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Abstract: This study examines the impact of customer relationship management -CRM-
based on the Sin, Tse & Yim model, on competitive advantage through its key
dimensions, using descriptive, inductive, and experimental approaches.

Based on a sample of 153 individuals from 33 telecom agencies in Algeria, the results
reveal a strong positive relationship, confirming the effectiveness of CRM in enhancing
competitive advantage.

Keywords: Customer Focus, Organizing Customer Relationship Management, Customer
Relationship Management Technology, Customer Knowledge Management, Competitive
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Sig t e COlladl iyl el gisall
iy jadl
Beta Std Error B
0.895 0.133 0.259 0.035 | <l yaidl 1
0.093 1.741 0311 0.184 0.320 e sl
|
(a3l
0780 1.830 0.189 0.101 0.185 4 pas o
Juaall
0.236 -1.212- -165- 0.179 -217- La gl 4S8
CRM
0.000 5.574 0.663 0.128 0.714 | CRM aht

23 jlaay) SPSS zalin cilajia e aldie W Eald) shae) gar jaall

3S5) CRM sl G asiall Jlaat¥) z3sa LS oSy 10 Jaadl alasiulys
Saally (edanl) dijne 5ol <CRM Linglyi&s (CRM ailas ¢ il eSaall e
p ) sal) e Ayl
X 0.185 + (Opat )V sSeall e 5:S5l) X 0.320 + 0.035 = Ladlisl) 3jsal
X 0.714+ (Dleall Gldle 5y Lasle€) x 0.217 — (Dleall Zijea 3))
(s Daall b yas 5yl i)
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Competitive advantage = (0.035 + (0.320 x Key Customer Focus +
0.185 x CKM - 0.217 x CRM Technology + (0.714 x CRM
Organization
A X4 2l i) 22l o ax3 (Jpaadl 8 (Sig) ANV s5ime dad o ol
CRM alad g (e gsinall dimgll anl 52 "eSlaall e 3)la) aplald o jumy
O b o3 e cAgiysatl) Aalil) e (0,05 e S8 ANA ssine o Can)
) 5 Lo gl S DIl PIA o Lt 0 Y VL) g b b dpudlal] 5jal)
By Al adanl) A dled oy ST 0S8 B8 e Deadl e 5850 o el
Jaly CRM cilasy Calide o dgeal) Jalis et 48S ol cedlaall e
L)) Ayl e oy clbany sl e i Y Apedli) Al o 2S5 1385 Al
)
bl Dom Cus o1y S Uisa Daad a3y Auhall zages o JAl (S ¢ Ul
bal) 8 VL) lase JA1s Al e Audlii Bhae oLy 8 auls JalaS
il .5
Jidh Ay JIST D5 e (Relationship Marketing) culally 3l <5y
el Gl « (Data base Marketing)clibud) aeld e L3l Gygudll 4
13 &=y (Network Marketing). Suill Gasaills o(Interactive Marketing)
AV Bl el e 5K e sedll S B Lasa Ysad ansil
bl e lalae) adhind IS el Gl e Y Al clidle ol
L sl Sl
sl Sadl VL) g Uad 3 Al Al 308 ek (Sladl 138 i
Baal 335 3 Lise Sle 2y (CRM) oleadl clBle 3yl slefl Gy o
Bl iy G ol Gn sbeie JSE e Y SR e G YY) gl
AV 53 gl el Jiey Dlaall GBle 5y aplaii ey of daidl laaiV)
Ay Dlie Lpdlill sl o aladly @8 dSI iy Aygeal dflanl)
¢ CRMUaslsi€is iyl odlaal) te 5850 Jia (aY) alad) WL alady)
O ) e e sas sl b Dala Lisina Dl el b coSlaal) ddjaa 5135
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= Ot
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CRM kil eDlial 6 Y Cum adamil) aailly Lnsl i€l JolSall a5 o
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