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ABSTRACT

This study examined the effect of elements of internal marketing activities on customer satisfaction through an exploratory
study of banking services in Baghdad City. This study aims to determine the effect of internal communication, training and
internal market research on customer satisfaction, represented by quality of service, loyalty and market share. And the role
that soft skills play in strengthening this relationship, as the research attempted to provide a comprehensive theoretical
framework for the most important presented by the book and researchers on the variables of research, data was collected
using a questionnaire-based survey consisting of 36 questions and distributed to (223) managers of private banks in the city
of Baghdad . The research attempts to answer a set of questions. The body of the research problem (is there a correlation
and influence between the dimensions of internal marketing and customer satisfaction, and between soft skills and customer
satisfaction, do soft skills reinforce positively and morally the relationship between internal marketing and customer
satisfaction), in order to analyze the data that has been Obtained from questionnaires, quantitative methods such as mean,
standard deviation, coefficient of variation, simple correlation coefficient, and structured equation modeling were used. The
results showed that the elements of internal marketing activities have a major impact on customer satisfaction. Finally, the
study recommends that management should improve internal marketing activities by applying the activities appropriate to
the company’s business to obtain customer satisfaction

Keywords: internal marketing, soft skills, customer satisfaction

INTRODUCTION

All businesses, especially telecom companies, have been affected to some extent by what is happening in the global market.
Now companies are not only aiming to satisfy customers but they are trying to do it more efficiently and effectively than their
competitors in the competitive market in order to achieve their goals. The most important goal of the company is to maintain
customer satisfaction and focus on a customer-centric approach in their organizational and marketing strategies, as it is
necessary to place the customer in the business center according to his strategies, events and operations. In fact it is easier and
more profitable to sell to existing customers than to find new customers. Therefore, the telecommunications company
develops its strategies to ensure customer satisfaction and retention, and therefore its employees must be more customer-
focused,

On the part of the organization, this is done through the adoption of a set of marketing activities and programs, which are
internal marketing, which in turn focuses on employees and considers them internal customers of the bank, so the interest that
starts from within and the knowledge of the needs and desires of workers is the result of which is reflected in the bank’s
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performance and the services provided to customers, so Internal communication is considered one of the most important
elements of internal marketing activities, whether these communications are horizontal between employees or vertical
between the top management and the bank’s departments remained, and it is not possible to deny the training component in
crystallizing the internal marketing activities in the bank, as the availability of land The training and development field for
workers consists of a set of skills and capabilities represented by soft skills that can be benefited from as a result of the rapid
developments in the banking industry. The internal market research is considered an important pillar of the internal marketing
if knowing the needs and requirements of the internal customer is like a spark to be acquainted with the ideas, desires and
possession of external customers and how to satisfy and retain them.

So this research was divided into four main sections, the first section represented by the research methodology, and the
second section came to clarify the theoretical aspect of the research, while the third section came to explain the practical and
analytical aspect of the research, and finally the research concluded with a set of conclusions reached by the research and
recommendations

THE FIRST TOPIC: RESEARCH METHODOLOGY

First: The research problem and its questions

As a result of the complexity and continuous change that characterize the business environment in our time, as a result of
many factors, the most important of which are rapid developments in the field of technology, especially in the field of
banking industries, as well as the practices and activities that workers inside the bank carry out to achieve goals and
excellence in performance from other banks, In addition to the obstacles and problems that the company faces from adopting
or applying a new idea and the possibility of merging it with current ideas due to the lack of skills and capabilities due to the
companies ’lack of continuous training and development of workers, in addition to the companies’ inability to analyze and
understand Employees and knowing their needs and desires so that they can provide the best services that are reflected in the
performance of the company.

This research attempts to reveal the nature of the relationship between internal marketing and customer satisfaction, as it also
attempts to focus on the soft skills of managers as an interactive variable that enhances this relationship. Organizations that
have their own soft skills contain creative and intellectual capabilities that can be a competitive advantage for these
organizations and as a result can Compete with competing organizations in the same industry.

The topic of customer satisfaction is one of the vital topics that many writers and researchers in the field of marketing have
focused on because it has an important role in proposing new ideas and methods that pertain to customers and that helps
companies to provide excellent services that meet the needs and desires of customers and thus the ability to reach their
satisfaction with the service provided. The application of internal marketing activities and programs to ensure access to
customer satisfaction by mediating soft skills in private banks is a problem in itself, and therefore the current research
problem can be formulated through the following questions:

1- Are internal marketing activities and programs available in the researched company?

2- -Are soft skills programs and activities available in the researched banks, and what is the level of those skills with
them?

3- -What is the level of customer satisfaction in the research banks?

4- -Is there a correlation and influence between internal marketing dimensions and customer satisfaction, and between
soft skills and customer satisfaction?

5- -Do soft skills positively and morally enhance the relationship between internal marketing and customer

satisfaction?.

Second: The importance of research

The importance of the current research is evidenced by the following points:

1-The current research contributes to directing the attention of managers in Iragi private banks, the sample of research
towards internal marketing activities, soft skills and customer satisfaction, as it is a modern management concept.

2-Research topics (internal marketing, soft skills, customer satisfaction) are important and worthy of attention, due to the lack
of Arab studies that combined the three topics according to researchers' knowledge, so there are few percentages of Arab
studies that dealt with research in the nature of the relationship between internal marketing The customer is satisfied with soft
skills
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3-Business companies are trying in our time to implement internal marketing activities and programs as a pillar of corporate
success, because internal marketing helps companies to stimulate training and development for their workers in a way that
can be distinguished by their performance and thus obtain satisfaction for their customers.

4-The importance of the current research can be framed through the sector that was highlighted, which is the banking
industries sector, as it has an important role in the lives of the general public, and constitutes a basic pillar in the service
sector in a manner that enhances customer satisfaction in these banks

Third: Research objectives

The research objectives can be embodied in the following points:

1-Diagnosing internal marketing activities and customer satisfaction in the research banks?

2-To reveal the extent of the influence of soft skills in enhancing the relationship between internal marketing and customer
satisfaction.

3-Determining the strength and direction of the relationship between internal marketing and customer satisfaction, soft skills
and customer satisfaction.

4-Diagnosing the relationship between the effect of internal marketing activities on customer satisfaction.

5-Disclosing the interactive role of soft skills in enhancing the impact of internal marketing on customer satisfaction

Fourth: The hypothesis of the research

As a result of what was presented in the research problem and its importance and basic goals, a hypothetical structure was
formulated and designed in Figure 1, which expresses the nature and type of basic and subsidiary relationships between
research variables.
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Figure (1) research model

Fifth: research hypotheses
1-Correlation hypotheses
-The first main hypothesis: There is a significant correlation between internal marketing and soft skills, and three sub-
hypotheses are branched from it as follows:
-The first sub-hypothesis: There is a significant correlation between internal communication and soft skills.
-The second sub-hypothesis: There is a significant correlation between training and soft skills.
249

INTERNATIONAL JOURNAL OF RESEARCH IN SOCIAL SCIENCES AND HUMANITIES



International Journal of Research in Social Sciences and Humanities http://www.ijrssh.com

(NRSSH) 2020, Vol. No. 10, Issue No. Il, Apr-Jun e-1SSN: 2249-4642, p-1SSN: 2454-4671

-The third sub-hypothesis: There is a significant correlation between internal market research and soft skills.

-The second main hypothesis: There is a significant correlation relationship between soft skills and customer satisfaction, and
four sub-hypotheses are branched out as follows:

-The first sub-hypothesis: There is a significant correlation between customer response and customer satisfaction.

-The second sub-hypothesis: There is a significant correlation between intelligence and customer satisfaction.

-The third sub-hypothesis: There is a significant correlation between motivation and customer satisfaction.

-Fourth sub-hypothesis: There is a significant correlation between efficiency and customer satisfaction.

2-Impact hypotheses

-The third main hypothesis: There is a statistically significant effect of internal marketing on customer satisfaction, and three
sub-hypotheses are branched out as follows:

-The first sub hypothesis: There is a statistically significant effect correlation of internal communication in the dimensions of
customer satisfaction.

-The second sub-hypothesis: There is a statistically significant effect relationship for training in the dimensions of customer
satisfaction.

The third sub hypothesis: There is a statistically significant effect of market research on the dimensions of customer
satisfaction.

-The fourth main hypothesis: There is an interactive effect of soft skills with internal marketing to influence customer
satisfaction, and three sub-hypotheses are branched as follows:

-The first sub-hypothesis: There is a relationship of interactive influence of soft skills with internal communication to
influence customer satisfaction.

-The second sub-hypothesis: There is an interaction effect of soft skills with training to influence customer satisfaction.

-The third sub-hypothesis: There is an interactive effect relationship of soft skills with internal market research to influence
customer satisfaction.

Sixth: Research community and sample

The research community consists of (253) managers, divided between managers and heads of departments and what is
represented by them in (52) private banks in Baghdad, and the sample of the research was after applying the Richard Jaeger
equation (233) managers, the questionnaires were distributed to the survey sample on (18) banks and after Sorting and
tabulating questionnaires in the statistical program show that there are (10) non-fulfilling conditions, and therefore the valid
questionnaires for analysis (223) are questionnaires.

Seventh: Research Approach:

When formulating the research, the researcher adopted the descriptive approach in the theoretical aspect as well as analyzing
the impact and correlation relationships between the research variables.

Eighth: the limits of research

Spatial limits: The research was limited to Iragi private banks in Baghdad, as they represent a large segment in the services
sector, which deals with the customer with direct contact, and for its cooperation with the researcher and its geographical
proximity.

Time limits: The period of completion of the research extended from 12/11/2019 to 3/17/2020.

Ninth: Data collection methods and tools

The researcher relied on foreign sources in the theoretical aspect of the research, which were books, articles, theses and
messages related to the current research topics, as well as the sources on the websites.

As for the practical aspect, the researcher relied on the questionnaire as a main tool and the most consistent with the current
research trends, and a five-factor scale (Likert) was used .Table (1) shows the search variables and paragraphs of the
measuring instrument.
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Table (1) variables, dimensions and paragraphs of the measuring instrument

sources coding number of Dimension
paragraphs
Huang& Thiele.2014 INCO S Internal
and communications IntETIHII:J ;‘rIT;fﬁﬂg
TR 4 Trainin
Yu-Ting,2015 IMSE 3 Internal magrket
research
CUR 3 Respond to the
customer Soft skills
Sain& Wilde,2014 Ny 3 Intelligence (SOSK)
MOT 3 Motivation
EFF 3 Efficiency
SEQ 5 Quality of service ) .
“ustomer satisfaction
Tushi, 2014 "l:l_fS ; mal;:l?:rta ::ttl:rare (CUSA)

THE SECOND TOPIC: THEORETICAL FRAMEWORK FOR RESEARCH

First: internal marketing

1-The concept of internal marketing

The concept of internal marketing focuses on how to build internal relationships through the treatment of employees as the
company's first customers at the present time, the concept of internal marketing extended and not limited to marketing
services only to become a model for all organizations seeking to achieve a distinct performance (Catélin, 2014: 10). In the
same vein (Tushi, 2014: 14) indicated that the internal marketing interest in how all employees and members of the
organizational organization work as one team to achieve the company's goals and objectives, the support and commitment of
employees towards the customer is directed. From an administrative perspective, the implementation of internal marketing
involves accepting the idea that The internal and external markets of the founder Of similar and can be processed in a manner
similar to that it will be dealt with internal marketing as a group of internal and external trade relations. Management needs to
use specific methods and procedures to address internal marketing as a process (Kadic-Maglajlic et al, 2017: 2).

)Proctor, 2010: 257) has known internal marketing is the idea of putting employees in the first place in order to obtain
organizational purposes. The last internal marketing was known as the philosophy of human resources management to
develop jobs as products (Abzari et al, 2011: 148). The board attributes managers to change their management culture by
recruiting, training and motivating employees in line with the new vision and a way to build employee satisfaction (Munir et
al,2015:358). It is referred to through its relationship to external marketing as it focuses on internal processes through which
all employees of the organization ensure an understanding and implementation of appropriate activities and marketing
programs, and also ensures that external marketing performs properly and appropriately (Friberg, 2015).

Based on the foregoing, internal marketing can be defined, "it is a directed effort aimed at removing barriers between
departments and achieving strategic alignment between employees who influence customers and marketing activities".

2-The importance of internal marketing

The importance of internal marketing can be embodied by describing the performance of employees and other administrative
members by working as a team to achieve the goals and objectives of the organization. Therefore, the commitment and
support of workers towards the customer guarantees an effective market strategy. Therefore, the internal marketing of the
organization must be comprehensive and start heading towards the market by adopting an organizational culture, as the
workers work as a team and are constantly committed to creating superior customer value, or a package. Among the
marketing activities that guarantee to improve the performance of the organization (Tasmia, 2014: 9). Internal marketing
represents an approach that seeks to serve the management of organizations, as this approach supports and stimulates all
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members of the organization, and works to study what their roles and results are, and the possibility of adopting a degree of
awareness In customer orientation, it also focuses on achieving customer satisfaction The quality and effectiveness of
organizational productivity through continuous improvement in employee performance and their environment (Farouk et al,
2010: 1197) It is successful organizations that develop internal and external marketing in a balanced and equal way, as it is
not possible to expect good performance from the organization and its employees are not ready To present, therefore, the
successful application of the principles of internal marketing in the internal market for work is a prerequisite for the
effectiveness of external marketing (Lombard, 2010: 371).

3-The dimensions of internal marketing

Many studies, research and literature have met on the existence of three marketing activities that represent the main types of
internal marketing, and include internal communications, training, market research

A- Internal Communications: Internal communications are the most common dimension of internal marketing. Many
scientists drew attention to the impact of communication on employee development, either by changing employee attitudes or
increasing customer satisfaction (Yu-Ting, 2015: 4). (Tourani&Rsat, 2012: 36) concluded that internal communication is a
new contract between the employer and employee Between managers and employees The “employer-employee relationship”
may require managers to rethink their role and learn about the processes by which value is created profitably for employees.
B- Training: Much research has examined the conceptual foundations of the training component in internal marketing, which
can be divided into four main categories: service standards, training, development and rewards programs
(Papasolomou&Vrontis, 2006: 181). Another indicated that workers are the organization's greatest resource, and they need
Ongoing development and training to be human capital and they are aware of changes in the environment and provide them
with new skills and capabilities to provide quality services in the era of intense competition (Beyerlein et al, 2003: 169.(

C- Internal market research: Market research is an effective tool in any industry for analyzing the types of customers and
understanding their needs and desires, internal market research has a similar function while market research is used to
analyze and understand employees, if the institutions are not aware of the existence of different types of employees and their
needs are different Also, internal market research is an important component of understanding how to implement both a
marketing-like HRM approach (Rafig& Ahmed, 2003: 452). Market research was initially a simple concept that became
more complex over time, as most studies did not seek employee opinions This is a serious omission since employee
perceptions are critical to the organization (: Huang & Thiele, 2014).

Second: soft skills

1-The concept of soft skills

Riggio highlighted the researchers 'need to focus more on soft skills, noting that compared to studying more alleged technical
skills, as it was clarified that researchers had not developed acceptable and directed models for categorizing soft skills (and
do not understand where hard skills stop and soft skills begin). Finally, there are many combinations of competencies,
abilities, and behaviors that make up the smooth side of leadership. Therefore, there are no comprehensive guidance
frameworks for developing these skills (Riggio, 2014: 2).The use of the term "soft skills" can be seen first of all in personnel
administrations, in further education, in personnel administration, or in management consulting (Mytzek.el.at, 2004: 24).
(Stewart et al, 2016: 646) sees soft skills These are non-technical and practical skills that employees are expected to possess
and are often difficult to measure. Soft skills such as communication, problem solving and critical thinking are among the
important skills that must be possessed in any industry but are especially important in the global environment. Another
defines them as personal characteristics and interpersonal skills in developing and maximizing human action, for example
training, team building, decision-making and initiatives (Rasmani&Wibowo, 2017: 45) As Tulgan (2015: 7) notes, soft skills
encompass a wide range of non-technical skills ranging from "self-awareness"” to "people's skills" to "problem-solving" to
"teamwork".

Based on the definitions above, the researchers agree that soft skills are non-technical skills and do not depend on abstract
thinking, including personal and internal capabilities, to facilitate perfected performance in specific contexts.

2-The importance of soft skills

There are many reasons for a critical look at a person's soft skills, and one of the obvious reasons is the job market today,
which in many areas is becoming increasingly competitive. To be successful in this challenging environment, job candidates
must take advantage of the "competitive advantage" that sets them apart from other candidates with similar qualifications and
similar evaluation results. Where do they find this competitive advantage? In bringing in additional knowledge and skills, it
was added by convincing personal traits and customs (Schulz, 2008: 149). In a study to determine the quality of project
management professionals, it was found that the key to complex project management is soft skills. Fifty percent of the
respondents say that people's skills are the most important factor in dealing with the complexity of the project. Less than 25
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per cent feel that the most difficult skills of operation and product knowledge are the most important. "Individuals present
successful projects and not only apply methods and tools," he said, and identified the most important soft skills are skills
"communication, motivation, delegation, ownership and a sense of achievement" and leadership skills (Levasseur, 2013:
566). According to (Bowden.et.al, 2000: 131) there are three basic arguments about the importance and inclusion of soft
skills for graduates in higher education, all of which relate to the changing role of universities. First, it is now considered the
role of universities in the production of citizens, who can be agents of social change and good for society. Second, after
graduation, students face an uncertain future and need to prepare for it. Third, employers expect to see a specific set of
general capabilities that graduates have demonstrated. Graduates' skills are discussed to be able to provide and fulfill the
above assumptions and suggestions.

3-The dimensions of soft skills

Through the review of the literature and studies related to the removal of soft skills, many classifications and types emerged
within the context of previous conceptual theoretical studies or (empirical) field studies. The present study relied on the
classification of the study (Sain & Wilde, 2014)) specifically soft personal skills for two reasons:

-This study provided a comprehensive theoretical framework and employed it in a comprehensive case study for clients, and
it was tested to reach results that support the current research.

-To classify the types presented by the study to exclude soft skills, reflecting the distinct dimensions of soft skills dimensions
among the different types of previous studies.

A- Responding to customers:To respond to customers, organizations must have the basic competencies to form the basis for
customer benefits and strong relationships with customers (Griese.et.al,2012:468).Customer Relationship Management
requires different competencies, i.e. knowledge and skills. This includes skills to respond to the customer, about,
understanding, and anticipating customer needs and desires Customer dealing skills, allocation skills with a specific cost
budget, creativity, problem solving and analytical skills. It is important to mention also the ability to create added value for
customers and their company, customer information extraction skills, the ability to measure customer loyalty management
and skills in building relationships and collaboration Effective learning and knowledge transfer(Liewel
at,2008:521).(Chebat&Slusarczyk,2005:669)Most importantly, companies understand customers ’emotions because most of
their behaviors are driven by emotions, where customers can obtain many types of responses, for example, After the service
fails, customers can either seek compensation or revenge in order to "restore balance in their relationship with the company.
B- Intelligence:(Christopher&Tanwar,2012:62) indicated that intelligence (wisdom) is the level of understanding. As with
knowledge, as intelligence works internally, when you share our experience with others, the lines of intelligence that need to
communicate with more understanding of contexts will be created. Another noted that when the value of knowledge
(contextual) knowledge extends through in-depth ideas to the upstream and downstream consequences of applying that
knowledge, knowledge will become intelligence. Intelligence is defined, for example, as the ability to properly use
knowledge that has a major impact on a company's success and more than just increasing Knowledge sharing (Senapathi,
2011: 87)) Intelligence (wisdom) makes the best use of knowledge to achieve organizational goals and this is the key to
organizational survival, and knowledge management methods that neglect wisdom may lead to blind actions without the
necessary insight (Walke& Christenson, 2005: 278).

C-motivation:Although it is defined that all individuals or groups are distinguished by a particular motivation, the definition
of motivation is not at all easy. (American authors) (Robbins & Coulter, 2005: 90) explained that motivation is the desire to
make great efforts to achieve organizational goals, and this willingness assumes that by meeting the needs of the individual
Simultaneously, there are three important elements in this field: effort, organization goals and needs. In his study Nonaka
&vonKrogh, 2009: 635) these research findings were supplemented by finding that punishment / rewards and employee
motivation are critical factors in efficient business management. They noted behavioral patterns that have a major impact on
the desire to share knowledge, and the soft skill identified "motivation" as a key factor in the transfer of knowledge (Foss et
al, 2010: 455).

According to Foss.et.al, 2009:874), three types of drivers can be distinguished: internal, external, and advanced motivation.
These different types of motivation depend on individual characteristics and may lead to different characteristics in the
performance of work and include different environments between people, of course , Each type of motivation also has an
impact on employee knowledge sharing behavior.

D- Efficiency: Understanding employee competencies helps to properly address the development of competencies, and there
are many other definitions of competencies by scientists, however, scientists largely agree that competency is a distinct group
of the individual of knowledge, skills, and motivation to perform the function of (Moore.et.al,2002:1314)).Several authors
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have suggested more or less comparability as competencies are categorized into five groups related to sustainability or
corporate social responsibility (Ploumetal,2017:11)providing an approved framework with six specialties:

1-Strategic efficiency of management and work efficiency: ability to collectively design projects and implement
interventions, transfers and strategies for sustainable development practices and the ability to actively engage oneself in
irresponsible actions to improve the sustainability of social and economic systems.

2-Multidisciplinary competencies: the ability to structure relationships, identify issues, and recognize the legitimacy of other
perspectives in business decision-making processes, whether it is for environmental, social, or economic issues.

3-Standard competency: The ability to set, apply and reconcile the values, principles and goals of sustainability with internal
and external stakeholders without incubating any input, but based on the good character of the person involved in
sustainability issues.

4-Incomplete thinking about the future vision: the possibility of collectively analyzing "images”, evaluating them and
formulating them for the future in which consideration is given to the impact of local or short-term decisions on
environmental, social and economic issues. On a global / global scale and in the long run.

5-Personal competence: the ability to stimulate, enable and facilitate sustainability, collaborative collaborative research and
research.

Third: customer satisfaction

1-The concept of customer satisfaction

Customer satisfaction has a positive impact on the profitability of the organization, and satisfied customers are the basis for
any successful business, and customer satisfaction with the products provided, whether it is a service or a commaodity, leads
to a re-purchase process and high satisfaction leads to loyalty (Hoyer & Maclnni,2017:72). (Feinberg et al,2000: 32) see that
a set of factors that affect customer satisfaction are the average response speed, customer waiting time, customer
abandonment rate, average work time and service levels. (Souca, 2014:76) Customer satisfaction is an emotional response A
summary based on a cognitive assessment that has variable intensity and can be the central satisfaction point at the moment
of selection or examination It is not based on or consuming the product or service. The term customer satisfaction can be
defined as a marketing term that measures how the products or services provided by the company meet or exceed customer
expectations (Blessing & Natter, 2019:48).1t also indicates (Chicu el at,2019:88)that satisfaction is the number of customers
or the percentage of the total customers who exceed their reported needs with a company or its products or services. Also
known is a feeling of joy or disappointment that results from comparing the organization's expected performance in terms of
products or results to the expectations of others (Emaluta el at, 2019: 61).

Based on the above definitions, the researchers agree that customer satisfaction is an emotional state that a customer can
obtain when matching his expectations for the services provided with the actual performance of the organization.

2-The importance of customer satisfaction

Customer satisfaction is very important in today's business world, according to Khedkar, 2015: 3)The ability of the service
provider to create a high degree of satisfaction is critical to product differentiation and the development of a strong
relationship with customers, and customer satisfaction makes them loyal to the service provider. Anderson el at, 20004: 174)
Although creating satisfied and loyal customers is costly, this may be profitable for the long term for the company. Therefore,
the company must focus on improving the quality of service and imposing an appropriate fair price to satisfy its customers,
which ultimately helps the company retain its customers. And companies that succeed in competitive market environments
are those that make customer satisfaction a key component of their business strategy. Firms that provide amazing customer
experiences create high environments where satisfaction is high and customer defense is highly motivated
(Zakaria,2014:104)

3-The dimensions of customer satisfaction

There are a lot of studies and research that have a difficult interface in measuring customer satisfaction and were limited to
the single scale, but in the current research, the researchers agree with the study (Tushi, 2014) by specifying (quality of
service, customer loyalty, and market share) as dimensions of customer satisfaction as follows:

A- Quality of Service: According to (Lupioyadi, 2008:175),it is a factor in determining the success and quality of the
company as the company's ability to provide high-quality service to consumers and a strategy to defend themselves and
achieve success in the face of competition. Service organizations began focusing on customer perceptions of quality of
service because they help in developing strategies that lead to customer satisfaction (Saravanan&Ra0,2007:199)and
(Linnell,2009:233)defined quality of service as the difference between a customer’s expectation of service outputs for service
inputs and the perception of service received . Therefore, customer expectations serve as a basis for service evaluation.
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B- Customer loyalty:(Kotler& Keller,2006:43) explains that loyalty is an obligation to buy or support a product that the
customer prefers, even though the marketing situation and the company's effort may lead to customers choosing other
products, and they argue that customer loyalty can be seen through these three factors Like recommending others to purchase
a specific product and then recommending it again to others (orally), refusing to use another product, or showing denial of
other products (rejecting another product) and buying the product repeatedly (repurchase). Customer loyalty can be defined
as a mixture of tangible and intangible factors that are received when a customer consumes a specific product or service
(Agyei&kilika,2013:27).

It was also known as a deep and deep commitment to continuously buying or selecting a good or service and its preference,

as we find that this definition has been focused on the behavioral side despite the marketing efforts and situational influences
that have the power to transform customer behavior (Boohene& Agyapong, 2011: 230).
C- Market share: the market share reflects the efficiency and effectiveness of the organization and the amount of its
marketing activity, which reflects its impact on the amount of sales in the market compared to the total sales of the same
industry. It fits the products provided by (Clark,1999:15)The market share of the organization represents one of the important
indicators that enhance its competitive advantage and that the organization seeks to maintain its market share through the
provision of high-quality services and a price policy that develops a more active Its marketing and service, and can know the
market share, "the collection of consumers who have potential in their similar needs and Rgathm who have the ability and the
desire to carry out the exchange in order to satisfy their needs (Kotler, 2000: 696).

THE THIRD TOPIC: ANALYTICAL ASPECT AND TESTING OF RESEARCH HYPOTHESES

First: test the normal distribution of the drawn data

Before starting analyzing the research data and extracting the results that support the theoretical aspect of the research, these
data must be subjected to tests for natural distributions, in order for the researcher to know which tests are appropriate for the
drawn data, so it will be tested using the Klomkruf-Siminrove and the Chapiro-Willik tests, as their results can be interpreted
based on The value of (P-value), as it is acceptable with a greater significance (P>0.05), and Table (2) shows the test of the
natural distributions of the data.

When interpreting Table (2), it is clear that the results are identical to the imposed rule for the normal distribution, as all the
apparent results of the value of P-value) are greater than 0.05 and for all paragraphs of variables, and this means the results

that the researcher will reach can be generalized to society as a whole.
Table (2) the normal distribution of the withdrawn data

INCO1 312 P=0.05 832 P=0.05| SEQ1 265 P=0.05 788 P=0.05
INCO2 232 P=0.05 643 P=0.05| SEQ2 265 P=0.05 11 P=0.05
INCO3 376 P=0.05 742 P=0.05| SEQ3 208 P=0.05 824 P=0.05
INCO4 297 P=0.05 276 P=0.05| SEQ4 321 P=0.05 837 P=0.05
INCOS 298 P=0.05 855 P=0.05| SEQ5 345 P=0.05 TRR P=0.05
INCO 123 P=0.05 715 P=0.05 SEQ 276 P=0.05 761
TR1 376 P=0.05 612 P=0.05 LE1 217 P=0.05 706 P=0.05
TR2 177 P=0.05 688 P=0.05 LE2 276 P=0.05 R10 P=0.05
TR3 265 P=0.05 641 P=0.03 LE3 3RT P=0.05 854 P=0.05
TR4 387 P=0.05 678 P=0.05 LE4 153 P=0.05 847 P=0.05
TR 375 P=0.05 11 P=0.05 LE 243 P=0.05 877
IMSE1 437 P=0.05 213 P=0.05| MASI1 336 P=0.05 867 P=0.05
IMSE2 165 P=0.05 254 P=0.05 | MAS2 317 P=0.05 241 P=0.05
IMSE3 411 P=0.05 778 P=005| MAS3 361 P=0.05 B71 P=0.05
IMSE IRR P=0.05 £53 P=0.05| MAS 367 P=0.05 R12 P=0.05
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INMA 133 P>0.05 | 952 P=005 | (CysA 167 P>0.05 931 P=0.05
CUR1 08 P=0.05 "R P=0.05] MOT1 798 P=0.05 706 P=0.05
CUR2 217 | P005 | g3y P>0.05 | MOT2 387 | P=005 %37 | P=0.05
CURS 376 | P2005] g2 | P=005] MOT3 | 376 | P=005| 41| P=0.05
CuR .240 P>005| 641 P=0.05 | MOT 167 P=0.05 854 P=0.05
INT1 336 P=0.05|  g76 P=005 | EFF1 321 P>005 | gs4 P=0.05
e 167 | PP005| 770 | P=005| EFF2 o8| P005| 7% P=0.05
INT3 353 P=005] 311 P=005 | EFF3 217 P>005| g76 P=0.05
INT 276 P=0.05 753 P=0.05| EFF 376 P=005 | gss P=0.05
SOSK 298 P=005| 760 P=0.05

Second: the constructive hohesty-test-for the rheaélj-ring-instrument-
To ensure the consistency of the research scale and the consistency of its paragraphs, a set of statistical tests related to
measuring the stability of the scale must be performed, and the most prominent of these tests is the Alpha Krumbach
coefficient test, which assumes that the results are higher than (60%) in order to be accepted. And Table (3) shows Alpha

Krumbach parameter for the variables and dimensions of the current search.
Table (3) Alpha Krumbach coefficients for the variables and dimensions of the research

Third: Description and diagnosis of search variables

Krumbach for Krumb number of The dimension The
the dimension  ach for paragraphs Krumbach
Krumbach for the variable for
the total search = dimens the total
ion variable
866 5 Internal
communications 032 internal Marketing
834 4 Training ’
792 3 Internal market
research
943 876 3 Respond to the
customer 951
754 3 Intelligence ’ Soft skills
£36 3 Motivation
856 3 Efficiency
B13 5 Quality of service
886 4 Loyalty 984 Castomer
527 3 market share satistaction

Third: Béécr_ipt_ion and diagnoéis:'of search variables N

1-Description and diagnosis of the internal marketing variable

The results of Table (4) explain that the mean of the internal marketing variable (INMA) reached (3.71), with a standard
deviation of power (0.656), a coefficient of variance (0.18), a high level of answers, and a relative importance of (74%), and
these results explain that the sample survey applied Internal marketing activities with a high rate. As shown in Table (4), after
internal market research (IMSE) came first with an average of (4.06), with a standard deviation of capacity (0.502), a
coefficient of difference (0.12), a high level of answers, and a relative importance of ( 81%), and these results explain that the
survey sample applies internal market research activities at a high rate, while it happened after training (TR) and after internal
communication (INCO) on the second and third ranks in a row with an arithmetic mean of (3.52,3.56) respectively and with a
standard deviation of power (0.738 and 0.80) respectively and a coefficient of variance (0.21, 0.23) respectively and a high
level of answers, and with a relative importance of (70%, 71%), respectively, and these results explain that the respondents
applied training activities and internal communications at a high rate.

2-Description and diagnosis of soft skills variable
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The results of Table (5) explain that the mean of the soft skill variable (SOSK) reached (3.52), with a standard deviation of
power (0.657), a coefficient of variation (0.18) and a high level of answers, and with a relative importance of (83%), and
these results explain that the research sample applied Soft skills activities with a high rate. As shown in Table (5), after the
motives (MOT) came first with an average of (4.12), with a standard deviation of capacity (0.657), a coefficient of variation
(0.15), a high level of answers, and a relative importance of (79%) These results explain that the applied sample has a high
concentration of employee motivation, while it was after efficiency (EFF) and after intelligence (INT) and after response The
customer (CUR) on the second, third and fourth ranks, respectively, with an arithmetic mean of (3.26,3.12,3.76) respectively
and with a standard deviation of power (0.543, 0.798,0.765) respectively and a coefficient of difference (0.16,0.25,0.20)
respectively and a high level of answers , And with a relative importance of (76% ,, 83% and 75%), respectively, and these
results explain that the research sample focuses on the efficiency and intelligence of workers and the rapid.

3-Description and diagnosis of the customer satisfaction variable

When interpreting the results of Table (6) it turns out that the mean of the customer satisfaction variable (CUSA) was (4.02),
with a standard deviation of power (0.567), a coefficient of variation (0.13), a high level of answers, and a relative
importance of (81%). As can be seen from the table ( 6) That after the quality of service (SEQ) came first with an arithmetic
mean of (3.94) and with a standard deviation of power (0.512) and a coefficient of variation (0.13) and a high level of
answers, and a relative importance of (79%), these results explain that the sample examined focuses on Quality of service at a
high rate, while after loyalty (LE) and after market share (MAS), it ranked second and third respectively, with an average of
(4.11, 4.02) respectively and with a standard deviation (0.556,0.567), respectively, and a coefficient of variation (0.14 and
0.15), respectively, and a high level of answers, with a relative importance of (82%, 81%), respectively, and these results
explain that the researched sample focuses on customers and how to obtain its loyalty and accessibility On the largest market
share in the field of communlcatlons response of customers at a high rate.

Table (4} Description and :Imgnnsus of variable and internal marketing

dimensions
Relati Coeffici standa mean Paragr ] Coeffici standar mean Paragra
ve ent of rd aph ent of d ph code
impor variatio deviat code i variatio  deviatio
tance n ion n n
first 80% | 023 | 0905 | 3.97| MASI |fourth | 7ge, | q.15 0.61 3.90 | SEQI
second | 719, | 027 | 0953 | 3.55| MAS2 | third 76% 0.14 0.543 3.80 | SEQ2
third 62% | 039 | 1.190 | 3.08| MAS3 | first 84% 0.12 0.502 421 | SEQ3
Third | gs9; | 0.5 | 0.657 | 426| MAS |Fifth | 760, | 0.19 0.728 3.77 | SEQ4
*EEE 81% 0.13| 0567 | 4.02| CUSA [second | gye, 0.13 0.908 4.02 | SEQ5
Fist | 790 | 013 | 0512 394 | SEQ
first 81% 0.13 0.538 4.05| LEI
second | 799, 0.14 0.572 3.95| LE2
third | g3e, | (.16 0.666 416 | LE3
fourth | goey, 0.20 0.801 4.01 | LE4
second | gye, | 0.14 | 0.556 411| LE
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soft skills

Table (6) Description and diagnosis of variable and customer satisfaction dimensions

Coeffi standa mea Paragr Import Coeffic standar
cient rd n aph ance ient of d
of deviati code order variati  deviatio
variat on on n
on
first  |85% |0.11 |0448 |423 |IMSE1 | first 78% | 0.15 0.6 |3.91 |INCOIL
second | 8205, (013 |0526 |4.08 |IMSE2|fourth |7104| 0.27 0.953 |3.55 |INCO2
third | 78% |0.17 |0676 |[388 |IMSE3 |third |73% | 0.3 0.825 |3.62 | INCO3
First 1g1% 012 |0502 |406 |IMSE |Fifth |60, | 039 1.190 | 3.08 | INCO4
#k2% | 74% [0.18 [0.656 |3.71 |INMA [second | 730, | 018 | 0.675 |3.65 |INCOS
Third | 719% | 023 0.80 |3.56 |INCO
fourth | 47% | 0.39 0.903 |2.34 |TRI1
second | 70% | 0.20 0.695 |3.51 | TR2
first 85% | 0.5 | 0.657 |4.26 | TR3
third 80% | 0.23 0.905 |3.97 | TR4
second | 70% | 0.21 0.738 |352 |TR

Fourth: Test the research hypotheses
1-The hypothesis of correlation
Table (7) shows the correlations between research variables represented by internal marketing (INMA) and soft skills
(SOSK), so the first main hypothesis and its sub-hypotheses can be explained as follows:

The first main hypothesis: which states (There is a significant correlation between INMA and soft skills (SOSK)

Relati Coeffic standard mean Paragra Relati  Coefficie standard mean

ve ient of deviatio ph code ve nt of deviatio

impor variati  mn impor variatio n

tance 0 tance T
third | 8304 | 0.28 | 0.905 | 3.17| MOTI |second | 790, | 938 | 0.71 | 395 | CUR1
second | 7804 | 0.26 | 0953 | 3.61 | MOT2 |fist | 76, | 014 | 0.543 | 3.80 | CUR2
first | 7204 | 017 | 0.581 | 3.38| MOT3 |thied | 7204, | 922 | 0.712 | 3.21 | CUR3
fist ] 7904 | 015 | 0.657 | 4.12| MOT |Fourth | 750, | 925 | 0.798 | 312 | CUR
second | g30, | 0.16 | 0.622 | 3.74| EFF1 |[third | 930, | 16 | 0.688 | 4.56| INTI
third 75% | 0.18 0.594 328 | EFF2 |second | 64% 0.23 0.963 4.06 | INT2
thisst | 7104 | 010 | 050 | 4.91| EFF3 |fist | 78% | ¢35 | 0512 | 3.24| INT3
second | 7604 | 0,16 | 0.543 | 3.26| EFF | Thid | 73% | 920 | 0.765 | 3.76| INT

wadk | 83% | 0.18 0.657 | 3.52 | SOSK
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Table (7) the correlations hetween internal marketing and soft skills

INCO TR IMSE INMA CUR INT MOT EFF SOSK
INCO 1
TR 5% 1

IMSE g5 BT 1
INMA R B74%* 945+ 1

CUR 967%* 973%* 922 ** T 1

INT 922 942%* 937%* 912 942 1

MOT 50 972%* Y g5 921%* | 9BS%* 1

EFF Dp5%* 969** 975%* 997%E | QpSE* D88 = | 99(** 1
SOSK 931%* J984%* 970%* 12 O48%F | 9467 943%* e 1

**correlation is significant at the level (2-tailed),N=223 Sig (2-tailed)=0.000
It 1s clear trom the results of Table (7) that there IS a correlation between internal marketing (INMA) and soft skills (SOSK),

and it has been described as a positive direct relationship of (.912 **) in addition to that the value of sig is less than (0.05),
that is, the hypothesis is accepted The first president, who means that caring for soft skills through attention to internal
marketing activities. Three sub-hypotheses are branched from this hypothesis:

A- First sub hypothesis: There is a significant correlation between INCO and SOSK soft skills.

It is clear from the results of Table (7) that there is a correlation between internal communication (INCO) and soft skills
(SOSK), and it has been described as a positive direct relationship of (931 **), in addition to that the value of sig is less than
(0.05), as these results indicate the validity of the first sub hypothesis Also, the correlative strength of the customer response
dimension (CUR) was equal to (967 **), and after the intelligence (INT) amounted to (.922 **), and for the motive
dimension (MOT) reached (950 **), and for the efficiency dimension (EFF) It reached 965 **)), knowing that all of them are
under a level of significance less than (0.05), that is, the first sub hypothesis which means that interest in soft skills is
accepted through attention to the internal contacts of the researched banks.

B - The second sub-hypothesis: There is a significant correlation between TR (Training) and Soft Skills (SOSK).

It is clear from the results of Table (7) that there is a correlation between training (TR) and soft skills (SOSK) and has been
described as a positive direct relationship of 984 **). In addition, the value of sig is less than (0.05), as these results indicate
the validity of the second sub-hypothesis, as it turned out The correlative strength of the customer response dimension (CUR)
is equal to (.973 **), the dimension of intelligence (INT) is (.942 **), the motivation dimension (MQOT) is (.972 **), and for
the efficiency dimension (EFF) is 969. **)), knowing that all of them are under a level of significance less than (0.05), i.e. the
second sub-hypothesis which means that interest in soft skills through interest in training workers for the research banks is
accepted.

C- Third Sub-Hypothesis: There is a significant correlation between market share (IMSE) and soft skills (SOSK).

It is clear from the results of Table (7) that there is a correlation between market share (IMSE) and soft skills (SOSK) and has
been described as a positive positive relationship of 970 **). It was found that the relational power of the customer response
dimension (CUR) was equal to (.922 **), and the dimension of intelligence (INT) amounted to (.937 **), and the motive
dimension (MOT) was (.957 **), and for the efficiency dimension (EFF) was. (975 **), knowing that all of them are under a
level of significance less than (0.05), i.e. the second sub-hypothesis which means that interest in soft skills through interest in
the labor market and the competencies available in it is accepted.

The second main hypothesis: which states (there is a significant correlation between soft skills (SOSK) and customer
satisfaction (CUSA).

It is clear from the results of Table (8) that there is a correlation between soft skills (SOSK) and customer satisfaction
(CUSA), and it has been described as a positive direct relationship of (.823 **) in addition to that the value of sig is less than
(0.05), that is, the hypothesis is accepted The first female president, which means customer satisfaction can be achieved by
paying attention to soft skills activities. There are four sub-hypotheses from this hypothesis:

The first sub-hypothesis: There is a significant correlation between customer response (CUR) and customer satisfaction
(CUSA).
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It is clear from the results of Table (8) that there is a correlation between customer response (CUR) and customer satisfaction
(CUSA), and it has been described as a positive positive relationship and its value is (.822 **) in addition to that the value of
sig is less than (0.05), as these results indicate the validity of the first sub hypothesis Also, the link strength of SEQ
dimension was equal to (.866 **), and after loyalty (LE) amounted to (.828 **), and after market share (MAS) reached (.849
**), all of which are under Moral level is less than (0.05), meaning that the first sub-hypothesis is accepted, which means that
attention is paid to customer satisfaction through the expansion of a rapid response to customer requirements by the research
banks.

The second sub-hypothesis: There is a significant correlation between intelligence (INT) and customer satisfaction (CUSA.(
It is clear from the results of Table (8) that there is a correlation between intelligence (INT) and customer satisfaction
(CUSA), and it has been described as a positive positive relationship whose value is (.878 **) in addition to that the value of
sig is less than (0.05), as these results indicate the validity of the first sub hypothesis, It was also found that the correlative
strength of the quality of service dimension (SEQ) is equal to (.876 **), and after the loyalty (LE) amounted to (.878 **), and
after the market share (MAS) reached (.856 **), noting that all of them are below the level Moral less than (0.05), meaning
that the second sub-hypothesis is accepted, which means that the interest in reaching customer satisfaction is through the
interest of banks researched with creative and smart ideas and elements.

The third sub-hypothesis: There is a significant correlation between motives (MOT) and customer satisfaction (CUSA).

It is clear from the results of Table (8) that there is a correlative relationship between the motives (MOT) and customer
satisfaction (CUSA), and it has been described as a positive positive relationship whose value is (.877 **) in addition to that
the value of sig is less than (0.05), as these results indicate the validity of the first sub hypothesis, It has also been shown that
the associative strength of the Quality of Service (SEQ) dimension is equal to (.852 **), and the loyalty dimension (LE)
reached (.804 **), and after the MAS market share reached (.915 **), all of which are below the level Moral less than (0.05),
meaning that the third sub-hypothesis is accepted, which means that the interest in reaching customer satisfaction is through
the interest of the research banks in motivating employees and raising their morale, which is positively reflected on
performance.

Fourth sub-hypothesis: There is a significant correlation between Efficiency EFF and Customer Satisfaction (CUSA).

It is clear from the results of Table (8) that there is a correlation between efficiency EFF) and customer satisfaction (CUSA),
and it has been described as a positive direct relationship of (.891 **) as well as the value of sig is less than (0.05), as these
results indicate the validity of the first sub hypothesis, as It turns out that the associative strength of the quality of service
dimension (SEQ) is equal to (.859 **), and after the loyalty (LE) amounted to (.819 **), and after the market share (MAS)
reached (.843 **), all of which are below the level of significance Less than (0.05), i.e., the third sub-hypothesis is accepted,
which means that the concern for reaching customer satisfaction is through the interest of the research banks in motivating
employees and raising their morale, which is positively reflected on performance.

Table (8) correlations between soft skills and customer satisfaction

CUR INT MOT EFF SOSK SEQ LE MAS | CUSA
CUR 1
INT 976** 1
MOT 922%* 878%* 1
EFF B10%* 893 B70%* 1
SOSK | -976** 965** I17** | BS8** 1
SEQ B66** 876%* B52%% | BS9** J138%* 1
LE B28** 878*% B04+* 8197 S06** 929 1
MAS B49%* 856" J15%% | B43** H45%* BI2** 849 1
CUSA | -822%* BT8** L77%% | 891+ 823" 807+ 822%% | BTEFF 1

**correlation is significant at the level (2-tailed) N=223 Sig (2-tailed)=0.000

2-The hypothesis of impact

The third main hypothesis: which states (there is a statistically significant effect of internal marketing (INMA) on customer
satisfaction (CUSA).

To test this hypothesis, the researcher built a model of the structural modeling equation that explains the relationship between
internal marketing dimensions (INMA) and customer satisfaction dimensions (CUSA), and Figure (2) shows the effect of
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internal marketing dimensions on removing customer satisfaction, and by interpreting the results it is clear that the model
matches the criteria Match quality.

el
a7
< SEQ
INCO N
98
10
-3 =10 50 LE
= TR
A 1,.'!- 3
b 49 - 37 20 95
= )
' IMSE 27 MAS
3 19 £t ot
INMA 2 v o 8
& CUSA

Figure (2) the effect of internal marketing dimensions on removing customer satstaction

As it becomes clear from the interpretation of the results of Table (9) and shown in Figure (2), the validity of the hypothesis
of the effect of internal marketing (INMA) on customer satisfaction (CUSA), as there is a positive effect of internal
marketing on customer satisfaction, as the increase in internal marketing by one unit It leads to an increase in customer
satisfaction by (.825), a standard error (.079), and a critical ratio (10.44)

As for the effect relationship between internal marketing (INMA) on the dimensions of customer satisfaction (CUSA), it
represents a significant relationship, as the increase in internal marketing by one unit leads to an increase after the quality of
service (SEQ) by (1.944) and a standard error (.105), and the ratio Critical (18.51). While increasing internal marketing by
one unit leads to an increase after loyalty (LE) by (1.241) and a standard error (. 123), and a critical ratio (10.089). An
increase in internal marketing by one unit leads to an increase after market share (MAS) with a value of (. 622) and a
standard error (. 117), and a critical ratio (5.316). Based on the foregoing proves the validity of the second main hypothesis,
and three sub-hypotheses are derived from this hypothesis. :

A- The first sub-hypothesis: which states (there is a statistically significant effect relationship for internal communications
(INCO) in the dimensions and customer satisfaction (CUSA)

The results of Table (9) shown in Figure (2) show a significant effect of the internal communication dimension (INCO) on
customer satisfaction (CUSA), as there was a positive effect of internal communications (INCO) on the quality of service
(SEQ), as the increase After internal communications by one unit leads to an increase after the quality of service by (.537)
and a standard error (.025), and a critical ratio (21.48). While the impact relationship for internal communications (INCO) in
after loyalty (LE) it represents a moral relationship, as An increase after internal communications by one unit leads to an
increase after loyalty by (. 104) and a standard error (.034), and a critical ratio (3.058). It turns out that the effect of internal
communications (INCO) after the market share (MAS) is that it represents a significant relationship, as an increase after the
internal communications by one unit leads to an increase after the market share by (.208) and a standard error (.012), and a
critical ratio ( 17.33)

B- The second sub-hypothesis: which states (there is a relationship of significant significance for training (TR) in the
dimensions and customer satisfaction (CUSA).

The results of Table (9), shown in Figure (2), show the presence of a reverse effect of the TR dimension on customer
satisfaction (CUSA) and its amount (.198), a standard error (.034), and a critical ratio (-5.823). Negative training (TR) in
after quality of service (SEQ), as an increase after training by one unit leads to a decrease in after quality of service by (-.
010) and a standard error (054), and a critical ratio (-0.185). In after loyalty (LE) it represents a significant relationship, so an
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increase after training by one unit leads to an increase after loyalty by (.591) and a standard error (.042), and a critical ratio
(24.65). It was found that the effect of training effect (TR) on the after market share (MAS) is that it represents a significant
relationship, as an increase after the internal communications by one unit leads to an increase after the market share by (.378)
and a standard error (.031), and a critical ratio (12.19).

C- The third sub-hypothesis: which states (there is a statistically significant effect relationship for internal market research
(IMSE) in the dimensions and customer satisfaction (CUSA).

The results of Table (9) shown in Figure (2) show a significant effect of the internal market research dimension (IMSE) on
customer satisfaction (CUSA), as there was a positive effect of internal market research (IMSE) on the quality of service
(SEQ), as An increase after internal market research by one unit leads to an increase in after-service quality by (.495) and a
standard error (.023), and a critical ratio (21.52). While the impact of internal market research (IMSE) in after loyalty (LE) it
represents a significant relationship , As an increase after internal market research by one unit leads to an increase after
loyalty by (.317) and a standard error (.043), and a critical ratio (7.372). It was found that the effect of the internal market
research (IMSE) after the market share (MAS) is that it represents a significant relationship, as an increase after the internal
market research by one unit leads to an increase after the market share by (270) and by a standard line (.035), and the ratio
Critical (7.714).

Table (9) Results of an impact analysis of the dimensions of the internal marketing variable in the
dimensions of the customer satisfaction variable

Regression path Standard Standard  The Values Probability Effect type
(direct) estimates  error  critical R2 (P)
ratio
| SEQ |+—| INCO [ 537 | .025 [ 21.48 |
SEQ |+——| IMSE 495 023 21.52 wEE moral
SEQ |+—| INMA 1.944 105 18.51 ok moral
LE |*+——| INCO 104 034 3.058 wEE moral
LE [+«——| TR 591 042 24.65 983 ok moral
LE |#=—| IMSE 317 043 7.372 o moral
LE |« INMA 1.241 123 10.089 ok moral
MAS [#——| INCO 208 012 17.33 wEE moral
MAS (| TR 378 031 12.19 956 ok moral
MAS |[¢=——| IMSE 270 035 7.714 i moral
MAS || INMA 622 A17 5.316 o moral
CUSA || INCO 247 023 10.739 i moral
o5 |
AR moral
EE mora

The fourth main hypothesis: which states (there is an interactive effect of soft skills with internal marketing to influence
customer satisfaction).

The interaction of soft skills with internal marketing leads to the enhancement of the effect of internal marketing on customer
satisfaction. Therefore, in order to reveal the relationship of the interactive effect between the soft skills variable and the
dimensions of internal marketing, interactions with the elements involved in the analysis must be made, the variables
included in the analysis were coded by giving them codes to indicate them, The interaction of internal marketing for internal
marketing (INM) with soft skills (SOSK) with the symbol (SINM), the interaction of comprehensive marketing training (TR)
with soft skills (SOSK) with the symbol (SRT), and the interaction of internal market research for comprehensive marketing
(IMS) With soft skills (SOSK) symbol (SIMS), as shown in Figure (3).

Three sub-hypotheses are branched from this hypothesis:
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The first sub-hypothesis: This hypothesis states that (there is an interaction effect of soft skills with internal communications
for internal marketing (SINM) to influence the dimensions of customer satisfaction).

The results of Table (10) shown in Figure (3) show an interaction effect of soft skills with internal communications for
internal marketing (SINC) in after service quality (SEQ), as increasing the interaction of soft skills with internal
communications by one standard weight leads To increase after the quality of service by (.767) and a standard error (.008),
and a critical ratio (95,875). Increasing the interaction of soft skills with internal communications by one standard weight
leads to an increase after loyalty by (.098) and a standard error (.008), and a critical ratio (12.25). While increasing the
interaction of soft skills with internal communications by one standard weight leads to Increase after the market share by
(.308) and by a standard error (.010), and by a critical percentage (.30.8(

From the foregoing, this indicates the papers of the first sub-hypothesis of the fourth main hypothesis of the research which
states (There is a relationship of interaction of soft skills with internal communications for internal marketing (SINM) to
influence the dimensions of customer satisfaction).

el 97
76
SINM SEQ
el 93
A1
-37 09
2 STR
LE
il
R = B
ed i
SIMS ~i
\,r’g
A7 MAS

Figure (3) is the standard model for soft skills interaction with internal marketing in customer
satisfaction

The second sub-hypothesis: This hypothesis states that (there is an interactive effect relationship of soft skills with training
for internal marketing (STR) to influence the dimensions of customer satisfaction(
The results of Table (10), shown in Figure (3), show an interaction effect of soft skills with training for internal marketing
(STR) in the dimension of service quality (SEQ), as increasing the interaction of soft skills after training with a single
standard weight leads to an increase After the quality, the service increased by (.313), with a standard error (.008), and a
critical ratio (41.55). And the increase in the interaction of soft skills with training by one standard weight leads to an
increase after loyalty by (.508) and a standard error (.0010), and a critical ratio (50.8), while an increase in the interaction of
soft skills with training by one standard weight leads to an increase after Market share of (.313) and standard error (.008), and
a critical ratio (39.12)
From the foregoing, this indicates the papers of the second sub-hypothesis from the fourth main hypothesis of the research,
which states (There is an interaction effect of soft skills with training for internal marketing (STR) to influence the
dimensions of customer satisfaction
The third sub-hypothesis: This hypothesis states that (there is an interactive effect relationship for soft skills with internal
market research for internal marketing (SINS) to influence the dimensions of customer satisfaction)
The results of Table (10), shown in Figure (3), show an interaction effect of soft skills with internal market research for
internal marketing (SIMS) in after service quality (SEQ), as increasing the interaction of soft skills with training by one
standard weight leads To increase after the quality of service by (.594) and a standard error (.008), and a critical ratio (39.12).
And the increase in the interaction of soft skills with internal market research by one standard weight leads to an increase
after loyalty by (.388) and a standard error (.008), and a critical ratio (43.11). While an adverse reaction came with the
internal market research in the market share, as any Increased interaction after soft skills with internal market research by one
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standard weight leads to a decrease after the market share by (.374) and a standard error (.009), and a critical percentage
(41.55).

From the foregoing, this indicates the papers of the third sub-hypothesis of the fourth main hypothesis for research, which
states (There is a relationship of interaction of soft skills with internal market research for internal marketing (STR) to
influence the dimensions of customer satisfaction).

Table (10) Results of the analysis of the interactive impact of the soft skills variable with internal
marketing in customer satisfaction

Regression path Standard Standard  The Values Probability Effect type

(indirect) estimates error  critical R2 (P)
ratio
SE() |«4==< SINC 767 008 95.875 e moral
SEQQ |<4==- STR J13 008 39.12 N e moral
SEQ | «4==<« SIMS 594 008 74.25 o moral
LE |<4=== SINC 098 008 12.25 ok moral
LE |<4=== STR 508 010 50.8 93 o moral
LE |«<=== SIMS J88 008 43.11 i moral
MAS | ==+ SINC J08 010 30.8 Ho moral
.96

MAS [<4===| SIMS A70 009 52.22 LEE moral

3-Summary of direct and indirect (interactive) effect of research variables.
The results shown in Table (11) indicate that most of the results of the interactive analysis were accepted while the
interaction of soft skills with internal market research was not encouraged for the effect, since the direct effect between them
is higher than the interactive effect, and therefore the sub-hypothesis of the interactive effect between these two is rejected.
The two variables. As shown in the table (11).

Table ((11) Summary of direct and indirect (interactive) effect ofresearch variables

Regression path Standard Standar Regression path Standard  Standar

(indirect) estimates d error di cstimaies || d exror
SEQ [¢===| SINC 67 008 SEQ |e¢=——{ SINC 537 025
SEQ [*===| STR 313 008 SEQ |+* STR =010 054
SEQ |la===| SIMS 594 008 SEQ |+—— SIMS 495 023
LE [@===| SINC 098 008 LE |#— SINC Jd04 034
LE [M===| STR S08 010 LE |+=—— STR 591 042
LE |4=== SIMS J88 008 LE |s+— SIMS 317 043
MAS [*===| SINC 308 010 MAS |4 SINC 208 012
MAS |[4===| STR -374 009 MAS |[*—| STR 378 031
MAS |<=== SIMS A70 009 MAS |= SIMS 270 035

THE FOURTH TOPIC: CONCLUSIONS AND RECOMMENDATIONS

First: the conclusions

Based on the researcher's findings of practical results of the research variables: A set of recommendations has been
formulated, namely:

1- It was found from the results of the research that there are significant correlation relationships between internal
marketing and its dimensions, soft skills and its dimensions, and this confirms that the research banks are interested in the
three internal marketing activities (internal communications, training, internal market research) which will lead to the result
in reaching customer satisfaction
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2- .1t was found from the results of the research that there are significant correlation relationships between soft skills
and its dimensions, customer satisfaction and its dimensions, and this confirms that the research banks are concerned with the
effectiveness of soft skills (customer response, intelligence, motivation research, efficiency) which will lead to the result in
achieving customer satisfaction.

3- The results of the research show that there are statistical impact relationships between internal marketing and its
dimensions, customer satisfaction and its dimensions, and this confirms that the research banks are interested in the three
internal marketing activities (internal communications, training, internal market research) which will lead to the result in
reaching the customer's satisfaction.

4- It was found from the research results that there are statistical effects relationships between the interaction of soft
skills with internal marketing and its dimensions in customer satisfaction, and this confirms that the research banks are
interested in the inclusion and interaction of the capabilities and skills of workers in the three internal marketing activities
(internal communications, training, internal market research) which will lead to the result To reach customer satisfaction.

5- The results of the analysis confirm that the managers and employees of the research banks prevail among them the
spirit of cooperation and work as a team, and this in turn reflects positively on the performance of the company and as a
result the customer's satisfaction.

6- The results of the research indicate that the managers and employees of the researched banks have the capabilities,
skills and ability to assume responsibility in addition to their current jobs, and this explains that the researched banks have a
competitive advantage compared to the competing banks.

7- The results showed that the top management of the research banks is interested in taking opinions, proposals and
ideas from the middle and lower departments and allowing them to participate in making decisions that ultimately affect the
performance

of the bank.

Second: Recommendations

1- The necessity of enhancing internal marketing activities through a set of means, which are continuous development,
self-capabilities, and continuing education.

2- Providing employees of banks that are searching with training and development programs so that they can keep
abreast of technological developments and changes taking place in the field of banking industries.

3- Providing managers and employees with internal and external training courses to increase their knowledge of

models of internal marketing activities, so that banks can involve the internal and the trained parties when developing and
formulating these activities.

4- Providing effective means of communication, whether between the employees (horizontal communications), or
between the higher management and the rest of the company’s departments (vertical communications) so that they can
transfer ideas and information as quickly as possible.

5- Establishing a network of alliances with internal and external stakeholders (employees, customers) to benefit from
external opinions and proposals when providing the service.
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