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Revue des Sciences Economiques, de Gestion et des 

Sciences Commerciales 
   La revue des sciences économiques, Gestion et sciences commerciales  est une 

revue internationale académique semestrielle, éditée par la faculté des sciences 

économiques, commerciales et des sciences de gestion de l’université Mohamed 

Boudiaf de M’sila, Algérie. Depuis sa création en 2008 la revue publie des articles en 

trois langues : Arabe, Français et Anglais. 
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Editorial 

 

The publication of this special issue (Volume 13 Issue: 02) comes 

due to its scientific articles in English and French that deal with 

issues related to legislative reforms for the investment sector in 

light of the new Algeria as a means of economic growth, in 

addition to that other topics in electronic marketing of banking 

services for the purpose of increasing the competitiveness of 

banks, investing in education, and financing for small and medium 

enterprises through the form of leasing. Through this special issue, 

the issue seeks to enter and index global databases, with the aim of 

having a wide readability at the national and international levels. 

 

Éditeur en Chef   Professor : FERHAT ABBES 
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Aperçu 

     La revue vise à contribuer au développement et à la diffusion des connaissances par la 

publication des articles scientifiques originales et avis scientifiques dans les domaines de 

l’économie, gestion et commerce. 

 

Les préoccupations de la revue 

Les préoccupations de la revue sont: 

- Excellence dans la recherche scientifique. 

- Fournir la production de la recherche et des connaissances distinctives qui servent la 

communauté, et soutenir la créativité intellectuelle. 

- Contributions à l'engagement mondial pour la connaissance. 

- Recherches, rapports et traductions scientifiques. 

- Recherches critiques et études liées à des publications dans les domaines de spécialisation 

de la revue. 

 

Les conditions de publication 

1- L’article doit être original et jamais publié. 

2- La recherche ne devrait pas être publiée dans une autre revue. 

3- La recherche ne doit pas être publiée dans un autre endroit après sa publication dans la 

revue, sauf avec l'autorisation écrite de l'éditeur. 

4- Le chercheur devrait obtenir la permission appropriée d'utiliser le matériel déjà publié. 

5- Identifier les sources de soutien à la recherche du chercheur. 

6- Le chercheur aura une copie électronique et une copie papier dans le cas de la demande. 

7- Les contributions scientifiques soumises à la Revue seront jugées par des évaluateurs. En 

cas de désaccord, la contribution sera exposée à un troisième évaluateur. La décision de 

publication pourra aussi dépondre du comité de rédaction. 

8- Le chercheur sera informé des résultats d’évaluations et des modifications proposées et 

cela après réception des réponses de tous les évaluateurs  par le biais du portail algérien des 

revues scientifiques. 

9- Toutes les opinions exprimées dans l'article expriment l'opinion des auteurs et ne reflètent 

pas nécessairement l'opinion de la revue. 

10- Les chercheurs doivent se conformer à l'éthique de publication approuvée par la revue. 

11-l’envois des articles se fait seulement à travers le portail algérien des revues 

scientifiques, et aucune étude ne sera accepter  à l'encontre de cela, à travers le lien suivant: 

https://www.asjp.cerist.dz/en/PresentationRevue/324 

12- Un deuxième exemplaire de l'article doit être envoyé après le processus de correction, 

accompagné de l'engagement et du formulaire d'information sur l'e-mail de la Revue: 

revecomsila@gmail.com 

13- L'auteur de l'article doit suivre la progression de la publication de son article, à travers le 

portail algérien des revues scientifiques ou le site de la revue u magazine de l'Université de 

M'sila. 
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Les normes de présentation d’un article soumis pour publication 

1. Le volume de l’article ne doit pas dépasser 20 pages, , y compris les sources, les 

tableaux et les illustrations.  

2- Le chercheur doit écrire son nom, son titre et son poste sur un papier séparé avec l'adresse 

de correspondance, le téléphone, le fax et l'e-mail. Dans le cas de plusieurs auteurs, le nom 

mentionné en premier dans l'ordre des noms est communiqué. 

3 - La recherche devrait contenir un résumé en arabe, en anglais et en français, dans un laps 

de 150 mots avec les mots-clés le titre de la recherche devrait également être présenté dans 

les trois langues. L'article doit être classé selon la classification économique, pour plus de 

précisions voir le lien suivant: 

http://www.aeaweb.org/journal/jel_class_system.php 

4- La recherche doit être imprimée conformément au modèle de l'article, et les conditions 

détaillées et les caractéristiques doivent être respectées dans le modèle de la revue. 

Disponible via le Journal algérien des revues scientifiques ou via les liens suivants: 

https://www.asjp.cerist.dz/en/PresentationRevue/324 

5 - L'article doit être édité selon le format IMRAD qui comprend (préliminaire, cadre 

théorique et études antérieures, méthode, outils et données collectés, analyse et 

interprétation des résultats, résumé, compléments, références et références), comme indiqué 

dans le modèle d'article. Toute étude préparée en contravention de cette méthodologie n'est 

pas acceptée. 

6- Le nombre de pages ne doit pas dépasser vingt (20) pages, et la taille de la police doit être 

de 14 (Sakkal Majalla), et les autres conditions formelles dans le modèle de magazine 

doivent être respectées. 

7. Inclure des diagrammes et des illustrations dans le texte, et les dessins et les figures sont 

en noir et blanc et en série tout en mentionnant la source en bas. 

8. Les marges doivent être placées à la fin de l'étude et sérialisées telles qu'elles 

apparaissent. La citation et la documentation doivent être conformes aux directives 

mentionnées dans le formulaire d'article. Et avec les lignes directrices de la méthode 

américaine de marginalisation: 

9 - Toutes les études qui ne respectent pas les conditions de publication ne sont pas dirigées 

vers l'arbitrage scientifique et sont donc rejetées. 

Les références 

Les références seront  énumérées  par ordre  alphabétique à la fin de l'article. 

 

Documents requis 

1-La recherche doit être soumise en copie électronique à travers la Revue algérienne des 

revues scientifiques aux fins de publication dans le modèle de la revue et de la conformité 

aux exigences de publication et d'éthique de la publication scientifique. 

2- Le chercheur doit joindre le formulaire d'information disponible sur le portail algérien 

des revues scientifiques ou sur les conditions de publication sur le site internet du magazine. 

Le formulaire d'information peut être sur le lien du portail algérien des revues scientifiques 

ou sur les conditions de publication sur le site du magazine. 

3- Demande de publication de la recherche, et s'engage à respecter l'éthique et les conditions 

de publication. 

L'engagement peut être sur le lien vers le portail algérien des revues scientifiques ou sur les 

conditions de publication sur le site internet du magazine. 

https://www.asjp.cerist.dz/en/PresentationRevue/324


La Revue des Sciences Economiques, Gestion et Sciences Commerciales  Vol : 13/ N :02/ (N.S. 25)   Spécial  / 2020 

Recteur de l’Université de M’sila Pr: Beddari  Kamel Président D'honneur  

M’sila Pr. Ferhat Abbes Éditeur en chef 
M’sila Dr. Ben Ouadah Hachemi Secrétaire 

Éditeurs Associés  

M’sila Pr. Bouguerra Rabah M’sila Pr . Balaadjouz Hocine   

M’sila Pr. Berrhoma A/ Hamid   A / Saoudite Pr. Samlali Yahdia 

Université Alger 3 Pr. Kada Akacem Malaisie Pr.Nasser Yousuf  

Cread Pr. Nacer elddine Hamouda Biskra Pr. Khoni Rabah 

Yemen Dr. Embadi Samira Salah Ali Irak Dr: Sabah Al-Mahayaoui 

Jordanie Dr. Khaled Jamal Ja'ara El-oued Dr. Abdelaoui Okba 

A / Saoudite Dr. Laamara Djamal Skikda D: Wahiba Gaham  

Oum-El-Bouaghi  Riad AICHOUCHEDr.  Djelfa Dr. Naoui Taha Hocine 

Maroc Dr. Khalifa AHSINA   Malaisie Dr. Essia Ries Ahmed 

Turquie Dr. Kanoche Mohamed Muscat, Oman Pr. Amar Oukil 

University of 

Portsmouth 

Khaled Hussainey Irak Dr. Essam Abd Khader 

Saoud Al Abbes 

M’sila Dr. Guerri Abderrahmane M’sila Dr. Ben Ouadah Hachemi 

M’sila Dr:Bissar Abdelmoutaleb  Ukraine Tatina Danylova 

Syrie  Dr: Alkoussy Hammam Malaisie Dr/ ROZZANI Nabilah 

Tunisie Tarek Sadraoui United Kingdom Dr/ ELMARZOUKY Mahmoud 

Egypte KHALED ELBAGORY Italy Dr/ALDIERI Luigi 

Tlemcen Yamina Grari Libye ATIA.Salem 

Reviewers  
Cread Pr. Nacer Elddine Hamouda M’sila Pr. Bouguerra Rabah 

M’sila Pr. Khabbaba Abdallah Bejaia Pr. Kharbachi Hamid 

Tébessa Pr. Djnina Amor M’sila Pr. Berrhoma A/ Hamid 

Djelfa Pr. Alla Mourad  M’sila Pr . Balaadjouz Hocine   

  A / Saoudite Pr. Samlali Yahdia Malaisie Pr.Nasser Yousuf  

M’sila Dr . Arioua Mohad El-oued Pr. Hamidatou Med Nacer  

Cread Dr. Guedjali Assia Oran Dr.Bouri Nassima 

M’sila Dr . Houhou Mostapha Syrie  Dr: Alkoussy Hammam 

Cread Dr . Kadi  Mohamed M’sila Dr. Kezzar Ramdane 

El-oued Dr. Bel baye Mohamed El-oued Dr . Salmi Med Dinouri 

M’sila Dr. Azzedine Abderraouf  M’sila Dr. Guerri Abderrahmane 

Boumerdes Dr. Chigara Hadjira Saida Dr. Djallouli Nassima  

El-oued Dr. Azza Lazhar M’sila Dr.Batkha Sonia 

M’sila Dr. louglaithi lakhdar Skikda D: Wahiba Gaham  

M’sila Dr .Mir Ahmed M’sila Dr. Bizar Abd Motaleb 

M’sila Dr.Karrouche   Aissa M’sila Dr . Gharbi  Hamza 

M’sila Dr. Hadif  Hezia M’sila Dr . Boubaia Hasan  

Bejaia Dr. Mahoui karim Biskra Dr . Kardoudi Siham 

M’sila Dr. Badrouni Aissa Bejaia Dr . Touati  karima  

Bejaia Dr.Mariem  Azamoum El-oued Dr . Chahed  ilias 

M’sila Dr .Zaghba Talal M’sila Dr . Boutiara Antar 

M’sila Dr.Temmar Toufik Batna Dr . Abdelssamed Nadjoua  

khenchela 
 

Dr. Adimi Dallal  Mascara Dr. Adouka  Lakhdar  

https://www.asjp.cerist.dz/users/DJbO9Px6oPN5pVWeEgLM
http://www.univ-msila.dz/fr/?p=4500
https://plus.google.com/u/3/112576362317087142555?prsrc=4
https://www.asjp.cerist.dz/users/XKD1lQ2wV29Zwd5norZJ
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=14&ved=2ahUKEwjgw8TB09TfAhXtDmMBHessBHQQFjANegQICRAB&url=http%3A%2F%2Fwww.univ-khenchela.dz%2Farabe%2Fville-khenchela-ar.html&usg=AOvVaw1Q83YbEfWJnGM7kcI4mPe0
https://www.asjp.cerist.dz/users/Z2ga4Q0pX2k2RNGrkn8D
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=14&ved=2ahUKEwjgw8TB09TfAhXtDmMBHessBHQQFjANegQICRAB&url=http%3A%2F%2Fwww.univ-khenchela.dz%2Farabe%2Fville-khenchela-ar.html&usg=AOvVaw1Q83YbEfWJnGM7kcI4mPe0
https://www.asjp.cerist.dz/users/Qrq2XljpzJyBpZPbVkWv


La Revue des Sciences Economiques, Gestion et Sciences Commerciales  Vol : 13/ N :02/ (N.S. 25)   Spécial  / 2020 

Adrar Dr. Bouazza Abdelkader Mascara Dr.  Seffih Sadek 

M’sila Dr. Hebal Abdelmalek khenchela  Dr. Sabrina Mania  

Chlef  Dr.  Zerroukhi  Fairouz Skikda Dr. Youb Amal 

Skikda Dr. Messiad Meriem Tizi-Ouzou Dr. Aknine Rosa 

Media Dr.Abderzak Sallam El-oued Dr.Ghania Nadhir 

M’sila Dr. Cheriat Salah Eddine Oran Dr. Bouri chaouki  

M’sila Dr. Ben Ouadah Hachemi Setif Dr. Bouhroud Fatiha 

Djelfa Dr . Dif Ahmed  Bordj bou Arreridj Dr. Aggoun Abdessalam 

Oum-El-Bouaghi ichoche Riad ADr.  khenchela Dr. Ben Mensour lilia 

M’sila Dr. Grid Mostapha M’sila Dr. Bennabi Fatiha 

M’sila Dr. Ammari Zouhir M’sila Dr.Rahmani Sanaa 

Skikda Dr. Cherakrak_Samir  Laghouat   Dr.  Chtatha Aicha 

M’sila Dr . Djaidja Nabila M’sila Dr. Mahmoudi Malik 

M’sila Dr. Benelbar Mhamed  Boumerdes Dr. Lounes  houda 

Blida Dr. Zair Wafia M’sila Dr. Dilmi Fatiha 

El-oued Dr. Azzi khalifa  M’sila Dr . Mimoune Nabila 

M’sila  Dr .Ghafsi Toufik M’sila Dr. Mostefaoui  Taieb 

Setif Dr. Ben Sedira Amor El-oued Dr. Rami Riyad 

Relizane Dr. Sayah Fatima M’sila Dr. Belbar Mousa 

El-oued Dr. Ben Khalifa Belgacem M’sila Dr. Barkati Hocine 

Batna Dr. Abderzak  kebout Bejaia Dr. Azkak Tarik 

Tlemcen Dr . Oubekhti Nassira Jijil   Dr. Mekkrache Fouzia 

M’sila Dr. Ali Saoucha Maria Ain Temouchent Dr. Abdous Abdelaziz 

Mascara Dr. Benatek Hanane Saida Dr. Hadjmaoui Toufik  

M’sila Dr. Ben Dakhfal Kamal Chlef Dr. Mettai Abdelkader 

M’sila  Dr. Beddar Achour Bordj bou Arreridj Dr. Serrai Salah 

M’sila Dr . Saoudi  Nedjoua M’sila Dr. Zetouni Kamal  

M’sila Dr. Djaballah Mustapha M’sila Dr. Naoui Nabila 

M’sila Dr. Assli Nour Eddine Tizi-Ouzou Dr. Moussaoui Abdelhakim 

M’sila Dr. Haoues  Zaouak M’sila Dr. Boualem Oualhi 

 

 

 

 

 

 

 

 

 

https://www.asjp.cerist.dz/users/mOJNYL1RA0J3wvX9V4ok
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=18&ved=2ahUKEwj9yq_709TfAhWkA2MBHZgGByAQFjARegQICxAB&url=https%3A%2F%2Fsetif.net%2F&usg=AOvVaw1EBJsaeFkADMO4E5U7LR-U
https://www.google.dz/url?sa=t&rct=j&q=&esrc=s&source=web&cd=9&cad=rja&uact=8&ved=0ahUKEwiWuYPY3bnUAhVD1hoKHWk7AoAQFghSMAg&url=http%3A%2F%2Fwww.bibans-info.gov.dz%2Ffichiers%2Fbibans-Ar.htm&usg=AFQjCNGppq3Ohj_A2i8wAfTfCX3X8hoKKw
https://www.asjp.cerist.dz/users/YoMKL0AbRnq2w3qVgkd7
https://www.asjp.cerist.dz/users/XKD1lQ2wVjXYwd5norZJ
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=14&ved=2ahUKEwjgw8TB09TfAhXtDmMBHessBHQQFjANegQICRAB&url=http%3A%2F%2Fwww.univ-khenchela.dz%2Farabe%2Fville-khenchela-ar.html&usg=AOvVaw1Q83YbEfWJnGM7kcI4mPe0
https://www.asjp.cerist.dz/users/jWo8znARDVL7pZ0XaMxe
https://www.asjp.cerist.dz/users/ElP0ydzwbJJjwqDxvQ8n
https://www.asjp.cerist.dz/users/AKxPV74wE9LbweaWM5YB
https://www.google.dz/url?sa=t&rct=j&q=&esrc=s&source=web&cd=9&cad=rja&uact=8&ved=0ahUKEwiWuYPY3bnUAhVD1hoKHWk7AoAQFghSMAg&url=http%3A%2F%2Fwww.bibans-info.gov.dz%2Ffichiers%2Fbibans-Ar.htm&usg=AFQjCNGppq3Ohj_A2i8wAfTfCX3X8hoKKw
https://www.asjp.cerist.dz/users/kBgEaZr6m05BR3GP8Wqo
https://www.asjp.cerist.dz/users/VOZdBPgwBlPe6qXJza0b
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=14&ved=2ahUKEwjgw8TB09TfAhXtDmMBHessBHQQFjANegQICRAB&url=http%3A%2F%2Fwww.univ-khenchela.dz%2Farabe%2Fville-khenchela-ar.html&usg=AOvVaw1Q83YbEfWJnGM7kcI4mPe0
https://www.google.dz/url?sa=t&rct=j&q=&esrc=s&source=web&cd=9&cad=rja&uact=8&ved=0ahUKEwiWuYPY3bnUAhVD1hoKHWk7AoAQFghSMAg&url=http%3A%2F%2Fwww.bibans-info.gov.dz%2Ffichiers%2Fbibans-Ar.htm&usg=AFQjCNGppq3Ohj_A2i8wAfTfCX3X8hoKKw
https://www.asjp.cerist.dz/users/e42lWG1p0W0e6Qkd8Pg7
https://www.asjp.cerist.dz/users/e9vMnXDzw8DrwYEg3QAB
mailto:haoues.zaouak@univ-msila.dz
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=18&ved=2ahUKEwj9yq_709TfAhWkA2MBHZgGByAQFjARegQICxAB&url=https%3A%2F%2Fsetif.net%2F&usg=AOvVaw1EBJsaeFkADMO4E5U7LR-U
https://www.asjp.cerist.dz/users/b50LnkYRZO7q6oQvAKNO
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=18&ved=2ahUKEwj9yq_709TfAhWkA2MBHZgGByAQFjARegQICxAB&url=https%3A%2F%2Fsetif.net%2F&usg=AOvVaw1EBJsaeFkADMO4E5U7LR-U
https://www.asjp.cerist.dz/users/BzGr0Q4pgzjD6b5M3Ll7
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=18&ved=2ahUKEwj9yq_709TfAhWkA2MBHZgGByAQFjARegQICxAB&url=https%3A%2F%2Fsetif.net%2F&usg=AOvVaw1EBJsaeFkADMO4E5U7LR-U
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=14&ved=2ahUKEwin97Gt3tTfAhVHAmMBHe-TBq0QFjANegQIDhAB&url=http%3A%2F%2Fwww.wilaya-aintemouchent.dz%2F&usg=AOvVaw1Safc_ka76h312EtHFaekp
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=14&ved=2ahUKEwin97Gt3tTfAhVHAmMBHe-TBq0QFjANegQIDhAB&url=http%3A%2F%2Fwww.wilaya-aintemouchent.dz%2F&usg=AOvVaw1Safc_ka76h312EtHFaekp
http://r.search.yahoo.com/_ylt=A2KLfR2uPG9aD.8AVQlXNyoA;_ylu=X3oDMTEyOW4xcnYwBGNvbG8DYmYxBHBvcwMyBHZ0aWQDQjQ0ODJfMQRzZWMDc3I-/RV=2/RE=1517268271/RO=10/RU=http%3a%2f%2fwww.lagh-univ.dz%2faccueilf%2f/RK=2/RS=N1MK3aGJ5EQN9wOLAMpqne60ViY-
http://r.search.yahoo.com/_ylt=A2KLfR2uPG9aD.8AVQlXNyoA;_ylu=X3oDMTEyOW4xcnYwBGNvbG8DYmYxBHBvcwMyBHZ0aWQDQjQ0ODJfMQRzZWMDc3I-/RV=2/RE=1517268271/RO=10/RU=http%3a%2f%2fwww.lagh-univ.dz%2faccueilf%2f/RK=2/RS=N1MK3aGJ5EQN9wOLAMpqne60ViY-
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=14&ved=2ahUKEwjgw8TB09TfAhXtDmMBHessBHQQFjANegQICRAB&url=http%3A%2F%2Fwww.univ-khenchela.dz%2Farabe%2Fville-khenchela-ar.html&usg=AOvVaw1Q83YbEfWJnGM7kcI4mPe0
https://www.asjp.cerist.dz/users/gm9ZaQVRr3gD6eJvEDkn
https://www.google.dz/url?sa=t&rct=j&q=&esrc=s&source=web&cd=9&cad=rja&uact=8&ved=0ahUKEwiWuYPY3bnUAhVD1hoKHWk7AoAQFghSMAg&url=http%3A%2F%2Fwww.bibans-info.gov.dz%2Ffichiers%2Fbibans-Ar.htm&usg=AFQjCNGppq3Ohj_A2i8wAfTfCX3X8hoKKw
https://www.asjp.cerist.dz/users/GEPQg0ZRQKdNpkON1Bx7
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=14&ved=2ahUKEwjgw8TB09TfAhXtDmMBHessBHQQFjANegQICRAB&url=http%3A%2F%2Fwww.univ-khenchela.dz%2Farabe%2Fville-khenchela-ar.html&usg=AOvVaw1Q83YbEfWJnGM7kcI4mPe0


La Revue des Sciences Economiques, Gestion et Sciences Commerciales  Vol : 13/ N :02/ (N.S. 25)   Spécial  / 2020 

Sommaire 

N Sujet Noms Université P 

01 

Corruption and Economic 

Growth in Arab Countries-An 

Econometric Study using 

Dynamic Panel Modelsand 

(GMM) Technique during the 

period (2003-2017) 

 OUAIL Miloud 

HAIDOUCHI Achour 

BEHIANI Ridha 

University of Bouira 
01-12 

02 

The question of 

entrepreneurship in Algeria 

between the will of the State and 

realities on the ground 

 

NEZAI FATIMA 

ZOHRA  

 HACHEMI TAYEB 
 

University of Saida 
13-24 

03 

E-marketing for banking 

services in Algeria and Their 

Relationship with Customer 

Satisfaction - An Applied Study 

on a Sample of Banks – 

 

BENDJIMA Omar 

BENLAKHDAR 

Mohamed Larbi 

 

University of Bechar 
25-38 

04 Investment in education and 

economic growth : ARDL Model 

LAOUFI HAKIMA 

HADIDI ADEM 

BAHNAS ELABBES 

University of Mascara 

University of DJELFA                        

University of DJELFA 

39-50 

05 

The role of reliability and 

tangibility in increasing the 

competitiveness of commercial 

banks in Algeria 

- Case study at commercial 

banks in Algeria  

 

Houssameddine 

Abdelhafid  

 Hacene Boubaya  

 

University of M’sila 
51-60 

06 

The leasing as a financing tool 

for small and medium-sized 

enterprises (SMEs) in Algeria 

A case study of the Agricultural 

and Rural Development Bank 

 

Dr ZAIDA Houssem 

 
University of Algiers 3 

61-75 

07 
Management Of The Retirement 

System In Algeria As A Tool Of 

Good Governance 

Lilia TANTAST   

Mohamed HADDAD   

 

University of Algiers 3 
76-94 

08 

ENTREPRENEURIAT ET 

INNOVATION EN ALGÉRIE: 

UNE ANALYSE À PARTIR DU 

CAS DE  LA WILAYA DE 

BOUIRA 

MANCER Ilyes 

RAZIBAOUENE Ali  

 

Université de Bouira 
95-109 

09 
Analyse de la conduite de la 

politique monétaire en Algérie 

en période d’excès de liquidité 

MOUFFOK 

 Nacer-Eddine 
Université de Bejaia 

110-124 

10 

Les réformes législatives 

du Secteur de l'investissement 

en Algérie comme un Moyen de 

Développement Économique 

 

Haoued MOUISSA 

Djamel 

 MAMI Hadjer  

Université des 

Formation Continue 

Université de Alger -1-  

125-137 

11 
Indice gravitaire de mobilité et 

flux  inter-communes à Alger : 

étude typologique 

MIMOUNE Narimene 

BENAMIROUCHE 

Rachid 

Ecole Nationale 

Supérieure de 

statistiques et 

d’Economie Appliquée  

138-149 



La Revue des Sciences Economiques, Gestion et Sciences Commerciales  Vol : 13/ N :02/ (N.S. 25)   Spécial  / 2020 

12 

LA GESTION 

STRATEGIQUE DES 

RESSOURCES HUMAINES, 

UNE PRATIQUE DE BONNE  

GOUVERNANCE POUR LES 

ENTREPRISES 

ALGERIENNES. 

 

Samir KEHRI 

Amina 

LEGHIMA 

 

Université de Tizi – 

ouzou 

 

150-160 

13 

Brand content : Le type de 

contenu comme moteur d’un 

bouche à oreille électronique 

« implicite », cas de la 

plateforme Facebook 

 

Hachemi-Kemouche 

Nadia  

 Laradi-Alliouche Bahia  

HEC Alger 
161-174 

14 

An analytical approach to the 

cooperation and partnership 

mechanisms of local 

communities The experience of 

the Kingdom of Morocco versus 

the Algerian between 

discrimination and 

differentiation 
 

Zohir Ammari  

Abdennour Hebal  

 

University of M‘sila 
175-189 

15 

The contribution of financial 

pre-control in adjusting 

municipal expenditures - an 

analytical and critical study – 

 

Saidi Noureddine 

Khouni Rabeh 

 

University of Biskra 
190-207 

16 

Etude analytique des indicateurs 

de la qualité des institutions 

comme déterminants de 

l’attractivité des IDE (En 

référence à la situation de 

l’Algérie comparativement avec 

certains pays arabes)  

 

M’hamed SEGHIER 

Ouahiba AIT 

HABOUCHE  

 

Université Oran2 
208-224 

17 

Le système national de 

recherche scientifique en Algérie 

est – il au service du 

développement et d’innovation 

technologique ? 

OUCHALAL épouse  

OULD MOUSSA 

Houria1 

 FERFERA Mohamed 

Yassine 

Université de Tizi – 

ouzou 

CREAD 

225-246 

18 

Influence de l’écopackaging sur 

les réponses comportementales 

des consommateurs : étude 

comparative des consommateurs 

algériens, québécois et français 

BENKHELFALLAH 

Samira 

 

ESC-Kolea 
247-266 

19 

Human capital and social 

capital as sources of sustainable 

competitive advantage 

Case of SAIDAL group (Unity 

of DAR BEIDA). 

Ahmed Benyahia Rabia  

 

Mahmoudi Ahmed  

University of Khemis 

Miliana 

 

University of 

Tessemssilet  

267-277 

20 

The Reality of Applying 

Knowledge Management in 

Algerian Economic Institutions: 

Case Study of a Group of 

Institutions in the City of Setif 

SARAH Annane 

BOUHEROUD Fatiha 

 

University of Setif 1 
278-293 



La Revue des Sciences Economiques, Gestion et Sciences Commerciales  Vol : 13/ N :02/ (N.S. 25)   Spécial  / 2020 

21 

Les plateformes du 

Crowdfunding, alternatives 

numériques pour les PME en 

temps du COVID-19. 

Cas: Plateforme Algérienne 

NINVESTI  

SANSRI Sara 

CHEURFA Hakima  

 

Université de Alger 03 
294-308 

22 

Blockchain Technology 

Applications in the Islamic 

Financial Industry 

-The Smart Sukuk of Blossom 

Finance's Platform in Indonesia 

Model- 

Dr. Babas Mounira 

 
University of Setif 1 

309-325 

23 
Inflation Modeling in Algeria: 

Analytical and econometric 

Study  
Mohammed DAOUDI 

University Center of 

Maghnia 
326-338 

24 

Analyse factorielle du  rôle des 

petites et moyennes entreprises 

dans la réalisation de la 

dimension sociale du 

développement durable en 

Algérie durant   la période 2000-

2015. 

Soumia LOUKRIZ 

Ramadane KEZZAR 

 

Université de M’sila 
339-352 

25 
Acquired and perspectives of 

the agricultural development 

policy in Algeria. 

BOURI Chaouki 

 
Université d’Oran 2 

353-362 

26 
The Role of Internal Control 

System in Enhancing Corporate 

Governance 

Amara Amine  

Zoubiri Azeddine 
University of BBA 

363-375 

27 

The effect of fluctuations of 

variables (oil price, degree of 

economic openness, terms of 

trade) on the real exchange rate 

in Algeria for the period (1980-

2018) 

Moussaoui soumaia 

benzaoui abdrazak  

 

University of Biskra 
376-390 

28 

L’impact de la qualité perçue du 

service sur la satisfaction des 

clients : Cas de la banque 

NATIXIS 

Cheded Wassila  

 Redjem Kamilia  

Beddek Chafika  

 

Université d’Oran 2 
391-406 

29 

Analysis of employment policy 

under economic recovery 

programs Case study of Algeria 

 

Djamat Wassila Razzag 

Lobza Mohamed Salah 

University of Algiers 3 
407-416 

30 

 

Le rôle de la télé-compensation 

dans le développement et la 

modernisation des moyens de 

paiement dans les banques 

commerciales algériennes. 

GHOUZI Mohamed 

Larbi  

 

Université Mohamed  

boudiaf, m'sila 
417-436 

31 

Problème de refinancement des 

banques islamiques par les 

banques centrales dans un 

environnement bancaire 

traditionnel –cas d'Al BARAKA 

BANQUE ALGERIE 

BOUDJELAL Anfel  

 

 

 

NOUI Nabila 

 

Université Mohamed 

El Bachir El Ibrahimi –

Bordj Bou Arreridj 

 

 Université Mohamed  

boudiaf, m'sila  

 

437-447 

 



Economic Sciences, Management and Commercial Sciences 

Review 
Volume: 13/  N°: 02 (2020), p 25-38  

 

25 

 

E-marketing for banking services in Algeria and Their Relationship with Customer 

Satisfaction - An Applied Study on a Sample of Banks - 
 

BENDJIMA Omar
1
, BENLAKHDAR Mohamed Larbi 

2
 

1
Department of Business, Tahri  Mohamed University of Bechar,Algeria,  

omarbendjima@yahoo.fr 
2
Departmentof Business, Tahri  Mohamed University of Bechar, Algeria,, 

benlakhdar.mohamed@gmail.com 

Laboratory of Economic Studies and Local Development in South-West Algeria 
Received: 21/01/2020                 Accepted: 70/70/2020             Published:18/11/2020 

 

 

Abstract: 

This study is intended to investigatethe reality of e-marketing services for the banking and the 

challenges faced in Algeria. The research also links this issue with customer’s satisfaction. A survey 

was administered to (07) customers when the analysis was performed using the statistical analysis 

program Spss . The most important conclusion reached was the necessity of re-engineering the 

managerial work in the banks under study and training the bank employees in Algeria and abroad. 
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1. INTRODUCTION: 

The world recently witnessed the emergence of many contemporary global developments in 

various fields, the most important of which was the spread of the phenomenon of financial 

globalization, and these developments imposed on banks to work within an environment 

characterized by high risk and freedom from restrictions as international banking markets 

turned into a single banking market, which opened the field of competition Between banks 

to provide the best services and facilities to develop their profits and their continuity. And 

the technological development has been reflected in the development of economic activities 

in general and the banking industry in particular, and the services that resulted from it 

require the use of communications and information technology, so the development of 

banking services has become one of the important and recent trends that have witnessed a 

major expansion in recent years in various societies due to the increasing role The great in 

contemporary life, especially after its integration with material products, in achieving the 

required benefits. The great technological development facilitates the process of completing 

banking transactions and rapid communication for customers and reducing effort; time and 

trouble depending on modern electronic methods in providing banking services, in addition 

to the changes that have occurred in the pattern of customer behavior. 

  In light of this situation, Algerian banks found themselves in a sensitive situation, 

especially since the banking sector is one of the most active activities in response to these 

global changes, as it is considered the true facade of the state of the national economy and 

the main pillar of any economic development. This study comes in a comprehensive view to 

answer the following problems: 
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  - To what extent does e-marketing of banking services contribute to achieving an 

appropriate level of customer satisfaction? In order to address the problem of research, we 

have divided the research into two main axes according to the following: 

2. Theoretical literature 

2.1 The concept of electronic banking service: Kolter considers that "the service is every 

activity or benefit that one party can provide, and it is mainly intangible and cannot be 

transferred, and its production can sometimes be linked to a commodity." 

(keller, 2012, p. 78) 

  And the banking service can be defined as: "a set of activities and operations with a 

beneficial content inherent in the tangible and intangible elements presented by the bank, 

and that the beneficiaries realize through its features and beneficial values, which constitute 

a source to satisfy their current and future financial and credit needs and desires while at the 

same time they are a source To bank profits.(Hans H bauer, 2005) 

  As for electronic banking, it is the provision of banking services using information and 

communication technology, i.e. through the Internet, automated dispensers, private 

networks and the phone, it allows remote banking service, 24 hours a day, seven days a 

week, with great speed, at a lower cost and without a convergence between the customer 

and the bank.(Al-Ajarmah, 2005, p. 31) 

 It is also known as providing services for banking transactions through electronic delivery 

channels. 

Electronic banking services are distinguished by several characteristics, the most important 

of which are (Gonzalaz & ren dentiste, 2008): 

These services are completed remotely and without direct contact between the service 

parties. 

- No geographic restrictions are known and payment is made via electronic money. 

- These services are also based on contracting without paper documents. 

2.2 The concept of electronic banking: electronic banking operations mean providing banks 

with traditional or innovative banking services through electronic communication networks 

whose access to them is limited to participants in them according to the terms of 

membership determined by banks. (Bashir, 2012, p. 230) 

2.3 Infrastructure for electronic banking services: Establishing rules for electronic banking 

and electronic commerce in general requires the creation of an infrastructure dependent on 

the modern information and communications technology sector, in addition to legislative 

and regulatory requirements that include electronic transactions of course with an 

appropriate cultural and social environment, and this is through(Boris, 2011, p. 197): 

- Setting a phased plan to start introducing electronic banking services according to 

priorities determined by a strategic plan at the central level. 

- Developing banking applications in banks to benefit from the accumulated experience 

among employees. 

- The development of electronic commerce in any country is linked to the development of 

electronic payment methods used in settling electronic transactions. 
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2.4 The elements of the marketing mix of the service: the marketing function became more 

difficult with the entry of electronic marketing because friction with a variable factor or a 

moving element (consumer feelings and impressions). We will try to study how these 

elements (the elements of the marketing mix) were affected by the Internet revolution and 

entry into the digital economy (Ismail, 2007). 

2.4.1 Designing a service: Not far from being influenced by the digital age and electronic 

marketing, designing modern products depends on this era, and the products must be 

compatible with the spirit of the digital age and can enter the Internet through e-commerce 

or electronic advertising. 

 Banking Home Banking operations .Service system: E-switch is a service represented 

by the connection between branches of a single bank. 

 E-Banking online customer service system. 

 Swift: Swift is an abbreviation of the society for the world wide international bank 

financial telecommunications, and is considered a sophisticated alternative to telex and 

covers all correspondence related to financial and banking dealings between financial 

institutions. The headquarters of the global network Swift is located in Belgium. 

2.4.2Pricing: It will be affected by the fact that the customer can know the competitive 

prices of products and services around the world through the press of a button, so good 

prices in the era of the communication revolution and the transformation of the world into a 

small "supermarket" must simulate price levels around the world with a slight "increases" 

To cover costs that may be incurred by the customer in the case of contact with producers 

outside the borders, such as transportation, taxes, insurance, risk and others (Arabeh, 2012). 

2.4.3. Distribution: E-commerce strongly threatens the function of physical distribution and 

allows direct communication between the product and the consumer across borders and 

oceans. Among the most important means of distribution (Safar, 2006, p. 158): 

 Automated teller machine (ATM): It is an automatic device that serves customers 

without the intervention of the human element. 

 Automatic bank note (G.A.B). 

 Final Electronic Point of Sale (T.P.E). 

Electronic banks: are the banks that provide banking services through the Internet. 

2.4.4Promotion: The computer will be a means of meeting and direct contact with 

customers, and the audiovisual media will be replaced by advertisements via the Internet 

and social media. 

2.4.5 People): Reaching and satisfying people are within the reach of distributors and 

producers, and can be accessed with the click of a button! Physical barriers between 

producers and people have fallen, and conversations with customers directly have become 

an ordinary matter that does not necessitate the use of brokers, specialized agencies and 

consultants. 

As for the elements of the physical aspect and process, the banking services operations 

became self-managed by the customer personally 
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As it became provided via internet, which greatly increased the degree of customer 

satisfaction, as it became a 24-hour service in addition to raising the quality of information 

provided to customers. 

   As for the physical environment for banking services, it has completely vanished and has 

turned into a virtual environment, consisting of computer hardware and software, where 

services have become fully provided through the Internet, and thus the specific physical 

environment has turned into a mobile virtual environment available to all Internet visitors 

around the world (Khaled Amin Abdullah, 2007, p. 27). 

2.5Customer Satisfaction: Customer satisfaction means the degree to which a person is 

psychologically identical to his work, and also indicates that he is the necessary force for a 

person to carry out his work at the highest levels of performance (Al-Janabi, 2010, p. 210). 

As for the characteristics of satisfaction, they are: self-satisfaction (customer awareness), 

relative satisfaction (fluctuating expectations), evolutionary satisfaction (changing with 

time), and its determinants are: expectations, conformity, and actual performance. 

  Customer satisfaction gains its importance from the fact that the latter is the source of 

achieving the banks ’revenues, therefore preserving the existing customers and 

strengthening human ties with them besides treating them with hospitality and honoring all 

of that must be a decisive factor in maintaining it and transforming in one way or another 

without moving them to deal with the competing banks in addition to attracting them For 

new customers that can form the cornerstone of modern banking marketing and achieve the 

goals set, this is on the one hand, and on the other hand, customer service is represented by 

the efforts made by the bank represented by its trained human cadre to provide them with 

comfort and spread self-confidence to attract them and the continuation of dealing with 

them to achieve competition between the bank they deal with and other banks (Ali, 2016). 

2.6The marketing in Algerian electronic banking services: 

During the past two decades, the world witnessed a series of rapid economic and financial 

transformations and banking changes, which were brought about by financial globalization, 

most notably the Basel Committee for Banking Supervision and the various 

recommendations it dictates, the liberalization of trade in services, the revolution in 

communications and advanced technology in information systems, and the crime of money 

laundering. 

Algeria entered the Internet field in 1991 through the Algerian User Association of UNIX 

and in cooperation with the Association of Algerian Scientists by linking with Italy. In 1993, 

the Center for Research and Scientific Information (CERIST) became the only provider for 

accessing internet services. Then, in 1998, officials decided to open the field for private 

customers, as their number at the end of the year 2000 reached 28 suppliers, so that now it is 

more than 80 suppliers. As for Internet speed, Algeria ranked 12 Arabs / (177) globally, at 

an estimated rate of 2.6 megabytes per second, according to a report on global Internet 

trends issued by the Korea Tourism Organization in 2016. The report includes a survey of 

Internet speeds across the world, namely for 16 Arab countries. 

Algeria has allocated more than 3.6 million euro to generalize the use of the bank card in 

Algeria, and has entered into a technical assistance agreement in the amount of 402325 euro 
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between SATIM and the French company (Ingénico Data Systems IDS) to install the 

number of documents for the distribution of the number of cards for the number of 

distributors of the number (500 distributors) and the final electronic point of sale for 

merchants 10,000 across the entire Algerian territory. In the field of electronic banking 

services, the French institution, Diagram E-Banking (EDI), has established with Algeria a 

mixed company called Algeria E-Banking Services, whose mission is to help Algerian 

banks provide electronic banking services as well as to set up tires in this field (satim, 2016). 

On the other hand, at the end of 2016, Algeria launched the fourth generation electronic 

payment technology, a service that aims to facilitate commercial transactions and is also 

among the main stages of the modernization of the banking system and payment system that 

are part of the Algerian electronic strategy. According to the experts, electronic payment 

aims not only to reduce the costs and terms of banking transactions, but also contribute to 

improving the financial position of companies. 

This new service will allow remote internet access in a safe and fast manner throughout the 

week with purchases of goods / or services from the commercial sites of companies that 

accept payment via the Internet using the interbank payment card. In this context, more than 

500,000 passwords were granted to bank card holders (estimated at 1.3 million) within only 

weeks of the launch date of the electronic payment service, which initially allocated about 

ten banks and ten companies. 

2.6.1 Problems facing the application of electronic banking marketing: Several studies 

indicated that there are some obstacles facing the application of electronic banking work 

that can be summarized as follows: 

- Security problems: problems related to breaches of the network and the possibility of 

stealing money from depositors by others, in addition to the possibility of electronic fraud. 

- Technical problems: difficulties in obtaining advanced computer equipment, weak 

communication networks and electronic coverage, in addition to the lack of maintenance 

and modernization centres. 

- Problems related to poor technical knowledge of individuals: These are associated with 

weak electronic competence in dealing with devices and equipment and the fear and 

hesitation of customers to deal with this method as well as their lack of certainty in 

obtaining the required banking services. 

- Legislative and legal problems: These are associated with weak legal systems, and the lack 

of legislations that limit abuse of the network and preserve the rights to security and safety 

of customers. 

- Administrative and organizational problems: associated with the weak engineering of the 

banking business and its adaptation to modern work styles, as well as the resistance of bank 

employees to adopt the electronic method in marketing added to the scarcity of specialists in 

this type of banking the aforementioned banks. 

- Financial problems: It refers to the weak financial allocations to cover the purchase of 

electronic devices and equipment, in addition to shortage in financial allocations to 

implement training and development programs for associates to facilitate the provision of 

the banking service. 
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3. Literature Review 

- A study by “Taghreed Abdullah”
1
 (2016), entitled: Electronic Banking Marketing and the 

Competitiveness of Palestinian Banks (Case Study of Al-Quds Bank). The study aimed to 

see the vital role played by electronic banking marketing at a support level The entity of the 

bank, its survival and its continuation, in light of the rapid progress in this field and fierce 

competition in the commercial banking sector at the local and global levels, and this was 

done through a study on the branches of Al-Quds Bank operating in the Gaza Strip by 

polling the opinions of a sample of 53 managers and employees of customer service from all 

branches across A questionnaire according to the analytical method In. 

The study concluded that there is a relationship between the banking services provided by 

the bank to its customers via magnetic electronic cards and the profitability of the bank, and 

that there is a relationship between the banking services provided by the bank to its 

customers via the Internet and reduce transaction costs and increase the number of 

customers with the bank, as I concluded with several recommendations, including: the 

necessity The interest of commercial banks in diversifying the services provided through the 

plastic cards they issue, and benefiting from the unified interconnection system for 

automated teller machines that the Palestinian Monetary Authority adopted at the beginning 

of 2016. 

- A study by "Hajar Muhammad " (2016), entitled: The Quality of Banking Services and its 

Impact on Customer Satisfaction "A Field Study on the Export Bank", the study aimed to 

know the impact of the quality of modern banking services on the satisfaction of customers 

in the banking sector from During the experience of the Export Development Bank, the 

study relied on the descriptive analytical approach, and the primary data was collected by 

means of a questionnaire that was sent to an intentional sample of the Export Development 

Bank customers of 100 individuals. The study concluded many results, the most important 

of which are: Response speed is the most attractive element In attracting bank customers, 

there is a direct correlation Average between each of the customer satisfaction axis and after 

reliability, there is a weak and no significant correlation between each of the customer 

satisfaction axis and after tangibility, there is an effect of the tangibility dimension on the 

customer satisfaction axis. The study also recommended many recommendations, the most 

important of which are: caring for the customer in terms of knowing his demands and 

respecting his desires on the basis of mutual trust, relying on modern technologies for 

banking systems and training bank employees on them. 

- A study by "Imran Ali " (2015), entitled: Electronic Marketing and its effect on the quality 

of banking services (a field study on commercial banks in the city of Zliten), the study 

aimed to identify the extent of the impact of the application of the electronic banking 

marketing method on The quality of banking services at banks operating in Libya, 

specifically the banks operating in Zliten from the viewpoint of customers, knowing the 

reality practiced by them and the benefits achieved by them and their customers and 

revealing the most important problems faced by these banks and finding appropriate 

solutions for them in an effort to achieve the highest degree of security and provide a base 

of information . The researchers used the descriptive analytical approach in this study by 
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designing a questionnaire distributed randomly from (250) individuals from these banks, 

and many conclusions have been reached, most notably the presence of a strong influence of 

electronic marketing on the quality of banking services in these banks, depending on the 

The variables specified in this study which are (research and development, availability of a 

database, presence of strategy, safety). 

- A study by "Suleiman Nasser " (2015), entitled: "Rehabilitation of the Algerian banking 

system in light of current global developments, what role for the Bank of Algeria?", The 

aim of this research is to identify the main aspects that highlight the underdevelopment of 

the Algerian banking system, and the role What the Bank of Algeria should play in 

reforming these aspects and developing and qualifying this system in line with current 

global developments, and through a theoretical study that dealt with an overview of the 

Algerian banking system and the most important reforms that it witnessed, in addition to 

touching on the basic aspects that require rehabilitation and reform in the banking system 

The Algerian role of the Bank of Algeria in rehabilitating the Algerian banking system, and 

the research concluded that these reforms are at the heart of the tasks of the Central Bank of 

Algeria (Bank of Algeria), as the primary responsible for banking supervision, in addition to 

being responsible for setting and implementing monetary policy to serve the national 

economy. 

- A study by "Asia Qasimi" (2015), entitled: "The impact of financial globalization on the 

development of banking services and improving the competitiveness of Algerian banks". 

The study aimed to highlight the most important secretions of financial globalization that 

would affect banks in general and Algerian banks in particular, in An attempt to build new 

directions for the banking industry to survive and compete to counter this impact on the one 

hand, and on the other hand, how can we employ these modern trends in the development of 

banking services, as the process of developing banking services aims to enhance the 

competitiveness of banks, and thus increase its profitability in the long run. 

- A study by “Fares Abdullah” (2013), entitled: “The Problems of Marketing Electronic 

Banking Services inIraq and its relationship to customer satisfaction - an applied study of a 

sample of banks - "This study aimed to identify the most important problems facing the 

application of electronic banking marketing method to the activities of banking institutions 

in Iraq and its relationship to customer satisfaction, by designing a questionnaire distributed 

to a sample of ( 68) An individual who deals with the researched banks, during which many 

conclusions and recommendations were reached, the most prominent of which is the 

necessity of re-engineering the administrative work in banks with a focus on training the 

banking staff working inside and outside Iraq in a way that is compatible with modern 

global developments (Abdullah, 2013).  

 

4.. EXPERIMENTAL  

4.2 Study Population and Sample: The study population consists of all those dealing with 

local and foreign banks, and due to the difficulty of limiting the number of clients who visit 

the banks in question, as they do not have a specific scale. We took a random sample of 80 

customers, 77 questionnaires were retrieved out of 80 and then distributed, 07 
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questionnaires were excluded due to the lack of seriousness of the answer to them and the 

failure to fulfill the conditions required to answer the questionnaire, and thus the study 

sample is 70 customers. 

4.4Study Tool: The questionnaire was used to collect field data, which includes two parts: 

Part 1: Personal data: gender, age, job and individual income. 

The second part: While the second part (16) included a phrase distributed on four axes 

(safety, quality, technological development and customer satisfaction) in order to measure 

the reality of electronic marketing in Algerian banks and its role in increasing customer 

satisfaction and the most important problems facing it, has been adopted Likert five-point 

scale to evaluate the answers of the respondents. 

4.4Research Areas: The three areas of our study can be clarified as follows: 

 The human domain: The human field of our study has been represented in the dealers 

with banks on the social networking sites Facebook and Twiter as well as on the Google 

drive site. 

 Spatial domain: those dealing with banks by meeting them directly or by answering 

through the Google drive program. 

 Time domain: The questionnaire was formulated on 11/02/2018 until its distribution, 

collection of answers and analysis process on 19/01/2019. 

4.4Analysis tools: The analysis was performed using the statistical analysis program spss 

and Google drive to process the results obtained and represent them as duplicates and 

percentages. 

4.4Conducting a questionnaire treatment: For the purpose of analyzing the questionnaire, 

the five-way Likert scale was adopted, which consists of five grades ranging from very 

agree, agree, neutral, disagree, totally disagree and that measures the trends and opinions of 

the survey according to Table No. 1 . 

Table No. 1 Answers codification and score level 

Score level mean codification Answer  

Very low [1-1.1[  1 totally disagree 

Low [1.1-4.2[  4 Disagree 

medium [4.2-4.4[  4 Neutral 

high [4.4-4.4[  4 Agree 

very high [4.4- 4]  4 Totally agree 

Source: Prepared by researchers based on SPSS program output. 

 

5.RESULTS AND DISCUSSION   

5.1 Test the reliability of the questionnaire phrases: 

Through Table, it becomes clear to us that the questionnaire expressions are characterized 

by consistency according to the Alpha Cronbach coefficient, which exceeded the statistical 

significance 0.6, or 60%, and the achieved percentage is 71%, it is acceptable, and this is the 

sum of 16 phrases. This indicates that the questionnaire clauses have high transmission rates. 

Thus, the study instrument has a high degree of stability that can be used for the purposes of 

this study 
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Table No. 2: Stability Test of Questionnaire Expressions 

Cronbach' Alpha  phrases Axis 

71014 12 Total axis 

Source: Prepared by researchers through spss results. 

5.2 Analysis of personal data questions:  

 Gender: The results of the analysis showed that the sample was overwhelmed by the 

male character, as the percentage of males reached 64.29%, while the female rate was 

35.71%, and this is shown in the following table. 

Table No. 3: Distribution of the sample according to gender 

Source: Based on google drive output. 

 Age, educational level and individual income: 

As the following table shows, the age group between 20-35 years has recorded the highest 

frequency of 49 by 70%, followed by the age group of 36-50 years by 30%, while the age 

group has not registered more than 50 years and the age group is less than 20 years Any 

repetition. 

As for the educational level of the individuals in the research sample, the university level 

recorded the highest frequency 35 with 50%, followed by the secondary ratio with a 

frequency of 21 and 30%, while the certificate for the lower secondary and postgraduate 

studies recorded the lowest frequency of 07 at 10%, which indicates a high level Scientific 

study for individuals in the research sample. 

 The fourth element that we covered in personal data was individual income, where the  

results of the statistical analysis showed that the proportion of people with high incomes 

"more than 54,000" took the largest frequency of 70%, then followed by the proportion of 

respondents whose income ranges between 36001-54000Degree by 20%, then followed by 

The percentage of respondents who entered ranged between 18000-36000 by 10.% 

Table No. 4: Distribution of the sample according to age, educational level and individual income 

   Source: Based on google drive output. 

     5.2 According to the participating banks and the number of participants from each bank: 

Through the following figure, it appears that Gulf Bank Algeria recorded the largest 

occurrence of  40%, and this can be explained by the facilities provided by the bank to its 

gender frequency Percentage 

 

males 44 24142 

females 44 44.01 

Total 07 177 

Age frequency % level 

Education 

frequency % Individual 

income DZ 

frequency % 

< 20 years 77 77 Less than 

secondary 

70 17 <18,000  77 77 

[20-35years] 42 07 secondary 41 47 [18,000-36,000]  70 17 

[36-50years] 41 47 University 44 47 [36001-54000] 14 47 

> 50 years 77 77 Postgraduate 70 17 >54,000  42 07 

Total 07 177 Total 07 177 Total 07 177 



O. Bendjima and ML. Benlakhdar E-banking Services in Algeria and their Relationship with Customer 

Satisfaction - An Applied Study on a Sample of Banks - 

34 

 

customers in addition to its working methods supported by technology and digital 

information. It was followed by the Agriculture and Rural Development Bank at 30%, with 

a frequency of 21 individuals, then the Algerian National Bank at 20% and finally Local 

Development Bank at 10%, while the rest of the banks did not record any repetition, but we 

cannot generalize these results to all the banks' dealers in Algeria, because we targeted a 

random sample of people on social media. 

Figure 1: Distribution of sample individuals by Bank 

 
Source: Based on google drive output 

5.3Test and Analysis of Topic Questions: We move on to the analysis of the second part 

questions, which revolve around the research topic. 

5.3.1. Analysis of first-axis questions "Safety": 

  Security problems are those problems that relate to the ease of security breach of the 

electronic network by network hackers and cyber fraud and other possibilities of theft of 

depositors ’money, where the fifth question was recorded,“ There is a lack of guarantees 

granted to depositors by the responsible authorities in facing electronic risks ”above my 

account center It was estimated by 4.12, while the second question was recorded, "I feel that 

my money can be stolen through the electronic network." The lowest mean within the group 

is estimated by 3. 4 and it is a sign of the clear concern of electronic fraud on the electronic 

network of banks, which leads to the reluctance of some of the dealings Electronic manner. 

Table No. 5: Level Score for the Safety Axis. 

Level 

score 

Mean Totally 

Agree  

Agree  Neutral  Disagree  Totally 

Disagree 

the scale Phrase 

number 

High 3 .48 14 28 14 14 00 frequency 01 

20 40 20 20 00 % 

medium 3.4 00 49 07 14 00 frequency 02 

00 70 10 20 00 % 

High 3.64 07 49 07 07 00 frequency 03 

10 70 10 10 00 % 

High 4.04 21 49 00 00 00 frequency 04 

30 70 00 00 00 % 

High 4.12 28 42 00 00 00 frequency 05 

40 60 00 00 00 % 

High 4.04 safety Axis mean 

Source: Based on SPSS output. 
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5.3.2. Analysis of first-axis questions "Quality": 

Table No. 6 shows that the majority of the answers of the respondents exceeded the general 

average threshold which is 3.3 except for the second and third questions that did not exceed 

the general mean, where the first question represented in: “The bank has an easily accessible 

website known to all customers ”was the highest value of the mean estimated at 3.88, and 

the lowest value was for the third question, which is: “Customers feel that their skills are 

simple in dealing with new developments in the field of electronic marketing.” It was 

estimated at 2.52 and it is noted from the answers that they mostly agree on the simplicity of 

their cognitive potential in dealing with computer technologies. 

Table No. 6: the Quality Axis. 

Level 

score 

Mean Totally 

Agree  

Agree  Neutral  Disagree  Totally 

Disagree 

the scale Phrase 

number 

High 

 

3.88 07 63 00 00 00 frequency 01 

10 90 00 00 00 % 

medium 3.16 00 28 28 14 00 frequency 02 

00 40 40 20 00 % 

Low 

 

2.52 14 14 00 00 42 frequency 03 

20 20 00 00 60 % 

High 

 

3.64 07 49 07 07 00 frequency 04 

10 70 10 10 00 % 

medium 4.4 The Quality Axis 

Source: Based on SPSS output. 

5.3.3. Analysis of the third axis questions, "Technology Development": 

The majority of the respondents unanimously agreed that "the banks that they deal with 

resort to using modern methods in promoting their website", with a rate of 90%, and an 

average of 3.64, with regard to the second question related to: 

"Electronic banking services are available in the banks that they deal with," and the most 

available services that took the highest average calculation of 3.96 were (the ATM service, 

the smart card service and the internet banking service), while taking the third option: 

Obtaining banking services from home or the office, "with a minimum average of 2.36. 

Table No. 7: the axis of technological development. 

Level 

score 

Mean TotallyAgree Agree Neutral Disagree Totally 

Disagree 

the scale  

High 

 

3 .64 00 63 07 00 00 frequency 01 

00 90 10 00 00 % 

High 

 

3.96 14 56 00 00 00 frequency 1eroption 4 

20 80 00 00 00 % 

High 

 

3.96 14 56 00 00 00 frequency 2ndoption 

20 80 00 00 00 % 

Low 

 

2.36 00 07 21 21 21 frequency 3th 

option 00 10 30 30 30 % 

Medium 

 

3.16 00 42 28 00 00 frequency 4th 

option 00 60 40 00 00 % 

High 

 

3.96 14 56 00 00 00 frequency 5th 

option 20 80 00 00 00 % 

High 3.72 07 49 00 14 00 frequency 6th 
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 10 70 00 20 00 % option 

High 3.64 14 35 07 14 00 frequency 7th  

option 20 50 10 20 00 % 

High 

 

3.72 07 49 00 14 00 frequency 8th 

option 10 70 00 20 77 % 

High 4.42 Overall mean of technological development 

Source: Based on SPSS output.  

 5.3.4. Analysis of the fourth axis questions "Customer Satisfaction": 

    Such as the customer satisfaction variable, which is intended to measure the extent of the 

ability of the services provided by banks to achieve or exceed the expectations of customers, 

and it is also seen as a key performance indicator within the various business sectors. 

Table No. 8: the Customer Satisfaction Axis. 

Level 

score 

Mean Totally 

satisfied 

Satisfied  Neutral  Not 

satisfied  

Completely 

not satisfied  

the scale Phrase 

number 

High 3.64 00 63 00 07 00 frequency 01 

00 90 00 10 00 % 

medium 3.08 07 07 42 14 00 frequency 02 

10 10 60 20 00 % 

medium 3.16 07 28 07 28 00 frequency 03 

10 40 10 40 00 % 

High 3.8 14 49 00 07 00 frequency 04 

20 70 00 10 00 % 

High 3.72 14 42 07 07 00 frequency 05 

20 60 10 10 00 % 

High 4.41 Customer satisfaction 

Source: Based on SPSS output. 

and it is noted from Table No. 8 that the majority of the answers of the individuals of the 

research sample were above the general average threshold which is 3.48 except for the 

second and third questions, which did not cross the threshold for the general mean. The 

results indicate that "the individuals of the research sample are satisfied with the electronic 

banking services provided in general", as they confirmed this with an average of 3.64 

arithmetic, but with regard to "the satisfaction of the sample individuals searching for 

discounts, souvenirs, offers or any other benefits that banks can provide to users The 

electronic banking service network, "I took the lowest value of the mean of the account, 

which amounted to 3.08, and this indicates the majority of respondents' dissatisfaction with 

the privileges offered by banks to electronic marketing users, which necessitates them to 

remedy the matter and work to improve it. 

 The research sample also indicated an average of 3.16 for their "satisfaction with the 

interest of customer service by listening to all customer complaints and responding quickly 

to them and resolving them." As for the fourth question: "The extent of customer 

satisfaction with the way the bank provides information through its website", it has It got the 

largest average arithmetic value of 3.8, which confirms the ability of the majority of banks 

to understand the needs of their customers and provide all the information they need through 

their website in a clear and easy to use way. 

This is also confirmed by the responses of the sample members to the fifth question, which 

is: "The extent of customer satisfaction with the skill and competence of customer service 
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officials for the most important and most recent electronic banking services, their 

advantages and ways to benefit from them compared to other banks." Where I got an 

average arithmetic average that exceeded the general arithmetic average, and was estimated 

at 3.72. 

  Accordingly, we conclude that customer satisfaction is gaining its importance from being 

the source of obtaining huge financial resources and they are the justification for the 

presence of business organizations, especially banking institutions. Therefore, attention 

must be paid to the levels of customer satisfaction and their respect and good treatment and 

notification of distinguished service and that the bank is their bank in reality and all this 

means concern for the future of the organization Banking. 
 

6. CONCLUSION  

Perhaps the most important characteristic of electronic banking is the growing role of 

banking technology, and the relentless pursuit of achieving the maximum benefit from the 

benefits of communication and information technology, and in an effort to keep pace with 

developments in the banking industry, Algerian banks have worked to transfer many 

banking technologies to the national market. However, it is still in a highly sensitive 

situation, especially with the implementation of agreements to liberalize trade in financial 

services, as it has become obliged to strengthen its competitiveness to face these challenges 

that depend on the extent of our success in achieving information technology gains. 

Accordingly, we can limit the most important results and recommendations of this study to 

the following elements: 

- Algeria, and convinced of it on the importance of adopting good management style in 

banks, and in view of the recommendations of the International Monetary Fund and the 

World Bank on adopting electronic banking, however, the banking marketing in the 

Algerian banking system is still in its first stage. 

- The members of the research sample feel that there are serious problems in the field of 

electronic network security, especially those related to piracy and electronic fraud, which 

causes some of them to refrain from dealing in an electronic manner with banks. 

- There are serious problems in the technical field facing the beneficiaries, some of which 

are related to the weak coverage of the electronic network of different geographical regions 

in the country, in addition to the difficulty of obtaining advanced electronic computers and 

the lack of maintenance and modernization centers. 

- The results of the research indicated that there is an urgent need to issue legislations and 

laws that are binding to limit pirates and intruders bypassing the electronic network in a 

manner that leads to providing adequate guarantees for customers in banks. 

- The results of the research indicated that there is an urgent need to increase legal 

awareness in limiting the transgressors on the network between the dealers themselves and 

the general community. 

Recommendations: 

- The need to create a banking infrastructure. 
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- The necessity of organizing continuous training courses for the cadres working in Algerian 

banks in the field of electronic banking marketing. 

- Issuing legislations and laws that criminalize intruders and hackers on the Internet, in a 

manner that provides adequate guarantees for customers and bank dealers to check on the 

security of their money in the safes of those banks. 

- Work to create a banking network that will act as an electronic link between banks on the 

one hand and between companies and customers on the other hand. 

To conduct more research and studies in the areas of protecting customers from the risks of 

overriding on electronic networks and reducing hackers and intruders. 
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