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1. INTRODUCTION
Customer loyalty can be defined as the faithful behavior of clients to a company or organization. Customer loyalty implies that even if companies make minor errors or mistakes, customers are still willing to do business with them or maintain relations. Customer loyalty can be an indicator to measure your businesses’ success and evaluate the quality of services provided by organization. The loyal customers can increase profits for the business over time. According to Forbes®, 71 % of customers leave a business after a bad customer experience.

The balance of power in banking sector has changed. What customers expect, what information they are prepared to share and how they want to be serviced, have all changed radically. According to leading industry analysts, Forrester Research, we are in the age of the customer, in which the only sustainable competitive advantage is knowledge of and engagement with customers.
Kingdom of Saudi Arabia is one of the countries in which the Islamic banking system is successfully adopted. It is based on dual banking systems; hence, both conventional and Islamic banks operate under the strict regulation of SAMA – Saudi Arabia Monetary Agency which was founded in 1952 (Othman Ibrahim Altwijry & Muhamad Abduh, 2013, p.17). Islamic regulations have religious underground; for this reason, the customers of Saudi banks have their own expectations concerning trustfulness, quality, ethics and satisfaction.

Although Saudi banks act in accordance with Islamic regulation, customer loyalty is a key objective of every company. This term is ascribed to any kind of services and products that it renders in order to satisfy expectations of the customers. The assessment of service quality is significant to attract customers and retain them. Kotler and Armstrong (2012) emphasize that unfortunately the majority of marketing literature and approaches is still focused on acquiring new custom​ers rather than on maintaining relationships with existing ones. From a cost perspective, retaining an existing bank customer costs less than creating a new one. The cost of creating a new customer has been estimated to be five times more than that of retaining an existing customer (Reichheld, 1996).
In Islamic banking system industry, it is imperative to investigate the level of client satisfaction as it assists in analyzing the relationships between the banks and the customers. Long-term customer satisfaction eventually results in customer loyalty and attract the customer to return and use the service again. However, not only customer satisfaction can contribute to customer loyalty. There is another factors like service quality, customer satisfaction, perceived values, trust and confidence and Sharia banking system. 
1.1     Objectives 

The objectives of the research are:

• To identify the critical factors of relationship banking that can influence customer loyalty.

• To identify the benefits of relationship banking and customer loyalty.
• To investigate the impact that relationship banking has on the loyalty of business banking customers in retail banks in Saudi Arabia.
2. Literature Review
Service Quality 
The first significant factor that impacts customer loyalty is the quality of the service provided. Service qulaity is the result of the comparison that customers make between their expectations and perception of service (Lehtinen and Lehtinen, 1982; Lewis and Booms, 1983; Gronroos, 198; Parasuraman et al., 1985; Caruana, 2002). Service quality of an organization is becoming an important competition factor in the business field (Veldhuisen, 2011). According to Parasuraman (1985) 10 dimensions of service quality can be identified: reliability, competence, credibility, courtesy, tangibles, comprehending the customer, responsiveness, access, security and communication (Othman Altwijrya &Muhamad Abduh, 2013, p.18). However, Berry, Bitner, and Zeithaml have discovered that service quality comprises only five dimensions such as physical tangibles, assurance, responsiveness, empathy and reliability (Ghalib Sanjuq, 2014, p.78). 

Tariq Saeed Mian (2014) suggests that service quality has always been defined as the most important determinant of consumer satisfaction. Floh and Treinblmaier (2006) also proved that service quality positively affected overall satisfaction. Nevertheless, Dabholcar (1995) has argued that these constructs can be overlapped in the mind of the customer if long-term relationships take place (Tariq Saeed Mian, 2014, pp.354). 

Meanwhile, there is a high correlation between client satisfaction and client loyalty. Tariq Saeed Mian (2014) states that “A small shift in the level of client satisfaction will trigger a larger shift in client loyalty. The findings of this research also confirm that client satisfaction has a strong correlation with client loyalty in finance sector of KSA” (p,356). Evidently, one of the additional factors that impact customer loyalty is satisfaction that directly depends on service quality. 
Some studies do not find direct relationship between service quality and loyalty (Cronin and Taylor, 1992), however, some authors state that there are significant differences in relationships between retail service quality and customer loyalty on the dimensions level (Bloemer, de Ruyter and Wetzels, 1999). Studies show that the overall experience with the service quality results in customer satisfaction, which leads to customer loyalty. Where the overall service quality is viewed as a combination of core and relational aspects. In the service literature, core and relational quality are the most basic elements of services. Where core is “what is delivered” and relational is “how it is delivered” (McDougall and Levesque, 1992, 2000). 
Hypothesis 1:       Service quality has impact on customer loyalty. 

Customer Satisfaction 
The second factor that influences customer loyalty is customer`s satisfaction. If the level of quality is high, it results in a higher rate of client satisfaction that conclusively leads to increase of customer loyalty. The momentous impact of customer satisfaction on customer loyalty signifies that the customers would advise this bank to other clients. Accordingly, it would increase the customer base of the bank and attract more customers by creating a basis of loyal customers who can impact others. The loyal consumers turn out to be less sensitive to changes of price. Moreover, it takes to carry out the banking operations. Banks with strong customer loyalty increase their revenues much faster that their contestants customary do (Tariq Saeed Mian, 2014, p.356).  

Oliver and Taylor (1989) also demonstrated positive association between client satisfaction and customer loyalty and an intention to purchase this service in future. Alexander and Hill (2006) state that customer satisfaction is a measure to how the whole service of the company perform in regard to a set of requirements and expectations of the customer (Othman Ibrahim and Muhamad Abduh, 2013, p.19). 

Ghalib Sanjuq (2014), in turn, points out that assurance or a feeling of safety and reliability are positively associated with customer`s satisfaction; nonetheless, it has no essential effect on it. According to the customers` responses, they do not consider that assurance is an important constituent of service quality. A considerable number of customers have informed about security breaches, either in phone banking or internet banking that occur due to carelessness of the customers (p.82). 

Nevertheless, reliability of the banks is one more potential dimension. It is determined by timeliness and accuracy of the service. In according with questionnaire, reliability does not have tremendous impact on customer satisfaction due to rapidly increased popularity of internet and phone banking. Internet and phone banking are regarded as a good alternative to face-to-face service. Round-the-clock access to Internet signifies that retail banks can decrease the operational costs by not extending working hours and hiring extra staff.  Nevertheless, customers nowadays place higher requirements on the reliability of banking tools than on humans (Ghalib Sanjuq, 2014, p.82). 
Hypothesis 2:       Customer satisfaction has impact on customer loyalty. 

Trust and Confidence 
Trust has been reported to have a significant influence on customer loyalty. It means that at any stage at which the trust-building grows, customer loyalty increases. A considerable number of investigations have claimed that perceived confidence is a critical and substantial factor in forming customer loyalty. The absence of trust, on the contrary, frequently leads to negative loyalty. Regarding this fact, the company decision-makers turn out to be especially focused on issues such as accuracy of online banking performance and its trustworthiness. Error-free online banking significantly contributes to customer trust and confidence. Hence, banks should take into consideration both present and future timeframes while making decisions on various tool to earn customer`s confidence. The fluctuation of trust construes the customer`s faith in the bank which assures not only present but also future timeframe. In other words, customers should have strong and positive beliefs that the bank does not act only for its own profit or ignores the benefits and significance of its customers. Lack of this belief will stimulate the customer to switch the bank (Tariq Saeed Mian, 2014, pp.355-356). 

Errol (2005) has also reported that the level of trust can also be determined by the bank`s capability and performance built on expected ethical principles. Accordingly, in modern epoch, electronic trust can be regarded as a measure of customer`s trust in online operations. Stewart (1999) has claimed that failure of electronic banking system customary may be caused by lack of customers` trust. 
Hypothesis 3:       Trust and confidence has impact on customer loyalty. 

Sharia Compliance 
Sharia Compliance is considered to one more important factor that strongly impacts customer loyalty. The core principle of Islamic Finance or Sharia Banking is an interdiction of any form of interest. The financial model of Islam operates on the basis of equal risk sharing. That is to say, the bank and the customer share the risk of agreed terms or any investment and the profit is equally divided between the parties. With the help of logistic regression, Othman and Abduh have shown that type of account, religiosity and an existence of an account in one of the conventional banks are the most important factors that impact the switching behavior of the customers when they observe non-shariah flexible services or products. 

Moreover, Zakaria Baharib (2012) has shown that highly positive correlation exists between ethical reputation of an organization, satisfaction of the customer and customer loyalty. That is to say, ethical reputation of the bank plays a crucial role in increasing the level of satisfaction and, therefore, achieve customer loyalty. Evidently, the Sharia banking system is capable of sustaining customer loyalty as its core elements are fairness and honest in rendering the customer service (p.76). Therefore, ethical reputation of the bank is crucially significant and due to this fact Sharia banking is one more dimension that contributes to customer loyalty. 
Hypothesis 4:       Sharia compliance has impact on customer loyalty. 

Perceived Value
Perceived value is regarded as an essential contribution to customer loyalty in Saudi Arabia. Hence, Lai (2009) argues that value is a quintessence of what customers expect from exchange. In accordance with Woodruff (1997), the generation of high value for the customers is considered to be a basis for 21st-century competitive edge (Zeyad Kishada & Norailis Wahab, 2013, p.266). Woodruff also states that perceived value is a representation of customer`s understanding of type of relational exchanges with the service providers whereas satisfaction displays an overall feeling of the customer which results from the perceived value (Othman Ibrahim and Muhamad Abduh, 2013, p.19). Park (2006) has noticed that while making decision whether to turn back to the service provider or not customer always acknowledges the extent to which the “value for money” is received.

 Banks are also aware of the need to improve internal activities for creation and distribution of values to customers. Nowadays, perceived values are regarded as a substantial concept to predict purchase behavior. In addition, value perceptions of the customer are found to significantly increase their willingness to purchase and, at the same time, decrease the search intentions for various alternatives. Roig (2006) has stated that value can only be perceived by the customer and never defined equitably by the seller. The customer is able to recognize whether a service offers values or not. A consumer`s positive perception of the received value may motivate him/her to command this service provider again. Sirdeshmukh (2002) and Wathne (2001) have found that positive correlation exists between consumer-perceived value and customer loyalty. 

Moreover, Colgate and Varki (2001) have also stated that customer`s perceived value can provide significant influence on client satisfaction. “there is an inter-linkage between perceived service value, customer satisfaction evaluation and intention to switch to other service providers” (Othman Ibrahim Altwijrya & Muhamad Abduh, 2013, p.19). Wang and Oh (1999) have found the direct influence of consumer`s perceived value on customer satisfaction and loyalty in the financial service industry. 

At the same time, Larifah and Hashim have found that there is a momentous influence of customer perceived value on satisfaction which eventually impacts the customer`s switching intention. Although the correlation between customer`s perceived value and satisfaction is positive, the correlation between the level of satisfaction and switching intention is negative.

Hypothesis 5:       Perceive value has impact on customer loyalty. 

3. Methodology

This study used a descriptive research design to measure the impact of various dimensions of customer loyalty. The targeted population of the present study was bank customers of Riyadh city in Saudi Arabia. In total, Riyadh city consists of 12 banks. The present study used primary data collected through a questionnaire method. The questionnaire consists of two parts. The first part consists of demographic profile of the respondents and second part consists of various dimensions of customer's loyalty. The respondents were asked to answer each statements at five point Likert Scale. 

With this background, this study aims to identify whether there is any impact of various dimensions of customer loyalty.

Reference Page

Altwijrya, O.I. & Abduh, M. (2013). Customer Satisfaction and Switching Behavior in Saudi Islamic Banks: An Exploratory Study. Journal of Islamic Finance, 2(2).

Bahari, Z. (2012). Organization Ethics Reputation and Customer Loyalty: Perception of Muslim Customer Sharia Banking. University of Brawijaya Malang, Indonesia.

FORBES®, (2011). Nine ways to build customer Loyalty. 

Kishada, Z. & Wahab, N. (2013). Senior Lecturer Faculty of Economics and Muamalat University Sains Islam Malaysia Malaysia Factors Affecting Customer Loyalty in Islamic Banking: Evidence from Malaysian Banks. International Journal of Business and Social Science, 4(7). 

Mian, T.S. (2014). The Role of Service Quality in Developing Customer Loyalty in the Banking Sector: A Case study of the Kingdom of Saudi Arabia. International Journal of Accounting and Financial Reporting, 4(2). 

McDougall, G. and Levesque, T. (2000) Customer satisfaction with services: putting perceived value into the equation, Journal of services marketing, 14(5), p. 392–410
Sanjuq, G. (2014). The Impact of Service Quality Delivery on Customer Satisfaction in the Banking Sector in Riyadh, Saudi Arabia. International Journal of Business Administration, 5 (4). 

Veldhuisen, J. (2011, September 30). Aftersales Magazine, pp. 91-92.

10

