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Abstract

Relationship marketing is a modern trend whereby marketing thought shifted from focusing on
transactions to focusing on relationships, as many factors contributed to the growth and emergence
of this concept and strengthened its position as a modern marketing approach that focuses on
strengthening the relationship between the organization and its customers, so that the relationship
is not a goal in itself. Rather, it is a means to increase and enhance customer loyalty and increase
its importance in light of the current marketing environment and its high intensity of competition

Issued by Environmental Studies and Researches Institute (ESRI), University of Sadat City



Journal of Environmental Studies and Researches (2021)

and expansion of its scope, which prompts the need to focus on strengthening and strengthening
the relationship between the organization and its customers as a prerequisite and necessary to
retain them, by managing the relationship with the customer. And the importance it contains in
activating and retaining customer orientation.

The success of organizations depends on the efficiency of managing the relationship with the
customer, which enables the organization to attract the loyalty of its customers, earn it and support
it. Therefore, there was a need to focus on relationship marketing by shifting from selling to the
customer today to creating the customer tomorrow in order to maintain the survival and
profitability of the organizations.

Private banks seek to create a competitive advantage for them that distinguishes them from the rest
of the banks in light of the intensity of competition between the private banking sector and the
government banking sector. .

Within the framework of the state’s supportive orientations for the development of the banking
sector as it is an essential pillar of economic development and stability, and in light of the
increasing intensity of competition in this sector at the local and international levels, banks have
become in need of adopting modern and effective administrative and marketing methods and tools
that enable them to gain competitive advantages and maintain them for the longest possible
period.

Therefore, the study sought to find out to what extent relationship marketing leads to creating a
competitive advantage for private banks, the support provided by the senior management in
private banks for relationship marketing, what programs banks use in relationship marketing, and
the extent to which relationship marketing contributes to achieving competitive advantage. In
addition to knowing the reality of the practice of relationship marketing as a tool to achieve
competitive advantage, identifying the importance of relationship marketing and trying to reveal
its concept, the positive effects resulting from its application, the importance of activating the
relationship with the customer to maintain it and gain its loyalty, and shed light on the concepts of
the study, relationship marketing, competitive advantage.

Key words: Marketing - .banking - competition.
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