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Abstract

This study targeted the knowledge of the electronic banking services
extended by the bank, and the effect of electronic marketing on the
quality of the banking services, and to gauge the extend of the
quality of the services.

e The great conformity between the customers expectations and
the level of service actually extended in a number of sides, most
important are : The bank’s follow-up to the modern
developments in the sphere electronic marketing, and the
enjoyment of continuity of the electronic services and the
possibility of depending upon it, beside the degree safety &
secrecy.

e The electronic services extended by the bank are wildly

accepted by the customers.

Accordingly the study recommended the following:



e The bank must rely upon the modern means of technology
when extending their services now concerning the banking
services development because these means affect the capacity
of extending modern services, and reach its customers across
electronic means. Care must be taken for quality for if
contributes in the customer’s satisfaction. The study and
analysis of the gap between the customer’s expectation and the
services actually extended. And the trial to promote it
continuously. Taking care to market the electronic banking
services for its effect on the quality of banking services. Care
must be taking for the disparity of demographic factors and the
different in customer’s wishes.

Concentrate on the variety of services across electronic means
and the importance for the bank adopt an effective electronic
site through which it extend services.
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