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Abstract

The aim of this thesis is to identify the role of customers’ satisfaction in mediating the
impact of customer relationship management (CRM) on long-term customers’ loyalty in the
banking industry in North West Bank- Palestine. It uses the analytical descriptive methodology
to address the problem, answer questions, and study hypotheses. The researcher identifies the
population in this study for the banking industry in the North West Bank, around 1,960
employees working in these banks, either local or foreign banks. The researcher uses a stratified
random sample which has been calculated based on (Morgan, 1970) equation; the sample size

is 322 employees (male and female).

The researcher used the survey questionnaire as the main thesis instrument which
consists to many sections: section (1) is the Demographic variables (sex, marital status,
qualification, age, bank, position, and years of experience). Section (2) is Customer
Relationship Management; this section has five dimensions (service quality, customer’s
database, employee’s behavior, solving customer’s problems, and CRM system integration),
with a total of 45 items. Whereas Section (3) measures the customers’ satisfaction, it consists

of 12 items, while the last section is long-term customers’ loyalty with a total of 11 items.

This study achieved many results, the main results are: there is a high level in
implementing the CRM concept, customers’ satisfaction and long-term customers’ loyalty. The
study showed that these three concepts (CRM, customers’ satisfaction, and long-term
customers’ loyalty) play a significant role in the banking industry in the North West Bank. On
the side, the study showed that there are strong positive relationships between CRM with its
five dimensions (service quality, customer’s database, employee’s behavior, solving

customer’s problems, and CRM system integration), customers’ satisfaction, and long-term
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customers’ loyalty. In addition, the study explains through the path analysis test that there is
no role for customers’ satisfaction in mediating the impact of customer relationship
management on long-term customers’ loyalty in the banking industry in the North West Bank-
Palestine. Further, the analysis showed that CRM system integration has a positive direct effect
on long-term customers’ loyalty, and the same for customers’ satisfaction on long-term
customers’ loyalty. By using the regression analysis, it was determined that there is a direct
impact between (employee’s behavior and CRM system integration) and long-term customers’
loyalty, whereas there is a direct impact between (CRM system integration and service quality)
and customers’ satisfaction. The study proved that the demographic variables created
differences among the respondent’s answers in the role of customers’ satisfaction in mediating
the impact of CRM on long-term customers’ loyalty in the banking industry in the North West

Bank- Palestine.

The study recommended some of the issues that have significant role to assist the
bankers to improve the CRM system in order to attain customers’ satisfaction and loyalty; the
following are some of it: Bankers need to investigate why male employees were more effective
in service quality than females in their banks. Besides, do male employees gain more training
programs than female employees, or do they have interest and attention in providing better
services for customers than females? The researcher recommended that local banks need to
improve their capabilities to enhance the service quality and employee’s behavior level, and to
update the customer’s database with the recent systems and technologies, in order to provide
better service for customers that is appropriate to their needs through the gathering of accurate
information about them and by building a strong relationship with customers. On the other side,
local banks are advised to keep their efforts to maintain their relationship with its loyal
customers. The banks could promote customer retention strategies, by offering higher service

quality levels through making poll results about the service levels provided from the bank itself
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compared with the other banks in the industry. Some of these strategies would anticipate
customers’ behaviors through analyzing their data, so the banks will be aware and in tune with
the new customers’ trends and how they could be applied using the available technology,
applications, systems, and the qualified human resources to apply these changes on the banks
policies and strategies. By following up and watching the customers’ data, the banks will be
able to handle and respond to any change in the customers’ behaviors and their needs and know
how best to satisfy their needs with the least cost. Customers’ loyalty program could be applied
to improve the customers’ perception toward the banks with a positive image. The banks were
also advised to periodically review the customer’s problems and complaints to avoid any
similar problems because of its significant role on the banks’ reputation; the researcher clarified
that customers’ have a high interest in the banks role by dealing with their problems seriously
and effectively on time and avoiding similar problems in future, so banks positive reputation
has a most significant role to sustain the bank image in front of their customers and to trust

their ability to solve their problem in private and effective ways.

The researcher recommends that the banks keep effective communication between the
CRM system and customers due to high turnover of relationship managers in the banks;
customers’ desire concurrent and alternative communication channels with their banks in the
absence of the relationship managers who have the responsibility in handling the customers’
accounts services; therefore, banks are advised to enhance their online customer service centers
because this method will keep a focus on the customers’ needs and track their online request
orders in an efficient way, thus creating secure feelings among customers that the banks are
highly interested in following up their requests on time and with suitable methods; this

procedure will attain and sustain the trust channels between the customers and the banks.

10
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CHAPTER 1
INTRODUCTION

1.1 Background

Customer relationship management (CRM) is a concept for managing the company’s
interactions with customers, users and all sales and financial issues. It uses technology to
facilitate and manage the business processes and activities. Thus, CRM is an issue of strategic

business and process rather than a technical one (Dowling, 2002).

CRM is a term that refers to practices, strategies, technologies and a marketing tool that
companies use to manage and analyze customer interactions and data throughout the customer
lifecycle, with the goal of improving business relationships with customers, assisting in

customer retention and driving sales growth (Rouse, 2014).

Customer Profitability systems can be the most powerful basis of a CRM
implementation. Successful CRM programs increased customer loyalty and customer
satisfaction. They have in plentiful instances even increased company revenues (Salawdeh,
2009). The effective CRM application, that enables an organization to easily gather critical
sales and marketing information, not only pays for itself very quickly, it becomes a valuable

resource for improving both the top revenue and the bottom profit lines.

Customer satisfaction is a marketing term that measures how products or services
supplied by a company meet or surpass a customer’s expectation. Customer satisfaction is
important because it provides marketers and business owners with a metric that they can use to
manage and improve their businesses. In a competitive marketplace where businesses compete

for customers; customer satisfaction is seen as a key differentiator (Beard,2014).

14
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Ranade (2012) shows that loyalty defined as a customer continuing to believe that the
organization’s product/service offer is his best option. It fulfills their value proposition

whatever that may be. They take that offer whenever faced with that purchasing decision.

Commitment and vision of the management system is highly required for a successful
CRM implementation. The structure of the strategy should be based on flexibility and explicitly
of the policies especially pricing policies. These factors are very important to increase customer

loyalty and benefit of the firm (Khaligh et al. 2012).

The importance of customer satisfaction in the banking industry can’t be discarded
while the satisfied customers were the free advertising tool for the company. It’s crucial to put
the customer in at the center of the business in the banking industry because it’s easier and
more profitable to sell and serve present customers than finding new ones. The banks in
Palestine are setting themselves strategies to ensure customer loyalty and satisfaction (Mohsan

etal., 2011).

It’s important to recognize that CRM has a long term aim which is to enhance the
quality and to improve the interface with the customers which leads toward customer
satisfaction and loyalty (Haridasan & Venkatesh, 2011). As an example, the Saudi Arabian
telecommunication sector is well known as one of the largest in the Middle East and North
Africa (MENA) region, telecommunication in Saudi Arabia growing very fast likewise in other
countries including Palestine. CRM has been dedicated and utilized to be the most effective

tool for satisfying the customer’s needs (Talet, Shawosh & Al-Saeed, 2011).

The ultimate objective for this thesis is to discover the Role of Customer Satisfaction
in Mediating the Impact of Customer Relationship Management on Long-term Customers

Loyalty in the banking industry in NWB.

15
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This thesis consisted of five chapters, the introduction that discussed the problem
statement of this thesis, research objectives, questions and hypothesis and the significance of
the thesis. The second chapter is the Literature Review which presents the theoretical and the
empirical reviews for the previous studies about the thesis topic, Methodology is the third
chapter that contains data resources, primary and secondary data, thesis instrument, validity
and reliability of questionnaire, conceptual model, the thesis population and sample size and
the data analysis method used in this thesis. Whereas chapter four reflects the analysis results
that are corresponded to the research questions and hypothesis and the last chapter is about the

researcher conclusion and recommendations.

1.2 Statement of Problem

Business owners often concentrate on the improvement of their products and services,
this is one of the basic features of the production concept. Often, they neglect their customer
care and relationship; as a result, many of their customers move their purchasing decisions to
organizations who can serve them better. The problem here is that they fail to understand that
customers’ value, care and concern is far above the product quality. So, companies tend to try
their best as much as possible to satisfy their customers and even attract more besides to

strengthening loyalty (Long, Khalafinezhad & Wan Ismail, 2013).

This thesis tries to address the Role of Customer’ Satisfaction in Mediating the Impact
of Customer Relationship Management on Long-term Customers’ Loyalty in the banking
industry in NWB. The banks vision is to achieve long-term loyalty, profitability and achieving
higher degree of customer satisfaction, and by measuring the current situation there is an
enormous competition between these banks to gain more customers and to increase their market

share in the local market in Palestine (Ismail et al, 2013).

16
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The purpose of this research is to examine the relationship between the CRM

dimensions application, customers’ loyalty and satisfaction.

1.3 Research objectives

The main objective of this thesis is to identify the Role of Customers’ Satisfaction in
Mediating the Impact of Customer Relationship Management on Long-term Customers’
Loyalty in the banking industry in NWB- Palestine. This main objective is divided into sub

objectives as the following:

1. To identify the level of Customer Relationship Management (CRM) in banking
industry in NWB.

2. Toidentify the level of Customers’ Satisfaction in banking industry in NWB.

3. Toidentify the level of Long-term Customers’ Loyalty in banking industry in NWB.

4. To identify the Role of Customers’ Satisfaction in Mediating the Impact of CRM
dimensions (Service Quality, Customers Database, Solving Customers Problems,
Employees Behavior and CRM System Integration) on Long-term Customers’ Loyalty
in the banking industry in NWB.

5. To test the impact of customer relationship management on customers’ satisfaction and
Long-term Customers’ Loyalty in the banking industry in NWB.

6. To identify the role of customers’ satisfaction in mediating the impact of CRM on
Long-term Customers’ Loyalty due to employee characterizes in the banking industry

in NWB.

17
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1.4 Research Questions

The research questions that would be answered in the course of this research work includes
three main questions, the first question has five sub-questions, each sub-question related to a

dimension in the five CRM dimensions.

First question: What is the level of Customer Relationship Management (CRM) in banking

industry in NWB?

The five sub-questions for the first question as follows:

First Sub-Question: What is the level of Service Quality in banking industry in NWB?

Second Sub-Question: What is the level of Customers Database in banking industry in
NWB?”

Third Sub-Question: What is the level of Employees Behavior in banking industry in
NWB?

Fourth Sub-Question: What is the level of Solving Customers Problems in banking
industry in NWB?”

Fifth Sub-Question: What is the level of CRM System Integration in banking industry in
NWB?”

Second Question: What is the level of Customers’ Satisfaction in banking industry in

NWB?

Third Question: What is the level of Long-term Customers’ Loyalty in banking industry

in NWB?”

1.5 Research Hypotheses

In this section, the researcher will present the research hypotheses which consists of Eleven

Hypotheses.

HO-1: CRM doesn’t play a role in the banking industry in NWB.
Ha-1: CRM plays a role in the banking industry in NWB.

18
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HO-2: Customers’ Satisfaction doesn’t play a role in banking industry in NWB.

Ha-2: Customers’ Satisfaction plays a role in banking industry in NWB.

HO-3: Long-term Customers’ Loyalty doesn’t play a role in banking industry in NWB.
Ha-3: Long-term Customers’ Loyalty plays a role in banking industry in NWB.

HO-4: There is no significant difference in the role of customer’s satisfaction in mediating
the impact of customer relationship management on long-term customer’s loyalty due to
employee characterizes (demographic variables) in the banking industry in Palestine.

Ha-4: There is a significant difference in the role of customer’s satisfaction in mediating
the impact of customer relationship management on long-term customer’s loyalty due to
employee characterizes (demographic variables) in the banking industry in Palestine.

HO-5: There is no significant relationship between exogenous and endogenous variables
in the banking industry in NWB.

Ha-5: There is a significant relationship between exogenous and endogenous variables in
the banking industry in NWB.

HO0-6: CRM dimensions doesn’t directly related with each other’s in the Palestinian
banking industry in NWB

Ha-6: CRM dimensions is directly related with each other’s in the Palestinian banking
industry in NWB

HO-7: Customer relationship management dimensions doesn’t directly related with
customers’ satisfaction in the Palestinian banking industry in NWB

Ha-7: Customer relationship management dimensions is directly related with customers’
satisfaction in the Palestinian banking industry in NWB

HO-8: Customer relationship management dimensions doesn’t directly related with long-
term customers’ loyalty in the Palestinian banking industry in NWB

Ha-8: Customer relationship management dimensions is directly related with long-term
customers’ loyalty in the Palestinian banking industry in NWB

HO-9: Perception of Customers’ Satisfaction doesn’t directly related with long-term
customers’ loyalty in the Palestinian banking industry in NWB

Ha-9: Perception of Customers’ Satisfaction is directly related with long-term customers’
loyalty in the Palestinian banking industry in NWB

19
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HO0-10: There is no significant impact of CRM dimensions on Long-term Customers’
Loyalty in Banking industry in NWB

Ha-10: There is a significant impact of CRM dimensions on Long-term Customers’
Loyalty in Banking industry in NWB

HO-11: There is no significant impact of CRM dimensions on Customers’ Satisfaction in
Banking industry in NWB

Ha-11: There is a significant impact of CRM dimensions on Customers’ Satisfaction in
Banking industry in NWB

1.6 Significance of the thesis

The thesis based on the relationship between CRM and Long-term customers’ loyalty
mediated by customers’ satisfaction in the banking sector in NWB is very important because
CRM led to better understanding the customer and satisfying his needs. Therefore, the thesis
will add new value and knowledge to bankers in Palestine regarding the extra value that the

banks can earn through implementation of CRM.

Furthermore, this thesis will in light the bankers on many factors that are significant
to be considered when implementing and designing CRM in their companies and
organizations in order to avoid any excessive investment in CRM without earning significant

reward in return

CRM has emerged as a crucial strategy to identify the profitable banking prospects
and customers, banks has to devote attention and time to enhance account relationships with
customers via customized services, discretionary decision-making, re-pricing, and marketing.
CRM guides banks in classifying the various customer segments according to their
profitability and the business type. One of the major role of CRM is to create a better
understanding of customers’ retention, and also identifying associated risks with customers’

loans; customers’ mostly decide to leave the bank, respond to offers, and default on their

20
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credit. CRM plays a significant role in the banks by aiding them to capture customers’ data
and enhance the accessibility of customer information, thus enabling bank branches to

improve their corporate identity.

The importance of this thesis that most of CRM initiatives tested in many sectors,
telecommunication, banking, healthcare and hospitality industries. This thesis highlighted the
importance of building good relations with customers which could result a better customer

satisfaction and better CRM system management.

21
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CHAPTER I

LITERATURE REVIEW

2.1 Summary of Literature Review

The concepts of customer relationship management and customer gratification are two
intertwined concepts that play a pivotal role in guaranteeing Long Term Customers Loyalty of
the clients especially as relating to the banking industry. Due to the importance of customer
loyalty to organizational performance and sustainability, there is a broad selection of literature
about this concept and its relationship with various constructs of customer gratification and
CRM. Various researchers have conducted an array of empirical investigations on the
antecedents and predictors of customer loyalty and hypothesized that trust, which is a potential
outcome of customer satisfaction, had a stronger effect size as a determinant of long term
loyalty. Using the case of the Palestine’s banking industry, this thesis analyzes the literature in
this field, both theoretical and empirical using a pre-defined thesis model that encompasses
five major elements; service quality, customer’s database, solving problems, employee
behavior and the CRM system integration. The findings show that product performance in
terms of quality and gratification had a smaller effect size on Long Term Customers Loyalty
compared to trust and relationship quality (Pan et al., 2012). On the other hand, relationship
management/marketing potentially plays an essential role in determining the customer’s

loyalty intentions.

2.2 THEORETICAL LITERATURE REVIEW

In this section, the researcher discussed the theoretical parts in this thesis, these parts are
relationship marketing, customer relationship management, Importance of CRM and its

dimensions (service quality, customer’s database, solving customer’s problems, employee’s
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behavior and CRM system integration), long-term customer’s loyalty and customer’s

satisfaction.

2.2.1 Relationship Marketing

Benouakrim & El Kandoussi (2013) defining Relationship Marketing (RM) as a process
through which organizations enhance their customers’ long-term engagement and loyalty;
while Christopher et al. (2013) define RM as an organizational philosophy or value through
which the organization aims to create emotional connections with their customers. On the other
hand, Peck et al. (2013) define RM as a strategic organization that emphasizes customer
satisfaction and intention rather than emphasizing sales transactions, whereas Halinen (2012)
define RM as a set of networks or interactions through which organizations and customer form

long-term relationships by providing exemplary

services and products. Finally, Miquel-Romero et al. (2013) also define RM in terms of a
networks or interactions that generate long-term relationships with customers but, in this case,
add that their interactions lead to the generation of commitment and trust. The researcher
defines RM as sequence of actions starting from establishing connections with customers and
how to keep these customers satisfied by engaging them with the company to create a long-

term loyalty with them.

2.2.1.1 Relationship Marketing Dimensions

Bojei and Abu (2014) note that there are two main dimensions of RM, which they identify
as commitment and trust, with Josiassen et al. (2014) further expounding on the dimension of
trust as a critical condition for successful relationship development between organizations and
their customers. In this case, trust is defined as the belief that each party has in the intentions
of the other party in the relationship, with Josiassen et al. (2014) positing that confidence in

intentions means that customers consider the organization reliable. On the other hand, Payne

23



M. ABU DAQAR 2017 MASTER THESIS

and Frow (2013) and Ria (2012) expound on the commitment dimension, defining it as long-
term ties aimed at ensuring the continued pursuit of customer connections with the goal of
achieving mutual or equivalent exchange; while also introducing the dimensions of retention

and satisfaction.

Huang (2015) and Catoiu and Tichindelean (2012) identifies the main objective of RM as
understanding and appreciating the needs of consumers. In this case, organizations using RM
aim to offer services and products that the customers demand; while also seeking feedback
from the customers in order to satisfy their needs. Appreciation of the clients’ demands, in this
case, involves ensuring that he customers feel that their demands are satisfied and that their
complaints are handled promptly, seriously, and carefully. Goddard et al. (2012), on the other
hand, identifies the main objective of RM as the provision of excellent customer service
through assistance and cooperation; where organizations provide information about the service

to enhance acceptability by the customer.

2.2.1.2 The Importance of RM

RM and customer relationship marketing (CRM) are two concepts of business that are
closely related. However, Wu et al. (2012) argues that CRM should be considered as an
evolution of RM, in which CRM increases emphasis on the customer retention dimension that
is introduced in RM. Bejou and Palmer (2013) and Chirica (2013) agree that RM and CRM are
grounded in the belief that long-term customer loyalty and customer retention are vital to the
organization’s long term success. However, Chirica (2013) focuses on RM and states that RM
is centered on positioning new customers into market segments and marketing the
organization’s products to these segments according to their position in the client life cycle,
while CRM in turn seeks to increase customer retention by further focusing on significant

segments. Bejou and Palmer (2013), in turn, argue that CRM is a more complex form of RM
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that leverages improvements in data retrieval and storage capacities to customize products and

services for specific segments.

RM has a significant relationship with customer satisfaction, with Lo (2012) and Chu et al.
(2012) agreeing that RM is reliant on the acquisition and communication of existing client
needs and requirements, in which they achieve beneficial exchanges. Halinen (2012), in
addition, claims that organizations enhance consumer satisfaction through RM by ensuring that
the relative quality and price of their products meet the customer’s needs and requirements.
Raza and Rehman (2012), along with Jesri et al. (2013), further contend that there is a
significant relationship between RM and customer loyalty since the former focuses on learning
and understanding the customers’ personal needs and tastes; thus, improving brand loyalty.
Sohail (2012) and Coelho and Hensler (2012), also finds a positive relationship between RM
and customer satisfaction, but instead focus on the mediating effect of this relationship on

product loyalty and service loyalty respectively.

This relationship between RM and long-term customer’s loyalty, as well as between RM
and customer satisfaction, play a critical role in enhancing customer retention in the banking
industry. For instance, using RM to improve long-term customer’s loyalty can increase sales
and long-term financial performance; along with improving the retail bank’s competitiveness.
In addition, customer satisfaction as developed through RM increases the customer’s trust and

commitment in the bank, in turn enhancing long-term financial performance.

According to Christopher et al. (2013), relationship marketing focuses on long term
customer engagement and customer loyalty as opposed to individual sales, acquisition of
customers, and other short-term objectives. The main objective of relationship marketing is,
therefore, long term in nature and seeks to create emotionally strong connections between the

clients and the organization’s products with the aim of enhancing ongoing business. Jumaev
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and Hanaysha (2012) further define the various approaches to relationship marketing, including
customer gratification and retention. In relation to satisfaction, relationship marketing is
particularly reliant on acquiring and communicating the requirements of existing clients using
an opt-in system where the customer permits the organization to contact them with the
incentive of achieving a mutually beneficial exchange. On the other hand, customer retention
as an approach of relationship marketing involves the use different methods to ensure pre-
existing customers return for repeat trade through the gratification of customer needs to achieve
competitive advantage over rival companies. Amine et al. (2012) argue that customer retention
in relationship marketing is meant to overcome the ‘leaky bucket theory’, where the business

gains new clients at the expense of older customers.

2.2.2 Customer Relationship Management (CRM)

Customer relationship management is a relatively new concept which emerged in the
1980s; with Saarijarvi et al. (2013b) noting that the early versions of CRM were referred to as
database marketing and mainly consisted of interactions between customers and organizational
staff. Stein et al. (2013) and Nguyen and Mutum (2012b) detail the rise of CRM as
organizations started leveraging the benefits of collecting customer information in order to
better satisfy their customers and enhance customer retention. Nguyen and Mutum (2012b)
also note that during the 90s, more organizations considered customer service as a skill under
continuous evolution that needed further investments. Goddard et al. (2012) claims that CRM
has achieved the potential first seen in the 1980s, enabling organizations to enhance customer
service by customizing their product and service offerings to specific customer segments and

improving customer retention.

Hollensen (2015) and Kumar and Reinartz (2012) identify two fundamental dimensions of

CRM, which are (1) the human dimension and (2) the business dimension; in which the
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human dimension entails the recognition and response to the human needs of the customer, as
well as the incorporation of gratitude and courtesy into customer service. In this case,
acknowledging the concerns of the clients and defusing issues helps to enhance customer
retention. Muther (2012) and Karjaluoto et al. (2014) expound further on five other dimensions
which are service quality, customer’s database, solving problems, employee behavior, and
CRM system integration that entail the identification and satisfaction of business needs and the
balancing of the organization’s need for profitable operations and the customer’s needs for

quality service and products.

CRM, according to Vella and Caruana (2012), involves the management of an
organization’s interactions with its customers through analysis of customer history data with
the aim of enhancing business relationships with the organization’s clients in order to improve
customer retention rates. Peltier et al. (2013) further note that the CRM approach compiles
customer data from various channels of communication including social media and customer
feedback so as to learn about the customers’ needs and how to satisfy these needs. Generally,
CRM entail technologies, strategies, and practices used by organizations to analyze and
manage their interaction with the customers across the entire lifecycle. Khodakarami and Chan
(2014) points out that technologies used in CRM seek to automate processes in diverse areas
such as management and analysis, customer support, marketing, and sales. Moreover, Baran
and Galka (2013) defines the basic dimensions of CRM as the formation and maintenance of
mutual loyalty between customers and the company, constructing customer interaction, use of
direct techniques of marketing, and customer relationship personalization. Basically, these
principles are aimed at increasing the efficiency and reducing costs related to customer

interactions; as well as improving labor efficiency and increasing decision-making speed.
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2.2.3 Importance of CRM in Banking Industry

Customer relationship management has emerged as a crucial strategy for: (1) identification
of profitable banking prospects and customers, while also (2) enabling banks to devote
attention and time to enhancing account relationships with such clients via customized services,
(3) discretionary decision-making, (4) re-pricing, and (5) marketing (Farquad et al., 2012; Vella
et al., 2012; Awasthi & Sangle, 2013). Furthermore, Agariya and Singh (2012) add that CRM
aids banks in differentiating customer segments according to profitability and business; as well
as identifying associated risks with loan applicants, customers most likely to leave the bank,
respond to offers, and default on their credit. Overall, CRM plays an important role in the
banking industry by aiding banks to capture customer data and enhance the accessibility of

customer information, thus enabling bank branches to improve their corporate identity.

2.2.4 CRM Dimensions

Despite the rapid growing CRM literature, the CRM dimensions and their effects on the
customer outcomes need more studies for more results. In the below table, the researcher
focuses on five key CRM dimensions that other researchers found in many industries that these
dimensions significantly enhance customer’s satisfaction and loyalty. The researcher
concluded the various CRM dimensions in the four mentioned industries, from the below table
it is clear that there is a consensus among many researchers to use the below mentioned CRM

dimensions in the banking industry.

28



M. ABU DAQAR 2017 MASTER THESIS
Table (1): CRM Dimensions used in various industries
CRM Banking industry | Telecommunication Hospitability Healthcare
Dimensions industry industry industry
Service |e Chuetal. 2012 e Rahman 2012 Aryee et al. e Wu &Ko
Quality |e Lauetal 2013 2016 2013
o Hafeez & Mok et al.
Muhammad 2012 2013
e Vera & Trujillo
2013
Solving e Steel etal. 2013 e Algahtani & Saba Coyle et al. De Mast &
problems | e Coyleetal. 2012 2013 2012 Lokkerbol 2012
e Aarikka &
Jaakkola 2012
e DeYoungetal.
2013
Customer |e Bahrami etal. e Keramati et al. Wei et al. e Coronel &
Database 2012 2014 2013 Morris 2016
e Peltier etal. 2013a
e Khanetal. 2012
e Moinetal. (2012)
e Moro etal. (2014)
CRM e Nieschetal. 2015 |e Soeini & Jafari Chuang & Lin e Cheng &
system e Li& Mao 2012 2012 2013 Yang 2013
integration | e Zahay et al. 2012 Ku 2014
e Awasthi & Sangle
2012
Employee |e Garrido etal. 2014 |e Abdullateef et al. Kuzu & e OReilly &
Behavior e Alrubaiee 2012 2014 Ozilhan 2014 Paper 2012
e Grigoroudisetal. | Mokhtar 2014
2013
e Adeniji 2013

Source: Researcher

While literature on CRM in the banking industry has grown rapidly in the last twenty years,

there are limited resources on the specific dimensions of CRM implementation in the industry.

However, the broader literature on these dimensions offers a rich resource base to build

principles for CRM implementation in the banking industry. Mok et al. (2013), for example,

identifies the importance of service quality in meeting customer expectations as a vital

dimension of CRM, while Moin et al. (2012) identify customer databases as a crucial resource

to determining customer behavior and attitudes which are in turn help in meeting their
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expectations. Further, Algahtani and Saba (2013) argue that solving the customers and
business’ problem using these databases is a vital dimension of CRM, with. Zahay et al. (2012)
and O'Reilly and Paper (2012) further identifying CRM integration and flexibility in employee

behavior due to such integration as two critical CRM dimensions.

As mentioned on above, and after reviewing many previous studies for many researchers,
the researcher used the below five CRM dimensions (service quality, customer’s database,
solving customer’s problems, employee’s behavior and CRM system integration) to be the

main dimensions used in this thesis.

2.2.4.1 Service Quality

Wu and Ko (2013) describe service quality as the action of satisfying the client by meeting
their expectations and needs related to the product fully including with regard to (1) price, (2)
cost effectiveness, (3) maintainability, (4) reliability, (5) delivery, (6) availability, (7)
appearance, and (8) performance. Further, for services familiar to the customers, enhanced
participation by the customers in delivery of these services results in increased perceptions of
the quality. Aryee et al. (2016) further decompose the service quality concept into five different
variables which are tangibles, reliability, responsiveness, assurance, and empathy. Rahman
(2012) and Mok et al. (2013), in turn, point out that service quality can be determined as the
gap between the perceptions of the customer about the received service and the customer’s
expectations of the same service. However, the use of service quality perception rather than
actual service quality in this model shows that service quality is an attitudinal measure with a
significant association to customer satisfaction, although eh two concepts are not the same. On
the other hand, Chu et al. (2012), Hafeez and Muhammad (2012), Vera and Trujillo (2013),

and Lau et al. (2013) contend that considering service quality as the discrepancy between
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perception and expectation is not sufficient, and that service quality depends on the attitude of

the client towards provided services.

2.2.4.2 Customer’s Database

The customer database is an increasingly essential component of CRM, with Bahrami et al.
(2012), Moro et al. (2014), and Moin et al. (2012) stating that customer databases provide
insights about the behavior and attitudes of customers to the organization; as well as that the
database is the foundation of software used in CRM. In this case, the customer database is
supportive of various CRM strategies including collaborative, analytical, operational, and
strategic CRM. Peltier et al. (2013) define CRM as a collection of information related to the
customer, emphasizing on future opportunities, current opportunities, and historic sales; while
also noting that the customer database is maintained by product managers, channel managers,
sales managers, and other functions important to the CRM function. Keramati et al. (2014) and
Khan et al. (2012), in turn, define various crucial attributes of the customer database including
that it must be sharable, relevant to its purpose, accurate and reviewed in a timely fashion, up-
to-date, transportable to where it is required, and secured from theft and loss. Customer
databases that possess these attributes aid the organization in tracking client information and
forecasting their needs in the future. Finally, Coronel and Morris (2016) and Wei et al. (2013)
state that the customer database should enable organizations to gain additional insight into their
sales activity and to provide better customer service by providing important information needed

to solve the customer’s problems.

2.2.4.3 Solving Customers’ Problems

Algahtani and Saba (2013) argue that CRM and its constituent customer database offer
organizations the opportunity to solve customer problems, specifically by understanding the

organization’s current position through the generation of vital business metrics and
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visualization of key performance indicators. Understanding the business metrics and KPIs
enables the organization to get an overall view of its sales performance and marketing results,
as well as their service resolution standpoint. Steel et al. (2013), DeYoung et al. (2013), and
Aarikka and Jaakkola (2012) further argue that a centralized customer database saves time
when satisfying customer needs by ensuring all information required to satisfy the customer
are in the same place. In addition, CRM also provides a significant tracking system for
customer issues and resolutions, thus enabling the organization to comply with customer
requirements as stated by the client, as well as to sue customer feedback for improvement of
services and products. Further, De Mast and Lokkerbol (2012) and Coyle et al. (2012) also
point out that CRM enables the solving of customer problems by enhancing the accuracy of
opportunity forecasts and the organization’s capacity to solve client issue in the future, while
also increasing the organization’s ability to match product forecasts with customer needs.
Finally, Chan (2015) also states that CRM enhances problem solution by reducing inaccurate

and duplicated client profile data.
2.2.4.4 Employee’s Behavior

According to Abdullateef et al. (2014) and Kuzu and Ozilhan (2014), a vital theme of
contemporary organization involves changing employee behavior as a result of disruptions
caused by the digital transformation and changing customer expectations that require
organization to adapt in order to achieve customer satisfaction. CRM can play a critical role in
driving employee behavioral change, with O'Reilly and Paper (2012) noting that flexible CRM
reinforces and supports employee behaviors required to satisfy customers by enabling the
employees to recognize and value changing customer needs. In this case, CRM enables
organization to consolidate customer information, which can be used to improve the
employees’ knowledge about changing customer needs and attitudes. Mokhtar (2014) further
state that CRM helps employees build trust with their customers, in turn enhancing customer
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loyalty by enabling them keep promises to the customers by reminding the employee about
deadlines and commitments; while also flagging urgent tasks and activities. In addition,
Garrido et al. (2014), Grigoroudis et al. (2013), Adeniji (2013), and Alrubaiee (2012) note that
CRM increases employee responsiveness to customers by providing information needed to
provide prompt answers to customer questions, and also makes employees more proactive by

anticipating customer needs from future forecasts accomplished by the CRM system.

2.2.4.5 CRM System Integration

Cheng and Yang (2013), Awasthi and Sangle (2012), and Zahay et al. (2012) argue that the
primary purpose of CRM is to manage, track, and organize customer conversations, activities,
and information; which in turn aids the organization’s customer service, marketing, and sales
team comprehend their clients better. Soeini and Jafari (2012) further describe the process of
CRM integration, noting that this concept involves the seamless functioning of CRM and the
organization’s website; in which the valuable customer information is brought to the CRM
directly. This integration enables the organization’s sales representatives, for example, to
identify the time customers visited the organization’s website, their search terms, and requested
information. According to Li and Mao (2012) and Niesch et al. (2015), such integration
enhances the organization’s understanding of changing customer habits and preferences with
the aim of developing new products and services to satisfy emerging customer needs, provide
products and services needed by the customer, and improve client retention. Most importantly,
Chuang and Lin (2013) and Ku (2014) argue that effective CRM integration with other function
makes it easier for the organization’s employees to collaborate and share crucial data and
information with one another. CRM integration is also ideal in situations where the
organization requires to manage new project or sales opportunities, as well as to manage

relationships with the customer.
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2.2.5 Long-term Customers’ Loyalty

Customer loyalty refers to an organization’s success in creating and maintaining a long-
term relationship with clients (Lawfer, 2014; Evanschitzky et al., 2012). In this case, one of the
most important objectives of a business is to ensure that customers engage in continued,
preferably profitable, business with the organization. Further, Burke (2015), and Sachs (2013)
define long term customer loyalty as a relationship in which customers provide repeat business
to one organization because of a certain feature in the latter’s product or service despite having
other options. Lowenstein (2014) provides the definition of Long Term Customers Loyalty
from the perspective of brands, stating that loyalty is the commitment by customers to
repurchase a product or service and further advocate for the product through word of mouth.
Martinez and Del Bosque (2013) also define of Long Term Customers Loyalty from the
perspective of repurchase behavior, but further argue that it is the customer’s high relative

attitude to a specific organization or brand.

Long Term Customers Loyalty has several crucial benefits to business organizations, with
Setd-Pamies (2012) and Evanschitzky et al. (2012) arguing that customer loyalty leads to
customers staying with an organization for a longer time and purchasing more products or
services from the organization. Burke (2015) and Malik et al. (2013) in turn posit that
organizations benefit from loyal customer as the latter costs less to serve since they require less
support and are familiar with the product or service. Loyal customers, in addition, also help to
insulate the organization from price wars or competitions, while also acting as ambassadors of
the organization’s brand (Martinez & Del Bosque, 2013; Lawfer, 2014). Finally, loyal
customers also provide the organization with high quality and honest feedback, which can help

improve the organization’s products or services (Blut et al., 2014; Sachs, 2013).
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There are several dimensions of long-term customer’s loyalty covered in research literature,
including (1) affective and (2) logical commitment (Kitapci et al., 2013), (3) decreased loyalty
to competitors (Lawfer, 2014; Burke, 2015; Martinez & Del Bosque, 2013), and (4) repurchase
(Beneke et al., 2012; Sachs, 2013). Other dimensions of loyalty include (5) positive word of
mouth (Lowenstein, 2014) and (6) purchase of other services or products from the organization

(Evanschitzky et al., 2012).

2.2.6 Customers’ Satisfaction

Customer satisfaction refers to the extent to which an organization’s services or products
meet or surpass expectations of the client (Oliver, 2014; Anderson and Dubinsky, 2014).
Further, customer satisfaction is also defined as the percentage of clients whose self-reported
experience of the service, product, or organization exceeds their self-reported expectations
(Hill et al., 2013; Chen et al., 2012; Amin et al., 2013). Further, customer satisfaction also
refers to the extent to which meeting or surpassing the customer’s expectation leads to repeat
purchases by the customer (Jacka & Keller, 2013; Rehman, 2012; Abduh, 2012). Finally, Kaur
et al., 2012, Gazor et al. 2012, Suki et al. 2012 define customer satisfaction as the customer’s
judgment following their experience with consuming the product or service; or the client’s

judgment that the service or product provided is what they expected.

Customer satisfaction plays various important roles in the sustainability and success of
business organizations. For example, customer satisfaction provides organizations with a
leading measure on customer loyalty; repurchase intentions, and advocacy for the product or
organization (Grissemann & Stokburger-Sauer, 2012; Jacka & Keller, 2013). Furthermore,
organizations may also use customer satisfaction as a point of differentiation in competitive
markets especially in promotion activities (Dehgan et al, 2012; Oliver, 2014). Customer

satisfaction also increases the lifetime value of customers as it plays a vital role in determining
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the amount of money generated by the customer for the business; while the costs of retaining
existing customers is also lower than the cost of acquiring new customers (Sun & Kim, 2013;
Sanjuqg, 2014; Saad, 2012). Finally, Customer satisfaction also reduces the potential for
negative word of mouth since unsatisfied customers tend to complain about their experience to
other potential customers, thus harming the organizations or brand’s reputation and sales (Rego

et al, 2013; Hill et al., 2013; Kaura, 2013).

There are several dimensions of customer satisfaction identified in literature including
affective response (Karna, 2014; Grissemann & Stokburger-Sauer), perceived value (Hsu et
al., 2012; Rego et al, 2013), and fulfillment of important needs (Steven et al., 2012). Other
dimensions of customer satisfaction include fulfilling changing or new customer needs (Steven
etal., 2012; Wang, 2013; Graf et al., 2013) and confirmation of beliefs or expectations (Waletr

et al., 2013; Dehgan et al).

2.3 EMPIRICAL LITERATURE REVIEW

In this section, the researcher will discuss the empirical reviews for relationship
marketing, CRM, long-term customer’s loyalty, customer’s satisfaction, CRM and
customer’s satisfaction, customer’s loyalty, CRM and customer’s satisfaction and a summary

for this section.

2.3.1 Relationship Marketing

Relationship management/marketing potentially plays an essential role in determining the
customer’s loyalty intentions. Narteh et al. (2013) investigated the influence of relationship
marketing on loyalty, using multiple regressions and descriptive statistics to test the influence
of relationship marketing on loyalty. The researchers defined six constructs of relationship
marketing namely relational bonds, communication, trust, conflict handling, commitment, and

competence. All six constructs of relationship marketing were determined to have a significant
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relationship with customer loyalty. These constructs of relationship marketing can be used in

improving customer loyalty.

Anabila ate al. (2012) similarly investigated the relationship between relationship
marketing and customer loyalty, but this time with additional focus on the banking industry.
From their results, the researchers concluded that the constructs of relationship marketing
which had the most significant influence on customer loyalty in the banking industry were
communication, commitment, and competence. On the other hand, the relationship marketing
constructs of relational bonds, trust, and conflict handling had a less significant impact on
customer loyalty intentions. The thesis results show that bank management should show actual
involvement and divert resources to issues of relationship marketing, with more focus on

communication, commitment, and competence.

Moretti and Tuan (2014) set out to investigate whether the internet, which is an increasingly
integrated tool in banking, can be considered as a revolution or evolution of relationship
marketing. The researchers determined that organizational decision makers should identify
innovative internet elements such as social media and integrate them into their marketing

policies and strategies, especially in relation to managerial ICT tools.

Kaur et al. (2012), on the other hand, investigated the relationship management concept
from the perspective of customer switching, exploring the extent of switching by customers
and why customers switch banks. Using the relationship marketing model, the researchers
found that trust, satisfaction, and quality have a significant influence on potential customer
switching, with customer gratification having a particularly strong influence on barriers to
customer switching. Thus, banks should increase value addition activities and develop wide-
ranging customer relationships to increase switching complexity, as well as enhance the

customer’s loyalty intentions.
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Further, Brettel et al. (2012) investigated the feasibility of using relationship marketing
efforts to enhance business model performances, in which business model refers to the structure
of an organization’s transactions with other participants of the business model across
organizational boundaries. The results show that the business model’s performance, especially
for businesses centered on efficiency, tends to increase with relationship-centered investments
in the company’s customers or relationship marketing. On the other hand, improvement of the
performance of business models with more novelty-based operations requires lower levels of

relationship marketing investments.

2.3.2 Customer Relationship Management

Meadows and Dibb (2012), noting that the implementation of CRM can be problematic
despite its widespread use in the management of client data, set out to investigate progress in
the adoption of customer relationship management across different sectors in the services
industry. The researchers used a CRM framework to explore the implementation progress of
CRM with regard to the company, the staff, clients, and available CRM-enabling technology.
The thesis determined several important variations in CRM implementation in different sectors,

finding that CRM was particularly present in the banking sector.

Saarijarvi et al. (2013a) also set out to investigate the current status of customer
relationships management in the service industry, in this case with regard to CRM’s role in
empowering customers and organizations. Noting the lack of adequate investigation of this
issue in current literature, the researchers however argue for the need to shift CRM’s focus
towards the empowerment of clients and away from the over-focus on empowering the
organization. Thus, this thesis shows that data collected through CRM should be used for the

client’ benefit specifically to deepen and lengthen the relationship.
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Nguyen and Mutum (2012a), on the other hand, sought to characterize the advances,
successes, pitfalls and futures of customer relationships management. According to their
findings, there is a significant risk that the customer’s trust perceptions could be depleted if
they perceive that the CRM offerings by the organization are merely exploiting the hem as
customers. As a result, CRM should be implemented and practiced in a manner that benefits

the customer as well as the organization by incorporating issues of trust, honesty, and fairness.

Nguyen (2012) further explores the ‘dark side’ of CRM by investigating the reasons why
customers may perceive CRM programs as unfair and exploitative. The author argues that
customer trust depletion and CRM misinterpretation tend to make the customer feel exploited
by the organization’s unfair CRM schemes. Therefore, organizations should aim to incorporate
trust and fairness in their CRM offerings and schemes as a way of improving their service

quality and subsequently improve the relationship with customers.

Padmavathy et al. (2012), in turn, examined the effectiveness of customer relationship
management in the banking sector, as well as the relationship of CRM and technology-
orientation, reliability, process-driven approach, customer experience, and organizational
commitment. These latter variables were considered as the important constructs of customer
relationship management effectiveness. From the findings, reliability, process-driven
approaches, and organizational commitment were identified as three constructs of CRM
effectiveness with positive influence on customer satisfaction; while reliability had a positive

effect on both customer loyalty and satisfaction.

Giannakis and Boutsouki (2014) further attempted to approximate the extent to which
customer relationship management effectiveness influence potential for customer engagement,
with specific focus on CRM practices reflected on the measures of customer performance. The

findings show that customer affective commitment and overall gratification with the bank are
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significant influences of client willingness to deepen their relationship with the financial
institution. In addition, the financial institution’s presence on social media also has a significant

association with client willingness to engage in social CRM with the bank.

In turn, Yang (2012) examined the impact of service capabilities individually and
interactively on CRM performance in the financial services industry, conducting an empirical
thesis that analyzed bank customers and bank staff as two different samples. From the results,
the researcher showed that CRM effectiveness is positively influenced by marketing
knowledge, information knowledge, and human resources both individually and interactively.
These findings indicate that these three service capabilities will help banks build CRM
association over the long term with the clients, helping banks adapt to the contemporary

environment.

Valmohammadi and Beladpas (2014) also set out to investigate the relationship between
CRM and service quality in the financial services sector, using structured questionnaire
surveys. From the findings, the researchers suggest that bank managers must focus on the
communication construct and implement measures to enhance customer communication while
also obtaining information related to the needs of the client. Further, communication is essential
in implementing and maintaining the bank’s service quality, especially with regards to problem

resolution in the event of service failure.

Muro et al. (2013) investigated the strategic benefits and challenges of utilizing CRM
systems in the banking sector, finding that the use of information and communication
technologies provided personalized service and attention to bank customers. In addition, the
researchers also determined that CRM improves relationships and processes with business

partners (B2B) and also with customers. Most importantly, it was noted that CRM builds long-
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term relationships and loyalty when implemented appropriately, and that CRM is beneficial

investors, employees, and customers because it enhances performance.

Yao and Khong (2012) approach CRM in the banking sector from a different perspective,
investigating whether CRM is still relevant to the banking sector in terms of perceived business
performance and customer satisfaction, arguing that CRM considers customers as
commodities. However, the researchers find a positive association between CRM and
perceived business performance, as well as between CRM and customer satisfaction.
Moreover, the researchers also identify contact, enhancement, and recovery as the three phases
of successful CRM implementation, and that contact and recovery phases are positively linked
to customer retention whereas the enhancement phase enhances customer loyalty and

sentiments.

Finally, Persson and Ryals (2014) explore decision-making on customer relationship
management in the banking industry, as well as whether such decisions are influenced by the
rule of thumb or by analytical approaches. The findings indicated that CRM decision-making
is mainly based on rule-of-thumb heuristics, outweighing such measures as the lifetime value
of customers available in analytical approaches of CRM. This highlights existing CRM

limitations, and the need for more flexibility in CRM practice.

2.3.3 Long-term Customers’ Loyalty

Due to the importance of customer loyalty to organizational performance and sustainability,
there is a broad selection of literature about this concept and its relationship with various
constructs of customer gratification and CRM. Pan et al. (2012) conducted an empirical
investigation on the antecedents and predictors of customer loyalty and hypothesized that trust,
which is a potential outcome of customer satisfaction, had a stronger effect size as a

determinant of long term loyalty. The findings show that product performance in terms of
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quality and gratification had a smaller effect size on Long Term Customers Loyalty compared

to trust and relationship quality.

Amin et al. (2012) examined the factors that contribute to customer loyalty in the service
industry by administering a questionnaire survey to university students. From the findings, a
positive relationship emerged between customer loyalty on one side and perceived service
quality, corporate image, trust, and switching cost on the other. The results also implied that
service quality perceptions by the customer entailed the most significant determinant of

customer loyalty, particularly in long-term relationships.

Wang and Wu (2012), in turn, empirically investigated the role of switching costs,
perceived value, and corporate image on customer loyalty in organizational-client relationship
of different length. From the data analysis, it emerged that corporate image portends a
significant influence on customer loyalty in short term organizational-client relationship, while
customer value portends a significant influence on customer loyalty in longer term relationship.
This thesis highlights the important role of corporate image and customer value in enhancing

loyalty from customers in the longer term.

Guillén et al. (2012) examined the risk of losing customer loyalty in the insurance sector
once the organization cancels the initial insurance policy. Their findings show that customer
loyalty fluctuates over time. Using survival analysis methods where parameters were varied
with time, the authors also found that customer loyalty in short-term organizational-client
relationships depends on the viability of the competition and customer value. However, the
effect of competition and type of product on customer loyalty declines and becomes less

significant with longer-term organizational-client relationships.

Skowron and Kristensen (2012) more specifically investigated the impact of financial or

banking crises on consumer loyalty in the banking sector, as well as any quantitative or
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structural variation in these loyalty changes in developing and developed countries. The results
show that customers in developing countries have lower loyalty levels than those in developed
countries, and that financial crises have a more significant effect on customer loyalty in
developing countries. However, longer relationships with the banks had a moderating effect on

loyalty changes in both developing and developed countries.

Hassan et al. (2012) empirically measured customer loyalty among clients of Islamic
banking, with the aim of determining their long-term commitment. Using data from
questionnaire surveys administered to 125 customers from 20 Islamic banking financial
institutions, the authors found that switching costs, customer satisfaction, customer perception,
trust, and success philosophy had significant influence on Islamic banking-customer loyalty.
These findings indicate that financial institutions offering Islamic banking services should
improve service quality, as well as create more awareness about the quality of these services,

to enhance the loyalty of their customers.

Shainesh (2012) narrowed the focus of customer loyalty to trust, investigating the
underlying mechanisms of trust development and the impact of the customer’s trustworthiness
perception on their intentions of loyalty to the financial institution. The author finds that the
speed and effectiveness of problem solving, benevolence, and competence were significant
influencing factors on the customer’s trustworthiness perceptions. Further, problem solving
and competence were also found to have a significant and positive relationship with loyalty
intentions. Therefore, financial institution should monitor and manage customer trust

perceptions with the aim of reinforcing intentions of loyalty.

Rambocas and Arjoon (2012), on the other hand, investigate customer loyalty among the
millennial generation with particular focus on internet banking. Using the Theory of Diffusion

of Innovation, as well as structural equation modeling, the researchers determine that the most
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important influencing factor of loyalty in internet banking from a millennial perspective was
perceived relative advantage. Moreover, trust and awareness of benefits offered by internet

banking had a moderate impact on customer loyalty in internet banking.

Ariff et al. (2013) similarly focus on internet banking, in this case investigating the
influence of service quality on customer loyalty among online banking customers using
questionnaire surveys administered to 265 internet bankers. From the findings, it emerged that
customer gratification had a significant, positive relationship with loyalty, as well as a
significant mediatory role in the relationship between customer loyalty and service quality.
Furthermore, these findings also showed that proper navigation guidance on internet banking
websites and website aesthetics also have a positive influence on internet banking customer

loyalty.

Ngoc & Ghantous (2013) further investigate the impact of brand perception among
customers on their trust perceptions and loyalty intentions. Additionally, the researchers also
examine the moderating effect that service experience has on the impact of customer
trustworthiness perceptions about the brand and intentions of loyalty. Utilizing a structural
equation model, the researchers found that corporate and functional brand perceptions have a
strong influence on intentions of loyalty. More importantly, trust was identified as a strong

mediating factor of the impact of brand perception and intentions of loyalty.

Rafiq et al. (2013) explored the role played by the quality of relationships between online
retail banks and customers in building customer loyalty, in this case by disaggregating
relationship quality into various constructs namely commitment, trust, and relationship
satisfaction. Using questionnaire survey data and structural equation modeling to determine the

effect of these constructs on customer loyalty, the researchers found that commitment and
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relationship satisfactions positively influenced customer loyalty in the short term. In addition,

trust, through relationship satisfaction, worked to build customer loyalty over the long term.

Finally, Rahmani et al. (2014) explored how the quality of banking organization-customer
relationships, brand perceptions, and commitment affect long-term customer loyalty. The
results showed that the quality of the relationship between the bank and the customer had a
significant association with long term customer loyalty. Further, customer commitment also
positively influenced loyalty intentions as well as the length of customer loyalty intentions.
These findings indicate that relationship management may be an important determinant of
long-term customer loyalty, and that the quality of customer relationships is mainly determined

by trust and satisfaction.

2.3.4 Customers’ Satisfaction

Customer gratification in the banking industry has long been considered as a determinant
of business performance. Kaur et al. (2012) sought to investigate gap between perceived and
expected levels of gratification among banking customers, using t-tests and Gap Analysis
technique to analyze questionnaire data collected from bank customers. The results indicated
that there is a significant chasm between the perception of gratification and the expectation of
gratification among bank customers. This difference was attributed to similar differences

between customer perception and customer expectations about banking service quality.

Chen et al. (2012) delved further into the role of banking service quality in customer
satisfaction, investigating the influence of financial service fairness and quality on banking
customers’ satisfaction. The researchers found that perceptions of service fairness significantly
influence customer satisfaction, while also acting as a surrogate for service quality in

determining perception of value and trust among banking customers, leading to enhanced
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customer satisfaction. Therefore, banks are required to implement practices and policies that

enhance fairness perceptions in order to improve customer satisfaction.

Gazor et al. (2012) also sought to examine the influence of service quality on the
gratification of customers in the financial service industry, as well as the relationship between
service quality perceptions and customer loyalty to financial institution employees and
organizations. An analysis of the questionnaire surveys found that financial service quality was
the most desirable factors among customers in terms of satisfaction. Further, prompt and
effective responses to customer problems were also reported to significantly improve customer

satisfaction, as well as customer loyalty to both banking employees and organizations.

Suki et al. (2012) in turn examined the impact of the service quality dimension on customer
gratification perceptions in the banking industry, more specifically in the electronic banking
sector. Using multiple regressions to analyze questionnaire survey data, the researchers
determined that empathy and responsiveness positively influenced customer gratification in
relation to e-banking services. These results show the importance of enhancing the quality level
of services provided to e-banking customers in order to improve their perceptions of

gratification with the overall banking service offerings.

Amin et al. (2013), in contrast, investigated the effects of customer gratification on
customer loyalty, trust, and image perceptions in the Islamic banking sector; in this case by
comparing customer gratification between Muslim customers and non-Muslim customers. The
findings determined a significant correlation between customer gratification and image
perceptions, image perceptions and trust, and trust perceptions and loyalty for the two
segments. However, there were significant differences in the influence of gratification on
image perception, image perception on trust, and trust perceptions on loyalty between the two

segments.
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Rehman (2012) similarly investigated the correlation between service quality and customer
gratification in Islamic banks of the UAE, the UK, and Pakistan; revealing that Islamic banking
customers in the UK and Pakistan discerned empathy, reliability, and assurance as the most
important determinants of satisfaction, while Islamic bankers in the UAE considered tangible

and assurance as the most important determinants of satisfaction.

Kaura (2013), on the other hand, examined the effect of financial service quality, service
convenience, and perceived price fairness on gratification among banking customers; while
also comparing this relationship in private and public-sector banks. In relation to service
quality, the results showed that information technology and employee behavior had a
significant influence on customer gratification in public banks and private banks. In terms of
service convenience, transaction and access convenience had positive effect on gratification in
both private and public banks. However, there were significant differences in private and public
bank with regard to the influence of post-benefit convenience, decision-convenience, and

employee behavior on customer satisfaction.

Terpstra and Verbeeten (2014) further investigated the association between customer
gratification and customer value and customer servicing costs in the banking industry,
determining a positive relationship between customer gratification and cost of customer
servicing. In addition, there was a positive relationship between customer gratification and
customer value. However, the relationship between gratification and customer value was
nonlinear with higher levels of gratification being profitable only for the more profitable

segment of banking clients.

Abduh (2012), on the other hand, explored customer gratification in the Islamic banking
industry in relation to its influence on the switching intentions and behavior of customers. The

researchers found that four constructs of customer gratification in Islamic banking namely
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costs, accessibility, bank physical appearance, and bank staff significantly influenced the
intention to switch banks. However, the construct of profitability was determined as a less

significant construct in relation to customer satisfaction.

Sanjuq (2014) also investigated the influence of service quality on the gratification of
banking customers in the financial service industry, finding a positive relationship among
responsiveness, empathy, and assurance as service quality constructs; but with no significant
influence on the gratification of banking customers. The results also showed that tangibles had
a positive relationship on customer satisfaction, as well as significant impact on the same, while
reliability was negatively related to gratification but did not influence satisfaction. Perhaps
more importantly, this thesis points out that customer value should always be considered an
important asset to financial institutions, and that the institutions must provide the right services

and products for their customers.

Finally, Saad (2012) conducted a thesis to examine customer gratification levels in
conventional banks against Islamic banks, as well as the association between customer
gratification and demographic variables. From the results, it emerged that customers in both
conventional and Islamic banks were most satisfied with service quality constructs that
included staff efficiency, staff friendliness, and staff competency. Customer gratification
remains one of the most important competitive advantage factors in the banking industry,

whether in Islamic banking or conventional banking.

2.3.5 Customer Relationship Management and Customers’ Satisfaction

One of the major reasons behind implementation of customer relationship management
systems from the discussion above is to enhance customer gratification levels. Moezzi et al.
(2012) set out to investigate whether the implementation of CRM, in this case electronic-CRM,

is effective in the improvement of customer satisfaction, as well as the mechanisms of this
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relationship. The results demonstrated that the implementation of e-CRM positively influences
customer satisfaction, while also determining that the effect of customer relationships

management on customer gratification is moderated by customer service quality perception.

Al-Refaie et al. (2012) examined the factors that link customer gratification and customer
linking capabilities in customer relationship management, investigating the relationship
between service responsiveness, human resources, reliability, customer orientation, content
usefulness, complaint management, and content efficiency. Using structural equation modeling
for empirical analysis, the researchers determined that content usefulness and human resource
had a positive association with responsiveness, while customer orientation and service
responsiveness were positive influences on linking capabilities of the consumer. Thus, content
efficiency, customer linking capabilities, reliability, and complaint management mediated the

relationship between CRM and customer satisfaction.

Nazir et al. (2014), in turn, investigated the influence of customer relationship management
on customer satisfaction, noting that enhancing customer gratification is a significant challenge
that requires long-term planning, which could be accomplished by CRM. The findings revealed
a positive and significant relationship between customer gratification and three constructs of
customer relationship management namely service features, service access, and service quality.
Therefore, businesses can succeed in satisfying their customers by emphasizing on CRM and

more specifically on the mentioned constructs of CRM.

Wang (2013), on the other hand, examined the effects of CRM on the gratification of
residents in a nursing home, as well as the mediating role of service quality in the relationship
between customer relationship management and satisfaction. From the findings, the author
noted that perceived quality of service had a significant and positive influence on the

gratification of customers, while also determining that interaction quality and physical
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environment quality were important mediating factors in the positive effect of customer

relationship management on customer satisfaction.

Rezghi et al. (2014) further investigated the relationship between CRM systems and
customer gratification in the banking industry of an Islamic country, in this case Iran, using
regression methods and inferential statistics to analyze questionnaire data from bank
customers. The findings showed that there was a positive and significant relationship between
customer gratification and four constructs of CRM namely the handling of complaints, service

access levels, service characteristics, and service quality.

Graf et al. (2013) further sought to determine the importance of CRM to customer
gratification levels, this time by investigating the effect outsourcing the CRM function to
external firms on customer satisfaction. Using the transaction costs economics model and
testing it using a managerial sample from the banking industry, the researchers determined that
the real options theory and the firm’s resource-based value potentially help to explain the
emergent relationship between outsourcing of the RM function and the development of
technical uncertainty in the organization. These findings shed further light on the importance

of CRM on customer satisfaction.

Hassan et al. (2015) also examined the impact of customer relationship management on
customer satisfaction, specifically in relation to the effect of CRM in the retention and
gratification of the customer. The results showed that CRM significantly influence customer
satisfaction, with the researchers concluding that a reliable and strong CRM system plays an
essential role in enhancing the organization’ market share. In addition, CRM also helps to
enhance the morale of employees and productivity, while also improving customer knowledge;

all of which add up to higher gratification levels among customers.
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Luo et al. (2012) also determine that customer relationship management results in higher
firm value and also creates customer value, thus enhancing customer satisfaction. According
to the article, firms can create customer gratification and customer value through enhancing
their employee-firm relations and their customer-firm relations. In this case, the researchers
also determine that the relationship between customer gratification and CRM can be mediated
by incentivizing CEOs and firm employees to create customer value and enhance the loyalty
of their customers as a result. Thus, building employee and customer relations mediates

customer satisfaction.

Adalikwu (2012) set out to characterize the implementation of CRM in Taiwanese
commercial banks, to determine the relationship between CRM implementation and client
satisfaction, and to determine the moderating factors of the relationship between customer
gratification and CRM. The result revealed that implementation of CRM is linked to improved
satisfaction, while also finding significant correlation among technological capabilities,
recovery management, and management of contacts with satisfaction. Further, the thesis also
revealed that the three phases of CRM, in this case contact, enhancement, and recovery, were

all important in enhancing customer satisfaction.

Tao (2014) investigated the impact of implementing customer relationship management
systems on improving customer satisfaction, in this case by examining the effect of CRM
implementation on customer gratification in organizations that did not previously have a CRM
system. The findings indicated that the most important factor in improving customer
gratification after implementing a CRM system was the enhancement of means to analyze and
determine the expectations of customers. Further, the author proposes that scientific evaluation

of customer needs as part of CRM helped to improve customer satisfaction.
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Finally, Haumann et al. (2014) conducted a comparative analysis of customer gratification
effectiveness and CRM’s ability to drive the customer’s identification with the firm, as well as
the extent to which the two variables drove customer outcomes with time. The researchers
found that customer identification with the company was positively enhanced by CRM

implementation, and that customer-firm identification drove customer gratification and loyalty.

2.3.6 Long-term Customers’ Loyalty, CRM and Customers’ Satisfaction

The literature search shows that there is a dearth of research on the mediating role played
by customer loyalty on the relationship between CRM and customer satisfaction, particularly
in the banking industry. Goncalves and Sampaio (2012), for example, set out to investigate the
moderating effects of customer involvement and customer-firm relationship length on the
relationship between customer loyalty and customer satisfaction. Age and gender of the
customer had a significant and positive impact on the relationship between customer loyalty
and customer gratification when including repurchase intentions as a construct of customer
loyalty. On the other hand, when repurchase behavior was included as a construct of customer

loyalty, the relationship length was the most important moderating effect on the relationship.

In addition, Qi et al. (2012) examined the effect of customer loyalty and customer
gratification as drivers of lifetime value for customers in the service industry, noting that
research has determined the influence of customer loyalty and gratification on profitability and
customer lifetime value. From an analysis of the questionnaire data, the researcher found that
customer loyalty had a significant influence on customer lifetime value, although customer

gratification had a non-significant effect on customer lifetime value.

Shi et al. (2014) examined the mediatory relationship of customer gratification on customer
loyalty and service quality, in which the latter is one of the important outcomes of CRM. From

the results, it was determined that customer gratification tends to increase the variance of client
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loyalty for customers with a long-term relationship with the organization, while service quality,

which is an outcome of CRM, had differential effects of loyalty and satisfaction.

Eid (2015), on the other hand, sought to identify the dimensions of Muslim customer
perceived value, which was previously determined as an outcome of CRM in Islamic banking,
as well as to examine the relationship among these dimensions of Muslim customer perceived
value, customer loyalty, customer satisfaction, and customer retention. The results showed that
Muslim customer perceived value had a significant relationship with customer retention in the
service industry, while availability of value attributes preferred by Muslim customers also had

a significant effect on customer gratification and loyalty.

Binsar et al. (2014) provide a rare thesis that incorporates loyalty, CRM, and gratification
in its model, seeking to investigate the effects of customer relationship management on
customer satisfaction, as well as the mediating effect of this relationship on customer loyalty
in the service industry. The results determined that customer gratification had a significant
impact on customer loyalty, while customer relationship management was determined to have

a significant and positive relationship with both customer loyalty and customer satisfaction.

Khan and Khawaja (2013) also sought to investigate the relationship of customer loyalty,
customer satisfaction, and electronic-CRM; but in this case also examined the mediating role
of anxiety in this relationship. The findings depicted that electronic-CRM had a positive
influence on customer satisfaction, and that this relationship also helps in developing loyalty
customer loyalty to the organization. However, the authors note that future research should
seek to determine the moderating impact of different construct of customer loyalty on the

relationship between CRM and satisfaction.

Long et al. (2013) also investigated the influence of various factors of customer relationship

management on customer loyalty and satisfaction. The elements of customer relationship
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management identified in this thesis were interaction management, customer service quality,
employee behavior, and relationship development. From the findings, the researchers
concluded that employee behavior was the most important construct of customer relationship
management in the service industry, and that employee behavior had a significant correlation

to customer loyalty and customer gratification compared to the other three constructs.

Baumann et al. (2012), on the other hand, empirically investigated the relationship between
customer loyalty and customer gratification in the retail banking sector using survey
questionnaires to examine customer behavior, perceptions, and attitudes and their role in this
relationship. The researchers found that the customer loyalty-customer gratification
relationship was non-linear, while also determining that switching costs, recent consumer
behavior, and switching benefits also mediated the customer loyalty-customer gratification
relationship. This model showed that banks can profile the loyalty intention of customers, for
example through a CRM system, and use the results to implement strategies to increase

customer satisfaction.

Khan (2012), in turn, examined the influence of customer retention and customer
gratification on customer loyalty, of which customer retention was previously identified as a
potential outcome of CRM system implementation. The results indicated that customer
gratification had a positive and significant impact on customer loyalty, while there was no
significant relationship between customer retention and customer loyalty. The results of this
thesis imply that organizations must manage customer relationships better in order to achieve

competitive advantage, specifically by ensuring customer satisfaction.

Finally, Kumar et al. (2013) explored the relationship between customer loyalty and
customer satisfaction, noting that service industries globally have invested heavily in CRM to

enhance customer gratification in the hope that this will have a positive effect on customer
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loyalty. The authors found that although customer gratification has a positive relationship with
customer loyalty, customer gratification alone has a rather small empirical effect on customer
loyalty. Therefore, this thesis implies that other antecedent, mediating, and moderating
variables could better predict the achievement of customer loyalty rather than relying solely on
customer satisfaction. Most importantly, since the relationship between customer loyalty and
customer gratification could change with time, the researchers propose that future research
should identify other mediating factors in the relationship in order to retain the relationship’s

efficacy.

2.4 Summary

From the literature, it emerges that service quality has a positive relationship with customer
loyalty (Pan et al., 2012; Amin et al.; 2012), but the effect of service quality on customer loyalty
decreases with relationship length with service quality being replaced by relationship quality
(Wang & Wu, 2012). Service quality also has a positive relationship with customer satisfaction,
with Kaur et al. (2012), Chen et al. (2012), Gazor et al. (2012), and Suki et al. (2012) all
identifying a positive relationship between customer perceptions about service quality and

customer satisfaction.

There was limited literature evidence on the relationship between solving customers’
problems and long-term customers’ loyalty. Ariff et al. (2013) determines a positive
relationship between the ability of organization to provide solutions to a customer’s problems
and customer loyalty, while Hassan et al. (2012) and Shainesh (2012) also finds a positive
relationship between an organization’s success in solving customer problems effectively and
promptly and customer loyalty. On the other hand, a positive relationship was identified
between the effectiveness and promptness of solving customer problems and customer

satisfaction (Gazor et al., 2012), and the customer’s perception about the organization’s
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reliability, responsiveness, and trustworthiness in solving their problem and complaints

(Rehman, 2012; Suki, 2012; Amin et al., 2013; Rezghi et al., 2014).

The literature search did not identify any studies that investigated the link between the
presence of a customer’s database and customer loyalty, although Saarijirvi et al. (2013) and
Rambocas and Arjoon (2012) determine a positive but slightly significant relationship between
the use of data collected from customers to customize services and customer loyalty.
Nevertheless, Nguyen and Mutum (2012) and Nguyen (2012) caution that customer databases
must not be used solely for the organization’s benefit since this could make the customers feel
exploited and reduce their loyalty intentions. On the other hand, there was evidence of a
positive relationship between customer databases and customer satisfaction; with Meadows
and Dibb (2012), Kaura (2013) and Sanjuq (2012) finding that information technology and the
subsequent storage of customer data to ease customer convenience has a positive relationship

with customer satisfaction.

The review also determined a positive relationship between CRM system integration and
customer’s loyalty; with Padmavathy et al. (2012) and Giannakis and Boutsouki (2014) finding
that social media and IT-driven CRM integration of functions dealing with customer service
delivery had a positive relationship with customer loyalty intentions. VValmohammadi and
Beladpas (2014) and Muro et al. (2013) also find a positive relationship between the use and
communication of information garnered from disparate organizational functions through CRM
integration with other business functions to personalize customer service and customer loyalty.
In relation to CRM integration and customer satisfaction, Al-Refaie et al. (2012), Moezzi et al.
(2012), Adalikwu (2012), and Hassan et al. (2015) find a positive relationship between the
usefulness of customer linking capabilities, enhanced customer knowledge, and content created

from the integration of CRM and other business units and customer satisfaction.
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Finally, the literature review determined a positive relationship between employee’s
behavior and long-term customer’s loyalty. Shainesh (2012), Ngoc & Ghantous (2013), and
Long et al. (2013) find a positive relationship between the competence of employees, as well
as customer perceptions about employee competence and behavior, and customer loyalty. The
review also determined a positive relationship between employee behavior and customer
satisfaction. Chen et al. (2012), Saad (2012), and Kaura (2013) find a positive relationship
between perceptions of fair employee behavior, along with staff efficiency and friendliness,
and customer satisfaction. Suki et al. (2012), Abduh (2012), and Rehman (2012) find a
similarly positive relationship between empathetic and responsive employee behavior and

customer satisfaction.
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CHAPTER I
RESEARCH METHODOLOGY
This chapter includes and discusses the following topics, research design, data
collection, primary and secondary data, thesis instrument (questionnaire design and the
questionnaire steps), validity and reliability of questionnaire, conceptual model, population of

the thesis, sample size and method of data analysis.

3.1 Research design
The importance of design in a research thesis cannot be over emphasized and this is
because it is used to guard against possible chances of failure in a thesis, this implies that when
an enquiry is conducted, it is necessary and important to anticipate each research problem and
decide on what to do, and then one can increase chances of controlling the research procedures.
In this sense, research design is self-regarding and correction is made into the conduct of

enquiry leading to an improvement and perfection of an integral part of every research effort.

This undoubtedly led to the restriction of this research work to the banking industry in
NWB -Palestine, and their customers due to time and financial constraint. In this part, some
steps in research, which require major attention and consideration during the design stage

because of their relevance in the final outcome of the research.

The purpose of this quantitative research thesis to see what effect that a change in
customer relationship management have on customers’ satisfaction, that is any change in
customer relationship management will also cause a change in long-term customers’ loyalty. It
is aimed at sharing the relationship that exists between customers’ satisfaction in mediating the
impact of customer relationship management on long-term customers’ loyalty in the banking

industry in NWB.
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3.2 Data collection

The data collection to be used within the context of the research questions and

hypotheses. The sources of data collection were the primary sources.

3.2.1 Primary Data: The main source of data to be used in this thesis is the
questionnaire. To facilitate useful information, self-developed questionnaires will be
administered. Questionnaire is one of the most useful tool for data collection which is targeted

the banking industry in NWB, (Foddy, 1993).

Questionnaire: It took the form of printed questions given to bankers in NWB from
both local and foreign banks to answer. Based on the thesis objectives, the questionnaires were
prepared to know role of customer’s satisfaction in mediating the impact of using CRM on

long-term customer’s loyalty in NWB in banking industry.

3.2.2 Secondary Data: These are already existing data that can be easily be gotten from

various sources they can be from journals, bulletins, textbooks, newspapers, periodicals. etc.

3.3 Thesis Instrument

The researcher adopted the following method for this thesis:

3.3.1 Questionnaire Design

The thesis survey questionnaire is consisted into four sections, section one is CRM, in
this section it has five sub-sections, 1) service quality is structured into thirteen items, 2)
customer’s database has seven items, 3) employee’s behavior six items, 4) solving customer’s
problem twelve items and 5) CRM system integration has seven items. Section two is
customers’ satisfactions, it is structured into twelve items, section three is long term customers’
loyalty which has eleven items and the last part is consisted into general and demographic

information about the respondents which has seven variables, the overall items in the first three
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sections is sixty-eight. The questionnaire is a five Likert scale questionnaire except the fourth

section.

3.3.1.1 The questionnaire steps

In order to build an administered questionnaire, the researcher used seven scales for the

seventh dimensions in the questionnaire, each scale in the below table contains the main items

used in this thesis.

Table (2) Thesis questionnaire scale

Variable Dimensions

Scale

Source

CRM Service Quality

Physical facility
Appearance of personnel
Equipment used to provide
service

keeping records correctly
Performing the services at
designated time

Prompt services

Easy accessibility of services
Good information for any
change

Good service for customer
Good relationship between
officer and consumer

Persuraman et

al. (1988)

Customers Database

Database availability
Database essential in
marketing efficiency
Database integration
Easy to obtain customers
information

Using latest technology

Hashem et al

(2012)

Employees Behavior

Dealing sincerely with
customers

Being kind with customers
The employee’s skills

Highly experienced employees
close co-operation

Showing respect to customers

Long et al

(2013)
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Solving Customers

Problems

Understanding customers’
needs

Paying attention to customer’s
problems

Treating problems
confidentially

Handling problems
transparently

Solving problems create
satisfaction

Problems periodic reviews
Problems dealing methods
Enhancing service quality
Prompt response to problems
Effectively handling objective

Hashem et al

(2012)

CRM System

Integration

Proper communication
methods

Offers customization
Automated customer services
Billing system efficiency
Financial system monitoring
capabilities

Foya et. Al

(2015)

Long-term
Customers’

Loyalty

Intention of using current
services in future

More payment for the existing
service provider

Encouraging  others,  the
services to the others

Positive word of mouth for
existing service provider
Recommendation  of  this
service provider to others

Harsandaldeep
Kaur and
Harmeen Soch

(2012)

Customers’

Satisfaction

Personalization

Utilizing technologies in
building relationships

linking technology to business
activities

Handling on time requests
Feeling safe when dealing with
bank

Trusting bank employees
Convenient working hours
Easy access to the bank
Available bank facilities

Sin, Tse and

Yim (2005)
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e Suitable communication
methods with customers

e Suitable banking services

e Easy to reach customers by the
bank

Source: Researcher
3.3.2 Validity of Questionnaire

The Questionnaire passed through many steps before giving the final version to the
target respondents. The questionnaire sent to six evaluators and the researcher supervisor to

evaluate each dimension and its consistency to reach the main objectives of the thesis.

The first draft: the questionnaire was structured into eighty-eight items, fifty-four items for the
CRM variable (service quality eighteen items, customer’s database, employee’s behavior and
CRM system integration consisted of seven items, solving customer’s problems thirteen items),
customers’ satisfaction and long-term customers’ loyalty are seventeen items. The
demographic information consisted of seven parts (sex, marital status, qualification, age, bank
type, position and years of experience). The final draft consisted into sixty-eight items, the

items structured per each dimension as shown in table (3). See Appendix (1 & 2).

Table (3) Questionnaire modification process

Dimension First Final
Modification Modification

(# if Items) (# if Items)

Service Quality 18 13
Customers Database 7 7
Employees Behavior 7 6

Solving Customers Problems 13 12
CRM System Integration 7 7
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Customers’ Satisfaction 17 12
Long-term Customers’ 17 11
Loyalty
Total 86 68

Source: Researcher

The content validity of this instrument for the present thesis was ensured as the CRM
dimensions and items, long-term customers’ loyalty and customers’ satisfaction are identified
from the previous literature and were reviewed by six evaluators participated to test this

instrument.

All evaluators agreed that the mentioned dimensions and items in the questionnaire will

achieve the main research objectives.

3.3.3 Reliability of Questionnaire

Pretesting the questionnaire considered important based on the earlier observations to
pilot test the questionnaire to ensure its reliability. The minimum number of questionnaires in
pilot thesis should be above 10 questionnaires (Fink, 2013). This thesis pretested using a
sample of 30 employees. The questionnaires tested for content forms and construct of reliability
to ensure the conformity with relevant guidelines to ensure the research instrument validity

(MacKenzie, 2003).

This thesis used Cronbach Alpha test to compute the reliability score, it is used for the
instrument before and after the main survey. The test in this thesis was done by distributing 30
guestionnaires to a sample similar to the targeted sample that has similar specification (using
CRM) as a pilot thesis. The thesis questionnaires that were distributed were discussed by the

researcher with the respondents.
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The researcher gave explanations to the respondents in the target places before
answering the questionnaires. Because of these explanations, all the participants were ready
and able to answer the questionnaire. This was intentionally done to achieve the meaning of
data reliability. The acceptable Alpha value that meets the statistical requirement for the
instrument to be characterized as reliable should be equal or above 0.70 according to Travakol

(2011).

The reliability of this questionnaire can be tested as following: Compared with the
suggested 0.7 thresholds, the researcher examined the result of insignificant factor loadings
and low factor loadings. It can be seen that (see table 4) that the p-values are all less than 0.01,
suggesting the all remained factor loadings are all significant. In addition, based on the
threshold suggested by Bagozzi, Yi, & Philhps (1991) that is 0.7 and 0.5 respectively for the
values of reliability and mean of item variance, the result of each construct is shown above its
own threshold, suggesting the reliability and convergent validity are acceptable. Therefore, the

measurement model is proved to be adequate, as shown in Table4:

Table (4): Reliability tests

Construct Items Reliability Result/Pass

Service Quality 13 0.901 Yes
Customers Database 7 0.857 Yes
Employees Behavior 6 0.896 Yes
Solving Customers 12 0.822 Yes
Problems

CRM System Integration 7 0.829 Yes
CRM 45 0.951 Yes
Customers’ Satisfaction 12 0.911 Yes
Long-term Customers’ 11 0.842 Yes
‘Loyalty

Total value 68 0.959 Yes

Source: Researcher

As shown from the above table, validity of the questionnaires was examined by

coefficients correlation and the results for all dimensions were above 0.5, also, reliability of
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the instruments was tested by using Cronbach’s Alpha coefficient and the result was found to

be more than 0.7, the Cronbach’s Alpha coefficient for all dimensions Scale was 0.96.

3.4 Conceptual Model

The overall objective of this thesis is to find out the role of CRM dimensions on long-
term customers’ loyalty mediating by customers’ satisfaction in NWB banks. Banks must
measure the customers' satisfaction level to improve their relationship with the banks that help
to deliver services and products beyond customer expectations in order to retain their existing
customers (Winer, 2001). The conceptual frame work for this thesis is developed from the
above literature review mentioned in above, relying on this framework effective CRM
dimensions is a key ingredient for customer satisfaction. Therefore, the researcher in this thesis

set the conceptual framework to guide his thesis as the follows in figure 1.

Figure (1): Thesis Conceptual Model

CRM
Solving Problems
Customer DB
) 3 Customers ™~ Long-term
Service Quality Satisfaction Customers
Loyalty
Employee
Behavior
CRM System
Integration
Independent Mediator Dependent
Variable Variable Variable

Source: Researcher

65



M. ABU DAQAR 2017 MASTER THESIS

Table 5 shows the variables used on the above model along with its types and the related
indicators per each variable. CRM is the independent variable which consists of five
dimensions, the dependent variable is long-term customer’s loyalty while customer’s

satisfaction is the mediator variable.

Table (5): Research variables and its related indicators

Variables Type Related indicators
CRM (customer relationship Independent Solving problems
management (Exogenous) Customer DB

Service quality

Employee behavior

CRM system integration

Long-term customers’ loyalty Dependent (Endogenous) | --------------------

Customers’ satisfaction Mediator(Endogenous for | -------==nmmnmmnmmne-
CRM, Exogenous for Long-
term Customer’s Loyalty)

Source: Researcher

3.5 Population of thesis

The population of thesis is limited to the employees of the local and foreign banks in
NWB. According to the Palestinian Monetary Authority (2017) there are 15 banks in Palestine,
local and foreign, the number of local banks is 7 and the other is 8 banks. The questionnaire
was limited for the North-West Bank employees (Jenin, Tulkarim, Nablus and Qalgilia). These
banks employ around 7,000, the North-West Bank employees is around 1,960 employees. The

below table shows the banks names and branches.

Table (6): Banks in Palestine

1 Bank of Palestine 45 13
2 Arab Islamic Bank 10 5
3 Palestine Islamic Bank 16 3
4 Palestine Investment Bank 13 2
5 Quds Bank 20 7
6 TNB 9 3
7 Arab Bank 23 8
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8 Cairo Amman Bank 21 6
9 Bank of Jordan 29 6
10 Al-Safa Bank 1 -
11 Housing Bank 12 2
12 Egyptian Arab Land Bank 6 1
13 Jordan Ahli Bank 5 1
14 Jordan Commercial Bank 4 2
15 Jordan Kuwait Bank 2 1

Total 216 60

Source: Researcher

3.6Sample size

The researcher uses stratified random sample, in order to insure the equitable

presentation for all targeted banks in NWB. The sample size of this thesis is identified

according to the following equation (Krejcie and Morgan, 1970):

The minimum sample size (n)

(n) = p% % g% X [z/e%)]2

Where:

n : the minimum sample size required

p% : the proportion belonging to the specified category

q% : the proportion not belonging to the specified category

z : the z value corresponding to the level of confidence required
e% : the margin of error required

The adjusted sample size n is calculated as:
n+ {1+ [n/N]}

Where:

n: the minimum sample size

N: the total population

The minimum sample = 50% x 50%x [1.96/5%]2
= 384.16

The adjusted minimum sample size =384.16 + {1 + [384.16/1,960]}
Sample size = 322 observations
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A number of 322 questionnaires distributed to respondents. A number of 263
respondents out of the total 322 have been retrieved, 33 questionnaires have been discarded
due to the corruption in data, so 230 questionnaires were adopted for the analysis. The response

rate is 81.6%.

3.7 Method of data analysis

The data was analyzed by using the statistical package for Social Sciences (SPSS-
AMOS) version 23. The data were checked for entry errors. The relationship between the
demographic variables and other all dimensions were analyzed by the using parametric tests:
frequency to describe the demographic variable, mean and standard deviation to answer the
research questions, one sample T test, independent T test, and One way ANOVA and LSD tests
to test hypotheses, Pearson correlation test to examine the relationship between endogenous
and the exogenous variables , multi- linear regression to test the significance impact of CRM
dimensions on long term customers’ loyalty and customers’ satisfaction between the
endogenous and the exogenous variables used in this thesis, and Path analysis has been used
by the researcher to examine the conceptual model. One-Sample Kolmogorov-Smirnov test is

used to test the normality of the thesis variables.
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CHAPTER IV

ANALYSIS OF DATA

MASTER THESIS

In order to achieve the main aim of the current thesis, across sectional thesis was

utilized. There are 15 banks with 183 branches from them 52 (28.4%) branches with 1960 bank

employees in NWB were selected. The sample size was 322 participants but respondents

sample size is 263 with 81.6% as a respondent rate (230 questionnaires adopted after filtering

the corrupted ones); and they were selected by using stratified sampling. Also, data was

collected by using Fifth-Likert scale.

This chapter presented the findings of the current thesis as the following:

e Participant profile,
e Research questions,
e Testing Normality,
e Testing hypotheses.

4.1Participant profile

Table 7 recorded the sample data in relation to gender, Marital Status, Qualification, Age,

Bank, Position and Years of experience respectively.

Table (7): Descriptive statistics of demographic variable

Demographic variables Frequency | Percentage
Sex Male 136 59.1
Female 94 40.9
Total 230 100.0
Marital Status Single 94 40.9
Married 134 58.3
Divorce 2 9
Total 230 100.0
Qualification Diploma 18 7.8
Bachelor 202 87.8
Master 10 4.3
Total 230 100.0
Age Less than 25 56 24.3
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25-35 122 53.1
36-45 42 18.3
More than 45 10 4.3
Total 230 100.0

Bank Local 144 62.6
Foreign 86 37.4
Total 230 100.0

Position Administrative 156 67.8
Section head 60 26.1
Manager 12 5.2
Higher 2 9
Total 230 100.0

Years of experience Less than 3 90 39.1
3-6 46 20.0
7-10 68 29.6
More than 10 26 11.3
Total 230 100.0

Source: Researcher

As shown by the above table, out of a total of 230 respondents:

The weight between the Male and Female is 59.1:40.9, which is quite even. (See figure 2)

Figure (2): The distribution of the participants by sex

Respondents Sex %

B Male ™ Female

Source: Researcher

As to the age, the (25-34) group covers the highest weight, that is, 53.1%; while the

category of (over 45), become lowest. The second largest group is the respondents whom ages
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are (less than 25), which covers 24.3%. Given that, the researcher can see the most employees
of banks in Palestine are mainly the young and middle-aged ones from (25-34) years old. (See

figure 3)

Figure (3): The distribution of the participants by age

Respondents Age %

53

4.4

Less than 25 25-35 36-45 More than
45

Source: Researcher

Nearly more than half (58.3%) respondents were married, where as 40.9% of them

single while 4.4% divorced. (See figure 4)

Figure (4): The distribution of the participants by marital status

Respondents Marital Status %

40.9 58.2

-~ 0.9

Iy ay 7
Singl —
nee Married \/

Divorce

Source: Researcher

Subjects were also inquired about their qualifications and 4.4% of them were post graduates
(master), 87.8% were graduates (BA), while remaining 7.8% did diplomas. Therefore, the

percentage of interview with bachelor degree is the highest. (See figure 5)
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Figure (5): The distribution of the participants by qualifications

Respondents Qualifications %

H Diploma mBachelor = Master

4.4%

7.8%

Source: Researcher

Also, two-thirds (62.6%) of the respondents had worked in local banks and only 37.4% had

worked in foreign sector banks. (See figure 6)

Figure (6): The distribution of the participants by banks type

Respondents Banks Type %

M Local ™ Foreign

Source: Researcher

Most interviewees had administrative position (67.8%), nearly a quarter (26.1%) of

them were section head, but 6.2% were managers or higher. (See figure 7).
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Figure (7): The distribution of the participants by position

MASTER THESIS

Respondents Bank Position %

67.8
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Source: Researcher

As to the years of experience, the (7-10) group covers the highest weight, that is, 29.6.1%;

while the category of (more than 10), become lowest (11.3%). The second largest group is the

respondents whom years of experience are (3-6), which covers 20.1%. (See figure 8)

Figure (8): The distribution of the participants by employees work experience years

Respondents Years of Experience %

Source:

39.1
29.6
20
- 11.3
Less than (3-6) (7-10) More
3 than 10
Researcher
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4.2 Research questions
Based on the mean and the standard deviation, this section aims to answer the thesis
questions. Which show the level of Customer Relationship Management and its dimensions,

Long-term Customers’ Loyalty and Customers’ Satisfaction.

To judge on the level of items on the Likert scale the researcher considered that if the mean
of the item (1-2.33) so the level is low, (2.34-3.66) moderate but for high level item its mean

will be (3.67-5.00). (see table 9), (Irigat, 2016).

Table (9): Level of items on the Likert scale classifications

Degree Range
High 5-3.67
Moderate 3.66-2.34
Low 2.33-1

Source: (Irigat, 2016)

To answer the thesis question: “What is the level of Service Quality in banking industry
in NwWB?”

Table (10): Mean and Standard Deviation of Service Quality dimension

Items Mean | Standard | Level
Deviation
1 | The bank maintains the customer’s privacy 4.73 445 High
2 Deal_lng _ with  customer’s  information 463 485 High
confidentially
3 | The bank provides the services quickly 4.49 611 High
4 | Accuracy is essential in providing services 4.50 567 High
5 | Itis essential to spread the bank branches 4.42 .647 High
6 | 1 domy job in the correct way 4.48 .652 High
7 | The customer’s problems treated transparently 4.49 625 High
8 :;Sdsprowded services meet the customer’s 434 618 High
9 | My tasks accomplished in the right manner 4.50 582 High
10 | The bank personnel behaving in a good manner 441 604 High
with customers ) '
11 | The bank provides information for its services 4.46 595 High
12 | Itis easy to access the bank information 441 .618 High
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13 | The bank looking forward the continuous High
improvement for its services 4.44 663
Service Quality 4.4836 40344 | High

Source: Researcher

As shown in the above table; all items for Service Quality dimension had a high level, that’s
mean that there is a high level of services quality in banking industry in NWB (M=4.4836,
SD=0.40344), whereas the mean for all of them from (4.34-4.73), all respondents believed that
item one “The bank maintains the customer’s privacy” were the most important item in Service
Quality dimension due to its greater mean 4.73 with 94.6% importance percentage, while the
2nd item “Dealing with customer’s information confidentially” comes in the 2nd stage of
importance since its mean was 4.63 with 92.6% importance percentage, but the lowest items
of Service Quality dimension was “The provided services meet the customer’s needs” as its
mean was 4.34 with 86.8%. Also, Service Quality dimension mean was 4.48 with high level
and 89.7% of importance percentage for the respondents.

To answer the thesis question: “What is the level of Customer’s Database in banking
industry in NWB?”

Table (11): Mean and Standard Deviation of Customer’s Database dimension

Items Mean | Standard | Level
Deviation
1 | Availability of the bank customer’s database 4.60 .508 High
2 Th_e customers DB is essential in the marketing 450 567 High
efficiency
3 ‘I[;rl13e bank continuously improves the customers 455 £33 High
4 | The customers DB integrated effectively with 4.44 579 High
other systems
5 | The bank can obtain the customers information | 4.34 .710 High
6 | The customers DB can be easily accessed 4.38 .668 High
Customers Database 4.38 .642 High

Source: Researcher
Also, from the above table; all items for Customer’s Database dimension had a high level,

that’s mean that there is a high level of Customer’s Database in banking industry in
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NWB(M=4.38, SD=0.642), whereas the mean for all of them from (4.34-4.60), all respondents
believed that the first item “Availability of the bank customer’s database” were the most
important item in Customers Database dimension due to its greater mean 4.60 with 92%
importance percentage, while the 3rd item “The bank continuously improves the customers
DB” comes in the 2nd stage of importance since its mean was 4.55 with 91% importance
percentage, but the lowest items of Customer’s Database dimension was the fifth item “The
bank can obtain the customers information” as its mean was 4.34 with 86.8%. Also, Customer’s
Database dimension mean was 4.34 with high level and 87.6% of importance percentage for
the respondents.

To answer the thesis question: “What is the level of Employee’s Behavior in banking

industry in NWB?”
Table (12): Mean and Standard Deviation of Employee’s Behavior dimension

Items Mean | Standard | Level
Deviation
1 | Dealing sincerely with customers makes them High
. 4.53 581
happy with the bank
2 | Being kind with customers makes them satisfied | 4.51 .625 High
3 | The _employees have the skills to provide good 446 665 High
services
4 | Highly experienced employees are necessary to High
. . 451 .691
provide good services
5 | The employees work in close co-operation to High
. 4.50 679
accomplish the work tasks
6 | The employees always show respect to the 4.46 807 High
customer
Employees Behavior 4.4957 .550 High

Source: Researcher

In addition, from the above table; all items for Employee’s Behavior dimension had a
high level, that’s mean that there is a high level of Employees Behavior in banking industry in
NWB (M=4.4957, SD=0.550), whereas the mean for all of them from (4.46-4.53), all
respondents believed that the first item “Dealing sincerely with customers makes them happy

with the bank” were the most important item in Employee’s Behavior dimension due to its
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greatest mean 4.53 with 90.2% importance percentage, while the 6th item “Being kind with
customers makes them satisfied” and the 4th item “Highly experienced employees are
necessary to provide good services” comes in the 2nd stage of importance since mean for each
of them was 4.51 with 91% importance percentage, but the lowest items of Employees
Behavior dimension was the 3rd item “The employees have the skills to provide good services”
and 6th item “The employees always show respect to the customer” as its mean was 4.46 with
86.8%. Also, Employees Behavior dimension mean was 4.46 with high level and 89.2% of
importance percentage for the respondents.

To answer the thesis question: “What is the level of Solving Customer’s Problems in
banking industry in NWB?”

Table (13): Mean and Standard Deviation of Solving Customer’s Problems dimension

Items Mean | Standard | Level
Deviation

1 | | understand the customers’ needs 4.43 .563 High

2 | The bank gives greater attention to customer’s High
oroblems 4.40 573

3 | The bank deals confidentially with customer’s High
oroblems 4.47 581

4 | The customer’s problems are handled High
transparently 4.43 648

5 | The customers are satisfied in solving their High
problems 4.33 670

6 | The customers are satisfied with the method High

. : . 441 575
dealing with their problems

7 | The _Bank S perlodlcally reviews enhances the 450 535 High
services quality

8 | The bank response directly to customer’s High
problems 4.45 .580

9 | Customers give greater attention to the bank 445 565 High
reaction toward their problems ' '

10 | The ability to handle customer’s objection 4.49 582 High
comes from the employee personal character ' '

11 | The ability to handle customer’s objection High
comes from the work procedures accuracy and | 4.42 634
transparency

12 | Dealing with corporate customer more difficult 179 799 Low
than individual customers ' '
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| [ Solving Customer’s Problems | 42080 | .35610 |High |
Source: Researcher

Furthermore, in the above table; all items for Solving Customer’s Problems dimension
had a high level, that’s mean that there is a high level of Solving Customer’s Problems in
banking industry in NWB (M=4.2080, SD=0.35610), whereas the mean for all of them from
(4.50-4.40), except the 12th item “Dealing with corporate customer more difficult than
individual customers” which came in the lowest level of this dimension with mean 1.72 with
34.4% importance percent that means all respondents believed this item had no importance to
be in this dimension. Whereas most respondents believed that 7th item “The Bank’s
periodically reviews enhance the services quality” were the most important item in Solving
Customer’s Problems dimension due to its greater mean 4.50 with 90% importance percentage,
while the 10th item “The ability to handle customer’s objection comes from the employee
personal character” comes in the 2nd stage of importance since its mean was 4.49 with 89.8%
importance percentage. Also, Solving Customer’s Problems dimension mean was 4.21 with
high level and 84.2% of importance percentage for the respondents.

To answer the thesis question: “What is the level of CRM System Integration in banking
industry in NWB?”

Table (14): Mean and Standard Deviation of CRM System Integration dimension

Items Mean | Standard | Level
Deviation

1 | The employee communicates with customers in 448 506 High
proper methods

2 | The CRM system could design the customers High
offers and campaigns according to their | 4.34 .618
preferences

3 | The sales operations are automated through High
providing different tools to follow up the| 4.43 578
customer’s information

4 | The bank has billing system that is able to High

- . . . 4.37 .691

facilitate and manage the financial operations
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5 ;’rr;giﬁglmg system able to manage the services 4.92 894 High
6 | The billing system helps to reduce the financial 443 608 High

differences for the customers’ accounts
7 | The bank has financial system that could High
monitor and control all the customer’s financial

: : . . 451 518
operations (i.e. offers prices, services and
handsets installments)
CRM System Integration 4.3975 45891 | High
Source: Researcher

As shown in the above table; all items for CRM System Integration dimension had
a high level, that’s mean that there is a high level of CRM System Integration in banking
industry in NWB(M=4.3975, SD=0.45891), whereas the mean for all of them from (4.51-
4.22), all respondents believed that 7th item “The bank has financial system that could monitor
and control all the customer’s financial operations (i.e. offers prices, services and handsets
installments)” were the most important item in CRM System Integration dimension due to its
greater mean 4.51 with 90.2% importance percentage, while the first item “The employee
communicates with customers in proper methods” comes in the 2nd stage of importance since
its mean was 4.48 with 89.6% importance percentage, but the lowest items of CRM System
Integration dimension was “The billing system able to manage the services pricing” as its mean
was 4.22 with 84.4%. Also, CRM System Integration dimension mean was approximately 4.40
with high level and 88% of importance percentage for the respondents.

To answer the thesis question: “What is the level of CRM in banking industry in NWB?”

Table (15): Mean and Standard Deviation of all dimensions

Dimension Mean | Standard | Level
Deviation

1 | Service Quality 4.4836 40344 | High
2 | Customer’s Database 4.4571 44407 | High
3 | Employee’s Behavior 4.4957 .55000 | High
4 | Solving Customer’s Problems 4.2080 | .35610 | High
5 | CRM System Integration 4.3975 45891 | High
6 | CRM 4.3942 34928 | High

Source: Researcher
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As shown in the above table; all items for CRM dimensions had a high level, that’s
mean that there is a high level of CRM dimensions in banking industry in NWB (M=4.3942,
SD=0.34928), whereas the mean for all of them from (4.49-4.20), “Service Quality dimension”,
“Customer’s Database dimension”, “Employee’s Behavior dimension”, “Solving Customer’s

Problems dimension”, “CRM System Integration dimension”.

To answer the thesis question: “What is the level of Customers’ Satisfaction in banking
industry in NWB?”

Table (16): Mean and Standard Deviation of Customers’ Satisfaction dimension

Items Mean Standard | Level
Deviation

1 | The bank handles the customer request on time | 4.37 .568 High

2 | The bank calls the customer on any problem High
relating to him 4.39 540

3 | Customers feel safe in their transactions with High
the bank 4.43 578

4 | The bank honors it promises to customers 4.37 665 High

5 | The bank has operating hours convenient to its High
entire customers 4.42 591

6 | Customers can trust the bank employees 451 551 High

7 | It is easy for the customers to reach the bank High
branches and offices 4.45 965

8 | The bank has good facilities (i.e. parking, High
waiting area, WC, etc.) 4.23 829

9 | It is easy to communicate with bank through High
telephone, e-mail and other communication 4.39 587
methods

10 | The bank could reach its customers out of the High
working hours 4.42 591

11 | The employees characterized by justice with High
customers 4.34 646

12 | The Bank provides e-banking services that fit High
the customers’ needs 4.38 628
Customers Satisfaction 4.3928 43830 High

Source: Researcher
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Moreover, in the above table; all items for Customers’ Satisfaction dimension had a
high level, that’s mean that there is a high level of Customers’ Satisfaction in banking industry
in NWB (M=4.3928, SD=0. 43830), whereas the mean for all of them from (4.51-4.23), all
respondents believed that 6th item “Customers can trust the bank employees” were the most
important item in Customers Satisfaction dimension due to its greatest mean 4.51 with 90.2%
importance percentage, while the 7th item “It is easy for the customers to reach the bank

b

branches and offices ”” comes in the 2nd stage of importance since its mean was 4.45 with 89%
importance percentage, but the lowest items of Customers Satisfaction dimension was “The
bank has good facilities (i.e. parking, waiting area, WC, etc.)” as its mean was 4.23 with 84.6%.
Also, Customers Satisfaction dimension mean was approximately 4.39 with high level and
87.9% of importance percentage for the respondents. As a result, which indicated customers
are satisfied with their respective financial service providers.

To answer the thesis question: “What is the level of Long-term Customers’ Loyalty in
banking industry in NWB?”

Table (17): Mean and Standard Deviation of Long-term Customers’ Loyalty dimension

Items Mean | Standard | Level
Deviation

1 | The bank exterior design has to be attractive High
and suitable from the customers point of view 4.48 550

2 | The banl’< interiors design is important to 4.47 550 High
customer’'s

3 | Time accuracy is important for customers 4.47 581 High

4 | The customer shall continue dealing with the High
bank even prices are increased 4.23 .829

5 | The customer will move to other bank if he Moderate
faced technical or financial problem in the | 371 1.327
current bank

6 | The customer often tells positive things about High
the bank to other people 4.38 642

7 | The customer will not tell his complaint to his High
friends if he faced a problem 4.12 973
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8 | The customer prefers dealing with this bank High
because he used to deal with same employees 4.30 711

9 | Thereis no difference between companies from High
the customer’s view in spite of he is dealing | 4 1p 934
with one bank

10 | The customer willing to buy other High

. > 4.47 534

products/services from this bank

11 | The bank provides VIP services 4.48 625 High

Long-term Customers Loyalty 4.2918 0.7505 High

Source: Researcher

Finally, in the above table; all items for Long-term Customers’ Loyalty dimension had
a high level, that’s mean that there is a high level of Long-term Customers’ Loyalty in banking
industry in NWB (M=4.2918, SD=0.7505), whereas the mean for all of them from (4.48-4.10),
except the 7th item “The customer will move to other bank if he faced technical or financial
problem in the current bank” which came in the moderate level of this dimension with mean
3.71 with 74.2% importance percent that means all respondents believed this item had moderate
importance to be in this dimension. Whereas most respondents believed that first item “The
bank exterior design has to be attractive and suitable from the customers point of view” and
11th item “The bank provides VIP services” were the most important item in Customers
Loyalty dimension due to having the same mean 4.48 with 89.6% importance percentage, while
the 2nd, 3rd and 10th items “The bank interiors design is important to customer’s” , “Time
accuracy is important for customers” and “The customer willing to buy other products/services
from this bank” respectively came in the 2nd stage of importance since they had the same mean
4.47 with 89.4% importance percentage. Also, Customers’ Loyalty dimension mean was 4.29
with high level and 85.8% of importance percentage for the respondents, indicating that
respondents are loyal customers and any variation in financial services would never cause them

to switch to another bank which offers better financial services.
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4.3 Testing Normality

Testing of hypothesis usually involves obtaining descriptive statistics include the mean,
standard deviation, range of scores, skewness and kurtosis. The statistical obtained for each of

the variables can be seen in table 18.

Due to the large samples in this survey, skewness will not make a significant influence
in the analysis. From the analysis for the skewness, the data of eight constructs can be said

normally distributed.

Table (18): Descriptive statistics of dependent and independent variables

Dimensions N Mean Standard | Min Max
Deviation
Service Quality 230 4.4836 40344 3.46 5.00
Customer’s Database 230 44571 44407 2.86 5.00
Employee’s Behavior 230 4.4957 .55000 1.83 5.00
Solving Customer’s Problems 230 4.2080 .35610 3.33 4.92
CRM System Integration 230 4.3975 45891 3.14 5.00
CRM 230 4.3942 .34928 3.69 491
Customers’ Satisfaction 230 4.3928 43830 3.00 5.00
Long-term Customers’ Loyalty 230 4.2917 49004 291 5.00

Source: Researcher

The researcher run the test of normality to assess the normality of the distribution of the
scores for the eight constructs in this research: Service Quality, Customer’s Database,
Employee’s Behavior, Solving Customer’s Problems, CRM System Integration, CRM,

Customers’ Satisfaction and Long-term Customers’ Loyalty.

One-Sample Kolmogorov-Smirnov Test is used to test the normality of the thesis variables.
Obviously, the variables used in this thesis are mostly normal distributed at the 5% significance

level except for the workforce performance.

“A non-significant result (Sig. Value of more than .05) indicates normality" (Pallant,
2002). The Kolmogorov-Smirnov test was done separately through SPSS. The not-significance
values shown in the Kolmogorov-Smirnov test of normality confirmed the output of the
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normality for all dimensions of CRM, Customers’ Satisfaction and Long-term Customers’
Loyalty. So, since the assumption of normal distribution was achieved so the researcher can

use the parametric tests.

4.4 Testing hypotheses

HO-1: CRM doesn’t play a role in the banking industry in NWB.
Ha-1: CRM plays a role in the banking industry in NWB.

Table (19): The results of one sample t test for CRM dimensions

Dimensions Mean | Std. Mean T- P -

deviation | differences | value | value
Service Quality 4.4836 | .40344 .81361 30.585 | .000
Customer’s Database 44571 | .44407 78714 26.882 | .000
Employee’s Behavior 4.4957 | .55000 .82565 22.766 | .000

Solving Customer’s 42080 | 35610 53797 22.912 | .000
Problems

CRM System Integration 43975 | .45891 12752 24.042 | .000
CRM 4.3942 .34928 .12420 31.445 | .000
Source: Researcher

One sample t-test was used to examine the first hypothesis (CRM doesn’t play a role in the
banking industry in NWB), with a 95% level confidence, table 19shows that the CRM
(mean=4.3942, SD=.34928) was significantly different from 3.67 (cut point), t= 31.445,
p=0.000. The results support that the alternative hypothesis which means that CRM plays a

role in the banking industry in NWB, as same as for all dimensions.

HO-2: Customers’ Satisfaction doesn’t play a role in banking industry in NWB
Ha-2: Customers’ Satisfaction plays a role in banking industry in NWB

Table (20): The results of one sample t test for customers’ satisfaction

Dimension Mean | Std. Mean T- P -

deviation | differences | value | value
Customers’ 4.3928 | .43830 12275 25.008 | .000
Satisfaction

Source: Researcher

84



M. ABU DAQAR 2017 MASTER THESIS

One sample t-test was used to examine the second hypothesis (Customers’ Satisfaction
doesn’t play a role in banking industry in NWB), with a 95% level confidence, table 20 shows
that the Customers Satisfaction (mean=4.3928, SD=.43830) was significantly different from
3.67 (cut point), t= 25.008, p=0.000. The results support that the alternative hypothesis which

means that Customers Satisfaction plays a role in banking industry in NWB.

HO-3: Long-term Customers’ Loyalty doesn’t play a role in banking industry in
NWB
Ha-3: Long-term Customers’ Loyalty plays a role in banking industry in NWB

Table (21): The results of one sample t test for long-term customers’ loyalty

Dimension Mean | Std. Mean T- P -

deviation | differences | value | value
Long-term 42917 | .49004 .62170 19.240 | .000
Customers’ Loyalty

Source: Researcher

One sample t-test was used to examine the third hypothesis (Long-term Customers’ Loyalty
doesn’t play a role in banking industry in NWB), with a 95% level confidence, table 21 shows
that Long-term Customers Loyalty (mean=4.2917, SD=.49004) was significantly different
from 3.67 (cut point), t= 19.240, p=0.000. The results support that the alternative hypothesis
which means that Long-term Customers Loyalty plays a role in banking industry in NWB.
H4: There is no significant difference in the role of customer’s satisfaction in mediating

the impact of customer relationship management on long-term customer’s loyalty due to

employee characterizes (demographic variables) in the banking industry in Palestine.

l) There is no significant difference in exogenous and endogenous variables in the

banking industry in NWB due to sex.
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Table (22): The results of independent t test for CRM dimensions according to sex

Dimensions Sex N Mean | Std. T- Sig.
deviation | value
Service Quality Male 136 | 4.5283 .39388 2.034 | .043
Female | 94 | 4.4190 41040
Customer’s Database Male 136 | 4.4895 44692 1.331 | .184
Female | 94 | 4.4103 43806
Employee’s Behavior Male 136 | 45123 | .51425 550 583

Female | 94 | 4.4716 | .60000
Solving Customer’s Problems | Male 136 | 4.2341 | .36691 1.339 | .182
Female | 94 | 4.1702 | .33821

CRM System Integration Male 136 | 4.3929 | .44288 -185 | .854
Female | 94 | 4.4043 | .48349

CRM Male 136 | 4.4206 | .35159 1.381 | .169
Female | 94 | 4.3560 | .34419

Customers’ Satisfaction Male 136 | 4.3799 | .47410 -534 | .594
Female | 94 | 44113 | .38233

Long-term Customers’ Male 136 | 4.2660 | .48770 - 955 341

Loyalty Female | 94 | 4.3288 | .49365 ' '

Source: Researcher

An independent t-test used. Given the table 22, with a 95% level confidence tell: There is
no significant difference in exogenous and endogenous variables in the banking industry in
NWB due to sex since the p-value of the observed t statistic is greater than 0.05. Hence, the
researcher can accept the null that there is no significant difference in exogenous and
endogenous variables in the banking industry in NWB due to sex. Except the variable “Service
Quality” since the p-value is 0.043 which’s less than 0.05, so the researcher accepts the
alternative hypothesis that demonstrated for a significant difference in Service Quality due to
gender of employee’s bank, which means male employee’s bank are more effective in Service

Quality dimension than females due to male employees mean 4.53 greater than women mean.

I) There is no significant difference in exogenous and endogenous variables in the

banking industry in NWB due to Bank type.
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Table (23): The results of independent t test for CRM dimensions according to bank

type
Dimensions Bank N Mean | Std. T- Sig.
deviation | value

Service Quality Local 144 | 4.4402 | .39048 -2.129 | .034
Foreign 86 |4.5564 | .41645

Customer’s Database Local 144 | 4.4087 | .44719 -2.156 | .032
Foreign 86 |4.5382 | .42923

Employee’s Behavior Local 144 | 4.4259 | .60360 -2.517 | .013
Foreign 86 |4.6124 | .42430

Solving Customer’s Local 144 | 41771 | .31287 -1.709 | .089

Problems Foreign 86 | 4.2597 | .41547

CRM System Integration | Local 144 | 44325 | .38966 1.502 | .135
Foreign 86 |4.3389| .55352

CRM Local 144 |1 4.3620 | .32014 -1.816 | .071
Foreign 86 |4.4481 | .38931

Customers’ Satisfaction | Local 144 | 4.3889 | .39470 -173 | .863
Foreign 86 |4.3992 | .50538

Long-term Customers’ Local 144 | 43801 | .50274 3631 | 000

Loyalty Foreign 86 |4.1438 | .43172 ' '

Source: Researcher

An independent t-test used. Given the table 23, with a 95% level confidence the researcher
can tell: There is no significant difference in exogenous and endogenous variables in the
banking industry in NWB due to Bank’s type since the p-value of the observed t statistic is
greater than 0.05. Hence, the researcher can accept the null hypothesis that there is no
significant difference in exogenous and endogenous variables in the banking industry in NWB
due to Bank type. Except the variable “Service Quality”, “Customers Database”, “Employees
Behavior” and “Long-term Customers Loyalty” since the p-values are 0.034, 0.032, 0.013,
0.000 respectively, which’s less than 0.05, so the researcher accept the alternative hypothesis
that demonstrated for significant difference in Service Quality, Customers Database,
Employees Behavior and Long-term Customers Loyalty due to Bank’s type, which means
foreign banks are more effective in Service Quality, Customers Database and Employees
Behavior dimensions than local banks due to foreign banks means are 4.5564, 4.5382 and

4.6124 respectively greater than local bank means, on the contrary local banks are more
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effective in Long-term Customers Loyalty since their means is 4.3801greater than foreign

banks.

) There is no significant difference in exogenous and endogenous variables in the

banking industry in NWB due to material status.

Table (24): The results of F- test for CRM dimensions according to material status

Dimensions Sum of Mean
Squares | df | Square F Sig.
Service Quality Between
Groups .080 2 .040 245 | 783
Within Groups | 37.192 | 227 164
Total 37.273 | 229
Customer’s Between 877 2 439 2249 | 108
Database Groups ' ' ' '
Within Groups | 44.282 | 227 195
Total 45.159 | 229
Employee’s Between
Behavior Groups 504 2 252 831 | .437
Within Groups | 68.770 | 227 303
Total 69.273 | 229
Solving Between
Customer’s Groups 226 2 113 892 | 411
Problems Within Groups | 28.812 | 227 127
Total 29.038 | 229
CRM System Between
Integration Groups .659 2 329 1.572 | .210
Within Groups | 47.568 | 227 210
Total 48.227 | 229
CRM Between
Groups .034 2 017 137 | 872
Within Groups | 27.903 | 227 123
Total 27.937 | 229
Customers’ Between
Satisfaction Groups 041 2 021 106 | .899
Within Groups | 43.952 | 227 194
Total 43.993 | 229
Long-term Between
Customers’ Groups 497 2 249 1036 | 357
Loyalty Within Groups | 54.494 | 227 240 ' '
Total 54.992 | 229 '

Source: Researcher
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One Way ANOVA test used. Given the table 24, with a 95% level confidence the researcher

can tell: There is no significant difference in exogenous and endogenous variables in the

banking industry in NWB due to material status since the p-values of the observed F- statistic

are greater than 0.05. Hence, the researcher can accept the null hypothesis that there is no

significant difference in exogenous and endogenous variables in the banking industry in NWB

due to material status.

IV) There is no significant difference in exogenous and endogenous variables in the

banking industry in NWB due to qualifications.

Table (25): The results of F- test for CRM dimensions according to qualifications

Dimensions Sum of Mean
Squares | df | Square F Sig.
Service Quality Between
Groups 2.740 2 1.370 | 9.006 | .000
Within Groups | 34.533 | 227 152
Total 37.273 | 229
Customer’s Between
Database Groups 231 2 116 585 | .558
Within Groups | 44.928 | 227 198
Total 45.159 | 229
Employee’s Between
Behavior Groups 1.946 2 973 3.281 | .039
Within Groups | 67.327 | 227 297
Total 69.273 | 229
Solving Between
Customer’s Groups .983 2 491 3.976 | .020
Problems Within Groups | 28.055 | 227 124
Total 29.038 | 229
CRM System Between
Integration Groups 2.168 2 1.084 |5.341| .005
Within Groups | 46.060 | 227 203
Total 48.227 | 229
CRM Between
Groups 1.383 2 .692 5.913 | .003
Within Groups | 26.554 | 227 117
Total 27.937 | 229
Customers’ Between 982 5 491 2590 | 077
Satisfaction Groups ' ' ' '
Within Groups | 43.012 | 227 189
Total 43.993 | 229
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Long-term Between 348 9 174
Customers’ Groups 793 | 486
Loyalty Within Groups | 54.643 | 227 241 ' '
Total 54.992 | 229

Source: Researcher

One Way ANOVA test used. Given the table 25, with a 95% level confidence the researcher

can tell: There is no significant difference in exogenous and endogenous variables in the

banking industry in NWB due to qualifications of bank’s employees since the p-value of the

observed F statistic is greater than 0.05. Hence, the researcher can accept the null hypothesis

that there is no significant difference in exogenous and endogenous variables in the banking

industry in NWB due to qualifications of bank’s employees. Except the variable “Service

Quality”, “Employees Behavior”, “Solving customer’s problems”, CRM system integrations”

and “CRM?” since the p-values are 0.000, 0.039, 0.020, 0.005 and 0.003 respectively, which’s

less than 0.05, so the researcher accept the alternative hypothesis that demonstrated for a

significant difference in Service Quality, Employees Behavior, Solving customer’s problems,

CRM system integration and CRM due to qualifications of bank’s employees.

Table (26): The results of LSD- test for CRM dimensions according to qualifications

Dimensions Mean
Difference

(1-J) Std. Error Sig.
Service Diploma Bachelor -.40679-" .09594 .000
Quality Master -.35043-" .15383 024
Bachelor Diploma 40679" .09594 .000
Master .05636 .12636 .656
Master Diploma .35043" .15383 024
Bachelor -.05636 .12636 .656
Employee’s | Diploma | Bachelor -.33297-" .13396 014
Behavior Master -.41481 .21480 .055
Bachelor | Diploma .33297" .13396 014
Master -.08185 17643 643
Master Diploma 41481 .21480 .055
Bachelor .08185 17643 643
Solving Diploma | Bachelor -.23946-" .08648 .006
Customer’s Master -.15926 .13866 252
Problems Bachelor | Diploma .23946" .08648 .006
Master .08020 .11389 482
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Master Diploma 15926 .13866 252
Bachelor -.08020 .11389 482
CRM Diploma | Bachelor -.28037-" .11080 012
System Master -.55873-" 17766 .002
Integration | Bachelor Diploma .28037" .11080 012
Master -.27836 .14593 .058
Master Diploma .55873" 17766 .002
Bachelor .27836 .14593 .058
CRM Diploma | Bachelor -.28745-" .08413 .001
Master -.30716-" .13489 .024
Bachelor | Diploma .28745" .08413 .001
Master -.01971 .11080 .859
Master Diploma .30716" .13489 024
Bachelor .01971 .11080 .859

Source: Researcher
Given the table 26, to investigate which employee’s bank qualifications have more
effective in CRM dimensions, the researcher used LSD test. And from those results the

researcher can say.

1) Bachelor and Master employees bank are more effective in Service Quality than whom
have Diploma due to the p-vale is 0.000, 0.024 which less than 0.05 and the mean differences

- 0.407, - 0.350 respectively.

2) Bachelor employees are more effective in Employee’s Behavior than whom have
Diploma due to the p-vale is 0.014 which less than 0.05 and the mean difference - 0.333

respectively.

3) Bachelor employees bank are more effective in Solving Customer Problems than
whom have Diploma due to the p-vale is 0.006 which less than 0.05 and the mean difference -

0.23946 respectively.

4) Bachelor and Master employees are more effective in CRM System Integration than
whom have Diploma due to the p-vale is 0.012, 0.002 which less than 0.05 and the mean

differences - 0.28037, - 0.55873 respectively.
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5) Bachelor and Master employees are more effective in CRM than whom have Diploma
due to the p-vales are 0.001, 0.024 which less than 0.05 and the mean differences - 0.30716, -

0.28745 respectively.

V) There is no significant difference in exogenous and endogenous variables in the

banking industry in NWB due to age.

Table (27): The results of F- test for CRM dimensions according to age

Dimensions Sum of Mean
Squares | df | Square F Sig.
Service Quality Between
Groups 1.686 3 562 3.570 | .015
Within Groups | 35.586 | 226 157
Total 37.273 | 229
Customer’s Between 999 3 333 1704 | 167
Database Groups ' ' ' '
Within Groups | 44.160 | 226 195
Total 45.159 | 229
Employee’s Between
Behavior Groups 1.497 3 499 1.664 | .176
Within Groups | 67.777 | 226 .300
Total 69.273 | 229
Solving Between
Customer’s Groups 1.547 3 516 4.240 | .006
Problems Within Groups | 27.491 | 226 122
Total 29.038 | 229
CRM System Between
Integration Groups 1.607 3 536 2.597 | .053
Within Groups | 46.620 | 226 206
Total 48.227 | 229
CRM Between
Groups 942 3 314 2.629 | .051
Within Groups | 26.995 | 226 119
Total 27.937 | 229
Customers’ Between 629 3 210 1092 | 353
Satisfaction Groups ' ' ' '
Within Groups | 43.365 | 226 192
Total 43.993 | 229
Long-term Between 2282 3 761
Customers’ Groups ' ' 3962 | 022
Loyalty Within Groups | 52.709 | 226 |.233 ' '
Total 54992 | 229

Source: Researcher
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One Way ANOVA test used. Given the table 27, with a 95% level confidence the researcher
can tell: There is no significant difference in exogenous and endogenous variables in the
banking industry in NWB due to Age of bank’s employees since the p-value of the observed F
statistic is greater than 0.05. Hence, the researcher can accept the null that there is no significant
difference in exogenous and endogenous variables in the banking industry in NWB due to Age
of bank’s employees. Except the variable “Service Quality”, “Solving customer problems” and
“Long-term Customers Loyalty” since the p-values are 0.015, 0.006 and 0.022 respectively,
which’s less than 0.05, so the researcher accept alternative hypothesis that demonstrated for a
significant difference in Service Quality, Solving Customer Problems and Long-term Customer

Loyalty due to the Age of bank’s employees.

Table (28): The results of LSD- test for CRM dimensions according to age

Dimensions Mean
Difference
(1-J) Std. Error Sig.
Service Less than (25-35) -.16808-" .06405 .009
Quality 25 years (36-45) .01465 .08100 .857
(25-35) | Morethan | o006 | 13693 797
45 years
Lessthan | 16808 | 06405 009
25 years
(36-45) (25-35) .18273" .07099 011
Morethan | ;3991 13052 310
45 years
Morethan | Lessthan | o465 | 08100 857
45 years 25 years
(25-35) -.18273-" .07099 011
Solving Less than | (25-35) -.15901-" .05630 .005
Customer’s | 25 years (36-45) -.01290 .07119 .856
Problems (25-35) More than - 95655 11973 033
45 years
Lessthan | 15901 | 05630 005
25 years
(36-45) (25-35) 14611" .06240 .020
Morethan | no754 | 11472 396
45 years
More than | Less than 01290 07119 856
45 years 25 years
(25-35) -.14611-" .06240 .020
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Long-term | Lessthan | (25-35) .08340 .07795 .286
Customers’ | 25 years (36-45) .28680" .09858 .004
Loyalty (25-35) More than 95390 16579 197
45 years
Lessthan | _og340 | 07795 286
25 years
(36-45) (25-35) .20339" .08640 .019
Morethan | ;74,9 15885 284
45 years
More than | Less than - 28680-" 09858 004
45 years 25 years
(25-35) -.20339-" .08640 019

Source: Researcher

Given the table 28, to investigate which employee’s Age intervals have more effective
in CRM dimensions, the researcher used LSD test. And from those results the researcher can
say: 1) employees whom age interval (25-35) years greater than whom ages less than 25 years
old and whom ages (36-45) greater than (25-35) also whom ages are greater than 45 years old
from (25-35) are more effective in Service Quality due to the p-vale is 0.009, 0.011 and 0.011

which less than 0.05 and the mean differences - 0.1681, - 0.1872 and -0.1872 respectively.

2) employees bank whom age interval (25-35) years greater than whom ages less than
25 years old and whom ages (36-45) greater than (25-35) also whom ages greater than 45 years
old from (25-35) are more effective in Solving Customer Problems due to the p-vale is 0.005,
0.020 and 0.033 which less than 0.05 and the mean differences - 0.159, 0.146 and -0.257

respectively.

3) employees whom ages less than 25 years old greater from whom age interval (25-
35) years and whom ages (36-45) greater than (25-35) also whom ages are less than 25 years
old from who are greater from 45 and so whom ages (25-35) greater from who ages greater
from 45 are more effective in Long-term Customers loyalty due to the p-vale is 0.004, 0.019,
0.004 and 0.019 which less than 0.05 and the mean differences 0.287, 0.203, -0.287 and - 0.203

respectively.
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Table (29): The results of F- test for CRM dimensions according to position

Dimensions Sum of Mean
Squares | df | Square F Sig.
Service Quality Between
Groups 226 3 075 459 | 711
Within Groups | 37.047 | 226 164
Total 37.273 | 229
Customer’s Between
Database Groups .063 3 021 106 | .957
Within Groups | 45.096 | 226 .200
Total 45159 | 229
Employee’s Between
Behavior Groups 1.195 3 .398 1.322 | .268
Within Groups | 68.079 | 226 301
Total 69.273 | 229
Solving Between
Customer’s Groups .586 3 195 1.552 | .202
Problems Within Groups | 28.452 | 226 126
Total 29.038 | 229
CRM System Between
Integration Groups 462 3 154 728 | .536
Within Groups | 47.765 | 226 211
Total 48.227 | 229
CRM Between
Groups 242 3 .081 .658 | .579
Within Groups | 27.695 | 226 123
Total 27.937 | 229
Customers’ Between 687 3 999 1194 | 313
Satisfaction Groups ' ' ' '
Within Groups | 43.307 | 226 192
Total 43.993 | 229
Long-term Between 2 452 3 817
Customers’ Groups ' ' 3515 | 016
Loyalty Within Groups | 52.540 | 226 232 ' '
Total 54.992 | 229

Source: Researcher

One Way ANOVA test used. Given the table 29, with a 95% level confidence the researcher

can tell: There is no significant difference in exogenous and endogenous variables in the

banking industry in NWB due to position of bank’s employees since the p-value of the observed

F statistic is greater than 0.05. Hence, the researcher can accept the null that there is no
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significant difference in exogenous and endogenous variables in the banking industry in NWB
due to position of bank’s employees. Except the variable “Long-term Customers Loyalty” since
the p-values are 0.016 which’s less than 0.05, so the researcher accept the alternative hypothesis
that demonstrated for a significant difference in Long-term Customers Loyalty due to the

position of bank’s employees.

Table (30): The results of LSD- test for CRM dimensions according to position

Dependent variable Mean

Difference
(1-J) Std. Error Sig.
Long-term | Administrative | Section Head 03473 .07325 .636
Customers' Manager .35897" 14444 014
Loyalty Section Head Higher -.68648" 34312 .047
Administrative | -.03473 .07325 .636
Manager Section Head | .32424 15247 .035
Higher - 721217 .34657 .039
Higher Administrative | -.35897" 14444 014
Section Head -.68648" 15247 .035

Source: Researcher

Given table 30, to investigate which bank employee’s positions have more effective in
CRM dimensions, the researcher used LSD test. And from those results, the researcher can say:
1) Administrative employees are more effective in Long-term Customers Loyalty than

managers due to the p-vale is 0.014 which less than 0.05 and the mean difference 0.359.

2) Higher position employees are more effective in Long-term Customers Loyalty than

Section Head due to the p-vale is 0.047 which less than 0.05 and the mean difference - 0.686.

3) Bank Managers employees are more effective in Long-term Customers Loyalty than

Section Head due to the p-vale is 0.035 which less than 0.05 and the mean difference 0.32424.

4) Higher bank employees position is more effective in Long-term Customers Loyalty

than Managers due to the p-vale is 0.039 which less than 0.05 and the mean difference - 0.721.
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VII)  There is no significant difference in exogenous and endogenous variables in the

banking industry in NWB due to experience.

Table (31): The results of F- test for CRM dimensions according to experience

Dimensions Sum of Mean
Squares | df | Square F Sig.
Service Quality Between
Groups 370 3 123 755 | .520
Within Groups | 36.903 | 226 163
Total 37.273 | 229
Customer’s Between
Database Groups .091 3 .030 152 | .928
Within Groups | 45.068 | 226 199
Total 45.159 | 229
Employee’s Between
Behavior Groups .992 3 331 1.094 | .352
Within Groups | 68.282 | 226 302
Total 69.273 | 229
Solving Between
Customer’s Groups .960 3 320 2.575 | .055
Problems Within Groups | 28.079 | 226 124
Total 29.038 | 229
CRM System Between
Integration Groups 3.274 3 1.091 |5.486 | .001
Within Groups | 44.953 | 226 199
Total 48.227 | 229
CRM Between
Groups 435 3 145 1.192 | 314
Within 27502 | 226 | 122
Groups
Total 27.937 | 229
Customers’ Between
Satisfaction Groups 762 3 254 1.329 | .266
Within Groups | 43.231 | 226 191
Total 43.993 | 229
Long-term Between 5 265 3 1,755
Customers’ Groups ' ' 2977 | 000
Loyalty Within Groups | 49.726 | 226 |.220 ' '
Total 54992 | 229

Source: Researcher

One Way ANOVA test used. Given the table 31, with a 95% level confidence the researcher

can tell: There is no significant difference in exogenous and endogenous variables in the
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banking industry in NWB due to experience of bank’s employees since the p- value of the
observed F statistic is greater than 0.05. Hence, the researcher can accept the null that there is
no significant difference in exogenous and endogenous variables in the banking industry in
NWB due to experience of bank’s employees. Except the variables “CRM System Integration”
and “Long-term Customers Loyalty” since the p-values are 0.001 and 0.000 respectively,
which’s less than 0.05, so the researcher accept the alternative hypothesis that demonstrated
for a significant difference in CRM System Integration and Long-term Customers Loyalty due

to the experience of bank’s employees.

Table (32): The results of LSD- test for CRM dimensions according to experience

Dependent variable Mean

Difference Std.
(1-J) Error Sig.
CRM Less 3 years (3-6) 12022 .08083 .138
System (7-10) 25705 07166 | .000
Integration (3-6) More 10 years .28840" .09930 .004
Less 3 years -.12022 .08083 138
(7-10) (3-6) .13683 .08514 109
More 10 years .16818 .10943 126
More 10 years Less 3 years -.25705-" .07166 .000
(3-6) -.13683 .08514 109
Long-term Less 3 years (3-6) .08871 .08502 .298
Customers’ (7-10) .33749" .07537 .000
Loyalty (3-6) More 10 years .31158" .10444 .003
Less 3 years -.08871 .08502 .298
(7-10) (3-6) .24878" .08955 .006
More 10 years .22286 11509 .054
More 10 years Less 3 years -.33749-" .07537 .000
(3-6) -.24878-" | .08955 .006

Source: Researcher
Given table 32, to investigate which employee’s bank experiences have more effective
in CRM dimensions, the researcher used LSD test. And from those results the researcher can

say:

1) Employees whom experience interval (7-10) years greater from whom experience less

than 3 years and whom ages (3-6) years greater than whom experience more than 10 years also
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whom experience are less from 3 years greater than whom experience more than 10 years are
more effective in CRM System Integration due to the p-vales are 0.000, 0.004 and 0.000 which

less than 0.05 and the mean differences 0.257, 0.288 and -0.277 respectively.

2) Employees whom experience less than 3 years are greater from whom experience
(7-10) years and whom experience (3-6) years greater than whom experience more than 10
years, and so whom experience (7-10) are greater than whom experience (3-6), also whom
experience are less from 3 years greater than whom experience more than 10 years , lastly
whom experience less than 3 years are greater than (3-6) years are more effective in Long-term
Customers Loyalty due to the p-vales are 0.000, 0.003, 0.006, 0.000 and 0.006 which less than

0.05 and the mean differences 0.337, 0.312, - 0.337 and - 0.249 respectively.

HO-5: There is no significant relationship in exogenous and endogenous variables in the
banking industry in NWB.
Ha-5: There is a significant relationship in exogenous and endogenous variables in the
banking industry in NWB.

Table (33): Correlation coefficients among exogenous and endogenous variables

Dimensions 1 2 3 4 5 6 7 8
Service Quality 1
Customer’s 683" 1
Database
Employee’s 5207 | 5417 | 1
Behavior
Solving 725" | 622" | .625™ 1
Customer’s
Problems
CRM System 481" | 539" | .358™ | .649™ 1
Integration
CRM 873" | .819™ | .734™ | .901™" | .723™ 1
Customers’ 550" | .585™ | .460™ | .647"" | .701™ | .715™ 1
Satisfaction
Long-term 3277 | .292* | 2537 | 4157 | 5777 | 4517 | 4947 | 1
Customers’
Loyalty
**_Correlation is significant at the 0.01 level Source: Researcher
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The size of the value of the correlation coefficient was decided, for indicating the
relationship strength between two variables. According to Cohen’s standard (1962), the

guidelines for assessing the relationship are showing in Table (34):

Table (34): The guidelines for assessing the relationship

Strength Value
Small 0.10t0 0.29

Medium 0.30t0 0.49
Large 0.50t0 1.0

Source: (Cohen,1962)

As shown in table 33, the relationships between all exogenous and endogenous
variables are seen positive. Here the researcher can see that, 1) In Palestine banking industry,
Service Quality significantly related to CRM. Although the Solving Customers Problems could
offer more attractive terms, the consumers in Palestine do not tend to switch their banks; 2)
CRM System Integration and Customers Satisfaction are a better predictor than Employees
Behavior of Long-term Customers Loyalty, as its higher correlation of 0.577 and 0.494

respectively than 0.292.

Based on the scale in the above table (34), the researcher can conclude from table 33 that:
Service Quality hasn’t the strongest relationship with the formation of Long-term Customers
Loyalty, less than the role of CRM System Integration or Customers Satisfaction; oppositely,

the Employees Behavior has minor impact on the loyalty, less than the influence of Service
Quiality.
Fit Model (Path Analysis Model)

To accept this model, Hu and Bentler (1999) determine the root mean square of

approximation (RMSEA) values less than 0.06, goodness of fit index CFI value of 0.994 or

more together with SRMR value less than 0.09. Results of multi-group analysis shows that GFI
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reached 0.994, which is more than 0.96, also the calculated value of RMSEA is 0. 136.whereas

chi square is 5.219.AIC 59.219.

Path Analysis

Figure (9): Thesis Path Analysis (Source: Researcher)

0.481 ***

Customers
Satisfaction

0.625 ***

e

539 %k

HO0-6: CRM dimensions doesn’t directly related with each other’s in the Palestinian
banking industry in NWB

Ha-6: CRM dimensions is directly related with each other’s in the Palestinian banking
industry in NWB

Table 35 presents Customer Relationship Management dimensions are positively
correlated to each other, where calculated p value was less than 0.05. That’s mean the

researcher accept the alternative hypothesis CRM dimension.
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Table 35shows that service quality has a significant positive direct effect on customer
database, employee’s behavior, solving customer’s problems and CRM system integration in
NWB Banks, the standardized direct effect of service quality on the previous mentioned
dimensions is (0.683, 0.520, 0.725, 0.481 respectively at p- value less than 0.05). In addition,
customer database is positively direct effect on employee’s behavior, solving customer’s
problems and CRM system integration in NWB Banks (0.541, 0.622, 0.539 respectively, P-
value less than 0.05). Moreover, employee’s behavior is positively direct effect on solving
customer’s problems and CRM system integration in NWB Banks (0.625, 0.358 respectively
at p- value less than 0.05). Finally, solving customer’s problems is positively direct effect on
CRM system integration, the standardized direct effect of solving customer’s problems on

CRM system integration is 0.649 at p- value less than 0.05.

Table (35): Path analysis for the sixth hypothesis

Path coefficients

Estimate | SE | CR Sig.
Service Quality Customer’s Database 0.683 |.014 | 8.537 | ***
Service Quality Employee’s Behavior 0.520 |.016 | 6.978 | ***
Service Quality Solving Customer’s 0725 | 012 | 8.883 | ***

Problems

Service Quality CRM System Integration 0.481 |.014 | 6.561 | ***
Customer’s Employee’s Behavior e
Database 0.541 |.018 | 7.202
Customer’s Solving Customer’s
Database Problems 0.622 | .01217.990 | ***
Customer’s CRM System Integration .
Database 0.539 |.015|7.178
Employee’s Solving Customer’s
Behavior Problems 0625 |.015)8.022 ) ==
Employee’s CRM System Integration ..
Behavior 0.358 |.018 | 5.099
Solving CRM System Integration
Customer’s 0.649 | .013 | 8.240 | ***
Problems

Source: Researcher
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HO-7: Customer relationship management dimensions doesn’t directly related with
customer’s satisfaction in the Palestinian banking industry in NWB

Ha-7: Customer relationship management dimensions is directly related with customer’s
satisfaction in the Palestinian banking industry in NWB

Table 36 presents Customer relationship management dimensions have no significant direct
effect on customer’s satisfaction, where calculated p value were above 0.05 except customer’s
database and CRM system integration where p value below 0.05. That’s mean the second

hypothesis is accepted only for customer’s database and CRM system integration.

Table 36shows that service quality, employee’s behavior and solving customer’s problems
have no significant direct effect on customer’s satisfaction in NWB Banks, that p- value above
0.05. In addition, customer’s database and CRM system integration are positively direct effect
on customer’s satisfaction in NWB Banks, the standardized direct effect of these two

dimensions on customer’s satisfaction is (0.147, 0.457 respectively, P-value less than 0.05).

Table (36): Path analysis for the seventh hypothesis

Path coefficients

Estimate | SE | CR Sig.

Service Quality Customers’ satisfaction | 0.077 | 075 | 1.118 | .263
Customer’s Database Cu;tomgrs 147 063 | 2292 | 022
satisfaction
Employees Behavior Customers’ satisfaction | 0.083 | .045 | 1.452 | .146

Solving Customer’s Customers’ satisfaction 151 096 | 1.940 | 052
Problems

CRM System Customers 457 | 056 | 7.843 | ***
Integration satisfaction

Source: Researcher

HO0-8: Customer relationship management dimensions doesn’t directly related with long-
term customers’ loyalty in the Palestinian banking industry in NWB

Ha-8: Customer relationship management dimensions is directly related with long-term
customers’ loyalty in the Palestinian banking industry in NWB

Table 37 presents Customer relationship management dimensions have no significant direct

effect on long-term customers’ loyalty, where calculated p value were above 0.05 except CRM
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system integration where p value below 0.05. That’s mean the second hypothesis is accepted

only for CRM system integration.

Table 37shows that service quality, customer’s database, employee’s behavior and solving
customer’s problems have no significant direct effect on long-term customers’ loyalty in NWB
Banks, that p- value above 0.05. In addition, CRM system integration is positively direct effect
on long-term customers’ loyalty in NWB Banks, the standardized direct effect of CRM system

integration on long-term customers’ loyalty is (0.475, P-value less than 0.05).

Table (37): Path analysis for the eighth hypothesis

Path coefficients
Estimate | SE | CR Sig.
Service Quality Long-term Customers 0076 | 104! 891! 373
Loyalty
Customer’s Database Long-term Customers 144 | 089 | o075
Loyalty 1.782
Employee’s Behavior Long-term Customers 036 | 063! 511! 609
Loyalty
Solving Customer’s lLong-term Customers 004 | 135 | -043 | 966
Problems Loyalty
CRM Sy_stem Long-term Customers 0475 | 087 | 5.814 | ***
Integration Loyalty

Source: Researcher

HO0-9: Perception of Customers’ Satisfaction doesn’t directly related with long-term
customers’ loyalty in the Palestinian banking industry in NWB

Ha-9: Perception of Customers’ Satisfaction is directly related with long-term customers’
loyalty in the Palestinian banking industry in NWB

Table 38 presents customers’ satisfaction has a significant positive direct effect on long-
term customer’s loyalty, the standardized direct effect of customers’ satisfaction on long-term
customers’ loyaltyis0.189 at p- value less than 0. 05. That’s mean the alternative hypothesis is

accepted.
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Table (38): Path analysis for the ninth hypothesis

Path coefficients

Estimate | SE | CR Sig.
0.189 | 092 | 2.298 | .022

Customers’ Satisfaction | Long-term Customers’
Loyalty

Source: Researcher
Additional Tests

At this stage, the researcher needs to use the multiple regression statistical methods to
analyze the relationship between variables. The researcher was doing this by analyzing the
variance obtained from the multiple regression analysis. Analysis of variance is a method of
testing the null hypothesis that several group means refer to the equality of population, by
comparing the sample variance estimated from the group means to that estimated within the
groups. (Mauger, 2003).

HO-10: There is no significant impact of CRM dimensions on Long-term Customers’
Loyalty in Banking industry in NWB

Ha-10: There is a significant impact of CRM dimensions on Long-term Customers’

Loyalty in Banking industry in NWB

Table (39): R-square and ANOVA for econometrics model

Sum of Mean R Adjusted
Model Squares | df | Square F Sig. R | Square | R Square
Regression | 14.506 5| 2.901 | 26.020 | .000°
Residual 15.610 | 223 A11 .6942 482 463
Total 30.115 | 228
a. Dependent Variable: Long-term Customers Loyalty Source: Researcher

The researcher results from table 39, using ANOVA, it also shows a significant value of
26.02 for the F distribution with 5 and 223 df. The F-test can be taken as a measure of overall
model significance of the estimated regression, indicates that the p-value is less than 0.05,
which implies that a significant relationship exists between the selected variables in this model

in other words “Indicates that the combination of these variables significantly predicts the
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dependent variable”, also as R?= 0.482 which means the independents variables can be explain
48.2% from the variation in dependent variable “long-term customers loyalty”, also Multiple
correlation coefficient “r=0.694” shows positive and strong linear relationship between

dependent variable “Long-term Customers Loyalty” and the predictors.

Table (40): The OLS summary statistics of the null hypothesis

Unstandardized
Coefficients Standardized
Coefficients

Model B Std. Error Beta t Sig.
(Constant) -.246 543 -454 | .650
Service Quality .048 071 042 .680 | .497
Customer’s Database .075 119 .058 .635| .526
Employee’s Behavior 274 105 251 | 2.610| .010
Solving Customer’s 006 122 005| .053| .958
Problems
CRM System 618 058 650 | 10.618 | .000
Integration

Source: Researcher

Multiple regression analysis was used to test if CRM dimensions significantly predicted
Long-term Customers Loyalty. The results of the regression indicated the two predictors
(Employees Behavior and CRM System Integration) explained 48.2% of the variance (R?=
0.482, F (5,223) =26.02, P< 0.05). It was found that Employees Behavior significantly
predicted Long-term Customers’ Loyalty (R=.274=, p=0.01), as did CRM System Integration

(R=.618=, p=0.000).
The econometric model equation:

Long-term Customers’ loyalty = 0.274 Employee’s Behavior+ 0.618 CRM System

Integration.
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The interpretations of the significant independent variables:

1) There is a direct impact between employee’s behavior and long-term customer’s
loyalty, and an increasing employee’s behavior by 10 units may increase the long-term
customer’s loyalty by 2.74 units.

2) There is a direct impact between CRM system integrations and long-term customer’s
loyalty, and increasing CRM system integrations by 10 units may increase the long-
term customer’s loyalty by 6.18 units.

3) But there is no impact that means no impact for these predictor variables (service
quality, customers’ database, solving customer’s problems) on the long-term

customer’s loyalty.

HO-11: There is no significant impact of CRM dimensions on Customers” Satisfaction in
Banking industry in NWB.
Ha-11: There is a significant impact of CRM dimensions on Customers’ Satisfaction in
Banking industry in NWB.

Table (41): R-square and ANOVA for Customers’ Satisfaction econometrics model

Sum of Mean R Adjusted R
Model Squares | df | Square F Sig. R | Square Square
Regression | 18.606 | 5| 3.721 | 50.222 | .000°
Residual 10.373 | 223 | .074 .8012 .642 .629
Total 28.979 | 228
a. Dependent Variable: Customers Satisfaction Source: Researcher

The researcher results from table 41, using the ANOVA, it also shows a significant value
of 50.222 for the F distribution with 5 and 223 df. The F-test can be taken as a measure of
overall significance of the estimated regression, indicates that the p-value is less than 0.05,
which implies that a significant relationship exists between the selected variables in this model

in other words “Indicates that the combination of these variables significantly predicts the
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dependent variable”, also as R?= 0.642 which means the independents variables can be explain
64.2% from the variation in dependent variable “customers satisfaction”, also Multiple
correlation coefficient “r=0.801" shows positive and strong linear relationship between

dependent variable “Customers Satisfaction” and the predictors.

Table (42): “The OLS summary statistics of the null hypothesis”

Unstandardiz
ed
Coefficients Standardized
Coefficients
Std.
Model B Error Beta t Sig.
(Constant) 197 443 445 | 657
Service Quality 191 .058 170 | 3.307 | .001
Customer’s Database 021 .097 016 217 | .828
Employee’s Behavior .029 .085 027 337 | 737
Solving Customer’s Problems .004 .099 .003 042 | .967
CRM System Integration 127 .047 .780 | 15.319 | .000

Source: Researcher

Multiple regression analysis was used to test if CRM dimensions significantly predicted
Customers Satisfaction. The results of the regression indicated the two predictors (Service
Quality and CRM System Integration) explained 64.2% of the variance (R?= 0.642, F (5,223)
=50.222, P< 0.05). It was found that Service Quality significantly predicted Customers

Satisfaction (3=.191=, p=0.001), as did CRM System Integration (R8=.727=, p=0.000).

The econometric model equation:

Customers’ satisfaction=0.191 Service Quality+ 0.727 CRM System Integration.

The interpretations of the significant independent variables:
1) There is a direct impact between service quality and customer’s satisfaction, and an
increasing service quality by 10 units may increase the customer’s satisfaction by 1.91

units.
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2) There is a direct impact between CRM system integrations and customer’s satisfaction,
and increasing CRM system integrations by 10 units may increase the customer’s
satisfaction by 7.27 units.
3) But there is no impact that means no impact for these predictor variables (customers’
database, employee’s behavior, solving customer’s problems on customer’s
satisfactions).
4.5 Summary

The researcher found in this chapter that customer relationship management dimensions
are positively correlated to each other, all the dimensions have been used in the model affect
each other. It was clear from the thesis that the most significant CRM dimensions on customers’
satisfaction are customer’s database and CRM system integration, the role of these dimensions
will affect the other dimensions (service quality, solving customer’s problems and employee’s
behavior) to help the banks to effectively build a successful CRM application. On the other
hand, CRM system integration has a direct effect on long-term customers’ loyalty in banking
industry in NWB. The searcher found that Long-term customers’ loyalty has a positive direct
effect on customers’ satisfaction. Through the path analysis test; it was determined that the
mediator variable (Customers’ Satisfaction) has no role in mediating the impact of CRM on

Long-term Customers’ Loyalty.
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CHAPTER V

CONCLUSIONS AND RECOMMENDATIONS

This chapter summarized the findings of this thesis, and to reflect the other researcher’s
findings with the researcher results to match and gather the common results together to
reinforce the understanding and the needs of these variables that have been used in this thesis
in the banking industry in NWB. And the researcher will put some thesis recommendations and
recommendations for other scholars to investigate to help them narrowing their studies to

discover abandoned sectors in this industry.

5.1Discussion about each research question
In this section, the researcher discussed each question in thesis with the previous studies

mentioned in the literature review.

CRM: The researcher found in chapter 4 that there is a high level of CRM in banking
industry in NWB, it means that the banks employees used CRM in their banks. The researcher
findings coincided with many researchers about the use of CRM application in this industry,
Muther (2012) and Karjaluoto et al. (2014)used the same dimensions (service quality,
customers database, solving customers problems, employees behavior and CRM system
integration) used in this thesis, these researchers found that these dimensions entail the
identification and satisfaction of business needs and the balancing of the organization’s need

for profitable operations and the customer’s needs for quality service and products.

There was a consensus from the respondents that banks have to be aware of the use of CRM
application in the banking industry, it was clear that from the analysis (mean and standard
deviation) that the bankers have a significant awareness of the importance of CRM, but actually

they don’t know what dimensions they have to invest in in order to achieve the highest value
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when implementing CRM in their business. These two dimensions the Customer’s Database
and CRM System Integration were the most significant dimensions in the banking industry
according to the results in this thesis. Customer’s Database is the main source of information
that lead banks to design, retain and defend itself against other competitors in the local market
in Palestine. The better and strong Database the better awareness of the customers and the
market needs and the ability to response quickly to ant potential movements from the
competitors. The bank has to update its systems with the last cutting edge technologies in order
to achieve the most efficient systems integration to provide customers with the real time

services within the required performance and time frame.

Service Quality: The researcher found in the previous chapter the data analysis that there
is a high level of Services Quality in banking industry in NWB, it means that the banks
employees believed that Services Quality is a significant issue in the banking industry. The
result coincides with the following researchers, Amin et al. (2012) examined the factors that
contribute to long-term customer’s loyalty in the service industry, the results also implied that
service quality perceptions by the customer entailed the most significant determinant of long-
term customer’s loyalty, particularly in long term relationships. Nguyen (2012) found that the
bank should aim to improve its service quality and subsequently improve the relationship with

customers.

In order to achieve better service quality in banks, it is crucial for them to adopt the most
important items in Service Quality which is to maintain the customer’s privacy along with
dealing with their information confidentially. On the other side, the banks have to provide its

services in an accurate manner to keep them satisfied and loyal to the banks.

Customer’s Database: The researcher found in the previous chapter the data analysis that

there is a high level of Customers Database in banking industry in NWB, it means that the
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banks employees believed that Customers Database is significant in the banking industry. The
customer’s database is an increasingly essential component of CRM, with Bahrami et al.
(2012), Moro et al. (2014), and Moin et al. (2012) found that customer’s databases provide
insights about the behavior and attitudes of customers to the organization; as well as database
is the foundation of software used in CRM. In this case, the customer database is supportive of

various CRM strategies including collaborative, analytical, operational, and strategic CRM.

The researcher recommends the banks to invest in building a robust customer’s database,
which needs to be updated regularly and continuously to meet the new technologies in order to
have a clear and accurate data about the customers in order to find the best offers and solution
for them. So, the customer’s database has to be available for any bank as it is the data repository
and the most valuable asset for the banks, the banks have to adopt the strategy to update the
customer’s database with the current data about customers and adopting the new technology to

update it.

Employee’s Behavior: The researcher found in the previous chapter the data analysis that
there is a high level of Employees Behavior in banking industry in NWB, it means that the
banks employees believed that Employees Behavior is significant and has an impact in the
banking industry. The researcher results corresponded with the following researchers, Garrido
et al. (2014), Grigoroudis et al. (2013), Adeniji (2013), and Alrubaiee (2012) note that
employee’s behavior and responsiveness to customers by providing information needed to
provide prompt answers to customer questions are the key success of CRM implementation in
the banking system, and also makes employees more proactive by anticipating customer needs

from future forecasts accomplished by the CRM system to be an efficient system.

The researcher concluded from Employees Behavior Dimension that the respondents

agreed that dealing sincerely with customers and being kind with them make them satisfied, in
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this regard, these are the pillars to ensure better customer’s satisfaction in their banks. The
employee’s skills play a significant role to improve and enhance the employee’s behavior for
a better service provided for the customers. The harmony between the employees themselves

reflected on the overall bank behavior.

Solving Customer’s Problems: The researcher found in the previous chapter the data
analysis that there is a high level of Solving Customers Problems in banking industry in NWB,
it means that the banks employees believed that Solving Customers Problems is significant in
the banking industry. The results coincide with De Mast and Lokkerbol (2012) and Coyle et al.
(2012) that they point out that CRM enables solving customer’s problems by enhancing the
accuracy of opportunity forecasts and the organization’s capacity to solve the clients issues in
the future, while also increasing the organization’s ability to match product forecasts with
customer needs. Chan (2015) also states that CRM enhances the problem solutions by reducing

the inaccurate and duplicated client profile data.

The main issues to be highlighted in this dimension are banks must periodically review the
customer’s problems and complaints in order to avoid similar and anticipated problems that
may incurred in future, besides all of this, the banks could improve its ability to excel in this
regard through training their employees to better handling the customer’s objections, it leads
the bank to solve the customer’s problems on time without negative implications in future or

to harm the image of the bank.

CRM System Integration: The researcher found in the previous chapter the data analysis
that there is a high level of CRM System Integration in banking industry in NWB, it means
that the banks employees believed that CRM System Integration is crucial and playing a role
in the banking industry. The results matched other previous findings such as, Soeini and Jafari

(2012) determined the process the high level of CRM system integration, noting that this
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concept involves the seamless functioning of CRM and the organization’s website; valuable
customer’s information is brought to the CRM directly. This integration enables the banks sales
representatives, for example, to identify the time customers visited the bank website, their
search terms, and requested information. CRM system integration enhances the organization’s
understanding of changing customer habits and preferences with the aim of developing new
products and services to satisfy emerging customer needs, provide products and services

needed by the customer, and improve client retention (Li and Mao, 2012; Nuesch et al., 2015).

The researcher was predicting that this dimension is the most crucial dimension among all
the CRM dimensions, through the analysis the prediction took the most significant place among
the others. CRM system integration closely related to the adopted technology in the banks, the
technology plays a significant role to enhance the CRM application in order to design and
establish the most proper communication methods with customer’s; these methods will
facilitate the efforts in designing the suitable offers that meet the customers’ needs according
to their preferences. The harmony between the well-integrated systems in the overall CRM
application will enhance and support the most important system in the banks which is the
financial system that is responsible to monitor and control all the customer’s financial

operations.

Customers’ Satisfaction: The researcher found in the previous chapter the data analysis
that there is a high level of Customers Satisfaction in banking industry in NWB, it means that
the banks employees believed that Customers Satisfaction is significant in the banking industry.
The results show that other previous results corresponded with the researcher results; they
found that customer’s satisfaction is the most important role to capture the success in this
industry among the aggressive competitions in the market. Customers Satisfaction in the
banking industry has long been considered as a determinant of business performance (Kaur et
al., 2012). The researchers found that perceptions of service fairness significantly influence
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customer satisfaction, while also acting as a surrogate for service quality in determining
perception of value and trust among banking customers, leading to enhanced customer
satisfaction (Chenetal., 2012). Thus, Service quality plays a significant dimension on customer
satisfaction perceptions in the banking industry, more specifically in the electronic banking

sector.

The aim of all businesses to achieve higher degree of customer’s satisfaction; customer’s
satisfaction is the road to gain customer’s loyalty in order to obtain the most profitable customer
segment in the market, this will be captured through strengthening the trust between the bank
employees and customer’s, trust was one of the main dimension in RM that is responsible to
establish a strong and robust connection with customers. Banks have to heavily invest in
building trust channels with its customers to reach the anticipated satisfaction level. On the
other hand, banks must recognize the importance of facilitating the ways for customer’s to
reach its offices and branches by providing more branches and offices, regardless that the world
move forward the e-service channels; customer’s in Palestine still convinced in the traditional

way to communicate with the banks from the banker’s point of view.

Long-term Customers’ Loyalty: The researcher found in the previous chapter the data
analysis that there is a high level of Long-term Customers Loyalty in banking industry in NWB,
it means that the banks employees believed that Long-term Customers Loyalty is a determinant
factor in the banking industry. The thesis results coincided with other researcher’s findings,
they found that long-term customer’s loyalty is important to organizational performance and
sustainability, it provides an indicator of how well the banks perform its services and products
to its customers. Agariya and Singh (2012) examined the risk of losing customer loyalty in
business once the organization didn’t meet the customers’ needs and didn’t pay attention to
customize the customers service requests. Guillén et al. (2012) found that customer’s loyalty
fluctuates over time; so, the banks has to periodically monitor the customer’s satisfaction and
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needs, and to follow up the customers changing needs and how other competitors satisfy their
needs. Also, the type of service and product play a significant role in long-term customer
loyalty, customer from time to time likes to find diverse products and services that exceeds his

expectation.

In spite of the fluctuation of customer’s loyalty over time; banks need to keep attracting its
customers through many methods and ways in order to keep them loyal for the bank, Design
was one of the main factors that plays a significant role to maintain loyalty, customers like to
see and feel the attractive exterior design of the bank to keep communicating with it; most of
the banks in Palestine provide VIP services that attract customers with its design to establish
new channels with the bank and keep dealing with it. Customer’s would like to banks to go
beyond their expectations to provide variety of services, by providing these services customer’s

will keep the strong relationship with banks.

5.2 Discussion about each research hypothesis
In this section, the researcher will discuss thesis hypotheses with the previous studies

hypotheses mentioned in the literature review.

H1: CRM doesn’t play a role in the banking industry in NWB.

Hypothesis (1) contended that CRM doesn’t play a role in Banking industry in NWB.
The conclusion that CRM play a significant role in this industry, CRM dimensions founded
significant to enhance the implementation of CRM in Banks and the role that these dimensions
play to achieve better understanding of the customers’ needs and how to employ these
dimensions to achieve customer’s satisfaction and to build long-term loyalty with them. The
researcher hypothesis coincides with Padmavathy et al. (2012), he found that CRM
implementation has positive influence on customer satisfaction; while reliability had a positive

effect on both customer loyalty and satisfaction.
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H 2: Customers’ Satisfaction doesn’t play a role in banking industry in NWB.

Hypothesis (2) contended that Customers Satisfaction doesn’t play a significant role in
Banking industry in NWB. The conclusion that Customers Satisfaction play a role in this
industry and it has a significant impact in NWB banks, the employees expressed in the
questionnaire that customer’s satisfaction items are important for the banks to attract, satisfy,
meet the needs and to decrease the level of competition with other rivals in the same market.
Terpstra and Verbeeten (2014) further investigated the association between customer
satisfaction and customer value in the banking industry, determining a positive relationship

between customer satisfaction and customer value.

H 3: Long-term Customers’ Loyalty doesn’t play a role in banking industry in NWB.
Hypothesis (3) contended that Long-term Customers Loyalty doesn’t play a role in Banking

industry in NWB. The conclusion that Long-term Customers Loyalty plays a significant role
in Banking industry in NWB. The most profitable the most loyal customers; this result
coincides with other researchers results in this thesis, long-term customer loyalty reflects the
bank performance and sustainability, and indicates how well the bank perform to keep
providing the satisfied services and products to keep customers loyal. This result coincides
with the findings for Amin et al. (2012) that they examined the factors that contribute to
customer loyalty in the banking industry, they found a positive relationship emerged between
customer loyalty on one side and perceived service quality, corporate image, trust, and
switching cost on the other. The results also implied that service quality perceptions by the
customer entailed the most significant determinant of customer loyalty, particularly in long

term relationships.
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H 4: There is no significant difference in the role of customer’s satisfaction in mediating
the impact of customer relationship management on long-term customer’s loyalty due to

employee characterizes (demographic variables) in the banking industry in Palestine.

Hypothesis (4) contended that There is no significant difference in the role of
customer’s satisfaction in mediating the impact of customer relationship management on long-
term customer’s loyalty due to employee characterizes (demographic variables) in the banking
industry in Palestine. This hypothesis consists of seven sub-hypotheses due to (Sex, Bank
Nationality, Marital Status, Qualifications, Age, Position and Years of Experience). All
of these sub-hypotheses determined that there are no significant differences in exogenous and
endogenous variables due to all of these demographic variables). While Goncalves and
Sampaio (2012), investigated the relationship between customer loyalty and customer
satisfaction, age and gender of the customer had a significant and positive impact on the

relationship between customer loyalty and customer’s satisfaction.

The researcher interprets all the sub-hypotheses according to the seventh demographic

dimensions as the following:

a) Sex: Sex playing a significant role in Service Quality, in this dimension the
researcher accepted the alternative hypothesis that clarify a significant
difference in exogenous and endogenous variables according to sex. The
analysis shows that male employees more effective in service quality than
female employees. The researcher interprets this result according to his own
experience in customer care, sales and marketing fields in banks and
telecommunication fields, there is an aggressive competition between
employees to prove themselves to provide better services to customers, most of

the frontline sales positions placed by male employees especially the corporate
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relationship positions, which it needs high physical efforts to handle the work
requirements, the nature of these jobs required high interaction with customers
and building a strong relationship with customers which is easy for male
employees to establish rather female employees, the culture also plays a
significant role in this regard especially in direct sales jobs. On the other side,
some banks prefer to hire male candidates in these positions because of the
nature of these jobs that required the employee to be regularly available to serve
customers, so if they choose females for this purpose the work process will be
interpreted because most of customers prefer some employees to serve them,
so if the female took its maternity vacation so it will affect the business in their
point of view.

Bank Nationality (Bank Type: local of foreign): The researcher found that
there are four dimensions significant and make a difference in exogenous and
endogenous variables. Service Quality, Customers Database, Employees
Behavior and Long-term Customers Loyalty. The first three dimensions was
higher for the foreign banks comparing with the local banks, while the fourth
dimension was higher for the local banks. Here the researcher will interpret
these results according to his point of view. For the first three dimensions, it
was higher for foreign banks due to the experience that these banks gain from
different countries they operate, so the shared knowledge and experience will
assist and provide them to wide their ability to handle them better than the local
banks while the long-term customer’s loyalty was higher for local banks
because each country and place has its own customer’s characteristics, so the
local banks may have the experience more than the foreign banks to serve

customers in a proper ways and also they have the ability to establish
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connection with customer’s easier than foreign ones, this will enhance their
capabilities to improve its services to achieve higher customers satisfaction that
leads to higher customer’s loyalty.

Marital Status: The results explained that there are no significant differences
in exogenous and endogenous variables due to this dimension. The researcher
can interpret this from his point of view, the service quality for example in
banks varied among the employees regardless to their status, single employee
can excel than married employee, vice versa is also correct. So, there is no clear
factors in fact that make this dimension plays a role among the thesis variables.
Qualifications: There are five dimensions make a difference and significant
according to qualification, these are Service Quality, Employees Behavior,
Solving Customers Problems, CRM System Integration and CRM.

1. Service Quality: Bachelor and master employees were effective in this
dimension, the researcher interprets this result from his view because
of the high graduation rate among graduate students, it leads to an
aggressive competition among employees to prove themselves in work
in order to be full time employees, there is a high unemployment rate
so the graduates will take this point in consideration to be better than
others.

2. Employee’s Behavior: Bachelor employees are the higher in this
dimension, this the researcher can conclude also from point one, a high
bachelor graduates in the market this will leads employees to work hard
to behave in a good manner to gain the employer trust.

3. Solving Customer’s Problems: Bachelor employees are the same in

the second point were the higher and more effective in solving
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customer’s problems, once the employee providing better service and
behaving in the right track with customers so he will be able to handle
their problems and objections from the point of the researcher view.
CRM System Integration: Bachelor and master employees were better
than diploma in this regard. The researcher predict that these results
come from the experience that they acquire from their specializations
especially with master employees, they will be aware of what
technologies and system to be well-integrated together to establish
better channels with customers.

CRM: Bachelor and master employees were more effective than
diploma employees. The researcher concluded from point four (CRM
system integration) that for the same reasons this segment of employees

may have the same awareness of CRM application in this industry.

e) Age: Three dimensions were significant according to this dimension, Service

Quality, Solving Customers Problems and Long-term Customers Loyalty.

1. Service Quality & Solving Customer’s Problems: Employees within

this interval (25-35 years) is the most effective in service quality, the
researcher found this ratio because of most of banks employees between
this age interval.

Long-term Customers’ Loyalty: Employees within this interval (less
than 25 years) is the most effective in long-term customer's loyalty, the
researcher concluded that this age group may come with the freshest
graduates, these employees may be passion to prove themselves to
capture better customer's loyalty than other age groups because of the

aggressive competitions in job hunting.
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f) Position: One dimension is significant which is Long-term Customer's
Loyalty. Among the fourth dimensions (administrative, section head, manager,
higher) in the position the sixth demographic variable; administrative
employees are more effective in long-term customer's loyalty, this result may
have revealed from that this segment of employees tries to capture the strong
relationship with customers to defend their position in the bank due to the high
competition between this segment.

g) Experience: There was two dimensions were significant in this demographic
variable which are CRM System Integration and Long-term Customer's
Loyalty.

1. CRM System Integration & Long-term Customers’ Loyalty:
Employees with less than 3 years of experience were more effective
in these two dimensions, the researcher concluded the reasons behind
these results to the same reasons for the above point (f) besides to that
this segment of employees will be energetic and fresh to add ideas and
enrich the work experience with their knowledge to enhance the CRM

application with technologies.

H5: There is no significant relationship between exogenous and endogenous variables in

the banking industry in NWB.

Hypothesis (5) contended that there is a positive relationship between all exogenous
and endogenous variables. The researcher concluded that service quality in-Palestine banking
industry plays a significant role in CRM. Solving customer’s problems is a significant term
which is an indicator for the banks that their customers will not switch to other banks. CRM
system integration and customer's satisfaction are a better predictor than employee’s behavior

of customer’s loyalty. The researcher also concluded that service quality hasn’t the strongest
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relationship with the formation of long-term customer’s loyalty, less than the role of CRM
system integration or customer's satisfaction; oppositely, the employee's behavior has minor
impact on the loyalty, less than the influence of service quality. According to the reviews for
other researchers found that service quality has the significant impact on customer’s
satisfaction along with solving customer’s problems, these two dimensions play the important

role in customer’s satisfaction that leads to a higher customer’s loyalty.

HO0-6: CRM dimensions doesn’t directly related with each other’s in the Palestinian

banking industry in NWB

Hypothesis (6) contended that CRM dimensions doesn’t directly related with each
other’s in the Palestinian banking industry in NWB. The researcher shows in the path analysis
test that Customer relationship management dimensions are positively correlated to each other,
where calculated p value were less than 0.05. Service quality, customer’s database, solving
customer’s problems, employee’s behavior and CRM system integration are positively

correlated to each other in this thesis.

The CRM dimensions were selected for this thesis had been viewed from other
literature reviews to check the relationship between them, so these five pillars (CRM
dimensions) from the researcher view constructs the main dimensions for CRM application, so
all of them correlated to each other and complement the functions between them to achieve the

main goal of CRM.

HO-7: Customer relationship management dimensions doesn't directly related with

customers’ satisfaction in the Palestinian banking industry in NWB

Hypothesis (7) contended that Customer relationship management dimensions doesn’t
directly related with customer’s satisfaction in the Palestinian banking industry in NWB. The

researcher presented through the path analysis test that Customer relationship management
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dimensions have no significant direct effect on customer’s satisfaction for these three CRM
dimensions (service quality, employee’s behavior and solving customer’s problems), while
customer’s database and CRM system integration are positively direct effect on customer’s

satisfaction in NWB Banks.

The researcher found that these two dimensions’ customer's database and CRM system
integration have a direct effect on customer's satisfaction because customer's database is the
data repository that contains all the data related to customers especially their preferences, so
once the bank use these data in the right manner and reflect their needs using it, so banks will
gain a higher level of customer’s satisfaction. CRM System Integration, customers always
looking to facilitate and manage their relationship with their banks, so the better management
will lead to a better satisfaction, integrating the used systems and customer's information will
result in a better customer service in a real time and accurate way to provide customers with

services.

HO0-8: Customer relationship management dimensions doesn’t directly related with long-

term customers’ loyalty in the Palestinian banking industry in NWB

Hypothesis (8) contended that Customer relationship management dimensions doesn’t
directly related with customer long term loyalty in the Palestinian banking industry in NWB.
The researcher presented through the path analysis test that Customer relationship management
dimensions have no significant direct effect on long-term customer’s loyalty for these CRM
dimensions (service quality, customer’s database, employee’s behavior and solving customer’s
problems), while CRM system integration is positively direct effect on long-term customer’s

loyalty in NWB Banks.

The researcher found from the previous hypothesis (7), that CRM System Integration

has a positive direct effect on customer's satisfaction, while customer's satisfaction has also a

124



M. ABU DAQAR 2017 MASTER THESIS

direct effect on long-term customer's loyalty as in hypothesis (9). As mentioned before, the
output of RM is to satisfy customers in order to achieve the main aim which is the long-term

customer's loyalty that leads to a higher profitability.

HO0-9: Perception of Customers’ Satisfaction doesn’t directly related with long-term

customers’ loyalty in the Palestinian banking industry in NWB

Hypothesis (9) contended that Perception of customer's satisfaction doesn’t directly
related with long-term customer’s loyalty in the Palestinian banking industry in NWB. The
researcher presented through the path analysis test that customer’s satisfaction has a significant

positive direct effect on long-term customer’s loyalty.

The researcher realized the reason behind the positive direct effect between customer’s
satisfaction and long-term customer’s loyalty that when banks well serve customers and meet
their needs they will win their satisfaction, when customers will be satisfied it will create a kind
of trust between them and the bank, and then the customers will be loyal to the bank according

to the strong relationship had been established between them.

HO-10: There is no significant impact of CRM dimensions on Long-term Customers’

Loyalty in Banking industry in NWB.

According to the researcher analysis results, there is a significant impact exists between the
selected variables in this model in other words “Indicates that the combination of these
variables significantly predicts the dependent variable”,R2= 0.482 which means the
independents variables can be explain 48.2% from the variation in dependent variable “long-
term customers’ loyalty”, “r=0.694” shows a positive and strong linear relationship between
dependent variable “long-term customers’ loyalty” and the predictors (CRM dimensions).The
researcher results show that only “Employees Behavior” and “CRM System Integration” are

significantly contributing in the regression equation.
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Long et al. (2013) also investigated the influence of various factors of customer relationship
management on customer loyalty. The elements of customer relationship management
identified in their thesis were interaction management, customer service quality, employee
behavior, and relationship development. From the findings, the researchers concluded that
employee’s behavior was the most important construct of customer relationship management
in the service industry, and that employee behavior had a significant correlation to customer
loyalty. Employees behavior according to the researcher point of view will affect the other
CRM dimensions, the behavior will affect the other four dimensions and how employees
interact with them, if customers were happy to deal with employees, then employees will
extract the right information about them that will enrich the customer's database which will be
used to enhance the CRM system integration to provide better services that meet their needs,
once banks achieve this mile stone they will achieve the goal to gain more loyalty from

customer's.

HO-11: There is no significant impact of CRM dimensions on Customers’ Satisfaction in

Banking industry in NWB.

The researcher results shows a significant impact exists between the selected variables in
this model in other words “Indicates that the combination of these variables significantly
predicts the dependent variable”, R2= 0.642 which means the independents variables can be
explain 64.2% from the variation in dependent variable “customers satisfaction”, also Multiple
correlation coefficient “r=0.801" shows positive and strong linear relationship between
dependent variable “customers satisfaction” and the predictors (CRM dimensions).The
researcher results show that only “Service Quality” and “CRM System Integration” are
significantly contributing to the equation. When a bank provides a better service quality than
others in the market; it means that this bank has more details about customer's in the market
and wants to satisfy their needs and meets their expectations. CRM application will use the
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well-integrated systems to present the most qualified services for customers once these two
dimensions integrated with each other so customers will be more satisfied in this bank than

others.

Other researcher results corresponded with the researcher results as Nazir et al. (2014)
investigated the influence of customer relationship management on customer satisfaction, the
findings revealed a positive and significant relationship between customer satisfaction and
three constructs of customer relationship management namely service features, service access,
and service quality. Rezghi et al. (2014) further investigated the relationship between CRM
systems and customer's satisfaction in the banking industry, in this case, the findings showed
that there was a positive and significant relationship between customer's satisfaction and four
constructs of CRM namely the handling of complaints, service access levels, service

characteristics, and service quality.

5.3 Conclusion

The aim of this thesis has been to look for new theoretical contributions that may
clarify the true role of customer’s relationship management, and the definition of its
dimensions. The researcher main argument is that a theoretically solid explanation for the
dimensional conception of customer relationship management is still necessary, and customer
relationship management indeed plays a mediating role between customer satisfaction and
long-term customers’ loyalty. Moreover, this thesis could help customer relationship
management solve problems of transferring customer satisfaction into customer loyalty,

through strategies that enhance the customer relationship management.

The results of this thesis showed positive and strong linear relationship between dependent
variable “long-term customers’ loyalty”” and the CRM dimensions, and also the same between

CRM and Customers’ Satisfaction. All the five antecedents of the independent variable along
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with the mediators and the dependent variables have a high level in the banking industry in
NWAB. The relationships between all exogenous and endogenous variables are positive, and
customers’ satisfaction has a significant positive direct effect on long-term customers’ loyalty.
Customer’s database and CRM system integration are positively direct effect on Customers’
Satisfaction while CRM system integration is positively direct effect on long-term customers’

loyalty.

The most important results of this thesis are:

There was a strong positive relationship between Customers’ Satisfaction for banking and
Long-term Customers’ Loyalty. And also, there was a strong positive relationship between

CRM of banking services and Customers’ Satisfaction.

Also, the researcher concluded that the dimensions of customer relationship management
(CRM) dimensions have a significant positive relationship between customer relationship
management applications and customers’ satisfaction in the banking industry in NWB. The use
of customer relationship management applications associated with customers’ satisfaction in
the banking industry in NWB. Through the path analysis test, the study showed that there is no
role for customers’ satisfaction in mediating the impact of customer relationship management

on long-term customers’ loyalty in the banking industry in North West Bank- Palestine.

The researcher determined that there were differences between exogenous and endogenous
variables in the banking industry in NWB due to the demographic variable (sex, bank
nationality, marital status, qualification, age, position and years of experience) in the banking
industry in NWB), the variable “Service Quality” was common among all the demographic
variables which it has a significant difference. Through the use of regression analysis, it was

revealed that there is a direct impact between (employee’s behavior and CRM system
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integration) and long-term customers’ loyalty, while, there is a direct impact between (CRM

system integration and service quality) and customers’ satisfaction.

5.4 Limitations of the thesis

This thesis on the role of CRM mediated by customers’ satisfaction on long-term
customers’ loyalty in Banks industry in NWB used primary and secondary data. The researcher
might fail to seek all possible findings because the data may be affected by the perception and
attitude of respondents. Furthermore, four banks refused to participate in this thesis through

the questionnaires. The Banks participation percentage was 73%.

The population represented in this thesis is only banks in NWB in Palestine, it is possible
that the results of this thesis are not typical of results in general due to the middle area and
south area in West Bank that had most of population, so in the future the thesis must include

all areas in Palestine.

74.4% of the respondents aged 35 years or below, meaning that the results are mostly
representing this age group, and not the entire population as a whole. If research is to be

conducted in the future, more effort should probably be put into representing all age groups.

5.5 Recommendations

In this section, the researcher proposes some suggestions for banks and bankers in
Palestine, in order to help them rethink the relationship strategies. These are mainly based on
the comparative importance and priority of the role of customers’ satisfaction in mediating the
impact of customer relationship management on long-term customers’ loyalty. Here the

researcher provides the following suggestions accordingly.
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Bankers need to investigate why male employees more effective in service quality more
than females in their banks. And also, do male employees have more attention and training than

female employees?

It is recommended that local banks need to improve their capabilities to enhance the level
of service quality and employee’s behavior and to update their customer’s database with the
recent technologies, in order to serve and provide customers with required services through
gathering the accurate information about them by building a strong relationship between the
banks and customers. On the other side, local banks advised to keep maintaining their

relationship with its loyal customers.

The banks need to train and empower its employees whom in this age interval (25-35 years)
with the last cutting-edge skills and knowledge to better serving their customers and build

robust relationship with them.

Banks could pay attention to administrative employees, because these employees are more

effective in maintaining long-term customer’s loyalty.

Banks could also keep in contact with their customers trying to determine their current
needs and offering them services that meet their needs such as the online services though e-
banking services and mobile applications, some of these services that may attract customers
and keep them, is how possible to link banks with the international money transfer services as
Western Union and Money Gram through these online services and also, banks need to
introduce the daily customers’ services through these online tools, customers can submit their
services and then these services transferred to the exact branch to be processed there and then
sending an acknowledgment message for the customer about his request order. Banks advised
to upgrade their customer’s database as it is the source or information to solve their problems

and finding the best offering that fit their expectations.
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Bankers could promote customer retention strategies, by offering higher levels of service
quality through making poll results about the level of services provided from the bank itself
comparing with other banks. Some of these strategies is to anticipate the customer’s behaviors
through analyzing their data and to be aware of the new trends and how it could be applied
using the available technology, applications, systems and physical equipment’s, by watching
customer’s data the banks will be able to handle and respond to any change in the customer’s
behaviors and their needs and how best to satisfy their needs with the least cost. Customers
loyalty program could be applied to improve the customer’s perception toward the banks with

a positive image and feedback.

Banks advised to periodically review its customer’s problems and complaints to avoid any
similar problems that will be incurred in the future, because customers have a high interest in
dealing and solving their problems by the banks on time and to avoid similar problems in future,

so banks positive reputation is usually very important.

Keep the effective communication between CRM and the Banks Customers due to high
turnover of relationship managers from the banks, customer’s desire concurrent and alternative
communication channels with their banks in the absence of the relationship managers primarily
responsible for handling their accounts, so, banks advised to enhance their online customer
service centers, this method will keep an eye on the customers’ needs and to track his request
orders, so the customer will have a feeling that the bank is following up his orders, this will

establish a trust channels between the customer and the banks.
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Appendix (1): English Version of Questionnaire

The Arab American University
Faculty of Graduate Studies

Strategic Planning and Fundraising

The Role of Customers’ Satisfaction in Mediating the Impact of Customer Relationship
Management on Long-term Customers’ Loyalty in the Banking Industry in NWB)

The researcher is conducting a field thesis about The Role of Customers’ Satisfaction in
Mediating the Impact of Customer Relationship Management on Long-term Customers’
Loyalty in the Banking Industry in NWB from the point of view of its employees’, for the
purpose to accomplish the mission of obtaining the Master degree in Strategic Planning and
Fundraising Program, The Arab American University, Palestine.

| appreciate your kind answers for all the questionnaire questions, knowing that all the
information and the data filled in this questionnaire will be used for the scientific research
purpose.

Please accept my best regards

The Researcher:

Mohannad Abu Dagar
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Section 1: Customer Relationship Management (CRM)

Al: Service Quality

No. Questions Strongly | Agree | Neutral | Disagree | Strongly

Agree Disagree

Al .1 | The bank maintains the
customer’s privacy

Al .2 | Dealing with customer’s
information confidentially
Al .3 | The bank provides the
services quickly

Al .4 | Accuracy is essential in
providing services

Al 5] Itisessential to spread the
bank branches

Al .6 | 1 domy job in the correct way

Al .7 | The customer’s problems

treated transparently

Al .8 | The provided services meet

the customer’s needs

Al .9 | My tasks accomplished in the

right manner

Al .10 | The bank personnel behaving

in a good manner with

customers

Al .11 | The bank provides

information for its services

Al .12 | It is easy to access the bank

information

Al .13 | The bank looking forward the

continuous improvement for
its services

A2: Customer’s Database

No. Questions Strongly | Agree | Neutral | Disagree | Strongly

Agree Disagree

A2 .14 | Availability of the bank
customer’s database

A2 .15 | The customers DB is essential
in the marketing efficiency
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A2 .16 | The bank continuously
improves the customers DB
A2 .17 | The customers DB integrated
effectively with other systems
A2 .18 | The bank can obtain the
customers information
A2 .19 | The customers DB can be
easily accessed
A2 .20 | The bank uses the latest
technology to update the
customer DB
A3: Employee’s Behavior
No. Questions Strongly | Agree | Neutral | Disagree | Strongly
Agree Disagree
A3 .21 | Dealing sincerely with
customers makes them happy
with the bank
A3 .22 | Being kind with customers
makes them satisfied
A3 .23 | The employees have the skills
to provide good services
A3 .24 | Highly experienced
employees are necessary to
provide good services
A3 .25 | The employees work in close
co-operation to accomplish
the work tasks
A3 .26 | The employees always show
respect to the customer
A4: Solving Customer’s Problems
No. Questions Strongly | Agree | Neutral | Disagree | Strongly
Agree Disagree
A4 27 | I understand the customers’
needs
A4 28 | The bank gives greater
attention to customer’s
problems
A4 .29 | The bank deals confidentially
with customer’s problems
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Ad

.30

The customer’s problems are
handled transparently

A4

31

The customers are satisfied in
solving their problems

A4

.32

The customers are satisfied
with the method dealing with
their problems

Ad

.33

The Bank’s periodically
reviews enhances the services
quality

A4

.34

The bank response directly to
customer’s problems

Ad

.35

Customers give greater
attention to the bank reaction
toward their problems

Ad

.36

The ability to handle
customer’s objection comes
from the employee personal
character

Ad

37

The ability to handle
customer’s objection comes
from the work procedures
accuracy and transparency

Ad

.38

Dealing with corporate
customer more difficult than
individual customers

A5: CRM System Integration

No.

Questions

Strongly
Agree

Agree

Neutral

Disagree

Strongly

Disagree

A5

.39

The employee communicates
with customers in proper
methods

AS

40

The CRM system could
design the customers offers
and campaigns according to
their preferences

AS

A1

The sales operations are
automated through providing
different tools to follow up the
customer’s information

AS

42

The bank has billing system
that is able to facilitate and
manage the financial
operations
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A5 43

The billing system able to
manage the services pricing

AS .44

The billing system helps to
reduce the financial
differences for the customers’
accounts

A5 45

The bank has financial system
that could monitor and control
all the customer’s financial
operations (i.e. offers prices,
services and handsets
installments)

Section 2: Customers’ Satisfaction

No.

Questions

Strong

Agree

Agre

Neutr

al

Disagr

€e

Strongl
y
Disagr
ee

Nl The bank handles the

customer request on time

2 The bank calls the customer

on any problem relating to
him

3 Customers feel safe in their

transactions with the bank

A The bank honors it promises

to customers

.5 The bank has operating hours
convenient to its entire
customers

.6 Customers can trust the bank
employees

v It is easy for the customers to
reach the bank branches and
offices

.8 The bank has good facilities
(i.e. parking, waiting area,
WC, etc.)
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B .9 It is easy to communicate
with bank through telephone,
e-mail and other
communication methods

B.10 The bank could reach its
customers out of the working

hours

B.11 The employees characterized

by justice with customers

B .12 The Bank provides e-banking
services that fit the
customers’ needs

Section 3: Long-term Customers’ Loyalty

No. | Questions Strong | Agre | Neutr | Disagr | Strongl
ly e al ee y
Agree Disagr
ee
A The bank exterior design has to

be attractive and suitable from the
customers point of view

2 The bank interiors design is
important to customer’s

3 Time accuracy is important for
customers

A4 The customer shall continue

dealing with the bank even prices
are increased

5 The customer will move to other
bank if he faced technical or
financial problem in the current

bank

.6 The customer often tells positive
things about the bank to other

people

g The customer will not tell his

complaint to his friends if he
faced a problem
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.8 The customer prefer dealing with
this bank because he used to deal
with same employees

.9 There is no difference between
companies from the customer’s
view in spite of he is dealing with

one bank

10 The customer willing to buy other
products/services from this bank

11 The bank provides VIP services

Section 4: Personal Information

Sex D Male D Female
Marital Status DSingIeD Married DDivorcedD Widow

Qualification D Diploma D Bachelor D Master

Age [ <25y [ 25-35Y [J36-45Y[]>45Y

Bank D Local D International
Position D Administrative DSection Head DManager D Higher

Years of Experience D < 3Y D 3-6Y D 7-10Y D >10Y

Thank you
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Appendix (2): Arabic Version of Questionnaire
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Appendix (3): Mission Letter
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