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Abstract

This study aims to determine the impact of sergjoality (quick responsiveness, empathy and tartipibn
customers loyalty in five stars hotels . To achithesobjectives of the study , a questionnaire adealoped and
distributed. The study population consists of altehs customers in Riyadh, and convenience sample w
selected after pilot study. 500 questionnaire vas&ibuted , 333 were recalled which represen{if@o) of the
sample. The study finds that there is a strong ahpé service quality (quick responsiveness, empathd
tangibility) on customers loyalty in five stars alstin Riyadh. Based on the above mentioned resulset of
necessary recommendations was formulated, whicblerthe hotels to strengthen the relationship betwe
perceived service quality and customers loyaltyovRling services close to their expectations, eygds
training, and strengthen the culture of servicdityuare key factors.

Key words: quality, customer loyalty, hotels, KSA.

1.Introduction :

Achieving high levels of provided hotel’s serviceatjty, is considered a vital source that suppthetels
with loyal customers. Service organizations suchhatels realized that providing high service dyals
considered one of the most effective ways to ensergice organization superiority over its commpesit where
service organization can guarantee a distinct cditigpe position among competition organizationsotingh
providing service quality that consistent with cusers expectations (Azzawi,et al, 2010) In the tligh
intensive competition between hospitality instioums, especially after Saudi Arabia joining Worldade
Organization and borders opening to foreign invesiimincluding hotel and Saudi market attractivenes
profitability and its ability to grow, and big tdem boom witnessed in Riyadh city the politicapital of the
Kingdom of Saudi Arabia recently due to the avaligbof many sights and Urban sophisticated anddera,
and become a popular destination for thousandssitbss coming from different Arab and foreign cinres and
inland areas in the Kingdom. And therefore no longeuired by these hotels in general and in Riyadh
particular to offer different hospitality servicdmut to achieve quality levels for customers, tmdevelop these
services and upgrade the services to customerstipms, and even to a level exceeding such eapess.,
which in fact would contribute in support hospitalisector in the Kingdom and raise its efficienayda
performance level .

Providing service of high quality benefits hotefj@nization by increasing current customers satisfiac
with the service, as well as increasing the likadith of recurrence dealing with service provider &rcrease
hotel organization ability in attracting new cusemn as indicated by several previous studies (A&sBm,
2013), (Khalifa et al, 2011) .

Many previous studies indicated that there is atipescorrelation between customer perceptions of
service quality and his loyalty level, representad encouraging others to deal with service pravided
transfer positive news about him to others, amidwitling to switch to another competitor, whichréflected in
consideration service provider as the first chdareshopping and increasing the deal intention With in the
coming period (Khalifa et al, 2011), (Al-Mutairip20) .

Studies have proved that the cost of attracting aestomers is five times the cost of current custom
retention, and also low loss of customers by 5%dda increased profits from 25% to 85%, (Kotl€032) and
also loyal customers recommendations lead to nestomers attraction without bearing any marketingt dxy
the organization in attracting them, in additiorthat loyal customer is willing to pay a highergariagainst the
desired value .

So the importance of this study is due to showithgact of hotel service quality on hotels customers
loyalty in Riyadh, Saudi Arabia. The Tourism sedtotthis city witnessed development and the cigdmes
one of the most Saudi cities that attracting tasyisince it ranked the second after Mecca in 2&lthe most
important tourist destination between Kingdom ity 13%, the information shows that this sectonpleys
about 457.7 thousand, with 7.4%, annual averagetgrand the national employment share was abod®4d,1.
while the hotels and hotel apartments average @rayprate raised to 64.4% and 60.4%, respectivéigre
755.8 thousand tourists and 1931.3 thousand teuresspectively, benefited in 2012.
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2.Importance of The Study:
The study importance stems from the following :

« Its scientific contribution in confirming or reject) the impact of the provided hotel service gyalit
nature on hotels customer loyalty level.

* The hotel sector in Riyadh city deems as one ofribst fast-growing sectors and the most contriloutio
in national economy.

e Large boom tourism sector is witnessing in the Ko in general and Riyadh in particular due to
availability of many developed tourist and urbanilfaes (universal health complexes, family large
parks, public parks, restaurants, roads net), whach become a popular destination for thousands of
visitors from all parts of the world and from Kingu cities .

« Riyadh location — in the middle of the kingdomnereases its tourist importance since it lies on
pilgrims road from the east to the Holy Land whikctreases in number of visiting tourists visitingav
are passing by.

e The study results, which serves as a feedbackofmisin decision makers in the Kingdom of Saudi
Arabia .

3.Study Statement:

The constant increase in hotels number in Riyadhidencrease competition, which led to an incréase
the level of customer expectations for providedpitasity services quality. Consequently the need &
appropriate competitive environment that enhaness customers attraction and retention. Accordinguality
literature the researcher believes that there ieed to provide high services quality that benpfidviders
because of its benefits for all parties. In spitéhe foregoing the researcher finds - based orstieey (pilot
study) carried out by him —some hotels do not awlaeemportance of perceived service quality dinams of
and their impact on customer loyalty and the bémeaff achieving this loyalty, and thus this willgaively
affect the competitiveness of such hotels .

Based on pilot study results which reinforce reslear doubts regarding many customers complaint that
indicate hotels low perceived services quality, #meir dissatisfaction which will affect loyaltyvel towards
these services. So the following questions werenfiteited to achieve the study objectives to answuatys
problem statement:

1. What is the impact of reliability level in five s&ahotels on customers loyalty?

2. What is the impact of responsiveness level in §itags hotels on customers loyalty?

3. What is the impact of tangibility level in five stahotels on customers loyalty?

4. What is the impact of safety level in five starseh® on customers loyalty?

5. What is the impact of empathy level in five staoses on customers loyalty?

4.Study Obijectives:

The study aims to achieve the following :

1. Determine the impact of reliability level in fivéass hotels on customers loyalty?

2. Determine the impact of responsiveness level ia §itars hotels on customers loyalty?

3. Determine the impact of tangibility level in fiveass hotels on customers loyalty?

4. Determine the impact of safety level in five sthogels on customers loyalty?

5. Determine the impact of empathy level in five staogels on customers loyalty?

5. Service Quality and Customer loyalty :
5.1 Service Quality:

Many definitions addressed the service concept edgan Society for Marketing has defined service as
"The activities or benefits offered for sale or evéfd due to its association with specific commodity
"(Azzam,2008).Kotler & Armstrong,(2004) defined wee as "any activity or benefit provided by onetpdo
another party which is basically intangible and sloet lead to any ownership,". Lovelock,( 2004)irkd
service as" perceived benefit by senses, eitligreaor associated with something physical tamgdod is
interchangeable nor entail ownership, and mostignigible. Zeithmanl( (2000) argues that services aats,
operations, and achievements or actions, therefergjces include all economic activities that thmitputs are
not physical products.

In general services are consumed at time of prazlueind provide added value and are intangible by
their first purchaser. Service has some charatitisuch as, intangibility, heterogeneity insepdity and
perishability.

With regard to service quality concept from per$ammcept perspective it is determined by customer
perception on how product to satisfies the needalm®e most studies focused on this perspective,sthcalled
perceived quality, and in this context service litgpidhas been defined as" standard level of serdctual
performance that match with customers expectsti@ronroos (1984) defined service quality as ‘sulteo
evaluation process made by the customer betweerxpésctations and actual perceived service.
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5.2 Service Quality Standards Measurements :

Various studies analyzed deferent dimensions tiddeservice quality, Sasser et al had identifleee
dimensions for service performance: Materials, &arel and Facilities (Al-Bustanj 2011),but Paraman,
Berry and Ziethmail (1988) efforts are one of thest important contributions in marketing liter&uwegarding
determination of service quality dimensions, sittoey conclude the main appearances of servicatyuah
which customers' expectations and perception amedan represented in five dimensions: reliability,
responsiveness, and tangible, security and empathy.

Reliability refers to service provider ability tegform the promised service in a manner that it lsan
dependable and of a high degree of correctnesa@ndacy , since customer expects to have an deagevice
in terms of time commitment and performance exaafljne had been promised and that he can depethison
particular service provider.

While responsiveness refers to the ability andingless of service providers to be always in custesm
service and their ability to perform service foeith when they need it .The security dimension esga® sense
degree of security and confidence in the providadise and the provider and also related with riskservice
receiving results from this organization or th@wder or both. Tangibility indicates the availalgaysical
facilities appearance in the service organizatind personnel appearance, tools and means of coroatiom
and all related to required physical equipment ¢éofggm the service. Finally empathy means thatiserv
provider shall be respectful and polite and frigndlth customers, so this aspect refers to custarasr degree
and respecting his privacy and paying attentionisqroblems.

5.3 Customer loyalty :

Hotel services organizations aware of creatingaust loyalty importance and dealing with him as
continuous and permanent profit source, and theicesss depends on their capacities and capabitlitieasure
sound base of loyal customers, taking in consid®rathat many loyal customers often act as a soofce
attracting new customers through their positiveonemendations ,suggestions and opinions that affeat or
potential customers (Thorsten, et.al, 2002). Modeganizations have realized the customer loyatgnemic
consequences importance. Since organizations whcem@joying a greater share of loyal customers aehie
greater profits as a result of increasing repurehades and willingness to pay higher prices ansitipe
nomination behavior (AL-Aali, 2011) .

Literature agrees that loyalty is associated witistemer’s desire to continue in dealing with the
organization. Kotler( 2003) defined customer loya#s customer’s measure and his desire in exchange
participation in organization interactive activitieln this context,(Padige,2002) defined loyalty aslesire to
deal with a specific organization other than cotitipe organizations." Thorsten, et. al, 2002) hkined
customer loyalty as" customer frequent purchaseneh” While Benntt & Leonard, (2000) define custer
loyalty as replicate procurement process resuftiogp preference.

5.4 Customer Loyalty Measurement Standards :

There are a set of attempts that aimed to deterdimensions by which customer loyalty measurement
can be carried out, but Ziethmail, Berry, Parasamam(1996), attempt is the most important of these
attempts,they identified the following four dimemss as follows:

1. Word of mouth communication, which means recomriventhe product or organization to others .
2. The intention of re-dealing which reflect frequeetling with organization .
3. Non price sensitivity through willingness by custmo pay higher prices .
4. Complaint behavior through bearing the consequeasesresult of problems that may be encountered
when dealing with the organization .
5.5 Relationship Between Service Quality & CustomerLoyalty :

Service organization’s customers will remain lolakervice organization if their evaluation to witay
obtained is relatively larger than they expect b iyfrom competitors, and since loyalty expressestomer’s
repeating to deal with service organization, tHfeds customers satisfaction with provided serviby that
organization where customers always prefer theiserthat is characterized by quality , specificasicand
characteristics that are matching with their nesald desires, which consequently lead to build tgyed the
organization (Al-Kurdi, 2011).

Many organizations have realized that maintainirgeience depends on acquiring customer loyalty,
since service quality represents an necessarydiggrein order to convince customers to choosergarization
than others, since achieving high levels of sendcality provided is a vital artery that suppliesnéce
organization with loyal customers. Providing seevaf high quality is deemed the most effective wagnsure
service organization superiority of the over itenpetitors by retaining loyal customers .

6. Previous Studies :
-Study (Al Bassam,2013kntitled: "A Model for Measuring Service Quality Internet-Based Services, The
Case Study of Internet Banking Services in the Horg of Saudi Arabia". The research study proposes a
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revised and modified SERVQUAL model which incorgesaseveral variables that reflects the industeciic
attributes of Internet banking services. A survagdd research is used to collect primary data erb#ésis of
Internet banking services in the Kingdom of Saudat#a. A multiple regression analysis is employed t
examine the influence of the adapted determinamtseovice quality .Focus-group interviews are alsoducted
as a follow-up to the questionnaire study. Theifigd of both fieldworks indicate that reliabilitgsponsiveness,
website design, and personalization determine ceiyiiality in the Internet banking context. Thedgtpresents
the main findings derived from the research modeactv can be used by a wide range of financial tutstins,
which make use of the Internet in their businesalidgs, to support each organization's decisioningak
processes. Also, the model can be used as a uéprian organization's strategic planning.

-Study (Nsour , 2013) entitledimpact of Using Relationship Marketing Strategies Customers Loyalty:
Study on STC Customers in Riyadh — KSA. his stuidysato determine the relationship between relationa
bonds(financial, social structural) of Saudi Tel®oounication Company & loyalty of Saudi customesss,
well as determine the statistical differences im lthyalty of Saudi customers according to educasex and
income. The study sample consists of 500 custorasic,convenience sample is used. Study resultegdrov
that there is no statistical relationship betweeciad bonds offered by STC, and between Saudi ousto
loyalties to this company. On contrary, it has bdeand that strategies which focus on financial and
structural factors were a key factor in obtainirau& customer loyalty for company and its servidgesas
also found that there are statistically differenicethis loyalty level due to income level, and den while no
differences were found due to customer educatienal.

Based on the above mentioned results, a set ofss@ge recommendations was formulated to enhance the
relationship between STC & its customers .

- Study Gadeghloo et al, 200)3he purpose of this study is to investigate thati@nship between internal
marketing and service quality. The research methdhis study was descriptive and correlation mdtieports
and Youth offices staff of Golestan province hastaklished statistical population of research thay all
participated in the study (N=180). Reliability ofi@ptionnaires after a pilot study using Cronbaalpba test,
respectively ¢=0.84) and ¢=0.88) were obtained. Descriptive and inferentiatistics methods for data analysis
were used. The findings showed that between intenaaketing and service quality in sports and yoaffices
staff, there is significant positive correlatior=@/547, p<0/001). The research findings on the itgmze of
internal marketing and its levels as one of thecfacaffecting service quality within the sportslaouth offices

of Golestan province underlined. Thus, leaders BRI managers should use the strategic plans for the
development of internal marketing in order to pdevhigher quality services.

-Study @bu Elsamen & alsurideh, 2012 The purpose of this research is to examine thgaanof Internal
Marketing (IM) on the Perceived Internal Serviceality (ISQ). Data was collected from 225 employees
working in a Jordanian Pharmaceutical company. i@sults indicated that that there is a positivati@hship
between Internal Marketing dimensions and perceiméeinal Service Quality in varying magnitude. ther,
The investigation showed that the dominant dinwensif IM was found to be Recruitment with the sggen
impact on all perceived internal service. Serviceviglers are recommended to apply IM strategy iheorto
enhance perceived 1SQ foster better external souiality.

-Study (Al-Aali et al, 2011) entitled: "Measuring the Service Quality of Mobile Phone Q@amies in Saudi
Arabia". The purpose of the study is to measurestheice quality of mobile phone companies opegaima
developing country, Saudi Arabia by using the SERMQ instrument. Confirmatory factor analysis and
MANOV A were applied to test the results. The addpBERVQUAL instrument is a helpful tool in measgri
service quality. Results based upon factor anabisbited significant differences in customers'ceptions of
the overall service quality of various companiesioTadded dimensions of network quality and comivetit
advantage also showed significant results. Therse avalifference of perception between male and femal
subscribers concerning quality dimensions. Thigassh is a valuable contribution to existing liteara on
service quality in Saudi Arabia with special refere to mobile phone companies. It also revealsrclea
differentiation in customers' preferences in alnadistimensions.

-Study (ldrees , 2011)entitled: "Inter-Organizational Knowledge Shariagross Five Star Hotels in the Saudi
Arabian Religious Tourism and Hospitality Industrya Grounded Theory StudyThe research project is an
exploratory, qualitative study focusing on knowledgharing practices from an inter-organizationaspective

in a context where organizations engage simultasigon competitive and cooperative relationshiplse Tesult

is a theory of knowledge sharing practices among fitar hotels for the religious tourism and hasdipyt
industry of Saudi Arabia .The research analyzedfdheation of a clique of five star hotels, whichgage in
intense cooperation despite the fact that theyganepetitors. Informal membership of the clique ¥easd to be
restricted by similarity, competition and statusd @ook place within the context of a market stnoetknown as
oligopoly. This type of market is characterized fey suppliers, a strategic interdependence betvikese
competing suppliers, and a state of tension betvestions that will benefit them individually and athwill
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benefit the industry as a whole .
-Study (Khalifa, et al, 2011)entitled: "The effect of the quality of service onstomer loyalty : An Empirical
Study on hotel services in Aden". The study aimedientify the effect of service quality on custorf@yalty
for hotels in the city of Aden, Yemen , after revieg the search literature the model and the hygs®h was
building based on the theory of social exchanges¢f of Social Exchange). questionnaire was dedigoe
collect data, it was developed based on previoudiest , , several statistical methods used sudbrasbach's
alpha and factor analysis to make sure of theliitiaand stability, and to identify the impact thfe dimensions
of service quality on customer loyalty has beenubke of regression analysis, which showed the tesila
relationship positive between them , and based henresults of the study were presented a number of
recommendations related to quality of service andhdild a strong loyalty among customers have aksen
proposals for future studies .
-Study (Kheng et al , 2010)ntitled the impact of service quality on custortmmlty: A study of banks in
Penang, Malaysia. The emergence of new forms dfibgrchannels such as Internet banking, Automatsidim
Machines (ATM), phone banking and also maturingficial market and global competition have forceuakkas
to explore the importance of customer loyalty. Efiere, studies need to focus on the changing rblhe
banking system and its dynamic financial markete Tinderlying model of SERVQUAL (Parasuraman et al.,
1988) with five dimensions was used by this rededocevaluate the impact of service quality on @omsr
loyalty among bank customers in Penang, Malaysta wiistomer satisfaction mediating these variablée
findings show that improvement in service qualin@nhance customer loyalty. The service qualityedisions
that play a significant role in this equation agéability, empathy, and assurance. The findingidate that the
overall respondents evaluate the bank positivelysbll there are rooms for improvements.
-Study ( Azzawi, et al, 2010) entitled:"Measuring recognize quality hotel services from thewpoint of
customers, An Empirical Study of the hotels fivarsh Amman". This research aims to measure cesghse of
services quality presented by five _stars hotenmman, and the demographic factors effect onzattin.. The
researcher has concluded that most opinions shiisfasdion about service quality. a number of sjgas and
recommendation were presented, they asked for fioloav up of modern development in the technolody o
hotel service and facilities, and more studieshefgubject .All of this will make hotel service tjtyabetter and
better.
-Study (Almutairi, 2010) entitled: "The impact of service quality and relationship keting on customer
loyalty: An Analytical study on a sample of passemsgon AL-Jazeera Airways in Kuwait state”. Thedgtu
aimed at detecting The impact of service qualitd aelationship marketing on customer loyalty, thedg
showed the following results: the quality dimensiasf a provided service (tangibility, reliabilityesponse,
security and sympathy) has a positive and diregiath on the customer loyalty, and the quality Disiens a
provided service has a positive and direct impacthe relationship marketing, and there is a pasiéind direct
impact of the relationship marketing on customgalty.
7.Study Methodology:
7.1 Study Method: This study is based on the descriptive analyticaihod.
7.2 Study Population: Study Population consists of all five stars hotelisnts whom staying in hotels in time
of conducting the field study during the period/@Lb 10/8 / 2013in Riyadh, KSA.
7.3 Study Sample:Eight hotels was selected and 500 questionnaires distributed on study population. 330
guestionnaires was recovered with response rathedao 70% . Table (1) shows a sample of the stuehich
represents the number of clients and the namestelshsurveyed .

Table (1) shows a sample of the s{gdgtomers numbers & hotels surveyed)

The Hotel No. of | No. of Questionnaires No. of Questionnaires
Rooms distributed Recovered

Holiday Inn Riyadh| 223 60 43
Manholes
AL- Fhed Hotel 100 50 28
Intercontinental Hote| 275 70 41
Riyadh
Novotel Al- Annod 166 60 38
The Ritz Carlton Riyadh 493 100 63
Courty and Riyadhh 286 65 53
Diplomat Quarter
Hotel Uotiv Mashreq 69 30 19
Four Seasons Hotel 229 65 45
Total 500 330
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7.4 DataCollection : It was relying on two types of sources of datdemion:
A. Secondary Data:it has been obtained through Arabic and Englishkbamnd periodicals, formal reports,
journals, thesis, and articles issued by officiatharities. B. Primary Data: to determine the impact of
hotels service quality dimensions on customers ltgyave have been conducting a pilot study with som
employees of customer service and marketing depatsnas well as with the directors of hotels.ghpose of
this pilot study is reviewing the dimensions ofélstservice quality provided. The second step i&ldping a
guestionnaire to collect the needed data from spaghulation.
7.5 Study Model :

The study model was built on the basis of previstuslies and literatures which relate to subjed¢hef
study. The shape (1) shows the model used in tiy,stvhich describe the service quality dimensiass

independent variable, and customer loyalty depenoiesn
Shape (1) : Study Model

independent variables > dependent variahle

Service Quality
Dimensions
- Reliahility

- responsiveness Customers loyalty

— Tangibility

- Security

- Empathy

7.5 Hypotheses of The Study:

Depending on the model of the study and its questimd objectives, null hypothesis have been
formulated, and the main hypothesis is:
Main Hypothesis : There is no statistically significant impact sérvice quality dimensions (reliability,
responsiveness, tangibility , empathy, safety gustomers loyalty in five stars hotels in Riyadh
Sub —Hypothesis
Hol:There is no statistically significant impact feliability level on customers loyalty in five stdistels .
Ho2:There is no statistically significant impact feisponse level on customers loyalty in five statelbo
Ho3:There is no statistically significant impact fangibility level on customers loyalty in five stdrstels .
Ho4:There is no statistically significant impact fafsty level on customers loyalty in five stars hate
Ho5:There is no statistically significant impact fangathy level on customers loyalty in five starsetot

8. Data Collection Method For Study Population :

After reviewing a set of study literature, the @rsher developed a questionnaire to measure thacimp
of hotel service quality on customer loyalty. Thedy depends on scales that have been used inopeevi
researches and studies, with some appropriatetagjoss to fit study nature. With respect to sendeelity
measurement a questionnaire that includes 22 statewas used which was developed by (Parasuraneary, B
Ziethmail ,1988) who identified five dimensions feervice quality ( Reliability, responsiveness,giaftes,
security, and empathy).

As for customer loyalty it has been measured thinousing the scale that was developed by (Ziethmail
Berry, Parasuraman, 1996), consisting of 17 statéthat measure customer loyalty through the folhgwfour
dimensions :Word - of - Mouth communication (2) dealing intention,(3) non price sensitivity,(4)hgolaining
behavior. Questionnaire was used as an instrunoemirimary data collection, which has been disteéluto a
sample of customers five-star hotels operatingiyjaéh .The questionnaire was translated to Engbisbbtain
more accurate data from customers of differentonatities. The study includes a set of statemesitged to
service quality dimensions, in addition to a setstditements related to customer loyalty dimensiasik.
statements had been measured according to fivésplaicert scale, that ranges from strongly agree scores ,
agree = 4 scores , neutral = 3 scores , but disag@scores, and strongly disagree = one score.

8.1 Scale Validity & Reliability :

Scale validity means that questionnaire has to oreaaspects that have been developed to meastre, bu
scale reliability means the extent of obtaining #wmme results in case of research repeating iflasim
circumstances and using the same scale. Therdferguestionnaire has been revised before final iwgrth
ensure its suitability for measuring research \des Instrument validity has been verified by anglaof
specialized academic professors for examinatiommes modifications and corrections were made on the
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instrument according to their suggestions.

The instrument also was applied on a pilot samapteunting (40) individuals from hotels customers in
Riyadh., Upon that some statements has been modifierewrite to fit Saudi market nature. To detereni
instrument reliability Cronbach Alpha coefficienegvused to check the internal consistency of taesents
used in questionnaire preparation. Therefore Crambalpha coefficient has been calculated foua#id scales.
The values were (0.96) for service quality dimensig(0.75) for loyalty dimensions , all values esatghe
minimum acceptable (0.65 ) which means the religlof scales used in the search .

8.2 Scales Quality :

Exploratory factor analysis (main component analysias applied on each service quality and custome
loyalty dimensions in addition , the use of relidpitest (Cronbach) to measure the internal caesisy between
the used statements in the questionnaire, duestorthortance of these two methods in evaluatingesaguality,
Factor Analysis which is used to verify that thedistatements to measure particular concept measonéy
this concept and does not measure other dimenseioti® so-called one-dimensional, or is the mairimer can
reduce a large set of variables to less set tharfuldamental factors, which is attributed to u#oiaof those
variables. (Meteab, 2008,) .The next section dedlsfactor analysis variables reliability .

8.3. 1 Factor Analysis & Reliability of Service Quéty Dimensions:

The original questionnaire included four stateméotmeasure tangibility, five statements for relligh
five statements for responsiveness and four farrgggeand finally four for empathy. This means tha original
questionnaire included( 22 ) statements which hesnbapproved by (Parasuraman. et.al.1988 )to measur
service quality through (SERVPERF) scale. Factaalymis results indicated that (KMO) regarding sampl
adequacy was (0.920), which is within the acceptatohge and Bartlett significant value was (si@yG00).

These results indicate the sample adequacy fousbeof factor analysis to clarify the factor strue,
since factors were analyzed by Varimax analysigaetsvely. Factor analysis results indicated to dioad three
factors (quick responsiveness , empathy, and tditgibThe reason behind that is that the enviremtin which
this research was conducted is the Saudi Arabidarament which is radically different from western
environment for which the scale was designed tosomeaservice quality.

Moreover the scale was designed in a different fpagod with different conditions than the current
period conditions. The three factors have accoub&@% of the total variance in the data, and tallesnents
had included high downloads that exceed (0.5) (@xome)with self average values of (3,131). Religbi
coefficient associated with these factors wergq®D4 ,0.8431, 0.7858), respectively, table No.e@)lains the
factor analysis and reliability for service qualitynensions.

Table No.(2) The Factor Analysis & Reliability ForService Quality Dimensions

Service Quality Dimensions Factor Load

F1 F2 F3
Speed of response
Determines precisely when workers offer their smri 0.806
Hotel employees are keen on the accuracy at theedirservice 0.684
| do not wait long time to get the service 0.676
The advantage of this hotel is accuracy 0.628
Empathy
Staff understand the needs of customers accurately 0.781
The employees satisfy my needs and wants with lignasd 0.752
enthusiasm
The employees care about the special needs ofroasto 0.709
The employees provide individual attention 0.702
The employees are always ready to cooperate witomers 0.607
| am always feel safe and comfortable due to stpyirthis hotel 0.457
Tangible aspects
The employees are well dressed and neat in appearan 0.675
The physical facilities are visually appealing 0.666
The staff at the hotel are qualified to do thebgo 0.659
Workers are keen to no errors in services provided 0.575
Administration supports hotel workers to do thelrg efficiently 0.553
Internal design & arrangements inside hotel arefodable 0.546
percentage of explained variance 44.39 7.611 7.54
Eigen values 7.047 1.218 1.129
Reliability (alpha) 0.7914 0.8431 0.7858
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8.3.2. Factor analysis and reliability of customeloyalty dimensions :

The original questionnaire included four statemgntneasure the word of mouth, five for re-dealing
intention of re-handling , four for price non-sengiy and four for complaint behavior. Factor ays$ results
indicated that (KMO) was ( 0.892) and Bartlett wghificant value was (sig = 0.000) as indicatedable (3) .

Table No.(3) The Factor Analysis & Reliability for Customer Loyalty Dimensions.

The Loyalty Dimensions

Factor Load

F1 F2 F3
The word of mouth
| always recommend this hotel to anyone who askswce 0.820
| advise my relatives to deal with this hotel 0.814
| encourage my friends to deal with this hotel 0.807
| often say positive things about this hotel toestheople 0.717
| Intend to deal with this hotel during the comipeyiod 0.619
Non price sensitivity
| will pay any price requested this hotel everh# prices of other hotels less 0.819
I will not deal with any competitor hotel offersater prices 0.800
Low prices in competitors hotels will not lead mestvitch to it. 0.781
The price not represents any importance to me wleafing with this hotel 0.728
I will not switch to any competitor hotel if | fageproblem in dealing with this hotel 0.578
Complaint behavior
If | have a problem in dealing with this hotel, ilvmot move my complaint to the Ministry of Tounis 0.752
If | have a problem in dealing with this hotel, ilvmot move my complaint to customers close to me| 0.710
If | have a problem in the service provided by thigel, | will transfer them directly to the worker 0.675
Percentage of explained variance 4485 | 12.70 7.20
Eigen values 6.280 | 1.779| 1.009
Reliability (alpha) 0.8542| 0.8782 0.723

These results indicate the sample adequacy fousheof factor analysis, to clarify the factor stune
factors were analyzed by Varimax analysis respelstiiFactor analysis results indicated to downldlacte
factors (word of mouth , non price sensitivity, andmplaint behavior).The three factors have acamlint
64.759% of the total variance in the data, andtalements had included high downloads that ex(@®&)l with
self average values of (3,022). Reliability coe#fits associated with these factors were (0.8548783, 0.

7236), respectively.

Based on factor analysis, some dimensions weregeltaor deleted where reliability dimension and
responsiveness dimension were reduced in one diarertkat is responsiveness dimensions due to the
overlapping in responsiveness and reliability steet ,and re-named as quick responsiveness wimiggbiity
and empathy dimension remained , and security dimarnwas deleted due to downloading two statemefts

security statements both empathy and tangibility.
Accordingly the following hypothesis have beenrappd:

Ho.2 There is no statistically significant impa€tmsponse level on customers loyalty in five stawtels.
Ho.3 There is no statistically significant impattangibility level on customers loyalty in fiveass hotels.
Ho.5 There is no statistically significant impa€t@mpathy level on customers loyalty in five staogels.

8.4 Main Hypothesis Testing:

Multiple regression analysis was used in the tektted to investigating impact of the service guali
dimensions (quick responsiveness, empathy andiiitgi on customer loyalty., Beta coefficient wakso used
to investigate the expected change in the dependgi@tble due to the change in one unit of the predeent
variable, R2 coefficient also was used to investigemodel ability to interpret the relationship beém

independent variables and dependent variable.

In addition, a comparison between interpretatioargjth of each variable of the independent vargable
have been measured through the test (T-test) whfes to results significance , as well as to theeF-test to
investigate regression model significance, 0.05i@ant level has been used to decide the impiggiificance,
where calculated significant level is comparedraped significant level, where impacts are deentatistically
significant effects if the calculated significancdue level is smaller than the approved signifteatevel ( 0.05)

and vice versa.

Main hypothesis: There is no statistically signifiant impact of service quality dimensions (reliabiliy,

responsiveness, tangibility , empathy, safety ) ddustomers Loyalty in Five Stars Hotels in Riyadh:
To test this hypothesis multiple regression analysas been used to investigate the impact and

relationship of service quality dimensions on costo loyalty. Where multiple regression results shamv table
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(4) indicated the rejection of the null hypothesigl the acceptance of the alternative one , wimieans that
there are positive statistically significance impaxf service quality dimensions (quick responsisme
tangibility , empathy ) on customer loyalty, sinsignificance level values are smaller than thereygd
significance level (0.05) in this study.

The regression model interpretation ability fol sérvice quality dimensions represented in (R 2)
coefficient was 0.577 , indicating that 5.77 % bfieges in customer loyalty level is interpretedseyvice
quality dimensions (quick responsiveness, tangybjlempathy).

The F-test indicated that the regression modehissically significant , since F calculated valsg 152
918 ) and the significance level is (sig = 0.000hich is smaller than the significance level apgaby this
research (0.05) .This means increment of perceisexvice quality by customers , will lead to in@eaervice
organization ability to retain these customerddog possible period of time.

While at detailed relations level between servinaliy dimensions and customer loyalty, resultsvaino
in Table (4) indicated variance of relative impoda in terms of the impact of three dimensions est/ise
quality and customer loyalty, such impact is varfienn one dimension to another , where empathyedrikst
in terms of impact on customer loyalty, quick resgiveness the second , and, finally, tangible rdrke last.
8.4.1 Second Sub -Hypothesis - Test:

HO2 There is no statistically significant impact of quick responsiveness level on customers loyalty five
stars hotels .

With regard to the presence of statistically sigaifit impact of quick responsiveness on customeaitp
results described in table (4 ) indicate that the® positive statistically significant impactdarelationship with
customer loyalty, where (Beta) coefficient is (®2@&nd (t) calculated value was (4.913) with statdly
significant (sig = 0.000) which is less than tipp@ved significant level (P <0.05), this indicatbat the null
hypothesis is rejected and the alternative onactepted, this means that whenever there was sed®gi
workers on timing accuracy upon providing servieasl speed in service delivery and accuracy in hotel
processes and appropriate determination by ho&ft sthen they can offer their services, the gredber
customer loyalty level, which is represented inoramending the hotel to other customers, and engeura
relatives and friends to deal with this hotel, iatkpositively about this hotel to other peoplégiriion to deal
with the hotel in the coming period , and payinghar prices , even though prices of other hotals less in
addition to non- referring to competent authoritiesase if there are problems in providing theviser. By this
result described in table (4) the second null tlypsis was rejected and the alternative one ispaedenhich
assumes that there is a statistically significampact of the level of quick responsiveness on hyyivel for
hotels in Riyadh, Saudi Arabia.

8.4.2 Third Sub Hypothesis Test
HO3: There is no statistically significant impact d tangibility level on customers loyalty in five sars hotels.

With regard to the presence of statistically digant impact of tangibility on customer loyaltfet
relationship with customers loyalty has positivatistically significant impact where (Beta) coeifiot is (0,161)
and (t) calculated value was ( 3.266 ) with stigédly significant (sig = 0.001) which is less ththe approved
significant level (P <0.05) , this confirms that maoavailable tangibility such as staff neat andtaflée
appearance in the hotel and adequate facilititmcéitze, design and internal neat arrangementcancfortable
and workers keenness to avoid errors when provididgquate service and workers management sufficient
support to perform their jobs efficiently , as amer loyalty level increased which has been prehpou
explained . So with result shown and describedainlet (4) the third null hypothesis is rejected ahd
alternative one is accepted which states that thewe statistically significant impact of tangibjlilevel on
customers loyalty in five stars hotels.

8.4.3 Fifth Sub Hypothesis Test :
HO5: There is no statistically significant impact & empathy level on customers loyalty in five starbotels.

With regard to the presence a statistically sigaift impact of empathy on customer loyalty, theiltes
indicate that there is positive statistically sfgraint impact relationship between empathy andausts loyalty
where (Beta) coefficient is (0,434) and (t) caltethvalue was ( 9.602 ) with statistically sigrsiit (sig = 0.000)
which is less than the approved significant le¥®k(.05) , this is the most influence dimensionoamservice,
quality dimensions ,and this means that whenevekevs understand customers needs accurately andtieee
desires honestly , and enthusiasm , and give asstbroer personalized attention and workers constaifiness
to cooperate with customers and the of safety amfart sense the customer feel**, the higher lewtl
customer loyalty which has been previously explaine

So with result shown and described in table (4)iftte null hypothesis is rejected and the alteiveabne
is accepted which states that there is a statlbtisignificant impact of empathy level on customtoyalty in
five stars hotels.
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Table (6) : The Most Important Results of Multiple Regression Between Service Quality Dimensions &
Customers Loyalty

Variables and regression constant Regression calculated (t) The level of significance
coefficient Value (t) calculated sig

Regression constant 0.676 4.330 0.000

Speed of response 0.209 4913 0.000

Empathy 0.434 9.602 0.000

Tangible Aspects 0.161 3.266 0.0001
Statistical Indicators

The correlation coefficient R .760

The coefficient of determination R 2 577

The standard error of estimate .352

The calculated value of F 152.918

The calculated level of significance F 0.000

9. Findings Discussion & Recommendations:
9.1 Findings Discussion:

In the light of research data statistical analysisiltiple regression results indicated that thisra
positive statistically significant impact of thelleawing hotel service quality dimensions :quick peasiveness,
tangibility, empathy on hotels customer loyaltyighte in Riyadh. Results indicated that previousehservice
quality dimensions interpret ( 57.7 %) of changescustomer loyalty, so the null hypothesis is regdc
hypothesis and the alternative hypothesis is aedeptich result agrees with the following studiesults
( Khalifa et al, 2011) ) (AL-Aali , 2011 ), (AL-Baam, 2013 ), ( Al-Mutairi , 2001), (Sivadas et 2000),
(Idrees, 2002) .

But research results showed also non contributiosome hotel service quality dimension elements
(quick responsiveness , tangibility , and empatggally in achieving customer loyalty, since empatnks the
first, quick responsiveness ranks the second fiaatly tangibility ranks the third in terms infumcing loyalty
level.

9.2 Recommendations:

Based on the results the researcher recommendslitheing:

1. To provide services that meet customers wishes exuwbed their expectations and continuous
improvement in those services level through servigdéure consolidation among workers and provide
them with marketing information, and to attend tiecessary training courses related to customer
service.

2. Hotels managements have to grant powers to woekaisgive them adequate support to do their jobs
efficiently and to encourage them to understandocoers needs and wishes accurately and pay
attention to it. and to give them personal attentamd care for each customer and to solve their
problems and meeting their desires honestly arttisi@sm

3. To raise service providers level through trainisigce this will help in workers ability developmeartd
permanent willingness to cooperate with customeeng time. Service quality dimensions enhancing
and development are necessary to pay attentian fhailities and amenities are convenient and
attractive with workers nice appearance and de@mt the design and comfortable, internal
arrangement .The importance of providing additioselvices or associated services, even free of
charge to maximize the concept of total value efdfrvice received by the customer.

4. Since this research has some limitations, it igullde conduct future studies that deal with thepaut
of other factors affecting customer loyalty, sushasstudy of the impact of customers perceivedjéna
in their loyalty level, and to study the impactwafiue obtained by customer upon using the service i
his loyalty level , and to study the impact of mi@ marketing in customers loyalty.
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