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Abstract

This article aims to propose factors measuring hotel customer loyalty. Prevalent previous research
papers were systematically studied, analyzed and synthesized. The previous studies concluded that behavior
and attitude of customers are two main factors measuring the level of customer loyalty. The study found
that many new issues have been proposed according to changing contexts. However, these new issues can
be integrated in the existing measured factors which are behavior and attitude. The new issues have been

applied in order to meet the current situations of hotel industry
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