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Abstract :  Article info 

The aim of this study is to find out the impact of advertising methods on customer 
satisfaction. The case study of Algeria Communications as a Saida agency included an 
estimated sample of 250 clients, where data were processed using structural equations 
through the adoption of a methodology (Advanced PLS) using Smart PLS3.  
Field results have shown a positive impact of advertising on customer satisfaction. 
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1.4.3  (Convergent Validity):  

 AVE  ) 0.50 ( 
(Fornell, Larckers «1981»)    
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(Convergent Validity)  (AVE=0.480) 

 ) 02 .(  
2.4.3  (Composite reliability):  

 (Composite reliability) 

 ) 0.70 ( (Hulland «1999»)    
 ) 02 .(  

  ) Cronbach Alpha (
)0.70 (  ) 02 .(  

) 02 :(  
  
  

     AVE 

  

Composite reliability Cronbach Alpha 

  SAT1 0.809  0.588 0.89  0.86 
SAT2 0.664  
SAT3 0.765 
SAT4 0.795 
SAT5 0.765 
SAT6 0.792  

 

  

RTV1 0.812  0.694  0.87  0.78 
RTV2 0.854  
RTV3 0.833  

  
  

JR1 0.757  0.615  0.83  0.72 
JR2 0.853  
JR3 0.739  

  
  

PP1 0.826  0.611  0.82  0.71 
PP2 0.736  
PP3 0.780  

  
  

TP1 0.778  0.480 0.73  0.77 
TP2 0.666  
TP3 0.624  

  

RS1 0.820  0.511 0.75  0.76 
RS2 0.762  
RS3 0.529  

:       SmartPLS  
3.4.3  (Discriminant validity) :  

) Critère de Fornell and Larcker   (
)Discriminant validity :  (  
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) 03:( ) Discriminant validity ( 
              

  0.833            
  0.765  0.767          

  0.791  0.709  0.784        
  0.715  0.712  0.744  0.782      

  0.512  0.555  0.467  0.459  0.693    
  0.612  0.679  0.571  0.628  0.473  0.715  

:       SmartPLS 3  
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4.4.3 :  
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5.4.3  (Latent Variables Corrélations):  
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) 04)  :(Latent Variables Corrélations (  
              

  1.000  0.765  0.791  0.715  0.512  0.612  

  0.765  1.000  0.709  0.712  0.555  0.679  

  0.791  0.709  1.000  0.744  0.467  0.571  

  0.715  0.712  0.744  1.000  0.459  0.628  

  0.512  0.555  0.467  0.459  1.000  0.473  

  0.612  0.679  0.571  0.628  0.473  1.000  

:       SmartPLS 3  
6.4.3  :  

  ) 
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2R:  . 
2Q:  . 
) GOF  (   .  

) 05 :(  
  2R 2Q  

  0.698  0.396  

:       SmartPLS  
 :  

  2R      69.8%    
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7.4.3 ) GOF :(  
) 06 )  :(GOF (  

  R Square AVE  

    0.694 

    0.615 

    0.611 

    0.480 

    0.511 

  0.698  0.588  

  0.698  2R  0.583  AVE  

  

  
GOF 0.637 

  : SmartPLS3  
 GOF   0.637 0.36 .  

8.4.3 Path-Coefficient  :  
) 07 :(  

    T P-values    

- <  0.332  4.293  0.000   
- <  0.116  1.598  0.119   

 - <  0.180  2.552  0.011   
- <  0.139  2.859  0.004   
- <  0.230  3.613  0.000   

:       SmartPLS  
:  

1. H1 .  
2. H0 .  
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4. H1 .  
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