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Abstract

This study aims to recognize whether banks in Palestine adopt the
components of Marketing Strategies Which include (Determining the
Objective, Target Market, Specifying Resources, Integrating, Marketing
Mix). The study also aims to clarify the importance of following a
Marketing Strategy in Banking Sector and its effectiveness.

The researcher used the descriptive method and the comprehensive
survey to collect data to meet the research objectives.

The study includes the top level of management in all main offices
of banks working in Palestine; represented by the general directors,
directors, deputy or assistant of the director, the auditor, head of
department and department in charge.

The researcher used the questionnaires to collect data from the
origin recourses, distributed 69 questionnaires to the specialists.

The study concluded that banks in Palestine adopt the components
of Marketing Strategy but they applied these components at different
positive levels were the highest level was for the Marketing Mix,
secondly determining an object, thirdly specifying sources, fourthly the
Target Market and finally Integrating which considered as the least one
among the components that the banks applied.

The study also concluded that there are no significant differences
among respondents about the adoption of Marketing strategy in banks in
Palestine attributed to the job position, the age, the specialization, the
experience by years, gender, bank's nationality, and bank's nature work.

The research summaries the most important recommendations,
such as enforcing all the components of the Marketing Strategies in banks
in Palestine in general, and also improve the bank's role in supplying the
customer services, increase the concern and meet the worker needs,
emphasize to take the worker opinions before determining the strategic
objectives of the bank, enhance the role of worker in managerial
activities. Enhance the importance and the effect of a Marketing strategic
Plan, which will improve the effectiveness of adopting the components of
Marketing strategy.
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%71.01  %63.41

(41)
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( )
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a=0.05
)
3
(53)
(Sig) (k-1)
0.367 5 5.421
0.478 5 4.515
0.438 5 4.821
0.868 5 1.863
0.600 5 3.653
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0.483 5 4.475
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0.05 *
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( 4 )
(Sig.) o= (54)
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0.198 3 4.664
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