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Abstract

The aim of the present study is to identify the role of Internal Marketing and its
procedures (selection, identification, motivation, enablement, and the internal
communication) in realizing job-satisfaction in the Algerian Institution of Industrial
and Technical Textiles in M’sila. The dissertation’s environment AITT (or EATIT in
French) workers from which a sample of 36 employees participated and answered
the questionnaire of the study. To find out a precise result the SPSS program was
used, it helped in testing the hypotheses of the study and achieving its goals. By the
end of the research, one can deduce that indeed there is a relationship between
Internal Marketing and job-satisfaction.
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