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Abstract

This study seek to describe the relationship and the impact between
market-orientation with it is secondary variables (customer orientation,
competitor orientation, inter-functional coordination) as a independently
variable, and customer knowledge management with it is secondary
variables (knowledge about the customer, knowledge for customer,
knowledge from customer) as a mediator variable, in achieving
competitive advantage with it is indicators (cost, quality, flexibility,
delivery) as supported variable.

The study marches to set of conclusions about the field side, the most
important is validating it is hypotheses, and finding that there is a
variance in bank interests in the adoption their dimensions and their
secondary variables, where it is clear from the result that the private
banks in more interested in these variables from the governmental banks.

Finally, the study introduces some recommendations including the need
to establish organizational culture supports establishment of an
information system about the market which facilitate knowing and
identifying the needs of existing and potential customers , marketing
strategies of competitors, and the necessity hiring the information
generated by the market by the banks to design and implementation their
current and future in addition to adoption of customer knowledge
management as a comprehensive
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