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Electronic marketing methods and their impact on customer
satisfaction - A case study of Ooredoo Tlemcen
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Abstract :

Our study focuses on understanding the impact of e-marketing methods on
customer satisfaction at Ooredoo Tlemcen. To achieve its objectives, we adopted a
methodology that clarifies the relationship between e-marketing methods (the
independent variable) and customer satisfaction (the dependent variable). We
used questionnaires distributed to the company's customers to gather their
opinions and test the relationship between these two dimensions. Our findings
indicate that Ooredoo Tlemcen utilizes e-marketing strategies to enhance customer
satisfaction and cultivate customer loyalty..
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