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The Effect of Internal Marketing on Organizational Loyalty
A field study on a sample of administrative employees at the Faculty of
Administrative Sciences - University of Aden
Dr. Issa Salem Ali

Dr. Abdullah Salem Youssef
Dr. Ahmed Abdul Razzaq Al-Ansari

Abstract:

This study aimed to identify the impact of internal marketing (internal
communications, employee motivation, job empowerment, and work relations) on
organizational loyalty among administrative employees at the Faculty of
Administrative Sciences, University of Aden. The study relied on the questionnaire as
the main instrument in collecting its data, relying on the complete census approach.
The questionnaire was distributed to all administrative employees, a total of 80
employees at the faculty during official working hours. From the 80 distributed
questionnaires, 62 questionnaires were retrieved, of which 11 questionnaires were not



suitable for analysis and were excluded. The analysis process was carried out on data
from 51 questionnaires, representing 63% of the study population. The descriptive
and analytical approaches were followed in presenting the study variables and testing
its hypotheses through the statistical software package SPSS. The results showed a
positive effect of internal marketing represented by the three dimensions (employee
motivation, job empowerment, and work relations) on organizational loyalty. While
internal marketing, represented by the internal communications dimension, did not
affect organizational loyalty. The study recommended the importance of
strengthening internal marketing because of its positive impact on organizational
loyalty among employees.
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