
18062013

 

<

<<

2012/2013

 



 

I 
 

Đ]¢Ăĝ]<

<

<ù^î<Āú<ÑcÑ^ãi<!]^ûăïu<Û<"]4ç±<Ċþ^ĉe¥<^ûò<^ûă×¥]<Ċe¥<øîĆ<č×¦ö]<Āú<ù¤ö]<|^ÿq<^û7<¸ë}]Ć"<

Ċú_<^ăªëþ<ñ¦À<:ö]<čãû®ö]<Ċú_<H^ÿ÷qę<Ċö^ĉ÷ö]<Ċi¦ă©<Āú<^Ĉ<ü÷ãjö]Ć<ü÷ã÷ö<ôfu<^ÿĉê<:â¥§<Āú<

Hý^ïÙ]<]¤Ă<Û<;Ĉ3ö<Ðû÷À<kÿò<Āú<^Ĉ<Hýćĉö]<Ďju<;ïê]¦i<ôi]ćâ¡<k÷Þ<Āú<H^7ću<ĀÙ<ĐĊ¶jöJJJ<

<^þ_<^Ă<ôö<HĊe<ċ¦~jëjö<ô÷qę<¢ăjq_Ć<ü÷ãi_<;ĉâ<Č¦î<^Ĉċ<ċ¢ăq<Č¦$<ċ¢Ă_<čfĉfu<^Ĉ<">ôĉ÷â<!]<č×¥."<<

<ôªëþ<kú¦u<Āú<^Ĉ<H^ÿ÷qę<Č^ĉÃ]<ñ^®ú<k÷ûÀĆ<kfãi<Āú<^Ĉ<Hče^jóö]<Āïi_<ìĉò<;û÷ãjö<ċ¢ĉe<ôªÓ<kÿò<Āú<^Ĉ<ôö

<<ôö<HāćÿÃ]<HĐ^ĬãÙ]<hę]<Ċö<kÿò<Āú<^Ĉ<H^ÿvÿûjöĊe_<ċ¢ăq<Č¦$<ċ¢Ă_<¨Ĉ¨ãö]<"õ¦ûâ<Û<!]<ù^»_."<

"^ûóĉ÷â<čĈ¥^q<čî¢±Ć<øĉûÂ^e<^ÿê¦â<^ûóö"<

Ċić}c<¢đ]¢®ö]<¢ÿâ<Ąe<Ċûju_<ċ¤ö]<¥]¢Â]<Ñc<

"üĈ¦óö]<¢fâ<̪üĉ÷Ã]<¢fâ<̪¢û²ö]<¢fâ<̪Ü©^fö]<¢fâ<̪¦¶Ä<¢ûÆ<"Ċö<!]<üóú]¡_<J<

<ċ^j}_<Ðjĉö^çö]<Ñc"üĈ¦úĆ<čëĉĬö<"¸ãfö<!]<^ÿßëu<J<

č÷đ^ãö]<čûªe<üĂ¡ćqće<ėc<Č^ĉÃ]<ć÷À<ė<Āú<Ñc<

"<Đ^ÿ©<HĎăþ̪Č¡^ã©<̪0^±<̪čfĉªþ<̪ā^×¦ö]<¢fâ<Đ̪ė_̪¦ûâ<̪ÐïĈ<̪¢đ]¥<̪Đ^q¥< ̪íĆĕ¦ö]<¢fâ"<

<¢ĉãfö]<gĈ¦ïö]<õ]£<Ñc<;â<ą¢ãe<Āú<üæ¦e<ĊãúĆ<Ċe¦ïe<øÞ<ċ¤ö]<Ċi^ĉu<¦©<Ñc"kþ_<ôĉöc"<

Ċi^ĉu<Û<čïê¥<øÖ_<Ċþ¨Ã<āćþ¨Ì<Ċu¦ëö<āću¦ëĈ<ü÷ói_<ā_<øfî<¢Ĉ¥_<^ú<āćû÷ãĈ<«ëÿi_<Ðu<;þćûăëĈ<Āú<Ñc<

"č÷fâ<<̪č÷ĉă©<̪čË¢}."<

Ċö<čfªÿö^e<üĂ<Āú<āćû÷ãĈĆ<¦q^Ă<ĊĂ<Āú<āćê¦ãĈ<ċ¤ö]<h^fuę]<Ñc"č®đ^â<̪č®đ^â<̪čßĉëu<̪Č¦Ă§<<̪čÿĉªu<<̪

ā^Õc<Hā^ÿu"<<

h^fuę]Ć<h¥^îę]Ć<øĂę]<øò<Ñc<

9÷î<üĂ^ªÿĈ<%Ć<Ċû÷î<üĂ^ªþ<Āú<Ñc<

ċ¢ăq<Č¦$<ċ¢Ă_<üóĉöc

¦q^Ă 



 

II 
 

¦Ĉ¢ïjö]Ć<¦ó®ö] 

!]<^þ]¢Ă<ā_<ė<ćö<ċ¢jăÿö<^ÿò<^úĆ<]¤Ă<Ñc<^þ]¢Ă<ċ¤ö]<!<¢ûÃ]<

Ąö<]¦ó<¬^ÿö]<¦ó<āćóĈ<ā_<Ď¶i¥]<ċ¤ö]<Ñ^ãiĆ<Ąþ^vf©<!<¦ó®ö^e<Ąqći_JJJJJ<

<Ñc<¦Ĉ¢ïjö]<³ö^}Ć<¦ó®ö]<øĈ¨¼<Ąqći_<ā_<ėc<Č¦ò¤Ù]<ą¤Ă<¡]¢âc<Āú<kĉăjþ]<¢îĆ<;ãªĈ<ė

<č÷µ^ëö]<Č£^j©ę]"čfĉĬ<gÿĈ§<"<ą¤Ă<čãe^jÙ<üđ]¢ö]<^Ă¡]¢ãj©]Ć<č÷±]ćjÙ]<^Ă¡ćăq<Ď÷â<

¡^¥ĝ]Ć<Ąĉqćjö]Ć<x²ÿö]<üĈ¢ïiĆ<^ă÷ĉ±^ëi<øóe<Č¦ò¤Ù]<

<³}_Ć<H4ĉªjö]<ýć÷âĆ<čĈ¥^rjö]Ć<čĈ¡^²jîė]<ýć÷ãö]<čĉ÷óe<Ċi¤i^©_<Ñc<¦ó®ö^e<Ąqći_<^ûò

<£^j©ę]<¦ò¤ö^e"l^ăjĂ<¢ĉã©"<£^j©ę]Ć<"üĉóÃ]<¢fâ<ČĆ¦q<Āe"<^ÿĉ÷â<Ę~fĈ<%<ā]¤÷ö]<

Ąĉqćjö]Ć<x²ÿö^eJ<

<Ċ}ę<¦ó®ö^e<Ąqći_<^ûò"üĉ÷Ã]<¢fâ"<Ñc<¦ó®ö^e<Ąqći_Ć<HČ¦ò¤Ù]<ą¤Ă<¡]¢âc<Û<Ċþ¢â^©<ċ¤ö]<

<čö^òćö]<¦Ĉ¢ú<¢ĉªö]<üă©_¥<Ď÷â<ċ¦đ]¨Â]<;»ćö]<ôÿfö]<ĊëÞćú<øò"Ċ÷i<¢ûÆ"<čªþě]<]¤òĆ<

"üĈ¦ú"ĊïĉfĬjö]<ø²ëö]<§^Èc<Û<Ċö<üăjþ^âc<Ď÷â<J<

<čªþě]<¦ò¤ö^e<³}_Ć<āćãö]<¢Ĉ<Ċö<¢ú<Āú<øò<¦ó_<ā_<;ićëĈ<ėĆ"č÷ĉă©"<ĀĈć}ę]Ć<"<ÐÙ

«Ĉ¡^eĆ"Č¦ò¤Ù]<xĉv²i<Û<üăjþ^âc<Ď÷â<J<

Č¦ò¤Ù]<ą¤Ă<č®î^ÿÙ<üăú¦ójö<č®î^ÿÙ]<čÿÂ<Đ^¶â_<Ñc<¦ó®ö^e<Ąqćjö]<Ďªþ_<ė<^ûòJ<

 

 

 

 

 



 

III 
 

 )119(

)39()80(

) SPSS(



 

IV 
 

Abstract : 

This study aims to identify the contribution of Relationship Marketing in building 

customer loyalty in the BNA Bank (Ouargla branch), as well as, the reality of the practice of 

marketing activities relations in this bank. Samples were selected; randomly from the 

employees and the customers of the BNA Bank all branches located in Ouargla. The 

questionnaire was used as a tool to collect data. One hundred and nineteen (119) 

questionnaires were distributed, that includes, thirty-nine (39) to the bank's employees and 

fifty -nine (59) to the customers. Our study is descriptive in its method; also we rely on the 

statical software (SPSS) to analyze the questionnaire's data. 

The study found that the bank's employees engaged in marketing activities relations in 

order to attract customers. Also, the bank works to create a database for its customers, 

however it is not interested in running the following data to provide appropriate services for 

each customer. From customer's point of view, the elements of Relationship Marketing 

(satisfaction, communication, commitment, mutual trust) have a role in building their loyalty. 

These elements have different impacts on the loyalty of customers, where the largest 

proportion is taken by the trust element, followed by mutual commitment and satisfaction. 

However, the least influenced element; according to our findings; is the communication. On 

the other hand, the demographic variables to customers; such as: sex, level of education, 

income, occupation; do not affect the customer loyalty to the bank. The study recommended 

that granting incentives for employees to raise their efficiency and their performance, which 

will create positive environment with the customer and, provide an effective communication 

between employees and customers in order to get close to more than one customer. 

Key words: marketing relations, supply customization, and customer loyalty
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