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Abstract  

The purpose of this research is to examine the impact of internal marketing on job satisfaction and organizational 
commitment of the teaching hospitals in Kingdom of Saudi Arabia. The independent variables are internal marketing 
factors was represented by these variables namely selection and appointment, training and development, 
organizational support, incentives and motivation, and retention policy. The dependent variables were represented by 
and job satisfaction and organizational commitment. A structured questionnaire was distributed to a sample of 250 
physicians representing all of the teaching hospitals in Saudi Arabia. This study was used the multiple regression 
analysis to show the impact of internal marketing on job satisfaction and organizational commitment. The research's 
findings showed that internal marketing (selection and appointment, training and development, organizational 
support, incentives and motivation, and retention policy) had a positive effect on Saudi teaching hospitals physicians' 
job satisfaction, and organizational commitment. This research will make a positive contribution in the direction of 
internal marketing factors and its impact on physicians' job satisfaction and organizational commitment in Saudi 
teaching hospitals in KSA. 
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1. Introduction  

Services have increasingly assumed a more vital role in the economic growth and development of countries 
worldwide. The deregulation of services in many nations during the 1980s, especially in the area of services (e.g. 
health insurance, telecommunication, hotels and hospitality, and health services) has led to a stiff and intensified 
competition among various businesses (Kameswari and Rajyalakshmi, 2012). Patient's expectation and preferences, 
technological advances, multi health services providers and huge competition, and business propositions made many 
service organizations to think of a marketing approach to deliver satisfaction to the customers (Ahmad et al, 2010; 
Armstrong and Kotler, 2011). Consequently, working in such altering environment requires the accurate sort of staff 
to survive. It is at this point that the concept of internal marketing and internal customer satisfaction arises. Internal 
marketing refers to all the actions that an organization (i.e. health care organizations, and hospitals) has to perform in 
order to develop, train and motivate its employees, so to enhance the quality of the services provided to its customers 
(Chen et al, 2006). This is important for the teaching hospitals in KSA, because increased customers' satisfaction 
means the hospital will treat a greater number of patients, which will increase the hospital revenues from the self 
fund patients and third party payers. Kotler (1991) stated that internal marketing is the task of successfully recruiting, 



www.sciedu.ca/bmr Business and Management Research Vol. 1, No. 3; 2012 

Published by Sciedu Press                         83                        ISSN 1927-6001   E-ISSN 1927-601X 

educating and motivating employees so as to perfect customer service (Kotler, 1991). Kotler (1994) also mentioned 
that it is not logical to expect perfect services from an organization, whose employees are not ready to provide such 
services. Internal marketing is the way to accomplish that (Kotler, 1994). Administering their human resources 
effectively is very important for organizations that provide services to their customers, because the services 
generated by the organization are produced by the employees directly for the client (Chen et al, 2006). This necessity 
led to the development of internal marketing as a distinct field of marketing. In 1970s Berry and his colleagues 
(Berry et al, 1976) were the first to introduce the concept of internal marketing in the US, based on the traditional 
marketing mix of 4 Ps (Product, Price, Promotion and Place). They posited that employees can be considered to be 
internal customers and their jobs could be seen as the organization's products. In the 1980s, Gronroos (1981, 1984) 
argued that employees were an important part of the overall product or service delivered. Therefore, they should be 
trained as marketers with customer retention skills that would enable the building of ongoing customer relationships. 
Conduit and Mavondo, based on Gronroos basic idea, divided internal marketing practices into five categories: 
employees' education, management support, internal communication, human resources and employees' intervention 
in external communication (Conduit and Mavondo, 2001). Based on these, Rafiq and Ahmed (2000) define IM as "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-orientated employees". 

This study examines the factors which contributes and enhances the adoption of internal marketing concept in Saudi 
Arabia, and the impact of internal marketing on the job satisfaction and organizational commitment for Saudi 
teaching hospitals physicians. Findings of this research are useful for the health sector in formulating appropriate 
internal marketing strategies to build physician satisfaction and organizational commitment.  

2. Literature Review 

2.1 Internal marketing 

Gronroos (1981), one of the scholars who early introduced the term “internal marketing”, defined the term as the 
behavior of selling a corporation to its internal customers (employees) under the principle that highly satisfied 
employees will help create a market-oriented and customer-centered corporation and, consequently, encourage 
employees with customer-oriented awareness (Bernstein, 2005; Longbottom et al, 2006). Greene et al (1994) 
hypothesized that internal marketing refers to the application of marketing philosophy and methods to employees 
who serve customers in order to utilize and conserve employees and guarantee they strive to finish tasks and duties. 
Therefore, the concept of internal marketing notices employees as internal customers and their work as internal 
“products”, and, consequently, dedicates efforts to the design of products that better satisfy employee needs and 
wants (Longbottom et al, 2006). 

Research reveals that the concept and the action of an organization’s internal marketing upgrade employee job 
satisfaction Tansuhaj et al (1991); Rafiq and Ahmed (2000) Conduit and Mavondo (2001) and this in turn improve 
the organizational performance of the organization (Pfeffer and Veiga (1999); Nebeker et al (2001).  

Zeithaml and Bitner (2000) pointed that in the service triangle, the objective of external marketing is to launch 
commitment, interactive marketing to fulfill commitment, and internal marketing to develop the capability to fulfill 
commitment. In other words, the three types of marketing in the service triangle are critical to successful service and 
higher corporate profits. Internal marketing is a communication process, and the purpose is to create the 
customer-oriented organizational culture (Bernstein, 2005). 

Preston and Steel (2002) addressed issues related to internal marketing. They opined that recruiting; training, 
developing and motivating staff is the important components of internal marketing and felt that it is the external 
marketing impact of each member of the staff that is the essential focus of an internal marketing strategy. Naude et al 
(2003) developed three dormant variables that included person, situation, and person x situation and found that 
location, age, length of tenure, as well as many interaction variables. Paulin et al (2006) tested a model comparing 
overall and customer-linked antecedents and consequences of employee affective organizational commitment and 
indicated that co-worker support and the perception of fair treatment are the precursors of customer-linked job 
satisfaction. 

Che Ha et al (2007) viewed internal marketing as an important concept where firms apply marketing tools to attract 
and retain the best employees which enhance the business performance. They identified 12 constructs of internal 
marketing inter-functional coordination and integration, customer orientation, marketing like approach, job 
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satisfaction, empowerment, employee motivation, quality of service, employee development, and vision of the 
organization, strategic reward, internal communication and senior leadership. 

Masroor and Fakir (2009) investigated the level of job satisfaction and intent to leave among Malaysian nurses. They 
suggested that the nursing staffs were moderately satisfied with supervisor, job variety, closure, compensation, 
co-workers and HRM/management polices and therefore exhibits a perceived lower level of their intention to leave 
the hospital and the job. Nittala and Kameswari (2009) opined that service organizations need to attract and retain 
customers to ensure a sustainable competitive advantage as the employee plays a central role in attracting, building 
and maintaining relationships with customers/patients.  

Sang et al (2009) establish that aspects of job satisfaction like reimburse, colleagues, supervisors, working conditions, 
job security, promotion aspects and the nature of work to be the most researched and stated that all these aspects are 
positively inter-correlated with job satisfaction. 

Panigyrakis and Theodoridis (2009) examined a synthesis of internal marketing and investigated its effect on 
business performance in a retail context and developed a Structural Equation Model that indicated five dimensions of 
the internal market construct: formal interaction, reward systems, feedback, internal procedures and policies and 
internal customer orientation (ICO). Pawan et al (2009) found that monotonous work, stressful work environment, 
adverse working conditions, and lack of career development opportunities; better job opportunities elsewhere, 
emerged as the key causes of increasing attrition rates in the Indian call centre industry. Karthikeyan et al (2010) 
assessed the effectiveness of the various facets of training i.e. employee’s attitude towards training inputs; quality of 
training programmes; application of training inputs to the actual job. Findings indicate that effective training has a 
direct and positive influence on growth & result of the organization.  

Yavas and Babakus (2010) examined the nature of relationships between six organizational support mechanisms, a 
personal resource, and selected psychological and behavioral work outcomes. Results show that supervisory support 
is most closely associated with psychological work outcomes. Yang and Coates (2010) found that reliability; 
responsiveness, assurance, empathy, communication, consideration, fairness, recognition and flexibility influence the 
internal service quality of caddy managers in internal service encounters between caddies and caddy managers. 
Ibrahim et al (2010) identified that the recruitment, development, internal communications, incentives and 
demographic factors (gender, age, experience and education) have impact on job satisfaction. Khan et al (2011) 
established a link between perceived internal service quality practices with employee retentions in mediating 
environment of employee job satisfaction. They identified employee selection, training and development, work 
design; job description, rewards and compensation have positive and significant dimensionality to internal service 
quality. 

Employees are regarded as corporate partners who assist with firms to provide products and services for external 
customers. Conduit and Mavondo (2001) divided internal marketing activities into five constructs based on the seven 
categories proposed by Gronroos (2000), with the five constructs related to one another as revealed in the results of a 
sample survey (Suzuki et al, 2006). These five constructs are: (1) market training and education; (2) management 
support; (3) internal communication; (4) personnel management; and (5) employee involvement in external 
communication. The constructs suggested by Conduit and Mavondo (2001).  

Many of the studies highlighted the relation between internal marketing and job satisfaction. The factors of internal 
marketing like pay, coworker support, supervisors, working conditions, job security, promotional aspects, nature of 
work, employee selection, employee training and development, work design, job definition employee rewards and 
compensation, fairness, recognition, flexibility, feedback, quality of service, employee development, vision of the 
organization, strategic reward, internal communication and senior leadership have been concentrated upon by 
different authors over the years.  

Based on the literature the present study identified five dimensions of internal marketing factors: selection and 
appointment (staffing), training and development, organizational support, incentives and motivation, and retention 
policy. These dimensions are studied in the teaching hospitals in Saudi Arabia, to identify their relation to physicians’ 
job satisfaction and organizational commitment. The established relationship from the literature between the various 
internal marketing dimensions and physicians' job satisfaction and organizational commitment is shown in figure 1. 

2.2 Job Satisfaction and Organizational Commitment  

2.2.1 Job satisfaction 

Job satisfaction in general refers to the emotions the employee feels about his job, and how he reacts to them (Tadeka, 
2005; Shiu and Yu, 2010). Job satisfaction is a broadly studied concept in numerous occupational fields, including 
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the health care industry. Nelson (2006) contends that the principal determinant of whether health care employees stay 
or voluntarily quit a job is dissatisfaction with their employment situation.  

Robbins (1996) assumed that job satisfaction stands for the general attitudes that a worker has toward his/her job, 
with a high level of job satisfaction indicating a positive attitude. Job satisfaction refers to a joyful or positive 
emotional state regarding work or the work experience (Shimizu et al, 2005; Suzuki et al, 2006). Porter and Lawler’s 
(1968) definition of job satisfaction includes both internal and external satisfaction. From the above definition 
internal satisfaction refers to the causes that create job satisfaction, and are closely related to the job itself. In other 
meanings, it is the level of satisfaction achieved through the job itself, through facets such as sense of achievement, 
growth, self-esteem, independence, and sense of control (Shimizu et al, 2005). On the other hand, external 
satisfaction, is indirectly related to the job itself, and includes such facets as good working environment, welfare, 
high salary, promotion, etc. 

By joining the factors that influence job satisfaction proposed by scholars, it can conclude the following: Job 
satisfaction refers to an employee's feelings of, or emotional response to, his or her job and relevant elements 
(Takeda et al, 2005). Level of satisfaction depends on the difference between actual gains and predictable gains, and 
can be divided into two constructs: internal satisfaction and external satisfaction (Shimizu et al, 2005; Castle et al, 
2007). 

The essential concept of internal marketing is to treat employees/physicians at all levels of the organization/hospital 
as internal customers (Iliopoulos and Vasilios Priporas, 2011). The growing recognition of the importance of the 
employees'/physicians' role has led service organizations/hospitals to adopt internal marketing and hence, treat their 
employees as internal customers (Iliopoulos and Vasilios Priporas, 2011). Previous studies showed that internal 
marketing has a positive effect on job satisfaction.  

2.2.2 Organizational commitment 

The concept of organizational commitment has become a vital research topic in the field of organizational behaviors 
ever since it was first suggested by Whyte (1956). Porter et al (1974) proposed that organizational commitment is the 
degree of an individual’s identification with, and loyalty to, a specific organization, and includes: (1) value 
commitment: strong belief in, and acceptance of, organizational objectives and values; (2) effort commitment: 
willingness to dedicate greater effort to benefit the organization; (3) retention commitment: willingness to remain as 
a member of an organization (Lambert et al, 2006; Moss et al, 2007). Buchanan (1974) believed that organizational 
commitment means an individual is attached emotionally to an organization, including identification with, and 
acceptance of, organizational objectives and values; mental devotion to, and concentration on, a job role; and loyalty 
to, and affection for, the organization (Dee et al, 2006). Therefore, the concept of organizational commitment 
embraces the following employee factors: (1) desire to strive to the fullest in order to represent an organization; (2) 
desire to remain with an organization; (3) feelings of belonging and loyalty to an organization; (4) acceptance of 
major organizational goals and values; (5) positive evaluation of an organization.  

3. Research Model and Hypotheses 

3.1 Research Model 

Insert Figure 1 here 

3.2 Research Hypotheses  

1) Internal marketing has a positive significant effect on physician job satisfaction. 

2) Selection and appointment has a positive significant effect on physician job satisfaction. 

3) Training and development has a positive significant effect on physician job satisfaction. 

4) Organizational support has a positive significant effect on physician job satisfaction. 

5) Incentives and motivation has a positive significant effect on physician job satisfaction.  

6) Retention policy has a positive significant effect on physician job satisfaction.  

7) Internal marketing has a positive significant effect on organizational commitment. 

8) Physician job satisfaction has a positive significant effect on organizational commitment. 

4. Research Contribution 

This research will make a positive contribution in the direction of internal marketing influences job satisfaction and 
organization commitment in the health services in Saudi Arabia. The research results can basically help the managers 
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of hospitals to project all the aspects of their hospitals, and to focus on internal marketing concept and its variables, 
which may in turn influence positively the hospital staff satisfaction and organizational commitment, and this 
ultimately can enhance the overall performance of the targeted hospitals.  

5. Research Aim and Objectives 

The aim of this research is to explore the importance of employees in the teaching hospitals in the KSA in particular 
the physicians. And to what extent the internal marketing practices related to employees, participate in the sense of 
job satisfaction and organizational commitment towards their hospitals. Based on the relevant literature of the 
internal marketing, and job satisfaction and organizational commitment the research objectives are:  

 To determine the factors which constitute internal marketing in the Saudi Arabia teaching hospitals? 

 To examine the effect of internal marketing on physician job satisfaction in Saudi Arabia teaching hospitals. 

 To examine the effect of physician job satisfaction on organizational commitment. 

 To examine the effect of internal marketing on organizational commitment. 

6. Research Methodology 

This research is an empirical study that described the nature of the relationship selection and appointment (staffing), 
training and development, organizational support, incentives and motivation, and retention policy) and job 
satisfaction and organizational commitment.  

6.1 Measurement 

The questionnaire included perceptual measures that were rated on a five-point Likert scale. Each scale item was 
anchored at the numeral 1; 1 = “strongly disagree”; 5 = “strongly agree”. This format has been recommended for 
management and health services marketing surveys (Elbeck, 1987; Steiber, 1989). The research questionnaire was 
designed based on previous empirical literatures. The research questionnaire was used as primary data collection 
method. Multiple items were used to assess their measurement properties (reliability and validity). Consistent with 
the literature, the scale items selected for the dependent variable were direct measures of job satisfaction with 
influences received from internal marketing factors as independent variables. 

Both the independent and dependent variable(s) deployed in the research are explained in Table 1 and 2 according to 
the proposed hypotheses. 

6.2 Research Population and Respondents 

The Research Population 

The population of this research consists of the teaching hospitals in the Saudi Arabia. The population in this research 
is defined as all the teaching hospitals of the Saudi region governorates which are licensed as teaching hospitals by 
Ministry of Higher Education-KSA.  

The number of hospitals included in the research population for this study was five. This research focused on the 
different multi-ownership teaching hospitals. Hospitals in Saudi are either government hospitals (Ministry of Health, 
Ministry of Defense, National Guard Hospitals, and university hospitals), and private hospitals. 

The hospitals were classified according to the number of available beds: large hospitals (300 beds or more than) 
medium hospitals (101-299 beds) and small hospitals (100 or less than beds). Although there are a number of 
classifications for hospital size (American Hospital Association, 1974), the one depending on bed capacity was used 
because it is the most popular measure internationally (American Hospital Association, 1991). 

The Research Respondents 

The research was conducted with all the physicians in Saudi teaching hospitals. These physicians included the 
following; firstly, Saudi and non-Saudi physicians also the physicians from the different occupational levels 
(consultant, specialist, and general practitioner). 

The researcher gathered 230 out of 250 questionnaires, yielding a response rate of 92% (Table 6). All data collection 
procedures were designed to ensure the anonymity. Respondents typically held purposive sample. It should be noted 
that every questionnaire was personally handed and instructions were given to each physician before completing the 
questionnaire. Regarding to educational levels of those physicians (70%) were bachelor degree holders, (25%) of 
them were master degree holders and the remaining (5%) were doctoral degree holders. In terms of the age group of 
respondents, it is interested to note that (80%) of them are fell into (41-50) years, whereas (15%) fell into (30-40). 
The respondents nationalities, the majority (80%) were Saudi and the rest are non-Saudi from different countries 
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around the world. Regarding to their experiences in health services organizations the majority of them were (16-20) 
years which represented (75%). Regarding to hospital size (90%) were big hospital, (10%) middle size. In terms of 
the gender of respondents the majority (83%) was males and the rest were (17%) were females.  

7. Results and Discussion 

The crucial assumptions in this research are that internal marketing components namely (selection and appointment 
(staffing), training and development, organizational support, incentives and motivation, and retention policy) 
influence job satisfaction and organizational commitment. A multiple regression modeling approach was proposed as 
an effective method for studying the relationships. As displayed in Table 1, the adjusted R2 is 0.651, suggesting that 
the five internal marketing factors explain close to 65 per cent of the variance for the dimension of satisfaction. 
Specifically, other tables also act variables have a statistically significant effect on job satisfaction. Of these 
significant variables, selection and appointment, training and development, and organizational support appear to 
have the greatest impact on job satisfaction. In addition, it predicted that the influence of such factors (selection and 
appointment (staffing), training and development, organizational support, incentives and motivation, and retention 
policy) on job satisfaction would differ according to the personal variables, which are personal characteristics and (as 
shown in table 3). The results of the multiple regression analysis signal that there is variation in the effect of internal 
marketing factors on job satisfaction and empirical evidence in this research suggests that internal marketing factors 
have a significant degree of influence on job satisfaction and organizational commitment. This empirical evidence 
has provided significant support for the internal marketing literature, which substantively advocates that internal 
marketing factors have an impact on organizational commitment. 

The results empirically substantiate that internal marketing factors play a fundamental role in the job satisfaction 
among Saudi teaching hospitals. 

7.1 Selection and appointment has a positive significant influence on physician job satisfaction  

The findings in table (3) provide significant support for the selection and appointment literature which advocates that 
selection and appointment have an influence upon Saudi teaching hospitals. As a consequence, the researcher is able 
to substantiate that selection and appointment has a significant influence on physician job satisfaction. These 
findings are also consistent with other research findings (for example, Che ha et al, 2007; Masroor and Fakir, 2009; 
Nittala and Kameswari, 2009; Ibrahim et al, 2010).  

7.2 Training and development has a positive significant influence on physician job satisfaction 

Training and development is also considered to be one of the influential factors on the job satisfaction of Saudi 
teaching hospitals (table 3). Prior research has empirically found positive relationship between training and 
development and job satisfaction as critical factors on the adoption of internal marketing concept (Che ha et al, 2007; 
Masroor and Fakir, 2009; Nittala and Kameswari, 2009; Ibrahim et al, 2010). In common condition the Saudi 
teaching hospitals consider the training and development as a win-win situation; this might impact positively on the 
physician's performance. As a result, the researcher is able to confirm that training and development have a 
significant influence on job satisfaction. These findings are also consistent with other research findings. For example, 
(Khan et al, 2011) found that internal marketing provides higher degree of training and development that enables 
physicians to improve their knowledge in both technically and functionally.  

7.3 Rewards and incentives systems has a positive significant influence on physician job satisfaction 

Examining data appears that a requirement for survival and growth is that both the hospitals and their staff, 
physicians in particular have an interest in their joint relationship – leading to a win-win effect. Factors such as 
rewards and incentives are playing a core role in enhancing the physician's satisfaction and commitment.  

Rewards and incentives is important dimension that may affect physician's satisfaction to build their trust (Che ha et 
al, 2007). Rewards and incentives consider as one of the most influential factor on physician job satisfaction as 
shown in table (3). 

7.4 Organizational support has a positive significant influence on physician job satisfaction 

An examination of table (3) suggests that organizational support is an influential factor on job satisfaction in Saudi 
teaching hospitals. The results therefore, substantiate that organizational support has a positive bearing on job 
satisfaction. These findings are also consistent with other research findings. For example, (Che ha et al, 2007; Suzuki 
et al, 2006; Conduit and Mavondo, 2001) found that organizational support give an opportunities to the physicians 
that enables physicians to trust hospitals at all times.  
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7.5 Retention policy has a positive significant influence on physician job satisfaction 

Retention policy is also considered to be one of the influential factors on the physician job satisfaction of Saudi 
teaching hospitals (table 3). Prior research has empirically found positive relationship between retention policy and 
job satisfaction (Che ha et al, 2007; Suzuki et al, 2006; Nittala and Kameswari, 2009; Ibrahim et al, 2010). These 
results indicate that the retention policy is an important element to retain the qualified physicians in these hospitals, 
also this will be reflects on the physician and patient satisfaction.  

In summary, it can be seen that all internal marketing factors, which selection and appointment (staffing), training 
and development, organizational support, incentives and motivation, and retention policy, have proven to positively 
physicians job satisfaction. 

Examining data in tables (4,5) it appear that physician job satisfaction has a positive significant influence on 
organizational commitment of adopting internal marketing concepts by Saudi teaching hospitals. This result was 
explained at in the proposed model (R2 Job satisfaction=0.476, R2 Organizational commitment=0.466). Generally 
speaking, we can conclude that physician job satisfaction is a key mediating factor in the organizational commitment 
in the teaching hospital in KSA. 

8. Implications 

The theoretical keystone of this study is based on literature from the internal marketing relating to physicians and 
medical staff within the hospital industry. Health service marketing scholars and hospital executive officers have 
long since recognized the crucial of internal marketing in the health service industry could be very helpful by 
improving the job satisfaction of hospitals physicians. It will be beneficial to adopt more human resources practices 
in the internal marketing perspective. Moreover, teaching hospitals are considered as a high staff intensity service, 
involving very frequent encounter with patients, because their life and health are often in risk. Consequently, it is an 
essential that the physicians are satisfied so that they can provide high quality health services. The empirical 
conclusions drawn from this research are multifaceted and as a result, it is vitally important that hospital managers 
pay attention to the influences of internal marketing on physician job satisfaction. Researchers are therefore 
encouraged to place more focus on the impact influences stemming from the internal marketing application and its 
impact on physician job satisfaction and organizational commitment within Saudi teaching hospitals. 

9. Conclusions 

This research seeks to make an original contribution to knowledge by investigating the impact internal marketing 
factors on physician job satisfaction and organizational commitment in the teaching hospitals industry in KSA. This 
research contributes to the health services marketing and human resources discipline in finding out the role of the 
internal marketing in enhancing physician's job satisfaction and organizational commitment. 

Factors pertaining to selection and appointment (staffing), training and development, organizational support, 
incentives and motivation, and retention policy were a focus of this study as they have an influence on physician's 
job satisfaction and organizational commitment. Contributions found will be beneficial for both academics and 
managers alike. Academically, this work aims to focus academic attention upon a much neglected domain – the 
health services marketing and human resources of teaching hospitals in KSA. There is currently a distinct lack of 
studies in academia relating to research in the Gulf and Middle East countries. 

In fact, the health services industry is an important and vibrant sector in KSA and teaching hospitals are considered 
as an important segment of the health services provider where patients can receive a wide range of health services. 
Although this research has provided valuable insights into a somewhat scant area of research, it has been subject to 
some limitations. To begin with, there were some difficulties in the distribution of the research questionnaire within 
the physicians of Saudi teaching hospitals, possibly leading to some inconsistencies in the data collection process. 
For example, a part of teaching hospitals opted to distribute the instrument to respondents themselves, where in other 
cases the researcher delivered the survey to respondents individually. In addition, this research has been conducted 
within a single health service and exclusively in the teaching hospitals sector, thus limiting the generalisability of the 
research results to the other hospitals which classified as non-teaching hospitals in KSA. Also, this research has been 
conducted within single research respondents at the teaching hospitals exclusively the physicians at these hospitals, 
thus limiting the generalisability of the research results to the other employee. Future research is therefore required to 
extend these results in other sectors alike also to other employees at these hospitals. For example, the concept could 
be extended to other Arab countries in order to validate the model and findings. By studying other service and health 
sectors (for example, non teaching hospitals) a model could be developed to better represent the service sector in 
more general, rather than focusing on the teaching hospitals alone. The inclusion of employees at all teaching 
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Table 1. IM (selection and appointment (staffing), training and development, organizational support, incentives and 
motivation, and retention policy) 
IM Factors: Independent variables  
Selection and appointment (staffing) (independent variable) 
The hospital management is keen to place me in a job position that is appropriate with my specialization, The 
hospital management is keen to attract employees who possess the ability to deal with customers/and patients, The 
hospital is keen to follow specific procedures and objectives selection and appointment of staff, The hospital 
management is keen to hire workers who have the skills and capabilities necessary for the provision of health 
services quality, Management feels that the hospital hire me was the right decision, The hospital is keen to provide a 
suitable working environment. 
Training and development (independent variable) 
Our hospital working on the development of its staff to achieve better performance, Our hospital considers develop 
knowledge and skills of staff as an investment, The process of developing the knowledge and skills of staff is an 
ongoing process in our hospital, The hospital is keen on the education of its employees "Why are they doing this" 
and not just "how to accomplish these acts", In our hospital staff receive training to be able to perform the health 
service correctly, This hospital is highly flexible deal in meeting the different needs of staff. 
Organizational support ((independent variable) 
My achievements appreciated by hospital's management, Hospital management gives me opportunities for promotion, 
Hospital management interested in my suggestions leading to change the working environment, Hospital 
management wishes to give me a better business that is likely to be efficient in the delivery, The hospital 
management is trying hard to make my work enjoyable as possible, Supervisors and direct managers are proud that I 
am part of this hospital.  
Incentives and Motivations System (independent variable) 
The measurement system of performance and incentives in the hospital encouraged to work well, The hospital is 
keen to measure and reward employee performance that contributes to achieving its vision, The hospital depends on 
the use of data and information collected from staff to improve their jobs, The hospital informs the staff of the 
importance of service roles that they do, Hospital staff that provide excellent services, they will get a good reward.  
Retention policy (independent variable) 
If the hospital can to attract new employees and pay less than my position, it will not do so, Hospital management 
show great interest of me, If I decided to resign, the hospital management will convince me to stay, The hospital 
management is interested in the payment of salary, which I deserved.               

                                                               
Table 2. Job Satisfaction: (dependent variable) 
Physician's job satisfaction in the Saudi teaching sector hospitals was measured on:  
I'm satisfied with overall job, I'm satisfied with supervisor(s), I'm satisfied with the hospital’s policies, I'm satisfied 
with support from the hospital, I'm satisfied with opportunities for advancement. 
Organizational Commitment: (dependent variable) 
Organizational commitment in the Saudi teaching sector hospitals was measured on:  
I would be very happy to spend the rest of my career with this hospital, I enjoy discussing my hospital with people 
outside of it, I really feel as if this hospital's problems are my own, I think that I could easily become as attached to 
another hospital as I am to this one, I do not feel like “part of the family” at my hospital, I do not feel “emotionally 
attached” to this hospital, This hospital has a great deal of personal meaning for me. 
Table 3. Results –Internal Marketing factors (Physician Job Satisfaction) 

  
Significant t-value Beta Standardized error B IM 
0.004 3.237 0.273 0.312 0.677 IM 
0.000 3.546 0.288 0.461 0.761 Selection and appointment 
0.001 3.876 0.257 0.487 0.744 Training and development 
0.001 
0.036 

3.190 
3.122 

0.267 
0.256 

0.389 
0.344 

0.613 
0.653 

Organizational support 

0.041 2.981 0.207 0.472 0.611 
Incentives and motivation 
retention policy 

Note: R 2 = 0.571; Adjusted R 2 = 0.651; F =10.650; P < 0.05. 
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Table 4. Results –Physician Job Satisfaction (Organizational Commitment)   

Significant t-value Beta Standardized error B Physician Job Satisfaction 

0.006 3.177 0.219 0.355 0.564 Physician Job Satisfaction 

Note: R 2 = 0.401; Adjusted R 2 = 0.476; F =9.760; P < 0.05. 

 

Table 5. Results –IM (Organizational Commitment)   

Significant t-value Beta Standardized error B IM 

0.011 3.298 0.222 0.361 0.588 IM 

Note: R 2 = 0.441; Adjusted R 2 = 0.466; F =9.360; P < 0.05. 

 

Table 6. Characteristics of the Sample (N = 230) 

Characteristics %  
1.1 Age 
Under 30  
30-40 
41-50  
51-60  
over 60 

 
0 
15 
80 
4 
1 
 

 

1.2 Gender  
Male  
Female  

83 
17 

 

1.3 Nationality  
Saudi  
Non-Saudi  

80 
20 

 

1.4 Educational Level 
Bachelor’s degree  
Masters degree  
Doctoral degree  
Other, please specify………  

70 
25 
5 
0 

 

1.5 Number of years you have been 
working in the health services sector 
Less than 5  
5-9  
10-15  
16-20  
over 20 

 
 
0 
2 
8 
75 
15 

 

1.6 Occupational Level 
Consultant  
Specialist  
General Practitioner  
Other, please specify 

40 
52 
8 
0 

 

1.7 Hospital Size 
 Larg (300 or more than beds)  
Medi (101-299 beds) 
Fs (100 and less)  

90 
10 
0 
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Figure 1. Research Model 

 
 


