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The impact of Digital Marketing Communications on Consumers Brand Loyality
Case study of SOUMMAM brand
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Abstract.

This study aims to test the nature of the impact of digital marketing communications whith its
dimensions: online marketing- social media marketing- mobile marketing- electronic word of
mouth on consumers brand loyality, a case study of SOUMMAM brand.

A questionnaire was designed and distributed randomly through the distribution of an
electronic one targeting 384 consumers, the statistical package for the social sciences SPSS have
also been used to analyze and test the study hypotheses.

The results of the study concluded that the digital marketing communications had a positive
impact on consumers loyality of SOUMMAM’s brand, and also there are positive impact of:online
marketing- social media marketing- word of mouth, and there was no impact of mobile marketing.

Key Words: digital marketing communications, online marketing, social media marketing, mobile
marketing, electronic word of mouth, consumers brand loyality.
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- Merisavo (2006): the effects of digital marketing communication on customer loyalty: an
integrative model and research propositions
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- Mullatahiri & Ukaj (2019): The effects of E-marketing Communications on Brand Loyalty:
The Case of Mobile Telephone Operators in Kosovo
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