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Abstract : 

The aim of this study is to understand the importance of quality of the Gulf Bank Algeria 

website in clients satisfaction, through analysing the main aspects of the website quality such 

as (content, design, organization, easiness of delt). 

In order to achieve the study objective, 80 forms were distributed to the Gulf Bank Algeria 

clients in the state of Guelma. Different statistical technics were used in the social science 

software packages (SPSS.V20), to represent and analyse the results of collected data, then 

testing the study hypothesis.  

The study reached a number of results, the most important are: the existance of statistical 

influence in the website quality espects (content, design, organization, easiness of delt) in 

achieving the client satisfaction of Algeria Gulf Bank  Guelma agency. In addition, the results 

showed non-diffrences in the influence of website quality aspects on achieving the client 

satisfaction to demographic factors (Sex, Educational level, duration of dealing with the bank 

and duration of using the website of the bank). 

Keywords: Quality, website, Quality of the website, dimension of the website quality, Clients 

satisfaction, Gulf Bank Algeria. 


