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Abstract : 

This study aims to identify the role and extent of the contribution of 

marketing information systems in improving the quality of banking 

services among a sample of clients of the Bank of Agriculture and Rural 

Development.Its importance lies in the fact that it enables the bank under 

study to know its position in the local market through the opinions of its 

customers about the quality of banking services provided by it, and the 

extent of their satisfaction with these services provided. 

For this purpose, the researcher in this study relied on the descriptive 

analytical approach to shed light on the marketing information system and 

its role in improving the quality of banking services. For this purpose, a 

questionnaire was used and distributed to a sample of 148 customers of the 

bank under study, chosen randomly and to achieve this goal, statistical 

methods appropriate to the nature of this study were used. 

One of the most prominent findings of the study was that customers’ 

evaluation of the quality of banking services provided to them by the bank 

under study was very high, and therefore the quality of service provided by 

the bank under study was satisfactory to the customers of the sample and 

at the level of their expectations. 
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Bank of Agriculture and Rural Development - Tebessa. 
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1. Introduction: 
The world is witnessing an information and technology revolution, 
especially in the field of information and communication, which has 
affected all sectors, whether economic or social, including the 
banking sector. In light of this, banks have transformed from the 
traditional system to modern banking systems, and considering that 
the bank is a financial institution that carries out various banking 
operations,it depends on a set of systems, the most important of 
which are banking information systems, It is an interconnected set of 
physical, human and software resources that work together in an 
integrated manner to collect, store and process banking data and 
transform it into usable information. 
There is no doubt that the banking sector, like other sectors, faces 
challenges. Among these current challenges, banks seek to maintain 
their customers by working to improve the quality of their banking 
services, which are based on the customer’s point of view, which 
differs from one customer to another. this requires bank management 
to work to meet the needs of its customers in a way that matches 
their expectations, achieves their satisfaction, and gains their loyalty. 
It relies on banking information systems, which study and analyze 
data and data from the internal and external environment and 
transform them into usable information which contributes to the 
rational decision-making process that ensures improving the quality 
of banking service. 
1.1 The Studyproblem: 
Successful banks have realized the importance of marketing 
information systems as a modern management tool, especially with 
the characteristics that characterize banking services that are almost 
unique to other services. As a result, various studies and researches 
that have been conducted have proven that they guide an individual’s 
choice of the bank he deals with, and other considerations have 
emerged. Such as the quality of banking service and the way of 
dealing with customers are important criteria in choosing a specific 
bank to deal with. Given the advantages that characterize banking 
services, banks’ adoption of modern marketing information systems 
is inevitable as this is the only way to improve performance, survival 
and continuity in the banking market, which has become witnessing 
an atmosphere charged with intense competition due to globalization 
and openness to foreign markets. Thus, the information system has 
become one of the most important activities practiced by the bank. 
Through this study, we seek to answer the following main question: 
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To what extent does the application of marketing information 
systems impact the quality of banking service at the Bank of 

Agriculture and Rural Development? 
From this question, we formulated the following sub-questions: 
• Are marketing information systems necessary as a modern 

management tool? 
• To what extent does the Bank of Agriculture and Rural 

Development care about marketing information systems to 
achieve high quality? 

1.2 Studyhypotheses: 
This studyseeks to test a main hypothesis: 
It isexpectedthatthereis a significantcorrelationbetweenbanking 

marketing information systems and the quality of services 
withtheirimplicit dimensions (responsiveness, intentionality, 

tangibility, empathy, security) provided by the Bank of 
Agriculture and Rural Development - Tebessa Agency - 

The followingsub-hypothesesemergefromthis main hypothesis: 
• It isexpectedthattherewillbe a significanteffectbetweenbank 

marketing information systems and the tangibility dimension of 
the quality of services provided by the bankunderstudy. 

• It isexpectedthattherewillbe a significanteffectbetweenbank 
marketing information systems and the reliability dimension for 
the quality of services provided by the bankunderstudy. 

• It isexpectedthattherewillbe a significanteffectbetweenbank 
marketing information systems and the response to the quality of 
services provided by the bankunderstudy. 

• It isexpectedthattherewillbe a significanteffectbetween marketing 
information systems and the security dimension of the quality of 
services provided by the bankunderstudy. 

• It isexpectedthattherewillbe a significanteffectbetween marketing 
information systems and the empathy dimension for the quality of 
services provided by the bankunderstudy 

1.3 The important of study: 
The importance of the studyisevident in the followingpoints: 

• It deals with one of the important and vital topics in the institutions 
at the present time, due to the importance and necessity of adopting 
marketing systemsthat are appropriate to the policies and strategies 
of the institutions in order to ensurequality and efficiency for 
theirsurvival. 

• Draw the attention of institutionalofficialsthat information has 
become one of the strategic variables, and thisis due to the 
tremendousprogress in information technology and the emergence of 
the information revolutionthat the world has witnessedtoday. Thus, 
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institutions must adopt a marketing information system in order to 
build a marketing plan thatguaranteesthem the achievement of 
quality and efficiency for theirsurvival. 

• In view of the roleplayed by this system in organizing the flow of 
information for decisionmakers and the facilitiesitprovides in 
processing effective and correct decisions. 

• The importance of the strategicdecision in the organization to face 
uncertainties and addresscurrent marketing problems and try to 
develop a preventivetreatment for potentialproblems. 

• Availability of rapidmeans of communication throughwhich 
information can betransmitted at a high speed, especiallythrough the 
Internet, which made marketing information systems one of the 
basics of success in competition and survival for organizations, 
whichencouraged the adoption of marketing information system 
applications. 
1.4 Objectives of the study: 
The studyseeks to achieve the followingobjectives: 

• Examine the nature and importance of marketing information as a 
distinct resourcewithin the Bank. 

• Identify the marketing information system and 
itsvariouscharacteristics, components, models and sources. 

• Examine the quality of banking services and their standards. 

• Knowledge of the degree of dependence of the Bank of Agriculture 
and Rural Development on the marketing information system. 
2. The theoreticalframework for the variables of the study: 
2.1 The nature of marketing information systems and 
itscharacteristics: 
2.1.1 The concept of marketing information systems: 
A- Definition of marketing information systems: 
The marketing information system can bedefinedas: 

• It is “all individuals, equipment, procedures and meansdesigned for 
the purpose of collecting, classifying, analyzing, evaluating and 
distributing information to the marketing decision-making centers 
thatneedit at the right time” (Maala, 2005, P. 104). 

• It is “an organized and sequentialmethod for the process of 
collecting and analyzing data with the aim of providing marketing 
managers with the necessary information for making marketing 
decisions” (El- Zoubi, 2010, P. 159). 

• It is a “planned, critical-based system designed to provide managers 
with a continuous flow of information regardingtheir area of interest 
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as well as a set of people, equipment and 
proceduresthatworktogether to classify, analyze, evaluate and 
distributeneeds in an orderlymanner to supply information to 
marketing decisionmakers” (Swidan, 2006, P. 102). 

• It is “one of the sub-informationsystemswithin the organization, 
whichaims to collect and process data fromitsinternal and external 
sources, store information, retrieveit and sendit to decisionmakers” 
(Al-Ajarmah& El- Ta’I, 2002, P. 15) 

• It is “a formation or combination of individuals and equipment of the 
organization to provide data on an ongoing basis used to exchange 
internal and external information that the organizationneeds to 
makedecisions” (El- Nosor, 2013, P. 157- 158). 

• It is “a set of joint efforts among all employees of the organization to 
collect, analyze, classify and disseminatedecision-making 
information for planning, implementation and marketing control and 
improvement” (Abu Qahf, 2006, P. 141). 

• From the foregoing, the marketing information system can bedefined 
as a set of continuous efforts to provide the flow of marketing 
information to the various marketing decision sites in the 
organization, where the marketing information system can belikened 
to a network in the organization. 
B- Importance of Marketing Information Systems: 
The age in whichwe live todayischaracterized by the proliferation of 
information, as it has become a very important fundamentalrole in 
organizations for decision-making, especiallymarketing; Due to the 
urgent need for marketing information more thaneverbefore, 
information is the rawmaterial and is the backbone of marketing 
decisions. The importance of marketing information 
systemsisrepresented in the following points (El- Zoubi, Op, Cit, 
P.160): 

• Giving a generalpicture of the institution and playing the role of 
communication and planning tool. 

• Providingcustomer data and feedback that can help the 
companyalignits business procedures to customerneeds. 

• The expansion of the scope of workfrom local markets to 
international markets has increased the complexity of marketing 
activity and thisrequires more information. 

• Contribute to the development of products, which leads to the 
creation of desires and needs for consumers. 
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• Helping the organization gain a competitiveadvantage, whichis the 
company'sability to do somethingbetter, faster, cheaper or unique 
compared to competingcompanies in the market. 

• Excellence in performance and improving the performance of 
workersthroughcontinuous training for them on the use of the 
information system and strengthening the variousrelationshipsfrom 
all sides, whether at home or abroad. 

• Continuouskeeping up with information technology updates. 
2.1.2 Characteristics and components of marketing information 
systems: 
A- Characteristics of marketing information systems(El- 
Ajarmah, Op, Cit, P. 22): 

• It is an application of the concept of systems in the field of 
information in order to determine the data required for decision-
making, data collection, operation, storage, and future retrieval. 

• A system directedtowards the future, as itanticipates and 
preventsproblems, and solves them, as itispreventive and curative at 
the same time. 

• Characterized by continuity and not dealingwithisolatedmatters. 

• The possibility of measuring and analyzing the 
resultsusingvariousmathematical and statisticalmodelsavailable in 
the system. 

• Determineaccurate and reliable sources for all data. 

• Speed and accuracy in obtainingdetailed information within the 
institution. 

• Reducinghis time used in planning work. 
B- Components of marketing information systems: 
The marketing information system consists of the followingelements 
(Arafa, 2011, P. 180): 

• Inputs:They are the basis for generating the required outputs, as 
itisnecessary to provide the inputs with the requiredspecifications. A 
good rawmaterialresults in a good commodity, and the inputs in the 
marketing information system are data, meaning the 
rawmaterialthatisused to generate information and is not 
directlysuitable for use in decision-making. 

• Processing: It refers to the activitiescarried out by the marketing 
information system with the aim of converting inputs or data into 
outputs or information. 
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• Outputs: It isrepresented in the marketing information system with 
information only, whichwasobtained in the data processing stage, 
which has a certain significance and can benefit the decision-maker 
in confronting and evaluating the situation heis in, i.e. in the process 
of dealingwithit and making a decision about it. 

• Feedback: It isconsidered the most important component of the 
system. Givenitsconnection to the decision-makingtask, whichis a 
criterion for measuring the effectiveness of the marketing 
information system, if the information has contributedsignificantly to 
the success and soundness of decision-making, provided all possible 
alternatives and solutions, and identifiedproblems and opportunities, 
thatis, clarifying the picture for the decision-maker, 
thenitisconsidered the criterionthroughwhich the outputs of the 
system are evaluatedaccording to specificcriteria. This 
isdonethroughcomparisonsbetween the marketing information 
thatwasactuallyprovidedbefore the system and the information 
thatisplanned to beprovided, with the aim of correctingdeviations in 
the event of their occurrence, diagnosingtheir causes and trying to 
correct them. 
C- Models and sources of marketing information systems: 
The marketing information consists of(El- Zoubi, Op, Cit, P. 167- 
168): 

• General data:whichincludes data on the population, data on income, 
data on prices, data on governmentlaws and policies, data on the 
distribution system and data on the division of distributors. 

• Product data:whichincludes data on production, consumption, 
foreigntrade, data on competing and similarproducts, data on 
consumers and theirpreference for importedproductscompared to 
local ones, as well as for brands and classifyingthemaccording to 
theirdemographic and economiccharacteristics. 

• Information and data of financial and accounting information 
systems: as itcontributes to providing data on expected revenues 
from sales, marketing costs and costestimates for the study, estimates 
for administrative expenses, estimated cash flows to know the 
expecteddeficits or surpluses, data on expectedincome, whether 
profit or loss, data on financial ratios to determine the strengths and 
weaknesses of the institution to evaluatethem in the future for the 
contributing parties such as banks, financiers, investors and the 
government, the necessary data for investment plans, new 
expansions, direct and indirect costs. 

• Information and data of the Personnel and Human Resources 
Information System: It studies the number of employees and their 
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distribution to job positions, availableemployeeskills, personal data 
for eachemployee, wages, training and insurance courses, data on 
absence rates, delays, vacations, and internallaborregulations. 

• Information and data from the production system: It 
includesproviding data thathelpsdetermine the production capacity of 
the establishment, takingintoaccount the determination of the 
available and maximum capacity, data on federations of chambers of 
industry and commerce, periodicals and interviews withspecialists, 
data on the capabilities of the establishment and the 
appropriatetechnologicalmethod for production and the quality of 
machinery and equipmentthat assist in the production process. Data 
on the characteristics of rawmaterialsused and other inputs, data on 
the number and type of laborrequired for production work, data on 
the internallayout of the factory, data frommarketespionagesystems 
or marketing intelligence system: It is a method or method by which 
the marketing manager can examine and know the changes thatoccur 
in the external marketing environment, public and private, on a 
permanent, continuous and renewable basis. 
2.2Whatis the quality of bankingservices: 
2.2.1 The concept of banking services and theircharacteristics: 
A- Definition of bankingservices: 

• Banking service isdefined as “a set of apparent characteristics 
(management) and implicitcharacteristics (consumer) and 
externalcharacteristics (society) that must be compatible with the 
needs and requirements of customers by giving a set of advantages, 
benefits and characteristics to each service” (El- Sarn, Op, Cit, P. 30) 

• It isalsodefined as “a group of activities and operationswith a 
utilitarian content inherent in the tangible and intangible 
elementsprovided by the bank, which the 
beneficiariesperceivethroughtheirutilitarianfeatures and values, 
whichconstitute a source for satisfyingtheircurrent and future 
financial and creditneeds and desires, At the same time, itconstitutes 
a source of profits for the bankthrough the 
reciprocalrelationshipbetween the two parties” (Al- Ajarmah, 2004, 
P. 32). 

• It isalsodefined as “behaviors, activities, or performance provided by 
one party to another, and theseactivities are considered intangible 
and do not entail the transfer of ownership of anything, and the 
provision of the service maybelinked to a tangible physicalproduct” 
(Al Ruwais, 2002, P. 62). 
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The multiplicity of bankingfinancial institutions and theirdifferent 
types and formsled to the emergence of diversity in their services, 
and the benefits of this diversification wererepresented in providing 
multiple and more diversified services sothatbanks can 
reducetheirdependence on the demandavailable for only one service, 
which leads to reducingrisk in bankingglobally (Madura, 2003, P. 
491), accordingly, the factorsthathelped in the global trend of the 
banking services industryfallwithinthree important factors: the first 
of whichis the economies of scale, since large banks are able to 
operate and providetheir services at the lowest possible cost, and 
with the best conditions suitable for customers, whichachieves the 
reputation of the bank, and the possibility of obtaining good results 
at the global level, and the second is the communication 
technologythatpavedthe way and brought the distances closer and 
helped in overcoming the difficulties of controlling and coordinating 
the banking business of the bankoutside the borders of its home 
country, as for the last factor, itfocuses on the legaldeterminantsthat 
have been overcomerecentlythrough the agreements of the World 
Trade Organization, the liberalization of trade in financial services, 
and the development of standard systems and specifications for the 
performance and operation of banking services globally (Kohn, 
1994, P. 342). 
B- Characteristics of bankingservices: 
Banking services apply to the characteristics of services in general, 
and theirknownelements, but theydifferfromthem in the manner of 
the performance of workers and the equipmentused as well as the 
nature of activities and procedures and the differentneeds and desires 
of customers (Al- Mula & Al- Murad, 2008, P. 22), as the 
characteristics of banking services take on a wide and 
comprehensivefeature for many aspects and characteristics, namely 
(Algerian et al, 2012, P. 171). 

• Intangibility: The most important thingthatdistinguishes a service 
from a commodityisthat the service is intangible in the sensethat the 
service has no physical existence beyondthatitisproduced or prepared 
and thenconsumed or usedwhenneeded. In practice, the production 
and consumptionprocessesoccursimultaneously. The 
intangibilitycharacteristicresults in the difficulty of examining, 
examining, or trying the service beforepurchasingit. In otherwords, 
the beneficiary of the service will not be able to makedecisions or 
express an opinion about the service based on a tangible 
evaluationthrough the sensesbeforepurchasing the service, as 
wouldhappen if hebought a physicalcommodity, thatiswhywesaythat 
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the decision to buy the service is more difficultthan the decision to 
buy the commodity. 

• Correlation:because the production and consumption (distribution) 
of the banking service are simultaneous, as the main interest of the 
marketing man isusually to create the temporal and spatial benefit, 
thismeansthat the service isappropriate in the right place and time, 
and banking services require interaction between the customer and 
the bankproviding the service, as the customerhimselfis a participant 
in the process of providing the service. 

• High adaptability of the marketing system: The appropriate 
distribution channelisusuallychosen in the service sector and within a 
marketing program and at differentlevels due to the nature and 
importance of the service. 

• Lack of privateuniformity: services to the public are 
somewhatsimilarsobanks must find a way to findconsistency and 
embedthis in the memory of the public. 

• Heterogeneity or a widerange:banking services work to provide a 
wide range of services and products to meet the diverse 
bankingneeds of differentcustomers in differentregions. 

• Geographicaldispersion:owning a network of branches in anybank 
of a large size and scope in a sequentialmanner to provide the 
appropriatebenefits and to meet the local, national and global needs. 

• Balance betweengrowth and risk:Whenbankingproducts are risky, 
there must be supervision to find a balancebetweenexpanding sales 
and beingware of high risk. 

• Fluctuations in demand: fluctuations mayoccur in certain types of 
service due to emergency reasons or seasonal conditions such as the 
demand for loans for seasonaltourismprojects. 

• FiduciaryResponsibility:Protectingcustomers' deposits and 
earnings, and thisis important not in banks, but in mostotherfinancial 
institutions. 

• Labor intensity: The banking services sectorremainshighlylabor 
intensive, whichincreases the cost of production and affects the price 
of products. 
2.2.2 Whatis the quality of banking services and theirstandards: 
A. The concept of quality of bankingservices: 
The quality of banking services isviewed as of strategic value, and 
itis of strategic value, and itsstudyhelps the bank to 
retainitscustomers and employees and makethemsatisfied, in addition 
to increasing the chances of sellingbanking services, attracting new 
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customers, developing relations between the customer and the bank, 
enhancingreputation, reducingcosts, and increasing profits. 
,marketshare, and improvingbanking performance at the global 
level(Rabih &Faaza, 2014, P. 21). 

• The quality of banking service isdefined as “the degree of 
satisfaction that the service achieves for customers by meeting 
theirneeds, desires, and expectations, or itis the degree of 
compatibility betweencustomers’ expectations and perception of the 
service”(El Ta’i, 2008, P. 28).  

• It isalsodefined as “the suitability of the service to meet or exceed 
the requiredneedswhenused by the customer” (Kumar &Sursh, 2008, 
P. 132). 

• It isalsodefined as “the sum and characteristics of a product or 
service thatstrengthens the ability to concern certain satisfaction and 
meet certain needs. The important thing for thisdefinition of the 
marketer is to focus on the satisfaction and needs of the customer” 
(El dardka& chili, 2002, P. 16). 

• It isalsodefined by the American Society for Quality as “the total set 
of characteristics and advantagesthat affect the ability of a particular 
good or service to meet certain needs, and thatthey are 
differentthings consistent with the surroundings of individuals” (El 
smaidi&Youssif, 2005, P. 05). 
B. Banking Service QualityStandards: 
There is a set of standards that control the group of banking services 
(Abd El Halim, 2022, P. 931- 933): 

• The tangible physical aspects “material 
components”:Theseinclude the physicalfacilitiesused in the 
workfrom the externalappearance of the bank and 
itsinternalprocessingwith the latestdevices and meansused in 
providing the service. 

• Reliability: It means the stability of performance and the 
propercompletion of the service, and the implementation of the 
bank’s promises to the customerthrough: 

 Accuracy of calculations and files and non-occurrence of errors. 
 Proper provision of banking services. 
 Providing the service at the specified dates and at the time designed 

for it. 
 Consistent level of service performance. 

• The speed of response by the employees: It indicates the 
willingness and willingness of the bankemployees to provide the 
service, assist the customers, respond to theirinquiries, the speed in 
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performing the service, and the immediateresponse to the 
customer’srequest. 

• Efficiency or ability: It means the skill and abilitypossessed by 
workers to perform the service, whichisderivedfrom the availability 
of information and familiaritywith the conditions and nature of the 
work and its formation to achieve the proper performance of the 
service. 

• Access to the service: This islimited to the ease of communication 
and the ease of obtaining the service on the part of the customer, and 
thisreduces the waitingperiod for obtaining the service, and the 
appropriateworkinghours for the customer, and the availability of a 
sufficientnumber of competitions to obtain the service. 

• Credibility: It includeshonesty, trust and reputation in both the bank 
and the service provider. 

• Communication: It requiresprovidingcustomerswith information in 
a languagetheyunderstand, providingnecessary clarifications and 
explanations about the nature of the service and itscost, the 
advantagesitoffers about the service and itscost, the 
advantagesresultingfrom the service and possible alternatives. 

• Empathy: It meansthat the bank'semployees, especiallythosewho 
have contact withcustomers, shouldberespectful and good-looking, 
and enjoy the spirit of friendship, friendliness and respect for 
customers, and appreciatetheircircumstances and 
sympathizewiththem. 

• Security: It meansthat transactions with the bank are free of doubts 
and risks, and includesphysical and financialsecurity and 
maintaining the confidentiality of information related to 
customeraccounts and a commitment to honesty and honesty in 
dealingwithcustomers, whichgenerates trust between the two parties 
becausebankingworkisbased on trust, which leads them to take a 
good image and a good impression towards the bank. 

• Knowing the customer’spresentation: It meansmaking an effort to 
understand the customer’sneeds and know hisspecialneeds, 
individual attention to the customer, knowing the permanent 
customer of the bank and providing the necessaryadvice, guidance, 
advice and guidance. 

• Courtesy: It meansthat the bankemployee, especiallythosewho have 
contact withcustomers, shouldberespectful and good-looking, and 
enjoy the spirit of friendship and respect for customers. 
3. Field study: 
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3.1 Preparing for the fieldstudy: 
3.1.1 Study population and sample: 
The study population consists of clients of the Bank of Agriculture 
and Rural DevelopmentTebessa, the questionnaire 
wasdistributedelectronically, and a randomsampleconsisting of 148 
clients of the bankwasselected. 
3.1.2 Studytools: 
The questionnaire wasreliedupon as a basic tool to obtain the 
necessary information and data. The questionnaire wasdividedinto 
31 sequential questions formulated in accordance with the 
characteristics of the targetsample. It wasdividedintotwoparts:a part 
related to personal data, whichisgender, age, educationallevel, 
region, The second part includes 12 questions about banking 
information systems and 19 questions about the dimensions of the 
quality of banking services, which are tangible, reliable, responsive, 
safe, and sympathetic. 
In addition to the use of statistical programs that are 
commensuratewith the hypotheses of the study, such as the analysis 
of the stability coefficient alpha Crow Nabach to measure the 
stability of the questionnaire in addition to the validity coefficient, 
frequencies and percentages, the arithmeticmean and standard 
deviation, and the coefficient of difference and correlationbetween 
the variables of the study. 
3.1.3 Test of validity and validity of the questionnaire: 
To applystatisticalmethods and test hypotheses, itwasnecessary to 
test the validity and reliability of the questionnaire. The stability of 
the questionnaire can beverified by calculatingCronbach's alpha 
coefficient. The value of this coefficient ranges between 0-1, 
sothatthe smallest acceptable value for Cronbach's alpha is 0.6. The 
resultswere as follows: 

Table (01):Cronbach's alpha coefficient test results (stability 

coefficient) 

Parts Of The Questionnaire Stability Coefficient 

Marketing information systems 0.876 

Quality of banking services 0.839 

All axes 0.916 

Source:Prepared by researchersaccording to the results of the statistical 

program SPSS 

It isclearfrom Table (01) that the value of Cronbach's alpha 

coefficient for the total score is 0.916, whichisgreaterthan the lowest 

acceptable value for the stability coefficient of 0.6, whichconfirms 
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the stability of the questionnaire and itsvalidity for analysis and the 

reliability of the resultsthatwewillreach. 

As for the validity of the internalconsistency, itmeans the extent to 

whicheach of the statementsrelated to the subject of the studyis 

consistent with the total score of the axis as a whole, by taking the 

square root of the stability coefficient represented by Cronbach's 

alpha coefficient for each axis. The resultswere as follows: 

Table (02): The results of the internalconsistency coefficient test 

results 

Parts Of The Questionnaire The coefficient of honesty 

Marketing information systems 73122 

Quality of banking services 73192 

All axes 73124 

Source:Prepared by the researchersaccording to the results of 

the SPSS statistical program 

3.2 Testinghypotheses and analyzing the results of the study: 

3.2.1 Characteristics of the studysample: 

A. Characteristics of the studysample in terms of gender: 

Table (03):Characteristics of the studysample in terms of gender 

Gender Repetition Percentage (%) 

Male 78 52.7 

Female 70 47.3 

Total 148 100 

Source:Prepared by the researchersaccording to the results of the SPSS 

statistical program 

Through table (03), we notice that the studysampleisdistributed in 

close proportions, as the percentage of males was 52.7%, while the 

percentage of femaleswas 47.3%, meaningthat the percentage of 

males isgreaterthan the percentage of females. 

B. Characteristics of the studysample in terms of age: 

Table (04):Characteristics of the studysample in terms of age 

Age Repetition Percentage (%) 

Under 29 yearsold 92 62.2 

From 30 to 50 yearsold 50 33.8 

Over 50 yearsold 6 4.1 

Total 148 100 

Source:Prepared by the researchersaccording to the results of the 

SPSS statistical program 
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C. Characteristics of the studysample in terms of educationallevel: 

Table (05):Characteristics of the studysample in terms of 

educationallevel 

Education Level Repetition Percentage (%) 

lessthansecondary 8 5.4 

Secondary 20 13.5 

Collegiate 108 42 

Other Certificates 12 8.1 

Total 148 100 

Source:Prepared by the researchersaccording to the results of the SPSS 

statistical program 

It isclearfrom Table (05) that the highest percentage, according to the 

educationallevel, belongs to undergraduates, as the percentage 

reached 73%, and the secondaryeducationlevelreached 13.5%, while 

the lowest percentages were for a levellessthansecondary and the 

level of othercertificateswith rates of 5.4% and 8.1%, respectively. 

D. Characteristics of the studysampleaccording to the region in 

whichyoulive: 

Table (06):Characteristics of the studysample in terms of region 

Region Repetition Percentage (%) 

City 124 83.8 

Countryside 24 16.2 

Total 148 100 

Source:Prepared by the researchersaccording to the results of 

the SPSS statistical program 

It isclearfrom Table (06) that the largest percentage, according to the 

region in whichhelives, belongs to the city population, whichreached 

83.8%, while the percentage of the rural population reached 16.2%. 

3.2.2 Descriptive analysis of the studyvariables: 

A. Marketing information systems: 

Table (07):Statisticalindicatorsrelated to the variable of 

marketing information systems 

Num Phrases 
Arithmetic

mean 
Standard 
Deviation 

verification 

1 
The bank's information 

system isbased on 
modern technology. 

23127 730.0 High 

2 
The Bank 

publisheshonest and true 
23007 73.09 High 
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information and news 
about its business and 
the efficiency of its 

services. 

3 

The information system 
used in the 

bankhelpsreducebanking 
service costs. 

23447 73.94 High 

4 

The information system 
used in the bankhelps to 
marketits services easily 

and in a short time. 

23.77 73172 High 

5 

The information system 
used in the 

bankcontributes to 
facilitating the process 

of studying and 
grantingloans. 

23.07 73172 High 

6 

The 
bankprovidescreditcards 

for customers to 
withdrawfrom the ATM. 

73777 73.07 High 

7 
The use of the banking 

information system 
reduceshuman effort. 

23172 73190 High 

8 

The banking 
information system 

gives a good picture of 
the bank about the 

quality of the services 
itprovides. 

23.19 73.00 High 

9 

Flexibilityis one of the 
characteristics of the 
banking information 

system in order to adapt 
to changes. 

23471 73.17 High 

10 

The information system 
coordinates and arranges 
the efforts of individuals 

for bankingwork. 

23471 73.72 High 

11 

The banking 
information system 

determines the extent of 
bureaucracy and 

nepotism. 

23229 73121 High 

12 
The information system 
can recover information 

if itislost. 
23172 73129 High 

13 
Marketing information 

system 
708.3 .00.0 High 

Source:Prepared by the researchersaccording to the results of the SPSS 

statistical program 
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Table (07) shows that the average of the expressions of the 

marketing information systems variable isestimated at 3.8074, with a 

standard deviation of 0.52524, whichindicates a low dispersion of 

the values fromtheirarithmeticmean, Therefore, itfalls at a high level 

of approval, whichindicatesthat the bankseeks to devote the 

marketing information system to serve itscustomers, and these 

services enhance the bank'sreputation and do not care about the 

existence of nepotism and bureaucracy. 

B. Quality of bankingservices: 

- Tangibility: 

Table 08:Indicators of tangibilityterms 

Num Phrases Arithmeticmean 
Standard 
Deviation 

verification 

1 
The externalappearance of 

the bankisappropriate to the 
nature of itsactivity. 

2319. 73.24 High 

2 
The bank has 

advancedtechnicalequipment. 
23490 731.2 High 

3 
The internal design of the 

bankfacilitates the 
performance of work. 

23.4. 73..4 High 

4 
Employees are committed to 

looking good. 
230.1 93777 High 

5 
The bankenjoys a convenient 

and close location. 
23447 93742 High 

6 Tangibility. 703.3 .0630 High 

Source:Prepared by the researchersaccording to the results of the SPSS 

statistical program 

Table (08) shows that the generalaverage of the tangible expressions 

wasestimated at 3.7946, with a standard deviation of 0.64140, 

whichindicates a low dispersion of the values 

fromtheirarithmeticmean, and thereforeitfalls at the level of 

agreement with a high degree. 

-Reliability: 

Table (09):Indicators of reliabilityterms 

Num Phrases Arithmeticmean 
Standard 
Deviation 

verification 

1 
The bankiscommittedto 
carrying out the work 

on time. 
23477 731.0 High 

2 
There willbeaccuracy 
in the work and the 

lack of errors. 
23420 73.01 High 

3 The bank cares about 23.77 73.97 High 
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customers' problems 
and givesthem 

solutions. 

4 

The Bank 
maintainsaccurate 
records about the 

transactions 
thatcustomers deal with 

the Bank. 

73777 73422 High 

5 Reliability 3.820 0.622 High 

Source:Prepared by the researchersaccording to the results of 

the SPSS statistical program 

Table (09) shows that the generalaverage of the reliability 

expressions wasestimated at 3.8209, with a standard deviation of 

0.62204, whichindicatesthatthereis a low dispersion of the values 

fromtheirarithmeticmean, and thusitfalls at the level of agreement 

with a high degree. 

-Response: 

Table (10):Indicators for Response Phrases: 

Num Phrases Arithmeticmean 
Standard 
Deviation 

verification 

1 

The bankiskeen to reduce 
the waitingperiod for 

customers and givethem a 
specific time to complete 

the service. 

23.97 73.1. High 

2 
The employees of the bank 

are easy to 
communicatewithcustomers. 

23227 73171 High 

3 
Employeesgive time to 
customers to respond to 

theirrequests and inquiries. 
2307. 73104 High 

4 Response 23049 73440 High 

Source:Prepared by the researchersaccording to the results of 

the SPSS statistical program 

Table (10) shows that the generalaverage of the response axis 

expressions wasestimated at 3.6712 with a standard deviation of 

0.77663, whichindicatesthatthereis an average dispersion of the 

values fromtheirarithmeticmean, whichindicatesthat the bankiskeen 

to reduce the waitingperiod for customers and givethem a specific 

time to complete the service, as well as givingemployees time to 

customers to respond to theirrequests and inquiries. 
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- Safety: 

Table (11):Statisticalindicators of safety phrases 

Num Phrases Arithmeticmean 
Standard 
Deviation 

verification 

1 

The Bank 
providesphysical and 
financialsecurity and 

confidentiality of 
operations. 

737.9 73429 High 

2 

The bankiskeen on 
honesty and honesty in 
dealingwithcustomers, 
whichgenerates trust 

between the two parties. 

234.2 73.09 High 

3 

There are 
electronicmeanssuch as 

early warning to 
reassureemployees in 
dealingwith the bank. 

23447 73.22 High 

4 Safety 70838 .0667 High 

Source:Prepared by the researchersaccording to the results of 

the SPSS statistical program 

Table (11) shows that the generalaverage of the expressions of the 

security axis wasestimated at 3.8784 with a standard deviation of 

0.66343, whichindicatesthatthereis a low dispersion of values 

fromtheirarithmeticmean, whichindicatesthat the 

bankprovidesphysical and financialsecurity and confidentiality of 

operations, as well as itiskeen on honesty and 

honestywithcustomerswhichgenerates trust between the two parties. 

- Sympathy 

Table 12:Statisticalindicators of sympathy expressions 

Nu
m 

Phrases 
Arithmeticm

ean 

Standar
d 

Deviati
on 

verificati
on 

1 

The staff 
alwaysprovidespersonal 
attention to all customers 

and awareness of the 
importance of the 

customer. 

23277 93714 High 

2 
The bank'sworkinghours 

are suitable for all 
customers. 

2307. 73.02 High 
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3 

Bank employees have the 
ability to understand the 

individualneeds and 
privacy of customers. 

23217 73194 High 

4 

The bankgrantsloans to 
customerswithappropriatein

terest and commissions 
compared to otherbanks. 

23471 73.44 High 

5 Sympathize 70608 .0680 High 

Source:Prepared by the researchersaccording to the results of 

the SPSS statistical program 

Table (12) shows that the generalaverage of the safety axis 

expressions wasestimated at 3.6182 with a standard deviation of 

0.68166, whichindicates a low dispersion of values 

acrosstheirarithmeticmean, Thus, itis at a high level of approval, 

whichindicatesthat the bankgrantsloans to 

customerswithappropriateinterest and commissions compared to 

otherbanks, and alsothat the bank'sworkinghours suit all customers. 

3.2.3 Testing the hypotheses of the study and discussing the 

results: 

1. The First Sub-Hypothesis: 

H0: It is not expectedthattherewillbe a significanteffectbetweenbank 

marketing information systems and the tangibility dimension of the 

quality of services provided by the bankunderstudy. 

H1: It isexpectedthattherewillbe a significanteffectbetweenbank 

marketing information systems and the tangibility dimension of the 

quality of services provided by the bankunderstudy. 

Table (13): The impact of the information system on tangibility 

Indepe

ndent 

Variab

le 

Depen

dent 

Varia

ble 

Slop

e 

Cons

tant 

B 

Regre

ssion 

Coeffi

cient 

a 

Correl

ation 

Coeffi

cient 

R 

Coeffici

ent Of 

Determi

nation 

R2 

The 

calcul

ated 

T 

value 

The 

calcul

ated 

F 

value 

Significanc

elevelSig 

Marke

ting 

inform

ation 

system 

Tangi

bility 
73.72 73442 73027 73777 13197 

1.37.

. 
73777 

Source:Prepared by the researchersaccording to the results of the SPSS 

statistical program 
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It isclearfrom Table (13) thatthereis a 

statisticallysignificantrelationship at a significantlevel (α≤0.05), 

where the correlationreached 63.4%, whichis a strongcorrelation, 

while the coefficient of determinationreached 40.2%, the F test 

showedthat the model isgenerallystatisticallysignificant, as the 

significancelevelwasestimated at 0.000, whichislessthan the 

significantlevel (α≤0.05). 

2. The Second Sub-Hypothesis: 

H0:It is not expectedthattherewillbe a significanteffectbetweenbank 

marketing information systems and the reliability dimension for the 

quality of services provided by the bankunderstudy. 

H1:It isexpectedthattherewillbe a significanteffectbetweenbank 

marketing information systems and the reliability dimension for the 

quality of services provided by the bankunderstudy. 

Table (14): The effect of marketing information system on 

reliability 

Indepe

ndent 

Variab

le 

Depe

ndent 

Varia

ble 

Slop

e 

Cons

tant 

B 

Regre

ssion 

Coeffi

cient 

a 

Correl

ation 

Coeffi

cient 

R 

Coeffici

ent Of 

Determi

nation 

R2 

The 

calcul

ated 

T 

value 

The 

calcul

ated 

F 

value 

Significanc

elevelSig 

Marke

ting 

inform

ation 

system 

Relia

bility 
93727 73422 73091 732.2 13277 13477 73777 

Source:Prepared by the researchersaccording to the results of the SPSS 

statistical program 

It isclearfrom Table (14) thatthereis a 

statisticallysignificantrelationship at a significantlevel (α≤0.05), 

where the correlation coefficient reached 63.4%, whichis a 

strongcorrelation, while the determination coefficient reached 

40.2%. The F test showedthat the model 

isgenerallystatisticallysignificantwhere the level of 

significancewasestimated at 0.000, whichislessthan the level of 

significance (α≤0.05). 

3. The ThirdSub-Hypothesis: 

H0: It is not expectedthattherewillbe a significanteffectbetweenbank 

marketing information systems and the response to the quality of 

services provided by the bankunderstudy. 
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H1: It isexpectedthattherewillbe a significanteffectbetweenbank 

marketing information systems and the response to the quality of 

services provided by the bankunderstudy. 

Table (15): The effect of the marketing information system on 

the response 

Indep

enden

t 

Varia

ble 

Depe

nden

t 

Vari

able 

Slop

e 

Con

stan

t B 

Regr

essio

n 

Coeff

icient 

a 
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lation 

Coeffi

cient 

R 

Coeffic

ient Of 

Determ

ination 

R2 

The 

calcu

lated 

T 

value 

The 

calcu

lated 

F 

value 

Significan

celevelSig 

Mark

eting 

infor

matio

n 

syste

m 

Resp

onse 

73.7

7 
7347. 73270 73720 43719 

2737.

0 
73777 

Source:Prepared by the researchersaccording to the results of the SPSS 

statistical program 

It isclearfrom Table (15) thatthereis a 

statisticallysignificantrelationship at a significantlevel (α≤0.05), 

where the correlation coefficient was 50.6%, whichis a medium 

correlation, while the determination coefficient was 25.6%. The F 

test showedthat the model isgenerallystatisticallysignificantwhere the 

level of significancewasestimated at 0.000, whichislessthan the level 

of significance (α≤0.05). 

4. The FourthSub-Hypothesis: 

H0: It is not expectedthattherewillbe a significanteffectbetween 

marketing information systems and the security dimension for the 

quality of services provided by the bankunderstudy. 

H1: It isexpectedthattherewillbe a significanteffectbetween 

marketing information systems and the security dimension for the 

quality of services provided by the bankunderstudy 
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Table (16): The impact of the marketing information system on 

security 

Indep
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n 
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m 
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y 

73.7
7 

7347. 73270 73720 43719 
2737.

0 
73777 

Source:Prepared by the researchersaccording to the results of the SPSS 

statistical program 

Table (16) shows thatthereis a statisticallysignificantrelationship at a 

significantlevel (α≤0.05), where the correlation coefficient was 

38.2%, whichis a weakcorrelation, while the determination 

coefficient was 14.6%. The F test showedthat the model 

isgenerallystatisticallysignificantwhere the level of 

significancewasestimated at 0.000, whichis the lowestlevel of 

significance (α≤0.05). 

5. The Fifth Sub-Hypothesis: 

H0: It is not expected that there will be a significant effect between 

marketing information systems and the empathy dimension for the 

quality of services provided by the bank under study. 

H1: It is expected that there will be a significant effect between 

marketing information systems and the empathy dimension for the 

quality of services provided by the bank under study. 

Table (17): The impact of the marketing information system on 

Empathy 
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Source:Prepared by the researchersaccording to the results of 

the SPSS statistical program 
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It isclearfrom Table (17) thatthereis a 

statisticallysignificantrelationship at a significantlevel (α≤0.05), 

where the correlation coefficient was 49.2%, whichis a medium 

correlation, while the determination coefficient was 24.2%, the F test 

showedthat the model isgenerallystatisticallysignificant, as the 

significancelevelwasestimated at 0.000, whichis the lowestlevel of 

significance (α≤0.05). 

B. Main HypothesisTest: 

Table (18): T-TEST results for testing the main hypothesis 

Statemen
t 

ArithmeticM
ean 

Degree 
Of 
Freedo
m 

The 
calculat
ed T 
value 

Significancelevel
Sig 

The 
Decision 

The 
Main 
Hypothe
sis 

708.3 743 880788 .0... 
Acceptab
le 

Source:Prepared by the researchersaccording to the results of the SPSS 

statistical program 

It isclearfrom the table (18) that the calculated T value amounted to 

88.188 at the significancelevel of 0.000, whichisgreaterthan the 

significantlevel (α≤0.05). Therefore, the main 

hypothesisisacceptedthatthereis a statisticalrelationshipbetween the 

Bank of Agriculture and Rural Development - Tebessa for the 

marketing information system and the quality of banking services is 

at a significantlevel (α≤0.05), and through the arithmeticmean, it can 

besaidthat the institution's adoption of the marketing information 

system has an acceptable level, whichamounted to 3.807, falling in 

the field of approvalwith a high degree. 

4. Conclusion: 

Throughthispaper, wetried to study the role of marketing information 

systems in improving the quality of banking services at the Bank of 

Agriculture and Rural Development - Tebessa, and the 

studyconcludedwith a set of results and recommendations. 

Results: 

• Customer satisfaction is a result of the efficiency of banking 

institutions and their ability to provide distinguished services of high 

quality. 
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• Marketing information systems are considered one of the most 

important information systems in the banking institution, as it is the 

official spokesperson for customers within the institution, because it 

is the only one capable of studying quality by defining the needs and 

expectations of consumers and customers. 

• Studying the banking customer's behavior is of great importance as it 

helps the banking management to identify the customer's tastes and 

desires and make the offered banking products and services in line 

with these desires. 

• The importance of the quality of banking services provided to 

customers is considered a basis for achieving excellence in the face of 

competitors and differentiation between banks. Therefore, the level of 

quality of banking services performance has become one of the 

competitive weapons. 

• Marketing information systems contribute to improving the quality of 

banking services at the Bank of Agriculture and Rural Development - 

Tebessa. 

Recommendations: 

• The need for banks to pay attention to applying marketing 

information systems to improve and develop their banking services. 

• The banking system must adopt well-thought-out and appropriate 

strategies that take into account modern technology in managing 

management. 

• Attempting to educate the customer of the importance and quality of 

electronic services provided through publicity and advertisements. 
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