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Abstract 

This study aims to highlight the role of content marketing in enhancing customer loyalty to the 

brand at Algérie Télécom – M’sila branch, by analyzing the impact of content marketing dimensions, 

namely value and credibility, attractiveness and variety, interaction and engagement, and relevance and 

personalization, on customer loyalty. The study adopted a descriptive analytical approach, where data were 

collected through a questionnaire distributed to a sample of the company’s customers, and analyzed using 

simple linear regression to test the hypotheses. 

The results showed a positive and statistically significant impact of all content marketing 

dimensions on customer loyalty, with differences in the degree of influence. Relevance and personalization 

had the strongest effect, followed by attractiveness and variety, then value and credibility, and finally 

interaction and engagement. The findings also confirmed that improving and developing the quality of 

digital content significantly contributes to building a strong and sustainable relationship between the 

company and its customers, and enhances brand loyalty. 

Accordingly, the study concluded that content marketing is a key strategic tool for improving 

customer loyalty in the telecommunications sector, especially in light of digital transformation and the 

increasing reliance on digital media in customer communication. 

Keywords: Content marketing, customer loyalty, brand, digital transformation, Algérie Télécom – 

M’sila, social media, digital marketing. 
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Correlations 

 5س  4س  3س  2س  1س  والمصداقية  القيمة  

 Pearson Correlation 1 **.703 **.802 **.776 **.567 **.672 والمصداقية  القيمة 

Sig. (2-tailed)  .000 .000 .000 .000 .000 

N 20 20 20 20 20 20 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Correlations 

 10س  9س  8س  7س  6س  والتنوع  الجاذبية  

 Pearson Correlation 1 **.591 **.767 **.855 **.831 **.722 والتنوع  الجاذبية 

Sig. (2-tailed)  .000 .000 .000 .000 .000 

N 20 20 20 20 20 20 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Correlations 

 15س  14س  13س  12س  11س  والمشاركة  التفاعل 

 Pearson Correlation 1 **.655 **.776 **.524 **.697 **.679 والمشاركة  التفاعل

Sig. (2-tailed)  .000 .000 .000 .000 .000 

N 20 20 20 20 20 20 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Correlations 

 20س  19س  18س  17س  16س  والتخصيص الملاءمة 

 Pearson Correlation 1 **.721 **.723 **.331 **.756 **.729 والتخصيص الملاءمة

Sig. (2-tailed)  .000 .000 .003 .000 .000 

N 20 20 20 20 20 20 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Correlations 

 24س  23س  22س  21س  الشركة  خدمات عن الرضا  

 Pearson Correlation 1 **.786 **.772 **.837 **.832 الشركة  خدمات عن الرضا 

Sig. (2-tailed)  .000 .000 .000 .000 

N 20 20 20 20 20 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Correlations 

 28س  27س  26س  25س  بالمؤسسة  الثقة 

 Pearson Correlation 1 **.840 **.692 **.906 **.807 بالمؤسسة  الثقة

Sig. (2-tailed)  .000 .000 .000 .000 

N 20 20 20 20 20 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Correlations 

 32س  31س  30س  29س  النفسي  الانتماء 

 Pearson Correlation 1 **.643 **.755 **.805 **.659 النفسي  الانتماء

Sig. (2-tailed)  .000 .000 .000 .000 

N 20 20 20 20 20 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Correlations 

 37س  36س  35س  34س  33س  والولاء  الاستمرار  نية 

 Pearson Correlation 1 **.628 **.773 **.590 **.764 **.655 والولاء  الاستمرار  نية

Sig. (2-tailed)  .000 .000 .000 .000 .000 

N 80 80 80 80 80 80 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.754 5 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.812 5 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.882 5 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.773 5 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.890 20 
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Reliability Statistics 

Cronbach's Alpha N of Items 

.810 4 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.818 4 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.785 4 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.795 5 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.868 17 

 

 الجنس

 Frequency Percent Valid Percent Cumulative Percent 

Valid  67.5 67.5 67.5 54 ذكر 

 100.0 32.5 32.5 26 أنثى 

Total 80 100.0 100.0  

 

 العمر 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 13.8 13.8 13.8 11 سنة  20 من أقل 

 60.0 46.3 46.3 37 سنة  29 الى  20 من

 93.8 33.8 33.8 27 سنة  39 الى  30 من

 100.0 6.3 6.3 5 سنة  49 الى  40 من

Total 80 100.0 100.0  

 

 التعليمي  المستوى

 Frequency Percent Valid Percent Cumulative Percent 

Valid  16.3 16.3 16.3 13 ابتدائي 

 30.0 13.8 13.8 11 متوسط

 48.8 18.8 18.8 15 ثانوي

 100.0 51.3 51.3 41 جامعي

Total 80 100.0 100.0  
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 الجزائر  اتصالات خدمات  استخدام مدة

 Frequency Percent Valid Percent Cumulative Percent 

Valid 3.8 3.8 3.8 3 سنة  من أقل 

 43.8 40.0 40.0 32 سنوات  3 الى  1 من

 62.5 18.8 18.8 15 سنوات  6 الى  4 من

 100.0 37.5 37.5 30 سنوات  6 مم أكثر

Total 80 100.0 100.0  

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

 14298. 1.27884 3.1000 80 1س 

 13371. 1.19592 2.9875 80 2س 

 08956. 80101. 3.9375 80 3س 

 14018. 1.25379 3.1875 80 4س 

 13475. 1.20521 3.8750 80 5س 

 08946. 80012. 3.4175 80 والمصداقية  القيمة 

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

 09319. 83353. 3.0375 80 6س 

 09904. 88581. 3.8875 80 7س 

 13547. 1.21169 4.1125 80 8س 

 11879. 1.06252 3.3125 80 9س 

 09131. 81666. 3.9375 80 10س 

 08231. 73619. 3.6575 80 والتنوع  الجاذبية 

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

 12902. 1.15397 3.1000 80 11س 

 11792. 1.05475 3.3375 80 12س 

 10388. 92913. 2.1500 80 13س 

 09370. 83808. 3.2625 80 14س 

 12576. 1.12481 3.4750 80 15س 

 07621. 68160. 3.0650 80 والمشاركة  التفاعل
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One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

 13790. 1.23343 3.1875 80 16س 

 11438. 1.02307 3.0625 80 17س 

 10875. 97273. 3.6250 80 18س 

 13252. 1.18529 3.3875 80 19س 

 11528. 1.03108 3.4875 80 20س 

 08047. 71970. 3.3500 80 والتخصيص الملاءمة

 06840. 61175. 3.3735 80 الرقمي بالمحتوى التسويق

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

 09839. 88007. 3.6875 80 21س 

 11334. 1.01375 3.6875 80 22س 

 13005. 1.16319 3.1625 80 23س 

 15789. 1.41220 3.4250 80 24س 

 10126. 90572. 3.4906 80 الشركة  خدمات عن الرضا 

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

 12697. 1.13566 3.6625 80 25س 

 07588. 67868. 4.2875 80 26س 

 11219. 1.00347 3.8250 80 27س 

 13868. 1.24041 3.6750 80 28س 

 09317. 83334. 3.8625 80 بالمؤسسة  الثقة

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

 11387. 1.01850 3.2250 80 29س 

 10893. 97427. 2.9875 80 30س 

 12974. 1.16046 2.9125 80 31س 

 10272. 91877. 3.0625 80 32س 

 08189. 73249. 3.0469 80 النفسي  الانتماء

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

 11813. 1.05655 3.8125 80 33س 

 09968. 89159. 3.8000 80 34س 

 12765. 1.14177 3.6125 80 35س 

 09783. 87502. 3.6375 80 36س 

 11020. 98566. 3.8750 80 37س 

 07469. 66807. 3.7475 80 والولاء  الاستمرار  نية

 06615.   80 العملاء ولاء
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aVariables Entered/Removed 

Model Variables Entered Variables Removed Method 

 b . Enterالرقمي بالمحتوى التسويق 1

a. Dependent Variable: العملاء ولاء 

b. All requested variables entered. 

 

bModel Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 a.751 .564 .558 .39330 

a. Predictors: (Constant), الرقمي بالمحتوى التسويق 

b. Dependent Variable: العملاء ولاء 

 

aANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 15.592 1 15.592 100.797 b.000 

Residual 12.066 78 .155   

Total 27.657 79    

a. Dependent Variable: العملاء ولاء 

b. Predictors: (Constant), الرقمي بالمحتوى التسويق 

 

aCoefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.087 .248  4.384 .000 

 000. 10.040 751. 072. 726. الرقمي بالمحتوى التسويق

a. Dependent Variable: العملاء ولاء 

 

aResiduals Statistics 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 2.7352 4.3266 3.5369 .44426 80 

Residual -.91020- .79529 .00000 .39080 80 

Std. Predicted Value -1.805- 1.778 .000 1.000 80 

Std. Residual -2.314- 2.022 .000 .994 80 

a. Dependent Variable: العملاء ولاء 

 

 

 

 

aVariables Entered/Removed 
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Model Variables Entered Variables Removed Method 

 b . Enterوالمصداقية القيمة  1

a. Dependent Variable: العملاء ولاء 

b. All requested variables entered. 

 

bModel Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 a.603 .364 .356 .47481 

a. Predictors: (Constant), والمصداقية القيمة 

b. Dependent Variable: العملاء ولاء 

 

aANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 10.073 1 10.073 44.681 b.000 

Residual 17.585 78 .225   

Total 27.657 79    

a. Dependent Variable: العملاء ولاء 

b. Predictors: (Constant), والمصداقية القيمة 

 

aCoefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.012 .234  8.587 .000 

 000. 6.684 603. 067. 446. والمصداقية  القيمة 

a. Dependent Variable: العملاء ولاء 

 

aResiduals Statistics 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 2.9935 4.1539 3.5369 .35708 80 

Residual -1.16853- 1.04046 .00000 .47179 80 

Std. Predicted Value -1.522- 1.728 .000 1.000 80 

Std. Residual -2.461- 2.191 .000 .994 80 

a. Dependent Variable: العملاء ولاء 

 

aVariables Entered/Removed 

Model Variables Entered Variables Removed Method 

 b . Enterوالتنوع الجاذبية  1

a. Dependent Variable: العملاء ولاء 

b. All requested variables entered. 
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bModel Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 a.620 .385 .377 .46710 

a. Predictors: (Constant), والتنوع  الجاذبية 

b. Dependent Variable: العملاء ولاء 

 

aANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 10.639 1 10.639 48.762 b.000 

Residual 17.018 78 .218   

Total 27.657 79    

a. Dependent Variable: العملاء ولاء 

b. Predictors: (Constant), والتنوع  الجاذبية 

 

aCoefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.714 .266  6.436 .000 

 000. 6.983 620. 071. 498. والتنوع  الجاذبية 

a. Dependent Variable: العملاء ولاء 

 

aResiduals Statistics 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 2.7106 4.1064 3.5369 .36698 80 

Residual -1.28442- .57686 .00000 .46414 80 

Std. Predicted Value -2.251- 1.552 .000 1.000 80 

Std. Residual -2.750- 1.235 .000 .994 80 

a. Dependent Variable: العملاء ولاء 

 

 

 

aVariables Entered/Removed 

Model Variables Entered Variables Removed Method 

 b . Enterوالمشاركة التفاعل 1

a. Dependent Variable: العملاء ولاء 

b. All requested variables entered. 
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bModel Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 a.540 .291 .282 .50135 

a. Predictors: (Constant),  والمشاركة التفاعل 

b. Dependent Variable: العملاء ولاء 

 

aANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 8.052 1 8.052 32.034 b.000 

Residual 19.606 78 .251   

Total 27.657 79    

a. Dependent Variable: العملاء ولاء 

b. Predictors: (Constant),  والمشاركة التفاعل 

 

aCoefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.101 .260  8.089 .000 

 000. 5.660 540. 083. 468. والمشاركة  التفاعل

a. Dependent Variable: العملاء ولاء 

 

aResiduals Statistics 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 2.8507 4.1622 3.5369 .31925 80 

Residual -1.30672- .67475 .00000 .49817 80 

Std. Predicted Value -2.149- 1.959 .000 1.000 80 

Std. Residual -2.606- 1.346 .000 .994 80 

a. Dependent Variable: العملاء ولاء 

 

 

 

 

 

 

aVariables Entered/Removed 

Model Variables Entered Variables Removed Method 

 b . Enterوالتخصيص الملاءمة 1

a. Dependent Variable: العملاء ولاء 

b. All requested variables entered. 
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bModel Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 a.756 .572 .566 .38968 

a. Predictors: (Constant), والتخصيص  الملاءمة 

b. Dependent Variable: العملاء ولاء 

 

aANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 15.813 1 15.813 104.134 b.000 

Residual 11.845 78 .152   

Total 27.657 79    

a. Dependent Variable: العملاء ولاء 

b. Predictors: (Constant), والتخصيص  الملاءمة 

 

aCoefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.454 .209  6.970 .000 

 000. 10.205 756. 061. 622. والتخصيص الملاءمة

a. Dependent Variable: العملاء ولاء 

 

aResiduals Statistics 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 2.4490 4.1896 3.5369 .44740 80 

Residual -.74833- .89320 .00000 .38721 80 

Std. Predicted Value -2.432- 1.459 .000 1.000 80 

Std. Residual -1.920- 2.292 .000 .994 80 

a. Dependent Variable: العملاء ولاء 
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