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summary: 

      The Objective of This study is to find out the relationship between Regulatory contact with its dimensions 

(method of receiving decisions and instructions, the flow of information  the means of communication 

downward, the means of communication Rising, how to access information from the Staff and the crew to the 

administration, presenting the administration crew’s proposals) and functionality, and from that we present a 

theoretical work It sets  a lot of aspects witch have a relation with Regulatory contact, because it’s an 

important motivation to evolve the functionality, as We touched the various concepts related to functionality 

and the job performance, where we  settle on National Foundation for industrial vehicles in Ouargla, in order 

to solve the problematic mentioned above, and in preparation for that we rely on the collection of information 

and data form of a questionnaire designed for the purpose of study after we make sure that the veracity of the 

tool by the arbitrators then distribute the questionnaire on the enterprise workers who’ sunder study, where we 

distributed (104) questionnaires and we retrieved (102), and the questionnaire was excluded away because it 

is totally inadequate and from that the information has been treated by using the Statistical Package for Social 

Sciences ( SPSS ). 

       As we reached in the last that the national institution for industrial vehicles in  Ouargla adopts various 

communication downward and rookies during its administrative operations, Both related to the flow of 

information from the top down or from the bottom up, which in turn is reflected in the level of functionality 

performance. 
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