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Abstract uSa
Nowadays, the concern (profit and loss) of businesses . . . . i
has become the concern of "presence and absence". In D) asdes 4 a8 5 oS (0L 5 55w )) 4683 Sl e 2
the last century, from the advent of scientific Oy Oley Sl aidS sdw pacenl sdd Jad (( 58 5 o
management until about the sixties, the view of s 015 s oe ol wm ams 3o S
management was within the organization. Management I Q03 (o e oD e 7 ke Sn

experts with an introspective view were immersed in Gols Lk G,e (K 0 ALy e Ok ol sy
theorizing and presenting complex and diverse Lo 1L 585 E & RN
techniques to improve the management of financial, g e 2o lr OSUS S edom Gl S5 GLL

hluman and teghnologlcalfrfesources (()jf the organlzfatlohn. 3 olpetel Cwl pdlng Olle S5 5 Gl (b
slow. According to effective advertising, if the e iS4 by bl s YIS g b daw oS
psychology of customer needs and tastes as well as the ‘flﬂ Ci y ’“:‘ “’Awlij um is ‘f’“}\’j i f
appropriate and artistic content of the message is 33k oald Olyy ST s DS lid S Ol 1) (6 2t
considered in the promotion of goods and services, s VS ES 2 ply Bl s 5 Clie sl 50 62 AR

those goods and services will be more welcomed. In

this research, to obtain information in the theoretical g s el Slad 5 NS Ol Sl g Bl Sl

part, _¥arious Iibrarby rl?ethods stL)JICh ~as relferring Ito sla Gras Sl B Sioe bl 4 ob s sl Ges ) s
scientific sources, books, reputable journals, articles - b Ols . Lo o dxml o dile el GlBulS Calises
and dissertations related to tﬂe subject and computer uvw = ‘Aﬁ e .6 Uyl
search in various sites and databases have been used. Is. bl G 5 gt 4 b sla b OLL 5 SV e
For the information related to Digi Manager, the Wl ol eslizal Caliee SleMbl gla oKL 5 s ol s 4l
available and available information and its download G . s RSN L . L;ib\ |
and the site related to Digrz Manager have been used. N RO T o S S S
The studies conducted in this study were conducted in odd osliiul e s w4 b ol 5 06 C3Los 5 e A

order to identify the main components of Internet
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