Deanship of Graduate Studies

Al-Quds University

The role of Customer Relationship Management: An
approach to competitive advantage in the banking

sector.

Nancy Soud Sa'ad Aldeen Al-Alami

M. A. Thesis

Jerusalem — Palestine

1441 /2020



The role of Customer Relationship Management: An

approach to competitive advantage in the banking sector

Prepared by:

Nancy Soud Sa'ad Aldeen Al-Alami

B.A: English Language and literature / Birzeit University /

Palestine

Supervisor: Assoc. Prof. Ibrahim M. Awad

A thesis Submitted in Partial Fulfillment of
Requirements for the Degree of Master of Sustainable
Development / Organization Development and Human

Resources Development from the Faculty of Graduate
Studies at AlI-Quds University.

1441 /2020



Al-Quds University
Deanship of Graduate Studies
Sustainable Development Institute

Thesis Approval

The role of Customer Relationship Management: An approach to

competitive advantage in the banking sector

Prepared By: Nancy Soud Sa'ad Aldeen Al-Alami
Registration No.: 21611954

Supervisor: Assoc. Prof. Tbrahim M. Awad
Master thesis submitted and accepted, Date: 25/01/2020

The names and signatures of the examining committee members are as
follows:

1. Head of committee: Assoc. Prof. Ibrahim M. Awad Slgnatureﬁzl%u

2. Internal Examiner: Prof. Mahmoud Ja'fari Slgnature[ %

3. External Examiner: Assoc. Prof.Abdallah Hassouneh Slgnatm:ef.ﬁﬂ.::, ..,L_,V;_

Jerusalem — Palestine

1441 /2020




Dedication

adudl 5 83Lal) Adde il A (p daaa ., aSY) alead) g Al Y gl
To the greatest profit" Mohammad”
dl,.\au:wa&l.n\ Sl 99 (ralad) Cpal) S 3 g gl )

wiJMJQAuJ\c.{ghﬂ.)&&Auﬂ ‘g.:iﬁ)dﬁéﬁ\‘;u‘\),ﬁjcéj\ﬂ&\gﬁ
41!\@55&5“ c*b\ﬁé\

To my beloved and dear father and mother, the light of my path,
who give without limits, whom I’m proud of

mEAl S Nl M 4 Q8
Guaad) aid) jathk A
Ty lbl) A8 ) bl AT
To my beloved brother Taher
To my beloved sister Enas
A ¢l e A Alean g e ALB G Ja g e 4l e Sl pdal giall sy gaal
asles Gl i ) e W) 9t ¥ g Yha AL Y a s

I hope Allah the greatest to accept my simple report and keeping
it record to the end day, in which nobody benefits anyone else but
who comes with clean and clear heart.

With all my love and respect

Nancy Soud Sa’ad Aldeen Al-Alami



PNEQ ISPERg [P JPown
In the Name of God, the Compassionate, the Merciful
(aSad) adad) ef o) Eale L ¥y Ul ke ¥ a1 41)

aadaall dl) 33a
(32) 4Y1 55l 5. s

They said: "Glory to Thee, of knowledge we have none, save what Thou Hast
taught us: In truth it is Thou Who art perfect in knowledge and wisdom.

(O Gl g 40 5° a1 i ol g a5l Gl 20 B3)

(11) Y Adkadl) 5 ) g

Allah raises up in ranks those who believed among you and those who have

been given knowledge. Allah is aware of what you do.



Declaration:

[ certify that this thesis submitted for Master Degree, is the result of my own research, except
where otherwise acknowledged, and that this study (or any part of the same) has not been
submitted for a higher degree to any other university or institution.

Signed: cwu;j A | -Alava.

Nancy Soud Sa’ad Aldeen Al-Alami

Date: 25\01\2020




Acknowledgements

I thank Allah the greatest for all his good and help.

I would like to express my deepest gratitude to my supervisor, Dr. Ibrahim M. Awad, who
suggested the subject of my thesis and who made great effort to guide me throughout my
studies. This project would not have been possible without his continuous guidance and

support.

I would like to express my deep appreciation to Dr. Sabbah Al-Alami who contributed and

encouragement me during my thesis.

I would like to thank and express my appreciation to my colleagues in work and study. |
would like to express my appreciation to all doctors taught me during my study. I gratefully

acknowledge the help and the encouragement of my colleagues and my faithful friends.
To all who scarified with their bloods and soils for beloved Palestine.

Last but not least, I would like to extend my thanks to my father and my mother for their

enthusiasm and support that cheered me up when my spirit lagged and my eyes blurred

My deepest and unending thanks go to my brother Taher, my lovely sister Enas, my brother

in law Faris, and my nephews Anis & Saif for their kind concern and encouragement.

il



Abstract:

This study tackles the role of Customer Relationship Management (CRM), and its supporting
elements in gaining a competitive advantage in the banking sector of Palestine. This thesis
tries to investigate the existing role of CRM as a tool to gain competitive advantage in the
banking sector in Palestine. Moreover, this thesis studies and analyze the significant
differences between the different types of banks in Palestine which are: local, Islamic local
and foreign banks, in implementing the role of CRM and its supporting elements which are
marketing, information technology, customer service and quality to enhance a competitive
advantage. The study sample included 8 banks working in Palestine. A combination of
descriptive-explanatory and empirical analysis was used in this thesis. The primary data was
collected by questionnaires which were randomly distributed over 94 general managers,

managers, and head of departments.

The results of the research show the significant relationship between the role of CRM and
competitive advantage. Moreover, the study shows that the implementation of CRM and its
supporting elements helps in building long-term relationship with customer. Furthermore, the
study shows that there are no significant differences between the types of banks in terms of
implementing information technology, quality, and customer service to gain a competitive
advantage. However, there is a significant difference in terms of marketing between local and
foreign banks. On the other hand, the study reveals that banks have to concentrate and

develop their adoption of the competitiveness generic strategies.

The study recommends that banks in Palestine must consider a full scope of the successful
CRM system by developing the management of customer’s relations by attracting new
customer and maintaining the relations with current customers. Also, banks have to
concentrate on providing unique and innovative services and products to gain competitive
advantage. Moreover, banks have to emphasize on the development of information
technology, customer services, and quality which affects the overall performance and
profitability. On the other hand, banks have to emphasizes more on adopting competitive
generic strategies. Furthermore, banks have to invest more in enhancing the employee’s
knowledge and experience to be fully utilized about the CRM and competitive advantage

elements.
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