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Abstract:  
E-marketing has become a fundamental tool in enhancing the quality of banking services, enabling 
banks to deliver services efficiently and swiftly while reducing costs. This study examined the impact 
of e-marketing dimensions—such as location, attraction, trust, interaction, and competition—on the 
quality of banking services at the Algerian Popular Credit Bank (CPA) - Tlemcen branch. A survey 
was utilized to collect data, which was analyzed using statistical methods. The findings revealed a 
statistically significant positive relationship between e-marketing dimensions and the quality of 
banking services, with trust, interaction, and competition significantly contributing to improved 
banking performance and customer attraction. The study emphasized that investing in e-marketing 
enhances the bank's competitive advantage and increases customer satisfaction, leading to sustainable 
profitability. It recommends adopting innovative e-marketing strategies and keeping pace with 
technological advancements to further improve banking service quality. 
Keywords: E-marketing, banking service quality, marketing mix, electronic payment methods.  
JEL Classification : G21, M31, G02. 
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