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EVALUATING THE BANKING MARKETING MIX'S 
ROLE IN ENHANCING CUSTOMER SATISFACTION: 
A CASE STUDY ON AL SALAM BANK’S CONSUMER 

CAR FINANCING 

This study investigates the impact of the banking marketing mix (7Ps: product, price, place, 
promotion, people, process, and physical evidence) on customer satisfaction, focusing on 
Al Salam Bank’s car financing services in Algeria. A structured questionnaire was 
administered to 395 respondents, and Partial Least Squares Structural Equation Modeling 
(PLS-SEM) was employed to analyze the data. Results reveal that all marketing mix 
elements positively influence customer satisfaction, with process and price being the most 
significant contributors. These findings highlight the importance of streamlined processes, 
competitive pricing, product innovation, and customer-centric services in enhancing 
satisfaction. This study provides valuable insights for banking institutions, particularly in 
Islamic finance, to refine their marketing strategies and improve service delivery, ultimately 
fostering customer loyalty.  
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1. INTRODUCTION 

The banking sector plays a pivotal role in fostering economic growth and financial 
inclusion, particularly through its innovative financial products and services. Among these 
offerings, consumer car financing has emerged as a critical service that meets evolving 
customer needs. With increasing competition in the banking industry, delivering superior 
customer satisfaction has become essential for maintaining customer loyalty and market 
share. 
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The banking marketing mix – consisting of product, price, place, promotion, people, 
process, and physical evidence – serves as a strategic framework for achieving customer 
satisfaction. While previous studies have explored the influence of the marketing mix on 
customer perceptions, limited attention has been given to its role in consumer car financing 
within Islamic banking systems, particularly in emerging economies. This creates  
a research gap that necessitates further investigation to identify how marketing strategies 
impact customer satisfaction in this context. 

This study aims to evaluate the role of the banking marketing mix in enhancing 
customer satisfaction, with a specific focus on Al Salam Bank’s consumer car financing 
services. By examining the key determinants of satisfaction, this research contributes to 
both theory and practice by offering actionable insights for improving marketing strategies 
in the banking industry. 

Moreover, this paper adds novelty by being among the first empirical studies in Algeria 
to investigate Islamic consumer car financing through the lens of the 7Ps framework, 
supported by the application of PLS-SEM on a large and diverse sample of 395 
respondents. Unlike prior works that mainly addressed conventional banking or broader 
financial products, this study narrows its focus to Sharia-compliant car financing, thereby 
bridging a significant gap in the literature and offering context-specific insights for both 
researchers and practitioners. 

2. LITERATURE REVIEW AND THEORETICAL FRAMEWORK 

2.1. Introduction to the Banking Marketing Mix 

The banking marketing mix, comprising product, price, place, promotion, people, 
process, and physical evidence (Sipayung, Sinaga, 2017), is a strategic tool used to align 
marketing activities with customer needs and expectations. Kotler and Armstrong (2018) 
define the marketing mix as a set of controllable variables that banks use to influence 
customer decisions. In the context of banking services, these elements play a critical role 
in shaping customer satisfaction and loyalty, particularly in competitive and service-driven 
industries (Kusumawati, Oswari, Yusnitasari, Mittal, Kumar, 2021). 

While the marketing mix is widely applied across conventional banking systems, its 
application in Islamic banking requires specific adjustments. Islamic banks operate under 
Sharia principles, which prohibit interest (riba) and emphasize fairness, transparency, and 
ethical financial practices. Instead of conventional loans, contracts such as Murabaha (cost-
plus financing) and Ijarah (leasing) are used to provide financing in a Sharia-compliant 
way. These unique characteristics shape how the 7Ps are applied in Islamic banks, as 
products must not only meet customer needs but also align with religious and cultural 
expectations. This dual requirement makes the study of the marketing mix in Islamic 
banking particularly relevant, especially in emerging economies like Algeria where 
demand for Sharia-compliant financial services is growing rapidly (Faizi, 2024). 

2.2. Product and Customer Satisfaction 

Product quality and innovation are essential components of the banking marketing mix 
(Kotler, Armstrong, 2018). Financial products, including car financing solutions, must 
meet the specific needs of customers while adhering to Sharia-compliant principles in 
Islamic banking. Research by Faizi (2024) highlights that innovative and customized 
financial products improve satisfaction by addressing individual financial needs. 
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In Islamic banking, products such as Murabaha-based financing and Ijarah contracts 
offer transparency and alignment with customers' religious beliefs, which enhances trust 
and satisfaction (Faizi, 2024). Despite these advancements, limited studies have analyzed 
product quality within the context of consumer car financing.  

2.3. Price and Its Impact on Customer Perception 

Price sensitivity is a determining factor in customer satisfaction, especially in financial 
services. Transparent pricing, competitive interest rates, and the absence of hidden fees 
significantly influence customer (Haruna, 2015). In Islamic finance, pricing mechanisms 
are rooted in ethical principles, avoiding interest (riba) while ensuring fair profit margins 
for the bank.  

Noviarita et al (2024) found that pricing models in Islamic banking enhance satisfaction 
when they are perceived as fair and transparent (Noviarita, Anggriani, Hilal, Madnasir, 
Ekawati, 2024). However, pricing challenges remain, as customers often compare Islamic 
financing costs with conventional alternatives, leading to a perception gap. 

2.4. Place (Distribution Channels) and Accessibility 

The accessibility of banking services, both physical and digital, is a critical component 
of the marketing mix. Banks have increasingly adopted omnichannel distribution 
strategies, including digital banking platforms, mobile applications, and physical branches, 
to meet customer expectations (Islam, Rahman, 2015). 

A study by Amin and Fontiane (2011) emphasized the importance of convenient access 
in driving customer satisfaction in Islamic banking (Amin, Isa, Fontaine, 2011). While 
digital platforms enhance convenience, physical branch availability remains significant for 
relationship-based services like car financing. 

2.5. Promotion and Communication Strategies 

Effective promotion strategies play a key role in creating awareness and influencing 
customer decisions. In Islamic banking, promotional efforts must emphasize the ethical 
and transparent nature of products, aligning with customers' values (Al-Omari, 
Aljawarneh, Davut, Salah, 2018). 

Al-Omari et al. (2018) highlight the importance of targeted advertising and relationship 
marketing in enhancing satisfaction and trust. However, promotional efforts for car 
financing remain underexplored, particularly in the context of customer-centric 
approaches. 

2.6. People, Process, and Physical Evidence 

The human element (People) in banking, including frontline staff and relationship 
managers, significantly affects customer perceptions (Kumar, 2013). High service quality, 
professionalism, and effective communication drive satisfaction (Parasuraman, Zeithaml, 
Berry, 1988). 

Similarly, streamlined processes, such as loan approval and document verification, 
enhance the customer experience (Zeithaml, Bitner, Gremler, 2005). Studies emphasize 
that efficient processes reduce waiting times and simplify transactions, which is crucial in 
car financing. 

Lastly, physical evidence, including branch design, website usability, and overall 
service environment, influences customer perceptions of the bank's credibility 
(Kusumawati, Oswari, Yusnitasari, Mittal, Kumar, 2021). 
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2.7. Theoretical Framework: 

This study is grounded in two primary theories: 
Service Marketing Theory: (Zeithaml, Parasuraman, Berry, 1988): 
The theory highlights the importance of service quality and its impact on customer 

satisfaction. The SERVQUAL model, which measures gaps between customer 
expectations and perceptions, is applied to analyze how elements of the marketing mix 
contribute to satisfaction. 

Customer Satisfaction Theory: (Oliver, 2010): 
This theory emphasizes that customer satisfaction results from the alignment between 

customer expectations and actual service delivery. In Islamic banking, satisfaction is 
influenced by ethical compliance, transparency, and trust in the financial institution  
(Hossain, et al., 2020). 

2.8. Research Gap 

While numerous studies have explored the relationship between the marketing mix and 
customer satisfaction, limited attention has been given to consumer car financing in the 
context of Islamic banking. This research addresses this gap by: 

Evaluating the individual and combined impact of the marketing mix on customer 
satisfaction. 

Providing insights into how Al Salam Bank's car financing services meet customer 
needs. 

2.9. Research Hypotheses 

Based on the literature review and identified research gaps, the following hypotheses 
are proposed to evaluate the impact of the banking marketing mix elements on customer 
satisfaction in the context of consumer car financing: 

H1: The overall banking marketing mix (7Ps) has a significant positive impact on 
customer satisfaction. 

H1a: The Product element of the banking marketing mix has a significant positive 
impact on customer satisfaction.  
Supporting evidence: Product innovation and customization improve satisfaction in 
Islamic banking (Wahab, Mufti, Kamal, Parvaiz, 2016). 

H1b: The Price element of the banking marketing mix has a significant positive impact 
on customer satisfaction.  
Supporting evidence: Fair and transparent pricing models enhance trust and satisfaction 
(Amin, Isa, Fontaine, 2011). 

H1c: The Place (distribution channels) element of the banking marketing mix has  
a significant positive impact on customer satisfaction.  
Supporting evidence: Omnichannel strategies, including digital platforms and branch 
networks, improve accessibility and satisfaction (Mainardes, Rosa, Nossa, 2020). 

H1d: The Promotion element of the banking marketing mix has a significant positive 
impact on customer satisfaction.  
Supporting evidence: Effective communication and ethical promotion strategies enhance 
trust and engagement (Hermawati, 2022). 

H1e: The People element of the banking marketing mix has a significant positive 
impact on customer satisfaction.  
Supporting evidence: Professionalism, responsiveness, and service quality drive customer 
satisfaction (Parasuraman, Zeithaml, Berry, 1988). 
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H1f: The Process element of the banking marketing mix has a significant positive 
impact on customer satisfaction.  
Supporting evidence: Streamlined processes reduce complexity and improve customer 
experiences (Zeithaml, Bitner, Gremler, 2005). 

H1g: The Physical Evidence element of the banking marketing mix has a significant 
positive impact on customer satisfaction.  
Supporting evidence: Modern infrastructure and a pleasant service environment enhance 
customer perceptions (Bitner, 1992). 

3. RESEARCH METHODOLOGY 

3.1 Data collection  

Within the context of our research, we placed significant emphasis on collecting 
objective data and information directly from the bank's actual clientele. To achieve this 
aim, a structured questionnaire was meticulously designed to capture the opinions and 
experiences of customers interacting with Al Salam Bank. The questionnaire was 
distributed both electronically and in person across different Algerian states to ensure 
randomness and diversity in the sample. 

A total of 395 responses were obtained out of approximately 620 distributed 
questionnaires, yielding a response rate of around 64%. Respondents were required to be 
existing or potential customers of Al Salam Bank who had experience with, or an intention 
to use, its car financing services. Incomplete or inconsistent responses were excluded from 
the final dataset. 

To enhance accessibility and representativeness, electronic forms were used as the 
primary means of distribution, supplemented by dissemination through diverse social 
media platforms. This strategy ensured extensive outreach while maintaining inclusion 
from different demographic groups in terms of gender, age, occupation, and geographic 
location. Such measures reduced the risk of selection bias and provided a broad cross-
section of the bank's customer demographic, thereby strengthening the validity and 
transparency of the methodology 

3.2 Measures  
A self-administered questionnaire was designed as the primary instrument for data 

collection and was structured into three main sections. The first section captured 
demographic and personal information of the respondents. The second section addressed 
the banking marketing mix, assessing its seven elements and their perceived impact on 
customers and banking operations. The third section focused on customer satisfaction in 
the specific context of consumer car financing at Al Salam Bank, measuring satisfaction 
with the services and products provided, as well as identifying areas where the bank could 
improve the customer experience to strengthen satisfaction and loyalty. 

To ensure measurement accuracy, a five-point Likert scale was employed, enabling 
respondents to express their views and evaluate the given statements on a continuum from 
one to five. This approach generated precise and analyzable data, providing deeper insights 
into customer expectations and perceptions. The use of this questionnaire aimed to collect 
reliable evidence for analyzing the relationship between the banking marketing mix and 
customer satisfaction, thereby contributing to the academic understanding of marketing 
strategies in the banking sector. 
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4. DATA ANALYSIS AND RESULTS 

4.1. Path model estimation 

To analyze the relationship between the elements of the banking marketing mix and 
customer satisfaction, particularly in the context of consumer car financing at Al Salam 
Bank, this study employed partial least squares structural equation modeling (PLS-SEM). 
This method was selected because it is well-suited for studies with relatively small to 
medium sample sizes, such as our 395 respondents from different Algerian states, and 
because it performs reliably when data are not normally distributed (Goodhue, Lewis, 
Thompson, 2012). 

Given its strong reputation in marketing research for handling smaller sample sizes 
effectively and for producing reliable results even with non-normal data (Hair, Sarstedt, 
Ringle, Mena, 2011), PLS-SEM was considered the most appropriate method for this 
analysis. 

4.1.1. Measurement model 

Since all constructs were modeled reflectively, the study adopted the guidelines of 
Anderson and Gerbing (1988) to assess internal consistency, convergent validity, and 
discriminant validity before proceeding to the structural model. Reliability and validity 
were evaluated following Chin (2010) and Fornell & Larcker (1981) and are summarized 
in Tables 1 and 2. Specifically: 

Internal consistency reliability was considered satisfactory if the composite reliability 
exceeded 0.7; 

Convergent validity of the scales was established if factor loadings were statistically 
significant (p < 0.01) and the average variance extracted (AVE) exceeded 0.5. 

Discriminant validity was confirmed if the square root of the AVE for each construct 
was greater than the correlations between pairs of latent variables. 

Table 1. Measurement items, reliability and construct validity 

Construct Indicator 

F
ac

to
r 

lo
ad

in
g 

A
V

E
 

C
om

po
si

te
 r

el
ia

b
ili

ty
 

C
ro

n
b

ac
h

's
 a

lp
h

a 

Product 

1. Al Salam Bank provides a wide selection 
of car financing solutions. 

0.825 

0.
70

3 

0.
87

7 

0.
79

1 

2. The bank’s financing services add 
significant value to the car acquisition 
process. 

0.862 

3. Al Salam Bank consistently strives to 
enhance and innovate its car financing 
offers to align with customer expectations. 

0.828 
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Table 1 (cont.). Measurement items, reliability and construct validity 

Construct Indicator 
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Price 

1. Al Salam Bank applies adaptable and 
flexible pricing policies for vehicle financing. 

0.771 

0.
67

1 

0.
85

9 

0.
75

7 2. The financing costs reflect fairness in 
relation to the value delivered. 

0.868 

3. The bank presents multiple payment 
schemes that suit different customer needs. 

0.815 

Place 

1. Al Salam Bank’s branches are situated in 
convenient, easily reachable areas. 

0.866 

0.
72

8 

0.
88

9 

0.
81

6 

2. The bank ensures that its services are 
accessible and provided promptly at suitable 
locations. 

0.813 

3. Services are delivered through diverse 
channels – digital platforms and physical 
branches – for greater customer ease. 

0.879 

Promotion 

1. Al Salam Bank organizes impactful 
promotional campaigns. 

0.791 

0.
70

0 

0.
87

5 

0.
78

8 2. Multiple communication channels are used 
to promote the bank’s offerings. 

0.879 

3. The bank actively provides customers with 
timely information on its services and 
products. 

0.836 

People 

1. Al Salam Bank’s employees demonstrate 
personal attention to my requirements. 0.857 

0.
71

5 

0.
88

3 

0.
80

1 2. Staff members are responsive and ready to 
address inquiries quickly. 

0.833 

3. Employees possess the necessary expertise 
to offer relevant guidance and support. 

0.846 

Process 

1. Al Salam Bank ensures its services are 
straightforward to access. 

0.860 

0.
75

0 

0.
90

0 

0.
83

4 2. The bank delivers prompt online car 
financing services. 

0.845 

3. Transparency and clarity are maintained 
throughout the financing process. 0.892 

Physical  
Evidence 

1. The bank’s facilities are modern and well-
designed. 

0.861 

0.
72

2 

0.
88

6 

0.
80

9 2. Advanced technologies are integrated into 
the delivery of services. 

0.864 

3. Branches provide a comfortable and 
welcoming atmosphere for clients. 

0.824 
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Table 1 (cont.). Measurement items, reliability and construct validity 

Construct Indicator 
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Customer 
Satisfaction 

1. The service received from Al Salam 
Bank’s staff during the car financing 
process was excellent. 

0.929 

0.
84

8 

0.
97

1 

0.
96

4 

2. The financing rates I paid were fair and 
reasonable. 

0.916 

3. The time taken to finalize my financing 
application was satisfactory. 

0.941 

4. The simplicity of the procedures involved 
in financing met my expectations. 

0.907 

5. The terms and conditions of the financing 
agreement were clear and understandable. 

0.918 

6. The support and assistance provided 
throughout the financing period were 
appropriate and helpful. 

0.912 

Source: Outputs of Smart PLS V3. 
 

 

Figure 1. Results of the path analysis 

Source: Outputs of Smart PLS V3. 
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Table 2. Discriminant validity (Fornell–Larcker criterion) 
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People 0.845        

Physical Evidence -0.036 0.850       

Place -0.113 0.007 0.853      

Price -0.027 0.085 -0.004 0.819     

Process -0.024 -0.079 0.048 0.022 0.866    

Product 0.057 -0.144 -0.006 -0.018 -0.041 0.838   

Promotion 0.003 0.014 -0.030 -0.093 -0.017 -0.007 0.836  

Satisfaction 0.307 0.255 0.288 0.324 0.333 0.252 0.313 0.921 

Source: Outputs of Smart PLS V3. 

The bold values indicate that the diagonal elements are the square root of the Average 
Variance Extracted (AVE). The diagonal elements should be greater than the off-diagonal 
elements (i.e., the correlations among constructs) to establish discriminant validity. 

All indicators displayed reliable indicator performance, as the magnitude of outer 
loading exceeded 0.70 (see Figure 1).   

The AVE for each construct surpassed 0.50, signifying convergent validity. The 
measurement model demonstrated satisfactory internal consistency reliability, as both the 
composite reliability and Cronbach's alpha for all constructs exceeded 0.70. Furthermore, 
the discriminant validity of the measurement scale was affirmed. This is attributed to the 
HTMT confidence interval excluding 1, and the square root of the AVE of each construct 
surpassing the construct's maximal correlation with any other constructs, thereby satisfying 
the Fornell–Larcker criterion (see Table 2). The construct measures were deemed reliable 
and valid, meeting all non-parametric quality criteria. 

4.1.2. Structural model 

Based on the outcomes of the measurement model, the analysis proceeded with the 
structural equation model. The evaluation of the structural model adhered to the 
recommendations outlined by Hair, Hult, Ringle, and Sarstedt (Hair, Hult, Ringle, Sarstedt, 
2016). These include: 

 an R² value above 0.25, which reflects a satisfactory level of explanatory power;  
 variance inflation factor (VIF) scores between 0.2 and 5, ensuring that 

multicollinearity does not pose a concern;  
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 evidence of predictive relevance (Q² > 0) for the endogenous variable; 
 and an acceptable Goodness of Fit (GoF) value, which indicates the adequacy of the 

model. 
The analysis revealed that the R² for the dependent construct “Satisfaction” was 0.696, 

surpassing the recommended threshold of 0.25. This means that approximately 69.6% of 
the variation in customer satisfaction is explained by the proposed model, confirming its 
strong predictive capacity. In addition, multicollinearity was not detected, as all VIF values 
were within the acceptable range. The predictive relevance criterion was also met, with Q² 
values greater than zero across the predictors. 

Furthermore, the overall model fit was evaluated using the GoF index proposed by 
Tenenhaus et al. (2005), which is calculated as: 

𝐺𝑜𝐹 = ඥ𝐴𝑉𝐸௠௘௔௡ × 𝑅௠௘௔௡
ଶ  

Substituting the values from the present study (AVE_{mean} = 0.730; R²_{mean} = 
0.696), the resulting GoF was: 

𝐺𝑜𝐹 = √0.730 × 0.696 ≈ 0.713 

This value exceeds the recommended cut-off of 0.36, providing strong evidence of the 
robustness and adequacy of the model. 

4.1.3. Hypothèses tests  

The relationships between variables were scrutinized utilizing a bootstrapping 
technique to assess the significance of the paths within the structural model. The results  
of the path analysis for the impacts of various factors on Satisfaction are summarized in 
Table 3 and Figure 2: 

H1a Product → Satisfaction: β = 0.340, p = 0.000 
H1b Price → Satisfaction: β = 0.322, p = 0.000 
H1c Place → Satisfaction: β = 0.357, p = 0.000 
H1d Promotion → Satisfaction: β = 0.353, p = 0.000 
H1e People → Satisfaction: β = 0.360, p = 0.000 
H1f  Process → Satisfaction: β = 0.304, p = 0.000 
H1g Physical Evidence → Satisfaction: β = 0.301, p = 0.000 
Each path demonstrates substantial statistical significance (p<0.05), indicating that all 

the independent variables exert a positively notable impact on Satisfaction. Furthermore, 
the path coefficient (β) values elucidate the strength of the relationships among the 
variables. From these findings, encapsulated in Table 3 and Figure 2, it can be deduced that 
all the elements – People, Physical Evidence, Place, Price, Process, Product, and Promotion 
– positively influence Satisfaction to various extents, ensuring high accuracy and reliability 
in our estimations. 

The findings strongly validate the central hypothesis of this research H1 7P mix → 
Satisfaction β = 0.301, p = 0.000), formulated as: “The banking marketing mix exerts  
a significant effect on customer satisfaction in the case of consumer car financing at Al 
Salam Bank”. The statistical results confirmed that all path coefficients were positive and 
highly significant, with notable β values across the different marketing mix dimensions. 
These outcomes provide clear evidence that the banking marketing mix, when considered 
holistically, plays a decisive role in shaping customer satisfaction. Such results highlight 
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the strategic importance of designing and implementing a comprehensive marketing mix 
within the banking industry, particularly in areas of consumer financing such as car 
acquisition. 

Table 3. Summary of partial least squares structural equation modeling (PLS-SEM) path 
analysis and hypotheses testing 
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Satisfaction 

H1 
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1 
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1 
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03

2 

9.
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1 

0.
00
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Yes 

Product -> 
Satisfaction 

H1a 
0.

34
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33

9 

0.
03
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10
.5

85
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00
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Yes 

Price -> 
Satisfaction 

H1b 

0.
32
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0.
32
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0.
03

2 

10
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52
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00
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Yes 

Place -> 
Satisfaction 

H1c 

0.
35

7 

0.
35

7 

0.
02

9 
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.4

44
 

0.
00
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Yes 

Promotion -> 
Satisfaction 

H1d 

0.
35
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35
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02
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34
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00
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Yes 

People -> 
Satisfaction 

H1e 
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0.
00
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Yes 

Process -> 
Satisfaction 
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0.
30

1 

0.
30

1 

0.
03

2 

9.
54

1 

0.
00

0 

Yes 

Source: Outputs of Smart PLS V3. 
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Figure 2. Results of the path analysis and hypotheses testing 

Source: Outputs of Smart PLS V3. 

5. DISCUSSION 

The purpose of this section is to interpret the findings of the study and relate them to 
the existing literature. This discussion highlights the significance of each dimension of the 
banking marketing mix (7Ps) in influencing customer satisfaction, with specific insights 
drawn from the case of Al Salam Bank’s car financing services. 

5.1. Impact of the Banking Marketing Mix on Customer Satisfaction 

5.1.1. Product 

The findings indicate a significant positive relationship between the product element 
and customer satisfaction (β = 0.340, p = 0.000). This aligns with previous studies that 
emphasize the role of innovative and tailored financial products in enhancing customer 
experiences (Wahab, Mufti, Kamal, Parvaiz, 2016). Al Salam Bank's efforts to provide  
a diverse range of car financing solutions and continuous improvement of services appear 
to address the specific needs of its customers, particularly in a market where Islamic 
finance principles play a critical role. 
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5.1.2. Price 

Price emerged as one of the strongest predictors of satisfaction (β = 0.322, p = 0.000), 
highlighting the importance of competitive and flexible pricing strategies. This result 
corroborates findings by Amin and Fontaine (2011), who argue that customers in Islamic 
banking are highly sensitive to pricing fairness and transparency. Al Salam Bank’s flexible 
payment plans and value-driven pricing align with customer expectations and significantly 
contribute to satisfaction. 

5.1.3. Place 

The accessibility and convenience of Al Salam Bank's services demonstrated  
a substantial impact on satisfaction (β = 0.357, p = 0.000). This result supports research by 
Mainardes and Nossa (2020), who emphasize the importance of multichannel service 
delivery in banking. Customers benefit from both physical branch accessibility and digital 
channels, which enhance convenience and service reliability. 

5.1.4. Promotion 

The promotional strategies employed by Al Salam Bank were found to have a notable 
influence on satisfaction (β = 0.353, p = 0.000). This is consistent with the findings of 
Hermawati (2022), who highlighted the role of effective communication in raising 
awareness and building trust. Targeted promotional campaigns that emphasize the bank's 
ethical principles and value-added services play a significant role in engaging customers 
and fostering satisfaction. 

5.1.5. People 

The People element, encompassing the skills, responsiveness, and professionalism of 
bank staff, also exhibited a significant positive effect on satisfaction (β = 0.360, p = 0.000). 
These findings align with Parasuraman et al. (1988), who stress the importance of human 
interaction in delivering high-quality banking services. Al Salam Bank’s emphasis on 
employee expertise and customer-centric service contributes to building trust and 
improving overall satisfaction. 

5.1.6. Process 

The Process element emerged as the most influential factor (β = 0.304, p = 0.000), 
underscoring the importance of efficient and transparent procedures. This result aligns with 
Zeithaml et al. (2005), who argue that streamlined processes enhance the customer 
experience by minimizing delays and simplifying complex financial transactions. Al Salam 
Bank’s focus on digital solutions, quick approvals, and clear documentation processes 
ensures a smooth experience for customers seeking car financing. 

5.1.7. Physical Evidence 

The role of physical evidence, including the bank’s infrastructure, technology, and 
service environment, was also significant (β = 0.301, p = 0.000). This finding supports 
Bitner’s (1992) servicescape theory, which emphasizes the impact of physical surroundings 
on customer perceptions. Al Salam Bank’s modern facilities and welcoming atmosphere 
create a positive impression and contribute to higher satisfaction levels. 

5.2. Theoretical Implications 

This study contributes to the existing literature by providing empirical evidence of the 
impact of the 7Ps of the marketing mix on customer satisfaction in the context of Islamic 
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car financing services. While previous studies have examined individual elements of the 
marketing mix, this research highlights their combined influence, offering a more holistic 
understanding of customer satisfaction in Islamic banking. 

The findings also validate the application of the Customer Satisfaction Theory (Oliver, 
1980) and Service Marketing Theory (Parasuraman et al., 1988) in the banking sector. The 
alignment between customer expectations and the bank’s service delivery underscores the 
relevance of these theories in evaluating satisfaction. 

5.3. Practical Implications 

The results of this study provide actionable insights for bank managers and decision-
makers: 

Product Innovation: Banks should continuously improve and tailor their financial 
products to meet evolving customer needs. 

Competitive Pricing: Offering flexible and transparent pricing plans is crucial for 
building trust and satisfaction. 

Omnichannel Accessibility: Enhancing physical and digital service delivery ensures 
convenience and reliability for customers. 

Promotional Strategies: Effective communication of value-added services and ethical 
principles strengthens customer relationships. 

Employee Training: Investing in staff training ensures that employees deliver 
responsive and high-quality service. 

Streamlined Processes: Simplifying procedures and adopting digital solutions 
enhances the customer experience. 

Physical Environment: Modernizing infrastructure and ensuring a comfortable 
environment improves customer perceptions. 

5.4. Limitations and Future Research 

Despite its contributions, this study has certain limitations: 
The study focused on a single bank (Al Salam Bank) and a specific service (car 

financing), which may limit the generalizability of the findings. 
The sample was restricted to Algerian customers, which may not represent broader 

regional or international contexts. 
Future research could explore: 
The impact of the marketing mix on other banking services (e.g., housing finance, 

investment products). 
Comparative studies between Islamic and conventional banks. 
The role of digital transformation in enhancing customer satisfaction 
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