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Study Summary

The topic of the study revolves around : Knowing the role of electronic
promotion in gaining the loyalty of the Algerian customer. On the status of
electronic promotion within the institution, and Knowing the extent to which the
Yesser Foundation uses the elements of the electronic promotional mix. The
study used the descriptive survey method to achieve the of the study and collect
data. The interview the “questionnaire” tool was adopted and distributed
electronically, depending on the available sample that was represented in the
external audience. For the « Yesser » institution, which consisted of 250
individuals. The results of the study showed that the « Yesser » organization
uses sales activation to a large extent in the growth of its sales

Which allows the institution to offer its services to its customers and gain their
loyalty, as well as the customers are influenced primarily cognitively by the
services of the “Yesser” Foundation, which it publishes on the Facebook page
through interaction and sharing of discussions about the service. Court to reach
the largest number of customers and establish it in their minds and gain their
trust and loyalty, with a percentage of 94%.

Keywords : role, e-promotion, customer loyalty.
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