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Abstract .

This study aimed to determine the impact of customer relationship management
(CRM) on marketing performance of private medical clinics in Algeria. Primary and
secondary sources of data were used. The primary data includes a structured
questionnaire used to elicit information from the target respondents (patients and their
families). A total of 118 questionnaires have been collected using convenience sampling
(non random). The results indicated that customer relationship management; customers
satisfaction have significant positive impacts on marketing performance of private
medical clinics. The customer relationship management was also found to have significant
impact on customers satisfaction. Finally, based on research results, a number of
recommendations were introduced to CRM managers.

Key words: Customer, Relationship management, Marketing performance, Clinics.
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Dependent Variable: Marketing Performance.
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Independent variables: CRM.
Notes: Model summary: R = 48,9%; R Square = 24,8 %; Adjusted R Square = 24,2 %; F = 38,342; P =
0.000 (p<0.05).
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Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(constant) 1,053 ,252 4,182 ,000
Customer Satisfaction 726 ,062 736 11,724 ,000
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Dependent Variable: Marketing Performance.

Independent variables: Customer Satisfaction.

Notes: Model summary: R = 73,6%; R Square = 54,2 %; Adjusted R Square = 53,8 %; F = 137,446; P
=0.000 (p<0.05).
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