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Introduction

Marketing performance has become a focal point for organizations in the modern era, as it significantly
contributes to achieving success in the highly competitive environment of today's markets. Marketing
performance reflects the efficiency of marketing activities and is a clear indicator of the success of
marketing strategies in achieving desired goals. Therefore, organizations are increasingly focusing on
improving their marketing performance, considering it key to survival and excellence. It is measured
through a variety of indicators that play a vital role in evaluating the marketing performance of
organizations, helping them to identify strengths and weaknesses to outperform competitors.

1.1 Research Problem: The mobile phone service sector in Algeria has witnessed significant
development, especially after foreign companies entered the competition, resulting in three operators:
Algérie Télécom's mobile subsidiary (Mobilis), Optimum Telecom Algérie (Djezzy), and Wataniya
Telecom Algérie (Ooredoo). Hence, our research problem is as follows: What is the level of marketing
performance of the mobile phone service sector companies in Algeria based on the number of
subscribers, turnover, and market shatre?

1.2 Research Hypothesis: The mobile phone service sector companies in Algeria achieve good
marketing performance and continuous growth.

1.3 Study Objectives: Through this study, we seek to achieve the following:
e  Highlight the concept of marketing performance, its importance, and objectives.
e  C(larify the concept of marketing performance evaluation, its steps, and dimensions.
e  Evaluate the marketing performance of mobile phone service companies in Algeria (Mobilis,
Djezzy, Ooredoo).

1.4 Study Importance: The importance of the study lies in shedding light on the significance of
evaluating marketing performance within an organization by analyzing and interpreting the marketing
performance indicators of the mobile phone service companies in Algeria, in order to derive a set of
results and recommendations.

1.5 Study Methodology: In our study, we adopted the descriptive-analytical method, using a number
of references on the topic of marketing performance. We also used the case study approach, employing
a set of data and information that illustrate the evolution of the performance level of the mobile phone
service companies in Algeria (Mobilis, Djezzy, Ooredoo).

Theoretical Framework of the Study

The Concept of Marketing Performance, Its Importance, and Objectives

2.1.1 The Concept of Marketing Performance: In management literature, marketing performance is a
fundamental concept due to its close connection with the organization's existence and its effectiveness
in achieving its goals, which include adapting to the surrounding environment, growth, survival, and
continuity. This drives organizations to continuously improve their marketing performance by reducing
product costs or through creativity and innovation to enhance product quality, thereby increasing and
developing their competitive capabilities. (Baabouche, 2021, p. 88)

Marketing performance can be defined as: "The ability of the organization to understand, describe, and
demonstrate the performance of marketing efforts in the success of the organization's activities."

(Hay.W.N, 2006, p. 76)

O'Sullivan & Abela see marketing performance as: "a term used by marketing specialists to analyze and
describe the efficiency and effectiveness of the marketing process, by focusing on the outputs of
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marketing activities and strategies, and between the specific objectives of those activities and strategies."
(Don & Andrew, 2007). Marketing performance is also defined as: "the improvement of the
organization's competitiveness and consequently its marketing results." (Castelnau, 2002, p. 77)

This definition indicates that marketing performance is linked to competitiveness as a crucial factor for
success. Improving the organization's competitiveness may be achieved by offering products and
services that are distinct from competitors or by implementing effective pricing strategies to attract
customers, leading to marketing results such as increased sales and expanded market share.

It is also defined as: "evaluating the relationship between matketing activities and business
performance." (Ibrahim & Essam, 2019, p. 2806)

From the foregoing, we can define marketing performance as follows: It is an essential part of the
overall performance of the organization, aiming to focus on the marketing aspect to measure what has
been accomplished in the marketing function over a specific period, based on pre-set objectives, in
order to identify strengths and weaknesses and compare them with competitors, for the purpose of
continuous improvement of the organization's marketing performance.

2.1.2 The Importance of Marketing Performance: The economic environment is subject to various
and rapid changes, especially in science, technology, and their challenges, and the increasing change in
customer demands, in addition to operating in turbulent and unstable markets in a climate of fierce
competition. This has forced organizations to work on improving their performance to compete,
survive, and ensure continuity. The importance of understanding marketing performance is evident
through the following three dimensions: (Tawazit, 2019, p. 122)

e Theoretical Dimension: Includes all direct or implicit cognitive contents and connotations.

¢ Empirical Dimension: Manifested through the organization conducting research and studies.

e Managerial Dimension: Represented by the application of methods related to evaluating the

results of the organization's performance.

The importance of marketing performance in the organization can be highlighted through the following
points: (Gouider & Fchit, 2020, pp. 530-531)

e It helps the organization measure the extent to which its established objectives have been
achieved.

e It provides necessary information to various management levels in the organization for making
their planning and control decisions.

e It assists the organization in establishing the necessary standards for developing its mission.

e It helps to identify areas of competence within the organization to place them in appropriate and
important positions, and it identifies elements that need development and support to improve
their performance.

e It helps to reveal the extent of coordination between different departments in the organization.

e It enables the detection of errors and deviations and aids in making the necessary decisions to
address them.

e It leads to achieving rationality and comprehensiveness in the planning and decision-making
processes.

e Continuous and permanent review of marketing performance allows for necessary
improvements to be made consistently.

In the same context, Kotler indicated that marketing performance is of great importance, and that most
authors have not agreed on specific criteria that can be adopted to explain all aspects related to the
organization's performance. Additionally, it is a major axis for the success or failure of the organization
in implementing its strategic goals and decisions. (Akram Ahmed & Ali Walid, 2013, p. 119)
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The following figure illustrates the importance of marketing performance for organizations in general:

»| Satisfying Needs

Organizatio
ns

Achieving Returns on
Investment

—

Figure (01): The Importance of Marketing Performance
Source: (Abu Nab'a, 2000, p. 334)

From the figure above, we can say that the importance of marketing performance in an organization lies
in it being one of the decisive factors leading to the organization's success in a competitive
environment. It leads to increased sales, brand building, and gaining more customers. It also works on
the continuous improvement of results and return on investment through good planning, effective
implementation of marketing strategies, and regular performance measurement, which will help the
organization achieve a competitive advantage and success in its environment.

2.1.3 Obijectives of Marketing Performance: Some researchers believe that an organization's good
performance is its ability to create value for its customers first, then for its sharcholders, as they
represent a source of value and a means of establishing the organization. This indicates the most
important goals that most organizations wish to achieve. Thus, two main objectives can be inferred:
(Rizki, 2020, p. 89)

e Satisfying customer needs.

e Achieving the highest return on investment. The primary goal of the marketing function in the
organization is to influence the marketing environment to create and establish exchange
relationships. This goal, in turn, includes several other sub-goals, including:

e Obijectives related to profitability, sales growth, survival, and continuity: These objectives
are among the results that must be achieved within a specific period and are characterized by
being measurable. At the forefront of their priorities are: (Bakoush, 2012, p. 1206)

o Profitability Objectives: When management sets an ideal achievable rate of return, the
goal is to achieve outstanding profitability that provides an acceptable return for the
organization's owners, while also allowing for the generation of revenues that can be
reinvested to achieve sustainable long-term growth. Achieving an appropriate sales volume
is one of the main objectives of marketing, as it leads to increased profits in the present
and additional gains in the future.

o Marketing Growth Objectives: The growth objective translates into tasks that fall under
the marketing function, such as increasing sales volume, expanding market share, and
market expansion. This is achieved in the context of the main marketing objective, which
is to achieve growth at a profitable volume.

o Survival and Continuity Objectives: This is the primary and foremost objective of
marketing management. Although the entire organization participates in achieving this
goal, a large burden falls on the marketing department. It is obliged to continuously
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prospect and search for marketing opportunities and retain customers, while ensuring their
future loyalty.

e Obijectives related to Mental Impressions: Organizations strive to create positive mental
impressions among their customers, both current and potential. The reputation and fame of the
organization can play a major role in this context. Therefore, these organizations aim to form
mental impressions that are more positive than their competitors. This is achieved by reviewing
and evaluating current and future goods and services to meet customer expectations. Achieving
these objectives differs from those related to profitability and sales growth in terms of
quantitative measurement, as they are expressed in a descriptive, non-quantitative manner, such
as using methods for measuring attitudes and trends.

e Social Objectives: These objectives mean that every organization has a social responsibility to
which it must adhere, and this responsibility is closely linked to the marketing function.
Although studies and research have not yet determined the precise content of social
responsibility, either for the organization as a whole or for the marketing function, there are
some basic ideas that reveal the substance of this responsibility. While most authors agree that
the previous objectives, such as sales, profitability, and mental impressions, ate part of the goals
the marketing department secks to achieve, the situation appears to be clearly different for social

responsibility.

While some authors believe that social responsibility falls within the purview of the organization's top
management and its defined objectives, and therefore is not part of the marketing function, it is also
characterized by the difficulty of defining it and setting standards to measure its success. There are also
difficulties related to high costs and the challenge of measuring its impact on the organization's
performance. (Rizki, 2020, p. 90)

2.2 The Concept of Marketing Performance Evaluation, Its Steps, and Dimensions

2.2.1 The Concept of Marketing Performance Evaluation: Marketing performance evaluation is
used for the comprehensive description and analysis of the efficiency and effectiveness of marketing
operations. This is done by comparing the outputs of marketing activities and strategies with the
specific objectives set for those activities and strategies. Measuring marketing performance is an
essential part of the process of improving marketing performance, as it includes a framework of metrics
to monitor marketing performance and develop and use the necessary means to ensure that marketing
objectives are achieved. This framework allows marketing management to determine the extent to
which actual marketing performance aligns with predetermined marketing standards, enabling them to
assess the success of achieving goals and implementing adopted plans if the actual performance differs
from the plan. (Don & Andrew, 2007, p. 79)

Marketing performance evaluation is defined as: "The comprehensive, systematic, independent, and
periodic examination of the marketing environment, objectives, strategies, and activities of the firm,
thereby identifying marketing problems and opportunities, and then proposing an action plan to
improve the company's marketing performance." (Tawfiq, 2003, p. 233)

It is also defined as: "the process of studying and analyzing all elements of the marketing process to
identify the pros and cons of marketing performance (strengths and weaknesses in the activity) with the
aim of making the right decision at the right time and at the right cost." (Hassan, 2003, p. 153)

From what has been mentioned, we can define marketing performance evaluation as: the process of
measuring and analyzing the efforts and results related to marketing activities, with the aim of assessing
the effectiveness of marketing strategies, determining the extent to which objectives are met, and
identifying areas for improvement in order to make informed decisions that lead to achieving marketing
goals.
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Steps of Marketing Performance Evaluation: Marketing performance evaluation plays an important
role in the marketing function and involves a set of organized steps, which are as follows: (Boukrita,
2011, p. 96)

1. Determine the elements to be measured: The focus is on critical results and processes that
are subject to control and have a significant impact on cost or are related to recurring problems.

2. Establish standards for measuring marketing performance: These standards are set in light
of the organization's overall strategic objectives and the marketing strategy's objectives in
particular.

3. Measure actual marketing performance: Measurement is carried out in a timely manner to
detect any potential problems and address the situation before it worsens.

4. Compare actual performance with established standards: This is to identify any deviations
from the drawn-up plan.

5. Take necessary corrective actions: If there are differences between actual performance and
the set standards, questions are raised as to whether the deviation is fluctuating or permanent,
whether the processes are being executed correctly, and whether the measurement methods are
appropriate for achieving the targeted standards. Then, appropriate corrective actions are taken.

Dimensions of Marketing Performance Evaluation: There are four main dimensions for evaluating
marketing performance, which are as follows: (Gouider & Fchit, 2020, p. 153)

1. Evaluation of the Annual Marketing Plan: The objective is to measure the degree to which
the organization's goals are achieved through its sales and profits, as well as to ensure the
achievement of other pre-determined goals in the annual marketing plan. This is done by
analyzing deviations, marketing and sales costs, in addition to determining the return on invested
capital, and determining the asset turnover rate. The liquidity position of the organization must
also be assessed as a criterion for judging the success or failure of the organization.

2. Evaluation of Marketing Profitability: The marketing process involves marketing goods and
services to different segments of the organization's customers through specific distribution
channels, which requires knowledge of customer profitability and distribution channel
profitability.

3. Evaluation of Marketing Efficiency: This is done by judging the efficiency of marketing
performance, which is catried out by salespeople. Marketing efficiency is measured by evaluating
the efficiency of salespeople, advertising campaigns, and the efficiency of promotion and
distribution processes.

4. Evaluation of Strategic Performance Effectiveness: This serves as monitoring the extent of
implementation of the long-term marketing plan within the organization's operating
environment. This is done by evaluating the effectiveness of marketing performance and then
conducting a marketing audit.

In this context, we can say that after evaluating its marketing performance, the organization can take
corrective actions to enhance its performance in the future. These actions may include adjusting its
marketing strategies, developing the skills of its marketing team, or improving the customer experience.
Therefore, evaluating marketing performance can be considered a vital process for organizations as it
helps them achieve continuous improvement in their performance.

2.2.4 Marketing Performance Measurement Indicators

Organizations differ greatly in setting and identifying the indicators that suit them for measuring their
marketing performance. There ate financial metrics that focus on the long-term goals of the
organization, but most business organizations focus on short-term profitable goals. (Boukhaloua &

Ghattas, 2022, p. 44)

Marketing performance measurement indicators are defined as: "a set of techniques and indicators that
the marketer puts in place to evaluate the organization's performance." (Renaud & Jean, 1997, p. 735)
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They atre also defined as: "simple quantitative criteria derived from the organization's objectives and
strategies, often expressed in the form of numbers, and also expressed in a temporal manner, measuring
the effectiveness and efficiency of the marketing function in achieving customer satisfaction and
ensuring their loyalty." (Ismail & Yahiaoui, 2019, p. 22)

From the two preceding definitions, we can define marketing performance measurement indicators as: a
set of quantitative metrics and techniques used to determine and evaluate the level of success of
marketing activities in the organization. They are crucial tools for measuring the impact of marketing
activities on the overall objectives of the organization.

3. Applied Aspect of the Study:

3.1 Brief Overview of the Three Operators in the Algerian Mobile Market:
We will discuss the characteristics of the three operators (Mobilis, Djezzy, Ooredoo) to introduce each
company through the following table:

Table (1): Characteristics of the Three Operators in the Algerian Mobile Market

Wataniya Telecom Algérie | ATM (Algérie Télécom OTA (Optimum
WTA Mobilis Telecom Algérie
g
Parent Wataniya Telecom Kuwait, || Algérie Télécom, established Egript;illn O};;)ldlrﬁ
with a capital of over $10 by Law 03/2000, with a company rasco
Company i . - Telecom Holding, with
billion. capital of 50 billion DZD. a capital of $2.5 billion
License Date || 20/12/2003 | 26/05/2002 | 11/07/2001
License Value $421 million. National operator by way of $737 million.
settlement.
PR 25/08/2004 December 2003 15/02/2002
Capital 100,000,000 DZD. 100,000,000 DZD divided || ;5 (58 200 D7D
into 1000 shares.
Tnvestment $1 billion $2.1 billion $2.2 billion
Value
Joint-stock company;
. . . 96.57% for the
. Public economic enterprise .
Legal Form Joint-stock company. . National Investment
with shares (SPA). Fund and 3.43% for
CEVITAL.
Investors KIPCO/Wataniya ERICSSON/ZTE/HUAWEI N;Sggalclgfgiim
| Technology |[GSM/GPRS/EDGE/3G/4G||GSM/GPRS/UMTS/3G/4G|| GSM/GPRS/3G/4G |
Accreditations Quality Certlﬁcz.lte/ Medal of ||Concession by th.e Regulatory|| 1SO9001 / 1804401
Merit Authority Certificate
| Website || www.Ooredoo.dz H www.Mobilis.dz H www.djezzy.dz |

Source: Prepared by the researchers based on www.arpt.dz and Chegrarri Mohamed, previous
reference, p. 289.
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2.3 Presentation and Analysis of Research Results:

We will attempt to evaluate the marketing performance of the three operators (Mobilis, Djezzy, and
Ooredoo). However, this can only be done with the help of a set of indicators. In our study, we will
focus on the most important ones: the number of subscribers, turnover, and market share. An
organization that can retain its customers and attract new ones will inevitably be able to grow its
turnover, leading to an increase in its market share, which we will analyze as follows:

1.2.3 Number of Subscribers:

In this section, we will present the evolution of the number of subscribers (customers) for each of the
three mobile operators Mobilis, Djezzy, and Ooredoo for twenty-one years from 2003 to 2024,
highlighting the most significant changes that occurred in the growth of the number of subscribers
during this petriod, through the following table showing the evolution of the number of subscribers for
the three operators:

Table (2): Total Subscriber Base for Each Operator from 2003 to 2024

| Year | | Mobilis | | Djezzy ‘ | Ooredoo |
| 2003 | 167,662 | 1279205 | 0 |
| 2004 | 1,176,485 | 3418367 | 287,562 |
| 2005 | 4,907,960 | 7276834 | 1,476,561 |
| 2006 | 7,476,104 | 10530826 | 2,991,024 |
| 2007 | 9,692,762 | 13382253 || 4,487,706 |
| 2008 | 7,703,689 | 14108857 || 5,218,926 |
| 2009 | 10,079,500 | 14617642 | 8,032,682 |
| 2000 | 9,446,774 | 15087393 | 8,245,998 |
I 10,515,914 | 16595233 | 8,504,779 |
| 2012 | 10,622,884 | 178456090 || 9,059,150 |
| 203 | 12,538,475 | 17585327 | 9,506,545 |
| 2014 | 13,022,295 | 18612148 || 11,663,731 |
| 2015 | 14,087,440 | 17005165 || 12,298,360 |
| 2016 | 16,885,490 | 16360904 || 12,571,452 |
| 2017 | 18,365,148 | 14947870 || 12,532,647 |
| 208 | 19,106,401 | 15848104 | 12,199,759 |
| 209 | 18,633,371 | 14707625 | 12,084,537 |
| 2020 | 18,974,678 | 14363102 || 12,217,893 |
| 2021 | 19,829,935 | 14593618 | 12,592,204 |
| 2022 | 21,098,772 | 15177875 | 12,742,119 |
| 2023 | 22,517,967 | 15897659 || 13,106,521 |
| 2024 | 23,101,816 | 16469034 || 14,479,676 |

Source: Prepared by the researchers based on the Postal and Telecommunications Regulatory Authority
and the Algerian Mobile Market Observatory.
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We will detail this evolution based on the data available in the previous table as follows:
For Mobilis: The growth in the number of subscribers can be divided into the following periods:

Mobilis started with a small number of subscribers in 2003 (estimated at about 167,662
subscribers), the year mobile services were launched in Algeria, when the service was entirely new
to the market, and prices were relatively high at the launch stage. However, it achieved
tremendous growth, with the number of subscribers reaching 12.5 million in 2013. This figure
reflects Mobilis's ability to attract new subscribers in the Algerian market despite its modest statt.
It is noteworthy that Mobilis continued its strong growth after 2013, with the number of
subscribers rising to 23.10 million in 2024. Mobile services saw a remarkable development in
terms of the quality of service provided, in addition to the introduction of 3G and 4G networks,
which attracted more new customers. It appears that Mobilis benefited from successful expansion
strategies and continuously attracted more customers.

For Djezzy: The growth of its subscribers can be divided into the following periods:

Djezzy had about 1.3 million subscribers in 2003 and recorded remarkable growth to reach 17.5
million subscribers in 2013. This reflects its great success in building a large customer base during
this period. It entered with marketing strategies that enabled it to penetrate the market, and its
affiliation with the Orascom Telecom group helped through its experience and activities in many
countries.

Although the company experienced some fluctuation in the number of subscribers due to certain
events that led to a change in its ownership, it still retained a large number of them, reaching 16.46
million subscribers in 2024. This decline could be related to changes in the market and the
business environment.

For Ooredoo: The growth of its subscribers can be divided into the following periods:

Ooredoo started its activity in the Algerian market later than its competitors in 2004 with 287,562
subscribers, but it achieved rapid growth, reaching 9.5 million subscribers in 2013. This reflects its
great success in attracting customers during the first decade, expanding in the Algerian market,
increasing demand for its services, and growing its sales.

During the period after 2013 and 2024, growth continued remarkably, with the number of
subscribers rising to 14.47 million in 2024. However, the growth rate was less stable compared to
previous years, reflecting its exposure to fierce competition from other companies.

The following figure shows the change in the growth of the number of subscribers (customers) for the
three operators:
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Distribution of the number of subscribers for mobile phone
operators 2003-2024
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Figure (2): Distribution of the number of subscribers for the three operators 2003-2024
Source: Prepared by the researchers based on the Postal and Telecommunications Regulatory Authority
and the Algerian Mobile Market Observatory.

From the figure above, we can divide the growth periods for the three operators as follows:

e Period of rapid growth in the first decade: From 2003 to 2013, the three companies
witnessed accelerated growth in the number of subscribers.

e Period of relative growth slowdown after 2013: After 2013, Ooredoo and Djezzy saw a
stabilization or even a slight decline in the number of subscribers, while Mobilis continued to
grow significantly.

e  Market saturation period: It is likely that the Algerian market reached a state of saturation
after 2013, making it difficult for the three operators to attract new customers.

3.2.3 Turnover:

In this section, we will present the evolution of the turnover for each of the three mobile operators
Mobilis, Djezzy, and Ooredoo from 2003 to 2024, highlighting the most significant changes that
occurred in the growth of turnover during this period. The following table shows the evolution of
turnover for the three operators:

Table (3): Turnover (in billion DZD) for each operator from 2003 to 2024

| Year | ATM (Mobilis) | OTA Djezzy) | WTA (Ooredoo) |
| 2003 | 6.91 | 28.08 | 0 |
| 2004 | 19.81 | 55 | 1.19 |
| 2005 || 24.89 I 83.25 | 11.26 |
| 2006 | 26.92 | 115 | 18.89 |
| 2007 | 39.99 | 1587 | 35.84 |
| 2008 || 41.25 | 11613 | 5748 |
| 2009 | 47.74 | 1237 | 62.01 |
| 2010 | 47.9 | 1261 | 62.07 |
B 55.89 | 12388 | 66.3 |
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| Year || ATM (Mobilis) | OTA Djezzy) | WTA (Ooredoo) |
| 2012 | 68.6 | 13601 | 69.93 |
| 2013 | 79.46 | 4367 | 76.66 |
| 2014 | 86.74 | 13681 | 100.72 |
| 2015 | 103.62 | 12568 | 110.7 |
| 2016 | 122.38 | 114.8 | 112.2 |
| 2017 | 126.78 | 105.5 | 104.2 |
| 2018 | 115.37 | 94.8 | 88.3 |
| 2019 | 110.52 | 92.5 | 81.8 |
| 2020 | 115 | 87.19 | 81.85 |
| 2021 | 122.3 | 88.85 | 86.74 |
| 2022 | 144 | 93.51 | 84.5 |
| 2023 | 150.1 | 102.4 | 90.87 |
| 2024 | 156 | 11264 | 104.6 |

Source: Prepared by the researchers based on the Postal and Telecommunications Regulatory Authority

and the Algerian Mobile Market Observatory

We will clarify this evolution based on the data available in the above table as follows:
For Mobilis:

In the period from the beginning of its activity until 2013, Mobilis started with a turnover of
6.91 billion DZD in 2003 and achieved gradual growth to reach 79.46 billion DZD in 2013.
This growth reflects the company's stability and its success in acquiring a large customer base
over time.

Mobilis continued its steady growth after 2013 to reach 156 billion DZD in 2024, which is the
highest turnover in the Algerian telecommunications market. This indicates that the company
managed to achieve significant stability and growth thanks to its expansion strategies and the
improvement of its services.

For Djezzy:

Djezzy achieved remarkable revenues from its inception, reaching 28.08 billion DZD in 2003,
and continued to grow rapidly to reach 143.67 billion DZD in 2013. This growth reflects the
company's success in building a large customer base and providing competitive services in the
Algerian market.

After reaching its peak revenue in 2013, the company witnessed a decline in the following
years, with revenues dropping to 87.19 billion DZD in 2020. However, the company recorded
a remarkable recovery between 2021 and 2024, with revenues rising to 112.64 billion DZD in
2024, reflecting its continuous efforts and constant keenness to improve its performance and
regain its market share.

For Ooredoo:

Ooredoo started with very modest revenues compared to Mobilis and Djezzy, reaching 1.19
billion DZD in 2004 and gradually increasing to 76.66 billion DZD in 2013. The early years
(2004-2007) were a period of rapid growth for the company, with revenues rising from 1.19
billion DZD in 2004 to 35.84 billion DZD in 2007, reflecting significant expansion in the
Algerian market and an increase in subscribers during this period.
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In the second half of the studied period, revenue growth continued, peaking in 2015 at 110.7
billion DZD. After that, the company saw a noticeable decline in revenues to 81.8 billion
DZD in 2019, before recovering again to reach 104.6 billion DZD in 2024. This indicates that
the company managed to achieve stability in a saturated but competitive market.

The following figure shows the change in the evolution of turnover for the three operators:
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Figure (3): Evolution of turnover for mobile phone operators from 2003 to 2023

Source: Prepared by the researcher based on the Postal and Telecommunications Regulatory Authority

and the Algerian Mobile Market Observatory.

From the previous figure, the growth stages of the turnover for the three companies can be divided

into:
[ ]

Rapid Growth Stage: Mobilis, Djezzy, and Ooredoo all experienced significant revenue
growth during the period between 2003 and 2013. This was due to the rapid expansion of the
mobile telecommunications market and the increasing demand for mobile phone services,
which were in their infancy in the Algerian market. Djezzy recorded the highest growth rate
during this period, outperforming the other companies. This reflects its ability to effectively
exploit market opportunities during the first decade of the 21Ist century, leveraging its
affiliation with the Orascom Telecom group and benefiting from its experience.

Stability and Challenges Stage: After 2013, all companies faced increasing challenges due to
market saturation and increased competition. However, Mobilis managed to achieve
continuous growth, with its revenues rising to 156 billion DZD in 2024, indicating its
successful strategies in improving its marketing performance. On the other hand, Ooredoo
and Djezzy witnessed some decline in their revenues during the middle of the second decade
(2015-2020), but both soon managed to regain some stability in recent years.

3.2.3 Market Share:
In this section, we will analyze the main changes that the three companies have witnessed in their
market share, and we will present them through the following table:
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| Year | ATM (Mobilis) % | OTA (Djezzy) % || WTA (Ooredoo) % |
| 2003 | 11.59 | 88.41 [ 0 |
| 2004 | 24.1 | 70.01 | 5.89 |
| 2005 | 35.93 | 53.27 I 10.81 |
| 2006 | 35.61 | 50.15 [ 14.24 |
| 2007 | 35.17 | 48.55 [ 16.28 |
| 2008 | 28.5 | 52.19 | 19.31 |
| 2009 | 30.8 | 44.66 I 24.54 |
| 2010 | 28.82 | 46.03 [ 26.16 |
| 2m || 29.53 | 46.59 | 23.88 |
| 2012 | 28.31 | 47.55 | 24.14 |
[ 2013 || 3151 | 44.47 | 24.02 |
| 2014 | 30.08 [ 42.99 | 26.94 |
| 2015 || 3247 | 39.19 | 28.34 |
| 2016 | 36.85 | 35.71 [ 27.44 |
| 2017 | 40.06 | 32.6 | 27.34 |
| 2018 | 40.52 | 33.61 I 25.87 |
| 2019 || 41.02 | 32.38 | 26.6 |
| 2020 | 41.65 | 31.53 [ 26.82 |
| 2021 | 42.18 | 31.04 | 26.78 |
| 2022 | 43.04 | 30.96 [ 26.99 |
| 2023 | 43.7 | 30.86 [ 25.44 |
| 2024 | 42.74 | 30.47 | 26.79 |

Source: Prepared by the researchers based on the Postal and Telecommunications Regulatory Authority

and the Algerian Mobile Matrket Observatory.

We will detail this evolution precisely based on the data available in the table above as follows:

For Mobilis:

For Djezzy:

Mobilis started with a somewhat small market share in 2003, estimated at 11.59%, but it
managed to grow rapidly over the next ten years, with its share reaching 31.51% in 2013. This
growth indicates the success of the company's strategies in increasing its market share and
expanding its customer base by investing in technology and infrastructure.

Mobilis's growth continued remarkably after 2013, with its market share reaching 42.74% in
2024, thus surpassing its competitors Djezzy and Ooredoo. This growth is a sign of its strong
marketing performance.

Djezzy was the dominant company at the beginning of the studied period, with its market
share reaching 88.41% in 2003. However, its market share began to decline with the entry of
new competitors into the market, reaching 44.47% in 2013. This reflects the intense
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competition imposed by both Mobilis and Ooredoo after their entry and expansion into the
market.

During the period 2014-2024, Djezzy witnessed a continuous decline in its market share,
falling to 30.47% in 2024 after being at 42.99% in 2014. This indicates that it could not
maintain its previous dominance due to market changes and fierce competition with Mobilis
and Ooredoo, although it remained a major operator in the Algerian market.

For Ooredoo:

Wataniya Telecom Algérie (Ooredoo) started with a very low market share, not exceeding
5.89% in 2004, but it quickly rose to 24.02% in 2013. This reflects its success and ability to
enter the Algerian market strongly and attract new customers thanks to its excellent marketing
performance and its constant keenness to innovate new services.

From 2014 to 2024, Wataniya Telecom Algérie continued to improve its market share, peaking
in 2015 at 28.34%. However, it soon began to gradually decline to 26.79% in 2024. This
reflects the impact of increased competition, especially from Mobilis and Djezzy, which led to
a slight decline in the company's share despite relative stability.

The following figure shows the evolution of the market share for the three operators:

100

Evolution of the market share of mobile phone operators
for the period (2003-2024)

80 —N\

60 \\’\_———\ —
40 ——

/“ —
20 7

0 —
N < N O N0 O d N OO < N O N 0 O O 3 NN <
O O O O O O O ™ ™ ™ o o o ™o o o o &N &N &N &N
O O O O O O O O O O O O O O O O o o o o o o
AN &N AN AN AN AN AN AN AN AN AN AN AN AN AN AN NN NN NN

Figure (4): Evolution of the market share of mobile phone operators from 2003 to 2024

Source: Prepared by the researchers based on the Postal and Telecommunications Regulatory Authority

and the Algerian Mobile Market Observatory.

From the previous figure, the stages of market share growth for the companies can be divided into two

phases:

First Phase (2003-2013):

Djezzy was the dominant company during the eatly years, capturing the largest share of the
market since the beginning of its activity. However, over time, its market share witnessed a
noticeable decline due to the entry of strong competitors like Ooredoo and Mobilis.

Mobilis saw rapid growth in its market share from 2003 to 2013, reflecting the success of its
expansion strategies and its investment in infrastructure to provide advanced services to
customers.

Ooredoo witnessed a rapid increase in its market share during its first decade of presence,
managing to capture a significant market share in a short time, reflecting the effectiveness of
its marketing plans and its ability to offer innovative services.
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Second Phase (2014-2024):

Mobilis became the main operator in the market by 2024, with the largest market share
reaching 42.74%. This reflects the success of the company's strategies in expanding its range
of services, which made it surpass its competitors.

Djezzy continued to decline during this period, losing part of its share to Mobilis to reach
30.47% in 2024. This decline may be the result of strong competition and the loss of some
customers.

In contrast,

Ooredoo maintained a relatively stable market share during this period, but it could not
achieve significant growth compared to its competitors, with its market share reaching 26.79%
in 2024, reflecting its noticeable decline over the last ten years.

Conclusion

In the fast-paced competitive environment of our current era, it has become necessaty for organizations
of all types to continuously evaluate their marketing performance to understand their market position.
This facilitates achieving numerous competitive advantages, directing and allocating their resources
efficiently, and thus achieving their goals effectively. From this perspective, our study attempted to
evaluate the level of marketing performance of the mobile phone service sector companies in Algeria
(Mobilis, Djezzy, Ooredoo). Through the information mentioned previously in the applied aspect of the
study, we reached the following conclusions:

e  Mobilis surpassed Ooredoo and Djezzy in its marketing performance on several key points,
including extensive network coverage, service diversity, and competitive pricing.

e Ooredoo is distinguished by its long experience in the telecommunications field, translated
into high-speed internet flow and a focus on technological innovation.

e Dijezzy always focuses on providing distinct, high-quality services at competitive prices, which
has made it an attractive option for customers. In addition to this, we can conclude the
following:

e  Measuring the number of subscribers (customers) is an important indicator of the
effectiveness of an organization's marketing performance. An increase in the number of
customers may be evidence of successful marketing performance and its contribution to
attracting customers and expanding market share, and vice versa.

e  The market share indicator provides the organization with an important view of its marketing
performance and competitive position in a specific market. Based on this information, it can
make appropriate strategic decisions to achieve success and growth in the market.

e The evolution of turnover is an important indicator for evaluating marketing performance and
ultimately leads to better results in the organization's performance.

Recommendations:

e  Mobilis must continue to work on improving its marketing performance to maintain the
position it has reached and to adapt to future changes.

e Djezzy must work hard to regain its market position by leveraging its previously mentioned
strengths to improve its marketing performance.

e Ooredoo must continue to develop new services for its customers to attract more of them and
strengthen relationships with them to ensure their loyalty, which will lead to an increase in its
market share and turnover growth.

L

In general, any organization, regardless of its type, must establish a comprehensive system of
indicators that helps it measure and evaluate its marketing performance periodically to take the
necessary corrective actions in a timely manner and at the lowest cost to ensure its survival and
continuity.
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