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Abstract
Purpose – The purpose of this paper is to assess the impact of a global measure of internal marketing
on bank employee job satisfaction and employee commitment to the bank. In addition, the authors
assessed the subsequent impact of job satisfaction and employee commitment on employee-bank
identification. The dual mediating role of job satisfaction and employee commitment in the internal
marketing-employee bank identification relationship was also explored.
Design/methodology/approach – Using self-administered questionnaires, the authors collected data
from a convenience sample of Saudi Arabian bank employees attending training at the Institute of Banking,
Saudi Arabia. Structural equation modeling was used to assess the predicted structural relationships.
Findings – Internal marketing has highly significant positive effects on job satisfaction and employee
commitment to the bank. These in turn influence employee bank identification. Internal marketing also
impacts employee bank identification indirectly through its impact on both job satisfaction and
employee commitment.
Practical implications – Bank management needs to take a holistic approach to internal marketing
and ensure that they create an environment where employers will be satisfied and committed to the
point that they will feel proud to be associated with the organization.
Originality/value – The study uses a global measure and provides evidence of the dual mediating
effects of job satisfaction and employee commitment to the bank in the internal marketing-employee
bank identification relationship. This evidence is unearthed in the Saudi Arabian banking sector,
characterized by conventional and Islamic banks.
Keywords Employee commitment, Internal marketing, Job satisfaction, Employee identification
Paper type Research paper

Introduction
As more and more organizations face increased competition in their sectors, more and
more of them are seeking ways to differentiate themselves and their employees from
others in their sector. In fact, many companies have begun to focus on their employees, as
they realize that employees are among a company’s best assets and serve as effective
links with external audiences (George, 1990; Ballantyne, 2003). In fact, researchers in the
domain of internal marketing have argued for this focus on employees (Berry, 1981),
given that employees are central to building relationships that foster the achievement
of external marketing goals (George, 1990; Ballantyne, 2000, 2003). As a result,
many companies have started to place more emphasis on internal marketing, and more
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researchers have been investigating the issue (Chang and Chang, 2008; Narteh, 2012;
Matanda and Ndubisi, 2013). This research underscores that more and more effort is
being made to understand the process of internal marketing and its effects on
organizational outcomes.

Recently Preez and Bendixen (2015) conducted a study among employees in a
Southern African financial services company; in it, they assessed the impact of internal
brand management on job satisfaction, commitment, and intention to stay. They found
that internal brand management had a significant impact on all three variables and
established that internal brand communication was the most important contributor to
internal brand management. However, in their proposal for future research, they called
for additional research in different locations, in order to generalize the findings (p. 87).
This study is a response to that call and replicates their study in a different cultural
context. However, this study focusses on employee-bank identification as an outcome
variable, as against intention to stay. In addition, this study assesses the dual
mediating roles of job satisfaction and employee commitment in the internal marketing-
employee bank identification relationship.

The study reported here is justifiable for a few reasons. The first is that it heeds the
call from Preez and Bendixen (2015) for additional studies of the above issues in
different cultural contexts. Second, in this study, we focus on the dual mediating roles
of employee job satisfaction and employee commitment to the bank in the relationship
between internal marketing and employee willingness to identify with the bank.
A third reason is the context within which the study is done: the Saudi Arabian
banking sector, with its combination of conventional banks and Islamic banks, whose
operations are guided by Sharia law. This allows for enhancement of our
understanding of how internal marketing operates in different cultural milieu.
Finally, Preez and Bendixen (2015) operationalized internal brand management and
commitment differently from how this study operationalized these constructs; hence,
we have the ability to determine if different operationalizations of internal marketing
lead to similar organizational outcomes.

The rest of the paper is organized as follows. First, there is a description of the context
in which the study took place. This is followed by a discussion of the development of the
conceptual model and the hypotheses in the study. A report on the methodology used in
the study is then presented. A discussion of the results of the data analyses and
hypotheses testing precedes a discussion of the research implications. Limitations of the
study, as well as future research avenues, are finally put forward.

The Saudi Arabian banking context
The Saudi Arabian banking sector consists of 24 commercial banks that provide
services in a combined network of 1,912 branches (Saudi Arabian Monetary Agency,
2015). The banks include both conventional and Islamic banks. While conventional
banks abide by practices that are typical among banks in different parts of the globe
(e.g. charging interest on loans), Islamic banks subscribe to Sharia laws that govern
financial relationships. A primary principle in Islam finance, based on Sharia law, is the
profit and loss sharing principle, which holds that providers of capital/lenders (banks)
and users of funds/borrowers (customers) share business risk by sharing profits and
losses (Khediri et al., 2015). As a result there is a strong focus on client relationship, as
both parties have a vested interest in the successful outcome of a venture.

Islamic banks, by virtue of abiding by the Islamic Sharia principles, have easier
access to larger volumes of non-interest bearing assets relative to the size of their
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assets, as compared to conventional banks. Consequently, conventional banks are
increasingly emulating these banks in introducing products that comply with Islamic
Sharia principles (Global Investment House, 2006). In addition, Sharia-compliant
products have become increasingly attractive to both Islamic and conventional
investors ( James, 2012). As a result, there is continuing reduction in the distinction
between Islamic banks and conventional banks.

The mix of conventional banks and Islamic banks is a feature not only of the Saudi
Arabian banking sector but also of other banking sectors in the Gulf Cooperation Council
(GCC) countries. For example, Khediri et al. (2015) report that the percentage of Islamic
banks in the GCC countries (Bahrain, Kuwait, Qatar, Saudi Arabia, UAE) ranged from
15 percent in Saudi Arabia to 47 percent in Qatar. Saudi Arabia, however, has the largest
Islamic banking market in terms of total assets (Tabash and Dhankar, 2014). The results
of studies of the effects of internal marketing in the Saudi Arabian banking sector could
therefore prove useful for bank management in fellow GCC countries.

Background and hypotheses
Internal marketing and organizational outcomes
Berry (1981) introduced the concept of internal marketing and perceived it as “viewing
employees as internal customers and viewing jobs as internal products” (p. 34). Berry and
Parasuraman (1991) defined internal marketing as the process of “attracting, developing,
motivating, and retaining qualified employees through job-products that satisfy their
needs” (p. 151). Caruana and Calleya (1998) viewed internal marketing as the case where
employees are made to feel that their organizations care about them and meet their needs
as employees. More recently, Snell and White (2009) proposed that internal marketing
refers to the education andmotivation of employees by organizations, in order to promote
customer-conscious and market orientation. This, Snell and White (2009) contended, is
achieved through “the application of marketing-like processes” (p. 195).

Other researchers in the domain have taken a more relationship-mediated approach
to internal marketing. George (1990) expressed the importance of a focus on internal
exchanges, as a core activity of internal marketing, since this is a prerequisite for an
organization to establish successful external exchanges. Heskett et al. (1994) proposed
the idea of the service-profit chain, with internal service quality being a core focus of
this chain. In this chain, internal service quality drives employee satisfaction, resulting
in higher levels of employee retention and employee productivity. The result is a
positive impact on the external service value, reflected in higher levels of customer
satisfaction and loyalty, and ultimately revenue growth and profitability. Ballantyne
(2000, 2003) argued for a more relationship-mediated approach to internal marketing,
contending that internal marketing “is a strategy for developing relationships between
staff across internal organizational boundaries”; the reason for this, he argues, is so that
“staff autonomy and know-how may combine in opening up knowledge generating
processes that challenge any internal activities that need to be changed,” with the
ultimate goal being the enhancement of “the quality of external marketing
relationships” (Ballantyne, 2000, p. 43).

Internal marketing is therefore anchored in the view that employees should
represent a primary target for an organization’s marketing efforts, given the fact that
they are in constant interaction with an organization’s external publics. External
relationships cannot be effective if internal relationships are not, and internal
marketing contributes to success in external markets (Heskett et al., 1994; Ballantyne,
2000; Gronroos, 2000). Its effective implementation will lead to the attraction and
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retention of employees committed to service quality and customer satisfaction
(Heskett et al., 1994; Chang and Chang, 2008; Narteh, 2012), as well as increased
customer orientation and overall performance (Ali, 2012).

A number of studies on internal marketing have been conducted in various domains,
including retail banking and financial services (Caruana and Calleya, 1998;
Papasolomou and Vrontis, 2006; Ali, 2012; Narteh, 2012; Sahi et al., 2013; Albassami
et al., 2015; Preez and Bendixen, 2015). A common theme among these studies is the
view that internal marketing consists of a number of different facets: internal customer,
rewards, communication, training and education, and employee empowerment. This
paper adopts a global perspective of internal marketing. This means that it looks at
internal marketing as a composite construct, that is based on a number of different
organizational components. The paper adopts the components of internal marketing
adopted by Narteh (2012) in his study of the effects of internal marketing on employee
commitment in the Ghanaian banking industry: internal communication, rewards,
training, and employee empowerment. These components are not studied individually
but as part of a global measure of internal marketing.

Internal communication is communication in which the target audience is employees
(Welch and Jackson, 2007). It is an effort on the part of the organization to build a good
relationship with this internal stakeholder group (Welch and Jackson, 2007).
Papasolomou and Vrontis (2006) identified rewards systems and training and
education as two of the principal components of internal marketing. This was based
on a study of the UK retail banking sector. According to these researchers, both tangible
and intangible rewards are offered to bank employees as a way to acknowledge
achievement of organizational goals and creation of a sense of ownership. Training is
geared toward the development of a strong service mentality. Employee empowerment
can be construed as the ability of a bank’s employees to take action or decisions on their
own. It causes employees to feel better about themselves and builds perceptions of
self-efficiency and confidence (Narteh, 2012). So, taken together, these four components
form the basis for internal marketing in the study reported in this paper.

Job satisfaction
An important organizational outcome, and one that has been the focus of research
interest, is employee satisfaction with their jobs. For example, Brayfield and Rothe (1951)
developed an index of job satisfaction, which they based on employees’ attitude toward
their work. Kalleberg (1977) defined job satisfaction as “an overall affective orientation on
the part of individuals toward work roles which they are presently occupying” (p. 126).
Macdonald and MacIntyre (1997) distinguished job satisfaction from employee morale,
arguing that “job satisfaction refers to a single individual and his/her job situation” and
further “job satisfaction more appropriately addresses past and present situations” (p. 2).
They developed a generic job satisfaction scale, using a sample of employees from
various employment sectors. They argued that such a scale should be applicable across a
number of different occupations and jobs. Their generic job satisfaction scale contains
ten items, and in its initial administration, no significant differences in scale averages
were found across occupations or between men and women.

Job satisfaction has been shown to have a number of antecedents and consequences
(Brown and Peterson, 1993). Gounaris (2006) proposed that higher levels of internal
marketing orientation (IMO) in an organization would lead to higher levels of employee
satisfaction. He conceptualized IMO as a tripartite organizational factor consisting
of internal market intelligence generation, internal intelligence dissemination, and
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response to intelligence. This proposition was tested using data collected from service
employees in Greece and was supported.

In the realm of banking and financial services, some studies support the expectation
that internal marketing positively impacts employee job satisfaction. For example,
Tortosa-Edo et al. (2010) found a link between internal market orientation and job
satisfaction among cashiers in a US credit union. Sahi et al. (2013) found that internal
market orientation impacted employee attitude, which in turn impacted job satisfaction
among Indian bank employees. Results from the Preez and Bendixen (2015) of financial
services employees in South Africa showed a positive link between internal brand
management and job satisfaction. These effects have also been identified in other
domains (Gounaris, 2008; Peltier et al., 2013). As a result, the following prediction is
made in this study:

H1. There is a positive relationship between internal marketing and bank employee
job satisfaction.

Organizational commitment
Organizational commitment has long been the focus of research in a number of different
domains and cultures. One approach to organizational commitment is that of Meyer et al.
(1993), who proposed that organizational commitment consisted of three components:
affective commitment, continuance commitment, and normative commitment. According
to Meyer et al. (1993), organizational commitment is a “psychological state that (a)
characterizes the employee’s relationship with the organization and (b) has implications
for the decision to continue or discontinue membership in the organization” (p. 539). Each
component is impacted by different experiences and has different implications for how
employees relate to the organization.

Normative commitment, which is the component of interest in this study, revolves
around the idea that employees of an organization (bank) remain with the organization
because they feel a sense of duty to do so, as against because they want to (affective
commitment) or because they have to (continuance commitment). It has been viewed as
the “totality of internalized normative pressures to act in a way which meets
organizational goals and interests” (Wiener, 1982, p. 471). Hence, normative
commitment has been referred to as the “obligation dimension” of organizational
commitment (Meyer et al., 1993; González and Guillén, 2008). Meyer et al. (1993) opine
that normative commitment is the case where employees remain with an organization
because they fell they ought to; and González and Guillén (2008) link normative
commitment to ethical conduct.

The focus on the normative commitment component stems from the view that internal
marketing, by its nature, is an organizational practice that indicates to employees that an
organization is concerned about them and treats them “right.” As a result, on the basis of
the norm of reciprocity (Gouldner, 1960) and social exchange (Homans, 1958), these
employees will feel obligated to “treat the organization right.” This, we contend, results in
a sense of duty or obligation to the organization, which is what normative commitment
revolves around. This leads to the expectation that internal marketing will have a positive
and significant impact on employee commitment to the bank for which they work. Results
from prior research support this expectation. For example, Caruana and Calleya (1998)
found a link between internal marketing and employee affective commitment; and Naudé
et al. (2003) found that there was a positive correlation between employee commitment
and IMO. They theorized that “employees who identify themselves strongly with an
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organization and have a low propensity to leave, obviously have a very positive view of
the organization and its standing in the market place” (p. 1209).

Chang and Chang (2008) found that favorable perceptions of internal marketing led
to increased organizational commitment among Taiwanese nurses; Punjaisri et al.
(2009) found that, among hotel workers in Thailand, internal branding had a significant
and positive impact on brand commitment; and Preez and Bendixen (2015) found a link
between internal brand management and employee commitment in the financial
services industry in South Africa. As a result, the following hypothesis is made:

H2. There is a positive relationship between internal marketing and bank employee
normative commitment to the bank.

If employees are satisfied with their jobs, we expect that there will be a higher level of
organizational commitment on the part of these employees. For example, Brown and
Peterson (1993) tested the job satisfaction – organizational commitment and the
organizational commitment – job satisfaction link in their study of salespersons and
found that, whereas the organizational commitment – job satisfaction link was negative,
counter to prediction, and not significant, the job satisfaction-organizational commitment
link was positive and significant. Based on their discussion of the service-value chain,
Heskett et al. (1994) proposed that internal service quality drives employee satisfaction,
resulting in positive employee outcomes; these authors suggested that these outcomes
included higher levels of employee retention and employee productivity.

Bettencourt et al. (2005) conducted a study among frontline service employees of a US
retail bank and found that there was a positive link between job satisfaction and
organizational commitment. Kim and Back (2012) found a positive link between job
satisfaction and organizational commitment among Korean airline employees; and Preez
and Bendixen (2015) found a positive link between job satisfaction and brand
commitment among the financial services employees that they studied. It is, therefore,
reasonable to expect that this will be replicated in the Saudi Arabian banking context, as
more highly satisfied bank employees are expected to be more committed to their banks:

H3. There is a positive relationship between bank employee job satisfaction and
bank employee normative commitment to the bank.

Employee bank identification
The discussion of employee bank identification is based on research on organizational
identification, which has been construed as the “perceived oneness between self and
organization” (Ashforth et al., 2008; Shen et al., 2014). Previously, Mael and Ashforth
(1992) posited that organizational identification is “a perceived oneness with an
organization and the experience of the organization's successes and failures as one’s
own” (p. 103). They suggested that organizational identification had certain
antecedents, including organizational tenure, recency of membership in the
organization, and satisfaction with the organization. This leads to the important
consequence of support for the organization. For example, in their study of alumni and
their alma mater, they found that identification with the institutions that participants
attended impacted their support of the institution in terms of financial contributions
and recommending the institution to others. Organizational identification is also
theorized as being distinct from organizational commitment (Ashforth et al., 2008).

In the context of banking, employee-bank identification refers to the extent to which
employees see themselves as one with the banks for which they work. This concept
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suggests that employees with high levels of employee-bank identification would have a
greater sense of belongingness to the bank and see the banks that employ them as an
extension of themselves than would employees with low levels of employee-bank
identification. They see their banks’ failures and successes as their own and respond to
criticisms or praise of their banks as if these were directed at them. Support for this
perspective comes from social identity theory (Tajfel and Tumer, 1985), which contends
that social identification is derived from prestige and distinctiveness of a group and the
existence of out groups (Tajfel and Tumer, 1985). Employees who have positive attitudes
toward their jobs are more likely to want others to be aware of their association with the
banks for which they work. Therefore, employees who are highly satisfied with their jobs
are expected to display higher levels of employee-bank identification.

Support for this positive link between employee satisfaction and employee bank
identification is based on prior research. For example, Mael and Ashforth (1992) studied
alumni relationships with their institutions and found that alumni satisfaction with
their institutions led to higher levels of identification with these institutions. Yang et al.
(2011) found that subordinates’ level of job satisfaction was positively linked to
organizational identification and internalization. Pérez et al. (2013) also found a positive
correlation between customer satisfaction and company identification among financial
services users. Therefore, we expect the following outcome among bank employees:

H4. There is a positive relationship between bank employee job satisfaction and
employee bank identification.

Prior research supports the view that organizational commitment leads to a number of
positive organizational outcomes. Bettencourt et al. (2005) found that, among frontline
retail bank employees, organizational commitment contributed positively to employees’
external representation (employee highlighting the good things about their banks to
outsiders); and internal influence (employee seeks to motivate others in the
organization); and Punjaisri et al. (2009) found a positive and significant link
between brand commitment and brand loyalty. Organizational commitment has also
been shown to have a positive and significant impact on banks’ market orientation
(Awwad and Agti, 2011). Employee commitment also contributes to intentions to stay
with an organization (Preez and Bendixen (2015)).

As argued above, employee willingness to identify with the bank is another positive
organizational outcome of interest, and it is important, given that it has been positively
linked to such things as: engagement in extra-role behaviors by employees (Ahearne
et al., 2005); brand performance (Punjaisri et al., 2009); employee-customer orientation
and customer orientation (Anaza and Rutherford, 2012); organizational citizenship
behaviors (Shen et al., 2014); and reduced stress and employee burnout (Avanzi et al.,
2015). Consequently, we expect that, as is the case with positive links between
organizational commitment and other desirable organizational outcomes, there is a
positive link between commitment and organizational identification, which is captured
in the following hypothesis:

H5. There is a positive relationship between bank employee commitment to the
bank and employee-bank identification.

Mediating roles of job satisfaction and employee commitment: indirect effects
The conceptual model under study indicates that there are direct effects of job satisfaction
and employee commitment on employee-bank identification. These expectations have been
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validated above, and certain hypotheses have been proposed. However, in addition to
having direct effects on employee bank identification, job satisfaction, and employee
commitment should mediate the impact of internal marketing on employee bank
identification; that is, these mediating variables should help to clarify the relationship
between internal marketing and employee bank identification. Essentially, it is predicted
that internal marketing has a positive impact on job satisfaction and employee
commitment, which in turn are predicted to have positive effects on employee bank
identification. Ahearne et al. (2005), for example, argue that favorable perceptions of an
organization’s distinctive and enduring characteristics contribute to employee
identification with the organization. Therefore, the argument can be made that when a
bank has an effective internal marketing program, this is a distinctive organizational
characteristic that contributes to favorable employee perceptions. Matanda and Ndubisi
(2013) found that internal branding favorably impacted perceived organization-person fit
among retailing employees. Ferdous and Polonsky (2014) found that insurance service
employees’ experiences with their organization’s internal marketing efforts positively
influenced employees’ perceptions of the organization’s IMO. This in turn influenced their
levels of satisfaction and organizational identification, which both mediated the
relationship between perceived IMO and customer-oriented behaviors. Therefore,
internal marketing can be linked to employee bank identification because it creates
satisfied and committed employees who are likely to display higher levels of employee
bank identification.

Support for the mediating roles of these variables can be found in recent research.
For example, Herrbach et al. (2004) conducted a study of the role of perceived external
prestige in managers’ turnover intentions. These researchers found that job
satisfaction and organizational commitment partially mediated the relationship
between perceptions of external prestige and employees’ intentions to quit the
organization. Burmann et al. (2009) found that a mix of brand-centered HR activities,
brand communication, and brand leadership combined to impact brand commitment,
which in term impacted brand citizenship behavior. Preez and Bendixen (2015) also
found that brand commitment fully mediated the relationship between job satisfaction
and intention to stay among the employees that they studied. In the case of this study,
the organizational outcome of interest is employee-bank identification, and the
mediating effects of job satisfaction and organizational commitment are expected to
function in similar ways to the ways in the cited research studies:

H6. Internal marketing indirectly impacts employee willingness to identify with the
bank through its impact on job satisfaction.

H7. Internal marketing indirectly impacts employee willingness to identify with the
bank through its impact on employee commitment to the bank.

H8. Internal marketing indirectly impacts employee commitment to the bank
through its impact on employee job satisfaction.

H9. Employee job satisfaction indirectly impacts employee willingness to identify
with the bank through its impact on employee commitment to the bank.

Methodology
Data collection
The data for this study were collected through a survey of employees of the Saudi
Arabian banking sector. The data were collected as part of a larger study on internal
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marketing and its effects in the banking sector in Saudi Arabia. Bank employees who
were attending training sessions at the Institute of Banking, Saudi Arabia were told
about the study and asked to take part. They were provided with a copy of the
questionnaire, which they completed and returned prior to the end of the training
session. This was, therefore, a convenience sample of the population of banking
employees in Saudi Arabia; but the sample was not limited to participants from just one
Saudi bank. At the time of the study, respondents were working in either retail or
corporate banking. They were told that the study concerned their banking experiences,
and they were assured that the responses provided would remain confidential.
They were offered no monetary incentives.

Questionnaire
The introductory section of the question told participants that the main aim of the survey
was to obtain feedback on their work experience with their current employers and they
were to think of their current employer in responding to the questions in the first part of
the questionnaire. The first part of the questionnaire contained several items that were
obtained from existing scales to measure the principal variables in the model, as well as
other variables that were part of a wider study on internal marketing in the banking
sector in Saudi Arabia. The measures are discussed below. In the second part of the
questionnaire, the participants provided responses to demographic questions: age,
gender, and education level. In addition, participants provided information on the
number of years they had been working with their current employers and their position
in the bank (classified as line staff; junior supervisory; senior supervisory; and
management). There were 350 distributed questionnaires, 269 of which were returned
(77 percent response rate); 34 questionnaires were subsequently removed because they
were not completed or clearly carelessly completed. This process yielded 235 valid
questionnaires (67 percent response rate) that were used in the data analysis.

Participants
Of the 235 participants in the study, 135 (57 percent) were male; and a majority had a
college degree or some college education (87 percent). Most (51.9 percent) were in the
25-34 years age range. Number of years with their current employers ranged from
1 to 22 years, with a mean of 6.28 years. This variable was subsequently re-classified as
short tenure (1-5 years: 49.4 percent) and long tenure (six years and above:
50.6 percent). The majority (54.5 percent) worked as line staff.

Measures
All the items for the scales used in the study were measured on seven-point Likert
scales and were based on established scales in the internal marketing and management
literature. This lends to the content validity of the scales used. The items were all
anchored by “strongly disagree” and “strongly agree.” The internal marketing scale
was based on the summation of the items from the various scales that were used by
Narteh (2012) in his study of internal marketing in the Ghanaian banking sector.
The internal communication item “My bank’s internal communications are effective”
replaced the Narteh (2012) internal communication item “My bank encourages
interpersonal communication.” The 13 items used for these scales were summed to
form a composite internal marketing scale.

The job satisfaction measure was based on a shortened version (five items) of the
ten-item generic job satisfaction scale developed by Macdonald and MacIntyre (1997).
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This scale was selected owing to the fact that it was developed using employees from a
number of different occupations and its generic nature allows for its applicability across
different sectors, including the banking sector. The measure of employee identification
with the bank drew on the organizational identification scale used by Mael and Ashforth
(1992), with the exception that the item “When I talk about this school, I usually say ‘we’
rather than ‘they’ ” was dropped, in keeping with recent research (He and Li, 2011). The
six-item normative organizational commitment scale (Meyer et al., 1993) was used to
measure employee commitment to the organization. The word “bank” replaced the word
“organization” used in the items in the Meyer et al. (1993) scale.

All the items in the internal marketing scale (Cronbach α¼ 0.94) and the employee
bank identification scale (Cronbach α¼ 0.88) were retained after initial exploratory
factor analysis and scale reliability assessments. Two items had to be dropped from the
employee normative commitment scale and one from the job satisfaction scale because
of low factor loadings; dropping them also raised the Cronbach α’s for the scales:
employee commitment (0.80); job satisfaction (0.81).

Results
Reliability and validity
Confirmatory factor analysis (CFA) was used to assess the properties of the scales,
prior to hypotheses testing. The four-factor, 26-item measurement model fit the data
satisfactorily: CFI¼ 0.929; TLI¼ 0.914; RMSEA¼ 0.069; SRMR¼ 0.060, χ2¼ 574.07,
df¼ 274, po0.01 (Hu and Bentler, 1999). Convergent validity of the constructs was
also established. Items loaded on the appropriate factors and factor loadings were all
significant at po0.01. Discriminant validity was determined through the average
variance extracted (AVE) method by comparing AVE values with squared correlation
values (shared variance) for constructs in a model. If the AVE for a construct is greater
than its squared correlation values (shared variance) with any other construct in the
model, or if the AVE of construct A and the AVE of construct B are both greater
than the squared correlation of A and B, then there is discriminant validity (Fornell
and Larcker, 1981). Information on Cronbach α’s, composite reliabilities, and AVE
(all except one achieved the 0.50 threshold; Fornell and Larcker, 1981) for all the latent
variables are reported in Table I; and Table II shows the correlation matrix and figures
that support discriminant validity of the variables.

Test of structural relationships
The second step after the establishment of reliability and validity was the use of
structural equation modeling to assess the predicted structural relationships. This is
consistent with the recommendation by Anderson and Gerbing (1992) regarding the
two-stage process in model testing. Model indices indicate that, overall, the model was a
satisfactory fit: CFI¼ 0.926; TLI¼ 0.912; RMSEA¼ 0.070; SRMR¼ 0.061; χ2¼ 588.43,
df¼ 274, po0.01 (Hu and Bentler, 1999).

Hypotheses testing
The outcomes for the hypotheses testing are summarized in Table III. The majority of
the hypotheses were supported. H1 predicted a positive relationship between internal
marketing and bank employee job satisfaction. This was supported (standardized
β¼ 0.778, po0.01). H2 suggested that there would be a positive relationship between
internal marketing and bank employee commitment to the organization. This was also
supported (standardized β¼ 0.676, po0.01). There was only partial support for H3,
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which argued that there is a positive relationship between bank employee
job satisfaction and bank employee commitment to the organization (standardized
β¼ 0.232, po0.10). H4, which argued that there is a positive relationship
between bank employee job satisfaction and bank employee willingness to identify
with the bank, was also supported (standardized β¼ 0.514, po0.01); as was H5, which

Scale/Items
Factor

loadingsa α AVE CR

Scale: internal marketing (Narteh, 2012)
1. My bank encourages me to take initiatives 0.798 0.94 0.691 0.984
2. My bank enhances feelings of self-efficiency 0.825
3. My bank trusts me to exercise good judgments 0.825
4. My bank allows me to use my own judgment in solving problems 0.731
5. My bank has internal communications strategies 0.888
6. My bank’s internal communications are effective 0.886
7. My bank has interactive communications channels 0.899
8. Employees in my bank are constantly trained 0.696
9. My bank fosters learning among members 0.969
10. Training is linked to my role to meet customer needs 0.741
11. Employees are retained through competitive salaries 0.749
12. The bank has comprehensive fringe benefit programs 0.856
13. Employees in my bank are motivated to stay on the job 0.896

Scale: job satisfaction (Macdonald and MacIntyre, 1997)
1. I feel good about working at this company 0.773 0.81 0.489 0.904
2. I feel secure about my job at my bank 0.570
3. I feel good about my job at my bank 0.791
4. I get along with my supervisors at my bank 0.638

Scale: normative organizational commitment (Meyer et al., 1993)
1. I would feel guilty if I left this bank now 0.667 0.80 0.502 0.907
2. This bank deserves my loyalty 0.698
3. I would not leave this bank right now because I have a sense of
obligation to the people in it 0.709

4. I owe a great deal to this bank 0.756

Scale: employee bank identification (Mael and Ashforth, 1992)
1. When someone criticizes my bank, it feels like a personal insult 0.683 0.88 0.582 0.943
2. I am very interested in what others think about my bank 0.741
3. My bank’s successes are my successes 0.853
4. When someone praises my bank, it feels like a personal compliment 0.894
5. If a story in the media criticized my bank, I would feel bad 0.608
Note: aAll factor loadings were significant at po0.01 level

Table I.
Properties of scales
used in the study

1. INTMKTG 2. BSAS 3. ORGCOMM 4. EBID

1. INTMKTG 0.691a

2. BSAS 0.568 0.489
3. ORGCOMM 0.654 0.594 0.502
4. EBID 0.551 0.620 0.599 0.582
Note: aNumbers on the diagonal represent the AVEs for each factor

Table II.
Correlation matrix
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contended that there is a positive relationship between bank employee commitment to
the bank and bank employee willingness to identify with the bank (standardized
β¼ 0.320, po0.01).

Three of the four hypotheses regarding mediating effects of job satisfaction and
employee commitment to the bank were also supported: H6, which claimed that internal
marketing indirectly impacts employee willingness to identify with the bank through its
impact on job satisfaction (standardized β¼ 0.400, po0.01); H7, which stated that
internal marketing indirectly impacts employee willingness to identify with the bank
through its impact on employee commitment to the bank (standardized β¼ 0.216,
po0.01); and H8, which stated that internal marketing indirectly impacts employee
commitment to the bank through its impact on employee job satisfaction. H9, which
argued that employee job satisfaction indirectly impacts employee willingness to identify
with the bank through its impact on employee commitment to the bank, was not
supported (standardized β¼ 0.074, po0.10) (Figure 1).

Differences in variables based on gender and position
We performed a similar analysis to one carried out by Preez and Bendixen (2015) in
which they assessed differences in latent variable scores based on participants’ position
in the organization: frontline vs support staff. In the analyses reported here, we looked
at differences based on gender and position in the bank, and used Mann-Whitney tests
to explore these differences (Preez and Bendixen, 2015). There was an analysis of
differences based on tenure; however, as there were no differences in any of the latent
variables based on tenure with the banks, the results are not reported. Gender impacted
internal marketing (mean rank F¼ 160.28, mean rank M¼ 82.15; U¼ 2,164.50,
po0.01); job satisfaction (mean rank F¼ 102.31, mean rank M¼ 126.83; U¼ 5,264.50,
po0.01); and employee commitment to the bank (mean rank F¼ 131.17, mean
rank M¼ 105.99; U¼ 5,235.50, po0.01); but not employee-bank identification (mean
rank F¼ 114.87, mean rank M¼ 120.40; U¼ 6,463.50, pW0.10). Position in the
organization impacted job satisfaction (mean rank F¼ 101.31, mean rank M¼ 133.32;

Hypothesisa: estimated paths β p-value Outcome

H1: internal marketing→ employee job satisfaction 0.778 0.000 Supported
H2: internal marketing→ employee commitment to the bank 0.676 0.000 Supported
H3: employee job satisfaction→ employee commitment to the bank 0.232 0.055 Partially

supported
H4: employee job satisfaction→ employee identification with

the bank
0.514 0.000 Supported

H5: employee commitment to the bank→ employee identification with
the bank

0.320 0.003 Supported

H6: internal marketing→ employee job satisfaction→ employee
identification with the bank

0.400 0.000 Supported

H7: internal marketing→ employee commitment to the
bank→ employee identification with the bank

0.216 0.010 Supported

H8: internal marketing→ employee job satisfaction→ employee
commitment to the bank

0.0.180 0.052 Supported

H9: employee job satisfaction → employee commitment to the
bank→ employee identification with the bank

0.074 0.091 Not
supported

Note: aH1-H5 relate to direct relationships and H6-H9 relate to mediated relationships

Table III.
Hypotheses and
outcomes
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U¼ 4,536.50, po0.01) and employee bank identification (mean rank F¼ 105.93, mean
rank M¼ 132.44; U¼ 5,303.00, po0.01), but not internal marketing (mean rank
F¼ 117.40, mean rank M¼ 115.41; U¼ 6,553.50, pW0.10) and employee commitment
(mean rank F¼ 112.62, mean rank M¼ 122.25; U¼ 6,174.50, pW0.10). These results
suggest that while both men and women have similar levels of identification with the
banks for which they work, women have more favorable perceptions of internal
marketing in their banks and are more committed to their banks than men; men
expressed higher levels of job satisfaction. In the case of position with the organization,
there were no differences between line and non-line staff in their levels of employee
commitment and perceptions of internal marketing; however non-line staff expressed
being more satisfaction with their jobs and expressed higher levels of employee bank
identification. Preez and Bendixen (2015) found higher levels of job satisfaction and
commitment among support staff.

Discussion
The aim of the study was to contribute to the discourse regarding internal marketing
and its role in influencing bank employee attitudes. The study focussed on the banking
sector in Saudi Arabia, and the principal relationships explored were those of internal
marketing and its impact on job satisfaction and employee commitment to the bank,
and the effects of job satisfaction and employee commitment to the bank on their
subsequent identification with the bank. The dual mediating roles of employee job
satisfaction and commitment to the bank in the relationship between internal
marketing and employee bank identification were also tested. The results of the study
provide evidence that a comprehensive internal marketing process is important for
Saudi Arabian bank employee relationships, given that it has a positive impact on both
job satisfaction and employee commitment to their banks. Internal marketing also has
indirect effects on employee bank identification through its effects on employee
commitment and job satisfaction. Job satisfaction and employee commitment both have
positive effects on employee bank identification. This is important since employees’
identification with the organization for which they work has been shown to lead to
various benefits. For example, it leads to positive organizational citizenship behaviors

0.778***

0.676***

0.514***

0.320**

H3

0.232 ns
Internal

marketing 
(INTMKTG)

Employee 
commitment to 

bank 
(EMCOMMIT)

Employee-bank 
identification 

(EBID)

Bank job 
satisfaction
(JOBSAT)

H1

H2

H3
H4

H5

Notes: Model fit statistics: CFI=0.926; TLI=0.912; RMSEA=0.070; SRMR=0.061;
�2 = 588.43, df = 274, p< 0.01. Significant at **p< 0.01; ***p< 0.001

Figure 1.
Results of

hypotheses testing
of conceptual

model of internal
marketing-employee

relationship
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(Shen et al., 2014); it mediates the relationships between external organizational
prestige and turnover intentions and emotional exhaustion (Mishra, 2013); and in times
of organizational change, employees who identify highly with an organization are more
likely to focus on the change processes such procedures, voice, and participation
options, in contrast to those who identify lowly with the organization, who focus more
on salary and expenses (van Knippenberg et al., 2006).

Theoretical implications
The study provides a number of theoretical implications. It adds to the stream of
research on internal marketing in different domains, in general, and the financial sector,
in particular; and it highlights the role of a multi-faceted approach to internal
marketing. Findings from previous studies conducted in the banking sector on the
impact of internal marketing on employee relationships indicate that internal
marketing is multi-faceted (Narteh, 2012). The study reported here indicates that a
global view of internal marketing (as indicated by the combination of a variety of
factors, as done in this study) can form the basis for analysis of internal marketing
effects, and a global view of internal marketing has implications for employee job
satisfaction and commitment.

The measure of internal marketing used in the study combined perceptions of
employee empowerment, internal communications, training, and reward; and the
results support that all these factors can combine to contribute to employee
relationships with their banks. Our comprehensive view of internal marketing is
consistent with approaches such as those of Chang and Chang (2008), who used a
comprehensive model of internal marketing consisting of employee-oriented measures,
external activity measures, and communication management; Preez and Bendixen
(2015), who also used a comprehensive measure of internal brand management in
assessing its impact on job satisfaction and brand commitment among employees in
financial services in South Africa; and Awwad and Agti (2011), who used a seven-item
global measure of internal marketing (consisting of items related to training,
communication, feedback, and reward) in assessing the impact of internal marketing on
commercial banks’ market orientation in the Jordanian banking sector.

Interestingly, some prior research has found that organizational identification can
be a mediating factor in the relationships between certain antecedents to organizational
identification and organizational attitudes (outcomes) such as organizational
commitment and job satisfaction (see, e.g. Ngo et al., 2013; Gammoh et al., 2014). For
example, Ngo et al. (2013) studied the mediating role of organizational identification in
the relationship between employees’ perceptions of organizational context (support,
justice) and certain job outcomes such as affective organizational commitment, job
satisfaction, and intentions to leave. They found that organizational identification
mediated the relationship between perceived organizational support and the job
outcome variables. In a sales context, Gammoh et al. (2014) found that salesperson-
company identification mediated the relationship between salesperson-brand and
organizational outcomes such as job satisfaction and organizational commitment.
These research findings suggest that organizational identification precedes
organizational commitment and job satisfaction. In contrast, the results from our
study show that organizational identification is impacted by job satisfaction and
employee commitment, meaning that employees have to be first satisfied with their
jobs and be committed to the organization before they are willing to identify with
the organization.
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This current research also supports the idea that there are dual effects at work in the
internal marketing-employee bank identification relationship, given the mediating roles of
both job satisfaction and employee commitment on this relationship. The results also
support the service-value chain framework proposed by Heskett et al. (1994), as well as the
relational approaches to internal marketing posited by researchers such as George (1990)
and Ballantyne (2002, 2003). The reason is that the results highlight the role of focus on
internal audiences in creating positive internal relationships (e.g. employee satisfaction is
a positive outcome), which could subsequently impact external relationships.

Managerial implications
Regarding managerial implications, Saudi Arabian bank management, as well as
management of banks operating in contexts similar to the Saudi Arabian banking
context, needs to be aware that employees’ perceptions of internal marketing go a long
way in influencing their levels of job satisfaction. It also influences their level of
normative commitment to the bank. The measure of internal marketing used in the
study focussed on a number of dimensions and issues such as employees’ perceptions
that the bank allows them to use their initiative; the perception that the bank enhances
their feelings of self-efficiency; and the ability employees felt they had to exercise good
judgment and to use their own judgment in solving problems. The measure also took
into account perceptions of the communication within the bank; rewards based on
salaries, fringe benefits, and motivation to stay on the job; and training related to their
function of meeting customers’ needs. Bank management, therefore, needs to foster an
environment where employees continue to have global positive feelings about their
banks, as the various dimensions of internal marketing combine to globally influence
employee relationships.

Given that an aspect of global internal marketing focussed on factors such as the
perceptions of the employees of their ability to exercise good judgment and their feelings
that their banks allowed them to use their own judgment in solving problems, employee
training should focus on enhancing employees’ problem-solving skills. Employees cannot
solve problems if they do not have the requisite skills and motivation. In addition,
training and empowerment have to be supported by attractive rewards and internal
communications policies, as part of the global internal marketing effort.

Bank management needs to understand also that treating employees well is
beginning to matter to external audiences and that management can ensure that
customers of the bank have positive perceptions of how employees are treated. Given
the pervasiveness of social media, the external public can be very aware of internal
developments within banks and other companies. Therefore, internal marketing is
important because of its ability to influence external perceptions. So, for example, if
banks have effective internal marketing programs that lead to highly satisfied and
committed employees, bank management could use actual feedback from these
employees in marketing communications. When bank employees say positive things
about their banks, this can only contribute to positive perception of the banks.
In general, highlighting employees in external communication would also be advisable.

The results from the assessment of differences in the latent variable scores based on
participants’ gender and position in the bank yield some interesting insights for bank
management. The Mann-Whitney tests indicated gender differences in perceptions of
internal marketing, job satisfaction, and commitment. Internal communications can be
used to reinforce the positive perceptions of internal marketing and commitment
among women, and the importance of their roles to the banks could be underscored, as
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a way of addressing lower levels of job satisfaction. There were also differences in job
satisfaction and employee-bank identification based on position in the bank. Internal
communication can also be used to reassure line staff of the importance of their roles in
the banks, especially as they are the “face” of the banks in their interactions with
customers. The results from this research could also prove useful to bank management
in other GCC countries where the banking sector, like that in Saudi Arabia, is
characterized by a mix of conventional and Islamic banks.

Limitations and future research
In the study reported in this paper, employee commitment and employee willingness to
identify with the bank were two principal outcome variables, and no effort was made to
assess actual behaviors in which the bank employees engaged on behalf of their banks,
for example, word-of-mouth communication or cross-selling of their banks’ services; or
whether their general performance levels were higher than those who were less
satisfied with their jobs or less committed to their banks. In addition, no effort
was made to assess some of the organizational citizenship behaviors in which
employees may engage as a result of their job satisfaction and commitment to the bank.
Future studies could explore specific organizational behaviors that employees who are
committed to their banks, and who are willing to identify with their banks, will
undertake on behalf of their employers.

In assessing internal marketing in the current study, the measure asked employees
to provide perceptual responses; that is, respondents indicated their level of agreement
with statements regarding their banks policies and systems. No effort was made to
identify concrete things that bank management did that caused employees to feel the
way they did. Therefore, it would be good to conduct additional research to try to
establish the specific actions in which bank management engages and the specific
policies banks have in place that influence employees’ perceptions of internal
marketing efforts. This could help bank management to better understand the
workings of internal marketing in the Saudi Arabian banking sector. Finally, given that
the Saudi banking sector contains both conventional banks and Islamic banks, and the
sector is also characterized by local banks and new entrants into the industry from
outside Saudi Arabia, it would be interesting to study whether the nature of the bank or
its country of origin impacts the nature of the relationships uncovered in this study. For
example, understanding whether there are different factors that drive employee
response to internal marketing efforts among employees of Islamic banks and
employees of conventional banks, not only in Saudi Arabia but also in other GCC
countries, would be a contribution to this line of research.

References

Ahearne, M., Bhattacharya, C.B. and Gruen, T. (2005), “Antecedents and consequences of
customer-company identification: expanding the role of relationship marketing”, Journal of
Applied Psychology, Vol. 90 No. 3, pp. 574-585.

Albassami, F.A., Al-Meshal, S.A. and Bailey, A.A. (2015), “An investigation of internal marketing
and its effects on employees in the banking sector in Saudi Arabia”, Journal of Financial
Services Marketing, Vol. 20 No. 3, pp. 176-190.

Ali, N. (2012), “An exploratory study into the implementation of internal marketing in small
insurance brokers in the United Kingdom”, Journal of Financial Services Marketing, Vol. 17
No. 3, pp. 242-254.

836

IJBM
34,6

D
ow

nl
oa

de
d 

by
 S

E
L

C
U

K
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

52
 1

1 
Se

pt
em

be
r 

20
16

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0021-9010.90.3.574&isi=000229376100013
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0021-9010.90.3.574&isi=000229376100013
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Ffsm.2015.11&isi=000363402300003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Ffsm.2015.11&isi=000363402300003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Ffsm.2012.15


Anaza, N.A. and Rutherford, B. (2012), “How organizational and employee-customer
identification, and customer orientation affect job engagement”, Journal of Service
Management, Vol. 23 No. 5, pp. 616-639.

Anderson, J.C. and Gerbing, D.W. (1992), “Assumptions and comparative strengths of the
two-step approach”, Sociological Methods & Research, Vol. 20 No. 3, pp. 321-333.

Ashforth, B.E., Harrison, S.H. and Corley, K.G. (2008), “Identification in organizations: an
examination of four fundamental questions”, Journal of Management, Vol. 34 No. 3,
pp. 325-374.

Avanzi, L., Schuh, S.C., Fraccaroli, F. and van Dick, R. (2015), “Why does organizational
identification relate to reduced employee burnout? The mediating influence of social
support and collective efficacy”, Work & Stress, Vol. 29 No. 1, pp. 1-10.

Awwad, M.S. and Agti, D.M. (2011), “The impact of internal marketing on commercial banks’
market orientation”, International Journal of Bank Marketing, Vol. 29 No. 4, pp. 308-332.

Ballantyne, D. (2000), “The strengths and weaknesses of internal marketing”, in Varey, R.J. and
Lewis, B.R. (Eds), Internal Marketing: Directions for Management, Routledge, London, pp. 43-60.

Ballantyne, D. (2003), “A relationship-mediated theory of internal marketing”, European Journal
of Marketing, Vol. 37 No. 9, pp. 1242-1260.

Berry, L.L. (1981), “The employee as customer”, Journal of Retail Banking, Vol. 3 No. 1, pp. 33-40.

Berry, L.L. and Parasuraman, A. (1991),Marketing Services: Competing through Quality, The Free
Press, New York, NY.

Bettencourt, L.A., Brown, S.W. and Mackenzie, S.B. (2005), “Customer-oriented boundary-
spanning behaviors: test of a social exchange model of antecedents”, Journal of Retailing,
Vol. 81 No. 2, pp. 141-157.

Brayfield, A.H. and Rothe, H.F. (1951), “An index of job satisfaction”, Journal of Applied
Psychology, Vol. 35 No. 5, pp. 307-311.

Brown, S.P. and Peterson, R.A. (1993), “Antecedents and consequences of salesperson job
satisfaction: meta-analysis and assessment of causal effects”, Journal of Marketing
Research, Vol. 30 No. 1, pp. 63-77.

Burmann, C., Zeplin, S. and Riley, N. (2009), “Key determinants of internal brand management
success: an exploratory empirical analysis”, Journal of Brand Management, Vol. 16 No. 4,
pp. 264-284.

Caruana, A. and Calleya, P. (1998), “The effect of internal marketing on organizational
commitment among retail bank managers”, International Journal of Bank Marketing,
Vol. 16 Nos 2/3, pp. 108-116.

Chang, C.S. and Chang, H.C. (2008), “Perceptions of internal marketing and organizational
commitment by nurses”, Journal of Advanced Nursing, Vol. 65 No. 1, pp. 92-100.

Ferdous, A.S. and Polonsky, M. (2014), “The impact of frontline employees’ perceptions of
internal marketing on employee outcomes”, Journal of Strategic Marketing, Vol. 22 No. 4,
pp. 300-315.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50.

Gammoh, B.S., Mallin, M.L. and Pullins, E.B. (2014), “Antecedents and consequences of
salesperson identification with the brand and the company”, Journal of Personal Selling and
Sales Management, Vol. 34 No. 1, pp. 3-18.

George, W.R. (1990), “Internal marketing and organizational behavior: a partnership in
developing customer-conscious employees at every level”, Journal of Business Research,
Vol. 20 No. 1, pp. 63-70.

837

Roles of
employee job
satisfaction

D
ow

nl
oa

de
d 

by
 S

E
L

C
U

K
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

52
 1

1 
Se

pt
em

be
r 

20
16

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F3172514&isi=A1993KK73500006
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F3172514&isi=A1993KK73500006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F0965254X.2013.876077
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0049124192020003002&isi=A1992HC32500002
http://www.emeraldinsight.com/action/showLinks?crossref=10.4324%2F9780203207352.ch3
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fbm.2008.6
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F3151312&isi=A1981LC54900004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0149206308316059&isi=000255691500001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.jretai.2005.03.004&isi=000230188400008
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02652329810213510
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F08853134.2013.870181
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F08853134.2013.870181
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090560310486979
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090560310486979
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F02678373.2015.1004225&isi=000350364700001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2Fh0055617&isi=000205233300001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2Fh0055617&isi=000205233300001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1365-2648.2008.04844.x&isi=000261783500009
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0148-2963%2890%2990043-D&isi=A1990CJ71000008
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09564231211269801&isi=000310046800001
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09564231211269801&isi=000310046800001
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02652321111145943


Global Investment House (2006), “Saudi Arabia banking sector: biggest beneficiary of the
economic boom”, available at: www.globalinv.net/research/SaudiBanking-092006.pdf
(accessed September 23, 2015).

González, T. and Guillén, M. (2008), “Organizational commitment: a proposal for a wider ethical
conceptualization of ‘normative commitment’ ”, Journal of Business Ethics, Vol. 78 No. 3,
pp. 401-414.

Gouldner, A.W. (1960), “The norm of reciprocity: a preliminary statement”, American Sociological
Review, Vol. 25 No. 2, pp. 161-178.

Gounaris, S. (2008), “The notion of internal market orientation and employee job satisfaction:
some preliminary evidence”, Journal of Services Marketing, Vol. 22 No. 1, pp. 68-90.

Gounaris, S.P. (2006), “Internal-market orientation and its measurement”, Journal of Business
Research, Vol. 59 No. 4, pp. 432-448.

Gronroos, C. (2000), Service Management and Marketing: A Customer Relationship Management
Approach, 2nd ed., Wiley, Chichester.

He, H. and Li, Y. (2011), “CSR and service brand: the mediating effect of brand identification
and moderating effect of service quality”, Journal of Business Ethics, Vol. 100 No. 4,
pp. 673-688.

Herrbach, O., Mignonac, K. and Gatignon, A. (2004), “Exploring the role of perceived external
prestige in managers’ turnover intentions”, International Journal of Human Resource
Management, Vol. 15 No. 8, pp. 1390-1407.

Heskett, J.L., Jones, T.O., Loveman, G.W., Sasser, W.E. and Schlesinger, L.A. (1994), “Putting the
service-profit chain to work”, Harvard Business Review, Vol. 72 No. 2, pp. 164-174.

Homans, C.G. (1958), “Social behaviour as exchange”, American Journal of Sociology, Vol. 63
No. 6, pp. 597-606.

Hu, L. and Bentler, P.M. (1999), “Cutoff criteria for fit indexes in covariance structure analysis:
conventional criteria versus new alternatives”, Structural Equation Modeling, Vol. 6 No. 1,
pp. 1-55.

James, G. (2012), “Kingdom overtakes UAE in Sukuk market”, Middle East Economic Digest, Vol. 56
No. 18, pp. 38-39.

Kalleberg, A.L. (1977), “Work values and job rewards: a theory of job satisfaction”, American
Sociological Review, Vol. 42 No. 1, pp. 124-143.

Khediri, K.B., Charfeddine, L. and Youssef, S.B. (2015), “Islamic versus conventional banks in the
GCC countries: a comparative study using classification techniques”, Research in
International Business and Finance, Vol. 33 No. 2015, pp. 75-98.

Kim, K. and Back, K.-J. (2012), “Antecedents and consequences of flight attendants’ job
satisfaction”, The Service Industries Journal, Vol. 32 No. 16, pp. 2565-2584.

Macdonald, S. and MacIntyre, P. (1997), “The generic job satisfaction scale: scale development
and its correlates”, Employee Assistance Quarterly, Vol. 13 No. 2, pp. 1-16.

Mael, F.A. and Ashforth, B.E. (1992), “Alumni and their alma mater: a partial field test of the
reformulated model of organizational identification”, Journal of Organizational Behaviour,
Vol. 12 No. 2, pp. 102-123.

Matanda, M. and Ndubisi, N. (2013), “Internal marketing, internal branding, and organizational
outcomes: the moderating role of perceived goal congruence”, Journal of Marketing
Management, Vol. 29 Nos 9/10, pp. 1030-1055.

Meyer, J.P., Allen, N.J. and Smith, C.A. (1993), “Commitment to organizations and occupations:
extension and test of a three-component conceptualization”, Journal of Applied Psychology,
Vol. 78 No. 4, pp. 538-551.

838

IJBM
34,6

D
ow

nl
oa

de
d 

by
 S

E
L

C
U

K
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

52
 1

1 
Se

pt
em

be
r 

20
16

 (
PT

)

www.globalinv.net/research/SaudiBanking-092006.pdf
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F0958519042000257995&isi=000226375400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F0958519042000257995&isi=000226375400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1300%2FJ022v13n02_01
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.jbusres.2005.10.003&isi=000236169800005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.jbusres.2005.10.003&isi=000236169800005
http://www.emeraldinsight.com/action/showLinks?isi=A1994MY58900022
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F2117735&isi=A1977CU99600008
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F2117735&isi=A1977CU99600008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-006-9333-9&isi=000252626700009
http://www.emeraldinsight.com/action/showLinks?crossref=10.1086%2F222355&isi=A1958CAT1500004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ribaf.2014.07.002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ribaf.2014.07.002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F0267257X.2013.800902
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F0267257X.2013.800902
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F2092623&isi=A1960CAX7200001
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F2092623&isi=A1960CAX7200001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-010-0703-y&isi=000291951300008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F10705519909540118&isi=000208063500001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F02642069.2011.593169&isi=000311941500004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0021-9010.78.4.538&isi=A1993LV18800002
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F08876040810851978


Mishra, S.K. (2013), “Perceived external prestige and employee outcomes: mediation
effect of organizational identification”, Corporate Reputation Review, Vol. 16 No. 3,
pp. 220-233.

Narteh, B. (2012), “Internal marketing and employee commitment: evidence from the Ghanaian
banking industry”, Journal of Financial Services Marketing, Vol. 17 No. 4, pp. 284-300.

Naudé, P., Desai, J. and Murphy, J. (2003), “Identifying the determinants of internal marketing
orientation”, European Journal of Marketing, Vol. 37 No. 9, pp. 1205-1220.

Ngo, H., Loi, R., Foley, S., Zheng, X. and Zhang, L. (2013), “Perceptions of organizational context
and job attitudes: the mediating effect of organizational identification”, Asia Pacific Journal
of Management, Vol. 30 No. 1, pp. 149-168.

Papasolomou, I. and Vrontis, D. (2006), “Building corporate branding through internal marketing:
the case of the UK retail bank industry”, Journal of Product and Brand Management,
Vol. 15 No. 1, pp. 37-47.

Peltier, J.W., Schibrowsky, J.A. and Nill, A. (2013), “A hierarchical model of the internal
relationship marketing approach to nurse satisfaction and loyalty”, European Journal of
Marketing, Vol. 47 No. 5, pp. 899-916.

Pérez, A., de los Salmones, M. G. and Bosque, I.d. (2013), “The effect of corporate associations on
consumer behavior”, European Journal of Marketing, Vol. 47 Nos 1/2, pp. 218-238.

Preez, R.D. and Bendixen, M.T. (2015), “The impact of internal brand management on employee
job satisfaction, brand commitment and intention to stay”, International Journal of Bank
Marketing, Vol. 33 No. 1, pp. 78-91.

Punjaisri, K., Evanschitzky, H. and Wilson, A. (2009), “Internal branding: an enabler of
employees’ brand-supporting behaviors”, Journal of Service Management, Vol. 20 No. 2,
pp. 209-226.

Sahi, G.K., Lonial, S., Gupta, M. and Seli, N. (2013), “Revisiting internal market orientation: a note”,
Journal of Services Marketing, Vol. 27 No. 5, pp. 385-403.

Saudi Arabian Monetary Agency (2015), “Financial stability report”, available at:
www.sama.gov.sa/en-US/EconomicReports/Pages/FinancialStability.aspx (accessed
September 23, 2015).

Shen, Y., Jackson, T., Ding, C., Yuan, D., Zhao, L., Dou, Y. and Zhang, Q. (2014), “Linking
perceived organizational support with employee work outcomes in a Chinese
context: organizational identification as a mediator”, European Management Journal,
Vol. 32 No. 3, pp. 406-412.

Snell, L. and White, L. (2009), “An exploratory study of the application of internal
marketing in professional service organizations”, Services Marketing Quarterly, Vol. 30
No. 3, pp. 195-211.

Tabash, M.I. and Dhankar, R.S. (2014), “The impact of global financial crisis on the stability of
Islamic banks: an empirical evidence”, Journal of Islamic Banking and Finance, Vol. 2 No. 1,
pp. 367-388.

Tajfel, H. and Tumer, I.C. (1985), “The social identity theory of intergroup behaviour”, in Worchel, S.
and Austin, W.G. (Eds), Psychology of Intergroup Relations, 2nd ed., Nelson-Hall,
Chicago, IL, pp. 7-24.

Tortosa-Edo, V., Sanchez-Garcia, J. and Moliner-Tena, M.A. (2010), “Internal market orientation
and its influence on the satisfaction of contact personnel”, Service Industries Journal,
Vol. 30 No. 8, pp. 1279-1297.

van Knippenberg, B., Martin, L. and Tyler, T. (2006), “Process-orientation versus outcome-
orientation during organizational change: the role of organizational identification”, Journal
of Organizational Behavior, Vol. 27 No. 6, pp. 685-704.

839

Roles of
employee job
satisfaction

D
ow

nl
oa

de
d 

by
 S

E
L

C
U

K
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

52
 1

1 
Se

pt
em

be
r 

20
16

 (
PT

)

www.sama.gov.sa/en-US/EconomicReports/Pages/FinancialStability.aspx
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10490-012-9289-5&isi=000314688700008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10490-012-9289-5&isi=000314688700008
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2FIJBM-02-2014-0031
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2FIJBM-02-2014-0031
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.emj.2013.08.004&isi=000336711800004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fcrr.2013.9
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F02642060802348312&isi=000278159800005
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F10610420610650864
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09564230910952780&isi=000267535000006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F15332960902993460
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Ffsm.2012.22
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fjob.391&isi=000239670900001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fjob.391&isi=000239670900001
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090561311306967&isi=000321022000010
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090561311306967&isi=000321022000010
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2FJSM-09-2011-0131&isi=000323870700004
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F0390560310486951
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090561311285529&isi=000316164400010


Welch, M. and Jackson, P.R. (2007), “Rethinking internal communication: a stakeholder
approach”, Corporate Communications, Vol. 12 No. 2, pp. 177-198.

Wiener, Y. (1982), “Commitment in organizations: a normative view”, Academy of Management
Review, Vol. 4 No. 3, pp. 418-428.

Yang, F., Wu, M., Chang, C. and Chien, Y. (2011), “Elucidating the relationships among
transformational leadership, job satisfaction, commitment foci and commitment bases in
the public sector”, Public Personnel Management, Vol. 40 No. 3, pp. 265-278.

Corresponding author
Ainsworth Anthony Bailey can be contacted at: ainsworth.bailey@utoledo.edu

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

840

IJBM
34,6

D
ow

nl
oa

de
d 

by
 S

E
L

C
U

K
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

52
 1

1 
Se

pt
em

be
r 

20
16

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F009102601104000306&isi=000306914700006
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13563280710744847

