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The Mediating role of the Quality of Banking Service in the Relationship between
Customer Relationship Management and the Achievement of Competitive Advantage

Abstract:

The study dealt with the mediating role of the quality of banking service in the
relationship between customer relationship management and the achievement of
competitive advantage. The study population consisted of (8) Sudanese banks with sample
size of (80) individuals distributed by random selection, The study concluded with several
results as follow :

There is a partial positive relationship between the dimensions of customer relationship
management and competitive advantage, that the quality of banking services mediates the
relationship between customer relationship management and competitive advantage n a
positive way.

The study recommended several recommendations, the most important of which are:
Focusing attention on the concept of customer relationship management, while confirming
the mterest in the quality of banking services as a real and realistic interest, because this
leads to the strategic success of banks and serves their customers and their benefit from the
services that they actually need in order to achieve competitive excellence.

Effectively providing time and confidentiality in customer data and information technology
because it enhances and supports the relationship of banks with their customers, which
leads to achieving their satisfaction and loyalty towards the banking services provided.

Keywords: customer relationship management, quality of banking service, achieving
competitive advantage.
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