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abstract 
 The study aimed to figure out how customers of  mobile in Algeria accept the internet  as a 

promotional tool so as to reach the results help to provide some  of recommendations and 
suggestions that contribute in activating the mobile sector in Algeria. 
    The importance of the study came from the need to understand the vital role the internet plays 
as a promotional tool to communication services via mobile in Algeria, and its impact an 
browser state that looking for service, and it impact an purchasing decision process, thas, it has  
collected data by a questionnaire which has designed for of the study, data were analyzed by 
using SPSS statistical program. The main results were: the trends of customers were  positive 
towards using Internet in promoting communication services via mobile, and the most important 
source to obtenir information related to communication services via mobile from the standpoint 
of customers were family and friends and then the commercials advertising and after that the 
employees of operators, finally the internet which considered as a  secondary source of 
information where it came in fourth place in terms of its importance as a source of information. 
     The main  suggestion is working an increasing customers' awarness to visit a operator's 
website to know offered services and benefit from it. 
Key words: Internet, promotion, promotion via internet, communication services via mobile. 
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