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َُ ْٓ ضَادِىًا فَخَبَغَّ َٙا ِِ ٌِْٛ ْٚصِعِْٕٟ سَبِّ َٚلَايَ لَ ْْ أَ َّخَهَ أَشْىُشَ أَ ّْجَ اٌَّخِٟ ِٔعْ ْٔعَ  أَ

َّ َّ َٚعٍََٝ عٍََ ْْ َٚاٌِذَ ًَ َٚأَ َّ ُٖ طَاٌِذًا أَعْ َّخِهَ َٚأَدْخٍِِْٕٟ حَشْضَا  عِبَادِنَ فِٟ بِشَدْ

َٓ اٌظَّاٌِذ١ِ
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ٌَْٛا ٌََٚ ًُ ِٗ فَضْ ُٗ ع١ٍََْهَ اٌٍَّ َّخُ َّجْ َٚسَدْ َٙ ُْ عَائِفَتٌ ٌَ ُٙ ْٕ ِِ ْْ َِا ٠ُضٍُِّٛنَ أَ َٚ 

َْ ْٔفُغَ إٌَِّا ٠ُضٍُِّٛ ُْأَ َِا ُٙ ْٓ ٠َضُشَُّٚٔهَ َٚ ْٟءٍ ِِ ْٔضَيَ شَ ُٗ َٚأَ َّتَ اٌْىِخَابَ ع١ٍََْهَ اٌٍَّ  َٚاٌْذِىْ

َّهَ ُْ َِا َٚعٍََّ ٌَ ْٓ ُُ حَىُ َْ حَعٍَْ ًُ َٚوَا ِٗ فَضْ ًّا ع١ٍََْهَ اٌٍَّ عَظ١ِ
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Abstract 

 

This study aims to examine the relationship between corporate social 

responsibility and customer loyalty, identifying the mediating role of 

perceived service quality in relationship between corporate social 

responsibility and customer loyalty. The study used a descriptive method. The 

questionnaire has been designed in to tow sections, the first section contains 

demographic variables and the second section contains three subsections, at 

73 elements, each subsection covers a variant of the variable of the study. The 

population of the study consists of graduate students of four public and private 

universities in Khartoum State, they are 26356 students. The study was 

conducted on a sample of 430 students a response of rate 94%, and they were 

selected through the non-probability sampling. The study used Cranach 

Alpha, Factor analysis, and Structural Equation Modeling (SEM). The 

following hypotheses were tested by path analysis and the program AMOS 

version24: There is positive relationship between corporate social 

responsibility and customer loyalty, there is positive relationship between 

corporate social responsibility and perceived service quality, and there is 

positive relationship between perceived service quality and customer loyalty, 

perceived service quality mediates the relationship between corporate social 

responsibility and customer loyalty. The findings showed that there is partial 

relationship between corporate social responsibility dimensions (philanthropy, 

social, ethical, environmental) and customer loyalty, there is partial 

relationship between perceived service quality (responsiveness, tangibility) 

dimensions and customer loyalty, and the empathy have strongly mediates  

relationship between corporate social responsibility dimensions and the 

customer loyalty, but the companies have little attentiveness towards 

environmental issues. The study recommended that companies should 

promotes and intensify its support to the community, respects all stakeholders 

beneficiaries,   as well as increasing their attention to environment by using 

communication mediums which avoided the environment probable hazards in 

future through  using  modern and advanced technology.       
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 (. 7117ٚاٌخىٌٕٛٛج١ا، ِجٍت اٌذساعاث الإلخظاد٠ت، 
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ٍعٍَٛ الإلخظاد٠ت اٌجاِعت، عاٍِت ِذغٓ أدّذ دغٓ، إدسان اٌّغخٍٙه اٌعشالٟ ٌٍّغؤ١ٌٚت الإجخّاع١ت ٌٍششواث، )بغذاد: ِجٍت جاِعت بغذاد ٌ 

 (.7111اٌعذد اٌزآِ ٚاٌعششْٚ، 



10 
 

                                                           
(1)
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 (. 7117)اٌخشعَٛ : جاِعت اٌغٛداْ ٌٍعٍَٛ ٚاٌخىٌٕٛٛج١ا، سعاٌت دوخٛساٖ ، 
(7)

)عّاْ: اٌّجٍت الأسد١ٔت فٟ إداسة  ،ٚفاء اٌخ١ّّٟ، ٚالع حبٕٟ اٌّغؤ١ٌٚت الإجخّاع١ت فٟ اٌخغ٠ٛك ٌٍششواث إٌّخجت ٌّغخذضشاث اٌخج١ًّ 
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اٌش٠اد٠ت فٟ حعض٠ض اٌّغؤ١ٌٚت الإجخّاع١ت ٌذٜ اٌعا١ٍِٓ فٟ  اٌذ١ٍت، ٚعبذاٌمادس أدّذ ِغٍُ، ِذٜ ِغاّ٘ت اٌم١ادة  آِاي عبذ اٌّج١ذ عبذاٌمادس 

 (. 7116ِجّٛعت الإحظالاث اٌفٍغغ١ٕ١ت، ) فٍغغ١ٓ: جاِعت فٍغغ١ٓ، ِجٍت جاِعت فٍغغ١ٓ ٌلأبذاد، 

( بٛعلاِٟ عّش، 7)

 



12 
 

 (

                                                           
(1)
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 حخبٕٝ اٌم١ادة فٟ اٌّبادساث الإجخّاع١ت -

 حبٕٟ اٌّغؤ١ٌٚاث الالخظاد٠ت ٚاٌما١ٔٛٔت ٚالاخلال١ت ٚاٌعملا١ٔت

 لاخلال١ت الاٌخضاَ باٌذذ الادٔٝ ِٓ اٌّخغٍباث ا -

 حبٕٟ اٌّغؤ١ٌٚاث الالخظاد٠ت ٚاٌما١ٔٛٔت ٚالاخلال١ت

 الاٌخضاَ باٌذذ الادٔٝ ِٓ اٌّخغٍباث اٌما١ٔٛٔت -

 حبٕٟ اٌّغؤ١ٌٚاث الالخظاد٠ت ٚاٌما١ٔٛٔت

 ِذاسبت اٌّخغٍباث الاجخّاع١ت  -

 حبٕٟ اٌّغؤ١ٌٚاث الالخظاد٠ت
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 اٌّؤعغاث
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ِظاٌخ 

 اٌّغخٍٙى١ٓ

الاعخزّاس 
 الاخلالٟ

اٌبعذ 
 الالخظادٞ
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ِّاسعاث 
اٌخشغ١ً ٚ 
 اٌعًّ اٌعادٌت

اٌّغاّ٘ت فٟ 
اٌّجخّع 
 اٌّذٍٟ

اٌبعذ 
 الاجخّاعٟ
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 انمضئىنُت الاجتمبعُت

 لاقُبث الأعمبلوظرَت أخ وظرَت أصحبة انمصبنح
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اٌخظائض 

 اٌشخظ١ت: 

 * اٌم١ُ اٌشخظ١ت 

 * لٛة الأٔا 

 * اٌغ١غشة

 ِخغ١شاث ١٘ى١ٍت: 

* إٌظُ ٚاٌمٛاعذ 

 اٌشع١ّت. 

 * اٌغٍغت. 

 م١١ُ. * ٔظاَ اٌخ

 * اٌّىافأة. 

 * ضغٛط اٌعًّ. 

 

 رمافت إٌّظّت:  

 * اٌّذخٜٛ 

 * اٌمٛة

 

عٍٛن أخلالٟ / 

 أٚغ١ش أخلالٟ
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 اٌجّٙٛس عاِت

 

 أطذاب اٌّظٍذت اٌذاخ١١ٍٓ 

 اٌّغا١ّ٘ٓ 

  اٌعا١ٍِٓ

 اٌّذساء 

 أعضاء ِجٍظ الإداسة 
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انىظبئف 

 انرئُضُت

 أصحبة مصبنح

 خبصت:مؤصضبث 

محبصبىن  

 ومراجعىن
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 تصىُف إئتمبوٍ 

 بىىك إصتثمبر 

 اصتشبراث 

 تحهُم مبنٍ 

 الإعلاو انمبنٍ 

 مجهش الإدارة

 الإدارة

  انذاخ انمحذداث

 انذاخهُت

 معبَُر: خبصت

 انمحبصبت  

 انمراجعت 

 أخري 
 

 انقىاعذوانقىاوُه 

 الأصىاق:

 تىبفضُت الأصىاق 

اصتثمبر أجىبٍ  

 مببشر

انرقببت عهً  

 انشركبث

 انقطبع انمبنٍ:

 روضق 

مضبهمت فٍ  
 رأس انمبل

 انمحذداث  انخبرجُت 

 تىظُمُت
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تشكُم قبعذة 

 بُبوبث انعملاء

انتعرف عهً 

إحتُبجبث 

 وشكبوي انعملاء

إبتكبر انحهىل 

 انمىبصبت نـ:

 إدارة علاقبث انعملاء

 رضب انعملاء

 ولاء انعملاء
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 ىلاءـــــــنا

 انىلاء انضهىكٍ انىلاء انمىقفٍ

 انىلاء انضهىكٍ انىلاء انعبطفٍ انىلاء انمعرفٍ
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                          Delightاٌّغخٜٛ الأٚي                                            حذم١ك ِا ٌُ ٠خٛلعٗ            

            

 اٌع١ًّ                                                                  

 

 More isاٌّغخٜٛ اٌزأٟ                              حذم١ك أوزش ِٓ حٛلعاث اٌضبْٛ                           

better       

 

 

   اٌّغخٜٛ اٌزاٌذ                     حذم١ك حٛلعاث اٌضبْٛ فٟ اٌغٍعت اٚاٌخذِت                                   

Must to be                                                                                                                                      

                              

 

 اٌمّت

 اٌماعذة
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 CR AVE MSV ASV انبعذ 
 الأخلاقٍ

 انبعذ
 انبُئٍ

 انبعذ
 الإجتمبعٍ

 انبعذ
 انخُرٌ

    0.635 0.416 0.490 0.403 0.761 الأخلاقٍ انبعذ

   0.748 0.572 0.464 0.551 0.560 0.858 انبُئٍ انبعذ

 انبعذ
 الإجتمبعٍ

0.580 0.358 0.516 0.506 0.700 0.718 0.598  

 0.625 0.716 0.742 0.656 0.498 0.551 0.390 0.631 انخُرٌ بعذان
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H1 

 

 انىلاء انضهىكٍ

 انىلاء انمعرفٍ

 انىلاء انمىقفٍ

 انتعبطف

 

 انمهمىصُت

 

 الإصتجببت

 انبعذ الأخلاقٍ

 انبعذ انخُرٌ

 انبعذ الإجتمبعٍ

 انبعذ انبُئٍ

H2 H3 

H4 H4 

H1 
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Correlations: (Group number 1 - Default model)
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Regression Weights: (Group number 1 - Default model) 
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2016James Gaskin) وتتط(يرParameter A*B)

 arameter Estimate Lower Upper Pل وجذ

A x B .107 .030 .198 .005 

https://www.youtube.com/user/Gaskination
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Estimate S.E. C.R. P Label 

 A 087. 1.709- 090. 154.- ٟاٌبعذ_الإجخّاع ---> ع١تٛاٌٍّّ

 B *** 6.965 073. 509. ع١تٛاٌٍّّ ---> لفٟٛلاء_اٌّٛاٌ

2016James Gaskin) وتتط(يرParameter A*B)

Parameter Estimate Lower Upper P 

A x B -.078 -.185 .008 .074 

https://www.youtube.com/user/Gaskination
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Estimate S.E. C.R. P Label 

 A *** 4.119 096. 396. خ١شٞاٌبعذ_اٌ ---> ع١تٛاٌٍّّ

 B *** 6.965 073. 509. ع١تٛاٌٍّّ ---> لفٟٛلاء_اٌّٛاٌ

Parameter Estimate Lower Upper P 

A x B .202 .096 .340 .001 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 

User-defined estimands: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 

   
Estimate S.E. C.R. P Label 

 A 096. 1.665 108. 179. اٌبعذ_الأخلالٟ ---> الاعخجابت

 B *** 6.348 051. 323. الاعخجابت ---> لفٟٛلاء_اٌّٛاٌ

User-defined estimands: (Group number 1 - Default model) 

Parameter Estimate Lower Upper P 

A x B .058 -.016 .156 .119 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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 (119.93ل )وجد

كيولاء السوالوالإستجابة وعد الأخلاقي المسار من الب
Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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 (6.66..ل )وجد

كيولاء السلوالوالتعاطف ون البعد الإجتماعي قيم تحليل الأثر غير المباشر بي
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Regression Weights: (Group number 1 - Default model) 
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Regression Weights: (Group number 1 - Default model) 
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