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The aim of this study was to investigate the impact of marketing effectiveness review on marketing 

performance at Banque du Crédit Populaire Algérien, Biskra Agency. On one hand, the study aimed to 

conduct a field study within the organization, where a random sample of employees from Banque du Crédit 

Populaire Algérien was selected. To achieve the study objectives, a questionnaire was designed as a data 

collection tool, and appropriate statistical tests and tools were used within the Statistical Package for the 

Social Sciences (SPSS, Version 20). The questionnaire was distributed to all employees of Banque du 

Crédit Populaire Algérien, and 31 valid questionnaires were collected for analysis. The field study took 

approximately one week. 

The study found several results, the most important of which is that marketing effectiveness review, with 

its various dimensions (customer philosophy, organizational integration, marketing information, strategic 

orientation), has an impact on the marketing performance at Banque du Crédit Populaire Algérien, Biskra 

Agency. The study recommends the importance of enhancing the understanding of marketing performance 

and conducting marketing effectiveness reviews in today's organizations through increasing employee 

awareness, holding conferences, conducting training and cultural courses. Furthermore, organizations 

today should give significant attention to marketing performance due to its positive effects on all levels of 

the organization. 

Keywords: marketing performance, marketing effectiveness review, marketing review, Banque du 

Crédit Populaire Algérien. 
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