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ABSTRACT  

This work investigated the effect of internal marketing on customer satisfaction of telecommunication 

companies in Anambra State. Internal marketing variables such as employee empowerment, internal 

communication, employee training and development, and employee promotion were employed as the 

independent variable while customer satisfaction was employed as the dependent variable. The study 

reviewed relevant conceptual, theoretical and empirical literatures. This research work is anchored on 

Kano Model. The study adopted descriptive survey research design. Primary data were sourced through 

structured questionnaire. The population of the study comprised the internal customers of the three 

telecommunication companies namely MTN, GLO and Airtel. Cochran formula was employed to arrive 

at sample size of 384. Frequency tables and percentage were employed to analyze the questionnaire items 

while the hypotheses were tested using multiple regression analysis at 0.05 level of significance. The 

study found that employee empowerment had significant positive effect on customer satisfaction of 

selected telecommunication companies. Internal communication had a significant positive effect on 

customer satisfaction of selected telecommunication companies. Employee training and development was 

found to have significant positive effect on customer satisfaction of selected telecommunication 

companies. Employee promotion had significant positive effect on customer satisfaction of selected 

telecommunication companies in Anambra State. The study concludes that internal marketing has 

significant positive effect on customer satisfaction in telecommunication sector in Anambra State. The 

study recommended that management of the Global System for Mobile Communication (GSM) 

companies should empower their employees to enhance their contribution towards customer satisfaction.     
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INTRODUCTION  

The dynamic and challenging nature of marketing environment has necessitated the adoption of strategies 

that will help to improve customer satisfaction especially within the telecom sector. One of such strategies 

is internal marketing. Huang (2003) noted that internal marketing is intended to employ, educate, and 

motivate the employees, and encourage them to recognize and acknowledge the concepts and importance 

of customer orientation, satisfaction, as well as support and assist the marketing department to provide 

excellent customer service.  Internal marketing advocates that competitive service industry can only 

achieve customer satisfaction and sustainability by hiring, training and rewarding service employees that 

are willing and able to deliver quality service in customer-oriented ways. Internal marketing is based on 

the notion that employees of an organisation should be handled as internal customers and should be 

presented as internal products that satisfy the needs and desires of external customers (Nebo & 

Okechukwu, 2017). The overall implication of internal marketing is that, when an employee is satisfied 

by his organization, he is most likely to deliver quality service to the external customers (Ogunnaike, 

Oyeniyi & Adeniji, 2012). This underscores the importance of internal marketing in enhancing quality of 

services been rendered by the employees.   
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Today, service organizations focus their attention towards the attraction and retention of their internal 

customers (Rafiq & Ahmed, 2000). Highly competitive business environment renovates the high quality 

employees as valuable asset of organizations and makes them differentiating factor and the organization’s 

competitive advantage. Service quality is a global judgment, or attitude, relating to the superiority of the 

service and it continues to increase in importance as service industries grow and outnumber 

manufacturing organizations. The buyer will create a perception of quality that must be understood by the 

organization. An individual will compare the perceptions of what occurred verse what was expected and 

this is mediated by the amount of involvement the consumer has in the process. The ability to increase 

performance involves customer satisfaction, and it was described as an outcome of internal marketing, 

(Ahmed & Rafiq, 2003). The researchers hypothesize that if internal marketing is effectively 

implemented, the employee becomes satisfied, and this positive behaviour is transferred to the consumer 

during interaction to improve the external customers service experience which results in external 

customer satisfaction.  

The Nigerian telecommunication sector is the largest segment of the Information and Communication 

sector. Nigeria has one of the largest telecom markets in Africa. The Nigerian Telecommunication sector 

has evolved over the years to an oligopolistic market structure (a small number of firms have the majority 

of market share). The sector includes a strong multinational presence. The leading players are MTN, a 

South African based multinational company with a market share of 37.21%, Airtel (an Indian based 

multinational telecommunication), Glo (a Nigerian multinational company) and 9mobile (formerly 

Etisalat). The sector over the years has contributed immensely to Nigeria’s economy and the lives of 

Nigerians. The advancement of mobile phone usage from basic phone telephony to new enhanced 

services and the introduction of new technology within diverse sectors of the country have seen the sector 

grow massively. The sector has experienced rapid growth and helps in e.g. easier banking services (bank 

mobile apps) and access to e-learning platforms to Nigerians. The Nigerian telecom sector has been 

confronted with the problem of effective service delivery which has resulted in customer dissatisfaction. 

This dissatisfaction might have arose from transaction errors, unsolicited text messages, security of 

information, hidden charges and network failures. This can be attributed to failures in internal marketing 

operation of the telecom providers in Nigeria which might result to customer dissatisfaction. Based on the 

foregoing, this study examined the effect of internal marketing on customer satisfaction in 

telecommunication sector.   

Statement of the Problem  

Advancement in technology and globalization has created intense competition among business firms and 

this competition is significant (Jerome, 2005), not only in manufacturing industries, but also in service 

industries like telecommunication sector. This has created a serious challenge for managers to handle due 

to involvement of human element in organization in delivering the optimal services. In a service 

organization, service quality is one of the important factors to retain and gain new customers. This cannot 

be possible without the effective marketing to the internal customers of the organization.   

Most often telecommunication companies are confronted with the problem of effective service delivery. 

Schltze (2003) noted that the telecommunication sector has been depicted as exhibiting little market 

orientation and fulfilling service with little regard to customer needs as well as including transaction 

errors, unsolicited text messages, security of information, hidden charges and network failures. Due to 

this, customer satisfaction levels are at all times low, dragging the company’s image, credibility and staff 

morale down (Schltze, 2003).  

A number of studies have been done on internal marketing and customer satisfaction. For instance, 

Khaled (2015) found that internal marketing (training and development, organizational support, 

incentives and motivation, and retention policy) had a positive effect on the National bank of Egypt 

employees' job satisfaction. Wambugu (2015) found that internal marketing has a positive impact on 

customer satisfaction in Equity Bank, Kengeleni Branch, Kenya. Aburoub, Hersh and Aladwan (2011) 

found that internal marketing has significant relationship with customer satisfaction in Jordan commercial 

banks. Sara and Leila (2015) found that internal marketing affects customer satisfaction through customer 

orientation significantly in Insurance Industry of Abadan City. Afrakuma (2009) found that internal 

Nwoko et al. …..Int. J. Innovative Development & Policy Studies 9 (2):87-96, 2021   

 



89 
 

marketing has significant impact on customer satisfaction in Ghana Telecommunications Company 

Limited, Kumasi. On the contrary, Abdoreza, Mahdi, Mohammad and Mohadesh (2015) found no 

significant relationship between internal marketing and customer satisfaction in private men’s swimming 

pool of Tehran.  

These mixed empirical findings show that the relationship between internal marketing and customer 

satisfaction is not yet resolved. Also, majority of the studies reviewed were done in environment outside 

Nigeria showing a knowledge gap within the Nigerian context. Most of the studies on internal marketing 

in Nigeria were examined in the banking sector (Gafar, Inda & Ifu, 2016; Iki, 2012; Olorunleke & 

Akinyele, 2015), hotels (Nebo & Okechukwu, 2017), university setting (Ogunnaike, Oyeniyi & Adeniji, 

2012) and insurance firms (Nnabugwu, Ebere & Nordum, 2018). However, no recent study had looked at 

the effect of internal marketing on customer satisfaction in the Nigerian telecommunication industry 

particularly in Anambra States. Hence, this study sought to fill this research gap.  

Research Questions 

The following research questions were formulated to guide this study. 

1. To what extent does employee empowerment affect customer satisfaction of selected 

telecommunication companies in Anambra State? 

2. How does internal communication affect customer satisfaction of selected telecommunication 

companies in Anambra State? 

3. To what extent does employee training and development affect customer satisfaction of selected 

telecommunication companies in Anambra State? 

4. How does employee promotion affect customer satisfaction of selected telecommunication companies 

in Anambra State?  

Hypotheses  

The following null hypotheses guided this study.  

1. Employee empowerment has no significant effect on customer satisfaction of selected 

telecommunication companies in Anambra State. 

2. Internal communication has no significant effect on customer satisfaction of selected 

telecommunication companies in Anambra State. 

3. Employee training and development has no significant effect on customer satisfaction of selected 

telecommunication companies in Anambra State.  

4. Employee promotion has no significant effect on customer satisfaction of selected telecommunication 

companies in Anambra State.  

 

LITERATURE REVIEW  

Internal Marketing 

Internal marketing has been perceived as a means of creating a sustainable competitive advantage in the 

marketplace through provision of high service quality (Cronin & Taylor, 2012). Although originating 

within the services marketing literature, internal marketing is now viewed as applicable in all industry 

contexts.  Internal marketing is defined as; “…a planned effort using a marketing-like approach directed 

at motivating employees for implementing and integrating organisational strategies towards customer 

satisfaction” (Ahmed & Rafiq, 2002). That is, internal marketing is seen as encompassing the efforts of 

the firm to encourage employees to respond to the market, which includes being able to adapt quickly to 

(often unpredictable) change within the external market. Internal marketing has also been defined as a 

marketing technique within an organization which creates and communicates corporate values (Hogg & 

Carter, 2000) and it should be considered as part of the broader market orientation concept which was 

originally developed for marketing to external customers, however, the same concept can also be used for 

marketing to internal customers (Naude & Carter, 2000).  

Internal marketing is critical and fundamental activity to create a customer-focused organizational culture 

with an aim to establish internal and external awareness of customers by removing barriers which are 

obstacles of organizational effectiveness (Christopher, Payne & Ballantyne, 1991). It is argued that 

internal marketing programs and managerial influence strategies must be aligned, if internal marketing is 
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to become an effective part of the practice of management (Tim & Davis, 2001). Similarly, internal 

marketing is also viewed as a critical issue faced by marketing professionals, HR managers, and 

executives in general, (Pitt, Bruwer, Nel & Berthon, 1999). Internal marketing includes attraction, 

development, motivation and continuation of employees’ quality through career as a product and meeting 

their needs. In other words, internal marketing is the philosophy of relationship and promise between 

clients and employees (internal clients) of organization (Cahill, 1995).  

Alajoutsijärvi, Mainela, Salminen and Ulkuniemi (2012) described internal marketing as a fruitful means 

of integrating various business functions as production, personnel and technological development, so that 

marketing really can become an integrative function in the service company. Internal marketing has also 

been defined as a marketing technique within an organization which creates and communicates corporate 

values (Hogg & Carter, 2000) and it should be considered as part of the broader market orientation 

concept which was originally developed for marketing to external customers, however, the same concept 

can also be used for marketing to internal customers (Naude, et al, 2002). Rafiq and Ahmed (2000) stated 

that internal marketing is "a planned effort using a 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". 

Customer Satisfaction  

Essentially, customer satisfaction is the sense that customers get when they experience service that fulfills 

or surpasses their expectation. Primarily in marketing, satisfaction is defined as the global evaluation of 

relationship fulfillment by a firm or the positively affected state resulting from the assessment of a firm’s 

working relationship (Farrelly & Quester, 2005). Satisfaction is also one of the most important elements 

to explain any type of relationship among participants and a consumer’s fulfillment response (Sanzo, 

Santos, Vazquez & Alvarez, 2003). Generally, customer satisfaction is known as an outcome of service 

quality, which means that it is related to the quality of the products or services provided to the customer in 

a positive manner. The level of customer satisfaction is also believed to be enhanced, along with an 

increased level of perceived quality of the product or service. In particular, customer satisfaction is 

considered to be an intrinsic variable that explains returning customers and their post-behaviors of 

purchasing products and services (Szymanski & Henard, 2001). 

Customer satisfaction in other words is the customers experience with the product and its usefulness with 

the passage of time and reliability of the product is the only way which makes customers peace of mind 

where the service and reliability is high which directly improves the customer satisfaction, however, 

customers satisfaction is the only way which results in a form of survival and progress and growth of the 

company (Kevin, 2000). Customers satisfaction is the customers overall feeling of contentment in a 

business interaction (Elaine 2005). Customer satisfaction is defined as a measure of how products and 

services supplied by an organization meet or surpass customer satisfaction. The customer satisfaction is 

defined as a judgment that a product or service feature, or the product or service itself, provide (or is 

providing) a pleasurable level of consumption related fulfillment, including levels of under or over 

fulfillment (Caruana, & Malta, 2002). Moreover, customer satisfaction is considered to be one of the most 

important competitive factors and will be the best indicator of a company’s profit ability. In addition, 

customer satisfaction will drive company to improve their reputation and image, to reduce customer 

turnover, and to increase attention to customer needs. Such actions will help company create barriers to 

switching, and improve business relationships with their customers (Mandan, Bahram, & Maasomeh, 

2013).      

 

Theoretical Framework  

This research work is anchored on Kano Model. The Kano model is a theory developed in the 80’s by 

Professor Noriaki Kano and his colleagues of Tokyo Rika University. Kano Model describes the 

connection between customer satisfaction and the realization of customer requirements. The Kano model 

of customer satisfaction classifies attributes based on how they are perceived by customers and their 

effect on customer satisfaction. The model is based on three types of attributes viz. basic or expected 
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attributes, performance or spoken attributes, and surprise and delight attributes. The performance or 

spoken attributes are the expressed expectations of the customer. The basic or expected attributes are as 

the meaning implies the basic attributes without any major significance of worth mentioning. The third 

one, the surprise and delight attributes are those, which are beyond the customers’ expectations. 

Kano model measures satisfaction against customer perceptions of attribute performance (Edvardsson & 

Gustafsson, 2000); grades the customer requirements and determines the levels of satisfaction (Bilsen & 

Sevtap, 2008).  The underlying assumption behind Kano’s method is that the customer satisfaction is not 

always proportional to how fully functional the product or service is or in other words, higher quality 

does not necessarily lead to higher satisfaction for all product attributes or services requirements. In his 

model, Kano (Kano, 1984) distinguishes between three types of attributes, which influence customer 

satisfaction. They are:  

Must Be Attributes (Basics): These are the basic features that customers expect a product or service to 

have. If these attributes are not fulfilled, the customer will be extremely dissatisfied. On the other hand, as 

the customer takes these attributes for granted, their fulfillment will not increase his satisfaction. 

Performance Attributes (Satisfiers): These elements are not absolutely necessary, but they increase a 

customer's enjoyment of the product or service. These are usually explicitly demanded by the customer – 

the higher the level of fulfillment, the higher the customer’s satisfaction and vice versa.  

Excitement Attributes (Delighters): These are the surprise elements that can really boost your product's 

competitive edge. They are the features that customers don't even know they want, but are delighted with 

when they find them. These are the product/service criteria which have the greatest influence on how 

satisfied a customer will be with a given product” (Bilsen & Sevtap, 2008). The additional attributes, 

which Kano mentions, are: Indifferent attributes, Questionable attributes, and Reverse attributes. 

This theory is relevant to the study of the effect of internal marketing on internal customer satisfaction in 

that internal marketing appears a proficient method of changing the attitudes and behaviours of employees 

so as to recognize the importance of meeting external consumer expectations and satisfying internal 

customer needs. Internal marketing have necessary potential for customer satisfaction and building trust 

and relationships with customers respectively. Internal marketing is critically creating a customer-focused 

organizational culture with an aim to establish internal and external awareness of customers by removing 

barriers which are obstacles of organizational effectiveness  

 

Empirical Review 

Ogunnaike, Oyeniyi and Adeniji (2012) carried out a study on internal marketing practices and job 

satisfaction using empirical evidence from a Nigerian university setting. Questionnaire was employed as 

the instrument of data collection. Descriptive statistics and correlation analysis were employed in 

analyzing the data. Results indicated internal marketing as having resultant effects on three major areas or 

components; understanding of organizational vision and values, quality delivery of external marketing as 

well as quality delivery of interactive marketing. It was also established that there was strong and positive 

relationship between internal marketing and job satisfaction.  

Afrakuma (2009) investigated the impact of internal marketing on customer satisfaction in Ghana 

Telecommunications Company Limited, Kumasi. The objectives of the study was to examine the impact 

of the actual jobs, salaries, working conditions, training opportunities and channel of communication on 

customer satisfaction. Questionnaire was employed as the instrument of data collection. Descriptive 

statistics was employed in analyzing the data. The finding revealed that internal factors such as the actual 

jobs, salaries, working conditions, training opportunities and channel of communication were vital in the 

internal marketing discourse of the company and the satisfaction level of the employees as this was 

reflected in the level of customer satisfaction.  

Fatemeh and Masoud (2014) analyzed the effect of internal marketing on customer's satisfaction in 

insurance companies. 250 of insurance company’s employees were sampled for the study. Kolmogorov- 

Smirnov and Wilcoxon test methods such as single-sample were used. Motivation, job satisfaction, 

empowerment, coordination, customer orientation, service quality and marketing approach were 

employed as the independent variable and customer satisfaction was employed as the dependent variable. 
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The study found that internal marketing has significant effect on customer satisfaction in insurance 

companies. Motivation was the most influential variable affecting customer satisfaction.    

Qureshi (2017) investigated the impact of internal marketing on employee and consumer satisfaction in 

banking organizations in Kashmir. Internal marketing was employed as the independent variable while 

employee job satisfaction and customer satisfaction level were employed as the dependent variable. The 

data generated were analyzed using one sample statistics and Pearson Correlation. The analysis of 

correlation coefficient indicates a positive relationship between internal marketing, employee satisfaction 

& consumer satisfaction.      

Isimoya and Bamidele (2013) investigated employees’ empowerment and customers’ satisfaction in 

insurance industry in Nigeria. In this study, adequate resources and information; coaching and training; 

and aliment and climate of trust were employed as the independent variable while customer satisfaction 

was employed as the dependent variable. Descriptive statistics and Spearman’s rho Correlation were 

employed in analyzing the data. The result showed a positive low correlation between provision of 

adequate information, resources and customers satisfaction. The result further showed a highly positive 

correlation between provision of developmental skills and customers satisfaction. 

Khaled (2015) examined the role of internal marketing in job satisfaction of employees in the National 

Bank of Egypt. The independent variables are internal marketing factors which are represented by 

training and development, organizational support, incentives and motivation, and retention policy. The 

dependent variable is represented by job satisfaction. A structured questionnaire has been developed and 

was distributed to a sample of 300 bankers representing all the employees in the National bank of Egypt. 

This study used the multiple regression analysis to show the impact of internal marketing on job 

satisfaction. The research findings showed that internal marketing (training and development, 

organizational support, incentives and motivation, and retention policy) had a positive effect on the 

National bank of Egypt employees' job satisfaction.  

 

METHODOLOGY 

The study adopted descriptive survey research design. This study was carried out in Anambra State. The 

population of the study constituted the internal customers of the three selected telecommunication 

companies (MTN, GLO and Airtel). The Cochran’s formula was employed to determine sample size of 

384. Thereafter, simple random sampling technique was employed in selecting the respondents for the 

study. The study made use of questionnaire to generate primary data. Regression technique was employed 

in analyzing the data with the aid of statistical package for social sciences (SPSS) version 21.  The 

regression model is represented as:  

CS = ƒ(EM, ETD, IC, EP) - - - - - - - 1 

This model can be restated in econometric form as: 

CS = α + β1EM + β2ETD + β3IC + β4EP + ẹ  - - - - 2 

Where:  

CS =  Customer Satisfaction    

EM = Employee Empowerment   

ETD = Employee Training and Development  

IC =  Internal Communication 

EP =  Employee Promotion  

α =  Constant Term  

β=  Beta coefficients  

ẹ =  Error Term   

Various tests were used to evaluate the ordinary least square result which includes T-statistics, R-squared, 

F-statistics, Durbin Watson statistics.  
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DATA PRESENTATION AND ANALYSIS 

A total of three hundred and eighty four (384) copies of questionnaires were distributed to the 

respondents, out of which three hundred and fifty three (353) copies were properly filled and found 

relevant to the study. This shows a response rate of 91.9 percent. Therefore, the analysis in this section 

was based on the three hundred and fifty three relevant copies. Ordinary Least square regression 

technique was employed to test the effect of independent or explanatory variables on the dependent 

variables. The result of the multiple regression analysis is presented in the tables below. 
Table 1 Summary of the Regression Result  

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics Durbin-

Watson R 

Square 

Change 

F 

Change 

df1 df2 Sig. F 

Change 

1 .294a .686 .572 3.185 .086 6.151 5 326 .000 1.875 

a. Predictors: (Constant), Employee Empowerment, Internal Communication, Employee Training and 

Development, Employee Promotion 

b. Dependent Variable: Customer Satisfaction 

Source: SPSS 21.0 

Table 1 shows that R2 which measures the strength of the effect of independent variable on the dependent 

variable have the value of 0.686. This implies that 69% of the variation in customer satisfaction is 

explained by variations in internal marketing variables (employee empowerment, internal communication, 

employee training and development, and employee promotion). This was supported by adjusted R2 of 

0.572. In order to check for autocorrelation in the model, Durbin-Watson statistics was employed. 

Durbin-Watson statistics of 1.875 in table 1 shows that the variables in the model are not autocorrelated 

and that the model is reliable for predications. 
Table 2 Analysis of Variance 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 

Regression 312.052 5 62.410 6.151 .000b 

Residual 3307.502 326 10.146   

Total 3619.554 331    

a. Dependent Variable: Customer Satisfaction 

b. Predictors: (Constant), Employee Empowerment, Internal Communication, Employee 

Training and Development, Employee Promotion 

Source: SPSS 21.0 

The F-statistics value of 6.151 in table 2 with f-statistics probability of 0.000 shows that the independent 

variables has significant effect on dependent. This shows that employee empowerment, internal 

communication, employee training and development, and employee promotion can collectively explain 

the variations in customer satisfaction in the sampled GSM companies in Anambra State. 

Table 3 T-Statistics and Probability Value from the Regression Result  

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

 

(Constant) 18.916 1.918  9.863 .000 

Employee Empowerment  .123 .043 .158 2.870 .004 

Internal Communication  .085 .044 .202 2.923 .005 

Employee Training and 

Development 

.076 .049 .185 2.562 .009 

Employee Promotion  .028 .044 .204 3.632 .000 

a. Dependent Variable: Customer Satisfaction 

Source: SPSS 21.0 
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In testing this hypothesis, the t-statistics and probability value in table 3 is used. Employee empowerment 

has a t-statistics of 2.870 and a probability value of 0.004 which is statistically significant. Therefore, we 

reject the null hypothesis and accept the alternative hypotheses which state that employee empowerment 

has significant effect on customer satisfaction of selected telecommunication companies in Anambra 

State. Also, internal communication has a t-statistics of 2.923 and a probability value of 0.005 which is 

statistically significant. Therefore, we reject the null hypothesis and accept the alternative hypotheses 

which state that internal communication has a significant effect on customer satisfaction of selected 

telecommunication companies in Anambra State. 

Employee training and development has a t-statistics of 2.562 and a probability value of 0.09 which is 

statistically significant. Therefore, we reject the null hypothesis and accept the alternative hypotheses and 

conclude that employee training and development has significant effect on customer satisfaction of 

selected telecommunication companies in Anambra State. Furthermore, employee promotion has a t-

statistics of 3.632 and a probability value of 0.000 which is statistically significant. Therefore, we reject 

the null hypothesis and accept the alternative hypotheses which state that employee promotion has 

significant effect on customer satisfaction of selected telecommunication companies in Anambra State. 

 

DISCUSSION OF FINDINGS  

This study investigated the effect of internal marketing on customer satisfaction in telecommunication 

sector in Anambra State. Data were generated from internal customers of the sampled GSM companies 

and were subjected to empirical analysis. The study found that employee empowerment has significant 

effect on customer satisfaction of selected telecommunication companies in Anambra State (coef = 0.123, 

t = 2.870, p = 0.004). This agrees with the position of Ongori and Shunda (2008) stated that empowered 

employees provide exceptional customer service in competitive markets which enhances customer 

satisfaction. This agrees with the findings of Qureshi (2017) whose study indicated a positive relationship 

between internal marketing, employee satisfaction and consumer satisfaction 

The study also found that internal communication has a significant effect on customer satisfaction of 

selected telecommunication companies in Anambra State (coef = 0.0.85, t = 2.923, p = 0.005). This 

agrees with the findings of Afrakuma (2009) that channel of communication were vital in the internal 

marketing discourse of the company and the satisfaction level of the employees. 

The study further found that employee training and development has significant effect on customer 

satisfaction of selected telecommunication companies in Anambra State (coef = 0.076, t = 2.562, p = 

0.009). This agrees with the findings of Ogunnaike, Oyeniyi and Adeniji (2012) that that there was strong 

and positive relationship between internal marketing and job satisfaction. This also agrees with the 

findings of Isimoya and Bamidele (2013) which shows a highly positive correlation between provision of 

developmental skills and customers satisfaction, 

Finally, the study found that employee promotion has significant effect on customer satisfaction of 

selected telecommunication companies in Anambra State (coef = 0.028, t = 3.632, p = 0.000). This agrees 

with the findings of Fatemeh and Masoud (2014) that internal marketing has significant effect on 

customer satisfaction.  

 

CONCLUSION  

This study investigated the effect of internal marketing on customer satisfaction in telecommunication 

sector in Anambra State. Data were generated from internal customers of the sampled GSM companies 

and were subjected to empirical analysis. The study found that employee empowerment has significant 

effect on customer satisfaction of selected telecommunication companies. The study also found that 

internal communication has a significant effect on customer satisfaction of selected telecommunication 

companies. The study further found that employee training and development has significant effect on 

customer satisfaction of selected telecommunication companies. Finally, the study found that employee 

promotion has significant effect on customer satisfaction of selected telecommunication companies in 

Anambra State. Based on the foregoing, the study concludes that internal marketing has significant 

positive effect on customer satisfaction in telecommunication sector in Anambra State. 
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The study recommends that management of the GSM companies should empower their employees to 

enhance their contribution towards customer satisfaction. This can be achieved by encouraging employee 

participation in decision making. Also, the management of GSM companies should ensure free flow of 

information and enhance effective internal communication system to ensure effective communication 

within the organization. Since internal communication has a significant positive effect on customer 

satisfaction of selected telecommunication companies in Anambra State. Furthermore, Employee training 

and development should be encouraged especially in their area of effective customer service since 

employee training and development was found to have significant positive effect on customer satisfaction. 

Well trained internal customers’ means excellent services to external customers.  
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