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Abstract

The main aim of addressing this issue is to provide a theoretical framework identifies and
defines the various concepts related to competitive advantages and sources to obtain, as the
study focused primarily on the quality of services in terms of indicators and models of
evaluation, in addition to addressing the customer satisfaction as is the resident core of these
services , has also been put forward ways to improve the quality of services, and the impact of
the latter on the competitive advantage

In the Applied Communication Foundation Algeria - Branch Mobilis - Vsat study was to
analyze the competitive Mobilis Foundation, in addition to the contribution of the process of
assessing the quality of services in achieving the satisfaction of customers, and has been shown
through the study that the assessment of the quality of customer services through the
indicators of the assessment
Vary from one client to another and the quality of the service is working to achieve customer
satisfaction.
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