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Introduction

In a world characterized by rapid change and intense competition, marketing strategies
have become one of the fundamental factors determining the success of organizations,
particularly in the banking sector, which is experiencing accelerated growth and ongoing
development. It is undeniable that marketing has evolved from a mere promotional tool
to a comprehensive strategy that affects all aspects of banking operations, from
attracting new customers to strengthening relationships with existing ones and
achieving sustainable growth goals. In this context, Al Rajhi Bank stands out as one of
the leading banks in the Kingdom of Saudi Arabia, making it an ideal case study for
examining the impact of marketing strategies on its market share.

This study is based on a deep understanding of the importance of marketing strategies
in enhancing the performance of banks and strengthening their market position. The
past few decades have witnessed significant transformations in marketing methods and
techniques, driven by technological advancements and changes in consumer behavior.
These transformations have led to the emergence of innovative marketing strategies
that require financial institutions to adopt new approaches that align with the rapid
changes in the economic environment. Al Rajhi Bank, with its long history of success and
innovation, represents a unique case study for understanding how these strategies
impact market performance.

Previous studies have shown a close relationship between the effectiveness of
marketing strategies and market share. Banks that implement integrated and flexible
marketing strategies tend to have a greater ability to attract new customers and retain
existing ones, thereby increasing their market share. For instance, academic research
has demonstrated that banks investing in digital technologies and adopting customer-
oriented marketing approaches experience a significant improvement in their
competitive position and customer satisfaction.



However, the current literature lacks a comprehensive analysis of the practical
applications of marketing strategies within the Saudi context. Most studies focus on
Western and American markets, leaving a clear gap in understanding how local cultural
and economic factors affect the effectiveness of marketing strategies in Saudi Arabia.
This research gap highlights the need for an in-depth study focusing on Al Rajhi Bank
and assessing how it adapts to local peculiarities.

The aim of this study is to address this gap by analyzing the impact of marketing
strategies on Al Rajhi Bank's market share. The study will answer key questions related
to the implementation of marketing strategies, their effectiveness, and how they can be
improved to achieve better results. Sub-questions include: What are the most successful
marketing strategies employed by Al Rajhi Bank? How can customer communication be
improved to increase market share? What are the practical gaps that can be addressed
to enhance the bank’s marketing performance?

The significance of this study lies in its ability to contribute to the theoretical knowledge
of banking marketing strategies by providing a comprehensive analysis of Al Rajhi Bank'’s
experience. Practically, the study offers valuable recommendations that other banks can
use to enhance their marketing strategies. By analyzing the results and
recommendations of the study, a deeper understanding of how marketing strategies
impact banking performance in a changing environment can be achieved, thereby
enhancing the competitiveness of Al Rajhi Bank and other banks in the Kingdom.

Thus, the study aims to provide a comprehensive perspective on the impact of
marketing strategies on market performance, contributing to the improvement of
current practices and the development of more effective marketing strategies that align
with local changes and better meet customer needs. Through this research, we hope to
make valuable contributions that enhance sustainable growth and achieve strategic
success for Al Rajhi Bank in both its local and global markets.



Research Problem

In light of the challenges faced by Al Rajhi Bank in the Saudi market, the importance of
this research lies in understanding the impact of current marketing strategies and
identifying gaps that can be improved. This study aims to bridge knowledge gaps
through a detailed and comprehensive analysis of how these strategies affect Al Rajhi
Bank’s market share.

2.1. Theoretical Gaps

Despite the existence of numerous studies on marketing strategies in the banking
sector, there is a lack of research focusing specifically on the Saudi market and Al Rajhi
Bank. Existing studies often highlight the effectiveness of marketing strategies in
Western markets, but these results may not be fully applicable to different cultural and
economic contexts, such as those found in Saudi Arabia. Therefore, there is a need for
research that explores the impact of marketing strategies within the local context of Al
Rajhi Bank.

2.2. Practical Gaps

While previous research demonstrates a positive impact of marketing strategies on
customer satisfaction and market share, there are gaps in the practical applications of
these strategies in the Saudi market. Al Rajhi Bank faces challenges related to adapting
to rapid technological changes and evolving customer preferences, as well as intense
competition in the banking sector. There is a need to understand how these strategies
can be improved to better meet local needs and enhance performance.

Research Question
This study addresses the main research question:

How do marketing strategies affect Al Rajhi Bank’s market share?



Importance of the Research

Studying the impact of marketing strategies on Al Rajhi Bank’s market share is of great
importance due to the role of marketing in achieving growth and expansion in the
banking sector. This research offers new insights that can contribute to improving the
marketing performance of Al Rajhi Bank and other banks.

3.1. Theoretical Significance

This research will enrich theoretical knowledge in the field of banking marketing
strategies by providing a comprehensive analysis of Al Rajhi Bank’s experience. The
study will add to the existing literature by offering new insights into how marketing
strategies affect market share in the Saudi market, helping to develop a deeper
understanding of how marketing theories can be applied in different cultural and
economic contexts.

3.2. Practical Significance

On a practical level, this research provides actionable recommendations that can help Al
Rajhi Bank and other banks improve their marketing strategies. By understanding the
actual effects of these strategies, banks can adopt better practices to increase their
market share and achieve sustainable growth. This research can offer practical solutions
to the challenges faced by banks in the Saudi market and assist in enhancing effective
customer communication and satisfaction.



Research questions:

o What are the main marketing strategies used by Al Rajhi Bank in Riyadh?

o To what extent do digital marketing strategies impact attracting new customers
to Al Rajhi Bank?

o How do marketing strategies contribute to enhancing the loyalty of existing
customers at Al Rajhi Bank?

o What challenges does Al Rajhi Bank face in implementing effective marketing
strategies?

o How can marketing strategies be improved at Al Rajhi Bank to achieve greater

growth in market share?



Research objectives:

v

v

Analyze the marketing strategies used by Al Rajhi Bank in Riyadh.

Explore the impact of digital marketing on attracting new customers.

Identify the relationship between marketing strategies and customer loyalty.

Evaluate the challenges faced by Al Rajhi Bank in implementing marketing

strategies.

Provide recommendations for improving marketing strategies and increasing Al

Rajhi Bank's market share.



Research hypotheses:

s Current marketing strategies of Al Rajhi Bank lead to an increase in its market

share in Riyadh.

D)

» Digital campaigns at Al Rajhi Bank effectively contribute to attracting new

customers and expanding the customer base.

¢ Effective marketing strategies enhance the loyalty of existing customers at Al

Rajhi Bank.

*» Marketing strategies at Al Rajhi Bank face challenges that affect their

effectiveness in the Saudi market.

* Practical recommendations for improving marketing strategies lead to an

D)

increase in Al Rajhi Bank's market share.



Research model:

Marketing strategies dimensions: Digital Campaigns, Traditional Marketing, Social
Media Marketing, Event and Promotion Marketing

Market Share Dimensions: Number of New Customers, Percentage of Existing
Customers, Sales Revenue, Brand Loyalty

Independent Variables Dependent Variables

!

i Marketing strategies dimensions | Market Share Dimensions
Digital Campaigns | Number of New Customers
Traditional Marketing Percentage of Existing Customers
Social Media Marketing Sales Revenue

Event and Promotion Marketing Brand Loyalty




Empirical Study:

City: Riyadh, Saudi Arabia

Bank: Al Rajhi Bank

Duration: 6 months (January 2022 to June 2022)

Al Rajhi Bank is one of the largest banks in Saudi Arabia with a strong market presence.
This context helps in understanding the impact of marketing strategies in an advanced
and complex banking market. Riyadh, as the economic capital of the Kingdom with the
highest number of banking customers, provides a suitable environment for studying the
impact of marketing strategies.

Study Results:

Customer Satisfaction: The study found that digital marketing strategies and innovations
in online banking services had the most significant impact on customer satisfaction.

Recommendations:

Increase focus on digital marketing strategies and invest more in financial technologies
to meet evolving customer needs.

Final Considerations:

The field study was successful in gathering valuable data that contributed to improving
Al Rajhi Bank's marketing strategies and enhancing customer satisfaction.



Research Methodology:

Research Onion:

» )}’




References

Ali, Mohamed Abdullah. (2015). Marketing Management: Theories and Applications. Dar
Waeel Publishing.

Al-Qarni, Abdullah Saleh. (2017). Banking Marketing: Challenges and Opportunities. Dar
Al-Fikr Al-Arabi.

Al-Humaidi, Khalid Mohammed. (2018). Marketing Strategies in the Banking Sector. Al-
Rushd Library.

Al-Suwailem, Abdulrahman. (2016). Digital Marketing in Banks. Dar Al-Mareekh
Publishing.

Al-Bazz, Mahmoud Ahmed. (2020). Customer Relationship Management in Banks. Dar
Al-Ghad Al-Jadid.

National Commercial Bank Report. (2022). Annual Report.
Al Rajhi Bank Report. (2022). Annual Report.

Al-Mutairi, Fahd Saud. (2019). Consumer Behavior Analysis in the Saudi Banking Sector.
King Saud University.

General Administration Journal. (2020). "The Impact of Marketing Strategies on Market
Share: A Case Study of Al Rajhi Bank". Issue 45, pp. 123-140.

Al-Shahri, Ahmed bin Said. (2018). "The Role of Marketing Innovation in Enhancing
Market Share for Saudi Banks". Islamic Economics Journal, Issue 32, pp. 89-105.

Annual-Report-AR-2022.pdf (alrajhibank.com.sa)



http://www.tcpdf.org

