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JEL:  M31.  
Abstract:  
     This research aims to elucidate the relationship between the elements of the marketing mix, 
which comprise service, price, promotion, distribution, personnel,processes, and physical evidence, 
and customer satisfaction criteria in agencies affiliated with the company Mobilis in Tlemcen. 
     The marketing mix stands among the foremost activities practiced by organizations to achieve 
customer satisfaction and earn their loyalty. The concept of customer satisfaction is among the 
concepts that have drawn the attention of researchers and those interested in management and 
marketing affairs.  
     This is due to the realization of many organizations and their awareness that respecting and 
satisfying customers are among the reasons for their distinction and growth in the market. 
The research concludes a strong meaningful correlation between the variables of the marketing mix 
and  customer  satisfaction.  Furthermore,  it  indicates  a  significant  impact  of  some  elements  of  this  
mix on the level of satisfaction achieved by customers. 
Keywords: Customer, Marketing Mix, Consumer Behavior, Service, Satisfactio 
JEL Classification: M31. 
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4X  -  -  4  3.6  31  27,8 51  46.4  26  22.2  2.115  0.803  
5X  8  7.1  20  17.8  53  47,5 11  9.8  20  17.8  2.866  1.127  
6X  -  -  11  9.8  51  45,7 31  27.6  19  16.9  2.482  0.890  
7X  63  56.2  26  23.3  23  20,5 -  -  -  -  4.356  0.802  
8X  -  -  11  9.8  39  35,9 62  54.3  -  -  2.544  0.669  
9X  -  -  32  28.5  34  30,5 26  23.2  20  17.8  2.696  1.073  
10X  8  7.1  41  36.6  24  21,6 20  17.8  19  16.9  2.991  1.234  
11X  62  55.5  11  9.8  -  0 19  16.9  20  17.8  3.677  1.664  
12X  22  19.6  24  21.4  24  21,6 22  19.6  20  17.8  3.054  1.387  
13X  31  27.6  38  33.9  20  18 23  20.5  -  -  3.687  1.091  

X14 11  9.8  35  31.2  42  37,6 24  21.4  -  -  3.294  0.916  
X15 24  21.4  21  18.7  48  43 19  16.9  -  -  3.446  1.012  
X16 -  -  36  32.1  14  13,7 43  38.3  19  15.9  2.597  1.112  
X17 24  21.4  11  9.8  14  12,7 43  38.3  20  17.8  2.786  1.423  
X18 8  7.1  37  33  44  39,4 23  20.5  -  -  3.267  0.869  
X19 -  -  30  26.7  19  17,1 63  56.2  -  -  2.705  0.866  
X20 16  14.4  22  19.6  31  28,1 24  21.2  19  16.7  2.928  1.293  
X21 -  -  34  30.3  34  30,5 24  21.4  20  17.8  2.732  1.082  
X22 16  14.2  50  42.6  4  3,7 42  39.5  -  -  3.357  1.130  
X23 -  -  45  52.6  59  40,3 8  7.1  -  -  3.330  0.606  
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  %    %    %    %    %  
24X 27  24.1  22  19.6  44  39,4 19  16.9  -  -  3.509  1.038  
25X  11  9.8  31  26.6  7  6,4 63  57.2  -  -  2.911  1.111  
26X  19  16.9  43  37.3  50  45,8 -  -  -  -  3.731  0.738  
27X  19  16.9  11  9.8  35  32,4 47  40.9  -  -  3.018  1.099  
28X  19  16.9  19  16.9  27  24,3 27  23.1  20  18.8  2.911  1.346  
29X  35  31.2  10  8.9  48  43 19  16.9  -  -  3.546  1.105  
30X  3  2.6  38  33.9  52  46,6 19  16.9  -  -  3.224  0.756  
31X  11  9.8  27  24.1  27  24,2 47  41.9  -  -  3.018  1.031  
32X  43  38.3  19  16.9  23  20,7 -  -  27  24.1  3.455  1.568  
33X  24  21.4  18  16  27  24,3 43  38.3  -  -  3.206  1.172  
34X  7  5.2  47  41.9  38  35,1 20  17.8  -  -  3.366  0.848  
35X  32  28.5  30  26.7  15  13,6 35  31.2  -  -  3.528  1.209  
36X  8  7.1  18  16  23  19,8 44  39.2  19  17.9  2.572  1.161  

 


