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The role of e-marketing (4Ps) in enhancing the mental image of health institutions in 
M’sila - the inevitability of orientation in light of crises corona-19 crisis as an example - 
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JEL  :M30L89I11.  
Abstract: 
 The Corona crisis posed a serious challenge to many institutions, which obligated them to start 
developing e-marketing strategies that adopt the change brought by the crisis, and take advantage of 
the opportunity to enhance their mental image in times of crisis. In M’sila during the Corona-19 
crisis, an electronic questionnaire was distributed to a sample of 100 members, and it was analyzed 
using the SPSS program. The results showed the effect of all elements of the e-marketing mix (4Ps) 
on enhancing the mental image of health institutions in M'sila during the Corona crisis, and that the 
distribution element ranked most important, followed directly by the promotion element in terms of 
the severity of the impact on the mental image of health institutions during the same period, and 
based on these results, the study recommends Focusing on electronic distribution as it is the focal 
point through which the elements of the electronic marketing mix can perform their function, as 
well as the element of electronic promotion because it is the media means that conveys the image of 
the institution to the customer, especially in times of crisis, without neglecting the rest of the other 
elements of the electronic marketing mix such as electronic products and electronic pricing. 
Keywords: e-marketing, mental image, health institutions, corona-19 crisis. 
JEL Classification: M30 L89 I11. 
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