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Résumé: 

La Gestion de la relation client est parmiles concept  modernes de 

marketing  que l’entrepriseàdécidé d’appliquer  pour   atteindre 

l’objective de continuité , ce concept met l’accent sur la 

rèpartition des client en catégorie et se  concentrer sur la catégorie   

plusrentable  pour avoir  une relation à longue terme avec eux  , et 

essayer personnaliser sa relation pour chaque client 

individuellement  pour gagner leur satisfaction et leur fidélité . 

Cette étudeàété basé sur la distribution d’un questionnaire à un 

groupe de clients de mobilis de la ville de Médéa,ona obtenu des 

résultat importante, que l’entreprise  personnaliser sa relation 

avec lesl clients lucratives, la confiance du client contribue à la 

continuité de l’entreprise . 
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(02)Spss

 الجنس

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid femel 52 55.9 55.9 55.9 

femme 41 44.1 44.1 100.0 

Total 93 100.0 100.0  

 

 

 السن

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid moin de 20 14 15.1 15.1 15.1 

entre 20 et 40 57 61.3 61.3 76.3 

entre 40 et 50 20 21.5 21.5 97.8 

pluse de 50 2 2.2 2.2 100.0 

Total 93 100.0 100.0  

 

 

 الدخل

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid moin de 30000 34 36.6 36.6 36.6 

entr 30000 et 50000 51 54.8 54.8 91.4 

plus de 50000 8 8.6 8.6 100.0 

Total 93 100.0 100.0  

 

 

 المستوى التعليمي

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid moin de lycee 25 26.9 26.9 26.9 

universitaire 68 73.1 73.1 100.0 

Total 93 100.0 100.0  

 



 

 

 

 

 

 العرض الذي يربط المتعامل بالمؤسسة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid prèpaid 58 62.4 62.4 62.4 

poste paide 35 37.6 37.6 100.0 

Total 93 100.0 100.0  

 

 معدل الانفاق في الشهر

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid moin de 500 20 21.5 21.5 21.5 

entre 500 et 1000 20 21.5 21.5 43.0 

entre 1000hgn 1500 29 31.2 31.2 74.2 

entre 1500hgn 2000 21 22.6 22.6 96.8 

pluse de 2000 3 3.2 3.2 100.0 

Total 93 100.0 100.0  

 

 طريقة حل المشكل

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid telephone 29 31.2 31.2 31.2 

agence 64 68.8 68.8 100.0 

Total 93 100.0 100.0  

 

 مدة التعامل مع المؤسسة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid moind'anne 20 21.5 21.5 21.5 

entre1et 2 11 11.8 11.8 33.3 

entre 2 et 3 26 28.0 28.0 61.3 

plus de 3 36 38.7 38.7 100.0 

Total 93 100.0 100.0  

 

 



 

 

 

 

 تفييم مدة الانتظار في الهاتف

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid courte 14 15.1 41.2 41.2 

moyen 16 17.2 47.1 88.2 

longhte 4 4.3 11.8 100.0 

Total 34 36.6 100.0  

Missing System 59 63.4   

Total 93 100.0   

 

 

 تقييم طريقة استقبال المكالمات الهاتفية

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid bien 12 12.9 36.4 36.4 

moyenn 16 17.2 48.5 84.8 

mouvais 5 5.4 15.2 100.0 

Total 33 35.5 100.0  

Missing System 60 64.5   

Total 93 100.0   

 

 

 معالجة الانشغال عن طريق الهاتف

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 10 10.8 30.3 30.3 

oui 23 24.7 69.7 100.0 

Total 33 35.5 100.0  

Missing System 60 64.5   

Total 93 100.0   

 

 

 

 

 

 



 

 

 

 

 تقييم مدة الانتظار في الوكالة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid courte 22 23.7 32.4 32.4 

moyen 32 34.4 47.1 79.4 

longhte 14 15.1 20.6 100.0 

Total 68 73.1 100.0  

Missing System 25 26.9   

Total 93 100.0   

 

 

 تقييم طرقة الاستقبال في الوكالة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 0 3 3.2 4.4 4.4 

bien 33 35.5 48.5 52.9 

moyen 23 24.7 33.8 86.8 

longhte 9 9.7 13.2 100.0 

Total 68 73.1 100.0  

Missing System 25 26.9   

Total 93 100.0   

 

 معالجة الانشغال عن طريق الوكالة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 10 10.8 14.7 14.7 

oui 58 62.4 85.3 100.0 

Total 68 73.1 100.0  

Missing System 25 26.9   

Total 93 100.0   

 

 الاتصال المؤسسة مع الزباءن

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid oui 93 100.0 100.0 100.0 



 

 

 

 

 

 الاتصال في الاعياد الوطنية

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 34 36.6 36.6 36.6 

oui 59 63.4 63.4 100.0 

Total 93 100.0 100.0  

 

 

 الاتصال في اعياد الميلاد

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 93 100.0 100.0 100.0 

 

 الاتصال عند تقديم عروض جديدة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 25 26.9 26.9 26.9 

oui 68 73.1 73.1 100.0 

Total 93 100.0 100.0  

 

 الاتصال عن طريق الرساءل القصيرة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 22 23.7 23.7 23.7 

oui 71 76.3 76.3 100.0 

Total 93 100.0 100.0  

 

 الاتصال عن طريق الهاتف

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 69 74.2 74.2 74.2 

oui 24 25.8 25.8 100.0 

Total 93 100.0 100.0  

 

 



 

 

 

 

 الاتصال عن طريق البريد الالكتروني

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 91 97.8 97.8 97.8 

oui 2 2.2 2.2 100.0 

Total 93 100.0 100.0  

 

 الاتصال عن طريق موقع التواصل الاجتماعي

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 88 94.6 94.6 94.6 

oui 5 5.4 5.4 100.0 

Total 93 100.0 100.0  

 

 ثقة الزبون في المؤسسة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 25 26.9 26.9 26.9 

oui 68 73.1 73.1 100.0 

Total 93 100.0 100.0  

 

 دفاع الزبون عن المؤسسة في حالة توجيه انتقاد لها

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 33 35.5 35.5 35.5 

oui 60 64.5 64.5 100.0 

Total 93 100.0 100.0  

 

 توجيه الاصدقاء والاقارب للتعامل مع المؤسسة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 26 28.0 28.0 28.0 

oui 67 72.0 72.0 100.0 

Total 93 100.0 100.0  

 



 

 

 

 

 استمرار في التعامل مع المؤسسة

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nom 18 19.4 19.4 19.4 

oui 75 80.6 80.6 100.0 

Total 93 100.0 100.0  

 

 تشخيص العلاة ق

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Marketing relationnel 

segmenté 

47 50.5 50.5 50.5 

Marketing relationnel non 

segmenté 

46 49.5 49.5 100.0 

Total 93 100.0 100.0  

 

تشخيص العلاقة مع الاستهلاك: جدول تقاطع   

   consommation 

Total 

   moins de 1000 

DA/mois 

plus de 1000 

DA/mois 

Relation Marketing relationnel 

segmenté 

Count 15 32 47 

% within Relation 31.9% 68.1% 100.0% 

% within consommation 37.5% 60.4% 50.5% 

Marketing relationnel non 

segmenté 

Count 25 21 46 

% within Relation 54.3% 45.7% 100.0% 

% within consommation 62.5% 39.6% 49.5% 

Total Count 40 53 93 

% within Relation 43.0% 57.0% 100.0% 

% within consommation 100.0% 100.0% 100.0% 

 

 
 

 

 



 

 

 

 

 

 X2جدول للعلاقة المشخصة مع الاستهلاك 

 

Value df 

Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 4.773
a
 1 .029   

ContinuityCorrection
b
 3.901 1 .048   

Likelihood Ratio 4.816 1 .028   

Fisher's Exact Test    .037 .024 

Linear-by-Linear Association 4.721 1 .030   

N of Valid Cases 93     

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 19.78. 

b. Computed only for a 2x2 table 

 

جدول تقاطع بين نوع العلاقة ومدة التعامل

   duree 

Total    moind'anne entre1et 2 entre 2 et 3 plus de 3 

Relation Marketing relationnel 

segmenté 

Count 8 6 15 18 47 

% within Relation 17.0% 12.8% 31.9% 38.3% 100.0% 

% withinduree 40.0% 54.5% 57.7% 50.0% 50.5% 

Marketing relationnel non 

segmenté 

Count 12 5 11 18 46 

% within Relation 26.1% 10.9% 23.9% 39.1% 100.0% 

% withinduree 60.0% 45.5% 42.3% 50.0% 49.5% 

Total Count 20 11 26 36 93 

% within Relation 21.5% 11.8% 28.0% 38.7% 100.0% 

% withinduree 100.0% 100.0% 100.0% 100.0% 100.0% 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 x2جدول للتحليل الاحصاءي بين نوع العلاقة ومدة التعامل  

 

Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 1.496
a
 3 .683 

Likelihood Ratio 1.504 3 .681 

Linear-by-Linear Association .407 1 .523 

N of Valid Cases 93   

a. 0 cells (.0%) have expected count less than 5. The minimum expected 

count is 5.44. 

 

 جدول تقاطع بين نوع العلاقة وثقة المؤسسة

   cofiance 

Total    nom oui 

Relation Marketing relationnel 

segmenté 

Count 14 33 47 

% within Relation 29.8% 70.2% 100.0% 

% withincofiance 56.0% 48.5% 50.5% 

Marketing relationnel non 

segmenté 

Count 11 35 46 

% within Relation 23.9% 76.1% 100.0% 

% withincofiance 44.0% 51.5% 49.5% 

Total Count 25 68 93 

% within Relation 26.9% 73.1% 100.0% 

% withincofiance 100.0% 100.0% 100.0% 

 

 x2اختبارللتحليلالاحصاءي بين نوع العلاقة والثقة  

 

Value df 

Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square .408
a
 1 .523   

ContinuityCorrection
b
 .164 1 .686   

Likelihood Ratio .409 1 .523   

Fisher's Exact Test    .641 .343 

Linear-by-Linear Association .404 1 .525   

N of Valid Cases 93     

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 12.37. 

b. Computed only for a 2x2 table 

 

 



 

 

 

 

 جدول تقاطع بين نوع العلاقة والاستمرارية

   continuation 

Total    nom oui 

Relation Marketing relationnel 

segmenté 

Count 6 41 47 

% within Relation 12.8% 87.2% 100.0% 

% within continuation 33.3% 54.7% 50.5% 

Marketing relationnel non 

segmenté 

Count 12 34 46 

% within Relation 26.1% 73.9% 100.0% 

% within continuation 66.7% 45.3% 49.5% 

Total Count 18 75 93 

% within Relation 19.4% 80.6% 100.0% 

% within continuation 100.0% 100.0% 100.0% 

 

 جدول التحليل الاحصاءي بين نوع العلاقة والاستمرارية

 

Value df 

Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 2.643
a
 1 .104   

ContinuityCorrection
b
 1.858 1 .173   

Likelihood Ratio 2.682 1 .101   

Fisher's Exact Test    .122 .086 

Linear-by-Linear Association 2.614 1 .106   

N of Valid Cases 93     

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 8.90. 

b. Computed only for a 2x2 table 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 جدول التقاطع بين الثقة والاستمرارية

   continuation 

Total    nom oui 

cofiance nom Count 12 13 25 

% withincofiance 48.0% 52.0% 100.0% 

% within continuation 66.7% 17.3% 26.9% 

oui Count 6 62 68 

% withincofiance 8.8% 91.2% 100.0% 

% within continuation 33.3% 82.7% 73.1% 

Total Count 18 75 93 

% withincofiance 19.4% 80.6% 100.0% 

% within continuation 100.0% 100.0% 100.0% 

 

 جدول التحليل الاحصاءي بين الثقة والاستمرارية

 

Value df 

Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 17.974
a
 1 .000   

ContinuityCorrection
b
 15.552 1 .000   

Likelihood Ratio 16.182 1 .000   

Fisher's Exact Test    .000 .000 

Linear-by-Linear Association 17.781 1 .000   

N of Valid Cases 93     

a. 1 cells (25.0%) have expected count less than 5. The minimum expected count is 4.84. 

b. Computed only for a 2x2 table 
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