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Abstract:
This study aims at investigating the relationship between internal marketing and service

quality to customers' satisfaction in commercial agencies of Algeria telecom and Algeria

poste, through answering the following questions: Do commercial agencies of Algeria

telecom and Algeria post apply the appropriate concept of internal marketing? What are the

possible procedures that can be applied in the telecom and post sector? Is there any

relationship between services quality and customer satisfaction? In order to achieve the study

objectives, two questionnaires were designed and distributed over two samples of Algeria

telecom and Algeria post employees and customers totaling (100) and (600) respectively.

The questionnaires were collected and analyzed by using the SPSS .
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