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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 
is 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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  الفصل الأول
  المقدمة و الإطار العام للدراسة

  
  :المقـدمة  -١

  

يعتبر ولاء المستھلك للمنظمة أو للمنتج من العوامل الھامة لنجاح المنظمات ويتفق كل مѧن   
الأكѧѧاديميين و الممارسѧѧين علѧѧى أھميѧѧة مفھѧѧوم الѧѧولاء فѧѧي مجѧѧال التسѧѧويق ،  فالھѧѧدف النھѧѧائي  لأي 

علѧѧى             ولاء  –إلѧѧى حѧѧد كبيѧѧر  –،  والѧѧذي يعتمѧѧد بѧѧدوره منظمѧѧة أعمѧѧال ھѧѧو تحقيѧѧق الѧѧربح 
.  المستھلك للمنظمѧة ،  وأيضѧاً علѧى إسѧتمرار العلاقѧة المربحѧة بѧين المنظمѧة وبѧين        المسѧتھلك

وحتى وقت قريب ركزت الأبحاث و الدراسѧات علѧى أھميѧة رضѧا المسѧتھلك ، وذلѧك بѧالتزامن مѧع 
ѧتھلكزيادة الإھتمام بالمفھوم التسѧا   المسѧى رضѧال علѧة الحѧز بطبيعѧذي يركѧالي .  ويقي ، والѧوبالت

ركѧѧزت الدراسѧѧات علѧѧى تحديѧѧد الأبعѧѧاد ، وتنميѧѧة لإسѧѧتراتيجيات التѧѧي         تحقѧѧق رضѧѧا المسѧѧتھلك 
(Oliver, 1999) .  

  
ولكѧѧѧѧѧѧن الإھتمѧѧѧѧѧѧام بالرضѧѧѧѧѧѧا بѧѧѧѧѧѧدأ يقѧѧѧѧѧѧل تѧѧѧѧѧѧدريجياً مѧѧѧѧѧѧع زيѧѧѧѧѧѧادة الإھتمѧѧѧѧѧѧام بمفھѧѧѧѧѧѧوم ولاء                

وتحѧѧѧѧول تركيѧѧѧѧز الأدبيѧѧѧات علѧѧѧѧى دور الرضѧѧѧѧا فѧѧѧي تحقيѧѧѧѧق الѧѧѧѧولاء بѧѧѧدلاً مѧѧѧѧن كيفيѧѧѧѧة         المسѧѧѧتھلك ،
إلѧѧى        (Jones and Sasser, 1995)فقѧѧد أشѧѧار كѧѧل مѧѧن .  الوصѧѧول إلѧѧى تحقيѧѧق الرضѧѧا فѧѧي حѧѧـد ذاتѧѧه

أن مجѧѧѧرد إرضѧѧѧاء العمѧѧѧلاء لا يكفѧѧѧي للحصѧѧѧول علѧѧѧى ولاءھѧѧѧم وذلѧѧѧك فѧѧѧي ظѧѧѧل تمѧѧѧتعھم بحريѧѧѧة      
إلى أن الرضا و الولاء يعملان معاً في توافѧق ، وأن العلاقѧة  (Stewert,1997)ر كما أشا.  الإختيار

بإعتبѧѧاره ھѧѧدفاً .  وتھѧѧدف ھѧѧذه الدراسѧѧة إلѧѧى التركيѧѧز علѧѧى ولاء المسѧѧتھلك.  بينھمѧѧا غيѧѧر واضѧѧحة
حيѧѧث سѧѧيتم تحليѧѧل        بعѧѧض .  إسѧѧتراتيجياً لمنظمѧѧات الأعمѧѧال اليѧѧوم ،  كمѧѧا أنѧѧه مѧѧدخلاً لنجاحھѧѧا

تي يمكن أن تسھم في تحقيѧق الѧولاء مثѧل تسѧويق العلاقѧات ، ورضѧا المسѧتھلك ، وجѧودة العوامل ال
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وفي سبيل تحقيѧق ھѧذا الھѧدف سѧيتم التعѧرض إلѧى الأسѧباب التѧي تѧدفع المنظمѧات للإھتمѧام   
مѧا سѧيتم بولاء المستھلك بالإضافة إلى تقديم التعريفات المختلفة التي تتناول مغزى ھذا المفھوم ،  ك

كمѧا سѧيتم .  عرض الدراسات و الأبحاث التي تناولت تحليل العوامѧل المѧؤثرة علѧى ولاء المسѧتھلك
التعرض في ھذا البحث بالتحليل للأنواع المختلفة من ولاء المستھلك ، ومعوقات تحقيق ھذا الولاء 

كѧل حالѧة مѧن الѧولاء ،  بالإضافة إلى توضيح الإستراتيجيات التسويقية الواجب إتباعھا للتعامل مѧع 
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ويسѧѧѧتمد ھѧѧѧذا البحѧѧѧث أھميتѧѧѧه مѧѧѧن صѧѧѧعوبة تطبيѧѧѧق المفѧѧѧاھيم السѧѧѧابقة فѧѧѧي مجѧѧѧال الخѧѧѧدمات        
ففѧѧѧي حالѧѧѧة الخѧѧѧدمات تصѧѧѧبح عمليѧѧѧة تقيѧѧѧيم المسѧѧѧتھلك للخدمѧѧѧة       .  مقارنѧѧѧة بمجѧѧѧال السѧѧѧلع الملموسѧѧѧة

المشѧѧكلة أنѧѧѧه مѧѧѧن الصѧѧѧعب       وممѧѧѧا يزيѧѧѧد.  المقدمѧѧة أكثѧѧѧر صѧѧѧعوبة مقارنѧѧة بمجѧѧѧال السѧѧѧلع الملموسѧѧة
  .تنميط مستوى الخدمة المقدمة في كل مرة يحصل فيھا المستھلك على الخدمة

  
  
  


