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Studying the Factors Affecting on Customer Loyalty
Applied on Air firms Sector

Customer loyalty is considered one of the important factors that affects
on the success of the organizations in Markets. The main problem for
this research is to determine the factors that affect on customer loyalty in
air firms. This study is considered one of the few studies in this field.

The core variable for this research is customer loyalty where it is
included four sub variables, that are word of mouth communications,
purchase intentions, price sensitivity and complain behavior. The other
two independent variables are relationship marketing which include four
sub variables, that are relation cohesiveness and closeness, trust,
relation commitment and relation satisfaction. The second independent
one is perceived services quality which contains five sub variables that
includes, reliability, responsiveness, assurance, empathy and tangibles.
The intervene/intermediate variable is customer satisfaction, where it is
include service providers satisfaction, satisfaction towered the firm and
satisfaction towered treatment style.

The study reviewed the main concepts and theories that explains the
research variables and sub variables. It is also include the literature
review for the studies that it related to the same subject. The population
of the field study comprises of all consumers for air traveling services.
The sample contains 384 individuals, who have the right to choose the
air firm they want and they have to get the service at least twice.

Five statistical methods are being used at this study namely descriptive
statistics, person’s coefficients of correlation, ANOVA, regression
analysis and path analysis method. The two methods of Multiple
regression and path analysis are agreed upon the effect of customer
satisfaction is as independent not as intermediate variable.

Five of six hypotheses are accepted but the sixth one is rejected that
was refers to place customer satisfaction as an intermediate variable
between relationship marketing, service quality and customer loyalty.

After introducing the discussions about the research findings, several
recommendations to improve customer loyalty, service quality, customer
satisfaction and relationship marketing are being introduced. At last
many points have been raised in this research as suggestions for future
research.



Studying the Factors Affecting on Customer Loyalty
Applied on Air firms Sector

Customer loyalty in service industries has received considerable
attention in both marketing and management theory and practice. As
customer loyalty may act as a barrier to customer switching behavior it
has an impact on the development of a sustainable competitive edge.

The problem of the research lies in defining the basic factors that affect
on customer loyalty in air firms sector. The academic importance of this
research comes from the fact that is one of the few studies done in this
field. As for its applications, it is important because it come in hand with
some important changes like globalization and the hyper competition.

Concerning the goals of this research, they are as flows:

Recognizing the factors that affect of customer loyalty behavior, knowing
the nature of the relationship between customer loyalty, service quality,
customer satisfaction and relationship marketing. This research shed
the lights on the concepts of the main variables and it analyzes the
theories and the studies that dealt with.

The dependent variable of this is customer loyalty. It included for sub
variables. They are word of mouth communications, purchase intentions,
price sensitivity and complain behavior. The other two independent
variables are relationship marketing which include four sub variables,
that are relation cohesiveness and closeness, trust, relation commitment
and satisfaction about the relation. The second independent one is
perceived service quality which contains five sub variables that includes
reliability, responsiveness, assurance, empathy and tangibles, the
intermediate variable is customer satisfaction which include three sub
variables, that are service provider satisfaction, satisfaction toward the
firm and satisfaction towed treatment style.

The previous studies has been divided into two chapters the first one is
chapter two which analyzes the basic theories and the previous models
that dealt with the four basic variables of the research. The second one
iIs chapter three which concentrates on the previous studies about the
research subject. chapter three has been divided into five parts, that are
focus on:

1- The relation between customer loyalty and satisfaction.

2- The relation between services quality and services loyalty.

3- The relation between services quality and customer satisfaction.



4- The relation between services quality and customer satisfaction
and loyalty.

5- The relation between relationship marketing, satisfaction and
customer loyalty.

The population of the field study comprises of all consumers for air
traveling service industries. The sample contains 384 individuals, who
have the right to choose the air firm they deal with and they have to get
the service twice. Five statistical methods are being used to perform this
research namely descriptive statistics, persons coefficient of correlation,
ANOVA, Regression analysis and path analysis method.

The hypotheses of the research are six as there is an influence
relationship between relationship marketing and customer satisfaction,
between relationship marketing and customer loyalty, between service
quality and customer satisfaction, between service quality and customer
satisfaction and customer loyalty and the sixth hypothesis stated that
customer satisfaction is placed as an intermediate variable between
relationship marketing, service quality and customer loyalty.

SPSS version 10 and LISREL statistical techniques have been used to
analysis data that collected by questionnaire and personal interviews.

The results of the analysis revealed that the first five hypotheses have
been accepted but the last one is rejected. The findings derived from
regression analysis and path analysis methods have been agreed upon
that customer satisfaction cannot consider as an intermediated variable
between relationship marketing, service quality and customer loyalty. To
improve the significance of the study structure we have to place
customer satisfaction variable as a independent variable.

The results of this research suggest that simultaneously considering how
customer loyalty is affected by relationship marketing, customer
satisfaction and service quality. It also found that there are a strong
influence relation between relationship marketing and customer loyalty,
and between relationship marketing and customer satisfaction. It also
found the service quality affect on customer satisfaction and on customer
loyalty. The results revealed that there is a direct relation between
customers loyalty and customer satisfaction.



The research has practical and academic implications. With respect to
the practical implication, the study has introduce several
recommendation that concerns with how to improve customer loyalty,
relationship marketing, perceived service quality and customer
satisfaction. With respect to the academic implications the research has
revealed the importance of service quality, customer satisfaction and
relationship marketing to achieve customer loyalty.

Many points have been raised in this research that warrants further
research for example, the research did not consider the effect of some
variables that might have an impact on customer loyalty. research
interested in the study of variables that affect customer loyalty may
consider the effect of some variables such as switching cost and the
value of the product the customer obtained. Other research may apply
their research in another service or tangible sector such as education or
car sectors.
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