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Customer Relationship Management and Its Impact on Competitive
Advantage: A Field Study at AXA Group of Companies in the
Kingdom of Saudi Arabia

Abstract

This study aimed to identify the impact of customer relationship management
(CRM) on competitive advantage (CA) in the AXA Group of Companies in the Kingdom
of Saudi Arabia (KSA) from the customers' perspective. It also aimed to determine
whether there are statistically significant differences in CRM levels attributable to the
demographic variables such as (gender, age, and educational qualifications). The study
employed the descriptive analytical approach, and the study population included of
customers of the AXA Group. A sample of (400) individuals was selected using a
convenience sampling method, due to the absence of a comprehensive list of the study
population (company customers). To achieve the study's objectives, data analysis and
hypothesis testing were conducted using the Statistical Package for the Social Sciences
(SPSS). The findings revealed that the level of CA achieved by AXA across all
dimensions was high, while level of the dimensions of CA was ranked in descending
order as follows: (flexibility, cost, quality, and innovation). Additionally, AXA practice
CRM at a high level across all dimensions, ranked in descending order as follows: (trust
in transactions, customer knowledge management, organization of CRM, technology-
based customer relationships, and quick responsiveness). The findings also indicated a
positive impact of CRM across all dimensions on achieving CA for AXA commercial
companies. But there were no statistically significant differences in the level of CRM
attributable to the variables of (gender and age) of the study sample. However, statistically
significant differences were found in the level of CRM based on the variable of
educational qualification, favoring those with a master’s degree. Based on these findings,
the study recommends that AXA commercial companies should place greater emphasis
on fostering innovation, especially since it was identified as the lowest-ranked dimension.
Based on the findings, the study recommended that AXA commercial companies continue
to prioritize CRM practices as a strategy, due to their effective role in achieving CA.
These practices enable companies to respond to environmental changes, help save time
and effort, and facilitate the efficient use of available resources. Additionally, AXA
commercial companies should place greater emphasis on fostering innovation, especially
since it was identified as the lowest-ranked dimension.
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