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Internal marketing is a driving force for voluntary knowledge sharing  

The case study of the National Fund for Social Security for Wage Workers 

 in the wilaya of El-Oued 
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Abstract : 

              This study aimed to highlight the necessity of Dependence on internal marketing in order to 

reach the voluntary sharing of knowledge, by dropping the field study on the National Fund for Social 

Security for wage workers in the wilaya of El-Oued, depending case study technique, using the 

questionnaire as a tool to gather information, It was distributed to 40 workers, and the number of 

retrieved questionnaires valid for statistical analysis was 35 questionnaires, Several statistical methods 

are used in the statistical analysis of the information, have used SPSS. 

The study showed that, with the exception of internal communication, training and motivation 

contribute to activating cognitive sharing. 

Keywords: internal marketing, knowledge sharing, training, motivation, internal communication. 
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