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     إهــــــــــــــــــــــــــــــــداء

 

ٌ أّصاىٕ زبٕ بالإحطاٌ إلَٔنا، ّ إلى مً قسىت و أٍدٖ ٍرا العنل المتْاضع إلى                             

ّ إلى  (إخْاىٕ ّ أخْاتٕ )لى العائل٘ إالعصٓصًٓ ّ إلى أضستٕ الصغيرٗ ّ  إلى ّالدٖ طاعتَنا بطاع٘ الخالل،

.  الإعلاو ّ الاتصال جامع٘ دأضاترٗإلى كل ، مطازٖ العلنٕ في  ىا مً أفاد ّ كرلك إلى كل جمٔع أقازبٕ 

. مْلاٖ طاٍس ضعٔدٗ

  في ٍرِ المركسٗ، ٖ الفاضل، ّ الرٖ كاٌ مشسفا علٙ تْجُٔذٖ أضتاأىطّٙ كنا لا                            

" .بْشٓس عبد اللطٔف" المشسف الأضتاذّ ىصائحُ،  ّ الرٖ لم ٓبخل علٕ بعلنُ



 شكر و تقدير
    

 

                       

 

الشكس لله علٙ جمٔع ىعنُ ّ علٙ تطَٔلُ ليا في إتماو ٍرا العنل، ّ الحند لله الرٖ ٍّبيا ٍرا العله ّ    

 ّ الحند لله الرٖ مَد ليا الطبٔل لتحصٔل . أىاز قلْبيا ّ بفضلُ ّصليا إلى ما نحً علُٔ

 .ّ إتماو ٍرِ المركسٗ ّ التي ٍٕ ثمسٗ جَد ّ بصن٘ في حٔاتيا

              بكل عبازات الشكس ّ الامتياٌ ىتكدو إلى كل أضاترٗ ّ عنال  جامع٘ الدكتْز مْلاٖ طاٍس 

ضعٔدٗ بالشكس ّ التكدٓس علٙ كل جَْدٍه المبرّل٘ ّ تفاىَٔه في عنلَه ّ إلى كل مً ضاٍه معيا مً 

 قسٓب أّ مً بعٔد، 

 .                  فجصاٍه الله عيا كل خير

 





Study Summary: 

      This study aims to uncover the role of smart online customer service in improving service 

quality within Algerian economic institutions, through a field study conducted at the Mobilis 

company in the city of Ain Sefra, Naama Province. The focus was placed on a set of smart 

services provided by the company, such as electronic payment, telephone service, personal 

selling, and chatbot technology, as modern technological tools that contribute to enhancing 

performance efficiency, meeting customer needs, and boosting interaction with them. 

     The study adopted a social survey methodology, and a questionnaire was used to collect 

data from a purposive sample of 100 individuals. The results showed a noticeable level of 

user satisfaction with the digital services provided, in addition to the company's ability to 

keep up with technological advancements, improve work productivity, and enhance its 

competitive capacity. The study also revealed an increasing awareness within the institution 

of the importance of building a digital strategic vision based on the requirements of digital 

transformation. 

     The study concluded that smart customer service is not only a means of improving 

communication with the public but also represents a strategic pillar for developing the 

institution and strengthening its position in the digital market. 
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Study Summary: 

      This study aims to uncover the role of smart online customer service in improving service 

quality within Algerian economic institutions, through a field study conducted at the Mobilis 

company in the city of Ain Sefra, Naama Province. The focus was placed on a set of smart 

services provided by the company, such as electronic payment, telephone service, personal 

selling, and chatbot technology, as modern technological tools that contribute to enhancing 

performance efficiency, meeting customer needs, and boosting interaction with them. 

     The study adopted a social survey methodology, and a questionnaire was used to collect 

data from a purposive sample of 100 individuals. The results showed a noticeable level of 

user satisfaction with the digital services provided, in addition to the company's ability to 

keep up with technological advancements, improve work productivity, and enhance its 

competitive capacity. The study also revealed an increasing awareness within the institution 

of the importance of building a digital strategic vision based on the requirements of digital 

transformation. 

     The study concluded that smart customer service is not only a means of improving 

communication with the public but also represents a strategic pillar for developing the 

institution and strengthening its position in the digital market. 
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institutional communication  


