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ABSTRACT
This�study�reports�the�e˜ect�of�internal�marketing�on�administrative�quality�in�the�Algerian�local�communities�

(local�government)�to�˝nd�out�the�optimal�model�that�best�represents�their�relation.�The�study�covered�104�in-
formants�chosen�on�purpose,�and�used�SPSS25�for�statistical�analysis.�The�results�con˝rm�that�the�procedures�of�
internal�marketing,�namely�empowerment,�internal�communication,�and�motivation�have�an�e˜ect�on�adminis-
trative�quality�in�the�Algerian�local�communities,�and�that�each�dimension�of�internal�marketing�has�an�e˜ect�on�
administrative�quality.

KEYWORDS
Internal�marketing,�administrative�quality,�local�communities,�employees,�public�services,�Algeria.

FUNDING
The�article�has�been�written�without�external�funding.

FOR CITATION
Hadjal,�S.�(2026)�The�E˜ect�of�Internal�Marketing�Procedures�on�Administrative�Quality�in�the�Algerian�Lo-

cal�Communities�Study:�the�Msila�Municipalities�/Algeria.�Municipality: Economics and Management,�(3),�23–33.�
https://elibrary.ru/yrteiz.

AUTHORS’ INFORMATION
Said�Hadjal�–�University�of�Abbas�Laghrour� in�Khenchla,�Algeria� (Boîte�Postale� 1252.�Khenchela�40004�

Khenchela�Algeria)�–�Professor/Lecturer�of�the�Laboratory�of�Business�Incubators�and�Local�Development;�hadjal.
said@univ-khenchela.dz.�ORCID�0009-0006-3969-2114.

CONFLICT OF INTEREST
The�author�declares�no�con˞icts�of�interest.

USE OF AI TOOLS DECLARATION
The�author�declares�that�he�has�not�used�Arti˝cial�Intelligence�(AI)�tools�for�the�creation�of�this�article.

The�article�was�submitted�15.05.2026;�reviewed�08.07.2026;�accepted�for�publication�30.07.2026.



Рубрика: «МЕСТНОЕ САМОУПРАВЛЕНИЕ В РОССИИ И ЗА РУБЕЖОМ»	

24

ИССЛЕДОВАТЕЛЬСКАЯ СТАТЬЯ

ВЛИЯНИЕ ПРОЦЕДУР  
ВНУТРЕННЕГО МАРКЕТИНГА НА КАЧЕСТВО 
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В МЕСТНЫХ СООБЩЕСТВАХ АЛЖИРА: 
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АННОТАЦИЯ
Данное исследование посвящено изучению влияния внутреннего маркетинга на качество администра-

тивной деятельности в местных сообществах Алжира (органах местного самоуправления) с целью опре-
деления оптимальной модели, наиболее полно отражающей характер данной взаимосвязи. Исследование 
охватило 104 респондента, отобранных целевым способом, а для статистического анализа данных исполь-
зовалось программное обеспечение SPSS25. Результаты исследования подтвердили, что процедуры вну-
треннего маркетинга, а именно расширение полномочий, внутренняя коммуникация и мотивация, ока-
зывают влияние на качество административной деятельности в алжирских местных сообществах. Кроме 
того, было установлено, что каждое измерение внутреннего маркетинга оказывает самостоятельное влия-
ние на качество административной деятельности.
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Introduction

The local governments target better public servic-
es that reflect development. In general, services 

should be measured from the customer perspective, 

which is the most common and used, and from the 
service provider perspective, which focuses on the 
professional and administrative quality. In this re-
gard, administrative quality in the public services is 
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about�the�degree�of�e˟ciency,�competency,�and�trans-
parency� in� performing� administrative� tasks,�mainly�
delivering�public�services�easily,�rapidly,�and�at�a�low�
cost�to�satisfy�citizen�needs�and�expectations�[1;�2].�
In�this�context,�administrative�quality�in�the�public�
services�is�the�main�goal�for�states�that�seek�promot-
ing�governance,�mainly�amid�the�increasing�demands�
to�enhance�public�services.

In� this� context,� the� local� communities� are� the�
main� public� service� provider.�Therefore,�public� ser-
vices�are�seen�as�a�measure�of�state�e˟ciency�in�satis-
fying�social�needs.�With�the�modern�economic,�social,�
and�technological�changes�in�Algeria,�municipalities�
have�to� improve�their�performance�and�adopt�inter-
nal�marketing�as�a�strategic�introduction�to�improve�
relations� between� the� organization� and� its� human�
resources�and�treat�employees�as�internal�customers�
that� must� be� attracted,� continuously� trained,� e˟-
ciently�motivated,� clearly� communicated�with,� and�
highly� empowered� to� provide� high� quality� services�
to�the�external�customer.�Such�philosophy�inside�the�
Algerian� local� communities�may� help� handle� issues�
of�bureaucracy,�miscommunication,� low�motivation,�
and�irresponsibility.

Internal�marketing�is�an�innovative�strategy�that�
helps� enhance� the� ˞ow� of� information� between� ad-
ministrations� and� increase� job� satisfaction� and� cus-
tomer� loyalty.� It� is� a� strategy� that� revolves� around�
treating� employees� as� internal� customers� to� foster�
their�satisfaction,�and�can�be�matched�with�job�satis-
faction,�job�motivation,�service�quality,�cooperation,�
customer� services,� and� above�all,� customer� satisfac-
tion�and�loyalty�[3].�This�concept�has�been�de˝ned�by�
berry�as�dealing�with�employees�as�internal�custom-
ers�and�with�tasks�as�internal�products�by�designing�
and�developing�them�according�to�the�needs�and�de-
sires�of�the�internal�customers�[4].�Besides,�Gronroos�
sees�it�as�all�the�activities�that�target�the�satisfaction�
of�the�internal�customers�(employees)�in�the�organi-
zation�by�directing�the�marketing�activities�and�set-
ting� customer-centered� strategies� [5].� Although� it�
has�been�di˜erently�de˝ned,�all�de˝nitions�emphasize�
treating�the�employees�as�customers;�this�gave�birth�
to� the� concept� of� internal� customer� (employee).� In�
sum,� internal�marketing�aims�to� satisfy� the� internal�
customers�and,�ultimately,�the�external�ones.

Scholars� have� introduced� variant� dimensions� of�
internal� marketing.�However,� literature� focused� on�
the�following�ones:

�– Recruitment:� It� is� the� process� of� looking� for�
the�best�candidates�who�show�the�will�and�ability�to�
join�the�organization�and�˝ll�in�a�given�vacancy�[6].

�– Training:� It� is� an� e˜ort� planned� by� the�
organization�to� facilitate� the�employee’s�acquisition�
of�the�necessary�skills,�competencies,�and�behaviors,�
and�improve�their�performance�[7].

�– Motivation:� It� is� the� power� or� internal� energy�
that�directs�the�behaviors�of�individuals�and�makes�them�
work�hard�for�the�organizational�and�personal�goals�[8].�

�– Internal� communication:� It� is� the� organized�
exchange� of� information� and� messages� between�
the� administration� and� the� employees� inside� the�
organization� using� bilateral� channels� (dialogue,�
meetings,� interest� groups,� emails,� internet,� etc)� to�
show� goals� and� changes,� remove� vagueness,� foster�
trust,�and�help�employees�adhere�to�change�and�daily�
work�[9].

�– Empowerment:�It�is�about�allowing�employees�to�
exercise�discretion�in�taking�work-related�decisions�[10].

In�addition,�administrative�quality�is�an�amalgam�
of�activities�that�aim�at�directing�and�controlling�the�
organization� to� satisfy� the� stakeholders,� and� that�
target� continuous� improvement,�mistake� reduction,�
better� resource� exploitation,� higher� productivity,�
and� lower� costs� [11].�Often,� administrative� quality�
is�measured�with� the� costs� of� quality�decrease� that�
cover�[12]:

�– Prevention�costs:�They�include�all�expenses�to�
prevent�mistakes�and�defects.

�– Examination� and� evaluation� costs:� They�
include�the�costs�of�controlling�the�quality�of�goods�
and�services�and�examining�their�speci˝cations.

�– Internal� failure� costs:� They� are� the� costs�
resulting�from�defects�inside�the�organization�before�
the�product�or�a�service�reaches�the�customer.

�– External� failure� costs:� They� are� the� costs�
resulting� from� defects� inside� the� organization� after�
the�product�or�a�service�reaches�the�customer.

Scholars� showed� an� increasing� interest� in� the�
determinants�of�administrative�quality�in�local�com-
munities,�mainly�after�the�adoption�of�internal�mar-
keting�approach�to�manage�human�resources�and�en-
hance�institutional�performance.�In�this�regard,�some�
studies� con˝rmed� a� statistically� signi˝cant� relation�
between�internal�marketing�and�administrative�qual-
ity;�others�denied� it;�while�others� con˝rmed� it�pro-
viding�that�some�factors�are�met.

Most� studies� reported� a� strong�positive� relation�
between� the� two� concepts,� as� the� employee� is� seen�
as�an� internal� customer;� this� fosters� his� satisfaction�
and�commitment,�and�thus,� improves� the�quality�of�
the� public� services.� In� this� context,�many� practical�
studies�in�Algeria�and�the�Arab�World�found�out�that�
internal� marketing� improves� administrative� perfor-
mance�and�service�quality�[13;�14;�15;�16].�Moreover,�
studies�on�the�local�administration�stated�that�such�
relation�is�often�indirect�and�needs�median�variables,�
including� job� satisfaction� and� organizational� com-
mitment�[17].�On�the�other�hand,�other�studies�did�
not� validate� such� relation� and� pointed�out� that� in-
ternal�marketing�may�be�weak�or�insigni˝cant�if�not�
supported�by�a�good�environment�[18].�Besides,�oth-
er�analyses�reported�that�the� lack�of� integration�be-
tween�the�items�of�internal�marketing�may�hinder�the�
achievement�of�the�expected�e˜ect�on�administrative�
quality�[19].

Many� studies� con˝rmed� a� positive� relation� be-
tween� recruitment� and� administrative� quality,� as�
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the�˝rst�helps�attract�quali˝ed�labor� force�that�can�
improve�services�quality�[14;�21].�In�addition,�stud-
ies� on� the� local� sector� advocated� this� stance� and�
con˝rmed� that� the�quality�of� the�human�resources�
is�necessary� for� the� quality�of� administration�[22].�
Nevertheless,� some�studies�did�not�˝nd�any� statis-
tically� signi˝cant� e˜ect� for� recruitment� on� admin-
istrative�quality,�stating�that�such�e˜ect�may�be�in-
direct�and�need�other� factors,�such�as�training�and�
motivation�[23].

Scholars�have�reported�variant� results� regarding�
the�relation�between�the�two�concepts.�In� this�con-
text,�many�con˝rmed�the�role�of�e˟cient�training�in�
developing� employees’� skills� and� improving� admin-
istrative�performance�and�services�[25;�24;�23]�while�
others�denied� it,�mainly�when�training� is�not�based�
on�employees’�needs�or�is�not�assessed�and�monitored�
[26;� 20].�Most� studies� con˝rm� the�positive� relation�
between� the� two,� stating� that� material� motivation�
increases�job�satisfaction�and�improves�performance�
[27;�21].�In�addition,�studies�on�the�local�communi-
ties�con˝rmed�that�the�motivated�employees�deliver�
high-quality� services� and� show� more� commitment�
[28].� In� return,� others� found� that� motivation� may�
have�no�direct�e˜ect�in�some�cases,�mainly�if�unjust,�
not�based�on�the�actual�performance,�and�inadequate-
ly�assessed�[29].

Many�studies�con˝rmed� that� internal�communi-
cation�reduces�mistakes,�fosters�organizational�trust,�
improves� administrative� quality� [30;� 31;� 32],� and�
helps�execute�policies�and�achieve�organizational�har-
mony.�Nonetheless,�others�pointed�out�that�internal�
communication�may�have�a�limited�or�indirect�e˜ect�
based�on�its�integration�with�other� items,�including�
empowerment�and�organizational�culture�[26].�Thus,�
communication�alone�does�not� foster�quality�unless�
in�a�supportive�environment.

Literature�shows�a�positive�relation�between�the�
two,� as� granting� prerogatives� and� allowing� for� tak-
ing�part�in�decision�making�improve�the�institutional�
performance�[33;�34].�Besides,�empowerment�fosters�

administrative� innovation� and� quality� of� services�
[36].� On� the� other� hand,� some� studies� stated� that�
empowerment�may�have�an�indirect�e˜ect�and�need�
median� variables,� including�organizational� commit-
ment�and�job�satisfaction�[26;�34],�and�that�it�may�be�
weak�in�the�bureaucratic�environments�that�limit�the�
employee’s�independence.�

After�reviewing�literature,�we�found�that�studies�
show� a� positive� relation� between� internal� market-
ing�with�its�di˜erent�dimensions�and�administrative�
quality;�however,�other�studies�show�that�such�rela-
tion�depends�on�other�factors,�such�as�organizational�
commitment�and�job�satisfaction.�Furthermore,�most�
studies�tackled�di˜erent�sectors,�with�no�focus�on�the�
Algerian� local� communities.� Therefore,� this� paper�
shall�bridge�the�gap�in�the�applied�studies�that�exam-
ine�the�e˜ect�of�the�dimensions�of�internal�marketing�
on�administrative�quality�in�the�Algerian�local�com-
munities�by�conducting�a�˝eld�analysis�on�the�munic-
ipalities�of�Msila�and�testing�exact�hypotheses�using�
˝eld�data.

Thus,�this�study�aims�to�examine�these�hypotheses:
The�procedures�of�internal�marketing�have�no�ef-

fect� on� administrative� quality� in� the�Algerian� local�
communities...�H0.

Recruitment�has�no�e˜ect�on�administrative�qual-
ity�in�the�Algerian�local�communities…�H01.

Training�has�no�e˜ect�on�administrative�quality�in�
the�Algerian�local�communities…�H02.

Motivation�has�no�e˜ect�on�administrative�quali-
ty�in�the�Algerian�local�communities…�H03.

Internal� communication� has� no� effect� on� ad-
ministrative�quality� in�the�Algerian�local�commu-
nities…�H04.

Empowerment� has� no� e˜ect� on� administrative�
quality�in�the�Algerian�local�communities…�H05.

Based�on�what�was�said,�we�suggest�this�concep-
tual� model� that� supposes� that� internal� marketing�
with� its� dimensions,� namely� recruitment,� training,�
motivation,� internal�marketing,� and� empowerment,�
a˜ects�the�administrative�quality:

Figure 1 – The study model
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Materials�and�methods

We�used�the�descriptive�and�analytical�methods�
for� their� suitability� to� the� study.� The� study�

population� covers� all� the� employees� of� the�munici-
palities�of�Msila.�In�this�regard,�we�administered�300�
questionnaires� and� collected�back�104.� In� addition,�
we�used�Lickert’s�03�points�scale�(agree,�neutral,�dis-
agree)� to� design� a� questionnaire� of� 06� dimensions;�
the�˝rst�05�cover�the�procedures�of�internal�market-
ing� while� the� 06th� revolves� around� administrative�
quality.� Finally,� we� used� homoscedasticity,� natural�

distribution�of�residuals,�simple�linear�regression,�and�
multiple� linear� regression�tests� for� statistical�analy-
sis,�and�SPSS25�for�hypotheses�testing.

Results

To�test�the�main�hypothesis,�we�measured�the�mul-
tiple�linear�regression�using�SPSS25.�To�test�ho-

moscedasticity,�we�draw� the� scatterplots� to� analyze�
the� random� errors� by� plotting� the� unstandardized�
values�ŷ�on�the�horizontal�axis�and�the�standardized�
on�the�vertical.

Figure 2 – Scatterplot of random errors 
Source: Based on the outputs of SPSS

The�˝gure�shows�that�the�points�take�the�form�of�
an�even�horizontal�band�around�the�zero,�con˝rming�
the�model’s�homoscedasticity.

Figure�3�shows�the�natural�distribution�of�residu-
als�in�the�regression�model.

Figure 3 – The relation between the observed and expected cumulative probabilities 
Source: Based on the outputs of SPSS
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The� figure� shows� that� all� points� are� very��
close� to� each� other� on� the� line� that� links� the��
upper� right� corner� and� the� lower� left� one,� and��
that� they� are� randomly� distributed� on� the��

two� extremes.� Thus,� the� errors� are� naturally�
distributed.

After�examining�the�conditions�of�regression,�we�
analyzed�the�gradual�regression,�as�shown�in�table�1.

Table 1 – The coefficients of correlation between the independent variables and the dependent one

Pearson correlation coefficient Significance 

Recruitment 0.536 0.000

Training 0.480 0.000

Motivation 0.586 0.000

Internal communication 0.579 0.000

Empowerment 0.642 0.000

Source: Based on the outputs of SPSS

The�table�shows�that� the�correlation�coe˟cients�
are�direct,� average,�and�statistically� signi˝cant,� and�
are�between�0.480�and�0.642.

Table 2 – Analysis of the multiple linear regression between internal marketing and administrative quality

ANOVA Regression coefficients

Model Variables
Determination 

coefficient
F test Significance

Regression 
coefficient B

The value of 
the regression 
coefficient T

Significance 

1
Constant
Empowerment

0.412 72.125 0.000
0.996
0.536

7.638
8.493

0.000
0.000

2

Constant
Empowerment
Internal 
communication

0.505 51.959 0.000
0.777
0.394
0.259

5.966
5.913
4.372

0.000
0.000
0.000

3

Constant
Empowerment
Internal 
communication
Motivation

0.530 37.924 0.000

0.676
0.312
0.214
0.178

5.008
4.201
3.496
2.321

0.000
0.000
0.001
0.022

Source: Based on the outputs of SPSS

The�table�shows�3�regression�models.�The�˝rst�in-
cludes�only�empowerment�because� it� has� the�great-
est�correlation�with�the�dependent�variable�and�the�
greatest�value�of�t�(8.493)�with�a�signi˝cance�level�of�
0.000.�The�determination�coe˟cient� is�estimated�at�
0.412,�showing�that�41.2%�of�data�and�deviations�in�
empowerment�a˜ect�administrative�quality;�they�are�
explained�by�the�linear�regression.�Moreover,�58.8%�
of�deviations�are�due�to�other�important�factors�not�
found�in�the�model.�Besides,�ANOVA�shows�that�the�
regression� is� signi˝cant� at� 0.05� and� that� empower-
ment�a˜ects�administrative�quality.

In�the�second,�we�added�internal�communication�
to�empowerment�because�it�has�the�02ndgreatestcor-
relation�with�the�dependent�variable�(8.493)�with�a�
signi˝cance� level� of� 0.000.�The�determination� coef-
˝cient� is�estimated�at�0.505,� showing� that�50.5%�of�

data� and� deviations� in� empowerment� and� internal�
communication� a˜ect� administrative� quality;� they�
are� explained� by� the� linear� regression.� Moreover,�
49.5%�of�deviations�are�due�to�other� important� fac-
tors�not�found�in�the�model.�Besides,�ANOVA�shows�
that�the�regression�is�signi˝cant�at�0.05�and�that�em-
powerment� and� internal� communication� a˜ect� ad-
ministrative�quality.

In� the� third,� we� added� motivation� to� internal�
communication�and�empowerment�because�it�has�the�
03rd�greatest�correlation�with�the�dependent�varia-
ble�(2.321)�with�a�signi˝cance�level�of�0.000.�The�de-
termination�coe˟cient�is�estimated�at�0.530,�showing�
that�53%�of�data�and�deviations� in�motivation,�em-
powerment,� and� internal� communication� a˜ect� ad-
ministrative�quality;�they�are�explained�by�the�linear�
regression.�Moreover,� 47%� of� deviations� are�due� to�
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other�important�factors�not�found�in�the�model.�Be-
sides,�ANOVA�shows�that�the�regression�is�signi˝cant�
at�0.05�and�that�motivation,�empowerment,�and� in-
ternal� communication� a˜ect� administrative� quality.�
In�this�regard,�the�03rd�model�is�the�best�because�it�
has� the�highest�coe˟cient�of�determination.�There-
fore,�we�shall�adopt�it�to�understand�the�e˜ect�of�in-
ternal�marketing�on�administrative�quality.

Since�the�signi˝cance�level�in�model�03�is�0.000�and�
is�less�than�the�adopted�signi˝cance�level�(0.05),�we�
refuse�the�null�hypothesis�and�accept�the�alternative.�

Therefore,�the�procedures�of�internal�marketing�have�
no� e˜ect� on� administrative� quality� in� the� Algerian�
local�communities.�In�addition,�all�regression�coe˟-
cients� are� statistically� signi˝cant� at� 0.05;� therefore,�
the�regression�formula�is�written�as�follows:

� Y=�5.008+�4.201�(empowerment)�+� ��
3.496�(internal�communication)�+�2.321�(motivation).

To� test� the� sub-hypotheses,� we� analyzed� the�
simple� linear�regression�between�every� independent�
variable�and�the�dependent,�as�shown�in�table�03.

Table 3 – Analysis of the simple linear regression between every independent variable and the dependent one

ANOVA Regression coefficients

Dependent 
variable

Variables
Determination 

coefficient
F test Significance

Regression 
coefficient B

The value 
of the 

regression 
coefficient T

Significance 

Recruitment
Constant
Recruitment

0.287 41.448 0.000
1.223
0.422

8.957
6.438

0.000
0.000

Training 
Constant
Training 

0.230 30.774 0.000
1.317

0.384
9.339
5.547

0.000
0.000

Motivation
Constant
Motivation 

0.344 53.979 0.000
1.089
0.495

7.897
7.347

0.000
0.000

Internal 
communication

Constant
Internal 
communication

0.335 51.851 0.000
1.242
0.429

10.367
7.201

0.000
0.000

Empowerment 
Constant
empowerment

0.412 72.125 0.000
0.996
0.536

7.638
8.493

0.000
0.000

Source: Based on the outputs of SPSS

In� sub-hypothesis� 01,� he� analysis� of� the� simple�
linear�regression�shows�that�the�determination�coef-
˝cient�is�0.287,�con˝rming�that�recruitment�explains�
28.7%�of�the�change�in�administrative�quality�while�
other�factors�explain�71.3%.�In�addition,�the�variance�
analysis� shows� that� the� regression� is� signi˝cant� at�
0.05.�Thus,�we�refuse�the�null�hypothesis�and�accept�
the�alternative;�meaning�that�recruitment�has�an�ef-
fect� on� administrative� quality� in� the�Algerian� local�
communities.�In�this�regard,�since�the�regression�co-
e˟cients�are�statistically�signi˝cant�at�0.05,�the�for-
mula�is�written�as�follows:

� Y1=�8.957+�6.438�(recruitment).

As�for�the�second,�the�analysis�of�the�simple�lin-
ear�regression�shows�that�the�determination�coe˟-
cient�is�0.230,�con˝rming�that�training�explains�23%�
of�the�change�in�administrative�quality�while�other�
factors�explain�77%.�In�addition,�the�variance�anal-
ysis�shows�that�the�regression�is�signi˝cant�at�0.05.�
Thus,�we�refuse�the�null�hypothesis�and�accept�the�
alternative;�meaning� that� training�has� an� e˜ect�on�
administrative� quality� in� the� Algerian� local� com-
munities.�In�this�regard,�since�the�regression�coe˟-
cients�are�statistically�signi˝cant�at�0.05,�the�formu-
la�is�written�as�follows:

� Y2=�9.339+�5.547�(training).

Regarding�sub-hypothesis�03,�the�analysis�of�the�
simple� linear� regression� shows� that� the� determina-
tion�coe˟cient� is�0.344,�con˝rming�that�motivation�
explains�34.4%�of�the�change�in�administrative�quali-
ty�while�other�factors�explain�65.6%.�In�addition,�the�
variance�analysis�shows�that�the�regression�is�signi˝-
cant�at�0.05.�Thus,�we�refuse�the�null�hypothesis�and�
accept�the�alternative;�meaning�that�motivation�has�
an�e˜ect�on�administrative�quality�in�the�Algerian�lo-
cal�communities.�In�this�regard,�since�the�regression�
coe˟cients� are� statistically� signi˝cant� at� 0.05,� the�
formula�is�written�as�follows:

� Y3=�7.897+�7.347�(motivation).

As�for�sub-hypothesis�04,�the�analysis�of�the�sim-
ple� linear� regression� shows� that� the� determination�
coe˟cient� is� 0.335,� con˝rming� that� internal� com-
munication�explains�33.5%�of� the�change� in�admin-
istrative� quality� while� other� factors� explain� 66.5%.�
In� addition,� the� variance� analysis� shows� that� the�
regression�is�signi˝cant�at�0.05.�Thus,�we�refuse�the�
null�hypothesis�and�accept�the�alternative;�meaning�
that�internal�communication�has�an�e˜ect�on�admin-
istrative� quality� in� the�Algerian� local� communities.�
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In� this� regard,� since� the� regression� coe˟cients� are�
statistically�signi˝cant�at�0.05,�the�formula�is�written�
as�follows:

� Y4=�10.367+7.201�(internal�communication).

Finally,� in�sub-hypothesis�05,�the�analysis�of�the�
simple� linear� regression� shows� that� the� determina-
tion� coe˟cient� is� 0.412,� con˝rming� that� empower-
ment�explains�41.2%�of�the�change�in�administrative�
quality� while� other� factors� explain� 58.8%.� In� addi-
tion,�the�variance�analysis�shows�that�the�regression�
is�signi˝cant�at�0.05.�Thus,�we�refuse�the�null�hypoth-
esis�and�accept�the�alternative;�meaning�that�empow-
erment�has�an�e˜ect�on�administrative�quality�in�the�
Algerian�local�communities.�In�this�regard,�since�the�
regression� coe˟cients� are� statistically� signi˝cant� at�
0.05,�the�formula�is�written�as�follows:

� Y1=�8.957+�6.438�(empowerment).

Discussion

Findings� con˝rm� a� positive� signi˝cant� e˜ect� for�
internal�marketing� procedures� on� administrative�

quality�in�the�Algerian�local�communities,�as�empow-
erment,� internal�communication,�and�motivation�im-
prove�the�performance�of�employees,�enhance�service�
delivery,�and� reduce�administrative�mistakes.� In� this�
context,�internal�marketing�practices�target�better�ad-
ministrative�work�by�fostering�employees’�self-esteem,�
motivating�them�for�a�better�work,�facilitating�infor-
mation�˞ ow,�and�consolidating�department’s�coordina-
tion.�This�result�agrees�with�those�of�other�studies�that�
con˝rmed� that� internal�marketing� is� a� strategic�way�
to�improve�the�quality�of�services�and�administrative�
performance� in�public�organizations�[14;�15;�17;�22],�
and�with�others� that�pointed�out� to� the�pivotal� role�
of�motivation�and�internal�communication�in�a�better�
organizational�performance�[27;�31].

On�the�other�hand,�other�studies�found�no�direct�
e˜ect�for�internal�marketing,�or�imposed�given�condi-
tions,� such�as� the�good� integration�of� its�dimensions�
and�its�good�application�[18;�19].�Such�di˜erence�is�the�
outcome�of�the�speci˝city�of�administrative�context�of�
the�Algerian� local� communities,� as� some� dimensions�
are�more�e˟cient�than�others�in�real-life�application.

Besides,�the�study�con˝rms�a�positive�signi˝cant�
e˜ect� for� recruitment� on� administrative�quality� be-
cause� the� good� choice� of� quali˝ed� people� improves�
administrative�work�and�reduces�mistakes.�However,�
this�dimension�did�not�appear�in�the�˝nal�regression�
model,�showing�its�disintegration�with�the�other�di-
mensions�of� internal�marketing,� gaps� in� its� e˟cien-
cy,�or�weakness�in�the�recruitment�mechanisms.�This�
variable�is�speci˝c�to�this�study,�as�we�found�no�traces�
for� studies�that�tackled�the�e˜ect�of�recruitment�on�
administrative�quality.

Moreover,�˝ndings� con˝rm�a�positive�signi˝cant�
e˜ect�for�training�on�administrative�quality�because�
it� develops� skills� and� competencies� and� positively�

a˜ects�administrative�performance�in�municipalities.�
However,�this�dimension�was�not�included�in�the�re-
gression�model.�Thus,�we�suppose�the�heterogeneity�
of� the� e˜ect�with� the� other�dimensions,� a� de˝cit� in�
training�programs,�or�their�mismatch�with�the�actual�
labor�market�needs.�In�addition,�no�previous�studies�
measured�this�e˜ect�in�the�Algerian�local�communi-
ties.�Thus,�this�result�is�exploratory.

In�addition,�we�con˝rm�a�positive�signi˝cant�ef-
fect�for�motivation�on�administrative�quality�because�
it� fosters� employees’� self-esteem,� generates� extra�
energy� for�more� e˜orts,� reduces�mistakes,� improves�
the� quality� of� services,� consolidates� organizational�
belonging,�and�fosters�the�optimal�exploitation�of�re-
sources.�This�result�agrees�with�those�of�many�studies�
that�validated� the� pivotal� role� of�motivation� in�ad-
ministrative�quality�and�performance�[21;�26;�27].�On�
the�other�hand,�other� studies�show�that�motivation�
may�be�weakened�by�injustice�and�low�evaluation�in�
some�contexts�[28].�Nonetheless,�this�did�not�mani-
fest�explicitly�in�our�study.

Findings� con˝rm� a� positive� signi˝cant� e˜ect� for�
internal� communication� on� administrative� quality�
because� it� ensures� fast� information� transfer,� fosters�
coordination�between�work�teams,�reduces�mistakes,�
improves�service�delivery,�directs�employees�towards�
the�best�exploitation�of�resources,�and�accelerates�ad-
ministrative�problem-solving.�This�result�is�support-
ed�by�other�studies�that�con˝rmed�the�importance�of�
internal�communication�in�improving�organizational�
performance�and�service�quality�[29;�30;�31].On�the�
other� hand,� other� studies� pointed�out� that� internal�
communication�may�be�more�e˟cient�if�supported�by�
empowerment�and�motivation;�this�fosters�the�notion�
of� integration� between� the� dimensions� of� internal�
communication�[25].

Finally,�we�con˝rm�a�positive�signi˝cant�e˜ect�for�
empowerment�on�administrative�quality�because�em-
powering�employees� to� independently�take�decisions�
in�their�job�accelerates�response,�reduces�administra-
tive�mistakes,�helps�solve�problems�immediately,�and�
enhances� performance� and� administrative� quality.�
This� result� is� supported� by� other� studies� that� con-
˝rmed� that� empowerment� fosters� institutional� per-
formance�and�enhances�services�quality�by�supporting�
autonomy�and�initiative�taking�[32;�33;�34].�In�addi-
tion,� the� study� con˝rms� the� relative� direct� e˜ect� in�
the�local�context�[25;�33].�Nevertheless,�other�studies�
found�that�empowerment�may�have�an�indirect�e˜ect�
and�require�median�variables,�such�as�job�satisfaction.�

In�general,�our�˝ndings�con˝rm�the�positive�e˜ect�
of� internal�marketing� procedures� on� administrative�
quality�in�the�Algerian�local�communities�and�show�
the�importance�of�empowerment,�motivation,�and�in-
ternal�communication.�In�this�context,�the�di˜erence�
with� the� other� studies� stems� from� the� di˜erence� in�
the�organizational�contexts,�the�application�of�inter-
nal�communication,�and�the�degree�of�integration�of�
its�dimensions.



С. Хаджал

31

Conclusion

Internal� communication� is�one� of� the�modern�and�
important� strategies� in� organizations.� It� requires�

treating�employees�as�customers�to�satisfy�them�and,�
thus,� satisfy� the� external� customers.� Authors� sug-
gested�di˜erent�models�of�internal�marketing,�mainly�
Berry�&�Gronroos�model.�However,�our�study�used�a�
05-dimensionsmodel�that�covers� recruitment,�train-
ing,� motivation,� internal� communication,� and� em-
powerment.�Many� studies� tackled� the� relations� be-
tween�internal�marketing�and�other�variables,�main-
ly�the�quality�of�services.�In�this�context,�our�study�
focused�on�the� relation�between� internal�marketing�
with�its�dimensions�and�administrative�quality�in�the�
Algerian�local�communities�and�found�that:

�– The� procedures� of� internal� marketing� (em-
powerment,� internal� communication,� and� motiva-
tion)�have�an�e˜ect�on�administrative�quality�in�the�
Algerian�local�communities.

�– Recruitment� has� an� e˜ect� on� administrative�
quality�in�the�Algerian�local�communities.

�– Training�has�an�e˜ect�on�administrative�quali-
ty�in�the�Algerian�local�communities.

�– Motivation� has� an� e˜ect� on� administrative�
quality�in�the�Algerian�local�communities.

�– Internal�communication�has�an�e˜ect�on�admin-
istrative�quality�in�the�Algerian�local�communities.

�– Empowerment�has�an�e˜ect�on�administrative�
quality�in�the�Algerian�local�communities.

Therefore,�we�recommend:
�– Applying� the� procedures� of� internal�

communication.
�– Introducing�new�e˟cient�methods�to�empow-

er�employees�because�empowerment�is�the�most�e˟-
cient�point.

�– Developing� internal� communication� meth-
ods� and� using� its� di˜erent� types� inside� the� local�
communities.

�– Encouraging� and� motivating� employees� by�
highlighting� their� good� results� in� delivering� public�
services,�mainly� their� tasks� that� target� a� better� ad-
ministrative�quality.

�– Investigating� the� causes� that� prevent� em-
ployment�and�training�from�a˜ecting�administrative�
quality�by�˝nding�new�recruitment�mechanisms�and�
adopting�new�training�methods.

�– Focusing� on� administrative� and� profession-
al� quality� from� the� citizens’� perspective� to� achieve�
the� comprehensive� quality� of� the� public� services� in�
Algeria.�
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