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Abstract:

The aim of the research is to test the correlation and influence relationship between the
independent variable, which is cyber marketing, through its dimensions (cyber attraction
techniques, cyber retention, cyber learning, and cyber communication) and the dependent
variable, which is customer attraction, which includes its dimensions (honesty, fairness,
respect, responsibility, and reliability). The research seeks to answer the question: "Does
cyber marketing affect customer attraction?" The descriptive analytical approach was
adopted as a study method, as the research was conducted on a random sample of
employees at Asia Cell Company in Najaf, and the research included two hypotheses
related to correlation and influence. The number of the research community was 102
employees, and 91 questionnaires were distributed, 88 of which were retrieved, and two
were excluded, leaving 86 questionnaires that were used in the statistical analysis. The
data were processed using the (SPSS.v.23) program. The most prominent results of the
research include a set of conclusions, the most important of which is the existence of a
high positive orientation by the researched sample regarding the study variables, as the
company realizes the importance of cyber marketing for the purpose of interacting with
customers via Internet platforms, which enhances its ability to attract customers. The
results also showed that there is a high interest in the dimensions of customer attraction
(honesty, fairness, respect, responsibility, reliability). This indicates to us a high
commitment to the company's customers, and also reflects awareness of ethical
principles, which enhances its credibility, improves its image, and positively affects its
reputation in the market. By enhancing this variable, the company is able to build long-
term relationships with its customers, which ultimately enhances its success and
sustainability in a business environment characterized by turmoil, competition, and
unstable movement.
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