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Relationship Marketing In A Service Company: Internal Marketing As 
A Cornerstone To Build A Customer Relationship 

Abstract: 
This article deals with the theme of relationship marketing and its role In 

achieving customer loyalty, with a focus on services companies,  it attempts to 
show the importance of adopting relationship marketing as a modern concept in 
marketing management within the concept of holistic marketing which basis in 
creating and delivering high value to the customer in order to achieve his trust 
and his commitment to the organization over the long term; relationship     
marketing aims to build profitable long-term relationships with the customer, 
and in a services company, front-line people are responsible of building this 
relationship through direct interaction with the customer as well as the        
managing of time meeting with them through what is known service encounter, 
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this is what highlighted the importance of internal marketing as the cornerstone 
in relationship marketing to build long-term relationships with the employees by 
the commitment of top management to provide a work environment quality 
based on the continuous improvement of working conditions and work to earn 
employees' trust and commitment.  
Key words: relationship marketing, internal marketing, service marketing,  

organizational trust, organizational commitment. 
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س   د  ا  أ د و  ت  ظ   ء وا   

ت، و دارة ا  ا ا وا  ، ا ا ف أ  أ ا
دارة ا  ا        ، ت وا ا وا ا

ب ا د  وأ   22م ا ا
ى د وا ا ا   ا وا  إ ف إ  ا ا

اد ا    ت ا  ا ء  د  و ت ا ا ا  ا
  23درون    



392                        : ن  ا  ا ا ء ا  ا س  ا  أ  ا ا

د:  ا) دو   ( رف  MÂAREF (Revue académique) Partie : Sciences Economiques   م ا

دئ  ا دا   را
دارة ا  ا   أ

ت  ن   ف  أن  ء    أ ر  ف آ وذ 
 ِ ت   ا دي  ف   ( ق  ف ا (ا ن ا ت  ا

(   24(وا ا
ت ا   ا و ل  د  ى ا ت ا  ف   أ ا و

، و ، ا دة ا ا ء  ا و ا  ،  ا ام ا ا
ل دوران ا ا  ب و ل ا    25  

ا ا  و  ا      26  ا إ ا ا 
: ل ا ا دارة   از ا  ا   و إ

دارة :2ا ر   ا  ا
  
  
 
 
 
 
 
  
  
  

Source: Becky Starnes, Stephen Truhom, Vikkie MC Carthy, organizational 
trust: Employee-Employer Relationship, ASQ Quality Press, 2010, P4.  
م   داري ا ى ا ا ر أ   دارة     ا  ا

دارة ا ا  ا ي    ى ا ى  أي ا ا    و  و
ل  دارة    ى أ ا دارة وا     ءة ا ا ا  ن  إ

م  ا ل ا  ر وا  ا دق ا    
دي إ  ا ا ا ع ا إ أ  م  اد؛  ا د  ا

،  إ أن  ؤو ت ا ت و دارة   ا  ا وا  ا
دة   ت  ا ج  ت   ا ا  إ إ ت ذات  ا

،  أن ا ظ   ذوي دا  درة  ا  ذوي ا أ  
ارا  ذ  ، وا دا  ا ن  ، و ا  ا ا 

ر   ا و رؤ ا ور  27 إ 

 
 

 

ي
دار

 ا
ا

 

ءة  ا

  
  
Trust 

  
  دة

Affection  

  
ام   ا

Respect 

  
  م ا

Distrust 
  

 



ان                                                         ن  وا/    ز   393   ز

ة ا د :  ا   ème Année -N°: 23 ( Décembre 2017 ) 12  ) 2017د  ( 23   ا
  

ام ا ا   ب
 ، ط ا  ى  وار ام ا   ر   28 ا   

 ، ي    ا و وا    ه ا وا إ 
ء   از  ر  وا ع  ا وا ذج    و  

ة ل  ء     وا  ا
ء  ا ا ة    :29و ا ا

اف ا -  ا  ي و ا د ا ن ا  ا
ا  -  ،    أ د  ا   ار  ا ا  ا ا ا وا

  ا         ا
ة  و ام ا  ا ا ،   أن ا ر ا  ا و ا

ك  دارة، و ، و  ذ  إ   ا  ا ة ا  ة  و   
ي   ون وا ه ا  ح  ى     ورة    أ   

درون  ن أ  ر ا   ا ة   ا ا    ا 
 ، ح ا ى  د  ازن ا ار ا وا واة   ى ا ي    ا

 ، ر ا  ا وا دل  إ ت ا ت ا و ا دل ا و
 ، ،  وا   ا اا  ا ا  ا و ا ا

اف ا ود   دارة ا  ا  ا  ا ا  و 
 ، اف ا اعأ ، و   ب ا ل ا   ا  ود  

ة ا  ا و م   ت   ا   30ب ا
س ا  ا  ر ا   ا   ا

ا  ا ا  أن  ا ،  ا  ا ر   ة  أ ا
  ى  ا ا ا  ن إذا ا زة  ت 

د،  ه ا ا  أن  ا رج   أ أ ا  أ  ، ا
ه   ، ر م  ور و   ورة ا رة إ  وري ا ا
ل  ا ا  و  ح ا   ا ا    ا

دة ا وره إ ر  دي  رأدا   ن ا ر   ا   31 ا
ا وا ة ا ز ا ا ا أ  ا   :ا ت ا
  
  
  
  
  



394                        : ن  ا  ا ا ء ا  ا س  ا  أ  ا ا

د:  ا) دو   ( رف  MÂAREF (Revue académique) Partie : Sciences Economiques   م ا

ا ا أ  : ا3ا ر ر ا ت ا   ا
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  

Source: Harvir S. Bansal, Morris B. Mendelson, Basu Sharma, "The impact of 
internal marketing activities on external  marketing outcomes ", Journal of 
Quality Management, Vol(6), 2001p 6 
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