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The role of e-marketing in achieving customer loyalty during the Covid 19 
 pandemic A field study on a sample of Internet users in the state of Sidi Bel Abbas. 
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Abstract : 
This study dealt with a new topic represented in the Covid-19 pandemic and the degree of its 

impact on the marketing behavior of customers in Algeria, and how the Corona pandemic 
contributed to changing the behavior of the Algerian customer from normal marketing to the growth 
of e-marketing culture through websites and social networking sites based on Internet networks. We 
designed an electronic questionnaire and distributed it to a sample of customers who use the 
Internet and processed it using the spss program to find out the direct and indirect relationship 
between the variables. Which led to the fact that the members of society, during the period of the 
pandemic, their marketing transactions were electronic, while opening the way for them to adopt the 
culture of digital marketing and strengthening the relationship with institutions. 
Keywords: E- marketing , Covid-19 pandemic, customer loyalty  
JEL Classification: M31 ,I120 
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10. :   
Statistiques descriptives 

 N Moyenne Ecart type 

 40 1,5500 ,50383 
 40 2,0500 ,78283 

 40 1,7500 ,83972 
 40 3,2500 ,98058 

] ] 40 1,1250 ,33493 
 40 1,1500 ,36162 

   40 1,1000 ,30382 
4  40 1,1250 ,33493 
5  40 1,4500 ,50383 
6  40 1,1750 ,38481 
7  40 1,3000 ,46410 
8  40 1,3250 ,47434 
9  40 1,4000 ,49614 
10  40 1,2250 ,42290 
11  40 1,3000 ,46410 
12  40 1,1500 ,36162 
13  40 1,1250 ,33493 
14  40 1,1500 ,36162 
N valide (listwise) 40   

 
Test 

 ]
] 

 
  

4  5  

Khi-deux 22,500a 19,600a 25,600a 22,500a ,400a 
ddl 1 1 1 1 1 
Signification 
asymptotique 

,000 ,000 ,000 ,000 ,527 

 
Test 

 6  7  8  9  10  11  

Khi-deux 16,900a 6,400a 4,900a 1,600a 12,100a 6,400a 
ddl 1 1 1 1 1 1 
Signification asymptotique ,000 ,011 ,027 ,206 ,001 ,011 

 
Test 

 12  13  14  

Khi-deux 19,600a 22,500a 19,600a 
Ddl 1 1 1 
Signification asymptotique ,000 ,000 ,000 

 
a. 0 cellules (0,0%) ont des fréquences théoriques inférieures à 5. La fréquence théorique minimum d'une cellule est 20,0. 

 
RELIABILITY 
  /VARIABLES=_87;1 _87;2 _87;3 _87;4 _87;5 _87;6 _87;7 _87;8 _87;9 _87;10 _87;11 _87;12 _87;13 _87;14 
  /SCALE('ALL VARIABLES') ALL 
  /MODEL=ALPHA. 
Echelle : TOUTES LES VARIABLES 
 
Récapitulatif de traitement des observations 

 N % 

Observations 

Valide 40 100,0 

Exclusa 0 ,0 

Total 40 100,0 
 
a. Suppression par liste basée sur toutes les variables de la procédure. 

 

         Statistiques de fiabilité 

Alpha de Cronbach Nombre d'éléments 

,868 14 


