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Abstract 
The  study  aims  at  explaining  the  effect  of  internal  marketing  on  its  dimensions  (clarifying  the  
roles of employees, training, motivation, increasing motivation of employees, communication) as 
an independent variable in the development of loyalty to the brand. 
A questionnaire was designed to measure the impact of internal marketing dimensions in the 
development of loyalty to the Mobilis brand. All employees of the communications agencies 
were selected in Jaljafa, Laghouat and Ghardaia as a study society. A random sample of 67 
frontline workers was selected by these agencies. , Were fully recovered and processed. The 
researchers used the appropriate statistical methods to analyze. 
One of the most important findings of the study is the presence of an internal marketing impact 
on the development of loyalty to the brand at Mobilis. The two researchers recommended that 
more efforts be made to meet the needs of the employees and gain their satisfaction to ensure 
their continuity of work, as well as the need to clarify the roles of the workers at different levels 
of management. 
Key words: Internal Marketing, Brand Loyalty, Mobilis Corporation for Mobile 
Communications in Algeria 

 

 

  



                                                           - –53)01( 

  

135 

 (  ) 

 .
  

 .

 .  

  
  

   
  

 
 

  
  :   

 
    

:   
1-   
2-  
3-  
4-  
5-  
 



                                                           - –53)01( 

  

136 

    
1-   0.05(

  
2- 0.05(

  
3- 0.05(

  
4- 0.05(

 
5- 0.05(

  
 :  

1.  
2.  
3.  
4.   
5.   

  
01:(  

  
  
  
  
  
  
  
  
  
  
  
  

:  

  

 

  

  

  

 

  



                                                           - –53)01( 

  

137 

  
 :  

1970  -
-  " " 

 1 .
)Berry" :  (

."2 ) Johnson et 

Seymouv (" :
."3 )  Kotler"  :  (

."4 5  
 -  
 -  
 -  
 -  
 -  

6  
 -  
 - 

 
 -  
 -  
 -  

 ( ) 

  
1- " :  :

."7 

  



                                                           - –53)01( 

  

138 

2-   :" :
."8  

3- " :  : 
9 .

   
4-  :

 ."10  
5-  :

 
 :  

" Fidélis." " :  "11  
  

"12.  
" :13."  

 " :14.  
 

  
  

 .  ( )  
) Dick Et Pasu ( 15:  

1-  : 
 

2-  :  :
 

3-  :
 

4-  :

  



                                                           - –53)01( 

  

139 

16  
 :  

" :
."17"  :

."18 
 

 :) 
 : .(

) .(  
  

1-  :
 

2-  :
 

3-  :
 

4-  :
 

5-  :
 

  

 ."  
1.    ) ( ) ATM:*(19  

 100.000.000,0 1000 100.000,00 
2003  



                                                           - –53)01( 

  

140 

 .  
2.  : 

         .      :20  
      
  
  
       

10 .  
3.   

 :    
67 

   
  :

 :  
1-  
2-   
3- 

) SPSS.(  
  :    

  :  
 :  
 :(Logaj and Forad)  

 .20 
  

  :  :  
1 :2 :3 :

4 :5  .  :  
   
1(  :01 ) 

.(



                                                           - –53)01( 

  

141 

) 52.2 (%
) 32.8(%1.5 (%

) 85 (%-
- 

           5    ) 

41.8 %(         6 10  "  

 " ) 23.9 %( ) 22.4 %("  10  "
)11.9(%               

 
)01( :  

          

1    
  36  53.7%  
  31  46.3%  

2    

20 29   21  31.3%  
30 39   34  50.7%  
40 49   11  16.5%  

50   1  1.5%  

3    

  1  1.5 %  
  5  7.5%  
  22  32.8%  
  35  52.2% 
  4  6 %  

4    

  15  22.4 %  
1 5   28  41.8 %  

6 10  16  23.9 %  
10   8  11.9 %  

2(   
              

  
) 02:(   

  
  

 



                                                           - –53)01( 

  

142 

  
   

01   4.39  0.673    

02   4.37  0.599    
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