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Abstract

Srategy implementation requires, among others, internal marketing so as to treat
employees as a customer and the job as a product using marketing like approach.
The objective of the study is examining adoption and implementation of internal
mar keting practices as a strategic tool to implement the formulated strategy and to
see the impact of internal marketing on enhancing employee attitude,
organizational commitment and customer orientation in four last entrants of the
Ethiopian banking industry. A quantitative, descriptive and correlational research
approach is used to find out the appropriate answers of the research questions.
Considering the mean score of the measurement variables, employees of the banks
perceived that though the banks have a very good internal communication, they are
very weak in internal information generation and the responsiveness to internal
market which resulted in weak internal marketing practice. The banks found to
have low commitment, engagement and low attitude to their organization. The
customer orientation of the banks is also found to be weak. This shows that internal
marketing has not been communicated and established amongst employees in the
way that enable employees to have commitment and positive attitude to their
organization to develop customer orientation as well. Based on the regression
analysis, the major findings of this study is that internal marketing practice have a
positive impact on enhancing employee attitude, organizational commitment and
customer orientation of the banking sector. The researchers suggested that
managers need to focus on internal marketing programs to achieve and sustain a
strategic objective in the market. Managers should also involve the empower ment
practice to increase motivation, consider that the human power is the greatest
resource, and concentrate on trying to instill a customer orientation amongst their
employees.
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1. Introduction
1.1 Background of the Study

In the current legal and economic environment, cencial banks face
challenges coming out of national bank regulatiooreasing competition
and new technology. This situation forces compatuesork on preparation
of strategic plan and management of its implementaEffective strategy
implementation requires proper communication arignalg employees’
competency development plans, and their personalsgand incentives,

with strategic objectives (Kaplan and Norton, 2005)

Customer satisfaction plays an important role irhagting customer
loyalty. The low level of responsiveness and empéaitcustomers observed
in sample of Ethiopian private banks indicatesriofeperformance of these
banks in those dimensions of service quality (Sha@k12). In an endeavor
to satisfy customers, especially in marketing ofvise, focusing on
employee is vital since what the customer buyseéslabor of the employee
(Rafig and Ahmed, 2000). As every other resouraaasaged and handled
by the human resource, treating employee as amestwill help harness
employees’ effort towards the execution of thetstyg. Therefore, one can

say that internal marketing is the main tool imttgic management.

The increasingly competitive and regulated busireessronment faced by
the Ethiopian banking industry presuppose the inaoae of formulating
and implementing strategy that can enable bankscw&tomer loyalty and
meet objective. Fulfilling employee needs enhanm@ployee motivation

and retention, and as a result of higher degreengbloyee satisfaction,
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there is a higher possibility of generating extésatisfaction and loyalty
leading to the achievement of organizational objediMishra, 2010).
Ethiopian service sectors including banks are udiegcommon Marketing
communication mix elements viz. advertising andpeal selling which are
found to be moderately effective in providing infation, creating
awareness, and changing attitude where as ineféetti building company
image and enforcing brand loyalty (Potluri, 2008esides, inferior
performance is observed in Ethiopian commerciakban some important
dimensions of service quality like responsivenass @mpathy to customers
(Shanka, 2012). This may be due to lack of intematketing within the
bank system. Therefore, investigating the extenwitich selected private
commercial banks are using internal marketing aggroas a tool for
execution of their strategic plan and its impact tte satisfaction of
employees and customer needs is of interest toetbearchers. Thus, this
paper tried to answer the following research qoasti
1. What is the extent of use of internal marketingcpcas among the
selected banks?
2. What is the effect of internal marketing practicas employee’s
attitude, organizational commitment and customandation which
is assumed to lead to successful implementatiostrategic plan

among the selected banks?

1.2. Objectives of the Study

The main purpose of this research is to make sftorexamine the extent of
adoption and implementation of Internal marketingaept and practices as
a strategic tool to implement the formulated styaten selected Ethiopian

commercial banks. Furthermore, the specific objestiof the study are to
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examine the effect of internal marketing practioesemployee’s attitude,

organizational commitment and customer orientation.

1.3. Research Hypotheses

In light of the objectives articulated above, tldldwing hypotheses are

investigated:

Hypothesis 1: i r=0. IMP doesn’t have a positive impact orpéaygee’s
attitude.
Hi: r #0. IMP must have a positive impact on employee’s
attitude.

Hypothesis 2: i r = 0. IMP doesn’t have a positive impact on
organizational commitments.
Hi: r #0. IMP must have a positive impact on organization
commitments.

Hypothesis 3: it r = 0. IMP doesn’t have a positive impact ostomer
orientation.
Hi: r #0. IMP must have a positive impact on customer

orientation.

2. Literature Review
2.1. The Nature of Strategy Implementation

As Wheelen and Hunger (2012) put it, strategy imm@etation will take the
involvement of a much more diverse set of peopda tihose who formulate
it and therefore every operational manager dowthedfirst-line supervisor
and every employee are involved in some way in ithplementation

strategies. David (2011:145) put the nature otegnaimplementation in the

following way:
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“Strategy implementation is managing forces dutimg action;
Strategy implementation focuses on efficiency; Bgg
implementation is primarily an operational proceSirategy
implementation requires special motivation and éeskip skills;
Strategy implementation requires coordination amangny
individuals”

It is thus obvious that strategy implementation leey challenge for today’s
organizations. The article (Strategy implementatioul) listed some basic
causes for strategy implementation failure. Some tltgfm are poor
coordination within management, luck of understagdf the strategy and
luck of enthusiasm among employees, managers’sstyel tactics which
undermines employee enthusiasm about the straldgy.most significant
aspect of the obstacles listed above is the fattitttonsists predominantly

stumbling blocks within the human system.

Successful strategy implementation hinges upon g®sa ability to
motivate employees, which is more of an art thascence and the
challenge of implementation is to stimulate managand employees
throughout an organization to work with pride antthesiasm toward
achieving stated objectives (David, 2011). Joosteo&irie (2009) states that
strategy implementation is more likely to be effextwith a participative
style of managerial behavior. Employees shouldnbédd to participate in
the process of change and in the details of tiansibesides, as implicit
resistance efforts such as loss of motivation tokware more subtle and

more difficult to recognize.



84 Tewahido Tafese and Mesfin Lemma

2.2. Related Theories
2.2.1.The Resource-Based View (RBV)

RBV is one of the substantial theories of strateganagement. It suggests
that the resources possessed by a firm are theagprideterminants of its
performance. Managing strategically, according be tRBV, involves
developing and exploiting a firm’s unique resoureesl capabilities, and
continually maintaining and strengthening thoseoueses (Akio, 2005).
The Resource-Based View approach to competitivartdge contends that
internal resources are more important for a firrantkexternal factors in
achieving and sustaining competitive advantage i&011). David also
said that internal resources can be grouped imeetbategories: physical

resources, human resources, and organizationalneeso

According to (Penrose, 1959) cited in (Akio, 2006)s never resources per
se that are the inputs in the production processpbly the ‘services’ that
the resource can render. Penrose further expldirsdthe services gained
from resources are determined by the way in whioky tare used and
exactly the same resources when used in differayswprovide a different
service. The way we handle this resource determtineseffectiveness of
handling other resources (Marti and Maria, 2003)thkV the strategic
management literature, the RBV has helped to pevgfe" (or a firm's
human resources) on the radar screen and unargsadptyficant attention
in the strategy literature within the RBV paradighas focused on
knowledge competence and the skills of the empkyeleo comprise the
competence (Wright, Dunford, and Snell, 2001). Tkdsle the external
opportunity set is almost the same for every fithe competence they

acquire from resources makes each firm different.
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2.2.2.Social Exchange and Psychological Contract

The relationship between an employer and emplaydgpically guided by
formal agreements, but there is another contraat ¢lan be even more
important called the psychological contract whick the informal
understanding of the relationship between an engplaypd employee. By
nature, psychological contract is generally unspoked dependent on the
interpretation of all parties (Shruthi and Hema®12). Managing this part
of the agreement is relatively difficult as dealingth varied nature the
interpretation involved. Work and pay are factorsstty visible and agreed
by both sides and are the small part of the totapleyee employer
relationship and is the tip of the iceberg. A vima occurs when one party
in a relationship perceives another to have faitedfulfill promised
obligations since contracts emerge under assungptbgood faith and fair
dealing (MacNeil, 1985) cited in (Shruthi and Hetmar2012).Therefore,
the leadership of the organization should make shat such negative
perception should either be avoided or highly minad. This can be done

through proper maintenance of internal businesg@mwent.
2.3. Internal Marketing

Marketing is defined as an exchange process aadesult of the same, any
exchange between two parties, be it church anahésbers, politician and
voters, and employer and employee, business anccustomers can
theoretically be brought under the marketing umaréotler, 1967). It's

clear that organizations should increase their Joon meeting customer
needs. Internal marketing can simply be definediewing employees as
internal customers, viewing jobs as internal praslubat satisfy the needs
and wants of these internal customers while adoirgs$e objectives of the
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organization (Berry and Parasuraman, 1991) cite{Samd, Ahmed, and
Rafig, 2002). Rafiq and Ahmed (2000), widely defiieternal marketing as
a planned effort using marketing like approach weroome organizational
resistance to change and to align , motivate ated-fanctionally coordinate
and integrate employees toward the effective implaiation of corporate
and functional strategies in order to deliver costo satisfaction through a

process of creating motivated and customer oriesteployees.

Internal marketing, in its currently accepted cquices a philosophy for
managing the organization’s human resources baseda omarketing
perspective (George and Gronroos, 1989) cited aad<et. al, 2002). The
growing strategic importance of internal marketingpusiness management
is well documented. The definition by Rafig and Addrconstitutes the five
elements of internal marketing they have indicatetheir important work
on the concept in 2000. The five elements are: Bygad motivation and
satisfaction, Customer orientation and satisfactioimter-functional
coordination and integration, Marketing like apmioaand Implementation

of specific corporate or functional strategies.

As we have seen in RBV of strategic managemesbliaire, these elements
tuned towards handling the most important resouteework force. One
can see that participative style of leadership, ivatbn, effective
communication and coordination, developing sourghoizational climate
conducive to change, which are suggested by sicateganagement
literatures can be fulfilled through the above nd elements. Rafiq and
Ahmed have also determined three stages of dewegjofhe internal

marketing in institution, as reviewed below:
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i. Employees satisfaction stage: which is charactérmefocusing on
employee's motivation and satisfaction, to impreeevices quality
to customers

ii. Customer orientation stage: this begins by focusmgmportance of
interaction between employees and customers baseaisiomer’s
needs and requirements.

iii. Strategic application and change management; thiages
concentrated on the notion that internal marketinthe motive or
the engine to implement organization strategy. dtukes on
employees’ involvement in objectives and strategetting.

As Strategy implementation is the administratiord axecution of the
strategic plan, most of the activities of stratégplementation involve the
above elements as a tool. Thus, one can undergtatydhe work of Internal
marketing is not only focusing on employee's mdioraand achieving their
satisfaction but also on importance of interacteanong employees and
between employees and customers based on customegds and
requirements as an the engine to implement orgamizastrategy.

Employment security, extensive training, highemtiradustry-average
salary, empowerment and communication are indicagdelements of
internal marketing (Farias, 2010). The importante@mnmunications as a
motivational device within the internal marketingntpaign has also been
identified by several authors (Lings and Roger328).

2.4. Empirical Literature

The benefit that an organization can draw from igppbn of internal
marketing tools is evidenced by many research woHKgatler (1967)

identified internal marketing as a building of aurser orientation through
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education and motivation of primary level employgésstomer orientation
means to provide long-term, thoughtful servicesnfithe perspective of the
customer's needs and pursue an idea of customss wahximization with

commitment to improve customer satisfaction (Chaz@)6; Lee, 2011)
cited in (Liao, 2013).

Mohammadi, Hashemi, and Moradi (2012) on their wtodhde to see the
effects of internal marketing on customer orieotatin food & drug

distribution companies of Kermanshah province anJrconfirms that there
is a significantly positive relationship betweemnternal marketing and
customer orientation within distribution compani@tey also confirm in
their study that there is a significantly posite@relation between internal
marketing and organization commitment. Liao (20&8jfirmed based on
the statistical analysis on KARS Company that maémarketing helped
staff job satisfaction, organizational commitmemidainternal service

quality, which will lead to customer-orientation.

In his empirical study on gaming industry, Schadap0@) confirms with
almost absolute certainty that the better an eng@oyunderstands the
objectives of the company's current strategic plla@,more committed that
employee will be to the success of the companyedegjic plan. There also
exists a positive relationship between companiesiniga success in
achieving their financial and/or strategic perfonoa targets, and a senior-
level leader's style of leadership being inspirsloto others. Isfahani,
Yarali, and Kazemi (2012 ) confirms the direct, ipws and strong effect of
internal marketing components on staff happineseerCase study made on
Influence of Internal Marketing on Employee Happgsie Nilou Tile

Company, Isfahan.
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Shamma, (n.d), in the case study exploring intemmadketing application in
Egypt indicates that the followings are some ofititernal marketing tools
implemented by organizations who have successfaliplied internal

marketing. rewards, extensive training, career lbgveent, open
communication and employment security, the emplopéethe vyear

competition, one of the highest compensation, engpog employees to
think of ways to realize this mission, considergithemployees as co-
owners, employees are given the chance to questipnmanagement
through their annual “management pay up day”, has iaternal

communications function, financial loans, discoums special outlets,
educational assistance, an internal corporate conuations channel,
where any employee can send any complaint or repwthical practices
anonymously. Further, employees can present neasida products and

services, send complaints and concerns.

While reviewing prior research works, to the knadge of the researchers,
on the extent of use and positive effect of intemarketing in motivating
employees for strategy implementation in Ethiopc@mmercial banks is
nonexistent. Therefore, this study will fill thedwledge gap in this regard.

2.5. Conceptual Framework

Being a philosophy of managing the organizationisnan resources based
on a marketing perspective, the prevalence of gdnand properly
implemented internal marketing can positively affeabe motivation,
organizational commitment and customer orientatdbra service giving
organization which resulted in efficient implemeita of the formulated

organizational strategy.
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Figure 1. Conceptual Framework of the Study

3. Methodology
3.1 Research Design & Source of Data

Here, as attempts were made to describe and exptaiditions of the
present, a quantitative, descriptive approach wsptedl. A correlational
research approach is also used to find answerthéresearch questions
concerning the relationship between internal mamgesnd other constructs.
The research is also observational in investigatimggextent of adaptation
of internal marketing. The data were gathered feample of employees of

selected banks as a source.
3.2 Data Gathering Tools and Sampling Technique

The total number of banks in Addis Ababa is 19 umber. Among these,
the study covered the cases of the last 4 bankshwdre the last entrant to
the banking industry. These groups of banks inciiday Bank s.c, Addis

International Bank s.c, Debub Global bank s.c, Bndt Bank s.c.
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Statistical population includes all the staff oé elected banks. Due to time
and cost constraints, non-probability convenienam@ing technique is
used for primary data collection from the employegselected banks. All
the staff of the main branches’ of the selectedkbas used as a sample.
From 54 staff of the main branches of the selebtatks (the sample of the
study), a total of 50 respondents were able toomdpo the survey. Data is
collected through closed ended questionnaires enfthm of likert five
scales ranging from strongly disagree (1) to stragree (5) is used.
Questionnaire is used to collect data becauseéstess time to fill up a
guestionnaire, Making Personal interview leads iggh ltost and time and

the data gathered through questionnaire is eaaydlyze.
3.3. Reliability

Based on the literature review, the questionnanesists of all variables of
the constructs Internal marketing, Employee’stad®, Organizational
Commitment and Customer orientation were prepanedraeasured on 5-
point Likert scale ranging from “strongly agree’ofied 5) to “strongly
disagree” (coded 1). All items were positively wedd The instrument
coefficient alpha was computed separately for efinfension to measure
the reliability and internal consistency. The Craciys alpha value of the
whole instrument was 0.906. Nunnally (1967) recomasethat the values
of alpha ranging frone = 0.50 _ 0.60 are considered to be sufficiene(it
in Abdul-Halim and Che-Ha 2009). Only Attitude has 0.643. Otherwise,
Cronbach’s values for all other constructs anddaberall measurement of
coefficient alpha are relatively high. Thereforke tvalues of Cronbach’s
alpha in this study indicate that the scales usedhe instrument are
adequate and suitable for the main study.



92 Tewahido Tafese and Mesfin Lemma

3.4. Measurement of Variables

The researchers measuriedernal marketing by replicating the internal
marketing orientation measurement by Lings and @&ege(2005) using
three dimensions:

1. Internal Information Generation (formal and Infotina

2. Internal Communications.

3. Responsiveness to the Internal Market which invhesponding to

the information generated about the wants and nefegimiployees

Variables to measure organizational commitment @mstomer orientation
are adopted from the works of (Kyriazopoulos, Partay, Yannacopoulos,
Denis., Spyridakos, Athanasios., Siskos, Yannigl anGrigoroudis,
Evangelos, 2007) andCamp, 1993). Five- point Likert-type scale
measuring instrument is developed to measure thabkas under each
constructs. The measurement is conducted on tHewialy research
constructs: Internal marketing, using 26 variablEsployee attitude, using
6 variables, Organizational commitment, using 7ialdes, and Customer

orientation, using 9 variables.
3.5. Method of Data Analysis

In order to ascertain the quality of the questidr@saused in the research,
the researchers conducted a reliability check. rAdtdlecting the data, the
mean and standard deviation for each variable weraputed and the
researchers used mean score for each of the diomsnf internal
marketing, Attitude, organizational commitment &stamer orientation to
see their prevalence. Pearson’s Correlation arsalgsalso used to find out

the relationship between the research variables. rBisearch is directed
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towards testing the hypothesis indicated on chamter of this paper. The

researchers used descriptive correlations, an@ssigns to test the strength
of associations between the studied variables. Stiaéistical Package for

Social Science (SPSS) software (Version 20.0) ipleyed to analyze the

data collected from the actual survey.

4. Results and Discussion
4.1. Respondents’ Characteristics

From 54 staff of the main branches of the selettaaks, a total of 50
respondents were able to respond to the surveyrédp@nse rate was 93%.
Summarizes characteristics of the respondents ghatvmajority of the
respondents were of age 20-30 years making 52%wetl by 31-40 years
making 30%. Those who are aged 41-50 make 16% alyd286 of are
above 50 years of age. The results showed thatB82ke respondents were
below the age of 41 years hence a bigger numbgwuh involved in work.
We can also see employees holding a professiorsligo as the highest
number of respondents with a percentage of 42%ovieltl by clerical
employees making 36% . Managers and supervisorstinge 22% of the
respondents.

Majority the respondents (50%) have been workinthenbanking industry
for 6 years and above. 26 % from 6 years to 10 &aad 24 % above 11
Years. This provides an extra layer of assuranatttiey are aware of the
way their institutions operate, their culture ardlgsophy in relation to the
banking industry. Besides, the majority being yoamgl professional, the
employees are believed to be more sensitive andiveafor the kind of

treatment they receive from the management.
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The diversity of opinions is believed to be entedd since the sample is
well composed of different sexes, organizationatust, service years and
professional levels. 72% of the respondents are tH@dders. Diploma

holders and second degree holders are also pattheofrespondents in

proportion of 20.8% and 6.2 % respectively.

4.2. The Prevalence of Internal Marketing and otheMeasuring Constructs

The mean score of the measurement variables adetosaeasure the four
constructs. As shown in table 5, the mean and atdndeviation of the
internal marketing dimensions indicates that emgdsy of the banks
perceived that the banks consider internal comnatioic as very important
(M= 4.7, D= 0.889). On the other hand, banks are very weakternal
information generationM= 2.588,3= 0.714) and the responsiveness to
internal market 1= 2.632,3D= 0.509) which are the vital part of internal
marketing. Likewise, as we can see in table 6,aherall prevalence of
internal marketing in the banks is very wekk=(2.724,9D= 0.453)

Table 1. Mean and Standard Deviation of IMP Variabks

IMP Variable N Mean Std. Deviation
Internal communication 5( 4.7520 .88922
Internal info. Generation 50 2.5880 71418
Responsiveness to internal

_ 50 | 2.6320 .50888
Marketing
Valid N (list wise) 50

According to the observed data, the employeesdrsétected banks seem to

have weak commitment and engagement and low attittal their
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organization. The customer orientation of the baiskglso found to be

weak.

Table 2. Mean and Standard Deviation of Study Consicts

Study Construct N Mean Std. Deviation
Attitude 50 2.9634 .64444
customer orientation 50 2.9136 .58264
internal marketing practice 50 2.7240 45340
Organizational commitment 50 2.7430 72501
Valid N (list wise) 50

4.3. Pearson Correlation Test

Table 3 below summarizes the descriptive statistncbanalysis results. The
sign of the Pearson correlation coefficient indésathe direction of the
relationship, and its absolute value indicates strength. In this study,
correlation coefficients represent the nature o tklationship between
constructs, whereby a coefficient of above 0.8 espnts a strong
relationship, a coefficient of between 0.5 and efresent a moderate
relationship, and a coefficient below 0.5 represantveak relationship
(Devore & Peck, 1993). The Correlation analysisitesshow that there is a
positive and significant correlation among the ¢args. The correlation
between internal marketing and customer orientasaelatively weak (r =
0. 408, n = 50,  0.01) however it is positive and significant; asipee
moderate correlation exists between internal margeind organizational
commitment (r = 0. 536, n = 50, p 0.01) and a positive moderate
correlation is found between internal marketing antployee attitude (r =
0. 519, n = 50, g 0.01). The results indicate that internal marlgtias a

significant positive correlation with employee fattie, organizational
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commitment and customer orientation. We can alse @®t internal
marketing practices have relatively strong correfatwith organizational

commitment and employee attitude.

Table 3. Correlation (Zero order matrix N=50)

Internal Employee | Organizational| Customer
Marketing | Attitude Commitment | Orientation
Internal 1.00
Marketing
Employee .519** 1.00
Attitude
Organizational | .536** S579%* 1.00
Commitment
Customer .408** .584** 579%* 1.00
Orientation

**_Correlation is significant at the 0.01 level@iled).

4.4. Hypothesis Testing
4.4.1. Regression Analysis

In the model, IMP is used as independent (explapateariable while
employee’s attitude, organizational commitment andtomer orientation
are used as dependent (regressed) variables. Asudt, rthe hypotheses
indicated in 1.3 were formulated. Each hypothessetbped was tested
through regression analysis to explore the relalignbetween the predictor
variable (internal marketing) and other dependemiables through the
following model.

Y1= Bort Ppr1X + &

Y 2= ozt P2X + &2

Y 3= ozt PaX + &3
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Where:
Y1 Y2 and Y; represent the mean scores obtained for employaedat
organizational commitment and customer orientatiespectivelyon the
criterion variables and X is predictor variable @fhis internal marketing.
* The parameterfo1, oz, Pozandp B2, ps are constants describing the
functional relationship in the population.
* The values offf;, B, Bs identifies the change along the Y scale
expected for every unit changed in fixed valueX.of
* The values ofio1, Bo2, Bos identify the constant (the intercept or the
place on the Y axis through which the straight lpasses. It is the
value of Y when X = 0.
* X (Epsilon) represents an error component for eadlvidual. The
portion of Y score that cannot be accounted foritbysystematic

relationship with values of X.

The validity of regression analysis depends onagerassumptions which
are usually made about the data and the modeladtw@acy of the analysis
and the conclusions derived from an analysis depeamdcially on the
validity of these assumptions (Chatterjee & HadiD&@) cited in (Daoud,
2013). The assumptions are indicated to be:

* The relationship between the predictor variable #ma& response
variable is linear in nature (-the assumption édrity).

» For each population denoted by values of variablth¥ distribution
of Y values is normal. For the current data, wined tmheans is that
for each theoretical value internal marketing thstridbbution for
employee attitude, organizational commitment andstauer
orientation respectively is normally distributed.

* Independent variables do not interact with eaclkroth
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* Independent variables are uncorrelated with eadherot(the

assumption of absence of multicolliniarity)

« The assumption of homoscedasticity (homogeneityvafiance

(errors)). For each population denoted by valuethefvariable X,

the variances of these populations are equal. 3$ssmption often

goes by the name of homoscedasticity.

Following the above considerations suggested byeréifit scholars a

multiple regression analysis (standard and stepwisecedures) was
conducted to identify the predictor (IV) which h#d® most significant

contribution in achieving competitive advantage.e Titesponse variables

(DVs) were regressed on the independent variahigtednal marketing.
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Verifying assumptions in a simple linear regressiften involves the use of

graphical techniques. Some assumptions such as doewhasticity and
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independence of errors are often confirmed or diicoed through various
types of residual analyses following the regressimocedure. Other
assumptions, such as linearity can be easily clodetkmugh scatter plot
before one conducts the actual regression. Inrdégard, disregarding the

outliers, attitude and internal marketing have nwrkess linear relationship.

The researchers see no reason to not proceedheittegression. We could
see by visual test that these assumptions of ndymndinearity, and
homoscedasticity are moderately fulfiled when att®r plot of the data is
produced and also through an examination of rel@dnarmality of errors)
(See the above figure 2-4). The scatter plot revealinear relationship
betweernDV and IV: for a given value ofV, the predicted value of DV will
fall on a line. As can be seen from the plot, tatronship between X and
Y variables appears to be more or less linear, hisatisfies the first
assumption of linearity. One can also see thatefach value of X the
distributions of Y (i.e., the conditional distriboms); though not identical or
exactly normal by any means, do not appear to kigma major problems
with normality or homoscedasticity. The plot funtheeveals that the
variation inDV about the predicted value is about the same (edretween
parallel lines) regardless of the valuel@fexcept some outliers which can
be disregarded. Statistically, this is referredat homoscedasticity (see
figure 5-7). The assumption about independent kbegis no more the

worry of the researchers as there is only one iedeéent variable.
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Regression coefficients R, showing relationshipswben independent
variables and the dependent variable and adjustestaining the change

of the independent variables on the dependenthlagavere investigated.

Table 4. Regression analysis of Constructs

Constructs Coefficients| Beta t-value | p-value R | Adjusted R?
.954

519 4.206
Attitude .738 .000 .269 .254
Organizational | .406 .000

.536 4.404 .288 273
commitment .858
Customer 1.487 .003

408 3.092 .166 149
orientation .524

Source: Derived from Regression output of SPSSand ANOVA table.

Table 4 above portrays that 26.9 percent of theemiesl variance in
employees attitude is explained by internal manigtalso the values (beta
= .519, p = .000, and t = 4.206) supports that $1adcepted, as there is a
significant linear impact of internal marketing amployees attitude.
Second measure of association is also predictedobserving the
relationship of internal marketing and organizailonommitment, where
28.8 percent of the observed variability in orgatianal commitment is
explained by internal marketing with beta = .5365 00, and t = 4.404.
These values also grant acceptance of H2. Thigssmgmn table also depicts
that 16.6 percent variability in customer orierdatis explained by internal
marketing with supporting values of beta = .408, 8.09, and p = .003,
which puts H3 on safe side as well.

The direction of the relationship is based on tha sf thep coefficient for
the independent variable. Since all the coeffiiieare positive, there is a
direct positive relationship between IMP and dependvariables. The
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model indicates that the least-squares line touthesordinate axis at a
value of employee attitude = 0.954. This means that

Y1 (employee’s attitude) = 0.954 + 0.738(Internal méeting practice)

The B coefficient (0.738) represents the amount of ckanghe dependent
variable(employee attitude) for a one-unit averagere change in the
independent variable(internal marketing). In tloigse, for every one
average score increase in the scale of IMP, we dvpuédict that the
magnitude of score of employee attitude would ckeadd38. Accordingly
the list-square estimators for the three equatioas

Y 1 (Attitude) = 0.954 + 0.738(IMP)

Y, (Orgcom) = 0.406 + 0.858(IMP)

Y3 (Cust_orinte) = 1.487 + 0.524(IMP)

4.4.2. Discussions
Internal Marketing and Employee Attitude

This study suggested that internal marketing practiave an impact on
enhancing employee attitudéthe banking sector. The findings of the study
are consistent with the previous studies which veergirmed by Isfahani,
Yarali, and Kazemi (2012) about the direct, positand strong effect of

internal marketing components on staff happiness.

It is assumed that positive attitude towards warll greater organizational
commitment increases job satisfaction which in metuenhances
performance of the individual (Linz, 2002). The manalysis done by
Riketta, (2008) provides some support for effectsjab attitudes on

performance. This implies that the positive at@wdhich can be enhanced
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by the application of internal marketing practicereases performance
which is the other side of strategy implementation.

Internal marketing and organizational Commitment

The results of the study revealed that internalketang has a significant
impact on organizational commitment. The findingk tbis study is

consistent with the previous studies by Mohammiddshemi, and Moradi,
(2012) that confirms the existence of significanpgsitive correlation

between internal marketing and organizational camemt. Commitment is
an important consideration that emerges from thategiic management
literature and these literatures support the vieat tcommitment is strongly
relevant to strategy implementation. Commitmenadieholds promise for
explaining strategy implementation and demonstrateltedness to
motivation (Smith, 2009). Therefore, one can codeluthat internal

marketing is a means to facilitate implementatidmoagh increasing

organizational commitment.
Internal marketing and customer orientation

The results also supported that internal marketiag a significant impact
on customer orientation. The findings of the stadg consistent with the
previous studies, which had confirmed that thera sgnificantly positive

relationship between internal marketing and custooréentation within

distribution companies (Mohammadi, Hashemi, andadgr2012). Studies
suggest that internal marketing can enhance theeawss of employees
regarding their customers. Rafig and Ahmed (2089)he determines three

stages of developing the internal marketing, pstamer orientation in the
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second stage emphasizing importance of interactoncept between

employees and customers.

In service oriented business where customers ameaniding, the link
between a customer orientation and performancé&asger and the effect
of a customer orientation on performance is Pasiand significant and
therefore customer orientation leads stronger parformance  (Zhou, K.
Z, Brown J. R, Dev, C. S and Agarwal, S., 2007).

5. Conclusion and Recommendations
5.1 Conclusion

The major findings of this study is that intermadrketing practice have a
positive impact on enhancing employee attitude magdional commitment

and customer orientation of the banking sector,kBahould work to have
efficient Internal Communications system and becapsponsive to the

need of the Internal Market.

The survey results indicated that the selected daarke not using the
concepts of Internal Marketing as the employeaf®banks perceived that
despite consideration internal communication ay waportant, banks are
very weak in internal information generation an@ tlesponsiveness to
internal market which are the vital part of intdrmaarketing. This weak
prevalence of internal marketing leads employeethénselected banks to
have weak commitment and engagement and low atittal their

organization. The customer orientation of the baisksalso found to be
weak. This shows that Internal Marketing has n@nbeommunicated and
established amongst employees in the way that erexbployees to have
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commitment and engagement and high attitude tw trganization and

customer orientation.
5.2 Recommendations

e After a detailed analysis of the study, the redsans suggested that
managers need to focus on internal marketing progjta achieve and
sustain a strategic objective in the market. Tlas be done through
consideration internal communication as very imguatit internal
information generation and the responsivenesstéorial market.

* Response to internal market should emphasize asfysat) the needs
and wants of their employees to attract and retagtomers. This will
help in implementation of strategic plan and imgr@erformance of
banks. It would be a great influence on the emmeyethe managers
set an annual certificate of “the employee of tleary that would
encourage them to do their best.

* Managers also have to communicate with their subates
effectively in order to make them satisfied abdwitt jobs. Hence, in
order to achieve employees’ satisfaction managenge ho make
regular meetings with the employees to hear th@inions and
feedbacks about the job and take what they saycoiteideration.

e Furthermore, managers and decision makers haveoctosf on
developing the different skills in the employeed ancourage them to
be creative and discover their abilities by assigrthem in training
courses that suit each employee skills or hisfiterest.

* Finally, giving the employees sense of achievemprdyiding them
with new opportunities for advancement and pronmstiare key
motivator that creates positive job attitudes anidied by Herzberg,
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Mausner, & Snyderman, (1959). Managers should @saentrate on
trying to instill a customer orientation amongseithemployees by

incorporating this element into employee incenegbemes.
5.3 Future Research

Future research should apply the study’s modehogel sample taken from
different branches. The sample also included ohb main branches in
Addis Ababa so all the respondents of the questibanvere only from one
culture. But it would be a great accomplishmena ifuture a study tested
respondents whom belonged to different culturesnfimutlying branches
and included all the Government banks. This stodk three dimensions of
internal marketing, future research can adopt naacedifferent dimensions

such as; leadership, human resources management.
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