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Abstract : 
The objective of this study is to demonstrate the relationship of internal marketing in its 
dimensions (training, empowerment, teams, marketing information, and administrative support) 
to achieve competitive advantage in the institution. The basic idea of this study indicates that the 
interest of the institution to employees and their satisfaction and training And their competence 
to reach their satisfaction will contribute to the acquisition of competitive advantage of the 
institution and this will be achieved only by applying the concept and dimensions of internal 
marketing with its employees. 
Keywords: internal marketing, competitive 
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