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1.037 3.56 13
1.101 3.11 .14
937 3.72 .15
1.065 3.74 .16
1.025 3.66 17
3.495
998 3.52 .18
1.156 2.80 .19
956 3.51 .20
1.173 2.83 21
1.057 3.54 22 3
1.033 3.93 .23
1.002 3.54 ) .24
939 3.61 .25
1.243 3.08 .26
1.192 2.55 .27
3.291
1.299 1.093 .28
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1.102 3.31 31
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Multiple Regression Analysis %5
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ANOVA - :(4)
ANOVAP
Sum of
Model Squares df Mean Square E Sig.
1 Regression 44.307 4 11.077 47.929 .00
Residual 44 373 192 231
Total 88.680 196
a. Predictors: (Constant), mot, rec, com, dev
b. Dependent Variable: jobsat
2
p R (5)
%48.9
Model Summary :(5)
Model Summary
Change Statistics
Adjusted | R Square Sig. F
Model R R Square | R Square | Change [F Change df 1 df2 Change |
1 7078 .500 489 500 47 929 4 192 .000
a. Predictors: (Constant), mot, rec, com, dev
:(6)
Coefficients”
Unstandardized Standardized
Model Coefficients Coefficients
B Beta
1 (Constant) 174
rec .036 .035
dev .156 142
com 293 228
mot . 401 426
a. Dependent Variable: jobsat
sat : mot com : dev : rec :
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Simple
Regression Analysis
(Ha2) (t-value=15.208, p=.000) (7)
:(7)
Coefficients(a)
Unstandardized | Standardized .
Model Coefficients Coefficients ¢ Sig
Std.
B Error Beta
1 (Constant) 1.745 247 7.051 .000
Rec. 357 .068 .349 15.208 .000
a Dependent Variable: jobsat
:(Hy3)
(Ha2) (t-value= 19.326, p= 0.000) (8)
.(12.706) (T)
:(8)
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .882 232 3.804 .000
dev .609 .065 555 19.326 .000
a. Dependent Variable: jobsat
:(Hod)

(t-value=17.936, p=.000)

©)
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.(12.706) (T)
:(9)
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 {Constant) 557 250 2.228 027
com 746 075 .580 17.936 .000
a. Dependent Variable: jobsat
(12.706) (T) :(HoS)
(10)
(t-value=21.866, p=.000)
:(10)
Coefficient®
Unstandardized Standardized
Coefficients Coefficients
Model _ B Std. Error Beta t Sig.
1 (Constant) 1.191 158 7.551 .000
mot .609 051 648 21.866 .000
a. Dependent Variable: jobsat
(F=1.445, s1g=0.188) :(Ho6)

Univariant Analysis of

(11)
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Univariant Analysis of Variance- :(11)
Tests of Between-Subjects Effects
Dependent Variable: jobsat
Type lll Sum
Source of Squares df Mean Square F Sig.
Corrected Model 78.5762 a7 .810 7.938 .000
Intercept 1442106 1 1442106 14130.638 .000
IND 76.835 88 .873 8.555 .000
gender .004 1 .004 .037 .848
IND * gender 1.180 8 47 1.445 .188
Error 10.103 99 102
Total 1876.531 197
Comected Total 88.680 196
a. R Squa_red = 886 (Adjusted R Sguared = 774)
(F=19.770, sig=0.000) :(Ho7)
Univariant Analysis of
(12) .Variance
Univariant Analysis of Variance - :(12)
Tests of Between-Subjects Effects
Dependent Variable: jobsat
Type lll Sum
Source of Squares df Mean Square F Sig.
Corrected Model 86.4474 107 .808 32202 .000
Intercept 899.746 1 899.746 35862.381 .000
IND 78.499 88 .892 35555 .000
age 2191 5 438 17.470 .000
IND * age 6944 14 496 19.770 .000
Error LABE 89 .025
Total 1876.531 197
Corrected Total 88.680 196
d. R Squared = 975 ’Ad'usted R Sﬁuared = 045)
(F=45.082, sig=0.000) ‘(Ho8)
Univariant Analysis of
(13) .Variance
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(F=47.929,

Univariant Analysis of Variance - :(13)
Tests of Between-Subjects Effects
Dependent Variable: jobsa
Type 11l Sum
Source of Squares df Mean Square F Sig.
Corrected Model 87.8067 109 .806 80.191 .000
Intercept 1314 977 1 1314 877 130902,9 .000
IND 77.514 88 .881 87.686 .000
exp 2.215 3 738 73.515 .000
IND * exp 8.152 18 453 45.082 .000
Error .874 87 .010
Total 1876.531 197
Corrected Total 88.680 196
a. R Squared =.990 (Adjusted R Squared = .978)
(F=3.592, sig=0.000) '(Hy9)
Univariant Analysis of
(14)
Univariant Analysis of Variance - :(14)
Tests of Between-Subjects Effects
Dependent Variable: jobsat
Type Il Sum
S0urce of Sguares olf Mean Sguare F Siry
Caorrected Madel g1.373" 103 7an 10.065 000
Intercept 789.513 1 799.513 10175.786 000
IND 78323 88 .Ban 11.328 0oo
edy 908 3 .a03 3891 012
IND ™ edu 3.387 12 282 3.892 0on
Errar 7307 a3 073
Tatal 1876.531 197
Corrected Total 89,680 196
d. R Sguared = 818 (Adjusted R Squared = B2E)
sig=0.000)
%
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(Rafiq & Ahmad, 2000)
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The Effect of Internal Marketing Implementation on Job Satisfaction of Sales People in Jordan
Telecom Group

Amal Ibrahim "Al-Haj Abed" and Hani Dmour

ABSTRACT

This study aims to identify the impact of the implementation of internal marketing in the job satisfaction of
sales personnel in the Jordan Telecom Group. It also aims to identify and measure the impact of the
components of internal marketing: the recruitment, development, and internal communications, incentives,
and to know the impact of a number of demographic factors (gender, age, experience and education) in the
relationship between internal marketing and job satisfaction. To achieve these goals, a questionnaire was
designed and developed to identify the primary data collection with regard to the variables mentioned above.
Due to the small population of the study (230 sales staff), questionnaire was distributed to all members of the
population study. A total of 211 questionnaire were returned, among to 91.74%. 14 were excluded for the
lack of conformity with the requirements of the response. 197 questionnaires have been approved (85.65%)
out of the total distributed.

The study concluded the existence of an impact of internal marketing on job satisfaction variables, in
particular incentives. It was also found that demographic factors such as age, years of experience, and level of
education had an impact on the relationship between independent variables and job satisfaction, while the
variable of sex did not have any impact on this relationship. Also, it was found that incentives were the most
influential factor in job satisfaction.

The study recommended to give more attention to the moral and material incentives, and it presented
some recommendations on the need of applying internal marketing from a marketing perspective.
This should be a joint effort by the human resources and the marketing department. And greater care
should be given to the internal communication policies of the Group and to activate contact between
sales employees and the marketing department. It was recommended studying the real causes of job
insecurity among sales employees.

Finally, the study emphasized the interest in demographic factors such as age, years of experience, and level
of education, which have an impact on the sales staft and their satisfaction with the work
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