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Abstract:  

This study aimed to determine the role of digital marketing tools in enhancing the marketing 
performance of Islamic banks. For this purpose, a questionnaire was utilized in both paper and 
electronic formats at some branches of Bank Al Salam in Algeria. Data was collected from 95 
employees and analyzed using structural equation modeling with partial least squares (Smart PLS 
4). 

 The study yielded several key results, including the statistically significant impact of email 
marketing and bank website marketing on improving marketing performance. However, there was 
no statistically significant impact of improving search engine optimization (SEO), social media 
marketing,  or  mobile  phone  marketing  on  the  marketing  performance  of  Islamic  banks.  The  study  
also concluded That digital marketing Tools provide additional challenges and opportunities for 
Islamic bank customers, enabling them to perceive significant changes in the near future through 
quick accessibility and ease of information sharing with their clients. 
Keywords: Digital Marketing, Digital Marketing Tools, Marketing Performance Improvement, 
Islamic Banks. 
JEL Classification: M31,M39 ,G21. 
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