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ABSTRACT 

The assessment on how internal Marketing contribute to the performance of 

commercial banks in Tanzania specifically NBC Head office Dar es Salaam was 

successfully conducted. Specifically  the study examined the effects of employee’s 

motivations in internal marketing on performance of NBC in Tanzania, assessing 

managers and employees retention in internal marketing contribution to the 

performance of NBC in Tanzania, assessing the impact of employee training in 

internal marketing in influencing the performance of NBC in Tanzania by 

management and employees and assessing the extent which the level of customer 

satisfaction in internal marketing determines performance of NBC in Tanzania. 

 

The methods that researcher used are case study design i.e. NBC Head Office in Dar 

es Salaam. Also, the researcher had applied both sampling techniques i.e. simple 

random and purposive or judgmental sampling methods that have been employed in 

the selection of the sample size needed to meet the demands of the research 

questions. Notably, the data collected had carefully organized, processed and 

analyzed so as to meet the objectives of the study. Quantitative analysis technique 

had employed in which numerical data are analyzed and interpreted.  

 

The study found that customer satisfaction determines the performance of NBC. 

Moreover, from the coefficient of motivation and satisfaction, they are statistically 

significantly different meaning the elements motivation and satisfaction should be 

considered for performance as important elements because their p-value is less than 

0.05. 

 

The study concluded that internal marketing is most important component in the 

marketing services. It is focused on appropriate internal relations between people at 

the all levels in the organizations. This study recommends that commercial banks 

should put more effort on implementing internal marketing because it is one of the 

strong strategies in their performance. 
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CHAPTER ONE 

 

INTRODUCTION 

1.1 Background to the Problem 

Internal marketing emerged from service marketing and its main concern was to get 

everyone who was involved in service encounters the front line or contact staff to 

perform better in the interaction with customer. The usage of the concept has 

extended beyond its traditional field and is now accepted in all kinds of 

organizations. In internal marketing, the internal market consists of the employees in 

the organization and according to theories of quality management; employees are 

internal customers to one another (Gummesson, 2000). 

 

In the 1980’s, Gronroos, (1981) introduced a new approach to his view, it is not 

sufficient that employees are motivated to perform better but they must also be sales 

minded. Thus, the employees facing customer were key to the firm’s success. Each 

employee should be trained as a marketer to do cross-selling and the like along with 

customer retention skills that would enable the building of ongoing customer 

relationships. The company should adopt a framework similar to that of its external 

marketing and by applying marketing activities internally, stimulate service 

awareness and customer oriented behavior among personnel. 

 

With more and more competition of human resource, high rate of employee flow out 

has become an important challenge which has made managers worried. The loss of 

investment in human resource due to employee flow out has influenced the spirit of 

other employees, even the development strategy of the enterprise. To improve the 

employee’s satisfaction so that to improve the quality of internal marketing will be 

the key factor to gain profit (www.economics-papers.com). 

  

Rafiq and Ahmed (2000), Internal marketing is an organized attempt using a 

marketing like approach in order to cope with the organizational resistances to 

changes and balance, motivate and coordinate the employees in line with efficient 

http://www.economics-papers.com/
http://scialert.net/fulltext/?doi=tasr.2011.364.374&org=10#561558_ja
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execution of strategies with the aim of the customers satisfaction through the process 

of creating motivated, customer oriented employees. 

Gronroos (2000), internal marketing acts as a comprehensive management process 

that integrates various functions of an organization in two ways. First it will have all 

employees at all levels of the organization experience and understand various 

business activities and processes in the context of an environment. Second it will 

cause all the employees to become prepared and enthusiastic in a service oriented 

way. 

 

1.2 Statement of the Problem 

Today's, internal marketing as a strategy for the implementation of enterprise 

applications has been a great  challenging phenomenal in enhancing corporate 

performance. The influence of internal marketing Practices motivates employees to 

improve competitiveness of enterprises and enhancing the competence of the 

individual staff hence affects the performance.  

 

Internal Marketing is simply associated with the relation persist between external 

customers and internal customers in any organization. Thus, The strong internal 

marketing, the strong external customer’s relation/services.  It seems that the Poor 

internal marketing, the poor performance will be in any organization especial service 

organization like commercial banks. However in order to have a sound performance, 

organization must consider and take close look on the function and content of 

internal marketing, thus for commercial banks must make sure create a good 

connection with employees by communicating to them, training, educating, 

satisfying, motivation and retaining them in order to achieve the best performance. 

For sure to understand a clear notion about the extent to which internal marketing 

contributes to the performance of Commercial Banks in Tanzania, More results 

needs to be obtained and analyzed through this study.  

 

1.3 Research Questions 

The following were general and specific research questions: 

http://scialert.net/fulltext/?doi=tasr.2011.364.374&org=10#53476_b
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1.3.1 General Question 

How does Internal Marketing contribute to the performance of commercial banks in 

Tanzania? 

 

1.3.2 Specific Questions 

i. How employee’s motivations in internal marketing affect performance of 

National Bank of Commerce in Tanzania? 

ii. To what extent does retention of employees in internal marketing contribute to 

the performance of National Bank of Commerce in Tanzania?  

iii. How does employee training in internal marketing influencing the performance 

of National Bank of Commerce in Tanzania by management and employees? 

iv. What level of customer satisfaction in internal marketing determines 

performance of NBC in Tanzania? 

 

1.4 Research Objectives 

1.4.1 General Objective 

The main objective of the study is to investigate the Contribution of internal 

marketing in the performance of commercial banks in Tanzania. 

 

1.4.2 Specific Objectives  

i. To examine the impact of employee’s motivations as internal marketing for 

the performance of NBC in Tanzania. 

ii. The retention of employees in internal marketing contribution to the 

performance of NBC in Tanzania 

iii. To determine the impact of employee training in internal marketing for 

influencing the performance of NBC in Tanzania by management and 

employees. 

iv. To examine the extent to which the level of customer satisfaction as internal 

marketing contributes to the performance of NBC in Tanzania. 
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1.5 Significance of the Study 

The findings of this study has been that to  show how internal marketing can increase 

the performance of the bank by understanding how employee motivation, retention, 

training and satisfaction in internal marketing play a major role in banks 

performance.  

The significance can be grouped as follows. 

 

1.5.1 New knowledge 

The study has contributed new knowledge in Tanzania whereby it has investigated 

how employee motivation, retention, training and satisfaction in internal marketing 

are very important to the banking industry. 

 

1.5.2 Stakeholders 

These are group, person or organization that has interest or concern in an 

organization. The study has assist to see how each one plays an important role when 

it comes to the performance of the banking industry specifically the employees who 

fall under internal marketing, it helps other stakeholders to understand how 

employees contribute to the performance of banks in Tanzania since stakeholders can 

affect or be affected by the organization actions, objectives and policies. 

 

1.5.3 Problem solving 

The study may assist the banking industry to understand the importance of 

employees who are said to be the first customers; they knows that employees are to 

be satisfied first in order for the them to have a room to perform their best when it 

comes to achieving bank mission and vision. This can only be achieved when 

banking industry are setting their policies to take into consideration by identifying 

different means to satisfy employees and implement them. 

 

1.6 Limitation of the Study 

Despite the fact that the present study has supplied much information about the 

internal marketing and performance in commercial Banks from the staff's 



5 

perspective, it has several limitations that must be accredited. The researcher has 

made considerable effort to ensure that the conceptual and the methodological 

aspects of this study meet the research standards and are as precise as possible.  

 

1.7 Organization of the Thesis 

This thesis is organized in five main chapters.  

Chapter one presents the background to the problem, statement of the research 

problem, research objectives and questions, significance of the study, limitations and 

delimitations of the study, scope and variables of the study. Chapter two presents the 

review of the related literature in relation with information, ideas, data and evidence 

written from a particular stand point to fulfill certain aims or express certain views 

on key statement of this study on assess the internal marketing contribution in the 

performance of commercial banks in Tanzania, review of empirical studies, research 

gap and end up with the conceptual framework. Chapter three details study 

methodologies while chapter four presents main study findings and provides a 

discussion and analysis of the main findings whereas chapter five presents study 

summary, conclusion, and recommendations. A fine list of references and appendices 

finalize the dissertation.  
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CHAPTER TWO 

 

LITERATURE REVIEW 

2.1 Introduction 

This chapter gives the reader an insight on assessing the internal marketing 

contribution in the performance of commercial banks in Tanzania. The Chapter lays 

down theoretical review, empirical Review and conceptual framework in accordance 

with the aims and objectives of the study. 

 

2.2 Theoretical Literature 

2.2.1 Internal marketing  

Christopher et. al., (1991) define Internal marketing as critical and fundamental 

activity to create a customer-focused organizational culture with aim to establish 

internal and external awareness of customers by removing barriers which are 

obstacles of organizational effectiveness. 

 

According to Berry and Parasuraman (1991, p.151) Internal Marketing is the process 

of handling staff as internal customers and projects as internal products that satisfy 

the needs and desires of the customers and adhere to the company’s goals. Hogg and 

Carter (2000) define Internal marketing as an integral part of market orientation 

which requires using marketing techniques inside an organization in order to create 

and communicate the values in a company. 

 

Cahill (1995) perceives internal marketing as a type of philosophy of strategic 

management that ensures the attraction, development, motivation and maintaining 

prominent employees by creating a high quality working environment by meeting 

their needs. Gronroos (2000), internal marketing acts as a comprehensive 

management process that integrates various functions of an organization in two ways 

first it will have all employees at all levels of the organization experience and 

understand various business and activities and processes in the context of an 
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environment, second it will cause all the employees to become prepared and 

enthusiastic in a service oriented way. 

 

Chang and Chen, (1998) support that Internal Marketing can be applied to all types 

of businesses with greater application to those in the services industry, Spreng and 

Mckoy, (1996) support the same opinion and they are also adding in their approach 

that the process can be used in order to manage change. Spreng and Mckoy, (1996) 

recognized a type of Internal Marketing which recognizes who the customer and who 

the marketer is, supporting the view that an institution can be both customer and 

marketer at the same time. Emphasizing on the fourth type they developed a 

questionnaire which uses three factors; Vision, Development and Recognition are the 

criteria according to which one can measure the adoption of Internal Marketing from 

businesses. 

 

Similarly, internal marketing is also viewed as a critical issue faced by marketing 

professionals, HR managers, and executives in general, (Pitt, Bruwer, Nel & 

Berthon, 1999). Researchers such as, Ahmed & Rafiq (2003) define IM practice 

encompasses several activities that have been grouped in four major themes that 

appear to constitute IM: training and education, the image of the internal customer, 

quality standards and rewards systems. 

 

 Furthermore, the basic purpose for applying internal marketing concept is to get 

motivated employees and to make them conscious at each and every level to serve 

customer in a better way (George, 1990; George & Grönross, 1989; Grönross, 1981). 

Researchers also view Internal marketing as a management approach in which 

frontline employees work as support staff area included; this approach enables and 

motivate employees of the firm to do their own evaluation and for adoption of 

customer oriented services (Cowell, 1984).  
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2.2.2 Performance  

This is the accomplishment of a given task measured against present known 

standards of accuracy, completeness, cost and speed. In a contract performance is 

deemed to be the fulfillment of an obligation 

(http://www.businessdictionary.com/definition/performance.html).  

 

It is however that, Performance is defined as the outcome or contribution of 

employees to make them attain goals (Herbert, John & Lee 2000) while performance 

may be used to define what an organization has accomplished with respect to the 

process, results, relevance and success (Uganda National Development Program, 

1995). Afshan et al. (2012) define performance as the achievement of specific tasks 

measured against predetermined or identified standards of accuracy, completeness, 

cost and speed. Employee performance can be manifested in improvement in 

production, easiness in using the new technology, highly motivated workers.  

 

Performance comprises the actual output or results of an employee as measured 

against its intended outputs (or goals and objectives). Specialists in many fields are 

concerned with organizational performance including strategic planners, operations, 

finance, legal, and organizational development  

(http://en.wikipedia.org/wiki/organization_performance). 

 

Performance is normally looked at in terms of outcomes. However, it can also be 

looked at in terms of behavior (Armstrong 2000). Kenney et al. (1992) stated that 

performance is measured against the performance standards set by the organization.  

 

There are a number of measures that can be taken into consideration when measuring 

performance for example using of productivity, efficiency, effectiveness, quality and 

profitability measures (Ahuja 1992) as briefly explained hereafter. Profitability is the 

ability to earn profits consistently over a period of time. It is expressed as the ratio of 

gross profit to sales or return on capital employed (Wood & Stangster 2002). 

Efficiency and effectiveness - efficiency is the ability to produce the desired 

http://www.businessdictionary.com/definition/performance.html
http://en.wikipedia.org/wiki/Organization
http://en.wikipedia.org/wiki/Objective_(goal)
http://en.wikipedia.org/wiki/Organizational_development
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outcomes by using as minimal resources as possible while effectiveness is the ability 

of employees to meet the desired objectives or target (Stoner 1996). Productivity is 

expressed as a ratio of output to that of input (Stoner, Freeman and Gilbert Jr 1995). 

It is a measure of how the individual, organization and industry converts input 

resources into goods and services. The measure of how much output is produced per 

unit of resources employed (Lipsey 1989). Quality is the characteristic of products or 

services that bear an ability to satisfy the stated or implied needs (Kotler & 

Armstrong 2002). It is increasingly achieving better products and services at a 

progressively more competitive price (Stoner 1996).  

 

As noted by Draft (1988), it is the responsibility of the company managers to ensure 

that the organizations strive to and thus achieve high performance levels. This 

therefore implies that managers have to set the desired levels of performance for any 

periods in question. This they can do by for example setting goals and standards 

against which individual performance can be measured. Companies ensure that their 

employees are contributing to producing high quality products and/or services 

through the process of employee performance management. This management 

process encourages employees to get involved in planning for the company, and 

therefore participates by having a role in the entire process thus creating motivation 

for high performance levels.  

 

It is important to note that performance management includes activities that ensure 

that organizational goals are being consistently met in an effective and efficient 

manner. Performance management can focus on performance of the employees, a 

department, processes to build a product or service, etc. Earlier research on 

productivity of workers has showed that employees who are satisfied with their job 

will have higher job performance, and thus supreme job retention, than those who are 

not happy with their jobs (Landy 1985). Further still, Kinicki & Kreitner (2007) 

document that employee performance is higher in happy and satisfied workers and 

the management find it easy to motivate high performers to attain firm targets. 
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2.2.3 Employee Motivation  

This is the willingness to exert high level of effort toward organizational goals, 

conditioned by the efforts ability to satisfy some individual need (Ramlall, 2004) 

therefore to engage in the practice of motivating employees employer must 

understand the unsatisfied needs of the employee groups.  

 

Ramlall (2004) define employee motivation as the willingness to exert high level of 

effort toward organizational goals, conditioned by the efforts ability to satisfy some 

individual need. He, therefore to engage in the practice of motivating employees 

employer must understand the unsatisfied needs of the employee groups. Unsatisfied 

needs can be defined as “tension that stimulates drives within the individual” 

(Ramlall, 2004) also according to Maslow (1943) human needs can be arranged in  a 

hierarchical manner with lower level needs being a prerequisite of higher order 

needs.  

 

At any point where one level is satisfied it becomes not a motivation anymore hence 

another level comes in. the bottom tier consists of physiological needs (food and 

shelter), the next tier progresses to needs consist of safety and security needs (needs 

for love, affection, and belongingness), the next tier is social needs (ego and esteem 

needs) and after all those needs are met the final tier consist of self actualization (to 

be completely developed as a person). 

 

2.2.4 Employee Retention  

This refers to the ability of an organization to retain its employees. Employee 

retention can be represented by a simple statistic (for example, a retention rate of 

80% usually indicates that an organization kept 80% of its employees in a given 

period). However, many consider employee retention as relating to the efforts by 

which employers attempt to retain employees in their workforce. In this sense, 

retention becomes the strategies rather than the outcome (Breaugh and Mary, 2000). 
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2.2.5 Employee Training  

This is the field which is concerned with organizational activity aimed at bettering 

the performance of individuals and groups in organizational settings. It has been 

known by several names, including human resource development, and learning and 

development (Rosemary, 2005).  

 

This implies enhancing the skills and knowledge of the employees for performing a 

specific job. Training tries to improve employees’ performance in current job and 

prepares them for future job. The crucial consequence of training is learning. The 

Learning improves the performance of the organization. Training is a systematic 

development of the knowledge, skills and attitudes required by employees to perform 

adequately on a given task or job. It can take place in a number of ways, on the job or 

off the job; in the organization or outside organization (Abiodun, 1999). 

 

Oribabor (2000) argued that; training aim at developing competences such as 

technical, human, conceptual and managerial for the furtherance of individual and 

organization growth. That is, the process of training and development is a continuous 

one. It has an avenue for employees to acquire more and new knowledge and develop 

further the skills and techniques to function effectively.  

 

Training is not coaxing or persuading people to do what is wanted but rather a 

process of creating organizational conditions that will cause personnel to strive for 

better performance. Graig (1996) identified that; the functions of training increase 

productivity, improves the quality of work; improves skills, knowledge, 

understanding and attitude; enhance the use of tools and machine; reduces waste, 

accidents, turnover, lateness, absenteeism and other overhead costs, eliminates 

obsolesce in  skills, technologies, methods, products, capital management etc. It 

brings incumbents to that level of performance which needs the performance for the 

job; enhance the implementation of new policies and regulations; prepares people for 

achievement, improves man-power development and ensures the survival and growth 

of the enterprise. 

http://en.wikipedia.org/wiki/Organization
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2.2.6 Employee Satisfaction  

This is how content an individual is with his or her job. Scholars and human resource 

professionals generally make a distinction between affective job satisfaction  and 

cognitive job satisfaction. Affective job satisfaction is usually defined as a 

unidimensional subjective construct representing an overall emotional feeling 

individuals have about their job as a whole (Thompson, 2012). 

 

Cognitive job satisfaction is usually defined as being a more objective and logical 

evaluation of various facets of a job. As such, cognitive job satisfaction can be 

unidimensional if it comprises evaluation of just one aspect of a job, such as pay or 

maternity leave, or multidimensional if two or more facets of a job are 

simultaneously evaluated (Moorman, 1993).  

 

Berry (1981) is also of the view that firstly the requirements of employees should be 

met. Gronroos (1985) advocated that the scope of internal marketing should 

constitute such a work environment that encourages employees to act in response to 

the demands of management. He was further opinioned that the internal product 

consists of a job and a work environment, which is the source of motivation for the 

employees to counter positively to managements demand for customer orientation. 

 

2.2.7 Organizational Commitment 

Employee commitment according to Allen and Meyer (1990) refers to the emotional 

commitment of individuals that helps organizations achieve their objectives. In 

particular it is supported that organizational commitment is a psychological state that 

connects the individual with the institution he/she is working for.  

 

In turn, Becker (1960) refers to the additional investments that an employee is losing 

when leaving an employer. Allen and Meyer (1990) refer to the psychological 

connection of the employee with their organization and the adoption of appropriate 

behaviors (on an individual level) in line with the values of the organization. 

 

http://en.wikipedia.org/wiki/Affective_events_theory
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Allen and Meyer (1990) expanded on the definition of employee commitment by 

adopting a multidimensional approach that contains three important factors: 

 

• The emotional factor: this refers to the emotional attachment, involvement 

and identification of the employee with his/her organization. 

• The continuity factor: this refers to employee’s calculative way of thinking in 

relation to the personal cost incurred if he/she decides to leave the 

organization. 

• The balancing factor: this refers to the employee’s feeling of obligation to the 

organization that pushes him/her to stay with the business. 

 

Those employees who experience an emotional commitment stay with the 

organization because they wish to do so; those who think in a calculative way stay 

because they need to; there are also some employees that stay because they believe 

that this is the right thing to do (Allen and Meyer, 1990). The above mentioned 

psychological states are experienced from each and every employee in a different 

degree and each one has a different effect on his/her commitment to the organization. 

 

On the basis of this multidimensional definition of employee commitment, we 

created the questionnaire used for the needs of the present research based Allen and 

Meyer questionnaire that examines three sides of organizational commitment (Allen 

and Meyer, 1990). In the present research organizational commitment identified 

according to the following three sides:Occupation in return to specific external 

rewards. The employee acts in relation to the business’ performance in order to 

acquire specific rewards. 

 

• Occupation on the basis of developing a relation with the organization. The 

employee identifies certain common elements with the organization and 

wishes to maintain ties with it. 
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• Occupation on the basis of aligning individual and organizational changes. 

The individual recognizes that the organization he/she is working for has 

promotes values compatible with his/her. 

 

2.2.8 Customer Orientation 

Customer orientation means sufficient knowledge about customers in order to create 

high values for them continuously (Awwad & Agti, 2011, 310) customer orientation 

means employees' willingness to meet needs and to respond to customers' wants 

under occupational condition (Brown et al, 2002, 110- 119). Customer orientation is 

greatly associated with customers’ welfare (Auh & Meguc, 2007, 1022- 1034).  

 

Listening to customers' voices and providing products/services commensurate with 

the best and highest interests and wants of customers lie in this direction (Shapiro, 

1988, 119-125). Largely, customer orientation manifests itself by providing superior 

value and customer satisfaction (Noble et al, 2002, 25-39). Taking customer 

orientation approaches can result in higher performance and more perceived quality 

(Brady, Cronin, Joseph, 2001, 241- 251). 

 

Kotler and Armstrong (1991) identified internal marketing as a building of customer 

orientation among employees, built through education and motivation of primary 

level employees. Internal marketing is focused on appropriate internal relationship 

among people from all organizational levels, therefore it creates a service centered 

and a customer- centered approach among employees having contacts with customer 

(Gronroos, 2000, 56). 

 

 Narver and Slater (1990) argued that development of an internal marketing approach 

result in a culture which creates some behaviors most efficiently and effectively that 

lead to providing superior services to customers (Hitt, Ireland, Hoskisson, 2007). 

Internal marketing is a managerial technology being used to solve problem with 

internal services, market orientation, successfully performing suitable plans and 

customer orientation (Varey & Lewis, 1999, 926-944). George (1990) found, in his 
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research a positive correlation between two variable of internal marketing and 

customer orientation. Liao (2009) concluded those employees' perception of and 

application of internal marketing in banks result in satisfaction of primary level 

employees which in turn is effective in employees' tendency toward customers 

 

2.2.9 The relation subsist between internal marketing and performance  

Lusch et al (1992) have invested their marketing efforts and money in building their 

brand externally and more recently internal branding or internal marketing is gaining 

equal importance. Recognition of the importance of internal stakeholders in the 

success of an organization has led to a new focus in the marketing communications 

process. Internal and external exchanges are viewed as mutually exclusive rather 

than they are at the opposite ends of a spectrum or continuum. 

 

Internal marketing is concerned with turning traditional marketing techniques 

inwards; focusing on the internal customers and suppliers of the internal 

marketplace, with the aim of improving internal market relationships, quality and 

customer service and ultimately corporate effectiveness. Internal marketing 

represents one of the key markets addressed in relationship marketing (Christopher, 

Payne and Ballantyne, 1991) 

 

Awwad & Agti, (2011) argued Internal marketing is also positively related with 

organization commitment in which effective training, reward systems, a positive 

interaction between employees and sharing vision among them emotionally attach 

employee to their organization. 

 

Tsai & Wu, (2006), suggested that to gain personnel commitment internal marketing 

could be the solution and internal marketing actions can be used by any firm to 

convey clearer firm’s vision and goals to its personnel. Job satisfaction, motivation 

and commitment of employees towards whole organization can be achieved and 

enhanced through effective design and implementation of HR systems of 

management for the approach of internal marketing. 
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Souchon and Lings (2001) suggested actions related to internal marketing are a 

major factor increasing employees' motivation, organizational commitment and job 

satisfaction. In addition, Ling (2004) believes that tendency toward internal 

marketing has a direct effect on such elements of organizational performance as 

employees' satisfaction, employees' retention and organizational commitment.  

 

During their study on banks, Kyriazopoulos et al (2007) found some positive effects 

the concepts of internal marketing had an organizational commitment. Farzad and et 

al (2008) dealt with the importance of internal marketing measures and their effects 

on organizational commitment within domain of Iranian banks. Hung and Lin (2008) 

suggested that in internal marketing management system, employees' measures had 

some positive effects on organizational commitment during a study on bank 

managers. Caruana and Calleya (1998) noticed that internal marketing heavily 

affected affective commitment. 

 

2.2.10 Internal Marketing Elements 

George (1990) suggested that IM is the best approach for establishing a service 

orientation as an organizational imperative, because it focuses on achieving effective 

internal exchanges between the organization and its employee groups as a 

requirement for successful exchanges with external markets. 

 

A limitation of existing IM research is that there is little agreement on what mix of 

policies can be used effectively to influence employees so that they are motivated 

and act on a customer-oriented fashion. However, despite a lack of implementation 

framework in the IM literature, a number of key elements of what we term as the IM 

mix (or the controllable elements inside the organization that can be used to 

influence and motivate employees), can be identified from the IM literature, 

including communication, training, education and information motivating and 

developing employees.(Gummesson, 1991) 
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Tansuhaj et al, (1988) have specifically mentioned employee Recruitment, training, 

motivation, communication and retention efforts as part of the mix, Ahmed & Rafiq, 

(2000: 453) stated that, internal marketing is made up of five key elements by 

analyzing key concepts in literature and background; which are Satisfactions and 

motivations of employee; Customer orientation and customer satisfaction; Inter-

functional co-ordination and integration; Use of marketing-like approach; and 

Implementation of specific corporate or functional strategies. 

 

Employee will give their maximum when they have a feeling or trust that their 

efforts will be rewarded by the management. There are many factors that affect 

employee performance like working conditions, worker and employer relationship, 

training and development opportunities, job security, and company’s overall policies 

and procedures for rewarding employees. Among all those factors which affect 

employee performance, motivation that comes with rewards is of utmost importance. 

Motivation is an accumulation of different processes which influence and direct our 

behavior to achieve some specific goal. 

 

According to Dewhurst (2010), there are other means to reward employees that do 

not just focus on financial compensation. Some of these include the praised that 

employees are able to acquire from their managers, the opportunity to take on 

important projects or tasks, and even leadership attention. Much research on leader 

power have found that supervisor reward power would be positively associated with 

employee task performance, productivity, satisfaction, turnover and organizational 

citizenship behaviors. 

 

2.2.11 Internal marketing benefits 

George (1990) suggested that IM is the best approach for establishing a service 

orientation as an organizational imperative, because it focuses on achieving effective 

internal exchanges between the organization and its employee groups as a 

requirement for successful exchanges with external markets. 
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The importance of the implementation of internal marketing through the study of 

several authors of books, the officials (employees) are the first customers of a 

company hence they should be valued as people and not as instruments. It is true that 

for companies to seek the commitment from individuals must develop a culture that 

takes into account the style of leadership, stimulating participation, flexibility, human 

interaction among others.  

 

Benefits of internal marketing are to encourages the internal market (employees) to 

perform better, to empower employees and gives them accountability and 

responsibility, to creates common understanding of the business organization, to 

encourages employees to offer super service to clients by appreciating their valuable 

contribution to the success of the business,  to help non marketing staff to learn and 

be able to perform their tasks in a marketing like manner, to improves customers 

retention and individual employee development, to integrates business culture, 

structure, human resources management, vision and strategy with the employees 

professional and social needs, and to create good coordination and cooperation 

among departments of the business 

 

Helman and Payne (1992) believe the objectives of marketing depend on the reason 

it is being implemented. Internal marketing may be concerned with improving 

employee routines through internal motivation. Internal marketing may be concerned 

with ensuring the entire organization understands each department’s function within 

the organization. The internal marketing function may be aimed at marketing the 

organizations product or services to customers.  

 

Joseph (1996), internal marketing aims to improve the overall business process 

within an organization to ensure that resources to progress the organizations 

aspiration are made available to the internal customer. 

 

Kusluvan (2003) Internal marketing efforts are assumed to result in employee 

satisfaction, job involvement, work motivation, employee commitment, maximum 
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employee effort on behalf of the organizations and customers, increased job 

performance, service-oriented behaviors and lower turnover which, in turn should 

improve service quality, customer satisfaction and loyalty. 

 

Kotler et al, (2003) stated five importances of internal marketing in an organization 

which are employees must have a customer service attitude, employees must 

understand your product, employees must be enthused about your product and your 

company, there must be good communication between employees and management 

and finally employees must be able to identify and solve customer problems. 

 

2.2.12 Challenges on Implementing Internal Marketing 

Gelade and Ivery (2003) examined relationships between human resource 

management (HRM), work climate, and organizational performance in the branch 

network of a retail bank. Significant correlations were found between work climate, 

human resource practices, and business performance. The results showed that the 

correlations between climate and performance cannot be explained by their common 

dependence on HRM factors, and that the data are consistent with a mediation model 

in which the effects of HRM practices on business performance are partially 

mediated by work climate. 

 

Bartel (2004) studied the relationship between human resource management and 

establishment performance of employees on the manufacturing sector. Using a 

unique longitudinal data set collected through site visits to branch operations of a 

large bank, the author extends his research to the service sector. Because branch 

managers had considerable discretion in managing their operations and employees, 

the HRM environment could vary across branches. Site visits provided specific 

examples of managerial practices that affected branch performance. 

 

 An analysis of responses to the bank’s employee attitude survey that controls for 

unobserved branch and manager characteristics shows a positive relationship 

between branch performance and employees’ satisfaction with the quality of 
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performance evaluation, feedback, and recognition at the branch the “incentives” 

dimension of a high-performance work system. In some fixed effects specifications, 

satisfaction with the quality of communications at the branch was also important. 

 

Saxena and Monika (2010) studied a case of 5 companies out of 1000 organizations 

and 8752 respondents surveyed across 800 cities in India by Business Today. The 

survey was on nine basic parameters like career and personal growth, company 

prestige, training, financial compensation and benefits and merit based performance 

evaluation. It was concluded that the biggest challenge for organizations is that when 

new employees appointed, it is difficult to merge them in organizational culture. 

Each organization has its own unique culture and most often, when brought together, 

these cultures clash. When there is no retention, employees point to issues such as 

identity, communication problems, human resources problems, ego clashes, and 

intergroup conflicts, which all fall under the category of cultural differences. 

 

The factors behind the ineffective staff training were lack of autonomous training 

unit that coordinates training in the bank, insufficient budget allocated for training 

function, poor involvement of employees particularly in the TNA process, the criteria 

for trainees selection are not clearly known, and are not given a chance to determine 

what kind of training they actually need, the training center is poorly financed and 

managed together with the poor methods used for training(classroom based), lack of 

competent human resources practitioners and poor top management support 

(www.udsm.ac.tz/sites/default/files/udbs6.pdf ) .  

 

2.3 Underlying Theories 

2.3.1 Motivation theory  

Motivation theory in view of Vroom and Deci (1970), as reported by Cole(1999), 

attempts to explain why people behave in the ways they do. This is not an easy task 

as observed by Vroom and Deci(1970). For working definition, Cole(1999) , then 

proposed that Motivation is a process in which people choose between alternative 

forms of behavior in order to achieve personal goals‟. Put simply, motivation can be 

http://www.udsm.ac.tz/sites/default/files/udbs6.pdf
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described as behavior caused by some stimulus but directed towards a desired 

outcome 

Figure 2.1: The Basic Motivation Model 

Stimulus→ Appropriate Behaviour → Goal/Desired Output 

 

In this model according to Cole (1999), the stimulus could be a need, drive, or 

incentive of some kind, e. g. the need for food. Appropriate behavior would be to 

pull into a motorway restaurant or go to the larder. The goal or desired outcome 

would be, at the very least the relief of hunger pangs, and, at best, the enjoyment of a 

satisfying meal.  

 

It must be noted that there are many motivation theories. Theories that focus on the 

stimulus, i.e. on what specifically causes motivation, to Cole(1999), have been called 

content theories. Exponents of these include such well known names as Maslow, 

Herzeberg and McGregor. Theories that focus on the behaviour have been called 

process theories. Exponents of this approach include Skinner and Vroom. 

 

Martin (1977) simply referred to motivation as the driving force behind the person, 

e.g. security, money, job interests. In other words, what makes this man ticks? To 

Kreitner (1992), the term motivation derives from the Latin, movere, “to move”. 

Kreitner said it is virtually impossible to determine a person’s motivation until that 

person behaves or literally moves. 

 

 By observing what someone says or does in a given situation, one can draw 

reasonable inferences about the persons underlying motivation. Kreitner then 

referred to the term “motivation” as the psychological process that gives behavior 

purpose and direction. By appealing to this process, managers attempt to get 

individuals to willingly pursue organizational objectives. Motivation theories are 

generalizations about the “why” and “how” of purposeful behaviour. 
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In similar view, Nwachukwu (1988), see motivation as that energizing force that 

induces or compels and maintains behaviour. That is human behaviour is motivated 

and goal directed. It is not easy to motivate an individual for the success of any 

motivational effort depends on the extent to which the motivator meets the needs of 

the individual employees for whom it is intended. Motivation is an internal 

psychological process whose presence or absence is inferred from observed 

performance. Motivated behaviour therefore according to Nwachukwu (1988) has 

three basic characteristics.  

 

2.3.1.1 Vroom’s expectancy theory 

Expectancy Theory proposes that a person will decide to behave or act in a certain 

way because they are motivated to select a specific behavior over other behaviors 

due to what they expect the result of that selected behavior will be. In essence, the 

motivation of the behavior selection is determined by the desirability of the outcome. 

However, at the core of the theory is the cognitive process of how an individual 

processes the different motivational elements. This is done before making the 

ultimate choice. The outcome is not the sole determining factor in making the 

decision of how to behave (Montana et al, 2008).  

 

Expectancy theory is about the mental processes regarding choice, or choosing. It 

explains the processes that an individual undergoes to make choices. In the study of 

organizational behavior, expectancy theory is a motivation theory first proposed by 

Victor Vroom of the Yale School of Management (Montana et al, 2008). 

 

"This theory emphasizes the needs for organizations to relate rewards directly to 

performance and to ensure that the rewards provided are those rewards deserved and 

wanted by the recipients (Montana et al, 2008)”.  

 

Vroom (1964) defines motivation as a process governing choices among alternative 

forms of voluntary activities, a process controlled by the individual. The individual 

makes choices based on estimates of how well the expected results of a given 

http://en.wikipedia.org/wiki/Organizational_behavior
http://en.wikipedia.org/wiki/Motivation
http://en.wikipedia.org/wiki/Victor_Vroom
http://en.wikipedia.org/wiki/Yale_School_of_Management
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behavior are going to match up with or eventually lead to the desired results. 

Motivation is a product of the individual’s expectancy that a certain effort will lead 

to the intended performance, the instrumentality of this performance to achieving a 

certain result, and the desirability of this result for the individual, known as valence 

(Montana et al, 2008).  

 

2.3.1.2 Skinner’s Motivation theory 

Skinner's theory simply states those employees' behaviors that lead to positive 

outcomes will be repeated and behaviors that lead to negative outcomes will not be 

repeated. Managers should positively reinforce employee behaviors that lead to 

positive outcomes. Managers should negatively reinforce employee behavior that 

leads to negative outcomes (Buford, 1990). 

 

2.3.1.3 Hertzberg’s two factors theory 

Herzberg's Two Factor Theory is a "content theory" of motivation. It analyzed the 

job attitudes of employees who were asked to recall when they had felt positive or 

negative at work and the reasons why.  Herzberg suggested a two-step approach to 

understanding employee motivation and satisfaction as indicated in figure 2.2 below: 
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Figure 2.2: Hertzberg’s two factors theory 

 

Source: Batson (1991) 

 

Herzberg’s theory offers an explanation to why employees still lack motivation when 

confronted with high salaries and great working conditions. The latter two elements 

only represent hygiene factors, which keep dissatisfaction at bay According to 

Herzberg; motivation comes from the job itself. Therefore, it is important for 

managers to look into the nature of the jobs they ask their employees to do. 

Herzberg's idea is that if you want an employee to perform well and do a good job, 

he should have a good job to begin with. So, in order to improve job attitudes and 

productivity, employers must attend to both factors and not assume that an increase 



25 

in satisfaction leads to a consequential decrease in dissatisfaction. In consequence, 

Herzberg's work implies that almost anyone will respond positively to a job with 

highly motivating factors. 

 

2.4 Empirical Review 

Some of empirical evidences explain the relationship between the employee 

engagement and internal marketing. Mitchell (2000) did a study on organization 

commitment and argued that organization must create employee commitment 

because once the employees are emotionally committed to the organization the value 

of their company’s brand will be high.  The same thought was done by Das in 2003, 

the study  on HR managers must be focused to achieve the employee engagement 

because if the employees are engaged/ committed then they will speak positively for 

their work and organization; this will leads to the positive internal marketing. In 

2001 Czaplewskim conducted a study on internal marketing and in tried to show how 

is important the Internal Marketing for strong employee engagement. 

 

Chowdhury (2002) did a study on the banking industry of Bangladesh which is a 

mixed one comprising nationalized, private and foreign commercial banks. In his 

study its showed that Many efforts have been made to explain the performance of 

these banks. Understanding the performance of banks requires knowledge about the 

profitability and the relationships between variables like market size, bank's risk and 

bank's market size with profitability. Indeed, the performance evaluation of 

commercial banks is especially important today because of the fierce competition. 

The banking industry is experiencing major transition for the last two decades. It is 

becoming imperative for banks to endure the pressure arising from both internal and 

external factors and prove to be profitable. 

 

Businesstown (2008) did his study on customer loyalty which can be built through 

effective communication, customer service, employee loyalty, employee training, 

customer incentives, product awareness, reliable service provision, flexibility in 

solving customer problems or complaints, customer service, and knowledge of 
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names of regular customers. Thus, relationship marketers need to note that a key to 

winning customer loyalty in competitive industries is to view interactions with 

customers not as one time transactions but as a means to establish a long-term 

relationship and also being customer centric. Thus, increased customer loyalty is 

frequently argued to be the single most important driver of organizations’ long-term 

survival and success.  

 

Sekaran (1989) studied a sample of 267 bank employees; this study traced the paths 

to the job satisfaction of employees at the workplace through the quality of life 

factors of job involvement and sense of competence. Results indicated that personal, 

job, and organizational climate factors influenced the ego investment or job 

involvement of people in their jobs, which in turn influenced the intra-psychic 

reward of sense of competence that they experienced, which then directly influenced 

employees' job satisfaction. 

 

Chatham et al, (2001) did a study on the Contribution of internal marketing, thus 

Iranian financial sector today has been experiencing privatization, increasing 

competition, technological innovation and customization. There is no doubt that 

dominance of state-owned banks relative to competitors, forms through application 

of modern methods of internal and external marketing. 

 

 A sustainable differential competitive advantages starts with an increased focus on 

internal marketing and turning employees into the firm’s supporters, advocates and 

customer-service providers. Despite many efforts for external marketing, there is 

little consideration of internal marketing in Iranian organizations because historically 

employee relations have been regarded as a second order strategy, purely facilitative 

and not fully integrated into overall business strategy, hence research about internal 

marketing is severely needed. 

 

Goldstein and Gilliam (1990), Conducted a study on the effect of Training and found 

that, Training is one of the most important strategies for any organization to help 
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employees gain proper knowledge and skills needed to meet the environmental 

challenges  

 

Babaita (2010), on his study stated that no matter the way one looks at training and 

development they help employees to learn how to use the resources in an approved 

fashion that allows the organization to reach its desired output. Training and 

development has grown concerned not only with helping individuals to adequately 

fill their position but also it helps the whole organization and sub departments to 

grow and develop. Training and development does not concern only with people but 

also with technology and the way organization does business. 

 

Kadian (2001) in his study; showed the relationship between capacity building and 

employee productivity on performance of commercial banks in Kenya. It is evident 

that the major cause of the crisis of banks failure in Kenya in the past years was 

underperformance of the employees due to minimal training especially in department 

that faced fast technological changes. 

 

Goodwin & Gremler (1996), Conducted a study on the conditions for partial and full 

satisfaction/Motivation. The banking industry is in need of employees that are both 

satisfied and motivated, for without them, customer satisfaction level would also be 

affected. This idea is also supported by Adelman (1994) who maintains that 

interpersonal relationships established between bank personnel and the customers are 

a big driving force behind ensuring that a customer is satisfied or dissatisfied. That 

the relationship established between the employees and the customers may lead to an 

increase in values perception with regards to the bank’s products and services. When 

a high perception of value is achieved, then it is also highly likely that the customer 

will be satisfied, thereby bringing in more business for the bank. 

 

Employee satisfaction and motivation towards work refers to prospects of the 

employee about the organization and his approaches frontward his service. 

Muhammad et al, 2011, did a study to examine the relationship of organizational 

effectiveness and employee performance and motivation in the telecommunication 
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and banking sector of Pakistan. A sample of 103 respondents was taken and Pearson 

correlation was applied. The results showed that there exists significant positive 

correlation (0.287) between employee motivation and organizational effectiveness. 

An internally satisfied, delighted and motivated worker or employee is actually a 

productive employee in an organization which contributes in efficiency and 

effectiveness of organization which leads to maximization of profits.  

 

Every organization and business wants to be successful and have desire to get 

constant progress. The current era is highly competitive and organizations regardless 

of size, technology and market focus are facing employee retention challenges. To 

overcome these restraints a strong and positive relationship and bonding should be 

created and maintained between employees and their organizations. Human resource 

or employees of any organization are the most central part so they need to be 

influenced and persuaded towards tasks fulfillment.  

 

Retention strategies strengthen the ability of businesses to attract and retain their 

workforce.  Once the right staff persons have been recruited, retention practices 

provide the tools necessary to support staff. A strategic approach to employee 

retention may include adopting effective methods of engagement, safe and healthy 

workplaces and creating flexible work arrangements. Retention practices help create 

an inclusive and diverse workforce where barriers are reduced and individuals can 

participate in the workplace.  

 

Workplaces that demonstrate the value they place in their employees and that put 

into place policies and practices that reflect effective retention practices will benefit, 

in turn, from worker commitment and productivity. Employee retention is important 

for building a productive, healthy and committed workforce. Retention practices help 

save costs associated with recruitment, business productivity or poor customer 

service.  

 

For achieving prosperity, organizations design different strategies to compete with 

the competitors and for increasing the performance of the organizations. A very few 
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organizations believe that the human personnel and employees of any organization 

are its main assets which can lead them to success or if not focused well, to decline. 

Unless and until, the employees of any organization are satisfied with it, are 

motivated for the tasks fulfillment and goals achievements and encouraged, none of 

the organization can progress or achieve success. The focus of this study is to 

enlighten that how an organization through its employees can achieve success and 

effectiveness. 

 

2.5 Research Gap  

Internal marketing is a vital aspect of any organization need to achieve excellence 

services delivery with an excellent mindset. In general term, internal marketing aims 

to improve customer consciousness by changing the beliefs of the front line 

employees (Ahmed, Rafiq and Saad, 2003). Helman and Payne (1992) , but believe 

the objectives of marketing depend on the reason it is being implemented. In 

contrast, internal marketing may be concerned with improving employee routines 

through internal motivation and other elements too; these may be concerned with 

ensuring the entire staff of the organization understands each department’s function 

within the organization. Given the empirical review above, several researchers 

studies  on internal marketing but didn’t address specific issues on the impact of 

internal marketing on performance of commercial banks in Tanzania. It’s through 

this observation; the study should address the contribution of internal marketing on 

performance of commercial banks in Tanzania 

 

2.6 Conceptual Framework 

A conceptual frame work is used in researcher to outline possible course of action or 

to president a preferred approach to an idea or thought. Kakatuni (2009) the 

conceptual framework arms to update and refine the existing concepts to reflect the 

changes. 

 

Under this study, there have been two variables which are independent and 

dependent, where by internal marketing is the dependent variable and employee 
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motivation, employee retention, employee training and customer satisfaction being 

independent variables. 
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Figure 2.3: Conceptual Framework 

Independent Variable      

 

 

 

                                                                                                

 

 

                                                                                                       

                     

 

Source: Researcher’s Own Construct 

 

According to the conceptual model above: Internal Marketing as dependent variable 

is the process of attracting, developing, motivating and retaining qualified employees 

through job-products that satisfy their needs (Berry and Parasuraman, 1991). It 

depends on employee motivation, employee retention, and employee training as well 

as customer satisfaction as explained here under: 

 

Employee motivation: this is the processes that are set up to boost employees’ 

morale by rewarding and acknowledging their work. There are various ways on how 

employees are motivated they include giving them support, monetary rewards and 

good working conditions (www.ask.com).  

 

Employee retention: this is an effort by a business to maintain a working 

environment which supports current staff in remaining with the company. In many 

employee retention policies are aimed at addressing the various needs of employees 

to enhance their job satisfaction and reduce the substantial costs involved in hiring 

and training new staff (www.businessdictionary.com).  

 

Employee Motivation 

 
Dependent Variable:  

- Internal Marketing  

Customer Satisfaction 

 

 

 

 

 

 

 

Employee Retention 

Employee Training 

http://www.ask.com/
http://www.businessdictionary.com/
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Employee training: this refers to programs that provide workers with information, 

new skills or professional development opportunities. For example people might be 

required to participate in a new employee orientation or on the job training when 

they are hired. Other types of employee training programs include those that 

encourage staff members to brush up on certain skills, or to stay current with 

developments in their field. Training might be conducted by staff members or by 

outside consultants (www.wisegeek.com).  

 

Customer satisfaction (internal customer): this is quite simply how content or 

satisfied employees are with their job, is typically measured using an employee 

satisfaction survey the survey could address topics such as  compensation, workload, 

perceptions of management, flexibility, teamwork and resources 

(www.custominsight.com).  

http://www.wisegeek.com/
http://www.custominsight.com/
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CHAPTER THREE 

 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter describes various methods that the researcher was used in conducting 

her research. It describes study area, research design, research techniques, study 

population, sampling and sample size, sampling procedures, sources of data, data 

collection techniques, data analysis as well as validity and reliability. 

3.2 Study Area  

The study was conducted in Dar es Salaam at National Bank of Commerce (NBC), 

the bank has employed more than 1300 employees and found all over the country 

region wise. The region was selected because it is one of the big commercial regions 

in Tanzania and also NBC has many branches including their head quarter in the 

region hence this will assist the researcher to obtain more information required as the 

study will mainly concentrate on finding out the effect of internal marketing at the 

bank. Also the bank is one of the largest banks in Tanzania that comes into direct 

contact with large scale of Tanzania citizen which make it more relevant to be the 

study area. 

 

National bank of Commerce in Dar es Salaam has more than 800 staff the number is 

bigger than any other region in Tanzania. Hence, it is a place that needs more 

knowledge on internal marketing so as to be able to serve the customer at a satisfying 

level. 

 

3.3 Research Design 

Research design is concerned with turning a research question into a testing project. 

The best design depends on the research questions. Every design has its positive and 

negative sides. The research design has been considered a "blueprint" for research, 

dealing with at least four problems: what questions to study, what data are relevant, 

what data to collect, and how to analyze the results (Kothari, 2006).  

http://en.wikipedia.org/wiki/Research_question
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Research design can be divided into fixed and flexible research designs (Kothari 

2006). Others have referred to this distinction with ‘quantitative research designs’ 

and ‘qualitative research designs’. However, fixed designs need not be quantitative, 

and flexible design need not be qualitative. In fixed designs the design of the study is 

fixed before the main stage of data collection takes place.  

 

Fixed designs are normally theory-driven; otherwise it’s impossible to know in 

advance which variables need that controlled and measured. Often these variables are 

quantitative. Flexible designs allow for more freedom during the data collection. One 

reason for using a flexible research design can be that the variable of interest is not 

quantitatively measurable, such as culture. In other cases, theory might not be 

available before one starts the research. 

 

The design for this research is Case Study i.e. National Bank of Commerce (NBC). 

The researcher was used case study design in data collection process through 

questionnaires, interviews and observation method because the validity of the 

findings of the case study was significant to the study. 

3.4 Research Techniques 

The researcher was concerned with both qualitative and quantitative techniques 

during the study. The researcher was used quantitative technique to a greater extent 

since the problem under review was more quantitative by nature, although qualitative 

technique was used as necessary. Data was presented in description and tabular form 

and where required, diagrams were used.  

 

3.5 Study Population  

The population of study was involved all NBC Employees and NBC Management 

Team at National Bank of Commerce (NBC) in Dar es Salaam Region. 

 

3.6 Sampling and Sampling Size 

According to Kothari (2003) sampling is defined as selection of parts of aggregate of 

the totality based on which a judgment about the aggregate or totality is made. It is a 
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process of selecting a group of people, events, behavior or other elements with which 

to conduct a study. However, Kothari (2003) defines sample size refers to a number 

of items to be selected from the universe to constitute a sample. The summary of 

sample size distribution is shown in table 3.1 below. 

 

Table 3.1:  Summary of Sample Size distribution 

Category or type of 

respondent 

Number of 

Distributed  

questionnaire 

No of returned 

questionnaire 

Questionnaire 

Percentage 

% 

NBC Employees 55 50 56 

NBC Management Team 45 40 44 

Total 100 90 100% 

Source; Researcher Own Construct, 2014 

3.7 Sampling Technique 

Cochran (1963), identified the methods used for drawing samples for a population 

usually in such manner that the sample facilitated determination of some hypothesis 

concerning the population. This study use simple random sample and purposive 

sampling or judgmental sampling as explain here under: 

 

3.7.1 Simple Random Sampling 

Simple random sampling as a probability sampling was used to get 55 respondents 

from NBC Employees. The researcher selected NBC Employees randomly from 

different branches in Dar es Salaam Region. This technique gives each element an 

equal and independent chance of being selected. It selects the sample at random from 

the sampling frame without replacement. It is not biased in nature. 

 

3.7.2 Purposive Sampling  

Purposive sampling as non-probability sampling was used to select 45 respondents 

from NBC Management Team. This technique entails deliberately selecting cases on 
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the basis of specific qualities. The researcher intentionally selected the respondents 

likely to yield a greater understanding of the topic selected as well as information 

rich to the problem. 

3.8 Sources of Data  

For the case of this study, data collected from two sources which were primary and 

secondary sources. The primary data collected from the study area which is NBC, 

thus Primary data collected using interviews while Secondary data were collected 

through relevant documents, books and journals.  

 

The Questionnaires were used during interviews as data collection tool. Saunders et 

al (2009) pointed out that the use of interviews can help a researcher to gather valid 

and reliable data that are relevant to research questions and objectives. The nature of 

interview was consistent with research questions and objectives, the purpose of the 

research and the research strategy that have been adopted (Saunders et al (2009). 

Data gathered through interviews and questionnaires were broken down into simple 

parts in tabular forms and percentage for the purpose of interpretation to determine 

the inherent facts. 

 

3.9 Data Collection Techniques 

Depending on key statement of this research, the researcher used various methods 

and instruments in collecting data. The following are Methods and instruments used 

to collect data. 

 

3.9.1 Data collection instruments  

3.9.1.1 Questionnaires    

A questionnaire is a set of questions which are usually sent to the selected 

respondents to answer at their own convenient time and return back the filled 

questionnaire to the researcher (Kothari, 2004). In this study questionnaire has been 

collected   from respondents. The reasons for using questionnaires were to cover 

large sample, achieving low cost and bias free. 
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3.9.2 Data collection Methods 

3.9.2.1 Observations    

According to (Kothari, 2004) observation is the method where the information is 

sought by the way of own direct observation and environment scanning without 

involving respondents. The researcher has been observed on how internal marketing 

is being conducted. Observation method used because it will allow the researcher to 

see the situation before getting information from respondents. 

 

3.9.2.2 Interview 

According to (Kothari, 2004) an interview is a set of question administered through 

oral or verbal communication or is a face to face between the researcher and the 

interviewee respondent, both groups and individual interview questions. This method 

enabled the researcher to supplement information from questionnaires. 

 

The reasons as to why the researcher was using this method are as follows:                                                                                                                                                                                                         

• Flexibility-This means that, the researcher was able to repeat or refine the 

question whenever the response indicates that the respondent misunderstands the 

question. 

• Non-verbal behaviors- In this, the interviewer was present so as to observe non-

verbal behaviors. This was assisting the researcher to assess the validity of 

respondent’s answers and hence accurate and relevant data was obtained. 

• Control over the environment- In this, an interviewer was able to standardize 

the interview environment. Interviews were conducted in a private and non noisy 

place. This was helping the respondent to give out the correct information to the 

interviewer, since the private and non-noisy place adds comfort ability to the 

respondents. Therefore, this was helping the researcher to obtain the relevant 

information from the respondent as long as the conducive environment was 

provided. 
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3.9.2.3 Documentary Review  

Documentary review is a data collection method mostly used in collecting data from 

secondary sources. For the case of this study, various Documents were collected, 

mainly from:- 

• The NBC Head office (Performance management policy).  

• Internet sources for Banking and Financial Institution Acts, obtained from the       

website https://www.bot-tz.org/BankingSupervision/BAFIA2006.pdf  

 

3.10 Data Analysis 

The data has been collected, organized, analysed and presented so as to make them 

meet the objectives of the study. The findings were discussed and interpreted with 

respect to research problems, objectives, questions, and available literature. 

Generally, data presented using tables and percentages, this helped researcher in 

providing clear interpretation that could be easier to any targeted user of the 

information collected from this study. Thus SPSS software were also used to analyse 

data. 

 

3.11 Validity and Reliability of Data 

3.11.1 Validity  

Usually Validity determines whether the research truly measures that which it was 

intended to measure or how truthful the research results are.  

Wainer and Braun (1998) describe the validity in quantitative research as “construct 

validity”. The construct is the initial concept, notion, question or hypothesis that 

determines which data is to be gathered and how it is to be gathered. 

 

3.11.1 Reliability  

Joppe (2000) defines reliability as: The extent to which results are consistent over 

time and an accurate representation of  the total population under study is referred to 

as reliability and if the results of a study can be reproduced under a similar 

methodology, then the research instrument is considered to be reliable. 

 

https://www.bot-tz.org/BankingSupervision/BAFIA2006.pdf
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For the case of this study, Reliable data are those with the degree to which a 

measurement, given repeatedly, remains the same, the stability of a measurement is 

over time; and the similarity of measurements within a given time period is assured. 

Thus, the extent to which consistency with questionnaire (test) items is answered or 

individual’s scores remain relatively the same can be determined and represent the 

test-retest method at two different times. 
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CHAPTER FOUR 

 

RESEARCH FINDINGS, ANALYSIS AND DISCUSSION 

4.1 Introduction 

This chapter presents the findings from the respondents from NBC organization to 

achieve the specific objectives of the study which were assessing employee’s 

motivations in internal marketing affect performance of NBC in Tanzania, 

comparing the assessment of managers and employees on retention of employees in 

internal marketing contribution to the performance of NBC in Tanzania, assessing 

the impact of employee training in internal marketing in influencing the performance 

of NBC in Tanzania by management and employees; and assessing the extent which 

the level of customer satisfaction in internal marketing determines performance of 

NBC in Tanzania. 

 

4.2 Characteristics of the Respondents 

The findings obtained were from two groups of NBC members that are Managers 

and Employees with different sex, age, education level and work experience in their 

field of expertise. 

Table 4.1: Distribution of Gender   

Gender Employee Management Percentage 

(%)  

Cumulative 

Frequency  

Male 30 25 55 55 

Female 25 20 45 100 

Total 55 45 100  

Source: Field Data, 2014 
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Figure 4.1: Pier Chart Shows Respondents at NBC 

 

Source: Field Data, 2014 

 

Table 4.2 Distribution of Age 

Age Employee Management Percentage 

(%)  

Cumulative 

Frequency  

Below 30 10 5 15 15 

31-39 30 20 50 65 

Above 40 15 20 35 100 

Total  55 45 100  

Source: Field Data, 2014  

Respondent

Employees 55%

Management 45%
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Out of 100 respondents considered to this study, 85% were above 30 years old. Only 

15% of the respondents were of less than 30 years old. However from the table above 

it seems that about 45 respondents included in this study were from the age of above 

30 to compare with respondents from the management. 

Table 4.3 Response on Education level  

Education  Employee Management Percentage 

(%)  

Cumulative 

Frequency  

Diploma level  5  5 5 

Degree level  35 25 60 65 

Master level  15 15 30 95 

PhD and above  5 5 100 

Total  55 45 100  

Source: Field Data, 2014  

The study revealed that no staff included to this study with secondary education. The 

respondent had at least Diploma education. Thus, 5% of the respondents were 

respondents with Diploma education.60% of the total respondents holds Degree 

education. Remainder responses were from Master Degree holder. The responses 

from the respondents with Master degree were from 5% of the Management. Meant 

that the data presented were in line with the clear understanding of the respondent’s 

skills and ability to manipulate issues for successful conclusion and 

recommendations in this study.  

 

4.3 Effects of Employees motivation on the performance of NBC 

Motivation being one of the elements of internal marketing, has to do with the job 

satisfaction and associated with the performance of the organization. Effective 

motivation influences loyalty, Job satisfaction and the many associated with working 

environment that provide a positive performance of the organization. 
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Table 4.4 Response on the effects of Motivation  

Responses Employee Management  Percentage (%) 

Inner satisfaction  15 30 45 

Reduce labor problems 15 5 30 

More Productive  25 10 35 

Total  55 45 100 

Source: Field Data, 2014  

 

From the table 4.4 it revealed that inner satisfaction is the most noted by respondents 

with more number of respondents being from management.35% responses expressly 

“more productive” as the result of effective motivation to employees. The remainder 

(30%) respondents expressed that the motivation of employee create a comfortable 

environment and Reduce labor problems such as strikes and failure to produce 

according to stipulated  standards. 

 

However Employee motivation is mostly affected by the following factors as shown 

in table below:-   

Table 4.5: Factors Affecting Employees Motivation 

Factors of Employees Motivation Frequencies Percentages (%) 

Job promotion 7 7.8 

Giving several rewards 20 22.2 

A word of appreciation 51 56.7 

Job Promotion and a word of appreciation 4 4.4 

Giving several rewards and a word of appreciation 4 4.4 

Job promotion, giving several rewards and a word of 

appreciation 
3 3.3 

Total 89 98.9 

Missing System 1 1.1 

Total 90 100 

Source: Field Data, 2014  
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The above table 4.5 analyses the response from the employees on how NBC 

motivates them, 7.8% said job promotion, 22.2% said rewards, 56.7% said a word of 

appreciation from superiors NBC motivate them, 4.4% job promotion and a word of 

appreciation, as well as rewards and a word of appreciation lastly 3.3%  job 

promotion and a word of appreciation.  

 

Also some other members who were interviewed said that the bank can motive them 

in different way but for them giving them reward or job promotion could be the best 

rather the word of appreciation for the sake of motivating them to perform the best 

for the bank. 

 

As well as observation it showed that most of NBC employees are being motivated 

by word of appreciation, all in all bank understands that employees must be 

motivated so as to perform because it been stated by several managers that most of 

the employees perform their best when they are motivated. 
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Figure 4.2: Bar Chart on Factors Affecting Employee’s Motivation 

 

Source: Field Data, 2014  

Figure 4.2 shows that a word of appreciation is used more by NBC to motivate 

employees than any other motive, 56.7% of all employees are motivated by a word 

of appreciation followed by giving rewards which has 22.2% and job promotion 

which has 7.8%. 

 

From the analysis it can be concluded that most of the employees are being 

motivated by a word of appreciation followed by giving them rewards. Management 

should focus more on even motivating their employees by job promotion and others 

factors in order to influence performance and goal congruence.  
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4.3.1 Retention level of Employees at NBC 

The ability of an organization to retain its employees can be explained by period of 

which an employee was first introduced to the organization to the present. The 

respondents have different tenure of employment at NBC. Period of employment is 

divided into a range of five years of working experience with NBC. 

 

Table 4.6: Tenure of Employment 

Period Employed at NBC Frequencies Percentage (%) 

1 Month to 5 years 60 66.7 

6 years to 10 years 15 16.7 

11 years to 15 years 3 3.3 

16 years and above 12 13.3 

Total 90 100 

Source: Field Data, 2014  

 

The table 4.6 above summarizes the period of employment of NBC employees where 

most of employees have less than six years while few employees are between 6 to 10 

years,  followed by those who have 16 years and above, and lastly those between six 

to ten years. 

 

Figure 4.3 below shows majority of employees i.e. 67% are between one to five 

years followed by 6 to 10 years which is 17%, then 16 years and above which has 

13% lastly 11 to 15 years. From the figure it be analsed that the retention level of 

NBC employees is very low since most of the employees are between one to five 

years which may be caused by a number of factors including motivational factors 

like job promotion. 

 

Hence, due to this outcome some employeees who were interviewed suggested that 

the management should focus more on satisfying internal customers like the way 
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they do to the external customers so that to have employees who will have high 

employee retention at NBC. 

Figure 4.3: Showing Percentage of Number of Employees  

 

Source: Field Data, 2014  

 

4.3.2 The Impact of Training on influencing the performance of NBC 

There are different arguments on the methods and frequency of trainings at NBC. 

These methods and number of trainings conducted at NBC having different impacts 

to different employees and managers. 

Apparently, the table 4.4 below shows how many times the training of employees 

and managers takes place at different levels ,departments at NBC and the methods 

and who conducts the trainings.  
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Table 4.7: Frequency and Methods of Training 

Period 

Who conducts the training at NBC? Tota

l 

IT ET MaI IET IMT ATT 

  

Once in two years 

5 0 0 0 0 0 5 

Once per year 

20 1 2 3 7 6 39 

Twice per year 

6 0 1 0 5 4 16 

More than three time per year 

11 0 1 2 4 3 21 

Never trained 

3 0 6 0 0 0 9 

Total 

45 1 10 5 16 13 90 

 

*IT= Internal trainers, ET= External trainers, MaI = Manual in the Internet, IET= 

Internal and External trainers, IMT-Internal and Manual trainers and ATT= All the 

types of training 

Source: Field Data, 2014  
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Figure 4.4: Bar Chart Shows Methods of Training for Different Employees and 

Managers 

 

Source: Field Data, 2014  

 

From the figure 4.4 above we can draw a statement that most of the employees and 

managers get trained by internal trainers i.e. 45 out of 90 (50%) where by most 

trainings are done once per year followed by those which are done more than three 

times. This is followed by trainings which are done using manuals i.e. 16 out of 90 

(17.8%) and the ones which use methods i.e. internal trainers and manuals, 13 out of 

90 (14.4%).   

 

Thus, the study revealed that to a great extent NBC provide trainings to its staff (as 

shown in table 4.4 above). Furthermore, based on the study on can conclude that the 

performance of employees who not trained was different from those who were 

trained. After some training that were conducted to employees at NBC it showed the 

performance was improved to the extent that some employees were rewarded with 

different kinds of reward. Some employees manage to open more accounts for the 

bank while also others were able to give the best service to the internal and external 
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customers hence customers retention was high all this was the outcome of several 

employees training conducted by NBC Management. 

 

4.3.2 Effect of customer satisfaction in determining   performance of NBC 

There are four elements of internal marketing stipulated in the conceptual framework 

which determines the performance of NBC. These elements have different degrees of 

influence to the performance. Regression analysis method gives us the better analysis 

on how each of the elements influences the performance.  This study shows how 

internal market elements i.e. customer satisfaction determines the performance of 

NBC. 

Customer satisfaction is in most case ultimate goal of every organization especially 

in commercial banks.  

N=100 

 

Table 4.8: Determines How Well The Model Fits. 

Responses Frequency  Percentage (%) Cumulative 

percentage  

Desired Expectation  30 30 30 

Competitive advantage  20 20 50 

Reputation  25 25 75 

Staff recognition  25 25 100 

Total  100 100  

Source: Field Data, 2014  

 

The question was given to understand the effects of customer satisfaction in 

determining the performance of the commercial Banks. Out of 100 respondents 

included 30 respondents expressed “Desired Expectation” equals 30% of 

respondents, means that for their opinion the satisfaction of customers in any 

organization results to a desired expectation from both Organization and customer 
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side. 20 respondents equal 20% expressed “competitive advantage” as a contribution 

of customer satisfaction to any organization particularly commercial banks in 

Tanzania, 25 respondents (25%) recorded as considered “ organization reputation” as 

the effect of customer satisfaction. The remainder expressly chose “staff 

recognition”. 

 

4.4 Discussion of the findings 

The discussion is very important to a researcher since it approves or disapproves the 

research questions which were set forward for verification in the field. The 

researcher discusses the following. 

 

4.4.1 Effects of Employees Motivation on the Performance 

Apparently, linking to the findings of the study, the success of any banking services 

depends largely on the motivation of the employees. Every person has their own set 

of motivations and personal incentives to work hard or not as the case may be. Some 

are motivated by recognition whilst others are motivated by cash incentives. Perhaps 

the most significant impact of increased employee motivation is that of increased 

productivity. Quite apart from the benefit and moral value of an altruistic approach to 

treating colleagues as human beings and respecting human dignity in all its forms, 

research and observations show that well motivated employees are more productive 

and creative. The inverse al so holds true. Having said all these, the relevant question 

begging for response at this juncture, is that, what then is motivation? The following 

views provide the answer. 

 

Motivation is the energy to do something. Each person has motives, needs, and 

reservoirs of energy that represent potential motivators. As a manager, according to 

MSH (2002), your task is to discover your employees‟ motivations and help unleash 

their energy. Then you can direct their energy into productive work. It is also 

critically important for you to understand more about their own sources of 

motivation. 
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4.4.2 Retention level of Employees 

Retention is the process of ensuring that employees remain active with their 

organization (Farrell and Oliveira, 1993). Important indicator of employee retention 

is their organizational commitment (Curtis and Wright 2001). Employees with a high 

organizational commitment are those who have a strong identification with the 

organization, value the sense of membership within it, agree with its objectives and 

value systems, are likely to remain in it and, finally, are prepared to work hard on its 

behalf (Curtis and Wright 2001, p. 60). This commitment is influenced by the 

organization’s norms and practices, especially the organizational climate (Kaliprasad 

2006), and is not job specific (Bashaw and Grant 1994). Next to organizational 

commitment, personal commitment and the compliance with reciprocal obligations 

are important (Hytter, 2007), this is also evidenced in table above by about 15% of 

respondents expressly more than 11 years as a employee retention   . However, there 

is a need to consider both organizational and personal factors in considering 

employee retention. 

 

Moreover, the perception of the importance of learning to employees and the quality 

of work climate is a strong predictor of employee intentions to remain with their 

current employer. The finding that appreciation and stimulation have a strong 

positive influence on employee retention in itself is not surprising.  

 

4.4.3 Impact of Training on the performance 

Performance can be defined as the achievement of specified task measured against 

predetermined or identified standards of accuracy, completeness, cost and speed. In 

an employment contract, performance is deemed to be the accomplishment of a 

commitment in such a manner that releases the performer from all liabilities laid 

down under the contract. Efficiency and effectiveness are ingredients of performance 

apart from competitiveness and productivity and training is a way of increasing 

individual’s performance.  
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Kenney et al., (1992) stated that employee's performance is measured against the 

performance standards set by the organization. Good performance means how well 

employees performed on the assigned tasks. In every organization there are some 

expectations from the employees with respect to their performance. And when they 

perform up to the set standards and meet organizational expectations they are 

believed good performers 

 

Linking to the findings, training influence employees’ performance i.e. training is a 

type of activity which is planned, systematic and it results in enhanced level of skill, 

knowledge and competency that are necessary to perform work effectively (Gordon, 

1992). There exists a positive association between training and employee 

performance. Training generates benefits for the employee as well as for the 

organization by positively influencing employee performance through the 

development of employee knowledge, skills, ability, competencies and behavior 

(April, 2010). Banks that are dedicated to generating profits for its owners 

(shareholders), providing quality service to its customers and beneficiaries, invest in 

the training of its employees (Evans and Lindsay, 1999).  

 

The more highly motivated a trainee, the more quickly and systematically a new skill 

or knowledge is acquired. That is why training should be related to money, job 

promotion, and recognition. There are four prerequisites for learning: Motivation 

comes first. Cue is the second requirement. The learner can recognize related 

indicators (cue) and associate them with desired responses with the help of training. 

Training should be immediately followed by positive reinforcement so that the 

learner can feel the response. Last is the feedback; it is the information which learner 

receives and indicates in the quality of his response. This response must be given as 

quickly as possible to make sure successful learning (Leslie, 1990). 

 

4.4.4 Determination of Bank Performance by Internal Market 

Internal marketing programs have an impact on enhancing business performance of 

the banking. Apparently, the findings of the study are consistent with the previous 
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studies, such as it was suggested that satisfied internal customers through internal 

marketing programs are more inclined toward enhancing firm performance Sheng & 

Hsin (2007), effective training also contribute toward firm performance (Panigyrakis 

& Theodoridis, 2009), internal favorable policies for employees make them 

concerned to work for organization profitability (Tortosa, Moliner, & Sa´nchez, 

2009), and training and shared vision improve profitability of the firm (Mehra, Joyal, 

& Rhee, 2011). 

 

Linking to the findings, it was found that internal marketing has a positive direct 

effect on organizational commitment. When the banks provide effective training, a 

fair reward system, a positive interaction between employees within the bank and 

sharing vision among them, this creates more emotionally attached employees with 

their bank who want to remain employed. 

 

 Therefore, if the commercial banks want to ultimately provide a better service 

experience for their customers, it is recommended that more attention be directed 

toward enhancing organizational commitment among personnel, with a focus on the 

effective criteria of internal marketing (Ahmed et al., 2003). Tsai and Wu (2006) 

suggested, through the design and implementation of human resource management 

systems for internal marketing, that internal marketing is available to enhance 

employees’ job satisfaction, motivate employees to achieve organizational goals and 

promote employee perceptions regarding organizational commitment. 
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CHAPTER FIVE 

 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

5.0 Introduction 

The purpose of this study was to assess the contribution of internal marketing on the 

performance of commercial banks in Tanzania. This chapter presents the summary of 

the study, conclusion and recommendations and policy implications. 

 

5.1 Summary 

This study revealed that; motivations being one of the elements of internal 

marketing, employees may rate this element differently on its impact to the 

performance. Employees are motivated by different factors including promotion, 

rewards and appreciation.  As the researcher was able to observe and obtain response 

that mostly different means of motivation are used by NBC management to motivate 

their employees. The analysis concluded that most of the employees are being 

motivated by a word of appreciation followed by giving them rewards. Management 

should focus more on even motivating their employees by job promotion and others 

factors in order to influence performance and goal congruence.  

 

On determine retention level of Employees at NBC, the ability of an organization to 

retain its employees can be explained by period of which an employee was first 

introduced to the organization to the present. The respondents have different tenure 

of employment at NBC. Period of employment is divided into a range of five years 

of working experience with NBC. 

 

 Apparently, most of employees have less than six years while few employees are 

between 6 to 10 years, followed by those who have 16 years and above, and lastly 

those between six to ten years. Notably, it has bee analsed that the retention level of 

NBC employees is very low since most of the employees are between one to five 

years which may be caused by a number of factors including motivational factors. 
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Motivations being one of the elements of internal marketing, employees may rate this 

element differently on its impact to the performance. On determine retention level of 

Employees at NBC, the ability of an organization to retain its employees can be 

explained by period of which an employee was first introduced to the organization to 

the present. On examine impact of Training on the performance of NBC, most of the 

employees and managers get trained by internal trainers 

 

On examining the impact of Training on the performance of NBC, most of the 

employees and managers get trained by internal trainers i.e. 45 out of 90 (50%) 

where by most trainings are done once per year followed by those which are done 

more than three times. This is followed by trainings which are done using manuals 

i.e. 16 out of 90 (17.8%) and the ones which use both methods are used i.e. internal 

trainers and manuals, 13 out of 90 (14.4%).   

 

Linking to the findings, the researcher was also able to observe that the performance 

of employees who not trained was different from those who were trained. After some 

training that were conducted to employees at NBC it showed the performance was 

improved to the extent that some employees were rewarded with different kinds of 

reward. Some employees manage to open more accounts for the bank while also 

others were able to give the best service to the internal and external customers hence 

customers retention was high all this was the outcome of several employees training 

conducted by NBC Management. On determination of NBC performance by internal 

market, customer satisfaction determines the performance of NBC 

 

Moreover, from the analysis the coefficient of motivation and satisfaction are 

statistically significantly different meaning the elements motivation and satisfaction 

should be considered for performance as important elements because their p-value is 

less than 0.05. 
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5.2 Conclusion 

This study concluded that; internal marketing is most important component in the 

marketing services. Internal marketing is focused on appropriate internal relations 

between people at the all levels in the organizations. Internal marketing acts as a 

comprehensive management process that does integrated multiple functions of the 

organization in the two ways. First, it makes all employees at the all levels of the 

organization understanding and experiences various processes in the context of an 

environment. Second, it makes all employees be ready and motivated for activity in 

direction of service-oriented. Constituent elements of internal marketing are included 

education, management support and communication within, internal dense 

communications and information support, human resource management, external 

dense communication, development of systems and technology support, improving 

internal service.  

 

Organizational commitment is employees’ willingness for stay in organization and 

strives for accepting goals and values of the organization. Commitment is five types 

that include organizational commitment, professional commitment, and commitment 

to groups, job attachment, and attachment to the labor. Effective factors on 

organizational commitment are included personality traits and personality of the 

person, job characteristics, collaborative relationships and relation to organization 

leaders, organizational features, and status of role. Customer Orientation at the 

organizational level is considered as a form of organizational culture. Customer 

orientation is focusing on customers’ needs and makes profitability by create 

satisfaction in the customer. Perceptions of internal marketing by employees have led 

to employees' satisfaction which in turn is affects in tendency of employees to 

customer. 

 

It is however that, performance of commercial banks depends on the internal 

marketing. It was found that, training, motivation, retention and satisfaction 

influence the performance of commercial bank particularly NBC. Commercial banks 

should find different ways to motivate employees who may include appreciating 

what they do and achievements they bring to the organisations.  



58 

Notably, rewarding employees is the other way to motivate them; this can be in terms 

of money and recognition. It may be done individually and or in a team. The results 

of this study found that work conditions, fairness, promotion, and pay, are key 

factors affecting employees’ satisfaction. Money is a good motivator, actually all 

employees’ work for money, employees need the money, a good salary and good 

compensations are key factors in satisfying the employee. Organization can increase 

the employee salary and compensation to motivate the employee, the good pay back 

can be one of the key factors affecting job satisfaction, also in this way one can 

increase the service quality and organizational performance.  

 

The factor of work conditions is also proven to have significant influence over the 

pharmaceuticals companies. The physical design of the place does have certain 

impacts on job satisfaction. Because the work conditions in the pharmaceuticals 

companies include the employee relationships and work environment, all these 

factors relate to employee job satisfaction. A good work environment and good work 

conditions can increase employee job satisfaction and the employees will try to give 

their best which can increase the employee work performance. 

 

Moreover, it is obviously that, improving performance of employees can 

significantly improve the quality and efficiency of NBC. In view of the fact that there 

is insufficient satisfaction of workers, employee satisfaction should be given great 

importance by researchers, policy makers and administrators, making it imperative 

for administrators to understand the factors significantly impacting NBC 

performance. 

 

5.3 Recommendation and Policy Implication  

Recommendations here is based on the statement of this problem; that is, commercial 

banks should reviews its policies in order to reflect the main elements of internal 

marketing which mostly influence the performance of commercial banks as the study 

suggests. 
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 In this way commercial banks assured in the performance which determined by the 

profit and wealth these commercial banks making. 

 

However, Employers should look for ways to give employees more control over their 

schedules, environment, and work habit. Employees have demanding schedules 

outside of work, and many workers appreciate a boss who consider work –life 

balance. Because every person obligations outside of work are different, customized 

schedule are great way to improve employee satisfaction.  

 

Notably, Commercial bank should create employee-driven competitions such as sales 

competitions. These activities put employees in control of their success. Each 

employee can set personal goals, and they will feel a sense of accomplishment rather 

than obligation. 

 

Moreover, Managers and decision makers have to focus on developing the different 

skills in the employees and encourage them to be creative and discover their abilities 

by assigning them in training courses that suit each employee skills or his/her 

interest, and it is recommended to give the timing of the course a great attention, the 

management ought to specify the time of the course in the same time as the working 

hours so instead of going to work they go to training courses and of course getting 

paid for these working hours in other words, not to have these hours subtracted from 

their monthly salaries, or they can send employees to have the training course in 

other country, which will give them a time to relax and consider it as a vacation but 

in the same time they are developing their skills for the benefit of the organization.  

 

Managers have to involve the empowerment practice, because it is proved that when 

the employees are participants in the decision making process they provide a much 

better service to customers. The managers have the choice to encourage the 

employees in making decisions in cases where the decision made is simple and a 

routine decision not a major one, but this small participation can have a great 

satisfactory results from the employees toward their jobs and eventually the 

satisfaction of the customers. 
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5.4 Area for Further Studies 

The key issue in this study is to assess the internal marketing contribution in the 

performance of commercial banks in Tanzania. Following the findings of this study, 

the researcher would recommend more research should be conducted regarding 

internal marketing in commercial banks because it has a huge contribution to 

performance of commercial banks in the country. Due the shortage of time and fund 

the researcher concentrated only on one commercial bank but in the country we have 

more than thirty commercial banks so I believe more knowledge is demanded on the 

matter. 
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APPENDICES 

 

APPENDIX I-QUESTIONNAIRE FOR THE NBC MANAGEMENT TEAM  

 

TITLE: INTERNAL MARKETING IN COMMERCIAL BANKS IN 

TANZANIA: A Case of NBC Head Quarter in Dar es Salaam 

Introduction 

I, Tausi Miller, a student at Mzumbe University pursuing a Master’s of Science in 

Marketing. The purpose of the questionnaire is to collect data for a research study on; 

“The contribution of Internal Marketing on the performance of Commercial Banks in 

Tanzania”: Case of National Bank of Commerce (NBC).Headquarter DSM. The 

results of this survey will be used solely for the purpose of the research investigation 

and no direct mention or allusion to respondents or the organization they represent 

will be made.Your participation in this study is highly needed to make the study 

successful.  

Cordial 

Tausi Miller 

 

QUESTIONS: 

Choose the appropriate answer/answers 

1. Gender  

a) Female     

b) Male             

2. Age 

a) Below 30 years       

b) 31 – 39 years          

c) Above 40 years       

3. Education level  

a) Diploma level       

b) Degree level           

c) Master level         

Questionnaire Number 
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d) Phd and above      

4. For how long have been employed by NBC 

a) 1 month to 5 year                        

b) 6 years to 10 years                       

c) 11 years to 15 years                          

d) Above 16                                           

 

5. How many times per year are you being trained by NBC? 

Average No of Training Tick on the appropriate answer 

Once in two years  

Once per year  

twice per year  

More than three times per year  

Never trained  

 

6. Who conducts the training at NBC? 

a) Internal trainers                                           

b) External trainers                 

c) Manual in the intranet         

7. Choose one reason among the following which affect very much customer 

(internal customer) satisfaction at NBC?  

a) Low payment                     

b) Poor working environment       

c) Lack of internal customer career growth    

8. How does NBC motivate employees? 

a) Job promotion           
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b) Giving several rewards     

c) A word of appreciation    

9. Choose one among the following that causes high labor turnover at NBC? 

a) Poor management      

b) Low payment     

c) More opportunity outside    

 

10. At what level does employee motivation influence the performance of NBC? 

Key: 3 highest    1 lowest 

Level Tick appropriate 

 

1  

2  

3  

 

11. What is the trend of NBC performance before and after customer (internal 

customer) satisfaction? (tick the appropriate) 

Performance Before internal 

customer satisfaction 

After internal 

customer satisfaction 

Decreasing   

Constant   

Increasing   
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12. Rate the following elements of internal marketing in terms of how you think they 

influence performance of NBC 

 low Moderate high 

Training    

Motivation    

Retention    

Satisfaction    

 

Thank you for your participation. 
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APPENDIX II-QUESTIONNAIRE FOR NBC EMPLOYEES TEAM  

 

TITLE: INTERNAL MARKETING IN COMMERCIAL BANKS IN 

TANZANIA: A Case of NBC Head Quarter in Dar es Salaam 

Introduction 

I, Tausi Miller, a student at Mzumbe University pursuing a Master’s of Science in 

Marketing. The purpose of the questionnaire is to collect data for a research study on; 

“The contribution of Internal Marketing on the performance of Commercial Banks in 

Tanzania”: Case of National Bank of Commerce (NBC).Headquarter DSM. The 

results of this survey will be used solely for the purpose of the research investigation 

and no direct mention or allusion to respondents or the organization they represent 

will be made.Your participation in this study is highly needed to make the study 

successful.  

Cordial 

Tausi Miller 

 

QUESTIONS: 

Choose the appropriate answer/answers 

1. Gender  

a) Female     

b) Male             

2. Age 

a) Below 30 years       

b) 31 – 39 years          

c) Above 40 year     s       

3. Education level  

a) Diploma level       

b) Degree level           

c) Master level         

d) Phd and above      

Questionnaire Number 
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4. For how long have been employed by NBC 

a) 1 month to 5 year                        

b) 6 years to 10 years                       

c) 11 years to 15 years                          

d) Above 16                                           

5. How many times per year are you being trained by NBC? 

Average No of Training Tick on the appropriate answer 

Once in two years  

Once per year  

twice per year  

More than three times per year  

Never trained  

 

6. Who conducts the training at NBC? 

a) Internal trainers                                           

b) External trainers                 

c) Manual in the intranet         

 

7. Choose one reason among the following which affect very much customer 

(internal customer) satisfaction at NBC?  

a) Low payment                     

b) Poor working environment       

c) Lack of internal customer career growth    

 

8. How does NBC motivate employees? 

a) Job promotion           
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b) Giving several rewards     

c) A word of appreciation    

 

9. Choose one among the following that causes high labor turnover at NBC? 

a) Poor management      

b) Low payment     

c) More opportunity outside    

10. At what level does employee motivation influence the performance of NBC? 

Key: 3 highest    1 lowest 

Level Tick appropriate 

 

1  

2  

3  

 

 

11. What is the trend of NBC performance before and after customer (internal 

customer) satisfaction? (tick the appropriate) 

Performance Before internal 

customer satisfaction 

After internal customer 

satisfaction 

Decreasing   

Constant   

Increasing   
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12. Rate the following elements of internal marketing in terms of how you think 

they influence performance of NBC 

 low Moderate high 

Training    

Motivation    

Retention    

Satisfaction    

 

Thank you for your participation. 


