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Introduction

I v or achieving a competitive ad-

vantage in the banking indus-
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INTEGRATING CUSTOMER RE-
LATIONSHIP MANAGEMENT
AND HUMAN RESOURCE
MANAGEMENT: AN EXPLORA-
TORY STUDY IN THE BANK-
ING INDUSTRY IN EGYPT

Abstract

Growing or even simply sustaining profitability in today’s
rapidly changing global business environment is a daunt-
ing task. This research focuses on integrating Customer
Relationship Management (CRM ) and Human Resource
Management (HRM ) in modern banks. The study dis-
cusses customer orientation from a corporate culture
perspective. Then, an exploratory investigation of con-
structs associated with sales culture will be examined in
an industry that is experiencing rapid changes, mergers,
and acquisitions in global markets, the banking industry.
Finally, research conclusions, recommendations, strategic
implications, limitations and suggestions for future re-
search will be shared.

tomer relationships is imperative (In-
gram et al., 2010; Zhang et al., 2007;
Customer Relationship Management

try, itis not enough to provide the best
“products/services’” -whether these
are current accounts, credits, mort-
gages, savings products, or currency
transactions. For achieving success
and survival, satisfying customers

and building long term profitable cus-
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for banks, 2000).

The adoption and implementation
of a Customer Relationship Manage-
ment (CRM) program is vital for the
achievement of both objectives. A
number of studies in the banking
industry concluded many deficiencies
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when serving customers and the lack-
ing of a workable mechanism for
understanding what’s going on in
their customers’ lives and minds (An-
gel, 2000). For example, a study con-
ducted by Insight for NCR in Canada
in 1999 reveals a large discrepancy
between how Canadian banks view
their customer relationships and how
they are viewed by the customers
themselves. In another study done in
2010, it was proven that many orga-
nizations poorly understand and sa-
tisfy their customers (Ingram et al.,
2010). It concluded that business ex-
ecutives do not have enough dedicated
customer experience for their manage-
ment role, nor have a clear under-
standing of the customer experience
that is well communicated within their
companies. In addition, employees are
not provided with the necessary tools
and/or enough authority to solve cus-
tomer problems, and are neither com-
mitted nor well-trained on how to
serve and satisfy their customers.

Although, in a 2002 study con-
ducted by the Aberdeen Research Cen-
tre, it stated that at the global level,
business organizations paid about $ 13
billion to acquire and implement CRM
strategies, programs, and technology
(Forsyth, 2003). The successful imple-
mentation of a CRM program necessi-
tates human resources (managers and
employees) that are well selected,
trained, compensated, and empowered.
Therefore, banks are in need of the best

and brightest bankers to deliver ser-
vices to their customers in a highly
professional, differentiated, and custo-
mized manner using the skills and
behaviours of the "best in class" retai-
lers (Nikolova, 2005). To provide
“elite”” services (Britt, 2005) highly
committed and empowered bankers
are developed through effective Human
Resource Management (HRM). That
is why there is a compelling need to
integrate HRM with CRM.

The major purpose of this manu-
script is to measure whether focusing
on organization, communications,
and information will make managers
and employees more likely to engage
in behaviours that can improve/in-
crease customer satisfaction, loyalty,
and profitability, through focusing on
the role of the human resource (HR)
factor. Therefore, this paper develops
a model that incorporates both custo-
mer focus factors (including the hu-
man resource (HR) factor) and
customer performance factors. The
model is then tested to examine the
effects of customer focus factors in-
cluding the HR factor on efforts made
for improving customer performance
satisfaction, profitability and value/
behaviour factors. Lastly, research
findings are interpreted providing re-
search findings, conclusions, recom-
mendations, implications for
managers, and the need for future
research.
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Theoretical Overview

CRM has helped banks to move
more toward an effective and efficient
sales culture that is further away from
the product and closer to the customer.
A successful CRM implementation
leads to higher response rates, cross-
sell growth and improved customer
retention. A number of researchers
consider CRM as Customer Relation-
ship Marketing that is based on events
marketing, driven by the needs of the
individual customer (Angel, 2000),
equipped with value- driven marketing
(Pride and Ferrell, 2009), and powered
by trust- based selling (Ingram et al.,
2010). Customer relationship manage-
ment applications are widely used by
businesses that have large customer
bases and that do extensive sales such
as banks where the sales staff need a
good CRM platform to rely on to-
wards maximizing their sales (CRM
Forum, 2010).

A number of thoughtful leaders in
the banking industry are working on
the next move, which is linking custo-
mer relationships to significant events
to be able to achieve profits in both
tough economic conditions and global
competition. The next move needs
competent, well trained, customer dri-
ven, experienced, and empowered
managers and employees who are
proficient in customer information
analysis of individual customer inter-

actions (including financial and non-
financial transactions) and build effec-
tive and efficient customer relation-
ships to be able to achieve profit in
tough economic conditions (Custo-
mer Relationship Management in
Europe Retail Banking, 2001).

Customer Relationship Management
(CRM)

Management scholars define and
perceive CRM from different perspec-
tives. Customer Relationship Man-
agement is defined as “the long-term
mutually beneficial arrangements in
which both the buyer and seller focus
on value enhancement through the
creation of more satisfying ex-
changes” (Ingram et al., 2010). An-
other definition of CRM, using an
alternative term and perspective is
“Customer marketing is a structured
business method to measure, manage,
and improve the performance of your
customers and the customer focus of
your company” (Curry and Curry,
2000).

Four key benefits that one or more
aspects of Customer Marketing can
deliver include: (a) More revenues and
profits, (b) Increased customer satis-
faction, (c) More employee motiva-
tion, and (d) More professional
marketing and sales accountability
(Curry and Curry, 2000).

From an academic perspective,
management scholars believe that
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business organizations must acquire,
satisfy, and maintain customers while
maximizing their profitability and
minimizing the cost of managing their
relationships (e.g. Fung, 2001; Rom-
bell, 2001; Bielsky, 2001; Bryson,
2001; Landberg, 2001; Tulley, 2001;
McClure, 2001; Bexley and Lewis,
2000; Curry and Curry, 2000; Motley,
2000; Ptacek, 2000; Vincent, 2000
Donnelly, 1999). Business organiza-
tions are also required to regain and
manage relationships with customers
who have abandoned the firm (Tho-
mas, Blattberg, and Fox, 2004). To
increase the customer retention rate,
Kandampully (1998) suggests that
proactive service firms operate on
two fundamental strategies: satisfying
customers, and maintaining long-last-
ing relationship with them.

From a practical perspective, man-
agement practitioners perceive the
real benefit of a successful CRM sys-
tem as the increase in customer loyalty
and consequently, revenues. For in-
stance, a survey carried out at an
American credit card company de-
monstrates how an increase in custo-
mer loyalty of just 5% can double
company profits (Customer Relation-
ship Management for Banks, 2000).
Another study at an American bank,
CRM is a critical element in the
equation for accelerated earnings.
PRO, or Profitable Relationship Op-
timization, provides a customized ser-

vice structure for the bank’s higher-
profit customers (Key Accounts).
PRO trained bankers broaden the
customer relationship and reinforce
the bank’s commitment to those key
accounts (Defelice, and Britt, 2005;
and Wells, 1999).

Practitioners perceive another
benefit of CRM as increasing custo-
mer value/positive behaviour over-
time. Organizations (managers and
employees) must exert maximum ef-
forts to retain and increase long term
profitability of every customer
(McKay, 2010). To achieve customer
profitability, customer needs have to
be fulfilled through a customized and
personalized way (Gupta and Shukl,
2002).

Academics and business scholars
are highly concerned with customer
satisfaction as they constitute the con-
vincing focus for success, for example,
Kulkarni (2009) and Lacey et al.
(2007) stress on the compelling need
to please the customer through pro-
viding exceptional tailor made ser-
vices depending on innovation, and
transforming the dormant assets (ser-
vice elements which include technol-
ogy, service processes, environment
and people) into assets of substan-
tially greater value to both the custo-
mer and the organization. While Britt
(2005) tries to describe exceptional
and elite service, Campbell and Frei
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(2004) try to focus on methods of
achieving customer satisfaction and
profitability in financial firms.

Management, marketing, sales,
and human resource researchers and
practitioners reveal that CRM is
adopted and implemented through
various programs and tools in differ-
ent countries like Turkey (Bayraktar
et al.,2010) Malaysia (Mohd Rizaimy
et al., 2010), Thailand (Nattharika et
al., 2009) as well as in many service
organizations such asin airlines (Liou,
2009) and fast food chains (Mornay,
2009).

Business is nothing but relation-
ships and ““it is the lifeblood of all
businesses’ (Pride and Ferrell, 2009).
Within service industries, this rela-
tionship is an interactive process (Re-
inartz and Kumar, 2000). It depends
on human resources using customer
databases and effective customer com-
munication methods. Therefore, there
is a compelling need for highly com-
petent, professionally selected,
trained, and empowered bankers, re-
sponsible for maximizing objective
customer interactions through CRM
Programs. Thereby utilizing data
from past customer behaviours,
cross-selling opportunities, and de-
mographics to identify areas of sales
opportunity, and high customer inter-
est is necessary (Ingram et al., 2010).

Integrating Customer Relation-
ship Management (CRM) and
Human Resource Management
(HRM)

The success of customer relation-
ship management strategies and pro-
grams depends on inputs from the
human resource management sys-
tems. HRM is playing a vital role in
supporting, shaping, and guiding the
behaviour of managers and employ-
ees. Thus, a genuine management
change initiative is vital to ensure that
the human resource management sys-
tems align with CRM. Service man-
agement literature has emphasized the
importance of the human resource
quality and commitment in delivering
superior service and building and
managing customer relationships (In-
gram et al., 2010; Gupta and Shukla,
2002).

From the customers’ perspective, a
strong relationship with the supplier
constitutes the firm’s accessibility in the
event of something going wrong. In
professional services such as banking,
the customer highly esteems this pro-
fessional emotional bond (Marnix et
al., 2010). In many business situations
in such service organizations, this pro-
fessional emotional bond is created
through personal interaction with the
professional service provider (employ-

ee). It constitutes a primary and effec-

131



AJ.AS, Vol. 19, No. 1

tive marketing medium for providing
exceptional and excellent service.
Thus, the human interaction evident
during the service delivery process
commonly reinforces the customers’
trust, and effectively strengthens part-
nership relationships. Effective custo-
mer relationships generate customer
loyalty and increase revenues (Thomas
et al., 2010).

Satisfying and building long term
profitable customer relationships is
imperative for success in the banking
sector. This can only be achieved if
employees and managers are empow-
ered to serve, satisfy, and retain cus-

tomers.

This research introduces a model
that explains the integration of the
Customer Relationship Management
(CRM) and Human Resource Man-
agement (HRM) (see Figure 1). A
CRM system cannot be implemented
unless the human resource managers
and employees at all levels believe in it
and its importance and benefits to the
organization. The success of a CRM
system relies on a strong belief at the
top levels of management and effective
recruitment, selection, empowerment
and training of managers, supervisors
and executives.

The Human Resource Manage-
ment (HRM) major tasks and respon-
sibilities start with human resource

planning and organization in terms
of organizational structure and job
locations. Then, HRM activities such
asrecruitment, selection, salary scales,
and incentive schemes design follow.
Training managers and employees,
and appraising their performance
come next. HRM activities are essen-
tial for effective implementation and
continuous improvement of a CRM
system and program. Empowerment
is vital for building and maintaining
effective and long term customer re-
lationships.

The CRM system relies on custo-
mer data collection and analysis that
assist managers in effective and effi-
cient decision making, and follow up,
and effective and efficient implemen-
tation by employees.

The integration and interrelation-
ship between HRM and CRM in
terms of Recruitment, Selection, Job
description, Training, and Appraisal
(RSJTA) in addition to empowerment
of the human resource (employees and
managers) is essential for effective and
efficient implementation of CRM.

The Integrative Model

There are two kinds of customer-
related success factors that can be
measured and managed: efforts to-
ward customer performance factors

and customer focus factors (Curry
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and Curry, 2000; and Wurtz, 2000).
Following the work of Curry and
Curry (2000) and Wurtz (2000), their
paper investigates whether focusing
on organization, communications,
and information will make managers
and employees more likely to engage
in behaviours that can improve/in-
crease customer satisfaction, loyalty,
and profitability, concentrating on the
role of the human resource (HR fac-

tor) (See Figure 1).

CRM

System

Data

Information

Implementation

Follow-up & Control

Managers &
Employees

Upon their discussion, the follow-
ing hypotheses can be presented:

H1: Focusing on organization, com-
munications, and information will
make employees and managers more
likely to engage in behaviour that can
improvelincrease customer satisfac-
tion, loyalty, and profitability

H2: The organization factors will
positively affect the perceived efforts
for improving customer performance

factors.

HRM

Planning (Q&Q)

Organization
-Structure

-Job Location

Recruitment
Rewards & Incentives
Training

Appraisal

Empowerment

CUSTOMER
Profitability / Behavior / Satisfaction
Value Loyalty

Figure 1: The Integration between CRM and HRM
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Customer — Focus Factors/CRM Enablers
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Customer Performance Factors/Effective Implementation

1. Organization:

1. Perceived Customer

= Management

H2

A4

Satisfaction

= Employees

2. Communications:

A4

2. Perceived Customer

= Contact-logistics

H3

A 4

Behavior /Loyalty

= Methods/media/messages

3. Information:

A4

3. Perceived Customer

= Customer data

H4

N Profitability/ Value

® Customer Information system

Figure 2: A Customer Relationship Management (CRM) Model Focusing
on the HR Factor

H3: The communication factors
will positively affect the perceived ef-
forts for improving customer perfor-
mance factors.

H4: The information factors will
positively affect the perceived efforts
for improving customer performance
factors.

Methodology

Procedure

A pilot study was administered to
explore the customer focus factors/
CRM enablers that lead to effective
implementation of CRM / the customer
performance factors. Personal inter-
views were made with 12 top level
managers, 48 sales and customer ser-
vice/care/relations managers and super-
visors in commercial banks in Egypt. A

number of questionnaires including
customer focus factors/CRM enablers
and effective implementation/customer
performance factors were used and col-
lected during the interviews but the
Curry and Curry (2000) questionnaire
proved to be the suitable and most valid
instrument for this research.

The questionnaire was translated
into Arabic and revised many times
by specialists until approved as typi-
cally matching with the English ver-
sion. Both Arabic and English versions
were used upon request of the respon-
dents. A pre-test took place in 2 com-
mercial banks on 51 sales and customer
service/care/relations supervisors
through personal interviews, and ac-
cordingly the questionnaire was mod-
ified and put into its final form.
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Subjects

The research population includes
sales and customer service (care/rela-
tions) supervisors in the 20 commercial
banks in Egypt that are licensed for E-
banking transactions (Central Bank of
Egypt, 2010) and are implementing
modern and advanced programs, meth-
ods and techniques in customer service
and customer relationships. A repre-
sentative sample of 449 sales and cus-
tomer service supervisors was selected
from headquarters and branches. The
chosen sample was a random sample
representing about 30% of the total
research population. 359 question-
naires were returned with a response
rate of 80%. After a preliminary review
of the returned questionnaires, 339
were found useful for analysis.

Measurement Instruments

The questionnaire measures the
perceptions toward the customer fo-
cus/CRM enablers including the HR
factor, and customer performance
factors/CRM effective and efficient
implementation. The questionnaire is
multi-dimensional as it measures the
CRM enablers/commitment and ef-
forts to achieve customer focus factors
including the HR factor (organiza-
tion, communication, and informa-
tion) as well as the measurement of
the efforts made for measuring and
improving customer performance fac-
tors (customer value/profitability,
customer behaviour, and customer

satisfaction)/CRM effective and effi-
cient implementation. A 5- point
Likert scale is used throughout the
questionnaire where 5 means strongly
agree and 1 means strongly disagree.

Perceived customer focus factors: A
multidimensional 18-item measure of
CRM enablers/ perceived customer
focus factors is used. Subjects were
asked to indicate their perceptions
toward each statement. Customer fo-
cus factors consisted of 3 major dimen-
sions (with 6 sub-scales): organization
(management and employees), com-
munications (media/ methods/mes-
sages, and contact logistics), and
information (customer data, and cus-
tomer information systems). The al-
pha coefficient for the 18-item scale
was.92 for all customer-focus factors.

Perceived customer performance
factors: A multidimensional 9-item
measure of perceived efforts toward
measuring and improving customer
performance factors/effective and effi-
cient CRM implementation. Customer
performance factors consist of three
dimensions: customer profitability/va-
lue, customer behaviour/loyalty, and
customer satisfaction. The alpha coeffi-
cient of the nine- item scale of customer
performance factors is.81 for all per-
ceived customer performance factors.

Results and Discussion

Table 1 shows the means, standard
deviations and inter-correlations for
all scaled variables. The bi-variate

135



AJ.AS, Vol. 19, No. 1

19A3] 012 JUBOYIUSIS 4

0T  6L1 6L’ £€8° LS’ Ul 8S° 9 (54 9" 69’ Sl £€9° 99° L0 'y 10,
€9 01 NS4 123 €S 6¢ 8¢ s & 43 s 17 6S° 09’ 90 'y UonoEJsTes Jowosny) -
09’ Sy 01 9 87 o’ Cid 0s’ Sy 8y 8¢” 6C 44 0s” S0 8¢ “101ARYq Jowojsny) -
€8 129 9 0’1 v 0g” S4 6¢° 6T S4 9¢’ (44 Ly v 70 974 “fipqesgord sowoysn) -
“uorjejnawa|du JUIo pue
AW /s10)98] ddurwI0jAd - JowOSN)
89" 09° (U2 |14 8 vL LL 68" 08’ 18 <8’ vL 9L 0T 650 9y [ejoL
SUWIQ)SAS

o 6¢ o’ 0¢’ 16° 01 99° s €S Cid IS 24 0s” YL 80 S'e UOnBULIOfU] IOWOISNT) 4

8¢" 8¢ B 124 16" 99° 01 <A 65" 59 (94 It 0s” LL L0 I'e BIEP IOWOISNT)
LS €S ki 114 01 16 16’ 9 w0 LS N9 Ly N9 8 90 [ ‘uonewojuy -

s & Sy 6C <A €S 6S° 16’ 01 €9 s 6% 24 08 L0 0'¢ SONSIZ0[- 1OBIUOD) 4

9 43 8y Sy LS Cid 59 68 €9 01 89° 09° w9 18 90 0y BIPIIA| /SPOYISIAL »
<A 16 0s” 6% 9’ s w9 01 16 88" 99’ 6S” LS 68 S0 [ ‘suonedunuwwoy) -

S4 44 6C < Ly 124 14 6S" 6% 09’ 88" 01 8¢S L L0 974 soakordury

€9 6" v LY 59 0s’ 0s” LS 124 19° 06’ 8¢” 01 9L L0 144 JUSWASBURIA 4
09’ N9 8¢ 9¢” 99 15 6% 99’ s 89 01 88" 06 S8 S0 'y ‘uonezIuesIQ -
SI0[qRUT J\YD)/$10)98] SNY0] - 13W0ISN))

{101 «mﬁwm \».n._om— .uo..m — 184S B 1101 SINSIGOT I\ B 1©10) saakod —
Isn)  cIsn)  °Isn) JU ISR IouIo)sn) -)o8)U0)  SPOYIIIN -wyy e30L
uoneuLIOyUY UonEIUNUINIO)) uoneziuesiQ uoheuaq SUBIA] So[qeLIE A
S10)0%,] IUBULIONIJ IdWI0)Sn)) pIepue)s

S10)9eJ SNd0J - dWoISn)

SO[ELIEA PI[EIS UIIA)IQ SUOIB[ILIOIIA)U]

SI[qBIIE A PI[BIS UIIM)I( UOHE[ILIOIINU] % SUOIIBIAI(] PIBPURB)S ‘SUBIIA]
I dlq. L

136



Nermine Atteya

TABLE 2
The Effects of Perceived Customer - Focus Factors on Perceived Customer
Performance Factors (MANOVA Test)

Variables F DF Significance

1. Organization:

- Customer profitability 1.46 31 .05

- Customer behaviour 1.44 31 .05

- Customer satisfaction 2.35 31 .01
2. Communication:

- Customer profitability 1.45 30 .05

- Customer behaviour 2.06 30 .01

- Customer satisfaction 2.80 30 .01
3. Information:

- Customer profitability 1.54 34 .05

- Customer behaviour 2.03 34 .05

- Customer satisfaction 2.26 34 .01

correlation results show that the six
customer focus subscales/ CRM en-
ablers are positively related to the
three perceived customer perfor-
mance factors: customer profitability,
customer behaviour/loyalty, and cus-
tomer satisfaction (effective and effi-
cient CRM implementation).

To determine the relevant effects of
the customer focus factors/CRM en-
ablers on the perceived efforts made
for measuring and improving the cus-
tomer performance factors/effective
and efficient implementation, Multi-
variate Analysis of Variance (MAN-
OVA) was used (see Table 2). This
method combines features of variance
analysis and regression analysis (Hop-
kins, 1973).

The MANOVA test revealed a
significant effect of customer focus
factors/CRM enablers on effective

and efficient CRM implementation/
perceived efforts for measuring and
improving customer performance fac-
tors (Wilks’ Lambda, F=1.21,
df=212, p=.05). Table 2 shows that
CRM enablers / the customer focus
factors (organization, communica-
tion, and information) are related to
and have a positive impact on the
CRM implementation/perceived ef-
forts made for measuring and improv-
ing customer performance factors
(customer profitability, customer be-
haviour/loyalty, and customer satis-
faction) (F=1.8,df= 50,p=.01). The
MANOVA test of main effects pro-
vides evidence that customer focus
factors/ CRM enablers have a positive
impact on CRM implementation/per-
ceived efforts for measuring and im-
proving customer profitability/value
(F=1.33, df =53, p=. 05), customer
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loyalty/behaviour (F=1.36, df = 53,
p=.05), and customer satisfaction
(F=2.01, df =53, p=.01). Thus HI,
H2, H3, and H4 are supported. That
means the higher the customer focus
factors (CRM enablers), the higher
the perceived efforts for measuring
and improving the customer perfor-
mance. The higher the organization
(managers and employees), commu-
nication, and information factors, the
higher the perceived efforts made for
measuring and improving customer
profitability, customer loyalty/ beha-
viour, and customer satisfaction.
However, the effect of customer focus
factors is higher on CRM implemen-
tation/ perceived efforts made for
measuring and improving customer
satisfaction than on customer loyalty
and customer profitability.

Organization, as a customer focus
factor/ a CRM enabler, is positively
related to CRM implementation/ef-
forts made for measuring and improv-
ing customer performance. The
Multivariate test reveals a positive
impact of organization on CRM im-
plementation/efforts made for mea-
suring customer performance (Wilks’
Lambda, F=1.22, df=124, p=.05).
The MANOVA test of main effects
proves that organization (managers
and employees) has a positive effect
on CRM implementation/efforts
made for measuring and improving
customer profitability (F=1.46, df=

31, p=.05), customer behaviour/loy-
alty (F=1.44, df= 31, p=.05), and
customer satisfaction (F=2.35, df=
31, p=.01). That indicates that the
higher the focus on organizational
(managers and employees) commit-
ment to customer focus, the more
effective and efficient the CRM imple-
mentation/the higher the efforts made
for measuring and improving custo-
mer performance: customer profit-
ability, customer loyalty/behaviour,
and customer satisfaction. Organiza-
tion is a significant predictor of effective
and efficient CRM implementation/
efforts made for measuring and im-
proving customer performance, and
customer satisfaction in specific.
Therefore, there is sufficient evidence
that the organization of sales and
customer service (supervisors and of-
ficers) have a positive impact on CRM
implementation/efforts made for mea-
suring and improving customer satis-
faction, loyalty, profitability and
specifically, customer satisfaction.

The MANOVA test of main effects
proves that there is sufficient evidence
that (a) Management has an impact
on CRM enablers/ measuring and
improving customer focus factors
(F=3.5,df=18, p=.01); and a posi-
tive impact on CRM implementation/
measuring and improving customer
performance factors (F=1.78, df
=18,p=.05). This means the higher
the management commitment to cus-
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tomer focus, the higher the customer
focus factors (the CRM enablers) and
the more effective and efficient CRM
implementation/ the higher the efforts
made for measuring and improving
customer performance factors. (b)
Employees have an effect on CRM
implementation/efforts made for mea-
suring and improving customer focus
factors (F=3.7,df=15,p=.01). It in-
dicates that the higher the employees’
commitment to customer focus, the
more effective and efficient the CRM
implementation is/the higher the ef-
forts made for measuring and improv-
ing customer performance factors.

Communication, as a customer
focus factor/CRM enabler, is related
to CRM implementation/efforts made
for measuring and improving custo-
mer performance. Multivariate test
provides sufficient evidence that com-
munication has a positive impact on
CRM implementation/efforts for
measuring and improving customer
performance (Wilks’ Lambda,
F=1.46, df =120, p=.01). The
MANOVA test reveals that commu-
nication has a positive effect on CRM
implementation/ efforts made for
measuring and improving customer
profitability (F=1.45, df = 31,
p=.05), customer behaviour/loyalty
(F=2.06,df= 30, p=.01), and custo-
mer satisfaction (F=2.80, df = 30,
p=.01). That means that the more
planned and interactive the customer

communication, the more effective
and efficient the CRM implementa-
tion /the higher the efforts made for
measuring and improving customer
performance (customer profitability,
customer loyalty and customer satis-
faction). The MANOVA proves that
methods/media/messages have a posi-
tive effect on customer focus factors
(F=4.0,df =17, p=.01); and a posi-
tive effect on the CRM implementa-
tion/efforts made for measuring and
improving customer performance fac-
tors (F=1.77, df =17, p=.05). This
means the more effective and objective
the customer communication meth-
ods, media and messages, the higher
the customer focus factors and the
more effective and efficient the CRM
implementation/the higher the efforts
made for measuring and improving
the customer performance factors.
Contact-logistics have a positive effect
on customer focus factors (F=4.3,
df=15, p=.01). That indicates that
the more effective and objective cus-
tomer contacts-logistics, the higher
the customer focus factors.

Information as a customer focus
factor is positively related to CRM
implementation/efforts made for mea-
suring and improving customer per-
formance. The Multivariate test
provides evidence that there is a posi-
tive impact of information on CRM
implementation/ efforts made for
measuring and improving customer
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performance (Wilks’ Lambda,
F=1.46, df =120, p=.01). MANO-
VA test proves that information has a
positive effect on CRM implementa-
tion/measuring and improving custo-
mer profitability (F=1.54, df= 34,
p=.05), customer behaviour/loyalty
(F=2.03,df= 34, p=.01), and custo-
mer satisfaction (F=2.26, df= 34,
p=.01). This means that the more
effective, flexible, updated, complete,
and user-friendly the customer infor-
mation system, the more effective and
efficient the CRM implementation/
the higher the efforts made for mea-
suring and improving customer per-
formance (customer profitability,
customer loyalty and customer satis-
faction). There is sufficient evidence
that customer data positively affects
CRM implementation/efforts made
for measuring and improving custo-
mer performance factors (F=3.64,
df=15, p=.01). This indicates that
the more up-to-date, complete, and
useful the customer data, the more
effective and efficient the CRM imple-
mentation/ the higher the measure-
ment and improvement of customer
performance factors. The customer
information system positively affects
customer focus factors (F=2.29, df
=18, p=.01). This indicates that the
easier, more flexible, and user-friendly
the customer information system, the
more effective and efficient the CRM
implementation/ higher the efforts

made for measuring and improving
customer performance factors.

When testing the effect of the
demographic profile on CRM imple-
mentation/efforts made for measuring
and improving customer perfor-
mance, there is a significant relation-
ship between position and CRM
implementation/measuring and im-
proving customer performance. It
seems that the higher the organiza-
tional rank, the more effective and
efficient the CRM implementation/
the higher the efforts made for mea-
suring and improving the customer
profitability, customer loyalty, and
customer satisfaction.

Conclusion

The research findings indicate the
relationship between emphasizing the
CRM enablers/customer focus fac-
tors: organization, communication,
and information factors and the ef-
forts made for CRM effective and
efficient implementation through
measuring and improving customer
performance: customer satisfaction,
loyalty, and profitability. There is a
significant positive relationship of
perceived customer focus factors to
perceived efforts for CRM effective
and efficient implementation through
measuring and improving customer
performance factors. There is suffi-
cient evidence that customer focus
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factors have a positive impact on
efforts made for measuring and im-
proving customer performance fac-
tors. This means the higher the
perceived organizational customer fo-
cus factors/ CRM enablers, the more
effective and efficient the CRM imple-
mentation/ the higher the perceived
efforts for measuring and improving
customer performance. The higher the
perceived CRM enablers: organiza-
tion, communication, and informa-
tion factors, the more effective and
efficient the CRM implementation /
the higher the perceived efforts for
measuring and improving the custo-
mer value/profitability, customer loy-
alty/ behaviour, and customer
satisfaction. So, if the business orga-
nization focuses on its CRM enablers/
customer focus factors: organization,
communication, and information, the
more effective and efficient the CRM
implementation and the efforts made
for measuring and improving the cus-
tomer performance will improve.

In conclusion, focusing on custo-
mer factors (organization, communi-
cation, and information) are a
significant predictor of the effective
and efficient CRM implementation/
perceived efforts made by employees
and managers for improving customer
performance factors (customer value/
profitability, customer loyalty, and
customer satisfaction). If the organi-
zation improves its customer focus

factors/ CRM enablers, the efforts
made by employees and managers to
improve customer performance: cus-
tomer profitability, customer loyalty,
and customer satisfaction are im-
proved and the CRM implementation
will be effective and efficient as a
result. Concerning organization: (em-
ployees and managers), they are play-
ing an important role and have an
effect on effective and efficient imple-
mentation of CRM/ efforts made for
measuring and improving customer
performance. Thus, integration be-
tween both Human Resource Man-
agement (HRM) and Customer
Relationship Management (CRM) is
important as empowered team mem-
bers and leaders involved in such a
CRM program are playing a major
role in designing customer databases,
and information systems, making cus-
tomer contacts and contact- logistics,
and working on and measuring custo-
mer satisfaction, loyalty, and profit-
ability.

Recommendations and Implica-
tions for Managers

Adopting an effective and success-
ful customer relationship manage-
ment (CRM) strategy and achieving
"customer focus" is a long-term pro-
cess, not an event. Success and con-
tinuous improvement is a matter of
degree as the institution moves along
the continuum from a product to total
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customer orientation. In addition, in
the journey of success, the integration
among HRM (Human Resource
Management) and CRM is necessary,
as employees and managers charged
with the implementation of CRM
should be well selected, oriented,
trained, motivated, empowered, and
compensated.

The complexity of the CRM chal-
lenge, along with the number and
variety of options to pursue and pro-
gress requires significant planning and
analysis for continuous success. The
right start is an assessment to identify
gaps in the current profile including
the human element, information and
customers’ databases, and customer
contacts and contact logistics. The
resulting analysis allows a tactical
plan, which becomes the road map
for continuous progress in the success
journey. Financial institutions and
banks need to focus on and continu-
ously improve three areas that achieve
continuous success: leadership to
drive CRM success, people and activ-
ity to activate CRM success, and
support to facilitate CRM success.
Banks could launch numerous initia-
tives to move toward effective custo-
mer focus and achieve CRM success.

CRM successful implementation
necessitates providing talented and
differentiated human resources per-
forming on a scientific and profes-

sional basis, equipped with effective
and supportive HRM systems
through:

1- Effective selection of CRM team
members and leaders through
preliminary interviews; then, pat-
terned, and in- depth interviews
focusing on personal history,
achievements, and personality to
overcome resume inflation.

2- Effective training of CRM teams,
in specific new members or lea-
ders, through indoctrination
training, then on- the- job train-
ing, followed by retraining every
3-6 months (advanced programs)
and based on tailor- made pro-
grams according to the needs of
team members and leaders.

3- Effective and continuous perfor-
mance assessment and improve-
ment is recommended. At the team
members’ level, a personal assess-
ment and self evaluation is periodi-
cally recommended. At the
leadership and managerial level,
round table discussions, and brain-
storming sessions are recommended
for continuous improvement.

4- Effective and fair reward system
management that depends on
progressive incentives and intrin-
sic motivation.
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Implications for Managers

For marketing, sales, and custo-

mer service and HR managers, super-

visors, specialists and officers in banks

in global markets, here are 7 steps to

succeed in designing, planning for and

implementing a Customer Relation-

ship Management program with
HRM integration:

1-

Make your customer pyramid
with a spreadsheet: you should
list customers for one year of rev-
enues, sort from highest to lowest
revenues, segment at 1%, 4% to
15% and 80% of customers, and
calculate percentage of suctomers
versus percentage of revenues.

Form customer teams: customer
teams are essential for CRM effec-
tiveness and success. Teams should
involve permanent members from
such departments as marketing,
sales, telesales, and customer ser-
vice; and ad hoc members from
other departments such as finance,
production, logistics, and top
management. Selection, orienta-
tion, training, motivation, com-
pensation, and rewarding are
human resource activities that can
guarantee outstanding perfor-
mance of the customer teams and
CRM effectiveness and success.

Estimate customer potential: (a)
total projected customer spending
for the coming fiscal year: what
customers will spend/invest next

year on modules and/or applica-
tions should be estimated. Factors
such as industry of customer, size
of customer, known investment/
spending plans...etc should be con-
sidered. (b) Customer share: what
share of that customers’ spending
will be estimated. Factors such as
customer satisfaction, competi-
tion, and doing business with the
customer should be considered.

Conduct customer interviews: (a)
What needs to be discovered dur-
ing the interview: total projected
customer spending for the coming
fiscal year (or indication factors),
the customer share (or indication
factors), satisfaction levels and
loyalty indicators, how can you do
more business with the customer.
(b) How to conduct the inter-
views? Face to face is recom-
mended for big customers and
high potentials, telephone inter-
views can be used for medium
customers and prospects, written
interviews are useful for small cus-
tomers who will stay small, Email/
web interviews can be attempted.

Set a goal for every customer: (a) a
decision of what to do with every
customer in the pyramid should be
made. The goal can be keep the
customer at same level, upgrade to
another level, and downgrade to
another level, reactivate an inactive
customer, or create a customer

143



AJ.AS, Vol. 19, No. 1

from a prospect. (b) Realistic reven-
ue targets should be set. (c) Goals
should be added up to check how
they match with the company’s
goals and ““your quota”.

6- Make a contact plan for every
customer: (a) a list of all contact
possibilities and capacity has to
be made. Contacts can be made
through personal visits, phone
calls, e-mails, exhibition...etc (b)
“standard’ contact plans must be
made for different situations: to
keep the customer at same level,
upgrade to another level, down-
grade to another level, reactivate
an inactive customer, and/or cre-
ate a customer from a prospect.
(c) “Standard” plans to custo-
mers are to be applied, and (d)
plans are to be adjusted to meet
specific circumstances.

7- Measure your results: recording,
communicating, brainstorming,
measuring and planning for deal-
ing with customer value changes,
customer behaviour changes, cus-
tomer satisfaction changes, and
customer pyramid changes.

8- When it comes to CRM, custo-
mer service, and sales staff, a per-
sonalized service, consultative
approach, and innovative attitude
allow for the development of the
best staffing solutions for organi-
zations while advancing the ca-
reer goals of employees. Good

CRM, customer service, and sales
staff needs to be rewarded and
encouraged to draw out their
best. This is particularly impor-
tant in the banking industry
where CRM, customer service,
and sales professionals need to be
empowered, rewarded and en-
couraged to bring out their best
performance and commitment.

Need for Future Research

Future research could examine
whether more factors can be added to
the customer focus factors and test the
impact of those factors on the customer
performance factors. Further research
could investigate the impact of the same
customer focus factors on the same
customer performance factors but in
other contexts and/or in other industries
such as hi-tech, hospitality, education,
manufacturing or pharmaceuticals. Re-
search samples containing women as
well as men for comparative studies is
also recommended as well as compara-
tive studies between two large, two
medium and/or two small firms would
be beneficial. Finally, more research is
needed to expand and validate customer
focus and its impact on employees as
well as customer performance. Examin-
ing additional applications in other in-
ternational context such as in Asian,
European, Canadian, American, Aus-
tralian, African, Middle East is recom-
mended. Organizational rank was a
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significant predictor in this study; it
might be useful to explore the reasons
behind this finding. Curry and Curry
(2000) stated: “If you can’t measure the
factors in the Customer Relationship
Management Model, you can’t manage
them. There is a whole tribe of profes-
sionals out there measuring your profits-
the accountants. But is anyone measur-
ing customer profitability, customer be-
haviour, customer satisfaction, and
customer focus so that they can be

managed and improved?”

How do banks and financial service
organizations benefit from customer
focus? Today’s banking sector employ-
ees work in a stressful organizational
environment due to severe competi-
tion, mergers, and ownership changes.
A variety of programs, including cus-
tomer focus, empowerment and custo-
mer relationship management, are
touted as “‘cures” for lagging margins,
a trend toward decentralization of
management systems, and the demand
for customer-responsive yet cost-effi-
cient operations is essential.
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Appendix

Scale items

A. Customer focus factors:

1. Organization:

a - Management:
- Management in our organization is committed to improve the customer focus
- Management is a role model in its behavior of focusing on customers

- Management provides the necessary budget and resources to improve the
customer focus

b - Employees:
- Employees acquire enough skills to treat the customer professionally
- Employees give customer needs a great priority

- Employees work as teams when contacting and serving customers

2. Communication.

a - Methods/ Media:

- We are using effective and efficient contact method to achieve objectives

Our customer contacts reflects our complete knowledge with their needs

- We concentrate, on our customer contacts, on the benefits of the products and
services more than their specifications

b - Contact -logistics:
- We design a plan for contacting and reaching every customer

- The implementation of the customer contact plan is registered in the
procedure manual and log sheet.

- We use informal contacts with customers for non commercial purposes

3. Information:

a - Customer data

- We have useful database to determine prospected customers and contact the
right customers to offer the right service at the right time

- Data is complete for every customer
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Data is up to date for every customer

b - Customer Information systems

B-

The customer information system is user- friendly in analyzing and contacting
customers (mail-phone-meetings)

The customer information system is easy and flexible to use (could be changed
according to needs)

The customer information system provides customer data to everyone in the
organization.

Efforts for improving customer performance factors:

1 - Customer profitability

Measuring and improving every customer profitability is a priority in my
organization

Managers are exerting their maximum efforts to measure and improve the
profitability of every customer

Employees are exerting their maximum efforts to measure and improve the
profitability of every customer

2 - Customer behavior

Measuring and improving the sales turnover for every customer is a priority in
my organization

Managers are exerting their maximum efforts to measure and improve the
sales turnover for every customer

Employees are exerting their maximum efforts to measure and improve the
sales turnover for every customer

3 - Customer satisfaction

Measuring and improving the satisfaction of every customer is a priority in my
organization

Managers are exerting their maximum efforts to measure and improve the
satisfaction of every customer

Employees are exerting their maximum efforts to measure and improve the
satisfaction of every customer

147



AJ.AS, Vol. 19, No. 1

References

Angel, Bob.2000. *"CRM: the upgrade’.
Canadian Banker, 107(3): 32-6.

Bach, Deborah.2001. Do online banks
need CRM? American Banker, 166
(84) May: 4A.

Bayraktar, Azra, Yilmaz, Erdal, Yamak, Oy-
gur.2010. Implementation of RFID
technology for the differentiation of
loyalty programs’. Journal of Relation-
ship Marketing, 9(1) Jan-Mar.: 30-42,
DOI: 10.1080/15332660903551867.

Bexley, J. And Lewis, R. 2001. ’Seven
ways to bolster Marketing’. Bank
Marketing, 33 (3)April: 24-9.

Bielsky, Lauren.2001. *Giving your cus-
tomer a face’, American Bankers As-
sociation (ABA) Banking Journal,
93(4)April :49-53.

Bou-Lusar, J. 2001. "Measuring the rela-
tionship between firms perceived
quality and customer satisfaction
and its influence on purchase inten-
tions’. Total Quality Management,
12(6) :719-34.

Bove, L. And Johnson Lester.2000. "A
customer service relationship model’.
International Journal of Service In-
dustry Management, 11 (5): 491-511.

Bowen, J. and Chen, Shiang.2001. "The re-
lationship between customer loyalty
and customer satisfaction’. Interna-
tional Journal of Contemporary Hospi-
tality Management, 13(5): 213-7.

Britt, Phillip.2005. "'The CRM service
elite’. CRM Magazine.

Bryson, John.2001. ’Services and interna-
tionalization: annual report on the
progress of research into service ac-
tivities in Europe in 1998’. The Ser-

vice Industries Journal, 21(1)
January: 227.

Marnix, Biigel S., Abraham, Bunk P.,
Verhoef, Peter C. 2010. * 4 compar-
ison of customer commitment in five
sectors using the psychological in-
vestment model’. Journal of Relation-
ship Marketing, 9 (1): 2-29, Jan-Mar,
DOI: 10.1080/15332660903551883.

Campbell, Dennis and Frei, Frances.
2004. ’the persistence of customer
profitability: empirical evidence and
implications from a financial ser-
vices firm’. Journal of Service Re-
search, November, 7 (2):107-123.

Curry, J. And Curry, A. 2000. The Custo-
mer Marketing Method: How To
Implement And Profit From Custo-
mer Relationship Management. The
Free Press, New York.

Customer Relationship Management for
Banks. 2000. Www.Sap.Com.De-
cemberl2, 2001.

Customer Relationship Management In
Europe Retail Banking. 2001.
www.Sap.com.december 2002.

Defelice, Alexandra, and Britt, Phil-
lip.2005. ’Banking on big green’.
CRM Magazine.

Fitzpatrick, Richard.2000. ’Enterprise
customer relationship management
(ECRM) in financial services’.
CRM Forum. Www.Crm-Forum.16
October.

Fung, Amanda. 2001. ’PNC: Align every-
thing around the customer’ Ameri-
can Banker, 166 (84): 12A. May

148



Nermine Atteya

Gummesson, E. 1999. Relationship Mar-
keting: From 4P’s To 30R’s. Stock-
holm, University Of Stockholm.

Gupta, M.P. and Shukla, Sonal.2002.
’Learning from customer relation-
ship management (CRM) imple-
mentation in a bank’. Global
Business Review, 3 (1): 99-122. Feb-
ruary.

Harrison, Ralph.2001. "CRM: 21" cen-
tury customer relationship manage-
ment’. CRM Forum. Www.Crm-
Forum. 5 November 2003.

Ingram, Thomas, Laforge, Raymond,
Avila, Ramon, Schwepker, Charles,
and Williams, Michael.2010. Sell.
South Western: Mason, OH.

Kandampully, Jay.1998. ’Service quality
to service loyalty: a relationship
which goes beyond customer ser-
vices’. Total Quality Management, 9
(6):431-43.

Kracklauer, A. et al. 2001. "Mutual cus-
tomer approach: how industry and
trade are executing customer rela-
tionship management’. International
Journal of Retail and Distribution
Management, 29 (12): 515-9.

Kulkarni, Anirudh.2009. *Give customers
what they don’t expect” CRM Ma-
gazine, 13, (1): 14. Jan.

Lacey, Russell, Suh, Jaecbeom, and Mor-
gan, Robert M. 2007. ’ Differential
effects of preferential treatment le-
vels on relational outcomes’. Jour-
nal of Service Research, , 9 (3): 241-
256 .February.

Lars, G. 2000. 'The relationship between
customer satisfaction and loyalty:
cross-industry differences’. Total
Quality Management, 11(4/6): 509-14.

Liou, James J.H. 2009.” A novel decision
rules approach for customer rela-
tionship management of the airline
market’. Expert Systems with Appli-
cations, 36 (3): 4374-4381, Apr.
DOI: 10.1016/j.eswa.2008.05.002.

Liyun, Qi, Keyi, Wang, Xiaoshu, Wang,
Fangfang, Zhang.2008. ’Research
on the relationship among market
orientation, customer relationship
management, customer knowledge
management and business perfor-
mance. Management Science & En-
gineering, 2(1):31-37. Mar.

McClure, Dan.2001. "Maximizing customer
relationships through Fulfillment’.
Mortgage Banking. 61(7):101-2. April.

McKay, Lauren.2010. ’It is not your re-
lationship to manage’. CRM Maga-
zine. Pp.18-23.

Mohd Rizaimy, Shaharudin, Khaizir Mu-
zani Md. Yusof Shamsul Jamel,
Elias, Suhardi, Wan Mansor.2009. ’
Factors Affecting Customer Satisfac-
tion in After-Sales Service of Malay-
sian Electronic Business Market’.
Canadian Social Science, 5(6):10-18.

Mornay, Roberts- Lombard .2009. *Cus-
tomer retention strategies of fast
food outlets in South Africa: a focus
on Kentucky Fried Chicken, Nan-
do, and Steers’ Journal of African
Business, Jul-Dec, 10(2): 235-249;
DOI: 10.1080/15228910802479521.

Motley, L. Biff.2000. "The effective custo-
mer Satisfaction Program’. Bank
Marketing, 32 (2):48. February.

Nattharika, Rittippant, Subhanat, Su-
pradit, Prasertsak, Viriyasirimong-
kol, Kittaya, Skulareemit.2009.
’Evaluation of the customer rela-
tionship management programs of

149



AJ.AS, Vol. 19, No. 1

grocery chains in Thailand’. Pro-
ceedings of World Academy of
Science: Engineering & Technology,
41:1354-1360. May

Nikolova, Maria.2005. ’Customer relation-
ship management systems’. Proceed-
ings of the International Conference on
Systems for Automation of Engineer-
ing & Research.

Parasuraman, A. 1995. Measuring and
monitoring service quality’. In W.J.
Glynn & J. G. Barnes (Eds), Under-
standing Services Management, John
Wiley and Sons, New York: NY.

Payne, A. 2001. 'Diagnosing customer va-
lue: integrating the value process and
relationship marketing’. British Jour-
nal of Management, 15 (1):159-82.

Pride, William, and Ferrell, O. 2009.
Foundation of Marketing. Fourth
edition. South Western Cengage
Learning, Mason: OH.

Ptacek, Megan.2000. "What is CRM?
Proponents say may insist that
banks know’. American Banker.
165(9):16.

Randy, Hanson.2000. ’CSM good strat-
egy, but not all the time’. Marketing
News, 44: 44. October

Rombel, Adam.2001. 'Booming customer
relationship management digs dee-
per’. Global Finance, 15 (3):37-
38 ,March.

Schemwell, D. And Zeynap Bilgin, U.
1998. *Customer-service provider re-
lationships: an empirical test of a
model of service quality, customer
satisfaction, and relationship or-
iented outcomes’. International
Journal of Service Industry Manage-
ment, 9(2) :155.

Sivadas, E. and Baker-Prewitt. 2000. ’An
examination of the relationship be-
tween service quality, customer sa-
tisfaction, and store loyalty’.
International Journal of Retail and
Distribution Management, 28 (2).

Soch, Harmeen and Sandhu, H.S. 2008.
’Does customer relationship man-
agement activity affect firm perfor-
mance?’ Global Business Review,
August,9 (2):189-206.

Sureshchander, R. and Chandrasekhar-
an, A. 2002. "The relationship be-
tween management’s perception of
total quality service and customer
perceptions of service quality’. Total
Quality Management, 13(1): 69-88.

The Central Bank of Egypt Bulletin, 2010
(www. cbe.org.eg), June 2010.

Thomas, J., Blattberg, R., and Fox, E.
2004. ’Recapturing lost customers’.
Journal of Marketing Research,
25:31-45.

"Timely advice on how to design a customer
satisfaction survey’.2000. Managing
Customer Service, 4,:6-7. April

Tulley, John.2001. ’Establishing unique
customer relations using data ware-
housing’. The Canadian Manager,
26(1): 12-3, Spring.

Vincent, Lynn.2000."Well, I hope you’re
satisfied’. Bank Marketing, 32
(1):18-24.January.

Wells, Beverly.1999. At Wachovia, custo-
mer focus means information-driven
continuous relationship management,
Journal of Retail Banking Services,
New York, Summer.

Wurtz, Wil.2000. ’Implementing CRM
systems: reduce risks and failures’

150



Nermine Atteya

www.mspassociates.Com, 3 Febru- Zhang, Jie, Lu, Jie, and Zhang, Guang-
ary 2000. quan.2007. ’An intelligent classifica-

Zeithaml, V.A., Berry, L.L. & Parasura- tion method in bank customer
man, A. 1996. *The behavioral con- relationship management’. New
sequences of service quality’. Mathematics & Natural Computa-
Journal of Marketing, 60 (1):31-46. tion. 10 (2) :22.

151



AJ.AS, Vol. 19, No. 1

el
0 pdiall o) gall 309 g £Mandl ClEMe B o) JolsS
Fos o5 dgiall pUad 8 AadLiiud duul yo

Glae guns (30 0

g 5 Lty Lllas o3anl) o dasay Ja¥) isle wlBMe sliyy Jaaall sl G

Plaall SlENe 500] e JolSal) 1 dals i elly 3iaily platll Gaias ol cye ol sl
o5 L L5 s a3 LS 3 ymbinll JLAAY 3 ska oy el gyt ) gall 300l
s 3 Gl 3l S e LAl Lyl 038 s anll 33aate Loud asals
23130 anl Zmys +danll 5 gy sdanll slis; 5 Lo (555 o iall (s < e
Oese) Lelatall ilganly sMaadl lide 5, Al Guadt) LM o siall e 5850
Slostas alls I o) il (+Danll g po Jilauy 13S 5 L) YL s (il go
bl e sl e (o T+ 55 81 ik T L5l 23 el (s sl po
L5y losd ity Ll Gt o3 3 Zlatl &pmall sl 3 sdaall clidle s
e A s Te wmp ol lm 5 a3 IS5 (e Lase il oy <1
Labial) s el e 50 aalic /sdaall clidle 5 ) alsi Gaktl L33 olo sial
Jladll g s Manl cA5Ne 8,15y s S bl y o) A giall s sgaly o shaal s Y LasYl
s GLS sleas Y g Jraad) slid; (and s ulsd s Gulalad) clalas) JNA (e Ly

Nermine M. Atteya, Associate professor of Business Adminis-
tration, Modern Academy for Computer Science and Manag-
ment Technology, Cairo, Egypt. She received her master degree
in Managment from the American University in Cairo, and her
PH.D. in Human Resource Management, Cairo University. She
made her PH.D. research at Case Western Reserce University,
USA. She is the author of a number of books in the field of
Business, Management, Human Resource Management, and
Organizational Behavior. Her research interests are in Empow-
erment, Team Performance, Stress Management, the fields of
Conflict Management, and Customer Relationship Manage-
ment. She participated in a number of international conferences
where she received best paper awards and recognition letters.

152




