
Abstract
Traditionally, marketing and management have tended to focus on external customers and 
markets, with an emphasis on attracting and retaining customers (Druker, 1963; Gremler, Bitner 
1994 ). Less emphasis is rather being experienced by most organizations in terms of internal 
marketing. In an era where competition continues to increase and emphasis is placed on 
individual companies to excel within their industry, calls for the implementation of internal 
marketing creating an advantage that may not be easily imitated by competitors. This study was to 
investigate the effect of internal marketing on employees' performance in the banking industry. A 
mixture of 300 staff from three selected banks of 100 each (Fidelity, Eco and Wema ) determined 
by Yamane at 10% error margin were sampled via a well structured questionnaire to determine 
how internal marketing strategies have affected their performance commitment. Multiple 
regression analysis was adopted along with t-test for the research hypothesis stated for the study. 
Result indicated that there is a strong positive relationship between internal marketing and 
organization commitment as depicted in the correlation coefficient and coefficient of 
determination value. This was supported by related literature reviewed in the course of this study. 
The implementation of internal marketing programmes based on its positive effect served as a 
better option in form of recommendation.  Employees should be treated as customers; listen to 
their opinion, motivate them as much as possible to encourage greater commitment. Employees 
should upgrade their status by attending training programmes even at their own costs to align with 
current trend, face expected deliverables and retain their jobs.  

Keywords:  Internal marketing , organizational commitment, banking industry, 
external marketing , employee.

Background to the study
Companies value their resources and keep them safe for what they worth. These resources are in 
form of financial, material information and human resources.  The greatest of these resources is 
the human resources as it is seen as the greatest asset of the organization. Other resources are 
controlled by human resource otherwise known as the employees. According to Drake (2005:5)” 
Companies that consider their employees to be their greatest assets are the ones that ultimately 
prevail”. The employees are the internal customers of every organization and should be given 
adequate motivation and attention for they are the drivers for the external customers. Olaniyan 
and Lukas (2008) opine also that human resources are the most valuable assets of any 
organization, with the machines, materials and even the money; nothing gets done without man-
power.
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Internal marketing has evolved in a bid to reshape and stimulate corporate effectiveness and raise 
service quality levels in organizations. It implies the need for management to view the organization 
as a market where there exists an internal supply chain consisting of internal suppliers and 
customers (Filpo, 1986;,Foreman & Money, 1995). The performance of service personnel 
significantly affects customer satisfaction (Dunlap, Dotson, & Chambers, 1988; Parasuraman, 
Zeithaml, & Berry, 1988). When customers are satisfied, after repeat purchase is experienced 
which leads to enhanced organizational performance emanating from employees' commitment.

Despite all sermons on internal marketing, some organizations still focus on external marketing, 
neglecting internal marketing practices. “Marketing practices are a set of all marketing activities of 
products, price, promotion, place, person, processes and physical evidence (7Ps) that marketers 
use to effectively and efficiently promote their ideas, products or services while enhancing social 
life of the people” (Kabuoh, 2013:33). The person in this perspective is the employee who 
controls the rest Ps; therefore, the importance of an employee in any organisation cannot be 
overemphasized.   Kotler (2000) points out that internal marketing is indeed more important 
than external marketing, emphasizing the need that internal marketing must precede external 
marketing.  To over promise and under deliver discourages external customers, this arises often 
when the internal customer (employee) is not ready to provide such promised service.  Charity 
they say begins at home. Employees must be recognized internally to avoid customers' after 
purchase dissonance feeling.

Services have increasingly assumed a more important role in the economic growth and 
development of countries worldwide. According to Kameswari & Rajyalakshmi (2012:47) “the 
regulation of services in many nations during the 1980's especially in the areas of banking, 
insurance, telecommunication, transport and healthcare has led to a stiff and intensified 
competition among various businesses”. The environmental changes, technological 
advancement, shareholders maximization of wealth and intense competition and more 
importantly, the recent surge in the banking industry have all put organisations to task of hiring 
and motivating the right personnel to deliver the right services hence, the need for this study.
The main objective of this study was to evaluate the effects of internal marketing on organizational 
commitment of employees.  Alone hypothesis was stated and tested; 
Ho: Internal marketing has no significant effect on organizational commitment of employees. 
H1: internal marketing has significant effect on organizational commitment of employees

Conceptual Framework of Internal Marketing (IM)

Brief history of Internal Marketing
Internal marketing is orienting a motivating customer contact employees and supporting service 
people to work as a team to provide customer satisfaction (Kotler and Armstron 2010). Internal 
marketing is one of the marketing issues which were studied by Berry as a method of resolving 
problems and difficulties for organisations' employees and offering high quality services about 3 

International Journal of Advanced Studies In Business Strategies and Management (IJASBSM)  
Volume 2, No.1 January, 2014
Website: Http://www.internationalpolicybrief.org.  ISSN (Electronic):1741-8771 ISSN (Print): 1741-8763

208



decades ago. Internal marketing (IM) counts employees as internal customers and work as a 
product, a product that should satisfy the needs and requirements of customers to achieve 
organizations goal (Gholam, Saeed, Neda, and Iman (2012) cited preston and Steel, 2002:295, 
Berry, 1991:25). Internal marketing should be incorporated with human resource management 
theories, technologies and principles Joseph (1996).

Elements of Internal marketing
Rafig and Ahmed identified the main elements of internal marketing as;

a. Employee motivation
b. Customer orientation and satisfaction
c. Inter-functional co-ordination and integration
d. Marketing-like approach and Implementation of specific corporate or functional 

strategies.

Based on the above elements, IM could be defined as “a planned effort using marketing- like 
approach to overcome organizational resistance to change and to align, motivate and inter-
functionally co-ordinate and integrate employees towards the effective implementation of 
corporate and functional strategies in order to deliver customer satisfaction through a process of 
creating motivated and customer-oriented employees”.  The basic activities of IM are internal 
information, training of personnel, creating community spirit and motivation.

Drivers of Internal Marketing
There are many signals that Internal marketing can be just as potently used as external marketing 
(EM). There are some clear forces of change driving this momentum. Each of these drivers is 
increasing the need for internal marketing.
1. Many enterprises are continually in some form of transformation-mergers, alliances, 

downsizing and rightsizing generating the need for constant communication.
2. Some enterprises may rename themselves and as a result, the re-branding requires to be 

communicated to all stakeholders including employees.
3. More companies are empowering staff to take on increased focus in the customer 

relationship. This needs full involvement, immersion and training in brand values.
4. There is more contract and less full-time employment. Project staff also needs to 

understand the brand vision as they are working. This force of change is accentuated with 
the trend to outsourcing.

5. There is less reciprocal loyalty between employees; the employee's time becomes 
transactional. The internal brand can be a way to bind the two parties together with shared 
goals and value.

Limitations of Internal marketing
Four limitations of Internal marketing were discovered by Varey and Lewis (1999) via literature 
review and determined that this approach appears to be a metaphor, philosophy, set of techniques, 
and an approach that interferes  with human resource management practices. 
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Mudie (2003) listed seven areas where research was limited in this area and may create difficulties 
in the determination of whether positive outcomes truly exist through    the implementation of 
internal marketing. The list include; the authenticity of internal customers, differences between 
the internal and external identities, the differences in experiences between the customer and 
employee, the dissonance that exists, the power differential between customers and employees, 
trust and the fickleness of customers that always exists.

Organisational commitment
Organisational commitment is the passion shown by employee in the organization. It involves the 
individual's involvement and identification of strength in an organization. The concept of internal 
marketing and concept of organizational commitment have a relationship. Meyer and Allen 
(1997) refer organizational commitment as affective commitment. Most individual, for 
remaining in the organization and retiring as a pensioner show loyalty and commitment to the 
organization. For fear of not losing one's job, an individual may want to put in his best as to stay in 
an organization waiting for one's pension's right to mature. Employee's commitment to the 
organization may be as a result of individual feelings and perception, this may not be generalised.

Theoretical Framework
Some theories were reviewed based on different perceptions on studytopic.

 Theory X and Y
Douglas Mc Gregor developed this theory in 1960 as a framework to understand the relationship 
between individuals and organizations (Bolman & Deal, 2003). Organisations adopt one of two 
attitudes toward their employees, he observed. Theory X; the employers assume that only thing 
that motivates employees is earning money and workers need to be directed for them to meet 
organizational goals (Bolman & Deal, 2003), employers believe that workers do not want to be 
productive and inherently lazy (McGrgor, 1967), people often respond adaptively to the 
assumption that are made about them (Schein (2004), (Ritzer, 2008) organization utilize a more 
authoritarian style of management.

Theory Y in the contrast; Organisations lead to more participatory management styles as 
observed by McGregor and this type of organization is particularly effective with workers such as 
doctors or other professionals who perform specialized tasks (Scein,2004), organizations  
recognise that employees in fact like and need work to achieve self actualization (McGregor, 
1960), (Bolman & Deal, 2003) noted that given the choice, employees prefer performing self- 
directed  tasks. In this manner, employees pursue self-actualisation at the same time that they are 
meeting organizational goals.
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McGregor's theory X&Y is particularly relevant to financial institutions (Schein,2004). The point 
of the theory is to begin to examine the underlying assumptions and to understand how those 
assumptions lead to managerial practices. This theory reinforced Abraham Maslow's work 
outlining five levels of human needs (Bolmann & Deal,2003).

Social Exchange Theory
Developed in the 70s by George Hmans who is of the believe that theory was needed to further 
explain relationships between individuals (Homans, Hamblin,& Kunkel, 1977). This theory is a 
platform to understand why individuals are motivated to continue or end relationships. This 
theory has been used by sociologists to investigate relationships and analyse how they mature over   
time.  Both employee and employer benefit in employment relationship, employee offers his or 
her expertise and the organization confers management status (Blau, 1964). What we are saying 
here is mutual relationship.

Methodology
The Nigerian banking sector was the population for this study. This sector plays a vital role in the 
growth of the nation's economy and employment. The sample frame here consists of staff 
members drawn from three banks of Fidelity, Eco and Wema, all operating in Lagos as the 
commercial centre of the Nation and for easy access as the researchers live in this city. Each of the 
three banks represents each category of the Central Bank of Nigerian (CBN) banks classification; 
Fidelity bank Plc. represents Licensed International banks, Eco bank Plc. represents Licensed 
National banks while Wema bank represents Licensed Regional banks. The population of each 
bank was given; Fidelity (2680), Eco (2800), Wema (2560) applying Yamane formula, 300 staff 
were gotten. Questionnaires were administered 100 from each bank adopting a stratified 
probability sampling technique as the employees were firstly divided into various management 
levels of top, middle and lower. Through randomnisation, respondents were chosen from each 
stratum. Two sets of questionnaires were designed, part A for bio data of staff with 6 questions, part 
B 21 questions to view staff perception of Internal marketing practices and organizational 
commitments with 6 point Likert Scale(see Appendix1)  280 questionnaires were completed and 
returned as the working number. Secondary data was reviewed from journals, texts and internet 
which aided the theoretical and conceptual frameworks of this study.
All data collected was analysed in a table with percentage method and further subjected to multiple 
regression analysis and t-test was used to test the hypothesis stated for the study. 
  n=N/(1+N(e)2)
Hence; N=total population

e=error rate(10)
1=constant

Fidelity=2950/(1+2680(0.1)2=96.4
Eco=2800/(1+2800(0.1)2=96.5
Wema=2560/(1+2560(0.1)2=96.2
Provisions for errors encountered; each sample size to be approximated to 100x 3 =300.
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Table 1. Other elements of Internal Marketing 
Response Strongly

Agree
Agree Fairly

Agree
Fairly
Disagree

Disagree Strongly
Disagree

Total

Question
Our bank offers employees a 
vision that they can believe in

13(4.6%) 106(37.9%) 70(25.0%) 33(11.9%) 28(10.1%) 29(10.5%) 280(100%)

The performance 
measurement and reward 
systems encourage employees 
to work together

 

20(7.1%) 181(64.6%) 47(16.8%)

 

17(6.1%)

 

10(3.6%)

 

5(8.1%) 280(100 %)

The management measures 
and rewards employee 
performance that contributes 
most to our bank’s vision

 

20(7.1%)

 

120(42.9%)

 

70(25.0 %)

 

4(1.4%)

 

33(11.7%)

 

33(11.7%) 280(100%)

The management uses the 
data gathered from employees 
to improve their jobs, and to 
develop the strategy of the 
bank

 

21(7.5%)

 

107(38.2%)

 

69(24.6%)

 

14(5.0%)

 

35(12.5%)

 

34(12.2%) 280(100 %)

In our bank, those employees 
who provide excellent service 
are rewarded for their efforts

 

35(12.5%) 200(71.4%) 16(5.7%) 12(4.3%) 9(3.2%) 8(2.9%) 280(100 %)

This bank has the flexibility to 
accommodate the differing 
needs of employees

 

20(7.1%)

 

190(67.9%)

 

28(10.0%)

 

27(9.7%)

 

10(3.6%)

 

5(1.8%) 280(100%)

Employees receive internal 
recognition for their efforts in 
making a difference

 
30(10.7%)

 

205(73.2%)

 

15(5.4%)

 

7(2.5%)

 

10(3.6%)

 

13(4.7%) 280(100%)

Employees are recognized by 
peers and co-workers for their 
efforts.

 
20(7.1%)

 

190(67.9%)

 

28(10.0%)

 

17(6.1%)

 

20(7.2%)

 

5(1.8%) 280(100%)

There is equity of salaries and 
fringe benefits

 
10(3.6%)

 

200(71.4%)

 

28(10.0%)
 

17(6.1%)
 

10(3.6%)
 

15(5.4%) 280(100%)

Management is receptive and 
attentive to criticisms and 
suggestions of employees

 
32(11.4%)

 
100(35.7%)

 

55(19.6%)
 

50(17.9%)
 

24(8.6%)
 

19(6.8%) 280(100%)

Management involves 
employees in decision making  21(7.5%)

 
101(36.1%)

 
55(19.6%)  60(21.4%)  10(3.6%)  33(10.8%) 280(100%)

Source: field survey  November, 2013.  

Interpretation; Table 1 reveals that 189 respondents (67.5%) indicated that bank offers 
employees a vision that they can believe in, while 248 respondents (88.5%) respondents opined 
that the performance measurement and reward systems encourage employees to work together.  
210 respondents (75.0%) claimed that the management measures and rewards employee 
performance that contributes most to the bank's vision while 197 respondents (70.3%) claimed 

International Journal of Advanced Studies In Business Strategies and Management (IJASBSM)  
Volume 2, No.1 January, 2014
Website: Http://www.internationalpolicybrief.org.  ISSN (Electronic):1741-8771 ISSN (Print): 1741-8763

Hypothesis,  
H0; Internal marketing has no significant effect on organizational commitment of employees
H1; Internal marketing has significant effect on organizational commitment of employees

212



Table 2; Organisational commitment;

Response Strongly
Agree

Agree Fairly
Agree

Fairly
Disagree

Disagree Strongly
Disagree

Total

Question
One of the few serious 
consequences of leaving 
this organization would be 
the scarcity of available 
alternatives

 

13(4.6%) 106(37.9%) 70(2.5%) 33(11.9%) 28(10.1%) 29(10.8%) 280(100%)

One of the major reasons I 
continue to work for this 
organization is that leaving 
would require considerable 
personal sacrifice-

 

another 
organization may not 
match the overall benefits I 
have here

 
20(7.1%)

 

180(64.3%)

 

48(17.1%)

 

7(2.5%)

 

10(3.6%)

 

15(5.4%) 280(100%)

I think that people these 
days move from company 
to company too often

 

21(7.5%)

 

107(38,2%)

 

69(24.6%)

 

14(5.0%)

 

35(12.5%)

 

34(12.2%) 280(100%)

I believe that  a person must 
always be loyal to his or her 
organization

 

35(12.5%)

 

200(71.4%)

 

16(5.7%)

 

7(2.5%)

 

14(5.0%)

 

8(2.9%) 280(100%)

Jumping from organization 
to organization does not 
seem at all ethical to me

 
20(7.1%)

 

190(67.9%)

 

28(10.0%)

 

17(6.1%)

 

10(3.6%)

 

15(5.4%) 280(100%)

One of the major reasons 
continue to work in this 
organization is important 
and therefore I feel a sense 
of moral obligation to 
remain

 

30(10.7%)

 
150(53.6%)

 

70(25.0%)

 
12(4.3%)

 
10(3.6%)

 
8(2.9%) 280(100%)

If I get another offer for 
better job elsewhere I 
would not feel It was right 
to leave my organization  

20(7.1%)
 

120(42.9%)
 

70(25.0%)  4(1.4%)
 

3(1.1%)
 

63(22.5%) 280(100%)

Source: field survey November, 2013.

that the organization uses the data gathered from employees to improve their jobs, and to develop 
the strategy of the bank.  251 respondents (89.6%) believed employees who provide excellent 
services are (70.3%) claimed that the organization uses the data gathered from employees to 
improve their jobs, and to develop the strategy of the bank.  251 respondents (89.6%) believed 
employees who provide excellent services are rewarded for their efforts, 250 respondents (89.3%) 
claimed employees receive formal recognition for their efforts in making a difference, and 238 
respondents (85.0%) indicated that employees are recognized by peers and co-workers for their 
efforts. 238 respondents (85.0%) claimed that there is equity of salaries and fringe benefits, 187 
respondents (66.8%) believed that management is receptive and attentive to criticism and 
suggestions of employees, 177 respondents (63.2%) signified that employees are involved in 
decision making while 238 respondents (85.0%) believed that the bank has the flexibility to 
accommodate the differing needs of employees.
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Interpretation; Table 2 reveals that 189 respondents (67.5%) indicated that one of the few 
serious consequences of leaving the  organization would be the scarcity of available alternatives, 
therefore as posited by 248 respondents (88.6%),one of the major reasons employees continue to 
work for the organization is that leaving would require considerable personal sacrifice since their 
organization may not match the overall benefits at the current organisation.  197 respondents 
(70.4%) were of the opinion that people these days move from one company to other company 
too often, just as 251 respondents (89.6%) believe a person must always be loyal to his or her 
organisation because jumping from organization to organization does not seem at all ethical, as 
claimed by 238 respondents (85.0%). 210 respondents (75.0%) opined that if they got another 
offer for a better job elsewhere they would not feel it was right to leave organization while 250 
respondents (89.3%) indicated that one of the major reasons they continue to work in the 
organization is that they believe loyalty is  important and therefore feel a sense of moral obligation 
to remain.

Consequently, regarding research question three that seeks to find out how other elements of 
internal marketing affect the organisational commitment of employees in the selected bank, 
responses from respondents in table 4.14 and 4.15 revealed that management consideration and 
implementation of other elements of internal marketing such as motivation, reward and 
recognition, management/co-worker support, and workloads could enhance employees 
commitment to the organization.

Primary factor in internal marketing is that employee feels that management should consider 
employees needs and take responsibility regarding them.  Successful internal marketing 
implementation causes the employee to have a positive view relative to their job and this attitude 
includes organisational commitment, job satisfaction and high motivation organization. 
Multiple Regression tables to test the hypothesis.

 
Table 3.1    Model Summary  
Model  R  R Square  Adjusted R Square  Std. Error of the Estimate  
1

 
.949a

 
.900

 
.899

 
.32641

 a.
 

Predicators: (Constant), Other Elements of Internal Marketing (motivation, reward and recognition, management/co
worker support, and workloads)

 
 Table 3.2

   

ANOVAa

 Model

 

Sum of Squares

 

Df

 

Mean Square

 

F

 

Sig

 
1     Regression

 
       

Residual

 
       

Total

 

264.468

 
29.300

 
293.768

 

4

 
275

 
279

 

66.117

 
.107

 

620.554

 

.000a

 
b.

 

Predicators: (Constant), Other Elements of Internal Marketing (motivation, reward and recognition, management/co
worker support, and workloads)

 
c. Dependent Variable: Organization Commitment of employees.
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Table 3.3                          Coefficientsb  
Model      Unstandardized 

Coefficient
 

               
B            Std.Error 

 

Unstandardized 
Coefficient Beta

 
                     

T Sig

1     (Constant)

 
       

Motivation

 
       

Reward and recognition

 
       

Management/Co-worker-

 
Support
Workloads     

            
.916              .104

 
            

.257              .050

 
            

.272              .059

 
 
            

.214              .049

 
.524   .034

 .340

 .290

 
 
                    

.312

 
.650

8.786
5.185
4.579

4.332
15.377
7

.000

.000

.000

.000

.000

a. Dependent Variable: Organization Commitment of employees.

(OEIM) and Organization Commitment of Employees (OCE)
Table 3.4      Evaluation Statistics of Multiple Regression

 
Analysis between Other Elements of Internal Marketing  

Variable Correlation
 

Coefficient 
(R) 

Correlation
 

Determina-
tion (R2) 

P-
value 

F-
Statistics

 

T
 

Constant
 

Parameter
Estimate of 
OEIM

Joint Significance  
Other Elements of Internal 
Marketing       

0.949a
        

0.900
 

0.000
 

620.554
         

0.916
  

Individual significance 

  X1 Motivation

  

0.000

  

5.185

        

0.257
X2 Reward and recognition

   

0.000

  

4.579

        

0.272
X3 Management/co-worker 
support

  

0.000

  

4.332

        

0.214

Workloads 0.000 15.37
7

0.524

a. Predicators: (Constant), Other Elements of Internal Marketing (motivation, reward and 
recognition, management/co-worker support, and workloads)

b. Dependent Variable: Organization Commitment of employees.
Source: The results are extracted from Regression tables 3.1, 3.2 & 3.3

 Number of respondents: 280
 Level of significance 0.05 (5%)
 Significant at P < 0.05

 Interpretation

Multiple Regression Analysis (Interpretation of Model Result):
To predict the influence and relationship of other elements of internal marketing (using proxies 
such as: motivation, reward and recognition, management/co-worker support, and workloads) 
on organizational commitment of employees, the researchers  conducted a multiple regression 
analysis as summarizes statistically in table 3.3
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2Results revealed that, coefficient of determination (R ) = 0.900 (90.0%) of organizational 
commitment of employees (OCE) is as a result of other elements of internal marketing (OEIM).  
The figure (90.0%) indicates that a higher explanatory power model exist between other elements 
of internal marketing and organizational commitment of employees.  That is, 90.0% variation in 
OCE is caused by OEIM.  This implies that, there are about 10.0% of other variables that affect 
organizational commitment of employees (OCE) in banking industry in Nigeria which are not 
included in the model.  Regression analysis in table 4,19 further reveals that, correlation 
coefficient (r) value of 0.949 denotes a strong positive correlation between other elements of 
internal marketing and organizational commitment of employees.

The regression equation for hypothesis three: (Y = â â X â X â X  i.e. â + â M + â RR + 0 + 1 1 + 1 1+ 1 1 + + 1 1 1 + 

â MCS + â W + µ3 + 4 

Also, from table 3.4, â intercept when s regression line crosses Y axis (Constant) is 0.916 when X = 0 

0 i.e. 0.916 implies that, statistically when there are no other elements of internal marketing in the 
banking industry about 916 employees will be committed.  Hence, the following equation result 
was obtained: Y = 0.916 + â 0.257 + â 0.272 + â 0.214 + â 0.524 + µ.1 2 3 4

Each of the coefficient (parameter estimate) i.e. + â (0.257), â (0.272),  â (0.214) and â (0.524) 1 2 3 4

is predicted, holding all other variables constant.  The results indicate a positive relationship 
between motivation, reward  and recognition, management/ co-worker support, and workloads 
and organizational commitment of employees in the Nigerian banking industry by about 0.257 
units (257 committed employees), 0.272 units (272 committed employees) 0.214 units (214 
committed employees) and 0.524 units (524 committed employees) respectively.

Testing joint significance and ANOVA F-Test
Table 3.4 reveals that, the regression coefficient is significant at 5% (0.05) confidence level (i.e: the 
possibility (p) – value = 0.000).  That is, p (0.000) < sig (0.05).  this indicates that, the overall 
statistical significance of the independent variable (other elements of internal marketing) can be 
reliably used to predict the dependent variable (organizational commitment of employees).

Testing for F-Test
Table 3.4 reveals that, Fobs = 620.554.  While, Fcrit(4.275) = 2.40 (5% level of significance) 
Sinnce Fcrit = 2.40 < F obs = 620.554, it means the variables are significantly different and effect 
can be predicted.  This implies that, jointly, other elements of internal marketing and 
organizational commitment of employees are statistically significantly linked.

Individual Significance and T-statistcal test
The possibilities values of each variable in table 4.19 revealed that, X1 = 0.000, X2 = 0.000, X3 = 
0.000 and X4 = 0.000 respectively.  Hence, the p-value is less than (<) sig-value of 0.05 in all the 
variables implying that the individual variables statistically affect organizational commitment of 
employees.
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T-statistical test
If Tcal < Ttab, accept H0 and reject H1
If Tcal > Ttab, accept H1 and reject H0

Further anlaysis of the individual independent variables on employees commitment reaveled that, 
since Ttab (df = n – 1(48-1 = 47) = 1.678 for all the individual independent variables, table 3.4 
reveals that for X1; Tcal = 5.185.  (Implies that for X1, Tcal > Ttab); for X2, Tcal = 4.579 (implies 
that for X2, Tcal > Ttab); for X3; Tcal = 4.332 (implies that for X3, Tcal > Ttab) and for X4, Tca = 
15.377 (implies that for X4, Tcal > Ttab).  It indicates that the variables are significantly related and 
an  effect can be predicated.  This implies that, the independent variables exert statistical effect on 
the dependent variable. Hence, statistically, motivation (X1), reward and recognition (X2), 
management/co-worker support (X3) and workloads (X4) can be used to reliably predict 
organizational commitment of employees in the Nigerian banking industry.

Therefore, based on the correlation coefficient (R), coefficient of determination (R2), joint 
significance, F-test, individual significance and T-test results, the null hypothesis which states that, 
other elements of internal marketing (such as motivation, reward and recognition, management/ 
co-worker support, workloads) have no significant effect on organizational commitment of 
employees is therefore rejected while the alternate accepted.

 Conclusion
a. There is a significant positive relationship between internal marketing and organizational 

commitment of employees. This stems from the concept that when employees are 
motivated, recognized as internal customers, they shall be willing to deliver their services 
effectively to the external customers which enhances patronage and increased 
performance.

b. The reason of employees' retention in any organization is favorable working environment. 
Employees find it difficult to jump from one company to another for fear of uncertainty 
unless working condition is unfavorable. However, banking sector is prone to pouching 
good employees from competitors placing good staff in advantageous position that may 
bias their mind of leaving their jobs if need be.

c. Most of the bank staff indicated that their organizations offer them vision that they can 
believe in and also has the flexibility to accommodate the differing needs of the employees 
as well as being fair in equitable distribution of salaries and fringe benefits.

Recommendations
Based on the study findings, better options could be on the following recommendations;
a. Internal marketing practices such as motivation, effective communication, and favorable 

working environment must be given adequate attention by the management. These 
variables if made available to the employees will no doubt encourage their moral which 
inversely leads to committed efforts and enhanced productivity.
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b. There should be flowing and cordial relationship between employers and employees in 
the banking industry. Employees are the internal customers and should be treated as such. 
Charity they say begins from the home. Employees' opinion and suggestions regarding the 
business must not be neglected by management.

c. Employees' commitment to the job should be upheld by attending training programmes 
even at an extra cost having appropriate approval from the management. Banks are 
challenged by fierce competition in the industry which has lead to the recent trend of 
merger, acquisition, liquidation, downsizing, rightsizing etc. Employees need to be 
relevant and update their status to flow with the current trend of job deliverables.   
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