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Abstract:  
      The main objective of this study is the highlight the impact of the internal marketing application 
on improving the quality of banking service in the agricultural and rural development bank ,from 
the point of view of the employees of a sample of the staff  of the bank under study in the state of 
msila.   
      The results of the study indicated that internal marketing has an impact on improving the quality 
of banking service , where we found that after only internal communication that affects the 
improvement of the quality of banking service ,the other dimensions of selection , training, 
motivation and empowerment have little effect, whose effect can not be statistically determined  
      therefore, one of the recommended was the need to pay attention to the application of internal 
marketing  through the good planning of training programs and the policy of selection and 
motivation with the need to empower staff. 
Keywords: Internal marketing; dimensions of internal marketing; quality; quality of banking 
service. 
JEL Classification: M31 M53  J24. 
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