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Objective: This study aimed to measure the impact of Customer Relationship Management (CRM)
practices, with its seven dimensions (Service Quality, Customer Database, Employee Behavior,
Handling Complaints, Interaction Management, CRM Technology, and Relationship Development), on

.Customer Satisfaction (CS) within the service sector in Riyadh City

Methodology: A descriptive-analytical approach was employed. A quantitative questionnaire was used
to collect data from a convenience sample (N=98) of service sector customers in Riyadh. Data was
analyzed using Cronbach’s Alpha for reliability, Pearson Correlation, and Multiple Regression to test the

seven hypotheses

Findings: The study revealed compelling results. The overall model demonstrated a very high predictive
power (R2=0.752) of CRM on customer satisfaction. However, the analysis uncovered unique
characteristics of the Riyadh customer. The hypothesis for Service Quality (SQ) was rejected, suggesting

.customers view it as a basic hygiene factor rather than a competitive advantage

Crucially, the hypothesis for Employee Behavior (EB) was also rejected, revealing a significant negative
impact \beta =-0.175) on satisfaction. Conversely, Interaction Management (IM) \beta = 0.289),
Handling Complaints (HC) \beta = 0.236), and Relationship Development (RD) \beta = 0.231) emerged

.as the most powerful positive drivers of customer satisfaction

Implications: The study recommends that service organizations in Riyadh must strategically pivot their
investments. Focus should shift from superficial "politeness” (EB) and "basic quality” (SQ) towards
adopting strategies centered on "efficient problem-solving” (HC) and "effective interaction
management” (IM) as the critical factors for winning customer satisfaction in Saudi Arabia's competitive

.business environment




Keywords: Customer Relationship Management (CRM), Customer Satisfaction (CS), Service Sector,

Riyadh City, Employee Behavior, Interaction Management, Vision
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Objective: This study aimed to measure the impact of Customer Relationship Management (CRM)
practices, with its seven dimensions (Service Quality, Customer Database, Employee Behavior,
Handling Complaints, Interaction Management, CRM Technology, and Relationship Development), on

.Customer Satisfaction (CS) within the service sector in Riyadh City

Methodology: A descriptive-analytical approach was employed. A quantitative questionnaire was used
to collect data from a convenience sample (N=98) of service sector customers in Riyadh. Data was
analyzed using Cronbach’s Alpha for reliability, Pearson Correlation, and Multiple Regression to test the

seven hypotheses

Findings: The study revealed compelling results. The overall model demonstrated a very high predictive
power (R2=0.752) of CRM on customer satisfaction. However, the analysis uncovered unique
characteristics of the Riyadh customer. The hypothesis for Service Quality (SQ) was rejected, suggesting

.customers view it as a basic hygiene factor rather than a competitive advantage

Crucially, the hypothesis for Employee Behavior (EB) was also rejected, revealing a significant negative
impact \beta =-0.175) on satisfaction. Conversely, Interaction Management (IM) \beta = 0.289),
Handling Complaints (HC) \beta = 0.236), and Relationship Development (RD) \beta = 0.231) emerged

.as the most powerful positive drivers of customer satisfaction




Implications: The study recommends that service organizations in
|

Riyadh must strategically pivot their investments. Focus should M I D OC EA
U N

g s 1 71 vl]l
shift from superficial "politeness” (EB) and "basic quality” (SQ) 'R R RS — I

towards adopting strategies centered on "efficient problem-
solving" (HC) and "effective interaction management” (IM) as the

.critical factors for winning customer satisfaction in Saudi Arabia's competitive business environment

Keywords: Customer Relationship Management (CRM), Customer Satisfaction (CS), Service Sector,

Riyadh City, Employee Behavior, Interaction Management, Vision
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