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Abstract: In today’s competitive world, customers are the mam focus of attention and their loyalty is the main
factor in gaining competitive advantage of organizations. In today’s business world, customer relationship
management 13 one of the most basic strategies for preserving customer, especially, more profitable customers.
The purpose of this study is to investigate the factors affecting customer loyalty and the effectiveness of each
of these factors. For this purpose, a questionnaire was developed and then 1t was distributed among a number
of customers of Maskan banks of Bushehr. Data were analyzed in terms of path analysis, using structural
equation modeling approach. This research 1s the kind of applied research and it 13 descriptive m terms of
research practices. The findings show that the quality of services, critical success factors and the trust of
customers, respectively have the most positive effects on customer loyalty. In addition, the findings show that
the variables, reliability and quality of service play a mediating role in relation to the critical success factors and

loyalty and also have a positive impact on loyalty.
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INTRODUCTION

Critical success factors are factors or factors that the
director of an organization to identify and control them.
Recogmzing these factors leads to success and a lack of
understanding increasing the likelihood of failure of the
organization. There are critical success factors and not
the people and it should not detect or environmental
organization in different layers. Organization as well as
managers at different organizational levels is the main
sources for deriving these factors. By identifying critical
success factors it can be useful and necessary to
accomplish the system for decision-making at different
stages for success for the satisfaction and loyalty of
customers.

Today, one of the success factors in organizations is
given to the customer and his or her needs and desires. In
fact in the business world today, the concept of customer
relationship 1s the center of attention. Time, customer
service was at the bottom of the priorities of organizations
today have orgamzations their customers at the heart of
all activities and appeals to the marketing and sales
strategy, accordingly. What 1s changing today is the
extent of giving to the customer. In service organizations
such as banks, transportation, health care, msurance,
hotels, ete., customer relationship management is the most
sensitive. The customer service process 1s treated as part

of the service provided, the strategy should go to the
personal side of these services to each client. The
customer 1s the lifeblood of the bank, so that society
expects from the banking system while trying to attract
deposits and allocate them useful in economic activities
which are ultimately the profitability of banks and credit
wnstitutions to along with the all-tound economic and
social progress move, so that they take steps to fulfill the
expectations and needs of customers, more effectively
and coordinate with community needs.

Today orgamizations are successfully in a competitive
world which recognize customer greatest asset. Customer
satisfaction 13 a major factor m the success of many
organizations and numerous studies it has been pointed
out, the relationship between customer satisfaction with
oral advertising, loyalty, repeat purchase and increase
profitability (Femandez-Gonzalez and Prado, 2007).
Businesses should investigate the factors affecting
customer satisfaction to improve customer satisfaction
and loyalty and see her again and obtain their loyalty
through customer satisfaction (Law et af, 2004). The
customer is considered as critical and pivotal factor in
strengthening organizational agility and orientation of all
the goals, strategies and resources, focused on attracting
and keeping customers. Mamtan and strengthen
customer loyalty, seen as a strategic challenge for
orgamzations that are concerned for the preservation
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and development of their competitive position
(Hamidizadeh and Ghamlkhari, 2009). Customer satisfaction
and loyalty are considered as a stimulus for future
strategy and an important part of the orgamzation’s
assets.

Statement of the problem and the need for research:
Given the increasing importance of customers in the bank
and consequently, the growing importance of effective
customer relationship management, identification and
prioritization of the key success factors of customer
relationship management at the bank 1s very important. In
the era of knowledge, identify the Critical Success Factors
(CSFs), customer relationship management is one of the
most mmportant activities m the field of strategic
management and futures. Identification of these factors 1s
the most important factor in attracting customers. The
major impact are critical success factors of customer
satisfaction and loyalty, shows that of the factors for the
success of customer relationship management m the
financial services industry, especially banks are self-
evident. The performance of any business depends on the
success m retaimng in the long run With the
mtensification of competition between compamies, the
customer access to their products and services and
increasing customer power in today’s competitive world,
companies should strive not only to attract new
customers but they should try to maintain the current
customers and build strong relationships with them.
Today’s world is full of changes and transformations,
changes m technology, changes in information, changing
demands, changes mn consumers and changes in global
markets but the change in values offered to customers has
been made of the most important changes in the busmness
scene which is recognized as a major factor in the current
success and the success of leading orgamzations in every
industry depends has the ability to offer and deliver more
value to customers in comparison with their competitors.
Customer relationship management, often changes the
focus of an organization to mvest a lot of new customers
to retain existing customers. But a large number of
organizations also fail in the full implementation of
customer relationship management and therefore will not
be able to return by mvesting in this regard. Therefore,
identifying the factors that focus on them reduces the risk
of failure for CRM projects, the company can have a
significant impact in achieving economic efficiency from
made investments in this area.

Customer relationship management is a new model
of marketing, during the past few decades it has
attracted the attention of researchers, customer
relationship management, invests in good communication

with customers and their satisfaction and also to establish
a long-term profitable relationship (Galbreath, 1998).
The need for customer relationship management has
become a priority that it 13 possible only with powerful
development technology which is effectively obsolete,
the traditional business model in the current technological
landscape (Karakostas ef al., 2005).

Using the right technology combined with human
resources can increase customer satisfaction (Jan et ol
2011). Blattberg et al. (2001) and Reichheld (1996)
emphasized the importance of information technology to
iumprove the product, closure of sales performance
products, closing sales faster and so on. But there are
other factors in addition to technical factors which
relationship
management. All of these factors are used, under the
Critical Success Factors (CSFs). Many studies have been
done, in the past decade to identify the critical success
factors for successful implementation of customer
relationship management (Ansharn ef al, 2009
Avlonitis and Panagopoulos, 2005, Finnegan and Currie,
2010; Hart et al., 2004; Kennedy and King, 2004;
Mendoza et al, 2007, Ranjan and Bhatnagar, 2008;
Xu et al, 2002). A few of them can provide strong
statistical support to influence the critical success factors
on customer satisfaction. Customer retention is a key
driver of profitable companies. Nowadays, customer
satisfaction 1s not enough and orgamizations should not
rely on their customer satisfaction. They must ensure that
their satisfied customers are loyal too. The purpose of this
1s a long-term relationship with the customer mn order to
gain long-term benefits. So, today’s orgamzations must
strive to see ourselves in the mirror customers and try to
when the time for them to compete harder and more
complicated, understand vour customers and their
business customers they are quite loyal.

The investigation was conducted it was found that
do not study critical success factors information on
customer loyalty, trust and quality service with a
mediator. Therefore, research m this field 1s quite evident
gap. So, the researchers plan to examine the critical
success factors on customer satisfaction and loyalty, the
mediating role of trust and quality of service and the
answer to this question what extent, the success of each
customer relationship management impact on customer
satisfaction and loyalty. To achieve this objective, the
study was conducted, the Maskan banks m the province.
We expect, provide a model for future researchers with the
implementation of the research to be able to use this
model to explain the critical success factors on customer
satisfaction and loyalty in other organizations and
institutions.

influence the success of customer
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literature review:

Critical success factors of customer relationship
management: Customer relationship management 1s a
strategic inperative for all organizations. Why it could be
effective implementation increase customer satisfaction,
loyalty and attract them, resulting in more sales and
repeat purchases (Papasolomou-Doukakis, 2002). Some
organizations have difficulty in implementing customer
relationship management because their attitude to this
issue is purely technological. That is they do not
between the strategies of
relationship management and customer relationship

differentiate customer
management technology while customer relationship
management 1s not a technological problem but it 15 a
business issue which should be allocated to mformation
technology tools 1t 1s designed and coordmated
operations and business strategy (Ngai, 2005).

As previously mentioned, customers are the best
asset of an organization and an mncreasing number of
organizations, shows the importance of being customer
centric in today’s competitive world. Tn addition
organizations  should develop knowledge
customers, products and services for intra-organizational
(work organization) and the outer (points of contact with
customers). The leadership headed to the awareness of

about

the critical success factors.
m 2002 as a customer relationship
management as a rule necessary for organizations that

Gamson

require more development and progress and m this
context it 18 mmportant to identify the critical success
factors .

Critical Success Factors (CSF) are the characteristics,
conditions or variables that if properly supported and
managed can have a sigmficant impact on the success of
the company or organization that competes in a specific
industry. The critical success factors used to identify and
prioritize business needs and technical systems. As
Somers and Nelson claim, the critical success factors are
constant examples that contribute to the development
boundaries of process improvement and if you'd be the
terms of mmportance at every stage of implementation will
have a greater effect.

Customer relationship management 1s a set of factors
which influence the interaction and coordination with
each other to lead successful customer relationship
management. In this study, we have tried to explain
in detail, the that affect the
implementation of customer relationship management to
be more understanding of the components of the final

factors successful

model and the importance of each of these factors m its
place 1s detected.

After studying literature, only two studies were
found they were trying to identify the success factors. Of
course, there 1s a lot of research about each of these
factors and the mmportance and mmpact on the successful
implementation of customer relationship management.
Adam Lindgreen and Led Mendoza have used a holistic
approach, to determme all the key success factors of
customer relationship management. Adam Lindgreen and
colleagues have proposed a model for the evaluation of
communication management which covers, key aspects
of customer relationship management between an
organmization and its customers (Lindgreen, 2004). Based
on the research Lindgreen, 10 key factors in the
successful implementation of customer relationship
management are: people, culture, process, relationship
management, knowledge management,
technology organization, brand strategy,
strategy, customer engagement strategy and strategy
Value.

Mendoza and his colleagues m 2006 proposed a
model, based on Critical Success Factors (CSF) implement
customer relationship management strategy which was
recognized and confirmed as a valid model. This model
can be used as a guide for organizations that want to
implement customer relationship management strategy.
These cover three key dimensions of any customer
relationship management strategy: the human factor,
process and technology.

information
customer

Quality of service: In the service sector, it is in the
process of evaluating the quality of service delivery. If
you glance at the listory of quality activities in the recent
period we will realize that given the quality of goods and
tangible products has nearly a century of history. But by
the early 80's, the concept of quality in services was not
considered seriously (Feizi and Tatari, 2004). Philip Kotler
believes that “service is intangible and tangible activity or
benefit that one party provides the other party and no
ownership of anything.” Service production may be
dependent on the physical commodity or not.

Since, the services of everyday life became clear,
the concept of “quality of service” as the main
feature of competition between firms considered, so that
the quality of service, distinguishes the orgamzation
from competitors and causes competitive advantage
(Ghobadian et al., 1994). One of the basic ways that
the agency can distinguish themselves from other
competitors with it 13 a permanent offering superior
quality of service to them. Many organizations have
recognized that the delivery of quality, sturdy and strong
competitive advantage for them to be brought. Some
institutions because of the excellent quality of service
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they provide are almost legendary. To achieve this goal,
it is enough to be an appropriate response to customers’
expectations of quality of service or be overtaken by it.
Defmitions of quality of care are usually general
framework and does not refer to the quality of service for
example, a common definition of quality of service in such
a way that “Quality of service 1s: the judgment of the
superior customer service” (Zeithaml, 1998). Gronroz has
been divided, the two categories of service quality,
technical quality and performance. According to him,
services provided in the interactions between the buyer
and the seller and the quality of the customer 1s assessed
two technical and functional aspects, technical aspects
including the real results and functional aspects of the
service delivery. He believed, though what the customer
receives the service 1s the quality of the techmcal aspects
and that is how he got it, constitutes the functional
aspects of quality. As a result, in his view, the quality of
services offered to customers, consists of a set of
dimensions, some techmical and some are operational
dimension, inherent and essential to understanding how
to evaluate the quality of the customer is that the factors
affecting the quality of the techmcal, quality and
performance to be identified and their impact 1s unclear. Is
not technical quality of the organization to achieve
comprehensive quality
personnel’s technical skills, mterpersonal relations and

services alone because the
human interaction are also vital (Forgas ef af., 2012). On
the dimensions of service quality, SERVQUAL has several
dimensions, including:

*  Obviously, physical facilities, equipment and staff
presence (evident)

*  Reliability, the ability to perform the promised service
with reliability and accuracy (accountability)

*  Ensure the willingness to help customers and provide
services without delay (guaranteed)

¢+ Confidence, understanding customer needs and
the ability to mspire confidence and well-behaved
(make)

+  Empathy, caring individual attention (empathy)

Confidence: In every period of history, business, trust
has been one of the underlying concepts for transactions
and exchanges. Today, this concept has become more
important with the strength of concepts such as
commumcations with trading partners, customers and
competitors, the mformation society and economy based
on services. Providing a precise definition of the problem
is trust. As defined by the Oxford English Dictionary,
trust means “The ability to rely on and the easy
acceptance of an attribute of a person or one thing or just

an expression”. Trust that: “The belief that says a person
is reliable and he will not retreat, in carrying out their
obligations n a business relationshup™ (Wen, 2009).
Trusts “Mental state include the acceptance of risks
damaging in a commercial transaction with positive
expectations” (Rousseau et al., 1998). In 1997, Donni and
Canon defined trust as inderstanding and compassion on
a target credit. It seems that all the experts m the field of
literature, trust, believe, trust a certain mental state it
naturally allows the holder to another person to penetrate
in him. Some scientists define trust as a behavior that
tends to co-occur, according to which (Hill and O Hara,
2006). Little research has been done on the impact of
trust on customer satisfaction and loyalty and each are
considered certain aspects of the defimtion of trust.
Of those, Mayer ef al. (1995) consider three dimensions
benevolence, honesty and competence as the aspects of
trust. Fennelin research also points out the three aspects
mentioned above (Lin, 2011).

Competence: Competence, the ability to meet the needs of
the trustee to trustor. Competence refers to the ability,
skills and expertise bank to manage customer needs
(Meyer et al., 1995).

Benevolence: The desire trustee for the benefit of the
work they do for their trustor (Meyer et al, 1995).
Benevolence 1s very umportant for confidence because 1t
shows that the person has inherent belief care and
concern of others and trying to do it it is without reason
or for her personal benefit (Robert et al., 2009).

Honesty: The integrity and promise, based on properly
maintained by the trustee (Meyer et al., 1995).

Loyalty: In today’s competitive world, the services
provided by competing companies are becoming more
similar to each other and one can hardly be surprised by
the client, offering a completely new service m the long
run because the most immovative services quickly are
imitated by competitors and offered to the market. Hence,
investment in customer loyalty is an effective and useful
nvestment for service compames. Loyalty through
increased revenue, decreased cost to acquire new
customers, reduce customer sensitivity to price and
reduces the cost of customer familiar with the ways
compares do business, leading to increased profitability.

Over the past decade, the financial services sector
has undergone drastic changes as a result, a market with
fierce competition and low growth in primary demand is
there. In such a market, heritage events related to
communication between customer and bank trust, the
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species is increasingly falling and banks are designing
strategies for attracting and retaining
(Bloemer et al., 1998).

On the other hand, the high cost of acquiring new
customers it is that the early stages of a new customer
relationship, not profitable. Only at a later stage such a
relationship will be profitable by reducing the cost of loyal
customer utilization.

However, in order to increase customer loyalty, many
banks have made an effort to introduce innovative
products and services. Although such mnovations has
been employed by various institutions, concluded that a
lasting perspective for the banks is to focus on the
determinants of loyalty which is less tangible copy some
factors such as customer evaluative judgments such as
quality of service and satisfaction (Bloemer ef al., 1998).

customers

Previous research:

Foreign studies: Hu ef al. (2011) showed the quality of
mediation services with satisfaction, mmpact on customer
loyalty. In another research, Omar et al. (2010) showed
that service quality has an impact on customer loyalty.
Studies have supported the relationship between service
quality and customer loyalty with the mediation of
customer satisfaction (Caruana, 2002; Allameh and
Noktedan, 2010},

Gilbert ef al. (2004) conducted a study in Florida and
came to the conclusion that businesses that provide high
quality services to the customer; do not provide a better
sales than those who experience good service. Customers
are satisfied with the long-term success as a center of
trade and there 1s a direct relationship between
satisfaction and their behavior. Top customer satisfaction,
loyalty and lead to greater stability lnm, resulting i more
benefits for companies. Depends on the cuality of
services, nfrastructure and systems that are in line with
customer behavior and corporate profits this series of
relationships, called the “service profit chain”, thus,
mncreasing customer satisfaction, lead to a reduction his
complaint and increase the loyalty and stability.

In the year 2011, Gilaninia and colleagues in their
study which is the subject of customer relationship
management and its unpact on customer satisfaction in
financial and credit mstitutions did Gilan Province we
have shown the positive impact and meaningful customer
relationship management on customer
They insist, mmplementation of customer relationship
management, creates added value for customers and 1t will
help to communicate and attract and retain customers.
This study showed that the establishment of customer
relationship management leads to customer satisfaction
and loyalty and thus the survival of the organization.

satisfaction.

Studies conducted in Tran: Tn another study which was
entitled “Evaluation of Factors Affecting Customer
Loyalty, in the Area of Banking Services Based on
Efficient” by Yeganeh (2007) Eghtesad Novin Bank, the
relationship between the variables (quality, value,
satisfaction and trust) who have been called as an
efficient model than loyalty were investigated. The
results showed that there 1s a relationship between the
customer’s perception of service quality, perceptual
customer value, customer satisfaction service supplier,
customer trust and loyalty to the service provider.

The study was carried out by Javademn (2006) in
Tose’eh Saderat bank of Iran were factors influencing
customer loyalty, using the concepts of customer
relationship management. The main factors affecting
customer loyalty based on customer relationship
management in the form of manpower, processes and
technologies were tested, the results showed that all
factors have significant impact on customer loyalty and
human factors (bank staff), technical factors and factors
in the process to have the greatest impact on bank
customers’ loyalty.

Hoseini and Ahmadinejad (2008) in their study
showed that among the studied variables affect customer
satisfaction, greater confidence in the lovalty effect.

Shahrokh et al (2010) study showed that the
reliability of the brand Mellat and Parsian Banks,
fundamentally affects satisfaction, customer loyalty and
their commitment. Also, the impact of brand reliability on
the pledge of allegiance, directly and indirectly is through
customer satisfaction.

Conceptual model and hypotheses: According to previous
research, the conceptual model and hypotheses are as
seen in Fig. 1 in this model, three variables critical success

Critical
success
factors

Customers
loyalty

Quality of
service

Fig. 1: Conceptual model
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Table 1: Results of the validity and reliability of variables

Reliability Construct validity
Variable critical Cronbach’s (Bartlett) ( Statistics of
success factors Number of questions Researchers alpha (%) confidence level  sampling adequacy)
The quality of service 5.000 Mendoza et al. (2007) 79 0.000 0.812
Custormer confidence 16.000 Parasuraman et of. (1994) 86 0.000 0.859
Costumer loyalty 4.000 Anderson and Srinivasan (2003), 79 0.000 0.734
Forgas et af. (2012)
Variable 7.000 Theo (2003), Delone et al. (2007) 32 0.000 0.836

factors, quality of service, trust, haveimpact on customer
loyalty. Moreover, in this model, the impact on
confidence, critical success factors and critical success
factors on the quality of service and finally, the impact on
confidence in the quality of service have been studied.

Hypotheses: According to the conceptual model (Fig. 1)
n this study, six hypotheses will be examined below:

¢ H;: critical success factors have a direct impact on
confidence

* H,: critical success factors have a direct impact on
the quality of service

¢+ H,: critical success factors have a direct impact on
loyalty

* H,: service quality has a direct impact on loyalty

+  H.: service quality has a direct impact on confidence

+  H;: trust has a direct impact on loyalty

MATERIALS AND METHODS

The aim of this study is the application and the
method of data collection 1s descriptive. It 1s a descriptive
study and solidarity in which the data 1s collected through
a questionnaire. The population of the investigation
mcludes housing bank customers in the province which
in the first half of 2015 have come to the bank. To select
a sample, random sampling 1s used to collect research
data, a questionnaire was designed, the first part consists
of 5 questions related to critical success factors, the
second part mcludes 4 questions related to confidence
and the third pert consists of 16 questions relating to
quality of service and 7 questions are about loyalty.

For validity of the questionnaire it was given to a
number of managers and experts in the field of banking
1ssues and suggestions that were comsidered in the
questionnaire. Validity using factor analysis shown that
these two indices show confirmed the validity of the
study variables. The reliability of the statements of the
questionnaire, the results, about 490 questionnaires were
distributed among the participants and in the end, 447
questionnaires were used as the basis for analysis. Data
was collected through questionnaire method. To measure
the variables, the questionnaire used in previous research

were used and evaluated the Software 21 SPSS. When the
significance level of Bartlett, <5% and test the adequacy
of the sample have a value >70%, the validity 1s confirmed
(Mirzaee, 2009). The results of the validity of Cronbach’s
alpha have been studied. The reliability values higher
than 70% to the questionnaire, suggests appropriate and
acceptable reliability study (Table 1).

RESULTS AND DISCUSSION

Based on the collected data, 59.1% of the
respondents are female and 40.9% are men of which
398 are married, others single. Also, around 20.3% of
respondents are in 30-25, 35-31 vears old, 40.3, 20.6%
40-36, 45-41 years old, 11.7 and 7.1% to the top 46. 30.2%
of respondents associate, 36.2, 20.1%,
graduate, doctoral and others.

Based on data collected from questionnaires, the
correlation between the variables and it 1s presented in
Table 2. This table shows the information that the average
correlation between the variables and it is presented in
Table 2. This table information shows that on average
variables in the average or more. Also, among the
variables, the highest correlation is related to the loyalty
and quality 0.669 and the lowest correlation is related to
quality and satisfaction 0.52%.

bachelor’s

Test the conceptual model and hypothesis: In this study,
path analysis in Amos Software is used to evaluate and
test the conceptual model. This method helps the
researchers to examine the causal relationships, expressed
in the research hypothesis. Therefore, we should first
research model and its relationships to be confirmed by
fitting indicators and then just the relationships and the
effectiveness of each of the variables, the dependent
variable 1s shown using Student’s t-test results and
significant regression coefficients.

The results of the testing show that all parameters are
fitted to good condition. Status indicators, conceptual
model are given i Table 3. For example, the Chi-square
statistic index, equal to 1.953 and cover it some >5%. In
addition, the value of root mean square error of the
estimate 15 <10% and the ratio of the degrees of freedom
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Table 2: Mean, standard deviation and correlation between variables

Coefticient Costumer Customer Critical

Variables Mean SD of variation lovalty confidence success factors Quality of service
Custorner loy alty 316 0.65 0.20 1.000 - - -
Customer confidence 3.50 0.74 0.21 0.543 1.000 - -
Critical success factors 3.92 0.62 0.15 0.547 0.580 1.000 -
Quality of service 3.39 0.55 0.16 0.669 0.643 0.529 1
Table 3: Results of the model

Acceptable The results
Fitting indicators Abbreviations  fit (%) of fit
Chi-square cover ¥3Ap) <5 0.164
Goodness of fit GFI <9 0.998
Modified goodness of fit AGFI <9 0.979 2.04 (0.096)
Fitting norm NFI <9 0.997 8.78 (0.343)
Adaptive fit CFI =9 0.999
Relative fit RFI <9 0.985
Tncremental fit TFT <9 0,999
Thrifty fit the norm PNFI <5 0.1666
Root mean of square RMSEA <10 0.046
error of estimate
Chi-square proportion to ~ CMIN/df Value between 1.953 5.822(0.244) 11.91(0.465)
the degree of freedom 1and 3
##p<0.05

Table 4: Influence of independent variables ranging research on customer

loyalty
Direct Tndirect Tatal Rank
Variables cffects cffects cffects impact
Quality of service 0.481 0.186 0.667 1
Critical success factors 0.244 0.033 0.277 2
Customer confidence 0.096 - 0.096 3

Table 5: Results of the study hypothesis

Number

theory Hypotheses Coefficient effect Test results
1 Critical success factors of trust 0.343 Confirmed
2 Critical success factors 0.511 Confirmed

on quality of service

3 Critical success factors on loyalty 0.244 Confirmed
4 Quality of service on loyalty 0.481 Confirmed
5 Trust on loyalty 0.096 Confirmed
6 Quality of service on trust 0.465 Confirmed

Chi-square is 1.953 which is less than the threshold value
acceptable 3. Fitting indicators show the approval of the
model. That is, the conceptual or empirical data have been
verified.

The loyalty factor 1s set to 506% which means that
about 50% of the variable changes, described by three
variables: quality, critical success factors and trust. In
addition, the results of the Student’s t-test, a significant
regression coefficients show that of all the relationships
between variables is confirmed because the Student’s
t- test, calculated at 95% 1s =>1.96. The results confirmed
the relationships 1 the model, shown m Fig. 2 confirm this
relationship suggests accepting the research hypothesis.
According to the first hypothesis we can say that the
quality of service has a significant positive effect on
customer loyalty, the amount of 0.481. In other words if

10.82 (0.481)

12.54 (0.511)

Fig 2: The final research model with standardized
regression coefficients, sigmficant and Student’s
t-test

the quality of services provided is appropriate, increase
custommer loyalty. Also, the quality of service in a positive
significant effect on customer confidence and critical
success factors, positive and direct effect on the quality
of service. Critical success factors have significant
positive effect on customer confidence in 0.244. Trust
positively affects customer lovalty, the amount of 0.096.
According to the regression coefficients can be said that
the impact on customer loyalty variables as follows:
quality of service, critical success factors and customer
trust.

After verification of the model, the effect of each
variable can be determined mndependent variable customer
loyalty. For each variable is calculated both the direct and
indirect effects, the sum of these two effects, the overall
effect of each independent variable on the dependent
variable is calculated. Values for these three for the
dependent variable customer loyalty are shown in
Table 4.The result of study hyphothesis is given in
Table 5.
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CONCLUSION

This research provides an insight to the wvery
unportant factors which can limit thewr premium, the
successful implementation of customer relationship
management which has been derived from the perspective
of bank customers to review the factors that will determine
customer satisfaction and loyalty 1 the banking industry.
The findings suggest that the three factors of quality,
reliability and critical success factors can influence
directly and mdirectly to create and mcrease customer
loyalty. These factors explamn 50% of customer loyalty.
These findings are consistent with previous results of
other studies. The following is a breakdown of the results
of tests hypotheses are as follows:

First hypothesis: The results confirmed the positive
impact on consumer confidence and critical success
factors. The findings of this study are consistent with the
findings of Rahimma et af. (2012) and Battle (2004). Banks
can win the trust of its customers by providing quality
services and in accordance with customer expectations.

The second hypothesis: The results confirmed the
positive impact on the quality of the critical success
factors of customer relationship management services.
This finding is consistent with other findings such as
Buttle (2004). Thus, service providers can increase service
quality, by improving every aspect of critical success
factors and raise customer satisfaction with our services
and ultimately customer loyalty by mcreasing the quality
of service.

The third hypothesis: The findings, confirmed, critical
success factors have a positive impact on customer
loyalty. This finding 1s consistent with results of other
Pzhhsh, like Rahimnia (201 2), Bose and Sugumaran (2003).
Since, the proposed services are free, customer response
to this service depends on the customer experience in the
use of the service. Thus, critical success factors are the
essential factors in maintaining customer loyalty. As a
result, meeting the expectations of our customers in
providing appropriate services and use their comments
and suggestions in order to unprove service delivery can
provide satisfaction and customer loyalty.

Fourth hypothesis: The findings, confirmed the positive
mnpact on confidence m the quality of service. This
finding is consistent with other findings such as
Folkman and Karen (2002), Morgan and Hunt (1994),
Peterson and Nysveen (2001) and Oliver (1999). So, when
customers experience hgh quality provided services,

expectations of the service and after prolonged use of
these services have become a loyal customer. As a result
we can improve the quality of service, to receive and use
the feedback and suggestions of our customers and
provide services in accordance with their needs and
expectations.

Fifth hypothesis: The results confirmed the positive
impact on their loyalty and trust of our customers. This
means that service providers can increase customer
loyalty by providing accurate and honest information,
appropriate and user performance expectations. Also, we
can not win the trust of customers through the
creation of opportunities for interactive communication
with customers and feedback systems. The findings of
this study are consistent with the findings by Harris and
Goode (2004).

Sixth hypothesis: The findings, confirmed the positive
impact of service quality on customer trust. Quality
customer service point of view is the output of a process
of evaluation in the process, the customer compares his
or her expectations with the services they received and
the result of it is the customer about the quality of
services received. Tdentify how to evaluate the quality
of services, customer and the factors that affect have
great importance for solving the challenges service
organizations i the present day (to obtain new customers
and retain existing customers). Banks when they promise
to their customers for the provision of services to be
accurate, the fulfillment of this promise from the bank,
creating a sense of atmosphere of confidence and trust
among customers, between banks and customers. The
findings of this study are consistent with the findings of
researchers such as Gronroos (2000).
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