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Abstract:  

This study aims to examine the role of digital marketing in enhancing brand image through a 
field study conducted on a sample of Mobilis customers in the Wilaya of Ain Defla. The research 
focuses on analyzing the relationship between digital marketing as the independent variable—
comprising several dimensions including digital advertising, social media marketing, email 
marketing, content marketing, customer experience improvement, search engine optimization (SEO), 
and digital customer interaction—and brand image as the dependent variable. 

The study adopted the descriptive–analytical approach due to its suitability for the nature of 
the research topic. Primary data were collected through a questionnaire distributed to a sample of 
Mobilis customers. A total of 70 questionnaires were distributed, of which 63 valid responses were 
retrieved and used for statistical analysis (SPSS 25),was used to analyze the data and test the study 
hypotheses. 

The findings revealed a statistically significant effect of digital marketing dimensions on 
enhancing the brand image of Mobilis in Ain Defla. These results highlight the importance of 
adopting various digital marketing tools to improve customers’ perceptions of the brand and 
strengthen its position in the market. 
Keywords: Digital Marketing, Social Media Marketing, Digital Engagement, Brand Image. 
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