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ABSTRACT

Themainobjectiveofthispaperistotestthelinkagesamongcustomerrelationshipmanagement
(CRM)practicesandorganizationalperformanceinPalestinianbankingsector.Thisresearchrelied
onanonlinesurveywhichwasdesignedforgatheringthedatafromseveralemployeeswhoserve
inbankingsector.Atotalof223responseswereconsideredvalidfordataanalysisusingSPSSand
partialleastsquareapproach(PLS-SEM).Overall,thefindingsverifiedthatcustomerorientationand
CRMorganizationhavesignificantpositiveeffectsonorganizationalperformance.Theoutcomes
alsoconfirmedthatCRMtechnologyandknowledgemanagementplayimportantrolesinaffecting
organizationalperformance.Thesefindingsrevealthatthecurrentbusinessenvironmentrequires
organizationstocontinuouslymonitorandmanagecustomerrelationshipseffectivelyforachieving
theirlong-rangeobjectivesandrespondingtoemergingchallenges.
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INTROdUCTION

Currentlyinmodernbusinessenvironmentsandchallengingscenarios,theemphasisonmaintaining
customershasbeenregardedasthekeystrategythatshapesallmarketingprograms.Inrelationtothat,
customerrelationshipmanagement(CRM)hasemergedasacrucialmarketingstrategyforachieving
businessobjectives(Karakostas,Kardaras,&Papathanassiou,2005).Heinrich(2005)indicatedthat
buildingsuccessfulcustomerrelationshipsenablesanorganizationtoimproveitsbusinessportfolio
andfacetheintensecompetitionwhicharisesfromlocalandinternationalrivals.Theideaabout
CRMhasbasicallyemergedfromtheoryofrelationshipmarketingwhichcanbeconceptualizedas
theprocessofbuilding,improving,andcontinuouslymaintainingsuccessfulrelationalexchanges
withcustomersinanattempttoachievethedesiredperformanceoutcomes(Palmatier,2008).Sin,
Tse,andYim(2005)conceptualizedCRMasacomprehensiveprocessandstrategywhichisbasically
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designed tohelpanorganization in identifying,obtaining,maintaining, andnurturingprofitable
customer relationships. The key principle ofCRM is centered onknowing and providing better
customervalue than competitors through the integrationofprocess, technology, and individuals
inthevaluechainactivities.Ingeneral,CRMrepresentsanessentialorganizationalprocesswhich
providesanorganizationwithagreatercapabilitytobuildlongtermcustomerrelationshipsandkeep
theirvaluesonthelongterm(Srivastava,Shervani,&Fahey1999).

Knowinghoworganizationscanbenefitfrombuildingsuccessfulcustomerrelationshipsisvery
necessaryforbothscholarsandmarketingmanagers(Payne&Frow2005).Paststudiesthoughtabout
customer relationshipmanagementasprofoundly reforming theareaofmarketingandemerging
asacomponentofthenewprevailinglogicsofmarketing(Bolton,2004;Buttle&Maklan,2019).
Researchers have declared that when an organization focuses on leveraging profitable customer
relationships,itwillhavegreaterabilitiestobuildandsustainitscompetitivenessinhighlydynamic
markets (Mithas, Krishnan, & Fornell, 2005; Ryals, 2005). Moreover, Payne and Frow (2005)
suggestedthat,“CRMprovidesenhancedopportunitiestousedataandinformationtobothunderstand
customersandco-createvaluewiththem.Thisrequiresacross-functionalintegrationofprocesses,
people,operations,andmarketingcapabilitiesthatisenabledthroughinformation,technology,and
applications.”Forthatreason,accumulatingthefeedbackofcustomersthroughtheacquisitionof
importantdataandusingitintheCRMsystemenablesanorganizationtoobtainin-depthinformation
aboutcustomers’needsandexpectations.Theseinsightsrepresentavaluableapproachforidentifying
existingissuesanddevelopingorganizationalproductsorservicestosatisfysuchneeds.

Overall,thegrowingcompetitionsamongalltypesofbusinessinvariousregionsoftheworld
hasurgedmarketingpractitionersandacademicianstoclearlyunderstandhowcustomerrelationships
canbemaintainedandtheperformanceofanorganizationcanbeenriched.However,theavailable
empiricalliteratureoncustomerrelationshipmanagementhasnotclearlyindicatedhowitcanbe
measuredandwhatelementsexplicitlyconstitutetheprocessofCRM.Accordingtocertainscholars
(Al-Dmour,Algharabat,Khawaja,&Al-Dmour,2019;Shugan,2005),furtherresearchisrequiredto
comprehendtheassociationamongCRMandtheperformanceoforganizations.Similarly,Reimann,
Schilke,andThomas(2010)outlinedthattheCRM’seffectonorganizationalperformanceremains
unclearanddifferentresearchesyieldeddifferentoutcomes,dependingonthecontextofresearch,
measurementofCRM,andotherculturalfactors.Inadditiontothat,thereareverylimitedstudies
regardingCRMandorganizationalperformance linkages incontextofdevelopingcountries like
PalestineandtheMiddleEast(Kebede&Tegegne,2018).Somescholarsrecentlycommentedthat
CRMhasrarelybeenstudiedinIslamicbanks(Lebdaoui&Chetioui,2020).Consequently,thispaper
ismainlyconductedforinvestigatingthelinkagesamongvariousdimensionsofcustomerrelationship
managementandorganizationalperformanceinPalestinianbankingsector.Thefollowingsections
presenttheliteraturereviewforthisstudy,followedbyisthemethodology,analysisofresults,and
itendswiththeconclusionandfutureresearchsuggestions.

LITERATURE REVIEw

Organizational Performance
Organizationalperformancerepresentsoneof theforemostresearchedtopicsinbusinessdomain
andhasattractedtheattentionsofresearchersoverpastdecades.Ithasbeenconsideredtheeventual
dependentvariableformanyresearcherswhoconductstudiesinthefieldofmanagement.Thegrowing
competition among businesses for attracting customers, improving their inputs, and maximizing
theircapitalresourcesmakeorganizationalperformancevitalforsurvivingandsucceedinginthe
contemporarybusiness.Lietal.(2006)conceptualizedorganizationalperformanceasanorganization’s
evaluationbasedonitsabilityinachievingitsfinancialandnonfinancialgoals.Asthecompetition
betweencompaniesinvariousindustriesandbusinessmarketshasbeenincreasingintherecentyears,



 

 

14 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/an-exploration-of-the-effect-of-customer-

relationship-management-on-organizational-performance-in-

the-banking-sector/282716

Related Content

Model for Antecedents of Attitude and Price on the Purchase Intention of

Consumers and Trade of Counterfeit Luxury Products
Ghulam Muhammad Kundiand Yasir Hayat Mughal (2021). International Journal of

Customer Relationship Marketing and Management (pp. 17-30).

www.irma-international.org/article/model-for-antecedents-of-attitude-and-price-on-the-purchase-

intention-of-consumers-and-trade-of-counterfeit-luxury-products/287763

Privacy and Trust in Online Interactions
Leszek Lilienand Bharat Bhargava (2009). Online Consumer Protection: Theories of

Human Relativism  (pp. 85-122).

www.irma-international.org/chapter/privacy-trust-online-interactions/27732

Key Challenges of E-Government Adoption in Less Developed Countries:

The Case of Saudi Arabia
Raja Yahya Al Sharief (2012). International Journal of Customer Relationship

Marketing and Management (pp. 31-39).

www.irma-international.org/article/key-challenges-government-adoption-less/74360

Apichatpong Weerasethakul's Primitive as a Model of an Expanded Narrative
Milagros Expósito Barea (2020). Handbook of Research on Transmedia Storytelling,

Audience Engagement, and Business Strategies (pp. 76-89).

www.irma-international.org/chapter/apichatpong-weerasethakuls-primitive-as-a-model-of-an-

expanded-narrative/253384

Role of European Automotive Supplier Integration in New Product

Development
Chanan S. Syanand Anthony S. White (2011). International Journal of Customer

Relationship Marketing and Management (pp. 1-25).

www.irma-international.org/article/role-european-automotive-supplier-integration/56121

http://www.igi-global.com/article/an-exploration-of-the-effect-of-customer-relationship-management-on-organizational-performance-in-the-banking-sector/282716
http://www.igi-global.com/article/an-exploration-of-the-effect-of-customer-relationship-management-on-organizational-performance-in-the-banking-sector/282716
http://www.igi-global.com/article/an-exploration-of-the-effect-of-customer-relationship-management-on-organizational-performance-in-the-banking-sector/282716
http://www.igi-global.com/article/an-exploration-of-the-effect-of-customer-relationship-management-on-organizational-performance-in-the-banking-sector/282716
http://www.irma-international.org/article/model-for-antecedents-of-attitude-and-price-on-the-purchase-intention-of-consumers-and-trade-of-counterfeit-luxury-products/287763
http://www.irma-international.org/article/model-for-antecedents-of-attitude-and-price-on-the-purchase-intention-of-consumers-and-trade-of-counterfeit-luxury-products/287763
http://www.irma-international.org/chapter/privacy-trust-online-interactions/27732
http://www.irma-international.org/article/key-challenges-government-adoption-less/74360
http://www.irma-international.org/chapter/apichatpong-weerasethakuls-primitive-as-a-model-of-an-expanded-narrative/253384
http://www.irma-international.org/chapter/apichatpong-weerasethakuls-primitive-as-a-model-of-an-expanded-narrative/253384
http://www.irma-international.org/article/role-european-automotive-supplier-integration/56121

