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ABSTRACT 

Customer loyalty has a noticeable impact on the long-term health of businesses. Hence, with the rise of consumers' 

awareness, corporate social responsibility (CSR) is essential in consumer behavior, specifically in attracting and retaining 

customers. This paper try to explore the link between corporate social responsibility (CSR) and customer loyalty based on a 

bibliometric analysis of 56 indexed articles between 2009 and 2020. First, the leading journals and countries in the field were 

identified. Subsequently, a citation analysis coupled with content analysis of the 16 most cited articles was performed. The 

challenge was to find out the clusters' divergence in a pinpointed topic.   Accordingly, two main research streams were 

identified based on their mediating variables: (1) mediating effects related to consumer behavior; (2) mediating effects related 

to the brand. For future researchers, a future agenda was retrieved from the most influential and recent papers in the field to 

contribute to advancing the existing knowledge. 

KEYWORDS: Corporate Social Responsibility, Customer Loyalty, Literature Review, Bibliometric Analysis, Content 

Analysis. 

 

1. INTRODUCTION   
In the existing context of the COVID-19 

pandemic, businesses are becoming challenged with 
gaining customers' confidence. Companies learned now 
more than ever before the importance of retaining their 
customers and its impact on their businesses' long-term 
health. The shift in consumer behavior is tremendous. 
Customer demand was reconsidered and changed from 
discretionary products and services to essential ones. In 
the same way, customers started to require ethical and 
philanthropic actions toward the community over the 
price. However, socially responsible companies 
significantly start to overcome the profound crisis. The 
use of CSR actions is nowadays a promising path 
toward customer loyalty.  

Considering that customer loyalty directly 
impacts companies' profits (Edvardsson et al. 2000) and 

that CSR actions impact customer loyalty and purchase 
intentions (Sen et al. 2006), it is, therefore, crucial to 
confirm it through previous studies.  CSR and customer 
loyalty are critical issues in the literature, as CSR 
actions are incredibly beneficial for companies 
(Palacios-Florencio et al.,2018). In this context, a need 
to compile the literature on this topic systematically is 
required. This paper aims to analyze thoroughly the 
highly reviewed scientific articles regarding the 
relationship between CSR and customer loyalty.  

A bibliometric review based on a literature 
analysis of 11 years (See Figure 1) addresses the 
subsequent questions: (1) What are the most influential 
journals and countries that address this topic? (2) What 
are the main clusters in the literature of CSR and 
customer loyalty? (3) What are the relevant future 
research questions extracted from the influential and 
trending articles in the literature? 
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Consequently, to answer the research questions, 
this paper is organized in three main sections: section 1 

'

DESCRIPTIVE ANALYSIS' for 
influential aspects of the literature,  section 2 
'CLUSTER ANALYSIS' for the quali-quantitative 
analysis of research streams. Finally, section 3, 
'FUTURE RESEARCH AGENDA' to shed new light 
on future researcher 

Figure 1 shows that the most influential articles were 
published in 2013 and 2015 and that the peak in terms 
of publications was in 2017 and 2019, with 11 articles 
each year. 

 

Figure 1: Evolution of the number of publications and citations 

 

Table 1: Terminology used in this paper 

 

2. METHODOLOGY  
Figure 2 summarizes the methodology used in this paper. 

 

 

 

Term Explanation  

PCSRL The number of articles on CSR and customer loyalty in our bibliometric 
research. 

TLCS Total Local Citations Score is the number of times a paper is cited by other 
papers within the sample (56).  

TGCS Total Global Citations Score is the number of times a paper is cited by other 
papers in the whole WoS database. 

146 
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Figure 2.  Research Methodology 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
2.1. Data collection method  
The research was done on ISI Web of Science, a high-
quality database that covers 161 million records and 
34,000 indexed journals, according to Clarivate's 
official website. Our study used Web of Science Core 
Collection, where cited references for all publications 
are indexed.  To identify only the relevant papers, our 
search strategy was based on a structured data 
collection method consisting of both exclusion and 
inclusion criteria.  
The search process used a three-step rigorous approach: 

 The search in the 'topic' section, including 
titles of articles, their abstracts, and keywords, 
was defined by two keywords' Corporate 
social responsibility' and 'Customer loyalty' 
(139). It was then restricted to only scientific 
articles written in English (118).  

  The research areas were limited to 'Business 
Economics' and 'Social sciences, other topics' 
Business Economics and Environmental (95).  

 To keep the study focused, the search was 
explicitly limited to CSR rather than related 
terms such as sustainable development. In 
addition to that, we excluded articles referring 
to only one component of CSR, like 
philanthropy. The data collected was then 
analyzed by reviewing the Titles, Abstracts, 

and Keywords (56). The papers were then 
collected and extracted for bibliometric 
analysis.  

2.2. Data collection analysis 
The literature review has an essential role in 

scientific research. It aims at synthesizing literature 
relevant to a specific research question by producing a 
qualitative appraisal. Identifying the research streams 
of CSR can be performed using a bibliometric analysis 
(Lulewicz-Sas, 2017). Accordingly, a bibliometric 
analysis and content analysis was carried out. 
Bibliometric analysis is a statistical analysis based on 
the quantitative analysis of scientific publications. In 
the DESCRIPTIVE ANALYSIS' section, we used 
citation analysis to identify the most influential journals 
in the field and the papers' countries of origin.  The 
citation analysis is a significant indicator used to 
measure a publication's influence by other scientific 
productions. For the 'CLUSTER ANALYSIS' section, 
we combined a citation analysis with content analysis. 
A content analysis gathers co-occurrences and co-
absences keywords and thus identify fundamental 
themes (Ronda-Pupo and Guerras-Martin, 2012).  A 
content analysis was carried out for the last section, ' 
FUTURE RESEARCH AGENDA.' We opted for 
Vosviewer and HistCite software to visualize and 
process the data. 

1.  Literature search in Web of Science = 139 articles 

2.  Exclusion & inclusion criteria = 56 articles of relevant publications  

 

3.  Influential journals & 

countries 

 

5.  Identification of the future 

research questions of the most 

influential papers and recent papers   

= Papers with a GCS* ⩾10 and Top 

10 of last papers published in 2020 

6. Guidelines for future research   

 

4.  Identification of the main 

research streams  

= Papers with a GCS* ⩾10  

 

Bibliometric Citation Analysis 

(HistCite & Vosviewer) 

Bibliometric Co-Citation & Content Analysis 

(HistCite) 

Analysis 

Method 

&Software 

Descriptive Analysis  Cluster Analysis   Future research questions Analysis   

* For more details about LCS and GCS see  
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3. DESCRIPTIVE ANALYSIS   
3.1. Influential journals     

Table 2: Journals outlets 

 
The analysis of the journal outlets was represented in 
two different categories, according to the PCSRL 
andTLCS. These measures show the journal focus and 
influential journals on the research.  

As given in Table 2, the most productive 
(PCSRL) and impactful journals (TLCS) are social 
responsibility journal, journal of business ethics, 
journal of services marketing, corporate social 
responsibility, and environmental management.  Within 

the 42 journals analyzed, various areas discuss the 
topic, which shows the interdisciplinarity of the field 
(i.e., management, psychology, marketing). Also, this 
indicates that the research has been tested in different 
sectors.  
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3.2. Countries  

Figure 3:  Citation network of author's countries  

 

Figure 3 reveals the countries that stand out in 
terms of production in CSR and customer loyalty 
literature. The most productive countries are Spain, 
Taiwan, Australia, South Korea, China, and the USA. 
This is understandable given the importance of CSR in 
those countries.  

Our results cast a new light on developing 
countries like Pakistan, Iran, Nigeria, Oman, and Saudi 
Arabia. Azmat and Ha (2013) stated that developing 

nations are home to almost half of the world's 
consumers. The developing nations reveal the 
emergence of a new significant interest in CSR and its 
impact on customer loyalty. This shows that customers 
in developing countries are becoming more aware of 
their rights than before. This trend is now becoming a 
challenge for companies to establish a CSR strategy 
within the core of their business.  
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4. CLUSTER ANALYSIS  
Figure 4: Citation mapping of the most influential articles in the field  

 
Note: Cluster 1: Mediating effects related to consumer behavior (Article Identification): (8). Martinez and 
del Bosque (2013), (14). Yeh (2015), (28). Inoue et al., (2017), (34). Palacios-Florencio et al., (2018), (6). Choi 
and La (2013), (18). Shin and Thai (2014), (15). Pérez and del Bosque (2015), (41). Li et al., (2019), (16). Pérez 
and del Bosque (2014). Cluster 2: Mediating effects related to the brand (Article Identification): (3). 
Mandhachitara and Poolthong (2011), (9). Liu et al., (2014), (25). Gürlek et al., (2017), (30). Chang and Yeh 
(2017), (38). Aramburu and Pescador (2017).   
 

As given in Figure 4, the 'Graph Maker' tool of 
HistCite allows us to produce a mapping that reveals 
the way articles refer or build on to each other. The 
most influential contributions (leading papers with at 

least a score of 10 global citations (GCS ⩾ 10) of the 
literature review are presented below.  This resulted in 
a co-citation analysis of 16 articles. The most cited 
articles are the papers published by Martinez and del 
Bosque (2013), Mandhachitara and Poolthong (2011), 
Choi and La (2013), Pérez and del Bosque (2015) and 
Pérez and del Bosque (2014). 

The two identified clusters were based on a 
bibliometric co-citation and a traditional detailed 
content analysis of all the articles presented in each 
group. As this analysis's topic is pinpointed and the 
same discussed by all the authors, the papers were 

clustered build on their mediating variables. The 
articles were then classified into two distinct clusters: 
mediating effects related to consumer behavior and 
mediating effects related to the brand. A summary of 
the main contributions is presented below in each 
cluster according to their yearly chronological order. 
Moreover, it should be noted that all of the publications 
used the structural equation model except Liu et al., 
2014, Chomvilailuka and Butcher (2014), who used 
regression analysis and Li et al.,(2019), who used an 
experimental study.  

Cluster 1: Mediating effects related to 
consumer behavior  

The articles within this research stream deal 
with consumer behavior's mediating variables and their 
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prominent role in explaining the relationship between 
perceived CSR and customer loyalty.   

One of the main contributions of the literature of 
CSR in general and its relationship with customer 
loyalty, in particular, is the publication of Martinez and 
del Bosque (2013). The authors presented trust, 
satisfaction, and customer identification with the 
company as mediators. Spanish hotel consumers 
confirm that socially responsible companies contribute 
to the trustworthiness, identification, and satisfaction 
toward these companies. However, corporate identity 
management is crucial for companies as perceived CSR 
indirectly impacts loyalty via those three mediators. In 
the same vein, Choi and La (2013) introduced customer 
trust as a mediating variable in examining perceived 
legal and ethical dimensions of CSR on customer 
satisfaction, trust, and loyalty after a service failure. 
The study was generalized to various service-types in 
the USA. Perceived CSR has a direct effect on loyalty 
and an indirect impact on loyalty through customer 
trust. Indeed, CSR is a vital component while restoring 
customer loyalty. 

Moving to the shipping industry, Shin and Thai 
(2014) confirmed the positive impact of CSR's 
perceived ethical and environmental dimensions on 
customer satisfaction and then relationship 
maintenance and later customer loyalty. CSR reports 
are considered a powerful marketing tool in this service 
context that may lead to customer loyalty if the 
mediators are confirmed.  In the same year, Pérez and 
del Bosque (2014) examined the topic through two 
paths for the Spanish banking service. First, the authors 
confirmed the positive impact of perceived CSR on 
customer-company identification, the company's 
emotions, and thus customer satisfaction.  Second, the 
company's emotions in the first path positively impact 
the emotions derived from the service, which in turn 
positively impacts customer satisfaction.  
Subsequently, in both ways, customer satisfaction 
influences behavioral loyalty.  

One year later, Pérez and del Bosque (2015) 
examined the impact of three CSR components related 
to employees, society, and customers on savings and 
commercial banks' customers' behavior in Spain. 

Customer satisfaction was a critical variable for 
the relationship between CSR and loyalty with the 
company's type as a moderator.   The findings 
confirmed that CSR image impacts customers' affective 
dimension (customer satisfaction and customer-
company identification). Subsequently, through the 
affective dimension, the conative component is 
positively impacted (customer recommendation and 
repurchase behaviors). Regarding the customer 
dimension of CSR image, no difference exists between 
the two types of banks on the affective component. For 
the society and employees' dimension of CSR image, 

savings banks' customers respond positively. Further, 
the employee dimension is the least significant on the 
affective part for both banks' types. Another 
contribution is the vital significance of affective 
variables on customer repurchase for commercial than 
savings banks' customers. 

Moreover, Yeh (2015) investigated the wealth 
management customers in Taiwan regarding the impact 
of CSR and service innovation on customer loyalty 
through three different mediators:  customer advocacy, 
relationship value, and relationship quality. The 
findings revealed that CSR and service innovation 
positively impact customer advocacy. Subsequently, 
customer advocacy positively impacts relationship 
quality and value, which in turn leads to customer 
loyalty. From his side, Inoue et al. (2017) introduced 
the involvement and commitment of customers' 
Australian professional football team as mediators. It 
was found that involvement positively mediates the 
relationship between the two constructs. However, this 
relationship is significant but not robust. On the 
opposite, commitment negatively mediates the 
relationship between involvement and behavioral 
loyalty. In other words, customer commitment is rather 
beneficial in the long run (i.e., word of mouth) than in 
the short-run (instant product sales).  

In 2018, Palacios-Florencio et al. presented trust 
as a critical determinant mediator. The survey on 
Spanish hotels guests shows that the more the company 
is committed to socially responsible activities, the 
greater is the customers' image toward those hotels.  
However, CSR significantly impacts trust, which in 
turn positively influences customers' image and loyalty.  

Li et al. (2019) examined a different CSR plan 
area – the approach of renewing a company's CSR 
strategy. The case study of Starbucks in China was 
used to explore customer-company identification as a 
mediator and brand reputation as a moderator in the 
relationship between renewed CSR strategy and 
customer loyalty. The findings were different in terms 
of the brand's strength. For strong brands, CSR renewal 
strategy increases customer-company identification 
with a moderating role of brand reputation and 
improves customer loyalty. Quite the opposite for weak 
brands; not changing CSR actions positively impact 
customer loyalty. This is mainly due to the customers' 
perceptions of CSR activities. In fact, the CSR renewal 
plan is perceived as based on altruism for strong brands 
and based on self-interest for weak brands. 
 
Cluster 2: Mediating effects related to the 
brand  

The articles within this research stream deal 
with the brand's mediating variables and their central 
role in explaining the relationship between perceived 
CSR and customer loyalty.  Liu et al. (2014) introduced 

http://www.eprajournals.com/
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brand preference as a mediator in Macau's casino 
industry.  The findings revealed the perception of two 
CSR dimensions (stakeholders & society) that 
positively impact customer loyalty through a partial 
mediation of brand preference. Furthermore, the 
stakeholder-oriented actions of CSR have a significant 
effect on customers' brand preferences.  Another 
critical contribution related to the brand as a mediator 
is the perceived service quality. Mandhachitara and 
Poolthong (2011) confirmed the positive impact of this 
mediator in Thailand's retail banking sector. Also, the 
direct influence between CSR and behavioral loyalty 
does not exist. 

Moreover, corporate image constitutes the 
central part of this cluster. The study on Taiwan's 
intercity bus sector performed by Chang and Yeh 
(2017) showed that CSR would have no direct impact 
on customer loyalty with the absence of a mediator. 
Accordingly, customer satisfaction and, more 
particularly, corporate image significantly and 
positively mediate the relationship between CSR and 
customer loyalty.   

Similarly, Gürlek et al. (2017) examined 
corporate image mediation in independent Turkish 
hotels. Partial mediation is confirmed through 

corporate image. Consequently, CSR actions should be 
broadcasted through advertising tools such as the media 
to enhance customer loyalty via socially responsible 
activities. The last variable within this research stream 
is corporate reputation. Aramburu and Pescador (2017) 
validated its partial mediation in the banking industry 
of the Basque country. The moderation variable of the 
bank's type seems to have no impact on the mediation.  

 

5. FUTURE RESEARCH AGENDA 
To obtain an overview of the issues not 

addressed by the most influential papers of CSR's 
literature with customer loyalty, a review of the 16 top-
cited papers was identified. In addition to the articles 
that create the citation map in Figure 4, the top ten of 
the most recent papers were also addressed.  

The most important contributions of the first, 
second, and no cluster with a score of at least ten global 

citations (GCS ⩾10) published between 2011–2019 
were identified respectively in Table3, Table 4, and 
Table 5.  

Furthermore, the ten emerging articles published 
in 2020, receiving few or no citations were also 
depicted and presented in Table 6.  
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Table 3: Cluster I- Future research questions 
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Table 4: Cluster II-Future research questions 
 

 
 

Table 5: No Cluster-Future research questions 
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Table 6: Recent papers -Future research questions 
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6. DISCUSSION & CONCLUSION  

The journals with the highest citations and 
publications in the field are social responsibility 
journal, journal of business ethics, journal of services 
marketing, corporate social responsibility, and 
environmental management.  

In addition to developed countries, developing 
nations started to give importance to the topic, which 
shows the rise of customers' awareness in CSR and the  

 
challenge for companies to establish a CSR 

strategy within their business core. The most influential 
articles were published in 2013 and 2015. The most 
cited articles are the papers published by Martinez and 
del Bosque (2013), Mandhachitara and Poolthong 
(2011), Choi and La (2013), Pérez and del Bosque 
(2015) and Pérez and del Bosque (2014). The peak in 
terms of publications was in 2017 and 2019, with 11 
articles each year.  

The quali-quantitative content analysis, 
combined with the citation analysis, revealed two 
distinct clusters based on their mediating variables: 
mediating effects related to the consumer behavior and 
mediating impact related to the brand. The cluster 
analysis showed that CSR's impact on customer loyalty 
is mainly explained indirectly through mediators except 
for Choi and La (2013), who confirmed the relationship 
directly and indirectly. As a matter of fact, CSR 
indirectly impacts customer loyalty through mediators 
that, without them, no link seems to exist. The indirect 
impact is explained through two degrees of mediation' 
strength: significant mediation and partial mediation. 
The significant mediation was confirmed by studies 
using trust, customer satisfaction, customer-company 
identification, relationship maintenance/value/quality, 
emotions, service quality, and corporate image as 
mediators. The partial mediation was affirmed in 
researches using corporate reputation/image and brand 
preference as mediators. The mediating effect of 
involvement was not robust, but still does exist. 
Besides, the mediating variables that were rejected are 
commitment and customer-company identification in 
the case of a CSR renewal strategy for weak brands. 
Moreover, this bibliometric study stresses the 
importance of services that have attracted more 
academic attention than tangible products. Thus, 
special attention needs to be deserved for products to 
widen knowledge.       

The future research agenda was extracted from 
the most influential (2011-2019) and highest trending 
articles (2020). Future guidelines mainly emphasize 
generalizing the findings to other sectors, countries, or 
contexts. Also, the authors suggest performing a 

longitudinal study and testing other conceptual 
frameworks or other mediating variables.  

This paper has a few limitations. This paper's 
analyses are based on WOS database, which does not 
include all the literature on the topic. Future researchers 
may use other databases like Scopus. Also, even though 
the bibliometric analysis is highly systematic, the 
research streams require a subjective method to review 
the literature through content analysis. Moreover, it is 
suggested for future academic researchers to perform a 
bibliometric analysis regarding the impact of CSR on 
consumer behavior in general and, in particular, for 
specific variables such as customer satisfaction.   

However, and most importantly, it is hoped that 
the analyses put forward in this paper will contribute to 
advancing the existing knowledge and understanding 
the literature on the impact of CSR on customer 
loyalty. 
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