
 

 

The Reality of Handling Customer Complaints in Mobilis 



 djenatbouguedjani@gmail.com ،2جامعة قسنطينة وعلوم التسيير،  والتجاريةكلية العلوم الاقتصادية 

 constantine2.dz-Malak.kara@univ ،2وم التسيير، جامعة قسنطينة وعلوالتجارية  كلية العلوم الاقتصادية 

jel :M31.

Abstract:  

          This study aimed to find out the reality of complaint handling in Mobilis. The researcher developed 

the questionnaire to gather data, then received (437) questionnaires, the data were analyzed by using the 

statistical program SPSS, depending on the means. 

        The study concluded with the following results : the level of complaint handling is relatively average, 

in addition, her interest in the proposing a solution to the problem strategy in the first following by 

explaining the causes of failure strategy then the speed of response strategy ,financial compensation strategy 

comes at the bottom, as the intitution’s interest in it is relatively weak, The study recommended to 

encourage customers to submit their complaints to the foundation when a service failure occurs, and develop 

plans and strategies to adress customer complaintsin order to reach their satisfaction and loyalty.  
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