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ABSTRACT 
The Coronavirus (Covid-19) has become a threat to the world. The government has implemented 
various policies to prevent its spread, such as self-isolation, social distancing, etc. The regulation 
turned out to pose a big threat to many companies, especially in the retail sector. To survive in a 
pandemic, the company needs to ensure brand loyalty as an important factor in maintaining company 
stability. This study aims to determine the effect of Corporate Social Responsibility, Service Quality, 
Customer Satisfaction on Brand Loyalty, and the effect of Service Quality on Customer Satisfaction in 
coffee shop brands from the US. The method used is descriptive quantitative with 100 respondents 
from Greater Jakarta. The findings show that Corporate Social Responsibility and Service Quality do 
not directly influence Brand Loyalty, while Customer Satisfaction has a positive and significant 
relationship with Brand Loyalty. Meanwhile, Service Quality affects Customer Satisfaction positively 
and significantly. 
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1. Introduction1 
The Coronavirus (COVID-19) has threatened the 
whole world. The COVID-19 pandemic does not 
only affect health aspects but also affects all 
aspects of human life (Dwiedienawati et al., 
2020). To prevent the spread of the Coronavirus, 
the government has implemented several policies, 
such as social distancing, self-isolation, etc. The 
regulations have large negative impacts on 
companies, especially in the retail sector. Retail 
companies rely heavily on face-to-face 
relationships with customers and mobility 
restrictions, resulting in a significant decline in 
demand (Untaru & Han, 2021). This significant 
decline is evidenced by a change in consumer 
habits in purchasing goods. Some consumers 
have chosen to shop online because they have 
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found security and advantages in transacting and 
shipping during the Coronavirus pandemic (Eger 
et al., 2021). 
Apart from shopping habits, people have a 
growing tendency to cut their expenses and 
increase savings. The level of public spending in 
the second quarter of 2020 (J.P.Morgan, 2020) 
experienced a drastic decline. The research of J.P. 
Morgan's 2020 also proves that consumers prefer 
more affordable alternative products. 
To survive in a pandemic, the company needs to 
ensure brand loyalty as an important factor in 
maintaining company stability. According to Han 
et al. (2018), brand loyalty is usually seen as the 
main focus of every marketing strategy. Brand 
loyalty is defined as a commitment held by 
customers to consistently repurchase the brand in 
the future regardless of any conditions that occur 
out there (Ghorbanzadeh & Rahehagh, 2021). 
Brand loyalty is known to increase customer 
confidence, lower purchase risk, therefore, fasten 
the decision-making process (Dwiedienawati et 
al., 2020). 
The current trend of marketing is social 
marketing, where companies pursue profit and 
contribute to society and the environment with 
Corporate Social Responsibility (CSR) activities. 
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However, does CSR has a direct impact on the 
business? The previous study results on CSR to 
business impact  are still inconsistent. Latif et al. 
(2020), Ahn et al. (2021) and Rivera et al. (2019) 
showed a direct relationship between CSR and 
brand loyalty.  However, Fatma et al. (2016), 
Moisescu (2015) and Abd-El-Salam (2021) 
showed no direct impact.  Therefore, this study 
aims to confirm whether CSR has a direct 
relationship positively to brand loyalty. 
The other gap that needs to be confirmed is the 
direct relationship between service quality and 
brand loyalty.  The available studies show 
inconsistent results.  This will be the study's 
second aim to confirm a direct relationship 
between service quality and brand loyalty.  The 
last objective of this study is further to confirm 
the relationship between customer service and 
brand loyalty.  In this study, one brand of chain 
coffee shop from the US was used as object of 
evaluation.  This brand was chosen because this 
brand is quite famous for its CSR activities.  
Moreover, the brand awareness of this brand is 
also good. 
The following structure of the paper is as 
followed.  First previous study used as the base of 
this study was explained in the literature review 
and followed by hypothesis development.  The 
next sections were methodology, result and 
discussion.  This article will be closed by the 
conclusion, limitation of the study and 
recommendation of further research. 

 
2. Literature Review 

2.1. Brand loyalty 
Brand Loyalty is a condition in which the 
customer will be satisfied with the quality of a 
product or service and establish a commitment to 
a brand. Brand loyalty strongly affects 
consumers' decision to buy and inhibits their 
desire to switch to competing brands (Chuenban 
et al., 2021). Brand loyalty can generate customer 
preference for a particular brand over some time 
(Thai et al., 2020). Brand loyalty consists of 
loyalty and behavior, which all contribute to 
brand performance (Chung & Kim, 2020). Brand 
loyalty is the behavior of buying a brand in the 
future with low risk so that it can result in a 
commitment to consistently rebuild products or 
services in the future (Zeren & Kara, 2021). 
Brand loyalty is a form of repeated purchase 
actions that reflect decisions through attitudes 
and behaviors that lead to a commitment to 
remain consistently loyal to a brand (Reich et al., 
2006). 

The importance of brand loyalty for companies is 
that customers can provide feedback in profits to 
the company. Companies can generate higher 
profitability influenced by satisfaction from 
various types of brand loyalty, increasing trust 
and commitment as an important element for 
building brand loyalty (Kwan Soo Shin et al., 
2019). Based on the understanding of brand 
loyalty above, it can be concluded that brand 
loyalty is a consumer commitment that creates a 
reciprocal relationship given by customers to the 
brands they like.  Customers will continue to 
choose the brand to be the main choice 
consistently in the long term. 
 
2.2. Corporate social responsibility (CSR) 
Corporate Social Responsibility (CSR) is a 
company's expectations of environmental, social, 
and economic stakeholders. Companies integrate 
social and environmental concerns in their 
business life and their interactions with 
stakeholders. In CSR, companies see added value 
in serving a wider range of social needs and 
expectations to provide socially responsible 
actions (Islam et al., 2021). According to S.-B. 
Kim & Kim (2016), CSR is currently understood 
as a strategy to achieve company goals that 
minimize the negative impact on the natural, 
cultural and social environment. Taghian et al. 
(2015) also defines CSR as “voluntary actions 
undertaken by organizations that go beyond their 
legal obligations, providing benefits to the 
environment and society”. Business operations 
affect the external environment, society, and 
consumer behavior (Matten & Moon, 2020). 
Based on the understanding of Corporate Social 
Responsibility above, CSR is a concept that can 
assist companies in implementing their 
responsibilities to society and consumers. Besides 
that, CSR also contributes to the welfare of 
consumers, employees and the community to 
achieve goals in long-term profits. CSR is an 
important part of the company to build good 
relationships with customers and also the 
company's reputation. CSR is present as a form 
of corporate responsibility for the welfare of 
customers and employees with the form of 
actions that are given to build a view of the 
company's image to the community and are 
trusted to manage, provide social and 
environmental responsibility to reach an 
agreement to improve community welfare and 
foster good relations in the long-term. 
Corporate Social Responsibility is a concept 
where companies voluntarily combine social and 
environmental concerns in their business 
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operations (Islam et al., 2021). Through its 
Corporate Social Responsibility, the company 
can build a positive perception for customers. 
Research from Latif et al., (2020) reveals that 
Corporate Social Responsibility has a significant 
relationship with customer loyalty. This study is 
used to explore the hotel experience of customers 
from Pakistan, China, and Italy. 
Research from Ahn et al. (2021) shows that a 
positive Corporate Social Responsibility 
reputation can result in strong customer loyalty. 
This study examines the perceptions of cruise 
ship customers about CSR reputation in cruise 
ship companies. Research from Rivera et al. 
(2019) also shows that Corporate Social 
Responsibility associations have a direct and 
positive influence on brand loyalty. This research 
is to identify the most preferred sportswear brand 
out of ten selected brands because of their 
popularity. 
 
H1: Corporate social responsibility has a 
positive and significant impact on brand 
loyalty 
 
2.3.  Service quality 
Service quality as behavior or action based on 
contact between two parties: provider and 
recipient. Service quality can be the difference 
between a company's failure and success. Factors 
that affect service quality are performance, 
product quality, relationship quality between 
customers and suppliers, service quality, price 
perception, and image (Reich et al., 2006). 
Service quality is used by a company to 
differentiate itself from others in the competitive 
service industry and is considered an important 
determinant of service competitiveness. So based 
on the customer's perception of how well the 
service fits their needs and expectations and 
comparing the actual service with the expected 
service, service quality is a form of customer 
attitude which is the result of comparing 
consumer expectations of the services offered 
with their performance delivered (Kant & 
Jaiswal, 2017a). 
Service quality is also defined as the provision of 
services that can meet customer expectations as a 
function of the difference between the expected 
service and the customer's perception of the 
service delivered (Wang et al., 2020). Service 
quality is the extent to which service meets or 
exceeds customer expectations. Service quality is 
the opinion of buyers about their experience with 
the company. Simply put, the quality of service is 
the difference between expectations and what 

they get from the service stated that basically. 
According to Ijadi Maghsoodi et al. (2019), there 
are five dimensions affect service quality, 
namely: 
a. Tangibility: the facilities, equipment and 

personnel of the service provider. 
b. Reliability: the ability to provide a guaranteed 

and reliable service 
c. Responsiveness: willingness to provide 

guidance and assistance to customers along 
with providing prompt and appropriate 
service. 

d. Assurance: knowledge, courtesy of 
employees, and their ability to provide 
motivating trust, confidence, and a sense of 
security to consumers. 

e. Empathy: providing individualized service 
and paying attention to customers. 

The importance of service quality to the company 
is to provide performance appraisals and create a 
good image of the company, implying what 
service providers deliver in terms of service. On 
the other hand, functional quality refers to how 
the performance measurement of service 
employees provides their services (Kant & 
Jaiswal, 2017a). Based on the understanding of 
service quality above, service quality is a quality 
provided by service providers to consumers who 
aim to provide satisfaction to meet consumer 
wants and needs for services received according 
to or exceeding expectations s.  A good service 
can make the image of the quality of service 
memorable for customers. 
Service quality is defined as providing services 
that can meet customer expectations (Wang et al., 
2020). Good service can provide customer 
satisfaction. Satisfied customers will ultimately 
remain loyal and always have a positive 
impression of the company and its products 
(Nazar Khan et al., 2016). The research was used 
in the fast-food industry to maximize and 
maintain customer satisfaction and loyalty to 
achieve a higher market share. Research from 
Joudeh & Dandis (2018) showed that service 
quality positively affects customer satisfaction. 
This study examined the quality of service 
(internet service quality) through the mediation of 
customer satisfaction in Amman, the capital of 
Jordan. 
Research from Hapsari et al. (2017) revealed that 
service quality, customer satisfaction, brand 
image, and customer involvement indirectly 
affect customer loyalty. The study aimed to 
analyze the determinants of airline passenger 
loyalty in the luxury Indonesian aviation 
industry. The study result from Yang et al. (2018) 
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showed that service quality had a direct and 
positive relationship to service satisfaction. The 
study assessed the psychological and 
physiological dimensions of service quality, 
customer satisfaction, and brand loyalty in 
Superdry Taiwan. 
 
H2: Service quality has a positive and 
significant effect on customer satisfaction. 
Service quality is often used to distinguish 
companies from one another. The factors 
influenced by service quality are brand loyalty, 
customer satisfaction, customer loyalty, and 
buying decisions (Kant & Jaiswal, 2017b). The 
study determined the dimensions of service 
quality in the Indian banking context, with 
particular reference to selected public sector 
banks in India. Research from Bihamta et al. 
(2017) proved that service quality affected brand 
loyalty in a restaurant. The study investigated the 
impact of service quality on hotel restaurant food 
quality satisfaction and brand loyalty among 
international and local tourists in Malaysia. 
According to Etemadifard et al. (2013) 
communication and service quality have a 
significant and positive influence on brand 
loyalty. This study examines Samsung 
representative companies in the city of Mashhad. 
Research from Nazar Khan et al. (2016) showed 
a positive relationship between service quality 
and brand loyalty, this study examines a fast food 
restaurant. 
 
H3: Service quality has a positive and 
significant influence on brand loyalty 

 
2.4.  Customer satisfaction 
Customer satisfaction is referred to as a series of 
beliefs or results related to customer experience 
with product/service offerings. Satisfaction or 
dissatisfaction is an evaluation of a product or 
service offered to meet customer needs or 
expectations. Therefore, customer satisfaction is 
the collective result of perceptions, evaluations, 
and psychological reactions to the experience of 
consuming a product/service (Kant & Jaiswal, 
2017b). Customer satisfaction is the customer's 
overall emotional response to the perceived 
difference between previous expectations and 
perceived performance after consumption. In 
general, customer satisfaction depends on the 
quality of service provided. Customer satisfaction 
is time satisfaction, convenience, accessibility, 
connectivity, and information. It is important to 
identify which service quality factors have an 
important effect on customer satisfaction. 

According to Wang et al. (2020) customer 
satisfaction is defined as a measure of how the 
products and services provided meet or exceed 
customer expectations referring to the final state 
of the process where customers evaluate the 
perceived benefits obtained from using the 
service. 
The importance of customer satisfaction is 
recognized as the main foundation of marketing 
success with satisfied customers playing an 
important role in achieving company 
competitiveness. Moreover, it depends on the 
company's ability to meet the needs and wants of 
its target customers through superior 
product/service performance. In general, 
satisfaction is recognized as a favorable outcome, 
the end state of consumption or desired 
patronization (Kant & Jaiswal, 2017b). 
Therefore, customer satisfaction is the collective 
result of the perception, evaluation, and 
psychological reaction to the consumption 
experience with the product/service (George & 
Kumar, 2014). Customer satisfaction is a 
mediator between service quality and repurchase 
intention (Khoo, 2020). 
Customer satisfaction is a psychological concept 
that involves feelings of well-being and pleasure 
resulting from getting what is expected of an 
attractive product and/or service (Pizam et al., 
2016). Research from Abror et al. (2020) showed 
that customer satisfaction is significant in 
customer loyalty. This study aimed to determine 
the factors influencing customer loyalty at 
Islamic banks in West Sumatra, Indonesia. 
Research from M. R. Kim et al. (2015) also 
showed that customer satisfaction is closely 
related to customer loyalty. This research showed 
that customer satisfaction is a strong indicator of 
brand loyalty in the hospitality industry. 
According to Kaur & Soch (2018), the study of 
consumer behavior science states that Brand 
Loyalty depends on the influence of the brand 
and customer satisfaction. This study examines 
the factors that influence Indian consumer loyalty 
to mobile phone service providers. Leninkumar 
(2017) stated that customer satisfaction had an 
effect on brand loyalty. This study was conducted 
in the service industry, especially banking in the 
midst of increasingly fierce competition. 
 
H4: Customer satisfaction has a positive 
and significant influence on brand loyalty 

 
2.5. Problem statement 
Based on the hypothesis development, the 
research framework is depicted in figure 1. 
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Fig. 1. Research framework 

 
The problem statements in this study are: 

1. Does Corporate Social Responsibility 
have a positive and significant impact on 
Brand Loyalty? 

2. Does Service Quality have a positive and 
significant effect on Customer 
Satisfaction? 

3. Does Service Quality have a positive and 
significant influence on Brand Loyalty? 

4. Does Customer Satisfaction have a 
positive and significant influence on 
Brand Loyalty? 

 
3. Methodology 

This study is using a quantitative method which 
is using questionnaires as the instrument.  
Respondents are asked to respond to questions 
related to variables.  Questions related to personal 
information such as gender, age and work 
location are also asked.   Questions related to 

variables are measured using a Likert scale 1 to 6. 
The middle point is omitted to avoid the central 
tendency (Nadler et al., 2015). The 
questionnaires are distributed online via google 
forms.  The Google form is set to ensure that one 
respondent can only respond one time and that all 
questions require answers before moving to next 
question. Before answering the questions, 
respondents are provided with brief information 
about the study and the confidentiality of the 
data. Respondents are also asked to state their 
willingness to enroll voluntarily to the study. 
The population is defined as people who lived In 
Greater Jakarta. Greater Jakarta is used as the 
target sample based on the consideration that 
62% of its outlets in Greater Jakarta is 
established. Number of samples are calculated 
based on Hair et al. (2017) which is stated that 
the sample is 5-10 times of indicators. Number of 
indicators in this study are 23, therefore min 115 
sample is required. The data collection method 
used in this study is convenience sampling.  The 
data in this study is analyzed using the SPSS. 
Questions related to variables are referred to the 
previous study.  The variable CSR is measured 
with 5 indicators modified from Manzoor et al. 
(2019).  The variable Service Quality is measured 
with 6 indicators modified from Adnan Shabbir 
(2021).  The variable Customer Satisfaction is 
measured with 6 indicators modified from Vera 
& Trujillo (2017).  The variable Brand Loyalty is 
measured with 6 indicators modified from Vera 
& Trujillo (2017). Table 1 shows indicators used 
for each variable. 

 
Tab. 1. Operational variable 

Variable Definition Code Indicator Reference 
Corporate Social 
Responsibility 

CSR is defined as “the 
ongoing commitment 
by business to behave 
ethically and contribute 
to economic 
development while 
improving the quality 
of life of the workforce 
and the environment as 
a local community and 
society at large” 
(Manzoor, Wei, 
Nurunnabi, Subhan, 
Shah, & Fallatah, 
2019). 

CSR1 This coffee shop is known 
as organization with good 
business ethics  

(Manzoor et al., 
2019) 

CSR2 This coffee shop has 
contributed to charity 
program 

CSR3 This coffee shop 
sponsored activity in local 
community 

CSR4 This coffee shop has 
contributed to activities 
which relate to nature and 
environmental protection. 

CSR5 This coffee shop has 
contributed to activities 
which promote public and 
society welfare 

Service Quality Service quality is the 
extent to which the 
service meets or 
exceeds customer 
expectations (Shabbir, 

SQ1 The appearance of the 
coffee shop facility is 
satisfying 

(Adnan Shabbir, 
2021) 

SQ2 The appearance of the 
coffee shop employee is 
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2020) satisfying 
SQ3 The coffee shop provides 

services which are reliable 
and trusted 

SQ4 The coffee shop provides 
fast service delivery 

SQ5 The employees are 
friendly  

SQ6 The employees are polite 
Customer Satisfaction Customer satisfaction is 

a form of expression 
where customers are 
satisfied with the 
product or perceived 
performance (Vera, 
Trujillo, 2017). 

CS1 I am satisfied with what I 
get from the coffee shop 

(Vera & 
Trujillo, 2017) 

CS2 What I get from this 
coffee shop meets my 
expectations. 

CS3 I get and ideal service 
from this coffee shop 

CS4 I am satisfied with the 
safety of the product from 
this coffee shop 

CS5 I am satisfied with the 
overall services of this 
coffee shop 

CS6 I am satisfied with the 
price of the products from 
this coffee shops  

Brand Loyalty Brand loyalty is a 
measure of the 
performance of a 
company or business 
that affects the 
financial performance 
of a business (Vera, 
Trujillo, 2017). 

BL1 I know the brand of this 
coffee shop very well 

(Vera & 
Trujillo, 2017) 

BL2 I like the brand of this 
coffee shop 

BL3 I will buy again the 
products from this coffee 
shop 

BL4 I have purchased the 
products from this coffee 
shop 

BL5 I will prefer to choose the 
products from this coffee 
shop to other brands 

BL6 I will recommend this 
coffee shop to others 

 
4. Result and Discussion 

The number of samples collected are 117 
respondents and only 100 data can be used for 
further analysis because respondents state their 
unwillingness to join the study. Figure 2 shows 
that the number of respondents born in 1996-
2015 are 92 respondents or 92%, those born in 
1981-1995 are three respondents or 3%, and 
those born in 1965-1980 are four respondents or 
4%. These results indicate that most of 
respondents born in 1996-2015 are Generation Z. 
There are 75% female respondent (75), 20% 
male (20), and five respondents state they prefer 
not to answer. Majority of respondents are from 
Jakarta (67%) and 33% from area outside 
Jakarta. 

 
Fig. 2. Respondents’ characteristic 

based on year of birth 
 

Measurement analysis shows that all indicators 
has P-value <0,05, therefore it can be concluded 
that all indicators are valid (Table 2).  Result of 
measurement analysis on data reliability with 
Cronbach’s Alpha shows that all variables have 
value >0,6.  Therefore it can be concluded that all 
variables are reliable as depicted in table 2.  
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Tab. 2. Validity and Reliability 
Indicator Validity Reliability 

r P-value Decsription α-cronbach Decsription 

A. Corporate Social Responsibility 

CSR1 0,554 0,000 Valid 0,842 Reliable 

CSR2 0,814 0,000 Valid 

CSR3 0,876 0,000 Valid 

CSR4 0,789 0,000 Valid 

CSR5 0,860 0,000 Valid 

B. Service Quality 

SQ1 0,759 0,000 Valid 0,849 Reliable 

SQ2 0,770 0,000 Valid 

SQ3 0,772 0,000 Valid 

SQ4 0,773 0,000 Valid 

SQ5 0,704 0,000 Valid 

SQ6 0,757 0,000 Valid 

C. Customer Satisfaction 

CS1 0,836 0,000 Valid 0,856 
  

Reliable 
  

CS2 0,818 0,000 Valid 

CS3 0,817 0,000 Valid 

CS4 0,718 0,000 Valid 

CS5 0,543 0,000 Valid 

CS6 0,828 0,000 Valid 

D. Brand Loyalty 

BL1 0,723 0,000 Valid 0,875 Reliable 

BL2 0,877 0,000 Valid 

BL3 0,853 0,000 Valid 

BL4 0,524 0,000 Valid 

BL5 0,890 0,000 Valid 

BL6 0,841 0,000 Valid 

 
After the data normality test is conducted and 
normal distribution is confirmed, the correlation 
between variable is analyzed.  The result shows 
that The T Value of CSR to Brand Loyalty and 
Service Quality to Brand Loyalty is <1,96.  T 

Value of Customer Satisfaction to Brand Loyalty 
and Service Quality to Customer Satisfaction has 
T Value > 1,96.  The hypothesis testing is shown 
in table 3. 
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Tab. 3. Hypothesis testing 
Hypothesis P-Value T-Value Conclusion 

H1: Corporate Social Responsibility has a 
positive and significant impact on Brand 
Loyalty 

0,000 0,810 H1 was rejected 

H2: Service Quality has a positive and 
significant effect on Customer 
Satisfaction. 

0,000 8,067 H2 was accepted 

H3: Service Quality has a positive and 
significant influence on Brand Loyalty 0,000 0,252 H3 was rejected 

H4 : Customer Satisfaction has a positive 
and significant influence on Brand 
Loyalty 

0,000 8,691 H4 was accepted 

 
Table 3 shows that hypothesis 2 (Service Quality 
has a positive and significant effect on Customer 
Satisfaction) and hypothesis 4 (Customer 
Satisfaction has a positive and significant 
influence on Brand Loyalty) are supported by the 
data.  However, hypothesis 1 (Corporate Social 
Responsibility has a positive and significant 
impact on Brand Loyalty) and hypothesis 3 
(Service Quality has a positive and significant 
influence on Brand Loyalty) are not supported by 
the data. Therefore hypothesis 1 and 3 are 
rejected.  
This study shows that service quality has a 
positive relationship to customer satisfaction.  
These results are consistent with the previous 
studies (Hapsari et al., 2017; Joudeh & Dandis, 
2018; Nazar Khan et al., 2016; Yang et al., 2018), 
which show that Service Quality affected 
Customer Satisfaction in the fast-food industry, 
the luxury aviation industry, and in Taiwan's 
Superdry brand. This study confirms that in the 
food and beverage industry, Service Quality 
affects Customer Satisfaction positively.  
This study also successfully extends the body of 
evidence on the relationship between customer 
satisfaction to brand loyalty. This study is 
strengthened and consistent with the results of 
previous studies (Bihamta et al., 2017; 
Etemadifard et al., 2013; Kant & Jaiswal, 2017a; 
Nazar Khan et al., 2016), which showed that 
Customer Satisfaction affects brand loyalty in the 
banking industry, hotel restaurants, electronics, 
and fast food restaurants. This study highlights 
that in the Food and beverage industry, customer 
satisfaction affects brand loyalty positively. 
Customer Satisfaction is the result of an 
evaluation of the assessment felt or received by 
customers when buying and consuming goods or 
services. If the customer has a sense of 
satisfaction with a brand, the consumer will be 
loyal to the brand. Research proves that satisfied, 

happy customers and having a good and 
memorable experience with a brand will make 
customers have a high commitment to use or buy 
products and services repeatedly supported by a 
sense of security and trust, with the experience of 
feeling satisfied with a brand. Customers who 
already have experience, of course, do not want 
to switch from their preferred brand to another 
because they want to get the same results as 
expected and reduce risk with uncertain brands. 
Therefore, satisfied customers will develop and 
will have a commitment to be loyal to the brand 
that customers like. 
This study, however, fails to show the direct 
relationship between CSR and brand loyalty. This 
result is similar with studies from Fatma et al. 
(2016), Moisescu (2015), and  Abd-El-Salam 
(2021), which show that CSR relationship to 
brand loyalty is indirect. Brand Loyalty is the 
behavior of buying a brand repeatedly in the 
future or referred as a customer commitment to a 
brand. To create Brand Loyalty, it takes a process 
to reach that point. This study shows that CSR 
does not directly influence brand Loyalty. This 
proves that there are other factors influence 
Brand Loyalty during the process, such as brand 
identification, proper communication, brand 
image, brand trust, and others. 
This study also fails to show a direct relationship 
between service quality and brand loyalty. The 
studies’ results between service quality to brand 
loyalty showed inconsistency.  Previous studies  
(Etemadifard et al., 2013; Nazar Khan et al., 
2016) show a direct relationship.  However, this 
study is supported other studies such as from 
Wang et al. (2020), Adnan Shabbir (2021), and 
Yang et al. (2018), which show that the 
relationship is not direct. 

 
 
 
 

 [
 D

O
I:

 1
0.

22
06

8/
iji

ep
r.

33
.2

.2
 ]

 
 [

 D
ow

nl
oa

de
d 

fr
om

 ij
ie

pr
.iu

st
.a

c.
ir

 o
n 

20
23

-0
5-

22
 ]

 

                             8 / 12

http://dx.doi.org/10.22068/ijiepr.33.2.2
http://ijiepr.iust.ac.ir/article-1-1479-en.html


9 Do Corporate Social Responsibility (CSR), Service Quality and Customer Satisfaction 
Influence Brand Loyalty? 

 

International Journal of Industrial Engineering & Production Research, June 2022, Vol. 33, No. 2 

5. Conclusion 
Brand loyalty plays an important role in company 
performance and survival.  During a crisis, 
companies with brand loyalty will be able to 
survive better than those who do not.  There are 
four hypotheses tested in this study. This study 
confirms that only customer satisfaction has a 
positive relationship with brand loyalty (H4) and 
Service quality has a positive relationship with 
customer satisfaction (H2).  However, this study 
fails to confirm that CSR and Service Quality 
directly relate to brand loyalty (H1) and (H3).  
The relationship from service quality to brand 
loyalty is mediated by customer satisfaction.  
There might be other mediation factor which 
influence the relation between CSR and brand 
loyalty. 
This study has several limitations.  First, the 
number of samples was small.  Second, this study 
only covered customers only in Greater Jakarta.  
Therefore, further study to confirm the result of 
this study with bigger sample and wider coverage 
should be considered.  Other limitation of the 
study is that this study only used a quantitative 
method.  A mixed method with qualitative study 
will give a better insight on the reasons. 
This study contributes to the literature of brand 
loyalty, specifically the effect of CSR, service 
quality and customer satisfaction.  There is still 
inconsistency on the influence of CSR and 
service quality to brand loyalty.  Further study to 
confirm the relationship between CSR and brand 
loyalty in other industries is also recommended. 
This study contributes to managerial on how the 
industry needs to consider the importance of 
CSR, service quality and customer satisfaction to 
brand loyalty. 

 
References 

[1] Abd-El-Salam, E. M. Investigating loyalty 
through CSR: The mediating role of brand 
image and brand trust. Journal of 
Customer Behaviour, Vol. 19, No. 3, 
(2021).  

https://doi.org/10.1362/147539220x160035023
34226 
 
[2] Abror, A., Patrisia, D., Engriani, Y., 

Evanita, S., Yasri, Y., & Dastgir, S. 
Service quality, religiosity, customer 
satisfaction, customer engagement and 
Islamic bank’s customer loyalty. Journal 
of Islamic Marketing, Vol. 11, No. 6 
(2020). 

https://doi.org/10.1108/JIMA-03-2019-0044 

[3] Adnan Shabbir, S. Relationship of 
Consumer Happiness & Outcomes: The 
Mediating Role of Gratitude (A Case of 
Apparel Industry). International Review 
of Management and Business Research, 
Vol. 10, No. 1, (2021). 

https://doi.org/10.30543/10-1(2021)-15 
 
[4] Ahn, J., Shamim, A., & Park, J. Impacts 

of cruise industry corporate social 
responsibility reputation on customers’ 
loyalty: Mediating role of trust and 
identification. International Journal of 
Hospitality Management, Vol. 92, (2021). 

https://doi.org/10.1016/j.ijhm.2020.102706 
 
[5] Bihamta, H., Jayashree, S., Rezaei, S., 

Okumus, F., & Rahimi, R. Dual pillars of 
hotel restaurant food quality satisfaction 
and brand loyalty. British Food Journal, 
Vol. 119, No. 12, (2017).  

https://doi.org/10.1108/BFJ-07-2016-0344 
 
[6] Chuenban, P., Sornsaruht, P., & Pimdee, 

P. How brand attitude, brand quality, and 
brand value affect Thai canned tuna 
consumer brand loyalty. Heliyon, Vol. 7, 
No. 2, (2021).  

https://doi.org/10.1016/j.heliyon.2021.e06301 
 
[7] Chung, Y., & Kim, A. J. Effects of 

mergers and acquisitions on brand loyalty 
in luxury Brands: The moderating roles of 
luxury tier difference and social media. 
Journal of Business Research, Vol. 120, 
(2020).  

https://doi.org/10.1016/j.jbusres.2019.11.030 
 
[8] Dwiedienawati, D., Tjahjana, D., Faisal, 

M., Gandasari, D., & Abdinagoro, S. B. 
Transformational leadership, 
communication quality influences to 
perceived organization effectiveness and 
employee engagement and employee 
retention during the covid-19 pandemic. 
Journal of Advanced Research in 
Dynamical and Control Systems, Vol. 12, 
No. 7, (2020), pp. 773-787.  

https://doi.org/10.5373/JARDCS/V12SP7/2020
2169 
 
[9] Eger, L., Komárková, L., Egerová, D., & 

Mičík, M. The effect of COVID-19 on 
consumer shopping behaviour: 

 [
 D

O
I:

 1
0.

22
06

8/
iji

ep
r.

33
.2

.2
 ]

 
 [

 D
ow

nl
oa

de
d 

fr
om

 ij
ie

pr
.iu

st
.a

c.
ir

 o
n 

20
23

-0
5-

22
 ]

 

                             9 / 12

http://dx.doi.org/10.22068/ijiepr.33.2.2
http://ijiepr.iust.ac.ir/article-1-1479-en.html


10 Do Corporate Social Responsibility (CSR), Service Quality and Customer Satisfaction Influence 
Brand Loyalty? 

 

International Journal of Industrial Engineering & Production Research, June 2022, Vol. 33, No. 2 

Generational cohort perspective. Journal 
of Retailing and Consumer Services, Vol. 
61, (2021). 

https://doi.org/10.1016/j.jretconser.2021.10254
2 
 
[10] Etemadifard, M., Kafashpoor, A., & 

Zendehdel, A. The Effect of Brand 
Communication and Service Quality in 
the Creation of Brand Loyalty through 
Brand Trust ( Case Study : Samsung’s 
Representatives Company in Mashhad 
City ). International Journal of Advanced 
Studies in Humanities and Social Science, 
Vol. 1, No. 8, (2013). 

 
[11] Fatma, M., Khan, I., & Rahman, Z. How 

does corporate association influence 
consumer brand loyalty? Mediating role 
of brand identification. Journal of Product 
and Brand Management, Vol. 25, No. 7, 
(2016).  

https://doi.org/10.1108/JPBM-07-2015-0932 
 
[12] George, A., & Kumar, G. S. G. Impact of 

service quality dimensions in internet 
banking on customer satisfaction. 
DECISION, Vol. 41, No. 1, (2014). 

https://doi.org/10.1007/s40622-014-0028-2 
 
[13] Ghorbanzadeh, D., & Rahehagh, A. 

Emotional brand attachment and brand 
love: the emotional bridges in the process 
of transition from satisfaction to loyalty. 
Rajagiri Management Journal, Vol. 15, 
No. 1, (2021).  

https://doi.org/10.1108/ramj-05-2020-0024 
 
[14] Hair, J. F., Hult, G. T. M., Ringle, C. M., 

& Sarstedt, M. A Primer on Partial Least 
Squares Structural Equation Modeling 
(PLS-SEM) (2nd ed.). Sage, (2017). 

 
[15] Han, H., Nguyen, H. N., Song, H., Chua, 

B. L., Lee, S., & Kim, W. Drivers of 
brand loyalty in the chain coffee shop 
industry. International Journal of 
Hospitality Management, Vol. 72, (2018). 

https://doi.org/10.1016/j.ijhm.2017.12.011 
 
[16] Hapsari, R., Clemes, M. D., & Dean, D. 

The impact of service quality, customer 
engagement and selected marketing 
constructs on airline passenger loyalty. 

International Journal of Quality and 
Service Sciences, Vol. 9, No. 1, (2017).  

https://doi.org/10.1108/IJQSS-07-2016-0048 
 
[17] Ijadi Maghsoodi, A., Saghaei, A., & 

Hafezalkotob, A. Service quality 
measurement model integrating an 
extended SERVQUAL model and a 
hybrid decision support system. European 
Research on Management and Business 
Economics, Vol. 25, No. 3, (2019).  

https://doi.org/10.1016/j.iedeen.2019.04.004 
 
[18] Islam, T., Islam, R., Pitafi, A. H., Xiaobei, 

L., Rehmani, M., Irfan, M., & Mubarak, 
M. S. The impact of corporate social 
responsibility on customer loyalty: The 
mediating role of corporate reputation, 
customer satisfaction, and trust. 
Sustainable Production and Consumption, 
Vol. 25, (2021). 

https://doi.org/10.1016/j.spc.2020.07.019 
 
[19] J.P.Morgan. How COVID–19 Has 

Transformed Consumer Spending Habits. 
J.P.Morgan (2020). 

 
[20] Joudeh, J. M. M., & Dandis, A. O. 

Service Quality, Customer Satisfaction 
and Loyalty in an Internet Service 
Providers. International Journal of 
Business and Management, Vol. 13, No. 
8, (2018).  

https://doi.org/10.5539/ijbm.v13n8p108 
 
[21] Kant, R., & Jaiswal, D. The impact of 

perceived service quality dimensions on 
customer satisfaction: An empirical study 
on public sector banks in India. 
International Journal of Bank Marketing, 
Vol. 35, No. 3, (2017a).  

https://doi.org/10.1108/IJBM-04-2016-0051 
 
[22] Kant, R., & Jaiswal, D. The impact of 

perceived service quality dimensions on 
customer satisfaction. International 
Journal of Bank Marketing, Vol. 35, No. 
3, (2017b).  

https://doi.org/10.1108/ijbm-04-2016-0051 
 
[23] Kaur, H., & Soch, H. Satisfaction, trust 

and loyalty: investigating the mediating 
effects of commitment, switching costs 
and corporate image. Journal of Asia 

 [
 D

O
I:

 1
0.

22
06

8/
iji

ep
r.

33
.2

.2
 ]

 
 [

 D
ow

nl
oa

de
d 

fr
om

 ij
ie

pr
.iu

st
.a

c.
ir

 o
n 

20
23

-0
5-

22
 ]

 

                            10 / 12

http://dx.doi.org/10.22068/ijiepr.33.2.2
http://ijiepr.iust.ac.ir/article-1-1479-en.html


11 Do Corporate Social Responsibility (CSR), Service Quality and Customer Satisfaction 
Influence Brand Loyalty? 

 

International Journal of Industrial Engineering & Production Research, June 2022, Vol. 33, No. 2 

Business Studies, Vol. 12, No. 4, (2018).  
https://doi.org/10.1108/JABS-08-2015-0119 
 
[24] Khoo, K. L. A study of service quality, 

corporate image, customer satisfaction, 
revisit intention and word-of-mouth: 
evidence from the KTV industry. PSU 
Research Review, ahead-of-p(ahead-of-
print), (2020).  

https://doi.org/10.1108/prr-08-2019-0029 
 
[25] Kim, M. R., Vogt, C. A., & Knutson, B. J. 

Relationships Among Customer 
Satisfaction, Delight, and Loyalty in the 
Hospitality Industry. Journal of 
Hospitality and Tourism Research, Vol. 
39, No. 2, (2015), pp. 170-197.  

https://doi.org/10.1177/1096348012471376 
 
[26] Kim, S.-B., & Kim, D.-Y. The impacts of 

corporate social responsibility, service 
quality, and transparency on relationship 
quality and customer loyalty in the hotel 
industry. Asian Journal of Sustainability 
and Social Responsibility, Vol. 1, No. 1, 
(2016).  

https://doi.org/10.1186/s41180-016-0004-1 
 
[27]  Kwan Soo Shin, S., Amenuvor, F. E., 

Basilisco, R., & Owusu-Antwi, K. Brand 
Trust and Brand Loyalty: A Moderation 
and Mediation Perspective. Current 
Journal of Applied Science and 
Technology, (2019).  

https://doi.org/10.9734/cjast/2019/v38i430376 
 
[28] Latif, K. F., Pérez, A., & Sahibzada, U. F. 

Corporate social responsibility (CSR) and 
customer loyalty in the hotel industry: A 
cross-country study. International Journal 
of Hospitality Management, Vol. 89, 
(2020).  

https://doi.org/10.1016/j.ijhm.2020.102565 
 
[29] Leninkumar, V. The Relationship between 

Customer Satisfaction and Customer 
Trust on Customer Loyalty. International 
Journal of Academic Research in 
Business and Social Sciences, Vol. 7, No. 
4, (2017).  

https://doi.org/10.6007/ijarbss/v7-i4/2821 
 
[30] Manzoor, F., Wei, L., Nurunnabi, M., 

Subhan, Q. A., Shah, S. I. A., & Fallatah, 

S. The impact of transformational 
leadership on job performance and CSR 
as mediator in SMEs. Sustainability 
(Switzerland), Vol. 11, No. 2, (2019), pp. 
1-14.  

https://doi.org/10.3390/su11020436 
 
[31] Matten, D., & Moon, J. Reflections on the 

2018 decade award: The meaning and 
dynamics of corporate social 
responsibility. Academy of Management 
Review, Vol. 45, No. 1, (2020).  

https://doi.org/10.5465/amr.2019.0348 
 
[32] Moisescu, O.-I. The Impact of Customers’ 

Perception of CSR on Corporate Brand 
Loyalty: The Case of the Romanian 
Mobile Telecom Industry. Central 
European Business Review, Vol. 4, No. 2, 
(2015).  

https://doi.org/10.18267/j.cebr.123 
 
[33] Nadler, J., Weston, R., & Voyles, E. 

Stuck in the Middle : The Use and 
Interpretation of Mid-Points in Items on 
Questionnaires. The Journal of General 
Psychology, (2015), pp. 10-12.  

https://doi.org/10.1080/00221309.2014.994590 
 
[34] Nazar Khan, M., Salman, M., Nadeem, 

B., & Rizwan, M. The Impact of Product 
and Service Quality on Brand Loyalty: 
Evidence from Quick Service Restaurants. 
American Journal of Marketing Research, 
Vol. 2, No. 3, (2016). 

 
[35] Pizam, A., Shapoval, V., & Ellis, T. 

Customer satisfaction and its 
measurement in hospitality enterprises: a 
revisit and update. In International 
Journal of Contemporary Hospitality 
Management Vol. 28, No. 1, (2016).  

https://doi.org/10.1108/IJCHM-04-2015-0167 
 
[36] Reich, A. Z., McCleary, K. W., Tepanon, 

Y., & Weaver, P. A. The impact of 
product and service quality on brand 
loyalty: An exploratory investigation of 
quick-service restaurants. Journal of 
Foodservice Business Research, Vol. 8, 
No. 3, (2006). 

https://doi.org/10.1300/J369v08n03_04 
 
[37] Rivera, J., Bigne, E., & Curras-Perez, R. 

 [
 D

O
I:

 1
0.

22
06

8/
iji

ep
r.

33
.2

.2
 ]

 
 [

 D
ow

nl
oa

de
d 

fr
om

 ij
ie

pr
.iu

st
.a

c.
ir

 o
n 

20
23

-0
5-

22
 ]

 

                            11 / 12

http://dx.doi.org/10.22068/ijiepr.33.2.2
http://ijiepr.iust.ac.ir/article-1-1479-en.html


12 Do Corporate Social Responsibility (CSR), Service Quality and Customer Satisfaction Influence 
Brand Loyalty? 

 

International Journal of Industrial Engineering & Production Research, June 2022, Vol. 33, No. 2 

Effects of Corporate Social Responsibility 
on consumer brand loyalty. Review of 
Business Management, Vol. 20, No. 3, 
(2019).  

https://doi.org/10.7819/rbgn.v21i3.4003 
 
[38] Taghian, M., D’Souza, C., & Polonsky, 

M. J. A stakeholder approach to corporate 
social responsibility, reputation and 
business performance. Social 
Responsibility Journal, Vol. 11, No. 2, 
(2015). 

https://doi.org/10.1108/SRJ-06-2012-0068 
 
[39] Thai, N. V., Vuong, D. H., Ha, N. T. T., 

Thinh, N. Q., Kim, M. H., & Quy, N. L. 
D. Exploring brand loyalty toward 
traditional confectioneries in an emerging 
market. Entrepreneurship and 
Sustainability Issues, Vol. 8, No. 1, 
(2020).  

https://doi.org/10.9770/jesi.2020.8.1(5) 
 
[40] Untaru, E. N., & Han, H. Protective 

measures against COVID-19 and the 
business strategies of the retail 
enterprises: Differences in gender, age, 
education, and income among shoppers. 
Journal of Retailing and Consumer 
Services, Vol. 60, (2021).  

https://doi.org/10.1016/j.jretconser.2021.10244

6 
 
[41] Vera, J., & Trujillo, A. Searching most 

influential variables to brand loyalty 
measurements: An exploratory study. 
Contaduría y Administración, Vol. 62, 
No. 2, (2017). 

https://doi.org/10.1016/j.cya.2016.04.007 
 
[42] Wang, Y., Zhang, Z., Zhu, M., & Wang, 

H. The Impact of Service Quality and 
Customer Satisfaction on Reuse Intention 
in Urban Rail Transit in Tianjin, China. 
SAGE Open, Vol. 10, No. 1, (2020).  

https://doi.org/10.1177/2158244019898803 
 
[43] Yang, K. F., Yang, H. W., Chang, W. Y., 

& Chien, H. K. The effect of service 
quality among customer satisfaction, 
brand loyalty and brand image. IEEE 
International Conference on Industrial 
Engineering and Engineering 
Management, (2018). 

https://doi.org/10.1109/IEEM.2017.8290299 
 
[44] Zeren, D., & Kara, A. Effects of brand 

heritage on intentions to buy of airline 
services: The mediating roles of brand 
trust and brand loyalty. Sustainability 
(Switzerland), Vol. 13, No. 1, (2021). 

https://doi.org/10.3390/su13010303 
 

. 
 

 
 

Follow This Article at The Following Site: 
 
Dwidienawati D, Audreylia Kusuma D, Kartini H, Johanna Wijaya J. Do Corporate 
Social Responsibility, Service Quality and Customer Satisfaction influence Brand 
Loyalty?. IJIEPR. 2022; 33 (2) :1-12 
URL: http://ijiepr.iust.ac.ir/article-1-1479-en.html 

 

 

 

 [
 D

O
I:

 1
0.

22
06

8/
iji

ep
r.

33
.2

.2
 ]

 
 [

 D
ow

nl
oa

de
d 

fr
om

 ij
ie

pr
.iu

st
.a

c.
ir

 o
n 

20
23

-0
5-

22
 ]

 

Powered by TCPDF (www.tcpdf.org)

                            12 / 12

http://dx.doi.org/10.22068/ijiepr.33.2.2
http://ijiepr.iust.ac.ir/article-1-1479-en.html
http://www.tcpdf.org

