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ن الرحيمبسم االله الرحم  



.ااء  

 ك إ إ ا   و  ر إا    ..و   ك ت إا  ..  و

  او  ا إ .. اة إ ك   

 موأدى ا ا   إ .. ا وم ..ر اوم ا م إ   

 و  ا   م 

 أ  أم  إ ح وأوا  و      إ

 ا أدا ه ا  لو أط.  

د ا إ  اة و.. انو  إ  ا .. إ   اة   

  مو   ن د  إ ا أ إ ا "أ"  

  إ و أ  أ .. إا عةا ا  ظ   "إ"   

إ    ا إ أ ..  ء إء وا واء و   إ

  ت إ ة واة ادروب ا  ت ، و   إ ق اا

 ح واا ط   ام 

أ  أن مو أ    إ

  . ا، م ، ، ،، ، ، ا ، ار

ما ا ط  إ     اإ  و   ا ا و  2013د  

  ا  إ   .  

                                                                                  مصطفى شريف                                                                                                                                                                                                                        



  .ات
  

ن اا ا   

و  ل ا  مز   و .  

   ،ن ا إن م  و م  و و.  

 و  ا  ل ال ر اءاوإ " : ا    سا    "ل اق ر.  

   و اإ وأ م     تن ا  إن م  م     ن وإذا  

 ل  او    

  ري  اب:  اذ

    إ ا ا أن م  و   د ةه ا زإ  نا      

  و  و:  

  ا  و دا ا   ل ا.  

                             ص  اة  اي  ا ر  ا او إ ارات ا  و    

 ا  إة  از اإ    ةا  .  

 ا    وم ا  ط.  

  أو    ا ا حإ     ا     و.  
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1
 - http://www.otalgerie.com/propos/historique.asp , page consultée le 21/05/2013. 
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اا   

 



 

 

  

 



 ولاا:  

ول ا ت 

 

 



 

ما ا:  

وء ا ت ل  

 



 

ا ا:  

 وا  ام درا

  ء زو 

 



 

 

اا  



 

 



 ا  



 

Summary of the study: 

       This study aimed to identify the impact of promotional mix elements that you 

use Etisalat mobile Algeria (MOBILIS) and of (advertising, sales activation, 

personal selling, public relations) on customer loyalty, and learn about the 

suitability of these elements and the differences between sample promo mix effect 

on customer loyalty. 

     And represent the society at MOBILIS institution subscribers to a mobile phone 

from different categories, and 100 were distributed a questionnaire to respondents, 

and have been using SPSS statistical analysis program to unpack and analyze high-

resolution. 

    The study concluded that promo mix by Algeria for mobile communication is 

positive and meets the needs of customers, but by degrees and different levels of 

each of the elements of the promotional mix (advertising, sales activation, personal 

selling, public relations), and promo mix you use telecom Algeria mobile deemed 

appropriate and to achieve its objectives in the communication with the public in 

terms of the diversity of use and liquid and promotion tools in different forms, and 

to enhance the satisfaction and loyalty of customers to maintain the level of trust 

And good mental picture of the institution. 
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