtosis).hie Normal Probability Plot it will be
hoped that points will lie in a reasonably straigidgonal line from bottom left to top
right. This would suggest no major deviations froormality. Appendix three depicted
that the scores are normally distributed.

Numerically, the evaluation of normality in the a@ainalysis began with exploring the
skewness and kurtosis values of the elements @rnak marketing mix and job
satisfaction. skewness and kurtosis values grélaséer 1 and less than -1 are considered
being abnormally distributed (Gamst et al., 200B)ble 4.7. Below summarizes the
skewness and kurtosis values of the constructs skéeness and kurtosis values for the
internal marketing mix elements, namely, trainirgnpowerment, motivation and
internal communication were all below 1 and greéitan -1 indicating that the data is

normally distributed for these elements. The joldisksction and organizational
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commitment also showed skewness and kurtosis w@#luess than 1, and is therefore

normally distributed.

Table 4.7: Summary of skewness and kurtosis statist

Skewness Kurtosis
Constracts
Training .845 -.053
Empowerment -.026 -.500
Motivation -.306 -.195
Internal Communication .338 -.940
Job satisfaction .236 571
Organ.izational 102 238
commitment

Source:Survey data (2017).

4.5. Correlation analysis

In this study Pearson’s correlation coefficient waed to determine whether there is
significant relationship between training, empowenty motivation and internal
communication with job satisfaction. The followirgection presents the results of
correlation on the relationship between independanables and dependent variable.
4.5.1. Correlation analysis for internal marketing-Job satisfaction

Table 4.8. Below indicates that the correlatioeficients for the relationships between
job satisfaction and its independent variablediaear and positive ranging from weak to

moderate correlation coefficients.

Table 4.8. Correlation analysis for IM-Job satisfat

Correlations

Training [EmpowermeniMotivation |Internal Job
Communicatiorsatisfaction

47




Fx FF

Training 1 125 .300 -.004 403

Empowerment 125 1 .106 -.091 180

Motivation .300 .106 1 .086 580"

Internal "
-.004 -.091 .086 1 .190

Communication

xF xF

Job satisfaction 403" 180" .580 .190 1

*. Correlation is significant at the 0.05 leveltled).
**_Correlation is significant at the 0.01 levelH@iled).
Source: Survey data (2017)

As it is clearly indicated in table above, sigrafint correlation between training and
employee job satisfaction (r=0.40, p<0.01).This lieyp that increase training is
associated with increase employees’ job satisfactiod training has a significant and
positive relation with job satisfaction. The coatbn analysis indicates that there is a
positive correlation exist between empowerment emgployee job satisfaction (r=0.18,
p>0.01). Motivation has a significant and positre&ation with employee job satisfaction
(r=0.58, p<0.01). Internal communication has a tpasirelation with job satisfaction
(r=0.19, p=0.01).

Although we cannot make direct conclusions abousality from a correlation, we can
take the correlation coefficient a step furtherdoyiaring it. The correlation coefficient
squared (known as the coefficient of determinati@),is a measure of the amount of
variability in one variable that is shared by thbes (Field, 2009). Therefore, based on
the correlation coefficients result obtained frdme table training can account for 16%,
Empowerment for 3.2 %, motivation for 33.6% ancinal communication for 3.6 % of
the variation in job satisfaction. This implies thne most important internal marketing
practices on job satisfaction is motivation in CBEjich goes to prove that motivation is
perceived as a dominant internal marketing prat¢tcdfect job satisfaction.

4.5.2. Correlation analysis for Job satisfaction —organizational
Commitment

Table 4.9. Correlation analysis for Job satisfactidOrganizational commitment
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Correlations
Job Organizational
satisfaction commitment
_ ) Pearson .
Job satisfaction _ 1 874
Correlation
Organizational Pearson .
_ _ 874 1
commitment Correlation
**_Correlation is significant at the 0.01 leveH@iled).

Source: Survey data (2017).

As it is clearly indicated in table above, strorgsitively significant correlation between
employee job satisfaction and organizational commaitt (r=0.87, p<0.01).This implies
that increase employees’ job satisfaction is assedi with increase organizational
commitment.

4.6. Regression Analysis

Multiple regression analysis was conducted to erangffect of internal marketing on

organizational commitment

4.6.1 Assumptions of regressions analysis

Multiple Regressions is a statistical technique #ilows us to predict someone’s score
on one variable on the basis of their scores oaraéwther variables. Then, the following

assumptions test should be done (Pallant, 2005).

Sample size: -Different authors tend to give different guidelinesncerning the
number of cases required for multiple regressidiabachnick and Fidell (2001) give a
formula for calculating sample size requiremenéking into account the number of
independent variables to use: N > 50 + 8m (wheremamber of independent variables).
In this study four independent variables had edisted cases were 345. Therefore, the

study satisfied sample size assumption.
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(V2

Linear relationships:- Job satisfaction is assumed to be linearly relati#id internal
marketing elements; meaning the dependent varjablesatisfaction is assumed to be
impacted with changes in internal marketing elemédtite independent variables). The
relationship between the two variables should bedli. This means that at a scatter plot
of scores should be a straight line (roughly), maurve (Pallant, 2005).The scatter plots
of this study show that there is almost lineartrefeship between the variables. The plots
do not show any evidence of non-linearity; therefathe assumption of linearity is

satisfied. Please see appendix four the p- plgrdia.

No or little multicollinearity:- Multicollinearityis used to describe correlation among
independent variables. If there is high correlatioetween two or more predictor
variables, may cause problems when trying to draferénces about the relative
contribution of each predictor variable to the ®sscof the model (Pallant, 2005).
Multicollinearity in this study was tested usingri&gace Inflation Factor (VIF) value and
tolerance value (see annex nine). If toleranceevalosed to 1 and VIF value is around 1
and not more than 10, it can be concluded thatetieemot multicollinearity between

independent variable in the regression model (R&aI2D05).

Homoscedasticity:- Homoscedasticity is the variability in scores fariables of
independent should be similar at all values ofatale dependent. In order to ensure the
fulfillment of this relationship between indepentlgariable and dependent variable, the
variance of dependent variable values must be eguaach value of independent
variables (Hair, 2010). For a basic analysis iwvgth plotting ZRESID Y-axis) against
ZPRED (X-axis), because this plot is useful to determinestivér the assumptions of
random errors and homoscedasticity have been neeisidn rule: If there were certain
variant, such as organize shaping dot (waves, fasd narrow), therefore no
homoscedasticity happened. If there were not ceutaiiant, and dots spreads above and
below 0 numbers in axis Y, then homoscedasticity ltppened (Pallant, 2005). The
scatter plots show that there is homoscedastiGityus the assumption is reasonably

supported in this study. Please see appendixligedtatter plot diagram
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V.

No auto correlation: - Regression analysis is based on uncorrelated esatiial
terms for any two or more observation (Kothari, 200"his assumption is tested for each
regression procedure with the Durbin-Watson testiclv test for correlation between
variables residuals. The test statistic can vatwéen 0 and 4 with a value of 2 meaning
that the residuals are uncorrelated (Field, 20@9)\alue greater than 2 indicates a
negative correlation between adjacent residualereds a value below 2 indicates a
positive correlation. As a general rule, the reald@are independent (not correlated) if the
Durbin-Watson statistic is approximately 2 (see é&xsix), and an acceptable range is
1.50 - 2.50 (Muluadam, 2015). In this study the lidnwaston value was 2.002, which is
very close to 2, therefore it can be confirmed thatassumption of independent error has

almost certainly been met.

4.6.2. Relation between Internal Marketing and Jolsatisfaction

In this survey, five hypotheses were developedttnly the indirect impact of internal
marketing dimensions on organizational commitmémough job satisfaction. For the
purposes of determining the extent to which thdamatory variables (internal marketing
elements such as, training, empowerment, motivatimh internal communication) were
examined on the dependent variable (mediating),jale satisfaction using multiple
regressions. Regression analysis was employed #iterstudy met the regression
assumptions. The significance level of 0.05 witB®&nfidence interval was used.
(Note: R 2 =0.429; Adj. R 2 =0.421.; F-value =585.Sig=0.000).

The regression model presents how much of the n@ian the measure of Job
satisfaction is explained by the underlying intérmarketing elements. The predictor
variables i.e. internal communication, training, tMation and empowerment have
accounted 42.1 %(see Annex seven) of adjusted Bresquhich indicates 42.1% job
satisfaction in CBE was explained by the variatwnthe four predictor variables
whereas the remaining 57.9% are explained by etiréable of this model.

The ANOVA table tells us whether the overall modesults in a significantly good
degree of the prediction of the outcome variabiel@-2009). The proposed model was

adequate as the p-value is less < 0.05 i.e. 0.883§anex seven). This indicates that the
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overall model was statistically significant relatship between internal marketing

practices and job satisfaction.

Table 4.10: Coefficientsf IM- Job Satisfaction

Coefficientof Job Satisfaction
Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Beta
Error
(Constant) .679 A77 3.833 .000
Training 110 .021 .245 5.311 .000
Empower
.050 .020 112 2.524 012
ment
1| Motivatio 10.38
516 .050 481 .000
n 7
Internal
Communi 077 .021 .160 3.610 .000
cation
a. Dependent Variable: Job satisfaction

Source:Survey data (2017)

The objective of the regression in this study idirtd out an equation that could be used
to find the impact of predictors on dependent \deaThe first regression equation takes
the following form:

JS=al +BLX1 +B2X2 + B3 X3 +p4X4 +e

Where:

JS = Job Satisfaction

X1= Training

X2= Empowerment

X3= Motivation
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X4= Internal communication

al = the intercept term- constant which would be atégiw the mean if all slope
coefficients are 0.

E= error term

So the equation becomes

Job Satisfaction = 0.679+0.245X1+0.112X2+0.481X360X4

The hypothesis test results based on standardizefficient beta and P-value to test
whether the hypothesis to reject or accept. As shivtam above Table 4.15 training of
CBE, P value is significant (P< 0.05) and the be#due is positive (beta= .245).
Therefore, the result supported the initial hypetheand infers that training has a
significant and positive effect on job satisfactioh CBE frontline employees. With
regards to empowerment of CBE, P-value is signitig®< 0.05) and the beta value is
positive (beta= .112). Therefore, the result suggabthe initial hypothesis and infers that
empowerment has a significant and positive effecfod satisfaction of CBE frontline
employees. The same is true for motivation of CB&alue is significant (P< 0.05) and
the beta value is positive (beta= .481). Therefdhe result supported the initial
hypothesis and infers that motivation has a sigaift and positive effect on job
satisfaction of CBE frontline employees. Regardingnternal communication of CBE,
P-value is significant (P< 0.05) and the beta vadugositive (beta= .160). Therefore, the
result supported the initial hypothesis and inférat internal communication has a

significant and positive effect on job satisfact@fCBE frontline employees.

4.6.3. Relation between job satisfaction and orgarational commitment
The ultimate goal of this study was to examinenifeinal marketing has effect on
organizational commitment through job satisfacti@onsequently, further regression
analysis was conducted taking organizational comenit as dependent variable and job
satisfaction as predictors

(Note: Adj. R 2 =0.764.; F-value = 973; Sig=0.000).

The predictor variables i.e. job satisfaction hesoanted 76.4 %( see Annex eight) of

adjusted R square which indicates 76.4% of orgépizal commitment in CBE was
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explained by the job satisfaction whereas the reimgi23.6 % are explained by other

variable of model.
The ANOVA table tells us the proposed model wasjadee as the p-value is less < 0.05
i.e. 0.000(see Annex eight). This indicates that mmodel was statistically significant

relationship between job satisfaction and orgaimmat commitment

Table 4.11. Summary of Coefficient for Job Satistac— organizational commitment

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
(Constant) .585 .082 7.141 .000
Job
_ _ .812 .026 .874 31.200 .000
satisfaction
a. Dependent Variable: Organizational commitment

Source: Survey data (2017)

The second regression equation takes the followang:
OC=0l +B1X1 +e

Where: OC = Organizational Commitment

X1= Job satisfaction

Organizational commitment =0.585+0.874X1

The regression analysis shows that Job satisfab@sna strong and significant positive
effect on organizational commitment (P<0.0B; =0.874). Thus, infers that job
satisfaction has a significant and positive effectorganizational commitment of CBE

frontline employees. Therefore, the result supgbftem the above two model; infer that

54



internal marketing has an effect on organizati@mshmitment of employees through job
satisfaction.

4.6. Organizational commitment of CBE employees basg on gender

Table 4.12. Independent samples test of a@gaonal commitment based on gender

Gender of the N Mean |Std. Std. Error
Respondent Deviation [Mean
3.1
o Male 195 .38779 02777
Organizational 323
commitment 3.0
Female 107 .38297 .03702
880
Independent Samples Test
Levene's Test for t-test for Equality of Means
Equality of
Variances
F Sig. T df Sig. (2-tailed Mean
Difference
Equal
Oraanizatiof variances | .056 .813 .953 300 341 .04427
9 assumed
al
commitment .Equal
variances nc 957 | 220.666 .340 .04427
assumed

Source: Survey data (2017).

The independent sample t-test was applied to coenpa mean score of the two gender
group (male and female). In this case, as the tdbpects above shows that the mean
difference between male and female subjects wittarmzational commitment is not
significant as a p-value (0.341) is greater th&5Olt can state with 95% confidence that
there is not significant relationship between orgatonal commitment of CBE frontline

employees’ and their gender.

4.8. Organizational commitment of CBE employees bad on Age
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In order to determine whether there are any sigpifi differences between
organizational commitments of CBE frontline emplesieand their age group, the one
way ANOVA has been run. To use ANOVA, ideally thetal satisfy two conditions: The

dependent variable (organizational commitment) m@nmally distributed and the

population variances across levels are equal @E&stomogeneity of variance). The
organizational commitment constructs as shown iblda&.7. skewness and kurtosis
value of less than 1, and normally distributed. t€st homogeneity of variance it is
important to look Sig. value in table 4.13. Belowg.Ssalue (.209) is greater than 0.05.
This shows that the population variances acroseldeware equal. Thus, test of

homogeneity of variance satisfied.

Table 4.13. Test of Homogeneity of Variances of Age

Organizational commitment

Levene Statistic dfl df2 Sig.
1.520 3 298 .209
Source: Survey data (2017).

As the table below shows that the mean differeretsvéen age groups subjects with
organizational commitment is not significant asirtt&ig. value (.939) is greater than
0.05.This shows that organizational commitment BEQrontline employees’ based on
age did not differ significantly. It can state wi8b% confidence that there is not
significant relationship between organizational cotment of CBE frontline employees’

and their age group.

Table 4.14: One- way ANOVA test of organizationairenitment based on age
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Organizational commitment
Sum of Df Mean F Sig.
Squares Square
Between
.061 3 .020 135 .939
Groups
Within
44,795 298 150
Groups
Total 44.856 301

Source: Survey data (2017).
4.9. Organizational commitment of CBE employees bad on marital

status

In order to determine whether there are any sigpifi differences between

organizational commitments of CBE frontline emplegeand their marital status, the
one way ANOVA has been run. To use ANOVA, idealig data satisfy two conditions:

The dependent variable (organizational commitménthormally distributed and the

population variances across levels are equal (fedtomogeneity of variance). The

organizational commitment constructs as shown inldd.7 skewness and kurtosis value
of less than 1, and normally distributed. To tesnhbgeneity of variance it is important to
look Sig. value in Table 4.15 below. Sig. value2gyis greater than 0.05. This shows
that the population variances across levels araledthus, test of homogeneity of

variance satisfied.

Table 4.15 Test of Homogeneity of Variances ofitabstatus

Organizational commitment

Levene Statistic dfl df2 Sig.

.323 2 299 725
Source: Survey data (2017).

As the table below shows that the mean differeretevdien marital status subjects with
organizational commitment is not significant asirtt#&ig. value (.809) is greater than

0.05.This shows that organizational commitment BEQrontline employees’ based on
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marital status did not differ significantly. It caate with 95% confidence that there is
not significant relationship between organizatiommmmitment of CBE frontline

employees’ and their marital status.

Table 4.16 : One- way ANOVA test of organizatiom@mmitment based on

marital status

Organizational commitment

Sum of Square{ Df Mean Square F Sig.
Between Group .064 2 .032 212 .809
Within Groups 44.792 299 .150
Total 44.856 301

Source: Survey data (2017).
4.10. Organizational commitment of CBE employees Isad on level of

education

In order to determine whether there are any sigpifi differences between
organizational commitments of CBE frontline empleseand their level of education,
the one way ANOVA has been run. To use ANOVA, itdedhe data satisfy two
conditions: The dependent variable (organizati@ashmitment) is normally distributed
and the population variances across levels arel étpsh of homogeneity of variance).
The organizational commitment constructs as shawnhabble 4.7 skewness and kurtosis
value of less than 1, and normally distributed. t€st homogeneity of variance it is
important to look Sig. value in Table 4.17 belowg.Salue (1.00) is greater than 0.05.
This shows that the population variances acros®ldeare equal. Thus, test of

homogeneity of variance satisfied.

Table 4.17. Test of Homogeneity of Variances wélef education

Organizational commitment
Levene Statistic dfl df2 Sig.
.000 2 299 1.000
Source: Survey data (2017).
As the table below shows that the mean differeretevden level of education subjects

with organizational commitment is not significasttaeir Sig. value (.651) is greater than
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0.05.This shows that organizational commitment BEQrontline employees’ based on
level of education did not differ significantly. dan state with 95% confidence that there
is not significant relationship between organizatio commitment of CBE frontline
employees’ and their level of education.

Table 4.18 : One- way ANOVA test of organizatiooammitment based on Level

of Education

Organizational commitment

Sum of Squarey  Df Mean Squars F Sig.
Between Group 129 2 .064 431 .651
Within Groups 44.727 299 .150
Total 44.856 301

Source: Survey data (2017).
4.11. Organizational commitment of CBE employees Isad on service
years

In order to determine whether there are any sigpifi differences between
organizational commitments of CBE frontline empleyeand their service year, the one
way ANOVA has been run. To use ANOVA, ideally thegalsatisfy two conditions: The
dependent variable (organizational commitment) mnally distributed and the
population variances across levels are equal (fedtomogeneity of variance). The
organizational commitment constructs as shown inldd.7 skewness and kurtosis value
of less than 1, and normally distributed. To teshbgeneity of variance it is important to
look Sig. value in Table 4.19 below. Sig. valueD8®) is greater than 0.05. This shows
that the population variances across levels araledthus, test of homogeneity of

variance satisfied.

Table 4.19. Test of Homogeneity of Variances wél®f service year

Organizational commitment

Levene Statistic dfl df2 Sig.

2.195 3 298 .089

Source: Survey data (2017).
As the table below shows that the mean differermoers service years subjects with

organizational commitment is not significant asirtt®&ig. value (.792) is greater than
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0.05.This shows that organizational commitment BEQrontline employees’ based on
service years did not differ significantly. It carate with 95% confidence that there is not
significant relationship between organizational cotment of CBE frontline employees’

and their service years.

Table 4.20 : One- way ANOVA test of organizatiomaimmitment based on

service year

Organizational commitment

Sum of Squar¢  Df Mean Square F Sig.
Between Group .156 3 .052 .346 792
Within Groups 44.700 298 .150
Total 44.856 301

Source: Survey data (2017).

4.12.DISCUSSION OF THE RESULT

This study was aimed to examine the effect of mdkmarketing on organizational
commitment of employees. Training, empowermentermdl communication and
Motivation were selected as internal marketing disiens and job satisfactions was
selected as a mediating variable because they bege repeatedly used by various
researchers as it has been clearly indicatederatiire review part. For the purpose of
this study five hypotheses were developed, bristusion on each hypothesis is given
below.

H1. There is a positive significant relation betweél raining and Job Satisfaction.

The research finding shows that there is a posiation between employees training
and Job satisfaction, many researchers studie@ftbet of training on employee’s job
satisfaction and how the training related to jobséaction and proved the theory to be
true. Among the studies conducted, a study conducte the effect of employee
development program on job satisfaction and emgagtention by Karen (2007) was
taken as example. When people receive relevantaodble training, they are generally
happier in their jobs. When that training is cadrte the next level and becomes overall
development, employees tend to feel even more gdlyetheir employers. They are not
only given the tool to do their jobs well, but thase also given opportunities to develop

new skills and attain career goals. Companiesitivaist on their employees and clearly
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communicate the importance of employees may kegpoyees (Karen, 2007). The most
likely explanation for the result of this studydse to most training programs apart from
the basic training given by the company for new emmare refresher trainings which are
limited in number and are highly at technical wahhigh tendency of employees
considering the training program as part of thenobas personal development program
and also the mechanism of delivering the trainimgiot adult learning style. Hence,
employee’s job satisfaction drawn from the trainioguld be insignificant for CBE
frontline employees.

H2: There is a positive relationship between Comgation and Job satisfaction.

As the above statistics Table 4.10 implies, commation has a positive relation with job
satisfaction in CBE frontline employees. The stattgsted that when employees feel that
they are good contributors, they will be encouratgedet involved and participate more
for the sake of the organization. Yet again, whe@mager communicates effectively with
the employees, listens to their complaints, answetheir questions and provide those
ways to communicate effectively, the organizatiah @ncourage them to enhance their
work and feel satisfied about their jobs. The restds also supported by a case study
which was conducted on The Relationship betweeernat Communication and Job
Satisfaction by Hrund (2011) which showed that widittive and assessable
communication, employees are better able to urateigheir job and are more connected
to it.

H3: There is a positive relationship between maibraand Job Satisfaction

One of the research findings that can be concldided the statistics provided in 4.10 is
that motivation is positively related with employe¢ob satisfaction in CBE frontline
employees. Giving the employees sense of achievenpeaviding them with new
opportunities for advancement and promotions ayenketivator that creates positive job
attitudes. In addition, this result is also coresistwith Mohammadi, H. et.,.al (2012)
finding of the positive correlation between motigatand job satisfaction.

A recent study conducted on The Impact of Interui@rketing on Employee’s Job
Satisfaction of Commercial Banks in Jordan stadt@s tmotivating employees should be
one of the main roles of the manager in the orgdiniz. The manager must acknowledge

that his/her employees are the most important atest have in order to have a
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distinctive output- whether it is a tangible protloc an intangible service- and costs of
investing in this asset will always be for the fenef the organization. (Sulieman et al,

2013).

H4. There is a positive significant relation betwé=mpowerment and Job Satisfaction.

One of the research findings that can be conclugi® the statistics provided above is
that empowerment is positively and significantliated to job satisfaction in CBE. My

managers allow me to use my own judgment in solngblems and my managers
encourage me to take initiatives are the major evepment items that have a strong
impact on job satisfaction.

H5. There is a positive significant relation betwelob Satisfaction and organizational

commitment.

When people are satisfied with their jobs, they hélve a positive attitude feeling about
their jobs. Therefore, it is unlikely that they Wehange their jobs. If employees feel that
the company treats them fairly or well, the worker feel that they are responsible to
keep working hard for their companies. The findmgonsistent with results obtained by
Zargaran et .al (2013)

4.13. Hypothesis Results

The table below provides the summery overview efttiipothesis results of the research
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Table 4.21. Summary of Hypothesis Results
Hypothesis Analysis used
H1: There is a significant positive  Multiple regression
relationship between training and Job
satisfaction.

H2: There is a significant positive  Multiple regression
relationship between Empowerment
and Job satisfaction

H3: There is a significant positive  Multiple regression
relationship between motivation and
Job satisfaction.

H4: There is a significant positive  Multiple regression
relationship between communication

and Job satisfaction

H5: There is a significant positive | Multiple regression
relationship between job satisfaction

and organizational commitment

Ho: p1=p2
Hi: At least one mean value is test

different from others.

Ho: p1=p2

H: At least one mean value is

One way- ANOVA

different from others.
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Independent sample t-

Result

Accepted ( the outcome of the
multiple regression supports the
hypothesisp=0.245, p <0.05)

Accepted ( the outcome of the
multiple regression supports the
hypothesisp=0.112, p <0.05)

Accepted ( the outcome of the
multiple regression supports the
hypothesisp=0.481, p <0.05)

Accepted ( the outcome of the
multiple regression supports the
hypothesisp=0.160,p <0.05)

Accepted ( the outcome of the
multiple regression supports the
hypothesisp=0.874,p<0.05)
Failed to accept (with 95%
confidence that there is not
significant relationship
Between the level of
organizational commitment and
gender; P (0.341)10.05.

Failed to accept (with 95%
confidence that there is not
significant relationship
between the level of

organizational commitment and



Ho: p1=p2

Hi: At least one mean value is

One way- ANOVA

different from others.

Ho: p1=p2

Hi: At least one mean value is

One way- ANOVA

different from others.

Ho: p1=p2

H,: At least one mean value is

One way- ANOVA

different from others.

Source: Survey data (2017).

CHAPTER FIVE

age;
P (0.939)1 0.05.

Failed to accept (with 95%
confidence that there is not
significant relationship
between the level of
organizational commitment and
marital status;

P (0.809).1 0.05.

Failed to accept (with 95%
confidence that there is not
significant relationship
between the level of
organizational commitment and
educational level,

P (0.651)1 0.05.

Failed to accept (with 95%
confidence that there is not
significant relationship
between the level of
organizational commitment and
service year;

P (0.792)1 0.05.

CONCLUSION AND RECOMMENDATIONS

5.1. Introduction
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In this chapter of the study, summary of major ifigd, conclusion drawn,
recommendations and limitation of the study areedta

5.2. Summary of major findings

The general objective of the study was to examimeedffect of internal marketing on
organizational commitment of employees, examinedingension of internal marketing
that affect organizational commitment indirectlyahgh job satisfaction. The researcher
has employed explanatory research design with wjobhsatisfaction was explained
using the four internal marketing dimensions an@ ttelationship between job
satisfaction and organizational commitment was béisteed. And primary data was
collected from selected employees of the bank tjiinayuestionnaire. In order to analyze
the collected data, correlation, multiple regressjandependent sample t-test and one
way ANOVA were employed.

The results of data computations are summarizéollasys.

From the correlation analysis done, it is cleamgicated in table 4.12, significant
correlation between training and employee job fation (r=0.40, p<0.01).This implies
that increase training is associated with increamployees’ job satisfaction and training
has a significant and positive relation with joltigfaction. The correlation analysis
indicates that there is a positive correlation tekitween empowerment and employee
job satisfaction (r=0.18, p>0.01). Motivation hasignificant and positive relation with
employee job satisfaction (r=0.58, p<0.01). Interoammunication has a positive
relation with job satisfaction (r=0.19, p=0.01).

As it is clearly indicated in table 4.13, strongsjively significant correlation between
employee job satisfaction and organizational commaitt (r=0.87, p<0.01).This implies
that increase employees’ job satisfaction is assedi with increase organizational
commitment.

The first regression analysis obtained from the ehadmmary showed that, the predictor
variables i.e. internal communication, training, tMation and empowerment have
accounted 42.1 % (seen Appendix seven) of adjiteguare which indicates 42.1% job
satisfaction in CBE was explained by the variatibthe four predictor variables whereas

the remaining 57.9% are explained by other variabthis model.
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The hypothesis test results based on standardizefficient beta and P-value to test
whether the hypothesis to reject or accept. As shivtam above Table 4.15 training of
CBE, P value is significant (P< 0.05) and the besdue is positive (beta= .245).
Therefore, the result supported the initial hypetheand infers that training has a
significant and positive effect on job satisfactioh CBE frontline employees. With
regards to empowerment of CBE, P-value is signiti¢g®< 0.05) and the beta value is
positive (beta= .112). Therefore, the result suggabthe initial hypothesis and infers that
empowerment has a significant and positive effecfad satisfaction of CBE frontline
employees. The same is true for motivation of CB&alue is significant (P< 0.05) and
the beta value is positive (beta= .481). Therefdhe result supported the initial
hypothesis and infers that motivation has a sigaift and positive effect on job
satisfaction of CBE frontline employees. Regardingnternal communication of CBE,
P-value is significant (P< 0.05) and the beta vadygositive (beta= .160). Therefore, the
result supported the initial hypothesis and inférat internal communication has a

significant and positive effect on job satisfactafCBE frontline employees.

The second regression analysis obtained from thdemsummary showed that, the
predictor variables i.e. job satisfaction has aoted 76.4 %( see Annex eight) of
adjusted R square which indicates 76.4% of orgépizal commitment in CBE was
explained by the job satisfaction whereas the reimgi23.6 % are explained by other
variable of model.

The regression analysis as shows in table 4.16 Jblatsatisfaction has a strong and
significant positive effect on organizational cortrment (P<0.05f =0.874). Thus, infers
that job satisfaction has a significant and posig¥fect on organizational commitment of
CBE frontline employees. Therefore, the result suiga from the above two model,
infer that internal marketing has an effect on argational commitment of employees

through job satisfaction.

5.3. Conclusions
Commercial bank of Ethiopia has a vision to bec@mweorld-class commercial bank by

the year 2025. In an effort to attain its visiomrmagers and policy makers in the bank
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need to give more emphasizes to this idea of iatemrarketing and apply this concept in
a more focused and thorough manner. Management RE @wust consider the
organization as its first market and satisfy thedseof its internal customers. It must also
establish on internal marketing program for CBElwn basis of those internal marketing
dimensions which enhance organizational commitment.

The findings that can be conclude from the stassprovided above is that training is
positively and significantly related to job satidian in CBE. When people receive
relevant and valuable training, they are genetalgpier in their jobs. When that training
is carried to the next level and becomes overaleigpment, employees tend to feel even
more valued by CBE. The finding is consistent wekults obtained biaren (2007).

The most important factor that can affect job $atison is motivation, as the above
statistics imply, motivation has a positive andngiigant effect on job satisfaction of
CBE frontline employees. Giving the employees safsachievement, providing them
with new opportunities for advancement and pronmstiare key motivator that creates
positive job attitudes. The finding is consisterithwresults obtained by (Prof.S.K. &
Viveki, 2011).

One of the research findings that can be conclugi® the statistics provided above is
that empowerment is positively and significantliated to job satisfaction in CBE. My
managers allow me to use my own judgment in solangblems and my managers
encourage me to take initiatives are the major evepment items that have a strong
impact on job satisfaction. Empowerment is an emélly effective management control
tactic, which significantly influence the behavamd attitudinal character of employee’s
job satisfaction. Previous researches have alsbligiged the significant relationship

between empowerment and job satisfaction (Thomasl#duse, 1990).

In regard to internal communication, internal comation has a positive and
significant effect on job satisfaction of CBE frbné employees. The study attested that
when employees feel that they are good contribptibiesy will be encouraged to get
involved and participate more for the sake of thganization. Yet again, when manager
communicates effectively with the employees, listemtheir complaints, answering their

guestions and provide those ways to communicatectefely, the organization will
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encourage them to enhance their work and feelfigatiabout their jobs. The finding is
consistent with results obtained Byhderson and Martin (1995), Downs and Hazen
(2977)

The last major finding was the effect of job satctfon on organizational commitment of
employees. The statistical result showed, job feation has a significant relation with
organizational commitment of CBE frontline employeé am satisfied with my job
because there is equal growth and development tppiyr and the employees in the
organization feel secured in their job are somé¢hefjob satisfaction items that have a
strong impact on organizational commitment. Sadgmployees tend to be more loyal
to their organization. Generally, when people atesBed with their jobs, they will have
a positive attitude feeling about their jobs. There, it is unlikely that they will change
their jobs. If employees feel that the companyttr¢laem fairly or well, the workers will
feel that they are responsible to keep working Hardheir companies. The finding is
consistent with results obtained by Zargaran €@13)

One of the research objectives was met by employidgpendent t-test and one way
ANOVA. Both results showed that no significant aion between CBE frontline
employees of different gender, age, marital stdesgl of education and service years
with organizational commitment. From this one canaiude that there is no significant
relationship between organizational commitment€BE frontline employees’ and their

five demographic profiles.
Finally, all selected internal marketing dimensidmsve significant relation with job

satisfaction and job satisfaction has impact oraoizational commitment which implies

internal marketing have indirect impact on orgatareal commitment.

5.4. Recommendation

Based on the findings of the study, the followiegammendations can be forwarded
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» As internal marketing is the process of attractidgyveloping, motivating, and
retaining qualified employees through job-produtttat satisfy their needs. The first
recommendation given is, for CBE to attract, depgelmotivate, and retain qualified
employees by enabling Human Resource Departmenildghimplement market-like
approach.

» Managers should empower frontline employees becHuseproved that from the
findings when the frontline employees are partiotpain decision making process they
provide much better committed employees. Insteataking each and every decision
making situation to the managers, the employeesildhibbe empowered to decision
making in cases where the decision is routine aat amitical, then the frontline

employees will be able to have better organizatiooenmitment.

» Since communication has a significant impact orapizational commitment, CBE

should develop an open communication system betwesragement and sub ordinates
and also among employees to create connectiontcaedcourage employees forward
their constructive ideas. So, in order to achiesmmitted employees managers should
make regular meetings with the frontline employtekear their opinions and feedbacks
about the job. Moreover, before any policy and pdares change managers should

inform them phase to phase in advance.

» Training is recommended to be continuous procesk wo end for frontline
employees. CBE should arrange both on job andobfftraining programs especially
when new employees are hired, new technologiesir@reduced and when new

procedures and methods of operation are applied.

» Furthermore, motivation is one of internal markgteélement an organization to give
due attention to encourage employees; hence, CRHIGHe periodically assessed
frontline employees performance, rewarding systerd an incentives to encourage
employees like, bench marking international carpieactices on salary scales and other

benefits .

5.5 Limitations and directions for future researches
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5.5.1. Limitations

This study was conducted only CBE that are foundAiddis Ababa branches and this
means it is difficult to generalize the study tbaher private banks or industries .Next,
Even though there are numerous Job categories iy @8 study targeted only front line
employees of CBE that are a direct contact withtarusr. It could have been more
generalized if other customer service officer otliean front line employees from

different job categories were incorporated to #tigly.

5.5.2. Directions for future researches
Future researches should apply the study’s model tamger population of CBE, other

private banks and other service and manufactumgstries. It is also possible that
additional dimensions of internal marketing, oti@ctors and constructs that can be

included in a comprehensive model.
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APPENDIX ONE Questionnaire

Addis Ababa University College of Business and Eaomics
School of Commerce Post Graduate Studies Program

Dear Respondent,

| am a graduate student in the department of makanhanagement, in AAU School of
Commerce. Currently | am undertaking a researcitlenhtThe Effect of Internal Marketing

on Organizational Commitment of Employees The questioner is designed to enable me
collect information for the research. You are ofi¢he respondents selected to participate on
this study. Please assist me in giving correct aondplete information to present a
representative finding. Your participation is elyr voluntary and the questionnaire is
completely anonymous.

Finally, your kind assistance to this questionnaitk be appreciated. | confirm you that the
information that you share me will be kept confii@inand only used for the academic

purpose.

Thanks for your co-operation.
For further information +251911699130

SECTION 1: RESPONDENT’'S DEMOGRAPHIC INFORMATION

This part of the questionnaire includes item relatebasic data of respondents please indicate

your responses by puttingmarks in the circle.

1. Gender: O Mae O Female

2. Age: O 2025 O 26-3C0 31-40 O 41 and more

3. Marital status O single O married© Divedc O Widowed

3. Level of your education: O  DiplomO BacheldO Master and above

4. Service years at CBE:
O 1-3years O 4-6yearsO  7-10yearO 11-1%syea
O More than 15 years



SECTION 2: INTERNAL MARKETING

Pleaseput v mark in the following questions in terms of how e¢huyou agree with the
statement(i.e. 1 being you strongly disagree and 5 beingstoongly agree)

Where, 1-Strongly Disagree 2- Disagree 3-NeutrAbdee and 5-Strongly Agree

No Training Strongly | Disagree | Neutral | Agree | Strongly
Disagree agree

1 In CBE training is closely related to the
individual needs of each frontline employee.

2 A newly hired employee will have to find his
own answers to the requirement of the job.

3 Before the implementation of a major change
in service rules i always gets significant
training regarding its impact on our daily
activities and job description.

4 If one moved from one task to another, the
manager will facilitate to train him/her for a
pre-specified period.

5 CBE has adequate resources to train
employees

6 Training is clearly directed at creating the
Competencies that is important to the
business.

Empowerment
My managers allows me to use my own

1 judgment in solving problems

2 My managers encourage me to take initiatiyes

3 My managers allow me to take a high degree
of initiative.

4 My managers trust me to exercise good
judgment.

Motivation

1 When | do something extra ordinary | know
that | will receive some kind of reward.

2 | receive feedback from my supervisor on my

job performance regularly.




The incentive given to employees are
motivating and on competitive basis.

The performance measurement reward system

encourages employees to work hard.

My income and the annual increment are
based on periodic performance evaluation

Internal Communication

Before any policy and procedures change my

manager informs me phase to phase in
advance

Managers are sincerely interested in listeni
to what frontline employees have to say ab
their jobs, the problems they have and the
solutions that employees suggest.

put

If an employee has a certain personal prob
that influences negatively his/her work
performance, she/he is encouraged to disc
it with his/her manager.

em

LSS

Branch manager is never too busy if one of

their Frontline employees wishes to meet
personally

Branch manager is spend time with their
customer service officer, explaining them
organization values and how these vales
affect what the organization expects from
each individual employee

Job satisfaction

I love my job and | am satisfied with my
current carrier.

The employees in the organization feel
secured in their job.

| am satisfied with my job because there is
equal growth and development opportunity

| am satisfied with the salary | draw at
present.

| am satisfied with the responsibility and rol
that | have in my work.

e

| feel that | have very few options to consid

er




leaving this bank.

my job without having another one lined up

4 Right now, staying with my bank is a mattey
of necessity as much as desire.
5 Too much in my life would be disrupted if |
decided to leave my bank now
6 One of the few serious consequences of
leaving this organization would be the
scarcity of available alternatives.
SECTION 3: ORGANIZATIONAL COMMITIMENT
This organizational commitment scale is intendedmiasure your perception of the three
dimensions of organizational commitment such ase&ive, Normative, and Continuance.
Please make & mark on your response to the following questionserms of how much you
agree with the statement according to the five tpsaale labeled. (i.e. 1 being you strongly
disagree and 5 being you strongly agree)
Where, 1-Strongly Disagree 2- Disagree 3-NeutrAbfee and 5-Strongly Agree
No Affective Commitment Strongly | Disagree | Neutral | Agree | Strongly
Disagree agree
1 | would be very happy to spend the rest of
career with this bank.
2 | really feel as if this bank’s problems are n
own
3 | feel a strong sense of belonging to this ba
4 | do not ‘feel emotionally attached’ to this
bank.
5 | do not feel like ‘part of family’ in this bank.
6 This organization has a great deal of perso
meaning for me.
7 | enjoy discussing about my bank with pec
outside it.
8 | think that | could easily become as attache
other bank as | am to this one.
Continuance Commitment
1 I am not afraid of what might happen if | qu




It would be very hard for me to leave my
bank right now, even if | wanted to.

| feel that | have too few options to conside
leaving this bank.

Right now, staying with my bank is a matte
of necessity as much as desire.

Too much in my life would be disrupted if |
decided to leave my bank now

One of the few serious consequences of
leaving this bank would be the scarcity of
available alternatives.

It wouldn'’t be too costly for me to leave my be
is a matter of necessity as much as desire.

One of the major reasons | continue to work
this bank is that leaving would require
considerable personal sacrifice-another bank n
not much the overall benefits | have here.

Normative Commitment

| think that people these days move from bs
to bank too often.

| do not believe that a person must always
loyal to his or her bank.

Jumping from bank to bank does not seem
all unethical to me.

One of the major reasons | continue to wor
in this bank is that | believe loyalty is
important and therefore feel a sense of mot
obligation to remain.

If I got another offer for a better job
elsewhere | would not feel it was right to
leave my bank.

Things were better in the days when peoplg
stayed in one organization for most of their
careers

| was taught to believe in the value of
remaining loyal to one bank.

| do not think that to be a’ bank man’ or * bz
women’ is sensible any more




APPENDIX TWO

345 Random Numbers

1699 2028 0136 0582 1057 3049 0487 0436 1494 1736 1918 1371 3013 0596 0108 2479 1289 1444
2794 1253 1553 2465 2238 1107 1991 0245 0254 2041 2602 0013 1859 3150 1786 3368 1130 2830
1143 1882 1480 2684 1581 3077 2005 2712 3099 2844 0195 1312 2283 2785 2880 0086 1640 1298
3231 3355 2078 2493 0341 0874 0181 2260 1946 1982 1873 2201 1216 1663 2137 3223 1567 1517
2575 1909 2092 1545 3186 1677 0282 0145 2370 1618 2967 2333 1727 2639 3318 2187 2165 1326
1335 3122 0268 1093 2940 0815 2867 1034 2210 3004 2224 2055 1654 2858 2662 0742 3085 0377
0765 0509 1275 2392 2457 0450 0546 1166 2721 1472 3405 1020 3158 0158 1421 1955 1262 3341
3026 3063 2953 3282 2297 1836 2311 0888 2648 1690 2748 2990 3172 2625 0852 2757 1362 0318
0035 2698 0633 3414 2807 0304 0984 3268 3245 2406 1508 3295 1348 2174 3113 1896 3040 2114
2384 0669 3304 3136 2735 0523 0327 1823 3259 1458 1845 1590 2356 2566 0122 1531 1626 2246
2894 2552 1070 2101 3332 1239 2502 2128 1435 0099 0692 0728 0619 0947 3377 2917 3391 1968
2821 2771 0414 0655 0838 0291 1932 2931 2443 1399 0209 0364 1713 0172 0473 1385 2064 0026
0911 0072 2589 0961 2429 2347 0779 2976 0706 3195 0049 1750 0063 0801 0400 1604 1408 2903
0924 2538 2019 1763 2529 0231 1202 2611 1800 2420 0560 0218 2151 2274 0997 2319 2675 3209
2516 1180 1772 1809 1706 1424 0671 2021 1387 0781 1693 2372 1241 1218 0379 2896 1269 2737
0147 1086 3284 1013 0088 0357 2057 1278 1109 0708 1912 1715 3211 1232 2846 3234 2978 0329
0539 1510 2919 3015 0220 0868 0525 2459 0074 1305 2627 0475 0101 2823 1488 2080 2117 2007
2335 1351 0890 1364 3357 0795 0744 1802 2044 2226 1679 3320 0904 0416 2787 1597 1752 3101
1561 1861 2773 0037 1415 2299 1460 0562 2349 0402 0320 2167 0949 2094 1168 1437 3138 1451
2190 1788 2992

pecs: This table of 345 random numbers was produced according to the following specifications:
Numbers were randomly selected from within the range of 1 to 3415. Duplicate numbers were not
allowed. This table was generated on 6/21/2017.
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APPENDIX THREE

Mormal P-P Plot of Regression Standardized Residual

Expected Cum Prob

Dependent Variable: Job satisfaction
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Scatter plot linearity test for internal marketing mix elements with organizational
commitment
aining and job satisfaction

Normal P-P Plot of Training
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Expected Cum Prob

Expected Cum Prob

Empowerment and Job satisfaction

MNormal P-P Plot of Empowerment
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APPENDIX FOUR

Normal P-P Plot of Job satisfaction
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MNormal P-P Plot of Organizational commitment
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Scatter plot Homoscedasticity test for internal keéing mix elements and
organizational commitment



Regression Standardized Residual

APPENDIX FIVE
Scatterplot

Dependent Variable: Job satisfaction

Regression Standardized Predicted Value
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APPENDIX SIX

Model summery of Durbin Watson

Model Change Statistics
R F dfl | df2 Sig. F Change Durbin-Watson
Square| Chang
Changg e
1 .429|55.728 4|1 297 .000 2.002

a. Predictors: (Constant), Internal Communicatimajning, Empowerment, Motivation

b. Dependent Variable: Job satisfaction

Source:survey data (2017)
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APPENDIX SEVEN

Model Summary for IM-Job Satisfaction

Model Summary

Model

R Square

Adjusted R Square

Std. Error of the Estimate

1

.655'

429

421

a. Predictors: (Constant), Internal Communicatiajning, Empowerment, Motivation

b. Dependent Variable: Job satisfaction

Source:survey data (2017)

ANOVA- IM — Job satisfaction

ANOVA of Job Satisfaction

Model Sum of df Mean F Sig.
Squares Square
Regression 22.282 4 5.571 55.728 .000
1 Residual 29.688 297 .100
Total 51.970 301

a. Dependent Variable: Job satisfaction

b. Predictors: (Constant), Internal Communicatibraining, Empowerment,
Motivation

Source: Survey data (2017).
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APPENDIX EIGHT

Model Summary for Job Satisfaction- organizationalCommitment

Model Summary organizational Commitment

Model [R R Square |Adjusted R Std. Error of thg¢
Square Estimate
1 874 764 764 .20202

a. Predictors: (Constant), Organizational commitimen

Source: Survey data (2017).

Summary of ANOVA for Job Satisfaction — organizaabcommitment

ANOVA?
Model Sum of df Mean F Sig.
Squares Square
Regression 34.288 1 34.288 973.4264 .000
1 Residual 10.567 300 .035
Total 44.856 301

a. Predictors: (Constant), Job satisfaction

b. Dependent Variable: Organizational commitment

Source: Survey data (2017).
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APPENDIX NINE

Multicollinearity of Internal Marketing elements

Model Collinearity Statistics
Tolerance VIF
Training 901 1.110
Empowerment 970 1.031
Motivation .896 1.116
Internal Communication .982 1.018

Dependent Variable: Job satisfaction

Source: Survey data (2017)
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