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3 Chapter one : Introduction

3.1 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.



3.2 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.

3.2.1 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.

3.2.2 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?



3.3 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.

3.3.1 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.

3.3.2 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.



3.4 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?



3.5 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.



3.6 Research hypotheses:

*» 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.



3.7 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

Marketing strategies dimensions
Digital Campaigns

Traditional Marketing

Social Media Marketing

Event and Promotion Marketing

Figurel: Research model
Designed by researcher

Dependent Variables

Market Share Dimensions
Number of New Customers
Percentage of Existing Customers
Sales Revenue

Brand Loyalty



3.8 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.



3.9 Research Methodology:
Research Onion:

Figurel: Research model
Designed by researcher



4 Chapter two: theoretical framework

4.1 Introduction
Previous studies are a fundamental part of any scientific research, playing a vital role in

understanding the studied subject and guiding researchers in developing their future
studies. By reviewing the literature related to the research topic, a researcher can form
a comprehensive picture of the available knowledge, identifying the gaps that need
further exploration. These gaps are not merely voids in information but rather golden
opportunities that help direct researchers toward new, underexplored areas, thereby
enhancing the importance of the research and providing a strong foundation for

building new knowledge.

Previous studies play a crucial role in providing the theoretical foundations and practical
framework for research. Through analyzing past studies, a researcher can identify
prevailing trends in the research, determine theories and methods that have proven
effective, and discover challenges and problems that previous research encountered.
This process not only helps avoid the mistakes made by previous research but also
contributes to enhancing the scientific understanding of the topic and developing new

methods that overcome past obstacles.

Conducting previous studies is particularly important as it provides the researcher with a
comprehensive and deep insight into the studied topic. They help in identifying research
hypotheses and formulating new research questions based on the available knowledge,
ensuring that the new research adds scientific value. Additionally, previous studies
enable researchers to identify the most effective methodologies in addressing specific

problems, thereby enhancing the accuracy and reliability of results.



This research focuses on analyzing the impact of marketing strategies on Al Rajhi Bank's
market share in Riyadh. This study stems from the need to understand how the adopted
marketing strategies affect the bank's success in increasing its market share, especially

given the intense competition within the banking sector in Saudi Arabia.

The research includes two main variables: marketing strategies and market share.
Understanding marketing strategies is crucial as they represent a set of plans and
activities that the bank undertakes to attract and retain customers and enhance their
loyalty to the brand. These strategies vary between traditional and digital and play a
central role in shaping the bank's image in the minds of customers. Analyzing these
strategies can reveal the effectiveness of each in achieving marketing objectives and

enhancing the bank's position in the market.

The second variable, market share, is a measure of the bank's success in capturing a
portion of the market compared to competitors. Market share is influenced by several
factors, including the quality of services provided, customer satisfaction levels, and the
bank's ability to innovate and offer banking solutions that align with the changing
market needs. By studying the relationship between marketing strategies and market
share, a deeper understanding can be reached of how to balance attracting new
customers and retaining existing ones, which represents an ongoing challenge in the

banking market.

This study will include a review of previous studies related to each of these variables
separately, providing a deeper understanding of each variable individually. Marketing

strategies will be analyzed in terms of their definition, evolution, various dimensions,



and the theories supporting their effectiveness. Additionally, how market share is

measured and the factors affecting it will be reviewed.

Subsequently, the research will address the relationship between these two variables
and how the adopted marketing strategies can enhance the bank's market share. This
relationship is not simple but complex and intertwined, with many factors potentially
affecting the success of marketing strategies in achieving tangible results. Analyzing this
relationship will contribute valuable insights into how to improve the bank's marketing

performance and increase its market share in an increasingly competitive environment.



4.2 The First Variable: Marketing Strategies

Definition

Marketing strategies are a set of plans and activities implemented by organizations to analyze the target
market and design and deliver suitable marketing offerings to attract customers and achieve their
business objectives. These strategies involve identifying the target audience, developing products or
services, setting prices, promotion, and distribution.

Evolution

Marketing strategies have evolved over time with changes in markets and technological advancements.
They started in a simple form focusing on products and promotion, and over time, they have become
more complex to include data analysis, digital marketing, and providing personalized customer
experiences. Key turning points in the history of marketing include the emergence of digital marketing
and the integration of big data into market analysis.

Dimensions
Marketing strategies consist of several key dimensions, including:

- Market Analysis: Studying the external environment, competitors, and potential customers.

- Market Segmentation: Dividing the market into different segments based on common needs.

- Market Targeting: Selecting the most suitable market segment to achieve the company's goals.

- Product Positioning: Determining how customers perceive the product compared to
competitors.

- Promotion: Using various tools to attract customers' attention and generate demand.

Theories

Marketing strategies are based on a set of theories that form the foundation for understanding how
they impact the market and customers. Some of the key theories include:

Marketing Mix Theory: Refers to the four essential elements of marketing: product, price, place, and
promotion.

Product Life Cycle Theory: Refers to the stages of a product's life from introduction to growth, maturity,
and eventually decline.

Consumer Behavior Theory: Focuses on how consumers make purchasing decisions and the factors that
influence them.



4.3 The Second Variable: Market Share

Definition

Market share is the percentage of a company’s sales relative to the total sales within the market in
which it operates. This ratio reflects the company's strength in the market and is considered an indicator
of its competitive ability. Market share can be measured by revenue or units sold.

Evolution

The concept of market share became more prominent with the development of markets and increased
competition among companies. Initially, the primary focus was on increasing sales without considering
market share. However, over time, companies realized that market share reflects their relative strength
compared to competitors. This concept evolved to become a key part of the strategic analysis that
companies rely on to assess their performance and make growth and expansion decisions.

Dimensions

- Market share can be divided into several dimensions that help in understanding it more deeply:

- Absolute Market Share: This is the ratio of a company’s sales to the total sales in the market.

- Relative Market Share: This compares a company’s sales to those of the largest competitor in
the market.

- Market Share Growth Rate: This reflects the changes in a company’s market share over time.

- Relative Profitability: This measures how profits are achieved relative to market share, reflecting
the company’s efficiency in using its resources to generate profits.

Theories

Market share is associated with several theories that explain how it impacts a company’s performance
and strategic direction:

Market Power Theory: This theory suggests that companies with a large market share have greater
bargaining power, allowing them to achieve higher profits.

Learning Curve Effect Theory: This theory indicates that companies with a large market share have more
experience, which reduces production costs and increases operational efficiency.

Industry Life Cycle Theory: This theory looks at how market share changes as the industry progresses
through stages of growth, maturity, and decline.



4.4 The Relationship Between Research Variables

Analysis of Relationships Between Variables from Previous Studies

In this section, we will analyze the relationships between the primary research variables, namely
marketing strategies and market share, based on what has been presented in previous studies in this
field.

Patterns

Previous studies generally indicate a positive relationship between effective marketing strategies and an
increase in market share. Research has shown that companies investing in innovative and effective
marketing strategies often experience an increase in their market share. This relationship largely
depends on the quality of the strategies used and their alignment with the needs of the target market.
For example, studies focusing on major companies in the Saudi market found that investments in digital
marketing and technological improvements lead to an enhanced market share.

Conflicts

Although most studies affirm the positive relationship between marketing strategies and market share,
some have pointed out exceptions or conflicting results. Certain research has observed that traditional
marketing strategies may not always lead to an increase in market share in competitive environments
experiencing rapid changes in consumer preferences. This conflict is particularly evident in emerging
markets where market share may be influenced by other factors such as economic policies or market
volatility.

Gaps

Based on the review of previous studies, there are research gaps that require further exploration. One
such gap concerns how digital marketing strategies impact market share in different cultural
environments. While many studies have addressed this topic in Western markets, there is a lack of
research examining this relationship in the Saudi context. Another gap lies in the scarcity of studies
exploring the relationship between marketing innovation and market share in Islamic banks, such as Al
Rajhi Bank.



4.5 Conclusion
Summary of Previous Study Findings

The review of previous studies reveals a strong and positive relationship between marketing strategies
and market share growth, especially when these strategies are innovative and aligned with the needs of
the target market. Numerous studies have demonstrated that digital marketing and service innovation
are key factors in enhancing market share for major banks like Al Rajhi Bank. However, there were some
inconsistencies in the results regarding the impact of traditional strategies, suggesting that the
effectiveness of marketing may depend on various contextual factors.

Discussion of Future Research Implications

The findings from previous studies underscore the importance of continuing research on the impact of
marketing strategies, particularly in culturally diverse environments like the Saudi market. Future
research should focus on how marketing strategies adapt to rapid changes in technology and consumer
preferences. Additionally, there is a need for deeper studies on the impact of marketing innovation on
the market share of Islamic banks, which could provide new insights to help develop effective strategies
in this field.

Overall Contributions of the Research to the Field

The research contributes to this field by filling knowledge gaps related to the impact of marketing
strategies on market share in the Saudi context, particularly in the Islamic banking sector. By analyzing
this relationship, your research provides practical insights that can help improve marketing strategies,
enhancing banks' competitiveness and increasing their market share. Furthermore, the research
expands our understanding of how marketing strategies can be applied in diverse cultural and economic
environments, supporting academic efforts and professional practices in this area.
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