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Introduction

In recent decades, marketing strategies have become a vital tool for achieving growth
and expansion in the market, especially in the banking sector. Al Rajhi Bank, one of the
largest banks in Saudi Arabia, relies on innovative marketing strategies to enhance its
position and increase its market share. This study focuses on analyzing the impact of
these strategies on Al Rajhi Bank’s market share and identifying the existing theoretical

and practical gaps.

Many previous studies indicate that effective marketing strategies can lead to significant
increases in market share and overall customer satisfaction in the banking sector. For
example, research has shown that banks adopting comprehensive marketing strategies
achieve higher levels of customer satisfaction and attract more new customers.
However, gaps remain in the current literature regarding the application of these

strategies in the Saudi context, particularly concerning Al Rajhi Bank.

One of the important gaps this study aims to address is the lack of research focusing on
the Saudi market and Al Rajhi Bank specifically. While current studies largely focus on
Western markets, there is a pressing need to understand how local cultural and

economic factors influence the effectiveness of marketing strategies in Saudi Arabia.

The main research problem this study seeks to answer is: How do marketing strategies

affect the market share of Al Rajhi Bank? This question will be addressed through



several sub-questions, such as: What are the most effective marketing strategies at Al
Rajhi Bank? How can communication with customers be improved to achieve an
increase in market share? And what practical gaps can be addressed to improve

marketing performance?

The significance of this research lies in its contribution to enriching theoretical
knowledge in the field of banking marketing strategies through a comprehensive
analysis of Al Rajhi Bank’s experience, thereby helping to fill existing theoretical gaps.
On a practical level, the research provides practical recommendations for Al Rajhi Bank
and other banks to improve their marketing strategies, which can lead to increased

market share and sustainable growth.



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.
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