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This study aimed to determine

relationship  between  customer  relationship

management, loyalty, and competitiveness of
banks. A questionnaire was distributed to a sample
of 80 CPA clients of Maghnia agency. The data was
also processed using the SPSS statistical program.
The study concluded with a number of results, the
most important were : There is a direct and strong
relationship ~ between  customer relationship
management and loyalty, and there is a direct and
strong relationship between customer relationship
management and competition as well.
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