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Abstract: Loyal customers are always considered an asset for any business. The 
aim of this research is to examine the main antecedents of customer loyalty. Data 
were collected through a survey from Casablanca, Rabat, Tangier and Marrakech. 
The P earson co rrelation was u sed to  te st r esearch hypotheses a nd th e multiple 
regression an alysis h elped t o f ind t he most i mportant an tecedent t o cu stomer 
loyalty. Data a nalysis r evealed th at customer satisfaction, tr ust, c orporate image 
and service quality were important factors affecting customer loyalty, with 
customer satisfaction emerging as the most important of these. The banking sector 
needs t o develop strategies t o i ncrease customer loyalty b y e nhancing customer 
satisfaction a long with tr ust le vel, c orporate i mage a nd s ervice q uality. I t i s 
envisaged that this study will set a foundation for future research work concerning 
this as pect o f b usiness act ivity i n Mo rocco an d i n general, t he b roader s ervice 
industry context.  
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INTRODUCTION 
 
In t he c ontemporary milieu, c ustomer l oyalty pos es one of  the most important 
dilemmas t hat co nfront the Moro ccan banking sec tor. Knowing tha t th e loy al 
customers a re t he m ost i mportant as set to a ba nk, business managers need to 
develop marketing strategies that promote and maintain growth in their numbers. 
Keeping a large base of loyal customers intact gives a competitive advantage to 
any bus iness. A ttracting new cu stomers costs m uch as s ix times m ore than 
keeping the current ones (Rosenberg and Czepiel, 1984). Customer loyalty would 
be very significant for banks. It indicates the degree to which their clients would 
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