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Abstract

The study aims to determine the impact of internal marketing on organizational
performance at Islamic Banks Operating in the Capital Municipality of Sana'a, and to
identify the extent to which there are statistically significant differences at a significant
level (0.05 < o) in organizational performance due to organizational variables (bank age,
bank size). The study was conducted in (4) Islamic banks Operating in the Capital
Municipality of Sana'a. The study population was (630) sample that were chosen by the
non-proportional stratified random method. The size of the study sample was (242)
individuals. The data was processed by using the Statistical Package for Social Science
(SPSS)program. To measure the objectives of the study and test its hypotheses a set of
descriptive and inferential methods were used. The study concluded several results, the
most important of which are: there is a great interest by the Islamic banks in the level of
achieving organizational performance, and a moderate interest in the level of practicing
internal marketing. Additionally, there is a variation in the impact of internal marketing
dimensions on organizational performance, where the most influential was the internal
communication dimension, followed by the training dimension, followed by the
motivation dimension Then the empowerment dimension. The study presented several
recommendations, the most important of which are: Enhancing the interest of Islamic
banks Operating in the Capital Municipality of Sana'a to practice internal marketing in its
various dimensions; Because of its impact on raising the efficiency and effectiveness of
organizational performance, especially the internal communications dimension, which is
the most influential.
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