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Impact Trends Of Total Quality Management Requirements 
On The Sustainable Value Of The Customer Through The 

Dimensions Of Customer Relationship Management(Field Study 
On A Sample Of Commercial Banks Of Constantine) 

 
 Abstract : 
 
This Study Aims To Determine The Impact Of Total Quality 

Management Requirements(Administrative Leadership, Continuous 
Improvement, Focus On Customers) In Commercial Banks In 
Constantine On The Sustainable Value Of The Customer Through The 
Dimensions Of Customer Relationship Management (Focus On Main 
Customers, Customer Knowledge, Organizing Efficiency, Trust And 
Commitment)  , Were Collected Preliminary Data For The Study 
Through The Design Of Identification Especially For This Study And 
Distributed To A Sample Of 117 Employees From 13 Banking 
Agencies Selected Sample Representative Of The Commercial Banks 
Of Constantine, Was Recovered 100 To Identify Them And The 
Exclusion Of 17questionnaires To Non-Viability, As Analyzed 
Through The Use Of Statistical Methods The Various Indicators Of 
Descriptive Statics(Simple And Multiple Regressions, Averages, And 
Standard Deviations,  Kolmogorov-Smirnov Testing And Path 
Analysis). The Results Of The Analysis Showed That The Impact Of 
Total Quality Management On The Sustainable Value Of The 
Customer Is Increased By A Dimension Of Trust And Commitment. 

 
Key World: 
 
  Total Quality Management, Customer Relationship Management, 

Focus On Main Customers, Customer Knowledge, Organizing 
Efficiency, Trust And Commitment, The Sustainable Value Of The 
Customer. 
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