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ABSTRACT

The main objective of this paper is to examine the role of selected internal marketing factors on job satisfaction and organizational commitment in the public financial institutions, the case being Tanzania Postal Bank. In this direction, the study involved a sample consisting of 60 employees working under different departments in four branches based in Dar es Salaam region, both at the managerial and non-managerial level. The study examined the relationship between dissemination of information, selection and appointment, training and development, organizational support and incentives and motivation as independent variables and satisfaction of employee and organizational commitment as a dependent variable with. By using SPSS 18.0 the descriptive based study used descriptive analysis that produced mean, frequency and standard deviation results. Generally, the study findings strongly supported the research questions as the five selected internal marketing factors were found to be responsible for employee job satisfaction and organizational commitment. Nevertheless standard deviation results signal some disparity in opinion amongst respondents suggesting that there is room for further improvement in the internal marketing attributes so as to enhance employees’ satisfaction and commitment. It is recommended that bank management should give due regard to the empowerment dimension that if appropriately recruited and selected employees shared information, got well trained, are effectively supported and adequately motivated they will be more satisfied and committed and be able to make suitable decisions and present effective and innovative ideas for the bank. The study recommends that the bank management should review its current retention policy and strategies accordingly and be willing to make innovative changes that identify, encourage and determine employees’ satisfaction and commitment. 
(Key words:  internal marketing, job satisfaction and organizational commitment)
BACKGROUND TO THE PAPER
The  global  banking  scenario  is  currently  undergoing  radical  transformation  owing  to  the liberalization, privatization and globalization measures introduced by economies of the world. The Tanzania banking industry is not an exception. Traditionally, banking had been restricted from private participation in Tanzania and public sector banks like the TPB had been enjoying complete protection. Tanzania started adopting economic recovery programs in early 1908’s that aimed at eliminating state monopoly in the economy. The institution like Tanzania Postal Bank (TPB) established itself as one of the government financial institutions that provides financial services in all over the country. The Bank was established by Parliament Act No.11 of 1992 as amended by Act No.1993 to become an independent and separate entity (bank) from Tanzania Postal and Telecommunication Company. Today, it is one of the profitable banks in Tanzania. Since its establishment the first day of its inception into an internal marketing, TPB like several other commercial banks has experienced several problems despite the success that has enabled it to be among the most successful local banks scattered in the whole country. Among the biggest problem experienced by financial institutions and other small and medium sized banks is the frequent voluntary resignation of its employees (TPB, 2012). This situation triggered a need to conduct the study on the role of internal marketing factors on job satisfaction and organizational commitment in the public financial institutions. 

Context of the paper
Financial services have increasingly assumed an important role in the economic growth and development of countries all over the world. The deregulation of services in many nations during 1980s, especially in the area of banking, has led to a stiff and intensified competition among various banks. With these changes, people's perceptions regarding their jobs are also changing as more job openings emerge. In this respect, the success of any organization including the banks relies on its satisfied workforce which forms most significant asset of any organization. Elsewhere, few studies have been conducted to address the challenges facing employees’ satisfaction towards organizational commitment (Che ha et al, 2009; Masroor and Fakir, 2009; Nitalla and Kameswari, 2009: Ibrahim, 2010). This calls for a need to pay attention to developing innovative ways leading to the satisfaction of the internal customers who ultimately affect service to external customers. Internal marketing is a concept which emphasizes that employees are the first market (Ewing and Caruana, 1999: Gronroos 2001) hence treating them well is important just as we do to the external customers (Kotler, 2012)
Despite the practice of committed workforce, employees face a number of problems both job and personal related such as stress, dissatisfaction, lack of commitment on the part of the employees’ life, absenteeism, poor performance, low productivity which in turn may lead to employee turnover.  Operating in a changing environment requires the right type of personnel for organizational survival. It is at this point that the concept of internal marketing and internal customer satisfaction arises (Birdseye and Hills, 1995).  To address these challenges the bank, TPB inclusive, has been offering rewards and incentives, staff loans, training and development as well as effective selection and appointment to influence job satisfaction and organizational commitment (TPB Strategic Plan, 2010-2013). Despite the efforts taken by the TPB, preliminary observations show that there is a constant resignation of employees (TPB, 2012). Such behaviour is an indication that there is less job satisfaction on the side of the employees hence a need fro this study.  

Objective of the paper
The main objective of the study was to examine the role of selected internal marketing factors on job satisfaction and organizational commitment in the public financial institutions with reference to the case of TPB. More specifically the study was guided by the following objectives:

(i) To assess the extent to which dissemination of information to and from all internal groups relate to job satisfaction and organizational commitment.

(ii) To determine the extent to which training and development affect job satisfaction and organization commitment.
(iii) To assess the extent to which development and maintenance of incentives and motivational system affect job satisfaction and organizational commitment.
(iv) To assess the extent to which organizational support influence job satisfaction and organizational commitment.
(v) To determine the extent to which selection and appointment affect job satisfaction and organizational commitment.

THEORETICAL REFLECTIONS
Internal Marketing and its Practices

 According to Berry and Parasuraman (1991) as cited in Caruana and Calleya (1998), the concept of internal marketing regards employees as internal customers and their jobs as internal products. Internal marketing was originally derived from the notion of the employees as first market. The major point of the concept is that employees ought to feel that management cares about them and their needs (Ewing and Caruana, 1999). According to Hartline and Ferrell (1996), employees are the backbone of any business success and therefore, need to be educated, motivated and maintained in the organization at all cost to support the organization to be globally competitive. In service organizations, frontline employees are critical to the success of the organizations as they are in direct contact with external customers. Accordingly, these employees can have an elevated impact on the quality of products and services delivered by the firm and this influence should be fully leveraged by supervision (Ibid).

Internal marketing is emerging as a central theme of increasing importance in both academic and practitioner discourse (Hartline and Ferrell, 1996). Snell (2009) indicates that internal marketing is practiced within professional services, albeit with varying degrees of sophistication, in order to execute wide ranging projects related to marketing and human resources. Internal marketing can refurbish the face of a company, as has been reported by case studies and anecdotal accounts indicating clear gains in employee understanding of corporate values, employee commitment, service quality, customer satisfaction, and loyalty (George, 1990; Ahmed and Rafiq 2002; Bergstrom et al., 2002; Hallam 2003; Sartain 2005; Opoku et al., 2009). Marshall et al (1998) distinguish the concepts of internal marketing and internal customer service supporting the fact that the first focuses on how the company serves its employees while the later how employees serve other employees in the same organization. In fact, internal customer is each employee that receives products or services from suppliers within an organization. Conduit and Mavondo (2001) divided internal marketing activities into five constructs based on the seven categories proposed by Gronroos (2000), with these constructs related to one another as revealed in the results of a sample survey (Suzuki et al., 2006). These five constructs are market training and education, management support, internal communication, personnel management and employee involvement in external communication. 

Ibrahim et al (2010) identifies that the recruitment, development, internal communications, incentives and demographic factors (gender, age, experience and education) have impact on job satisfaction.  Zeithaml and Bitner (2000) pointed that in the service triangle, the objective of external marketing is to launch commitment, interactive marketing to fulfill commitment, and internal marketing to develop the capability to fulfill commitment. The three types of marketing in the service triangle are critical to successful service and higher corporate profits. Internal marketing is a communication process, and the purpose is to create the customer-oriented organizational culture (Bernstein, 2005).

Pervaiz (2005) described the features of the internal marketing oriented business by creating enabling culture which is done when employees are empowered by management through allowing creativity, innovation, initiative, accountability and responsibility for their decisions.  In addition, practicing participative hiring is another aspect which involves current employees in the process of hiring new employees, ensuring equitable recognition and reward to the employees working in an organization, demonstrating fairness to the employees when they are faced with hard times and difficult moments like death of the near family member etc. and lastly good organization structure that allows learning, total quality management and the re-engineering (Ibid)
 

According to Schultz (2002) internal marketing include several aspects. Firstly, internal marketing is an active, coordinated, and goal oriented approach to all employee-oriented efforts. Secondly, internal marketing emphasizes on the need for the employer to understand employee as people/customer to be motivated and satisfied. Finally, internal marketing also includes the implementation of specific corporate or functional strategies (Gronroos, 2000; Schultz, 2002).  In recent studies, internal marketing gives more support to the idea that satisfaction causes commitment 
Job satisfaction is one important factor that influences positive employee behaviour. When an individual is satisfied with his job, that individual feels more responsible and committed to the organization.  The concept of internal marketing is thus connected with the concept of organizational commitment (Jarvi, 2000). Previous research about organizational commitment can be found in several areas such as engineers and technicians (Jaros 1995), governmental agency (Coleman et al., 1999; Abbot, et al., 2005), services management (Beatson and Lings 2005), higher education (Brown and Gaylor, 2002; Cetin 2006;) and health industry (Samad, 2006). 
Organizational commitment has several different classifications (Mowday et al., 1982; Meyer and Allen, 1991). However, the most widely used classification is classifying organizational commitment into three components: continuance, normative and affective commitment. Continuance commitment involves profit associated with continued participation and a cost associated with leaving. Normative commitment, on the other hand, is the internalized normative pressure to act in a way which meets organizational goals and interests. Then, affective commitment is described as the relative strength of an individual’s identification with and involvement in a particular organization.   Kirkman and Rosens (1990) work also spoke on the importance of worker autonomy and therefore innovation potential and its positive relationship with job satisfaction and limited performance. Cappeli (2000) highlighted the importance of intrinsic rewards when participants rated interesting work, open communications and opportunities for advancement as the top three things they desire in their jobs.  

George and Jones (2009) commented that in services marketing literature, one can find a direct or indirect effect of some of the internal marketing concept dimensions on some categories or dimensions of business performance indicators, primarily: improving service quality, decreasing the rate of personnel turnover, creating customer conscious employees and improving employee commitment to the organization.  Ajay and Saber (2009) noted that wellbeing in terms of six constructs namely a manageable workload; personal control over the job; support from colleagues and supervisors; positive relationships at work; a reasonably clear role and a sense of control of involvement in changes in the organization positively related with affective and normative commitment.

Schlessenger and Heskett (1991) highlight the importance of motivated employees, arguing that this leads to a “cycle of success” that results in increased awareness of employees’ roles in customer satisfaction; the integration of employees into winning teams; and a concentration on quality as the core of a service.   

Human Resource Practices

According to Schuler and Jackson (1987), human resource practices refer to organizational activities directed at managing the pool of human resources and ensuring that the resources are employed towards the fulfillment of organizational goals. Theories on best practices or high commitment theories suggest that universally, certain HRM practices, either separately or in combination are associated with improved organizational performance.  Researchers have also found that those well-paid, well motivated workers, working in an atmosphere of mutuality and trust, generate higher productivity gains and lower unit costs.  Several attempts have been made from time to time by different researchers to identify the type of HRM practices in different sectors.  Initially, Pfeffer (1994) identified 16 practices which denote best practice.  This was later refined to the following seven practices namely employment security, selective hiring, self-managed teams/team working, high compensation contingent on organizational performance, extensive training, reduction in status difference, and sharing information. Based on the above arguments, it is beneficial to adopt more human resource practices in internal marketing perspective since the adoption of internal marketing is to insure that employees feel that management cares about them and their needs are met.  (Schuler and MacMillan, 1984; Wright and Snell, 1991; Lowe and Oliver, 1991; Boxall, 1996).  
Strategies of Motivating Workers
According to Stoner et al (1995) the ultimate test of organizational success is its ability to create values sufficient to compensate for the professionals needs. Otherwise, they will discover they are losing their talented and creative professionals to other organizations including other banks who are ready and willing to meet employees’ needs and demands. To motivate workers salaries, wages and condition of services are important.  Banjoko (1996) asserts that to be able to use salaries as a motivator effectively, Human resources managers must consider four innovative components of a salary structure. These are the job rate, which relates to the importance the organization attaches to each job; payment, which encourages workers or groups by rewarding them according to their performance; personal or special allowances, associated with factors such as scarcity of particular skills or certain categories or with long service; and fringe benefits such as holidays with pay, pensions, and so on.

Stoner et al., (1995) on the other hand argues that Staff training is yet another component in motivating workers.  High productivity depends on the level of motivation and the effectiveness of the workforce. Staff training is an indispensable strategy for motivating workers. This will give employees opportunities for self-improvement and development to meet the challenges and requirements of new equipment and new techniques of performing a task. Information availability and communication can also motivate workers through giving relevant information on the consequences of their actions on others. Information availability brings to bear a powerful peer pressure, where two or more people running together will run faster than when running alone or running without awareness of the pace of the other runners. By sharing information, subordinates compete with one another (Olajide, 2000), which contributes to higher performance.
Organizational Commitment

Organizational commitment is defined as the degree to which employees believe in and accept organizational goals and desire to remain with the firm (Mowday et al., 1982).   Although Porter et al (1974) had the same view they defined it as strong belief in and acceptance of the organizational goals and values, willingness to exert considerable effort on behalf of the organization, and a definite desire to maintain organizational membership In line with internal marketing employee tend to accept, internalizes, and perceives one’s role based on organizational values and goals (Mathis and Jackson, (2003); Balay (2000) as cited by Cetin, (2006)). Employees become committed to their organization when (a) they own and have conviction regarding the mission and values of the their organizations (b) they are mutually ready to exert their dedicated efforts in the achievement of their organizational goals, and (c) they have intense desire to continue serving in their organizations (Mowday, et al., 1982: Jans, 1989: Hunt and Morgan, 1994: Robbins and Coulter, 2003).  

Dissemination of Information

Westbrook (1990) refers to dissemination of Information as the distribution of information or methods one uses to communicate information knowledge, facts or making facts known to specific group of people or target audience. The disseminated information flows down from the source (the management) to the target audience (employee). There may or may not be any feedback from the audience.  However, dissemination of information is a critical resource in the operations and management of organizations. Timely availability of relevant information is vital for effective performance of managerial functions as well as overall employees’ satisfaction and commitment to the organization.  However, developing innovative ways to accurately distribute information in a timely manner is an ongoing process in any company. 
Motivation and Incentives
According to Conference paper no. 8 (2006) by UNDP, motivation refers to the initiation, direction, intensity and persistence of behaviour. Incentives on the other hand are external measures that are designed and established to influence motivation and behaviour of individuals, groups or organizations. Incentive systems or structures are combinations of several more or less coherent incentives. Motivation can be at different levels; individual, organizational and societal. Individuals are driven by their own desires and moral believes and may be “internal” or ”intrinsic” motivation (activated from the inside) such as hobbies, caring for children, or voluntary work in society; or they may be “external” or “extrinsic”(activated from the outside) motivation, which is nurtured from the outside. Motivation is a basic psychological process. Along with perception, personality, attitudes and learning, motivation is a very important element of behavior. Nevertheless, motivation is not the only explanation of behaviour. It interacts with and acts in conjunction with other cognitive processes. Luthans (2005) asserts that motivation is the process that arouses, energizes, directs, and sustains behavior and performance. That is, it is the process of stimulating people to action and to achieve a desired task. One way of stimulating people is to employ effective motivation, which makes workers more satisfied with and committed to their jobs. Money is not the only motivator. 
Selection and Appointment

According to Public Service Commission website working version (2005), selection represents the application of the merit criteria in choosing and deciding among persons who have been found qualified during the assessment process. According to the website, the guiding values of fairness, transparency, access and representativeness must be respected in each selection decision. Selection involves the process of choosing the most suitable candidate to fill a vacant position. The Interview Committee conducts the selection process. The selection process is carried out in two stages. In the first stage, candidates are short-listed on the basis of their curriculum vitaes. In the second stage, candidates are interviewed by the selection panel.  On the other hand, appointment refers to the placement of the successful candidate in an advertised position after all due processes were followed.  
Training and Development 
Cole (2004) defines training and development as an essential element of every business if the value and potential of its people is to be harnessed and grow.  Competitions over the years have led to some organizations to review their policies on training and introduce continuous investment in their employees. Each employer who invests in the area of training and development will reap the benefits of an enriched working environment with higher levels of staff retention as well as increased productivity and performance.  In the view of Abiodun (1999), training is a systematic development of knowledge, skills and attitudes required by employees to perform adequately on a given task or job.  

Retention Policy

According to Employment Equity Act (1998), retention policy is the document which is used to prevent the loss of competent staff from the organization, which could have an adverse effect on service delivery. Staff retention stems from the employment process. It involves selecting the right people in the first place through behaviour based testing and competency screening, offering an attractive and competitive benefits. Other principles include the provision of opportunities for people to share their knowledge and innovative ideas via training sessions, presentations, mentoring others and team assignments, demonstration of respect for employees at all times, listening to them deeply; using their ideas and avoid ridiculous, offering performance feedback and praising good efforts and results, engagement and employing the special talents of each individual and enabling employees to balance work and life.  Other principles are involving employees in decisions that affect their jobs and the overall direction of the company whenever possible, recognition of excellent performance by linking pay to performance, recognition and celebrate success, minimization of overtime for those who do not want it and communicating goals, roles and responsibilities so that people know what is expected and feel like part of in-crown.  
Organizational Support

Eisenberger et al (1986) suggest that for employees, the organization serves as an important source of socio-emotional resources, such as respect and caring, as well as tangible benefits such as wages and medical benefits. Organizational support if properly administered would increase employees’ felt obligation to help the organization reach its objectives, their affective commitment to the organization, and their expectation that improved performance would be rewarded. Behavioural outcomes of organizational support would include increases in role and extra-role performance and decreases in stress and withdrawal behaviours such as absenteeism and turnover. It suggests that organizations should not automatically conclude that well treated employees will have high organizational support. Favourable treatments that organizations provide to employees must be perceived as voluntary if they are to influence feelings of support (Shore and Shore, 1995).

Commitment

Hogg (1996) advocates that commitment is, not something that can be commanded for an organization must instill commitment into their workforce. Lack of commitment from employees can be harmful to an organization, resulting in poorer performance arising from inferior service offerings and higher costs. Thus lack of commitment is an issue that undermines the long-term goals of a firm. It is suggested that internal marketing could be an answer to gaining employee commitment, succeeding where traditional internal communications programmers have failed (Hogg, 1996).  
EMPIRICAL STUDIES
A number of studies have been conducted related in the study area. Bajpai and Srivastava (2004) in their study on satisfaction levels of employees of two public sector and two private sector banks in India found that layoff threats, quick turnover, less welfare schemes, and less scope for vertical growth increased job dissatisfaction. In contrast, secure job environment, welfare policies, and job stability increased the degree of job satisfaction. However, Kumudha and Abraham (2008) asserted that the programs related to self-development, information about job openings, opportunities to learn new skills and retirement preparation programs greatly influence the feelings of career satisfaction. A study by Mohammad and Al-Borie (2012) on the impact of internal marketing on job satisfaction in teaching hospitals in Saudi Arabia revealed that internal marketing had a positive effect on teaching hospitals physicians' job satisfaction and organizational commitment. A similar study by Kameswari and Rajyalakishmi (2012) on the role of internal marketing in job satisfaction in state bank in India revealed that the internal marketing dimensions had positive and significant relationship with employee job satisfaction.  Similarly in Iran, Shekary et al (2012) found internal marketing had a significant and positive effect on organizational obligation. In Pakistan, Muhammad et al (2010) conducted a study on the impact of teachers’ satisfaction with job dimensions on perceived organizational commitment in the public sector universities. The findings of the study indicated faculty members had high degree of organizational commitment and satisfaction with work-itself, supervision, salary, coworkers and opportunities for promotion.  

In the 1990s, two academics in the UK, Rafiq and Ahmed (1990) developed what was essentially a hybrid approach to internal marketing. In their approach, they proposed that internal marketing was inherently difficult to implement because of inter-functional conflicts between departments, management and employees and the firm’s inherent resistance to change. Thus, their methodology focused on overcoming organizational inertia by identifying the specific behavioural changes employees needed to make. They then related those behavioral changes to the various departments and groups within the firm. This provided the base for the development of cross-functional integration within the firm. In view of this discussion, Ahmed  and  Rafiq (2004) have asserted the strengths that internal marketing encourages the internal market (employees) to perform better. Secondly, it empowers employees and give them accountability and responsibility. Thirdly, it creates common understanding of the business organization. Furthermore, internal marketing initiates employees to offer excellent services to the clients by appreciating the valuable contribution of the employees to the success of the business. Despite the strengths of internal marketing, there are some other aspects that internal marketing has not met with more management implementation success namely managerial incompetence in inter-personal, technical and conceptual skills. In addition, individual conflict between departments, rigid organizational structure coupled by bureaucratic leadership, hinders success of internal marketing. Tendency of ignoring employee's importance and treating them like any other tool of the business and unnecessary protection of information against employees and resistance to change the environment of the organization are other weaknesses.

According to Tansuhaj et al (1991), the rationale for the adoption of internal marketing is to ensure that employees feel that management cares about them and their needs are met. The successful application of the concept is transformed into positive employee attitudes towards their work including organizational commitment, job involvement, work motivation and job satisfaction.  De Brum (1998) emphasizes that the foremost objective of internal marketing is to assure that all employees are informed about the firms’ vision.  Further, Vasconcelos (2004) highlights internal marketing as a vital mechanism in which one can build work environments where employees can find and enjoy unique job experiences as well as they are fostered to achieve their full potential. 
Studies on work motivation seem to confirm that it improves workers' performance and satisfaction.  Vinokur et al (1994) examined agency-influenced work and employment conditions, and assessed their impact on social workers' job satisfaction. Some motivational issues were salary, fringe benefits, job security, physical surroundings, and safety. Certain environmental and motivational factors are found to be predictors of job satisfaction. While Colvin (1998) shows that financial incentives will get people to do more of what they are doing, Silverthrone (1996) findings indicate that there is a little difference between the motivational needs of public and private sector employees, managers, and non managers. 

In Tanzania several related studies have been conducted. Sambuguni (2008) conducted a study on the factors affecting employee satisfaction in the military services in Tanzania.  The findings of the study indicated that the majority of public servant employees under the National Service are not satisfied with their jobs and this leads to employee turnover.  The findings revealed the reasons to job satisfaction to include little salary, poor working conditions, poor motivation, little involvement in decision making and insufficient recognition. Ndelwa (2009) assessed employee turnover in the Telecommunications industry in Tanzania. The findings revealed that lack of career development and promotion, there were higher salaries offered by other organizations, poor management-worker communication, family matters, poor working environment toward rigid and bureaucratic organization structure culminated to employee turnover. 

In Tanzania, a study conducted by Alfayo (2009) on the effects of job satisfaction in labour turnover in the Ministry of Labour and employment department revealed that, most employees in the ministry were not satisfied with their employment terms and therefore, opted to quit their jobs in the ministry. Another study by Henry (2009) assessed the employee’s job satisfaction in Tanzania Local Government Authority. He found that poor working environment, rigid policies, and political interference in the implementation of LGA programs, poor leadership and lack of involvement etc were revealed to be critical problem in the efficiency and performance of LGA’s. Mwakalindile (2010), conducted a study whose purpose was to investigate the factors which lead to employees’ absenteeism in local government.  The study findings revealed key factors to include looking for more incomes via other duties, family matters and poor working facilities.  Another study by Maro (2004) investigated the relationship between job satisfaction and organizational commitment among University of Dar es Salaam academic staff.  The findings provided evidence that job satisfaction is a significant predictor of organizational commitment. 
Synthesis
From the above reviewed empirical studies it is clear that various related studies were conducted in different countries and case studies, with varied objectives, methodology and findings. The attributes that were used for job satisfaction measurement were also differing. Some studies did not provide a clear link on how the internal marketing practices affect the employee attitude towards job satisfaction and organizational commitment. The current study dwells on establishing a clear link on how the internal marketing practices affect the employee attitude towards job satisfaction and organizational commitment in financial institutions.

Many of the studies highlighted the relation between internal marketing and job satisfaction. The factors of internal marketing like pay, coworker support, supervisors, working conditions, job security, promotional aspects, nature of work, employee selection, employee training and development, work design, job definition employee rewards and compensation, fairness, recognition, flexibility, feedback, quality of service, employee development, vision of the organization, strategic reward, internal communication and senior leadership have been concentrated upon by different authors over the years. Based on the literature, the present study identified five dimensions of internal marketing factors: selection and appointment (staffing), training and development, organizational support, incentives and motivation, and retention policy

CONCEPTUAL FRAMEWORK
Figure 1: Conceptual Framework
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Five independent variables namely dissemination of information, selection and appointment, training and development, organizational support and incentives and motivation are related to a dependent variable of job satisfaction commitment. Dissemination of information is a critical resource in the operations and management of organizations. Timely availability of relevant information is vital for effective performance of managerial functions as well as overall employees’ satisfaction and commitment to the organization.  However, developing ways to accurately distribute information in a timely manner is an ongoing process in any company. Employee development and training is also beneficial to the company. According to Sekaran (1992), the greater the chances are for advancement within the organization, the higher is likely to be level of organizational commitment expressed by the employee. When employees know that they are going to grow and prosper in the current organization, their level of commitment to stay with the organization is expected to be high and vice versa. Similarly, if employees are highly satisfied with their work, incentives and motivation,   organizational support and derive high level of overall job satisfaction with their jobs, they are more likely to be committed to the organization. 

METHODOLOGY

This study employed the descriptive research design. The study was carried out at the Tanzania Postal Bank which is chosen primarily because it is one amongst the oldest public banks. As for the Sampling design, the sample of 60 employees was drawn from three branches of the Tanzania Postal Bank in Dar es Salaam City namely Mkwepu, Metropolitan, Samora branches, and the headquarter. According to Snedecor (1985) as cited by Galabawa (1999), a large sample might vary depending on the degree of representation of the population concerned and the constraints.  Commenting on the same notion, Malekela (1993) argues that the sample size and methodology should be within the budget and time constraints facing the researcher. Moreover, a sample exceeding 30 is considered to be adequate for statistical analysis (Saunders et al., 2003). This study employed purposive and convenient sampling procedures to select respondents from different categories of employee positions and branches. Purposive sampling was used to select 20 managerial staff including heads of departments, while convenience sampling was used to select 40 non-managerial staff. Data were collected through self administered structured questionnaires. 
Reliability and Validity

Regarding validity of data collection instrument questionnaire was pretested to 10 respondents including five managerial staff and five to other selected employees.  Pre-testing enabled the improvement of questions that were difficult to the respondents.  As for the Reliability test Cronbach alpha test produced the following results which provide evidence that all the selected internal marketing factors have a high degree of reliability as the entire scores are within the acceptable range since the proposed level of reliability to be used is normally 0.7 ((Saunders et al., 2003)
 Table 1: Reliability Coefficients on the Independent Variables

	Variable 
	Cronbach’s Alpha Coefficient 

	Dissemination   of Information
	0.776

	Selection and Appointment 
	0.772

	Training  and Development
	0.825

	Organizational Support
	0.782

	Incentives  and Motivation
	0.823


Source: Field data, (2012).

DATA PRESENTATION, ANALYSIS AND DISCUSSION 

DESCRIPTIVE FINDINGS
Working Experience, occupation and working position of the Respondents

The study found that an average working experience of the staff at these branches was 9 years. This implies that somehow the institution is able to retain its staff as many staff had managed to stay with the same employer on an average of 9 years. 

Furthermore, The study findings shows that  40 (67%) of the respondents  occupation  specialty are non-managerial staff  while 20 (33%)  of  the respondents  are  of the  management  specialty.  However, these respondents   occupation fall under  the  core  functions  of the bank  like accountants, tellers, auditors, credit officers, finance officers,  supervisors  and managers heading the sections of accounts, finance and other accounting and finance related sections. 

FINDINGS AND ANALYSIS AS PER STUDY OBJECTIVES
As alluded earlier five objectives t guided this study. From each objective the findings are presented through the mean values and standard deviations for the constructs which were calculated from a 5-point scale.  The mean is the average score of the construct and measures the central tendency (Hair et al, 2003; Saunders et al 2012). The standard deviation on the other hand describes the spread or variability of the sample distribution values from the mean and perhaps most valuable index of dispersion (Hair et al, 2003; Saunders et al, 2012). When the estimated deviations are >3 it suggests a greater variability in the respondents opinions.
Dissemination of Information and Job Satisfaction and Organizational Commitment.

The aim of this attribute was to assess the influence of dissemination of information on job satisfaction and organizational commitment employed by the TPB. To get the required responses, 7 related attributes were used. Table 2 provides the summary of the findings.

Table 2: Mean scores on the Dissemination of Information   (N=60)

	Attribute 
	Mean Score 
	Std. Deviation

	Our Bank offers employees a vision that they can believe in.
	3.58
	.996

	The management communicates our bank vision well to employees.
	3.55
	1.032

	This bank teaches employees “why they should do things” and not just “how they should do things. 
	3.42
	1.046

	Communication is partial and consistent
	3.12
	.976

	Our bank views the development of knowledge and skills in employees as an investment rather than a cost.
	3.50
	1.157

	Skill and knowledge development of employees happens as an ongoing process in our bank.
	3.62
	.976

	Dissemination of information has positive effect on job satisfaction and organizational commitment. 
	3.83
	.827


Source: Field data, (2012). 

The table 2 above shows that all the constructs had their means above the medium point suggesting that all the attributes related to dissemination of information had a supportive inclination on the dependent variable namely job satisfaction and organization commitment.  This is supported by a general inclusive question that is presented in the last row of the table 2 above where the mean score is 3.83. It is of interest to note that most employees attach great importance to on going skill and knowledge development of employees as key to their commitment and satisfaction to the organization.  On the other hand the least score for the bank was in the attribute of communication being impartial and consistent. Given increased level of competition in the banking industry the banks need to pay attention to this ailing factor The maximum standard deviation for all the attributes was 1.157, which is (<3) in all cases. This suggests that the respondents were tolerably consistent in their responses. Interestingly, the majority of respondents who were interviewed suggested that most preferred source of information about an organization is their first line supervisors.  This is so because immediate supervisors have the most opportunity for direct two-way communication with employees and they most clearly understand and relate to the employees’ perspective.  First line supervisors seldom are isolated or insulated from the day to day realities of the workplace.  Employee preference for first line supervisors as the source of information can be interpreted at least partly as a reflection of the employees’ trust and the supervisors’ credibility.

These study findings imply that the institution‘s practices do fit into the Herzberg Theory of Motivation. Herzberg (1959) who argues that satisfaction in work can be caused by a number of intrinsic factors, which appear to be present in the institution. From the findings, it can be said that if employees are continuously well involved in developing ways to accurately and efficiently distribute information in a timely manner can culminate into improved satisfaction and commitment to perform. This should be regarded as an ongoing process in any company. 
Training and Development and Job Satisfaction and Organizational Commitment

Six attributes were used to gather the respondents’ views on the extent to which Training and Development affects Job Satisfaction and Organization Commitment. The findings are summarized in Table 3 below.
Table 3:  Mean Scores of Training and Development attributes ( N=60)
	Attributes
	Mean
	Std. Deviation

	Our bank work on the development of its staff to achieve better performance
	3.45
	1.080

	Our bank considers developing knowledge and skills of staff as an investment.
	3.70
	.850

	The process of developing knowledge and skills of staff is an ongoing process in our bank.
	3.62
	.958

	The bank is keen on the education of its employees
	3.24
	.897

	In our bank staff receives training to be able to perform the financial service correctly.
	3.37
	1.025

	Training and Development leads to job satisfaction and organizational commitment.
	4.03
	.920


 Source: Field data, (2012). 

Table 3 above shows that all the constructs had their means above the medium point suggesting that all the attributes related to training and development had a supportive inclination on the dependent variable namely job satisfaction and organization commitment.  This is supported by a general question that is presented in the last row of the table 3 above where the mean score is 4.03. Findings indicate that the highest mean values are that which the bank considers developing knowledge and skills of staff as an investment. On the other hand the least score for the bank was in the attribute of bank being keen on the education of its employees.  The maximum standard deviation for all the attributes was 1.080, which is (<3) in all cases. This suggests that the respondents were generally consistent in their responses. 
The study findings imply that if staffs are competent with their job, they will perform better since internal marketing provides higher degree of training and development that enable employees to improve their skills in technical attributes. It may be of interest to note that banks may be more willing to invest in skill development than education which is broad based and have less direct effect on employees’ performance. According to Sekaran (1992), the greater the chances are for advancement within the organization, the higher is likely to be level of organizational commitment expressed by the employee. When employees know that they are going to grow and prosper in the current organization, their level of commitment to stay with the organization is expected to be high. With technology and customer demands changing continuously, managements must continue to train and develop its people so as to keep a competitive edge.

Talented employees are highly needed to meet organizations’ current and future plans (Jayambo, 2014). Loosing talented employees has proved to be highly costly within banking sector and it creates significant impact on competitive advantage. Due to that, there is stiff competition amongst banks to recruit and retain the most talented employees, which include poaching from their competitor (MacKinsey, 1998) as cited in Jayambo (2014). Prior researches have empirically found positive relationship between training and development and job satisfaction as critical factors on the adoption of internal marketing concept (Che ha et al., 2007). However, financial institutions consider the training and development as a win-win situation; this might impact positively on the employees’ performance. This is in line with the Human Resources Training Practices which advocate the use of training needs assessment as the paramount factor in selection of employees for training. Aswathappa (2006) maintains this by arguing that, organizations spend vast sums of money on training and development. Armstrong (2006) argues that organizations have to ensure that they develop their training program based on both organizational and learning needs of individual employees. Furthermore, Muhlemeyer (1997) revealed that the training programme should be accepted as a constant, analytical task and process. Moreover, Lubega (1998) asserts that the training programs institute generally should meet the job requirements and personal needs of graduates because training is supposed to be undertaken after assessment of both and individual employees to ensure that training yields benefit to the organization and the employee.  

Development and Maintenance of Incentives and Motivational system and Job Satisfaction and Organizational Commitment

In this 3rd objective six attributes were used to get respondents views on the extent to which development and maintenance of incentives and motivational system affect job satisfaction and organizational commitment. The findings are summarized in Table 4 below.

Table 4:  Mean Score on Incentives and Motivation (N=60)

	Attributes 
	Mean
	Std. Deviation

	The measurement system of performance and incentives in the bank encouraged to work well. 
	3.32
	1.127

	The bank is keen to measure and reward employee performance that contributes to achieving its vision.
	3.40
	1.045

	The Bank depends on the use of data and information collected from staff to improve their jobs.
	3.12
	1.010

	The Bank informs the staff of the importance of service roles that they do.
	3.58
	.809

	The staff that provides excellent services will get a good reward.  
	3.50
	1.081

	Incentives and Motivation has positive impact on job satisfaction and organizational commitment
	3.92
	1.013


Source: Field data, (2012).

All the constructs in this construct had their means above the medium point suggesting that all the attributes related to incentives and motivation system had a supportive inclination on the dependent variable namely job satisfaction and organization commitment.  This is supported by a general question that is presented in the last row of the table 4 above where the mean score is 3.92. Findings indicate that the highest mean values are that which the bank informs the staff of the importance of service roles that they do. On the other hand the least score for the bank was in the attribute that the bank depends on the use of data and information collected from staff to improve their jobs.The maximum standard deviation for all the attributes was 1.081, which is (<3) in all cases. This suggests that the respondents were very consistent in their responses. 
Although in general the Development and Maintenance of Incentives and Motivational system influences Job Satisfaction and Organizational Commitment, the study discovered that the majority of the respondents who agreed with the incentives and motivational attributes in table 4 were from the managerial personnel category while the minority was from non-managerial category. This is possibly why the standard deviation of all constructs but one is greater than 1 Suggesting that there is greater dispersions of response from amongst the respondents. This is an indication that the incentives and motivation system at the TPB does not favour the majority of the employees to work well. During discussions, the reasons as to why the system does not encourage the employees to work well were discovered.  One of the major reasons is that there is no formal system used to reward employees. Besides, there is a gap between the management and its employees in terms of salary and other fringe benefits. The communication used at the bank is top - down management style which often results in reduced productivity hence employee dissatisfaction. Following this approach, ambiguity opens the door for potential failures and the managers should be as specific as possible when communicating their expectations. Korantwi (2005) who conducted a study on recruiting and retaining academic staff in Ghana’s polytechnics, found that positive factors such as better conditions of service, provision of means of transport, decent accommodation and attractive salary helped to retain qualified staff.  Negative factors such as low motivation and lack of accommodation were found to affect first the recruitment and then the retention of staff.   Moreover, the findings do augur well with the Equity Theory by Adams’ (1963). This theory contends that individuals are motivated to achieve subjectively on the bases of perceived fairness. This theory calls for a fair balance between an employee’s inputs (that is, hard work, skills level, tolerance and enthusiasm,) and an employee’s outputs (that is salaries, benefits, intangibles such as recognition).  It is a considered opinion of the study that by examining data appears that a requirement for survival and growth is that both the financial institutions and their staff in particular have an interest in their joint relationship leading to a win-win effect. Factors such as rewards and incentives are playing a core role in enhancing the employees’ satisfaction and commitment. Rewards and incentives are important dimensions that may affect employee satisfaction to build their trust (Che ha et al., 2007). Therefore, incentives and motivation are considered as some of the most influential factors on employee job satisfaction and commitment.
Organizational Support and Job Satisfaction and Organizational Commitment

In the 4th objective, seven attributes were used to examine extent to which organizational support influence job satisfaction and organizational commitment. The respondents were requested to rate each attribute using a five-point Likert Scale. 

Table 5 Mean score on Organizational Support attributes (N=60)

	Attributes 
	Mean
	Std. Deviation

	My achievements are appreciated by bank's management.
	3.48
	1.033

	Bank management gives me opportunities for promotion.
	4.28
	6.725  

	Bank management interested in my suggestions leading to change the working environment.
	3.23
	.909

	Bank management wishes to give me a better business environment that is likely to be efficient in the delivery.
	3.30
	.830

	Bank management is trying hard to make my work enjoyable as possible. 
	3.32
	1.017

	Supervisors and direct managers are proud that I am part of this bank.  
	3.53
	.911

	Organizational Support has positive effect on job satisfaction and organizational commitment
	3.87
	.892


Source: Field data, (2012).

All the constructs in table 5 above had their means above the medium point suggesting that all the attributes related to Organizational Support had a supportive inclination on the dependent variable namely job satisfaction and organization commitment. This is supported by a general question that is presented in the last row of the table 5 above where the mean score is 3.87. Findings indicate that the highest mean values are that which the bank management gives me opportunities for promotion. On the other hand the least score for the bank was in the attribute that Bank management is interested in my suggestions leading to change the working environment. The maximum standard deviation for all the attributes was 1.033, which is (<3) in all cases. This suggests that the respondents were genrally consistent in their responses. The study findings imply that the institution‘s practices do fit into the Herzberg Theory of Motivation. Herzberg (1959) argues that satisfaction in work can be caused by a number of intrinsic factors. Organizational support is one of the key fundamental factors which can influence employee satisfaction and commitment to the organization. The bank should show respect and caring, support its employees on the important issues such as tangible benefits, medical benefits, wages, staff loans and support in other social responsibility matters so as to retain them.   

Selection and Appointment affect Job Satisfaction and Organizational Commitment

In this 5th objective of the study five attributes were used to gather   respondents views on the extent to which selection and appointment affect job satisfaction and organizational commitment. The findings are summarized in Table 6 below
Table 6 Mean Scores on Selection and Appointment attributes.  (N=60)

	Attributes 
	Mean
	Std. Deviation

	The bank management is keen to place me in a job position that is appropriate with my specialization. 
	3.63
	1.089

	The bank management is keen to attract employees who possess the ability to deal with customers.
	3.62
	1.010

	The bank is keen to follow specific procedures and objectives of selection and appointment of staff.
	3.67
	.877

	The bank management is keen to hire workers who have the skills and capabilities necessary for the provision of financial services quality.
	3.68
	.948

	Selection and Appointment has positive effect on Job Satisfaction and Organizational Commitment.
	4.07
	.880


Source: Field data, (2012).

All the constructs in table 6 above had their means above the medium point suggesting that all the attributes related to selection and appointment had a supportive inclination on the dependent variable namely job satisfaction and organization commitment.  This is supported by a general question that is presented in the last row of the table 6 above where the mean score is 4.07. Findings indicate that the highest mean values are that which the bank management is keen to hire workers who have the skills and capabilities necessary for the provision of financial services quality. On the other hand the least score for the bank was in the attribute that the bank management is keen to attract employees who possess the ability to deal with customers. The maximum standard deviation for all the attributes was 1.089, which is (<3) in all cases. This suggests that the respondents were generally consistent in their responses. 
The study findings imply that if staff are selected and appointed accordingly, it will affect job satisfaction and organizational commitment. The key point here is that when selection and appointment is done on the bases of merits it enhances commitment. According to Sims et al (1989) a well designed employee development ensures the professional growth of an originations’ workforce and the implementation of such programmer can be viewed as an investment in human resource. Employee morale is also likely to improve as workers see themselves as valuable members of the organizations through their envisioned capacity to deliver. During selection and appointment process, organizations including banks should involve careful planning, open communication, efforts and time, to follow the guiding values of fairness, transparency, access and representativeness must be respected in each selection decision.  This will ensure that appointment result in the selection of qualified persons who are able to do the job. Therefore, the organization needs to maintain its internal marketing factors for effective employee retention to strive. 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

Summary and conclusion

The present study made an attempt to analyze the role of selected internal marketing factors on job satisfaction and organizational commitment in the financial institutions, taking TPB as a case study. Factors pertaining to dissemination of information, selection and appointment (staffing), training and development, organizational support and incentives and motivation were a focus of this study as they have an influence on employee satisfaction and organizational commitment.  

The study supported the previous results Che Ha et al (2007); Ahmed and Rafik (2004) that internal marketing factors positively influence job satisfaction of employee to a larger extent. In fact, the financial services industry is an important and vibrant sector and financial institutions are considered as an important segment of the financial services provider where customers can receive a wide range of financial services.  Various empirical work and theories of motivation including the theory of needs (Achievement theory),  Equity theory,  job characteristics theory, Maslow’s theory of motivation and Herzberg’s Two-Factor theory were used to develop the five research questions used in this study.  

The findings of this study strongly support the research questions as the findings revealed that the five selected internal marketing factors have positive significant effect on job satisfaction and organizational commitment.  In addition, the influence of such factors on job satisfaction and organizational commitment varied according to the personal variables which are personal characteristic thus the respondents had different attitudes towards the five selected internal marketing factors as shown in the findings.  Moreover, the findings indicated that some of the conditions of the selected internal marketing practices on job satisfaction and organizational commitment were inappropriately conducted in the bank. Furthermore, it is noted that there is a huge gap between employees and the management in terms of freedom of expression, empowerment, salary scale and the like. In this respect, TPB management does not take into account the Morrisey’s ideas on the need for dialogue between employees and the management (Morrisey, 2000).  Generally, the findings from this study suggest that TPB management to re-examine their internal services strategy development, particularly in the context of increasing employee satisfaction and their retention. This is important fro improved areas in the various detailed internal marketing factors. 
Recommendations
(i) To be able to manage the internal marketing practices properly, it is essential to provide an inter-trustful organizational atmosphere, effective communication and proper interactions among the employees and the TPB management.  Active participation of the employees and branch managers in seminars and training courses related to internal marketing, convene the meetings and providing a suitable situation for the top managers and the staff to discuss the work methods and facilitation and justification of the problems and intra-organizational decision makings can improve internal marketing practices. The organization should continue providing needed support and motivation to the employees that leads will stimulate their commitment and innovative ability towards serving customers. 
(ii) Recommendations for Improvement of Organizational Commitment
Management should notice the needs and motivations of the staff and pay rewards based on performance. In addition, managers and supervisors must express their personal attention to staff and help them to feel that they are important. Employees must experience positive reactions, get proper feedback, cooperate in goal setting and have the opportunity to measure themselves to improve their performance evaluation.   Therefore, it is recommended that employees get aware of outcomes and consequences of performance evaluation, individually and organizational through establishing an efficient communication and feedback system.  In fact, structural feedback system of evaluation performance of employees will affect on internal motivation and organizational commitment of employees. Furthermore, when the organization managers would be able to obtain the mutual respect and trust of their staff, satisfaction and commitment will be strengthened.  Therefore, it is suggested that the empowerment of managers in their special area of responsibility to achieve commitment would be focused through formulating plans to improve the leadership quality management training.  
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