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The Impact of Internal Marketing on Achieving Institutional
Excellence in Universities: A Field Study on Private Universities in
Taiz Governorate

Abstract

The study aimed to identify the impact of internal marketing with its dimensions
(employee selection, training, empowerment, motivation, internal communication, and
administrative support) on achieving institutional excellence with its dimensions (strategy
and policy, human resources, service excellence, employee satisfaction, and operations)
in private universities in Taiz Governorate. The study sample consisted of (253)
employees from the private universities under investigation. The descriptiveanalytical
method was adopted, and a questionnaire was used as the primary tool for data collection.
Data were statistically analyzed using several appropriate statistical methods suitable for
the nature of the data and the objectives of the study. The study reached several findings,
the most important of which are: the availability of institutional excellence and internal
marketing dimensions at a high level in the private universities under study, from the
respondents’ perspective; and the existence of a statistically significant effect at the
significance level (a < 0.05) of internal marketing on achieving institutional excellence
in the private universities under study in Taiz Governorate. Furthermore, the study
revealed statistically significant differences in respondents’ views regarding internal
marketing and institutional excellence attributed to the variable (nature of the university),
while no statistically significant differences were found regarding the variable (age of the
university). The study provided several recommendations to enhance institutional
excellence practices in the private universities under study through greater focus on the
dimensions of internal marketing.
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