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Abstract:  This study aims to explore and analyze the promotion of 

Islamic finance formats in Banque El Salam – Algeria, to answer the 

main question a descriptive approach was used and an electronic 

questionnaire was employed as a data collection tool. The questionnaire 

was distributed through social media platforms and 70 responses were 

collected from Banque El Salam's customers in Algeria. 

The results showed that Banque El Salam primarily relies on 

advertising through social media platforms and personal selling in 

promoting its financial products, it also revealed that sales promotion is 

practiced to a lesser extent compared to other marketing strategies. 

Keyword: Banking promotion; Islamic finance formats; advertising; 

Banque El Salam. 
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