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The impact of digital marketing on customer satisfaction
- a case study of Algeria Telecom Mobilis
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Abstract :

The study aims to identify the digital marketing dimensions in the Algeria
Telecom Mobilis and its role in enhancing customer satisfaction, in order to
achieve the objectives of the research has been constructing a model default
shows the relationship between digital marketing dimensions as an
independent variable and customer satisfaction as the dependent variable
and adopted the form questionnaire tool to get to know the views of the
respondents customers,and has been testing the relationship and influence
between the dimensions of research, which in the light of which was
pointing a set of conclusions notably the Algeria Telecom Mobilis
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Corporation's attention to the dimensions of digital marketing in order to
achieve the satisfaction of its customers.
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2 Marketo, Digital marketing 101:key tools for engagement marketing, publication of Marketo,2015,
P 02. avaible on cite: https://www.marketo.com/ebooks/digital-marketing-101-key-tools-for-
engagement-marketing.

% NeilaZouanbi , La digiltalisation de la relation marketing cas AXA France, Master 2 Marketing de
I’innovation, Université Paris sud, 2013-2014, P 06.

4 Palak Gupta, « A study of new technological innovations in digital marketing and its awareness and
usage level in organizations at delhi-NCR”, VIEWPOINT, vol.3, No.1, January 2012, p01.
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digital et les média sociaux pour se rapprocher de ses clients », Capgemini Consulting et ESSEC,
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7 Simmons. G, J. (2007). I-Branding: Developing the Internet as a Branding Tool. Marketing
Intelligence& Planning, No. 25, Vol. 6, 544— 562.
® Chan, N.L., & Guillet, B. D. (2011). Investigation of Social Media Marketing: How does the Hotel
Industry in Hong Kong perform in Marketing on Social Media Websites? Journal of Travel& Tourism
Marketing, No. 28, Vol. 4« 345 368.
° Ali, A,, Omar, N« N. Daud, N .M., & Mohamed, I, S. (2012). Adoption& Performance of Click&
Mortar Retailers: Malaysia Evidence. Advances in Natural& Applied Sciences, No. 6, Vol. 8, 1591-
16009.
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