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Abstract---Due to the importance of banks in the development of the
national economy, banking marketing has established itself by
adopting work policies in line with the great development that relies
on it in this field, and therefore it has become necessary for the
banking sector to adopt marketing as a philosophy and work policy at
the same time, it is considered a new approach different from the rest
of the other approaches to marketing of the situation, given its
specificity on the side of Islamic Sharia and linked to our country,
where it has different foundations characterized by modernity and its
connection with Islamic jurisprudence, and thus focuses on the
principles of Islamic Sharia by communicating ideas to customers in
order to be accepted by them and thus adopting a set of policies in the
field of Islamic marketing that comply with Islamic Sharia in order to
attract customers, which we will focus on in our research through a
case study of the Algerian National Bank for the Djelfa branch.
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