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Abstract,

The objective of this study is fo show how the dimensions of the internal
markefing (fraining, stimulation, empowerment, internal communication, a
culture of service) to improve the quality of bank service at the Bank of
Agriculture and Rural Development Agency 488th tébessa - - and this study
relied on the use of descriptive analytical method, where data was collected by
relying on a study of the questionnaire, the study was based on a sample was
identified from 30 fo 50 statf identitfied and addressed fo customers, and has
been relying on statistical methods as descriptive variables in the study, as has
been relying on simple regression methods to test hypotheses.

The present study suggests that there is a positive impact of the internal
marketing in achieving quality of services for the bank under consideration.
Finally agreed fo a number of theoretical and practical results, as well as
providing some of the recommendations.

Keywords. Internal Marketing, quality of bank service, the Bank of Agriculture

and Rural Development.




