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Abstract

This study aims at investigating the relationship between internal marketing and service quality to customers'
satisfaction in Jordan commercial banks, through answering the following questions: Do commercial banks in
Jordan apply the appropriate concept of internal marketing? What are the possible procedures that can be applied
in the banking sector? Is there any relationship between bank services quality and customer satisfaction?

In order to achieve the study objectives, two questionnaires were designed and distributed over two samples of
Jordan bank employees and customers totaling (231) and (384) respectively. The questionnaires were collected
and analyzed by using the SPSS. The study's conclusions are as follows:

-Study's sample attitudes were positive towards internal marketing (service culture, human resources
development, motives system and rewards) totaling (0.5693) more than virtual mean

-Study's sample evaluations were positive towards internal marketing procedures from employees perspectives
since its mean is more than the virtual mean (3), totaling (0.6935).

-Study's sample attitudes were positive towards banking service quality represented by (tangibility, reliability,
responsiveness, assurance, empathy), since evaluations before benefiting from the banking service were (3.566)
i.e. (0.566) more than the virtual mean, while after benefiting, the evaluations were (0.778) more that the virtual
mean.

Keywords: Internal marketing, Service quality, Customers' satisfaction, Commercial banks
1. Introduction

Generally, the Marketing of products and services has been focused on the detection and the satisfaction of the
external customers needs. Many researches have been conducted, globally, with regard to the measurement of
external customer’s satisfaction (Codotte et al., 1987; Cronin and Taylor, 1992; Gerson, 1993; Kessler, 1996).

In services, customer’s satisfaction or dissatisfaction takes place during the moments of truth - when customer
comes in contact with a front-line employee of the firm (Lewis and Entwistle, 1990). Actually, at the moments of
truth, the quality of provided services is the customer’s judgment and the result from the discrepancy between
customers' expectations and perceptions (Bitner, 1990; Bolton and Drew, 1991; Parasuraman et al., 1988; Taylor
and Baker, 1994). So external customer satisfaction cannot be achieved without the fundamental contribution of
the customer contact employees who provide the service. Thus, front-line employees should stay focused on
customers’ needs. One methods of creating this work environment which initiate and maintain the culture that
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may produce the appropriate behavior, is through Market Orientation (Hartline and Ferrell, 1996).

Moreover, because of the importance of the service provided, service firms should inform their customer-contact
employees of the customer’s needs, train them in a continual base, support them in order to acquire
communication and recovery skills and make them feel comfortable and satisfied with their job. The above
ascertainment emerged the concept of Internal Marketing. In that respect enterprises should develop marketing
programmes focusing on the internal market (employees) in parallel to those for its external market (customers)
(Bansal et al., 2001).

Relation between internal marketing of services depends on increasing stressing on good quality of banking
service, since customers are no more only using banking service, but simply they prefer to participate in
producing banking service that they make use of. This imposes on banks workers to understand customers’ needs,
wishes and preferences from the point of view of customers specifically.

Due to scarcity of local studies that deal with internal marketing, and good quality of service and their relation
with customers’ satisfaction, this study covers this gap from all sides whether from the point of view of banking
establishments represented by workers, or the point of view of customers concerning their satisfaction about
service quality provided to them by Jordanian Commercial Banks.

It is worth to mention that internal marketing is the practical application of the marketing philosophy and
practices on individuals who serve customers, so that the mostly qualified individuals are employed and kept to
perform their tasks in all respects.

As for service good quality, they are a group of characteristics that can satisfy customer’s needs through
providing services that conform with or excel the customer’s expectations and specifications. Ethics of internal
marketing show that customer’s satisfaction is considered the expression of happiness and pleasure resulting
from customer’s comparison between performance of actual services that they get and their expectations.

2. Literature Overview

Berry (1981) pioneered the term internal marketing and originally defined it as “viewing employees as internal
customers, viewing jobs as internal products that satisfy the needs and wants of these internal customers while
addressing the objectives of the organization” (p.25). Since this time authors, practitioners, and researchers in
this area have developed different definitions in order to explain their version of this idea (Ahmed, Rafiq and
Saad, 2002; Ballantyne, 2003; Berry, 1981; Cahill, 1995; Lings and Brooks, 1998; Mudie, 2003; Prasad and
Steffes, 2002; Rafiq and Ahmed, 2000; Varey and Lewis, 1999). The main ideas discussed evolved around the
affects on employees (Ahmed et al., 2002; Ballantyne, 2003; Berry, 1981; Cahill, 1995; Lings and Brooks, 1998;
Mudie, 2003; Prasad and Steffes, 2002; Rafiq and Ahmed, 2000; Varey and Lewis, 1999), the affects on the
organizations (Ahmed et al., 2002; Ballantyne, Christopher and Payne, 1995; Lings, 1999; Mudie, 2003; Varey
& Lewis, 1999), external customer satisfaction (Ahmed and Rafiq, 2003; Cahill, 1995; Prasad and Steffes, 2002;
Rafiq and Ahmed, 2000), and the development of cross functional units within the organization (Ahmed and
Rafiq, 2003; Ballantyne, 2003; Rafiq and Ahmed, 2000). The affects on employees, organizations, external
customer satisfaction, and the development of cross functional units assist in the creation of internal marketing.

In the service sector, quality is closely related to employee performance. An essential feature of any successful
organisation is motivated employees. Therefore, the attitude of an employee towards his/her place of work and
the extent to which an employer is able to motivate employees may have a direct effect on the quality of those
products offered to tourists. One of the most important challenges facing managers is the creation of a context
within which employees feel motivated and will act in order to achieve the goals of the organisation. Managers
may, by influencing the context, affect the degree of motivation among the employees. Maybe nowhere, is the
understanding of employee motivation more important than in a customer service oriented business such as the
tourism industry (Lee-Ross, 1999a).

According to Bowen and Lawler (in Payne et al., 1999), there are four organizational ingredients that must be
shared with employees:

“(1) information about the organization’s performance, (2) rewards based on the
organization’s performance, (3) knowledge that enables employees to understand
and contribute to organizational performance, and (4) power to make decisions

that influence organizational direction and performance” (Payne et al, 1999, p. 139)

2.1 The Origins of the Internal Marketing Concept

The internal marketing concept emerged from service marketing and its main concern was ”to get everyone who
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was involved in service encounters — the front line or contact staff — to perform better in the interaction with
customer” (Gummesson, 2000, p. 27). The usage of the concept has extended beyond its traditional field and is
now accepted in all kinds of organisations. In internal marketing, the internal market consists of the employees in
the organisation and according to theories of quality management, employees are internal customers to one
another. This is summarised by Gummesson (2000):

“An employee’s ability to influence and satisfy the needs of others inside the organization is considered an
antecedent to external customer satisfaction. Only if internal customer relationships work can the quality of the
outcome be excellent, thus creating satisfied, or even better, delighted external customers” (Gummesson, 2000,
p-28).

2.2 Definitions of the Internal Marketing Concept

Internal marketing term emerged out of the concept that says that employees form an internal market in the
organization, this market needs training teaching and motivating workers to satisfy needs and expectations of
external customers. Vary and Lewis (1998) pointed out that internal marketing was created in the seventies of the
twentieth century as an administrative method to set up inculcate and provide good service. In the core of
internal marketing lies the internal customers concept that emerged out of industry context and administration
operations in the fifties on the twentieth century. (Al-Dmoor ,2005) believes that internal marketing concept goes
back to the end of seventies and start of eighties in the previous century.

Researchers and parishioners’ interest in internal marketing increased because of increase in competition severity
and growth the human needs. So, it became necessary to take care of internal marketing like interest in external
marketing so as to achieve level of quality and performance required for service provided by establishments.

Internal customers concept emerged in the field of service marketing and then in service during previous decades,
a mixture of concepts, theories, and work frames and profits, were derived under umbrella of the so-called
internal marketing. Ethics pointed out that there is no unanimity for definition of internal marketing, which
reflects ambiguity, besides no agreement about the conceptual work frame that explains and clarifies the internal
marketing’s administrative area, and even the correct usage of term. (Sargeant and Asif, 1998). Gilmore Says that
there is confusion caused by content of internal marketing and applications is organizations. Restetal believes
that internal marketing terms is used to refer to activities that the organization should carryout in order to attract
and win hearts and minds of its employees to achieve distinguished service.

One of the most basic definitions of the concept internal marketing is, according to Cahill (1996), presented by
Berry and Parasuraman in their book Marketing Services: Competing through Quality (1991):

”Internal marketing is attracting, developing, motivating, and retaining qualified employees through job-products
that satisfy their needs. Internal marketing is the philosophy of treating employees as customers-
indeed, “wooing” employees...-and is the strategy of shaping job-products to fit human needs” (Cahill, 1996, p.
3).

This definition emphasises the importance of satisfying employees’ needs in order to attract, develop, motivate
and retain the best-qualified personnel and it has a strong influx of human resource management thinking. In fact,
there has been some critique put forward concerning this matter, in which a line between human resource
management and marketing has been attempted to be drawn (Rafiq and Ahmed, 1993; Ballantyne, 2000).

Some definitions of the concept emphasise customer-consciousness and sales-mindedness among the personnel,
such as Johnson and Seymour (1985), which argue that internal marketing activities ought to:

“create an internal environment which supports customerconsciousness and sales-mindedness” (Johnson and
Seymour, 1985, p. 226) and Gronroos’ (1994) definition of the concept, which states that: ”the internal market of
employees is best motivated for service mindedness and customer-oriented performance by an active,
marketing-like approach, where a variety of activities are used internally in an active, marketinglike and
coordinated way” (Gronroos, 1994, p. 13).

Other definitions of internal marketing underscore the importance of an understanding of the firm’s mission and
objectives among the employees, such as Johnson, Scheuing, and Gaida (1986), who define it as a:

”service firm’s efforts to provide all members of the organization with a clear understanding of the corporate
mission and objectives and with the training, motivation, and evaluation to achieve the desired objectives”
(Johnson, Scheuing and Gaida, 1986, p.140).

Recent definitions of the concept stress the purpose of enhancing service quality: “It is a strategy for developing
relationships between staff across internal organisational boundaries. This is done so that staff autonomy and
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know-how may combine in opening up knowledge generating processes that challenge any internal activities that
need to be changed. The purpose of this activity is to enhance quality of external marketing relationships
(Ballantyne, 2000, p.43). In sum, these definitions indicate that internal marketing is a philosophy for the
management of comparatively large service organisations, where the employees are viewed as a customer market
and with the overall objective of enhancing the service quality

2.3 Internal Marketing and Service Quality

Interest in internal marketing increased as one reason that support great role of service organizations in achieving
employees’ and customers’ satisfaction. (Kolter and Armstrong, 2006) has developed service marketing’s triangle,
which explains relation between organization and its employees and customers. In this triangle, they propose
three forms of marketing each of which is considered a main factor in success of the organization.

First Type: External marketing that represents organization’s relation with customers, and cares for traditional
activities (product, price, distribution, and promotion).

Send Type: Interactive marketing that represents interactive relationship between service provider and customers.
Interactive marketing means that determining service quality depends firstly and largely on interaction of quality
standard from the point of view of service provider and beneficiary, (Gronross, 1994).

Third Type: Internal marketing that is interested in relationship between organization and its workers. It means
that service organizations will train workers and motivate them especially these working in direct contact with
customers.

Marketing forms in service industry were clarified through figure 1.

Reaching customers and winning their satisfaction is achieved through reaching level of quality required in all
marketing relations between organization and customers.

First benefit that Banks achieve from applying internal marketing programs, is improvement of service goodness
through bank individuals’ focus on providing distinguished service to his/her colleagues which lead to find
distinguished service that is received by customers (Al-Ofaishat, 2001).

Lan Lings (2000) explains that workers satisfaction is a basic condition and first step to achieve and customers
satisfaction. Besides, service goodness is connected basically with quality of individuals who produce and
provide these services. Therefore, reaching quality of services required and achieving customers satisfaction
depends on using internal marketing program that satisfies needs and conforms to aspirations of working
individuals. (Lings, 2000).

Customers’ feeling of quality of service provided to them by individuals working in banks with whom they
become in contract, is affected by level of those worker’s performance. Success of external marketing basically
depends on individuals with whom the customers intercommunicate, since qualified and well motivating
individuals basically depends on individuals with whom the customers intercommunicate since qualified and
well motivating individuals basically participate in creating and magnifying organization’s outputs.

2.4 Service Quality Concept

Allerd (2001) points out that service quality means to conform with or adapt with requirements, this means that
service establishments should create specific requirements and specifications for services it provides.
Consequently, the goal of making various jobs of organization of quality is the whole conformity of such jobs
with specifications and requirements defined by the organization. Generally it is known that customers take into
consideration numerous dimensions when evaluating quality.

Besides there are many opinions concerning the explanation of service quality dimension. Various definitions of
service quality have been mentioned. The researcher believes that some of them were mentioned in this study.
(Parasaraman, Zeithmal and Berry, 1988) defines service quality as the difference between customers’
expectations of provided service performance and their evaluation of actual service.

Asubonteng defines it as the difference between customers expectations of guided service performance and their
realization of actual service. (Da’boul and Ayyoub, 2003) refer to service quality as the conformity with
specifications.

In other words, organization should put forward standards for specifications when they put quality goals. After
defining these goals, service should conform to these specifications. (Zeithaml and Bitner, 2006) see service
quality as the concentrated evaluation that reflects the customer realization of specified dimension for service,
such as: Reliability, responsiveness, confirmation, good dealing and material evidence.
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When customers’ realization is mentioned, it is done on assumption of various quality dimensions and methods
used by customers in evaluating such quality, whether they were internal customers (workers) or external
customers (individuals, organizations).

Dehghan (2006) pointed out to the service quality as the objective comparison carried out by customers between
service quality that they wish to obtain and actual service that they get. (Lovelock and wirtz, 2004) define it as
having various concepts and meanings according to customers difference, and way through which they realize
quality of service provided to them.

Four Points of View In Defining Quality Are As Follows:

Point of view concerning with user himself: It means that the quality lies in the customer’s opinion.
Consequently, those customers have their own wishes and needs, it is noticeable that this definition equalize
between quality and achieving farthest satisfaction of customers.

Point of view based on product: It considers quality as a sensitive variable that can be measured; difference in
quality reflects amount of difference in variable contents or characteristics of the product.

Intellectual point of view: means conformity of quality with standards and effective performance, in it,
individual realize quality through experience of them that they acquired by repeated exposure.

Point of view concerning value: It considers quality from price and value, through comparison between
performance obtained by customer and price he/she pays for the service obtained.

2.5 Service Quality Dimensions

Researchers do not agreed upon essence of services quality dimensions because it is difficult for service
organizations to put forward observation procedures to define standards of service quality provided to customers.
Nevertheless, (Parasuraman, Zeithaml and Berry, 1985) refer to the existence of service quality ten dimensions
which are:

Credibility: means possibility of service provider obligations and if he/she is worthy of trust.

Responsiveness: readiness of service, provider to achieve and perform service accurately and in a reliable way.
Reliability: it refers to service supplier ability to achieve and perform service accurately and in a reliable way.
Security: it relates to degree of security and risk free.

Understanding: understanding customers and knowing their needs accurately.

Tangibles: It refers to aspect of material facilities provided to the service organization, such as, supplies, tools,
individuals... etc.

Accessibility: means that service is available in place and time wished by the customer.

Courtesy: means service provider’s high degree of respect and consideration of customer feelings and dealing
with them with cordiality.

Competence: service provider’s haring skills and knowledge required.

Communication: if service provider is able to enlighten beneficiary about nature of service provided, and the role
that beneficiary should play to obtain service required, for example, is beneficiary informed with damages or
obstacles that may occur in service providing systems? (Al- Tai’e and Al-Alaq, 2009).

Service quality dimensions were decreased to become five; they are reliability, tangibles, responsiveness,
credibility, and empathy.

2.6 Customers Satisfaction Concept

Customers satisfaction in the first place in interested in defining of buying behavior. The research stressed the
customer’s satisfaction role in focusing on expectation, performance achieved, and satisfaction. Comparison
between expectation and performance achieved leads either to customers satisfaction or dissatisfaction of
customer.

Customers satisfaction was defined in m any different manners. At present, researchers argue that there is a
difference between customers satisfaction concerning tangible products and customers satisfaction concerning
services.

Since customers satisfaction about services and product may be affected by various factors, it should be dealt
with as a separate subject (Zoe, 2006).
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3. Study Hypotheses

The study is based on a group of general hypotheses and Sub hypotheses to study nature of relationship between
internal marketing and service quality with customers' satisfaction. Here is a summary of these hypotheses which
are taken from the study form (Figure 2.).

H1: There is a relation of statistical indication between internal marketing procedures and evaluation of internal
marketing procedures. From this hypothesis, the following branch hypotheses emerge.

Hla: There is a relation of statistical indication between service culture and evaluation of internal marketing
procedures.

H1b: There is a relation of statistical indication between human resources development and evaluation of internal
marketing procedures.

Hlc: There is a relation of statistical indication between data publication and evaluation of internal marketing
procedures.

H1d: There is a relation of statistical indication between motives and rewards, and evaluation of internal
marketing procedures.

H2: There is a relation of statistical indication between banking service quality and customers satisfaction in the
Jordanian Commercial Banks, from this hypothesis, the following branch hypotheses emerge:

H2a: There is a relation of statistical indication between reliability, and customers satisfaction in the Jordanian
Commercial Banks.

H2b: There is a relation of statistical indication between responsiveness, and customers satisfaction in the
Jordanian Commercial Banks.

H2c: There is a relation of statistical indication between tangibles and customers satisfaction in the Jordanian
Commercial Banks.

H2d: There is a relation of statistical indication between empathy, and customers satisfaction in the Jordanian
Commercial Banks.

H2e: There is a relation of statistical indication between credibility, and customers satisfaction in the Jordanian
Commercial Banks.

H3: There is a relation of statistical indication between evaluations of internal marketing procedures and quality
of banking service that affect customers satisfaction.

4. Goals of the Study

The present study aims to know internal marketing and banking quality and their relation with customer’s
satisfaction, and the ability of Jordanian Commercial Banks to adopt the mechanism of internal marketing as a
philosophy to deal with workers, and making it their competitive characteristic in comparison with the other
banks.

This Study Also Aims To Achieve The Following:
To show degree of Jordanian Commercial Banks’ application of internal marketing procedures.

Analysis of relation between internal marketing and banking service’s quality and the satisfaction of customers
in banks working in Jordan.

To show degree of worker’s in banks working in Jordan evaluation of internal marketing procedures.
To determine degree of customers evaluation of banking service quality.

To present recommendations and proposals that participate in achieving suitable improvements in the nature of
services presented to customers.

5. Society and Sample of Study

This study is distinguished because it addresses two societies concerned with banking sector, first the workers of
banks and second those bank’s customers. Due to difficulty of reaching both societies a sample representing each
society by itself will be chosen (300) from banks workers and (500) banks customers.

6. Finding
6.1 Results Relating to Employees

Tendencies of study sample (banks employees) towards internal marketing procedures, represented by: Service
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culture, human resources development, marketing data publishing, motives and rewards system, were positive,
about (0.5693) of the general arithmetic means, resulting in the next equation (3.5693-3.0000). This conforms
with Haddad and Ali’s (2008) study.

It is clear from statistical analysis results that the administration of Commercial Banks working in Jordan, the
research sample, gives a great attention to develop human resources, because it obtained the highest evaluation
from the point of view of employees of (0.8978) higher than measure means average (3). Marketing data
publication was in the second place, of (0.7950) the third place was occupied by rewards and motives system
applied in banking administrations, it obtained (0.7700) higher than measure means average (3). The last place
was occupied by banking service culture and obtained only (0.2143), higher than measure means average (3).
From this, the researcher concluded that there is negligence in publication the banking service culture among
employees, in spite of obtaining an average higher than general average.

As for internal marketing procedures evaluation from the point of employees, it was positive, because it obtained
an average higher than measure means average (3) with (3.6935-3.000) = 0.6935, it is a good indicator because
employees feel that the internal marketing procedures applied in Commercial Banks working in Jordan are fair,
but they need more support because they feel that the important, substantial paragraph has obtained the least
evaluation, in the last place, which is: (the bank always satisfies the customer’s expectations). The strange thing
in the point of view of the researcher is that the paragraph that obtained number one, that is the highest positive
evaluation from the point of view of employees is: the bank never disappoints the customer.

- Jordanian banks’ administration, the research sample, observes providing banking services of high quality.

- There is obvious negligence in availing new and developed programs to serve customers of Commercial Banks
working in Jordan.

- Commercial Banks working in Jordan (Study sample) seek to attract, draw and employee technical cadres
specialized in banking services.

- Employees in Commercial Banks working in Jordan (Study sample) see that they need concentrated and
intensive training courses in order to increase skills, knowledge and expertise.

- Commercial Banks working in Jordan publish marketing data, especially those relating to new services to
employees.

- There is negligence in using technology and programming to develop capacity of banks employees.

- There is a fair system of motives and rewards in Commercial Banks working in Jordan, according to point of
view of Commercial Banks employees working in Jordan (study sample).

- Monthly salary does not conform to working hours and efforts made by employees, according to point of view
of workers in Commercial Banks working in Jordan (Study sample).

- There is a relation of statistical indication between internal marketing procedures and evaluation of internal
marketing procedures.

- There is a relation of statistical indication between banking service culture, human resources development,
marketing data publication, motives and rewards system, and evaluation of internal marketing procedures.

6.2 Results Relation to Customers
On the basis of statistical analysis of study results, the following results concerning customers were concluded:

Tendencies of Commercial Banks’ customers, working in Jordan were positive towards banking service quality
dimensions represented in: tangibles, readability, responsiveness, credibility, empathy, where evaluations were
before making use of banking service, of (3.566) that is an increase that reached to (0.566) more than average.
But after making use of banking service, it increased and reached (0.778). This means that difference between
customers’ circumstances before making use of and after making use of banking services reached (0.212). This is
an indicator that is somehow accepted.

Statistical analysis results point out that tangibles dimension won positive evaluation from the point in Jordan
where it obtained a difference higher than average of (0.254), the best item that obtained first place that states the
Commercial Banks, working in Jordan, having distinguished modern supplies and tools. This conclusion
confirms degree of customers’ interest in tangibles of banks, which in turn, participate in fast providing of
banking services in suitable time and place.

Statistical analysis results confirm that the reliability dimension obtained the least evaluation from the customers’
point of view in comparison with other quality dimensions by (0.147) which is very little percentage. Although
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all items forming this dimension have obtained positive evaluation. The best item that obtained the highest
percentage which states that employees in Commercial Banks working in Jordan perform their services entrusted
to them will from the first time. But also, they can’t be relief on, in solving problems facing bank’s customers as
soon as possible and on time required.

Statistical analysis results show that the responsiveness dimension obtained a positive evaluation from the
customers’ point of view, and by a difference that reached to (0.206) before and after making use of banking
service, the important thing for customers is that they found workers in Commercial Banks working in Jordan
seek to satisfy personal needs and demands. This means that banks employees (study sample) respond to their
customers demands and are able to satisfy them. This conforms with Al-Tamimi study (2005).

Based on statistical analysis results, we conclude that credibility dimension has obtained positive evaluations for
all its items from the customers’ point of view, where it reached a difference of (0.226). Here, we should point
out that the item that obtained more than one in evaluation compared with average after making use to (4.190)
which states that bankers’ employees have enough knowledge of nature of service that they provide to
customers.

Employees in Commercial Banks working in Jordan have empathy with customers through considering
customers’ interests by the banks’ employees at the top of their priorities. This means that empathy dimension
has obtained positive evaluation by (0.224) from the customers’ point of view.

It is obvious from statistical analysis results that level of satisfaction by customers of Commercial Banks
working in Jordan has positive, since it reached (4.207) after making use of banking service, that is by a positive
difference of (0.207), this percentage is more that the average which is (3). The item whose evaluation was
positive and more than (one) measuring by average before making use of banking service that is the bank does
not disappoint me during period of dealing with it. This is a positive indicator for nature of relationship between
banks and their customers.

- There is a relation of statistical indication between banking service quality and customers’ satisfaction, this
identical with Abu Musa study (2000).

- There is a relation of statistical indication between banking service quality and (service quality dimensions):
Tangibles, reliability, responsiveness, credibility, and customers’ satisfaction. This study conforms to results of
Zaarour’s (2003)study and the Michael et al’s (2009) study.

- There is a relation of statistical indication between evaluation of internal marketing procedures and customers’
satisfaction.

7. Limitations
- This study included only Commercial Banks working in Jordanian in the Capital, Amman.

- This study was performed on workers in Commercial Banks working in Jordan, Amman, the capital, and bank’s
customers of them during the period of the study only.

- limitation from a conceptual standpoint is that regardless of the study outcomes, organizational management
theorists still may believe that internal marketing is a human resource phenomenon with a marketing twist
(Mudie, 2003).

8. Implications

The idea of creation and cultivation of internal marketing allows for a change in the Banks where new set of
goals and institutional objectives may be created (Wasmer and Bruner II, 1991). While backlash may result for
employees and the importance of timing to implement these changes is a major issue, this concept allows for the
improvement of communication, departmental interaction, and if accomplished provide profitability for the Bank
and fulfill the needs of employees.

The integration of the ideas discussed must be accomplished in order to obtain success. The internal marketing
plan must be implemented by top management, human resources, and marketing and supported by all areas.
Crosby and Johnson (2003) described the importance of leadership and the need for these individuals to “walk
the talk”, understand the reality of the workplace through hands on assistance, and understand the affects on
profitability for a successful internal marketing campaign.

All employees must be treated as customers, this means the creation of specifications, the creation of awareness,
and the identification of expectations through market research. The results of this research will allow the banks
and other organizations to segment the population and tailor specific strategies to each segment; the procedures
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implemented may be examined through staff climate monitors (Ahmed et al., 2002). Once the segments are
identified the communication of information is important and this includes additional training for all employees
to develop competence, the creation of interdepartmental teams in order to build relationships, and the allowance
for appraisal and feedback from within various levels of the organization. The unification of departments will
allow suppliers to make necessary changes, establish a level of service quality, support quality improvement, and
establish a level of customer consciousness.

Follow-up research must be conducted in order to determine effectiveness and assist in the recognition in
changes of the environment (Hogg et al., 1998).

In order for proper implementation to occur the focus must evolve around frontline employees and the process
must start with senior leadership and a proper physical environment. The best method to influence employees
involves strategic awards, other incentives, and individual empowerment to make decisions without the
assistance of upper management (Ahmed et al., 2002). Ballantyne (2003) stated a successful internal marketing
campaign satisfies the interests of the individual member and organization.

Therefore, mutual value must exist, it must be transparent, perceived as fair, co-created through interaction, and
continually increasing. The difference between this and external marketing is the fact it is continually co-created
over time. If these ideas are properly.
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