
 

The Influence of Marketing Ethics and Corporate Social 
Responsibility on E-loyalty: A Review 

 

Trine Vederhus  
Western Norway University of Applied Sciences, Norway 

trineved@hotmail.com 

Atanu Nath 
Western Norway University of Applied Sciences, Department of Business Administration, Norway 

Atanu.k.nath@hvl.no 
 
 
Abstract. In recent years consumers have become more aware of what they buy and consume 
(Deloitte 2020; 2021), consequently becoming more demanding as to which brand’s product or 
services they choose to buy. Alongside, due to the mass market evolution and consumptions rising, 
consumers have gained more power than before (Freire de Mello and de Paula 2019) while with 
technological developments becoming increasingly accessible, it has become more popular to shop 
online. This has made it difficult for marketers to reach their consumers; as it has become easier for 
consumers to compare competitive products, services, and brands online and further leading to 
customer empowerment. As sustainability becomes more and more a household word, many 
consumers are becoming active contributors for change, and expecting businesses to help build a 
better and sustainable future for them (Deloitte 2021). With the preponderance of the digital 
marketplace, issues related to ethics are also arising, in areas such as online auctions (Kracher and 
Corritore 2004) and e-commerce (Marcoux 2003). 
 
Against this backdrop, this paper explores the relationship between marketing ethics, corporate 
social responsibility, and consumer e-loyalty. The specific research question arrived at is ‘Do firms 
that behave ethically correct and socially responsible in their marketing practices affect consumer 
e-loyalty?’ Firms’ marketing ethics and social responsibility (CSR) are independent constructs, 
particularly in practice (Ferrell et al. 2019; Weller 2017); they are however interrelated as studies 
have shown that firms that make ethical decisions and pay heed to social responsibilities enjoy 
increased perceptions of sustainability (Ferrell and Ferrell 2021; Schwartz and Carroll 2008). 
Conversely, with a much larger information permeation than ever before, unethical conducts and 
practices can also lead to larger social and economic costs for a firm (Wade 2020). While there is 
no universal definition of what marketing ethics is (or is not) (Schlegelmilch and Öberseder 2010), 
this paper adopts (Laczniak 1983; 2012)’s definition of ethics as the moral standards that are applied 
to marketing decisions, behaviors and institutions; and proposes a research model integrating CSR 
and marketing ethics as two of the factors of attitudinal (during-purchase) loyalty to enhance 
behavioral loyalty among digital consumers. Further research is outlined for empirical testing to 
find the veracity of the claims. 
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1 Introduction  
In recent years, consumers have become increasingly more aware of what they buy and consume 
(Deloitte, 2020, 2021), and in the process becoming more demanding as to which brand’s product or 
services they choose to buy. With mass market evolution and consumptions rising, consumers have 
gained more power than ever before (Freire de Mello & de Paula, 2019), while technological 
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developments have made shopping online more popular. This has in effect made it difficult for marketers 
to reach their customers and influence them as they find it easier to compare competitive products, 
services, and brands online. It remains, however, important for organizations to develop a way of 
standing out to reach their potential digital consumers. More so since in highlight of the United Nations 
sustainability goals (2015) and with increasing awareness of global warming, many consumers have 
become active contributors for change. According to Deloitte’s global survey (2021), climate change is 
considered a top concern for generation Z. They expect businesses to help build a better and sustainable 
future for them (Deloitte, 2021). Also, i part due to the influence of the digital marketplace, different 
ethical issues have risen, for example in online auctions (Kracher & Corritore, 2004) and e-commerce 
(Marcoux, 2003). As such, this article focuses on social responsibility and sustainability as well as 
marketing ethics in generating loyalty in the e-marketplace. 
 
Against this background, the paper poses the following research question: do firms that behave ethically 
correct and socially responsible affect consumer e-loyalty? To discuss this question, the article begins 
with a literature review exploring the link between marketing ethics and social responsibility. Then, it 
addresses the importance and the different suggested theories regarding marketing ethics. It further 
discusses the importance of social responsibility and sustainability and concludes with a discussion 
surrounding the research question on creating e-loyal consumers and with suggestions for further 
research.  
 
2 Literature review  
 
2.1 Are ethics and social responsibility the same?  
 
Marketing ethics and social responsibility have often been treated as sharing similar attributes, despite 
these subjects differing from each other in practice (Ferrell et al., 2019; Weller, 2017). They are in fact 
interrelated, meaning that firms can make ethical decisions regarding social responsibilities, for instance 
sustainability (Ferrell & Ferrell, 2021; Schwartz & Carroll, 2008). Moreover, marketing ethics have 
been identified as internal and required, whereas social responsibility has been identified as external and 
more voluntary (Ferrell et al., 2016). On one hand, social responsibility is visible for consumers because 
organizations openly communicate their actions on this subject (Ferrell et al. 2019). On the other hand, 
ethical matters are often not visible for consumers before an unethical behaviour has occurred. This 
unethical behaviour can be damaging enough for companies that its social responsibility actions can be 
ignored, creating a bad reputation (Stonkutė et al., 2018). According to Weller (2017), ethics can be 
simplified as to being good while CSR is about doing good. This underlines the importance of marketing 
ethics and its consideration with social responsibility strategies.  
Ferrell & Ferrell (2021); Laczniak & Murphy (2019) all suggest further research into the interface 
between CSR and marketing ethics and developing descriptive models in both areas in order to adapt to 
a changing dynamic in marketing. This article is an attempt to understand the connection between CSR 
and marketing ethics, while treating them as separate topics.  
 
2.2 The state of marketing ethics frameworks and theoretical field  
 
Consumers may assume firms behave in ethical ways, but that is not always the case (Gilbertson, 1999). 
Marketing ethics is described as “the systematic study of how moral standards are applied to marketing 
decisions, behaviours and institutions” (Laczniak, 2012). Consumer concerns are often associated with 
activities related to marketing (Gilbertson, 1999). There have been no dearth of studies for over half a 
century on marketing ethics (Schlegelmilch & Öberseder, 2010) however, there is still not a clear 
agreement on a universal theoretical framework. Scholars over the years have contributed towards such 
an end, Laczniak (1983) suggested three frameworks from a moral philosophical perspective, while 
Ferrell & Gresham (1985) advanced a framework for understanding marketing ethics decision making. 
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However, Bush et al. (2017) emphasized that it is not enough to see marketing ethics from a general 
perspective. Rather, it is needed to address the challenges posed by the different components of 
marketing and have leaders that are willing to face these challenges (Ferrell & Ferrell, 2021). It may be 
noted that since the year 2000, only one substantial new theme has evolved and that is marketing ethics 
in the context of the internet (Bush et al., 2000; Palmer, 2005; Stead & Gilbert, 2001). As said earlier in 
this article, this leaves open possibilities for further research into the areas of ethics and religion, green 
marketing, internet marketing ethics, as well as marketing to vulnerable consumers and the ethical 
consumer (Schlegelmilch & Öberseder, 2010). While there have been studies on normative marketing 
(Gaski, 1999; Laczniak & Murphy, 2019), further research scope remains in normative as well as 
descriptive marketing ethics to establish guidelines for marketers, instead of merely investigating their 
behaviour (Ferrell & Ferrell, 2021; Schlegelmilch & Öberseder, 2010).  
 
While ethical issues and dilemmas have been a part of marketing since the beginning in the 1960s,  
digital marketing has created new ways for marketers to sell their products or services posing added 
ethical issues related to consumer privacy, copyright infringement, personal information security, 
advertisements on ethical websites and in using social media influencers to advertise products or services 
(Micheal, 2021). To address the problems of ethical dilemmas evolving from modern day marketing, 
the American Marketing Association (AMA) developed a statement of ethics, which acts as a basis for 
ethical conduct (American Marketing Association, 2008). In earlier research, the standards of conduct 
were only regarded as proposed moral standards. However, as the environment changed, organizations 
have often implemented and made their own codes of conduct regarding right and wrong and ways to 
act and respond in different settings (Gilbertson, 1999). Of particular concern is the lack of suggestions 
or guidelines on e-commerce codes of conduct.  
 
2.3 Marketing ethics: is it a concern in practice? 
 
The importance of ethical marketing has been pointed out numerous times (Gilbertson, 1999). However, 
in recent years the importance has increased because of different issues that have emerged through 
digital consumerism and mass market. As it becomes easier for consumers to publish and spread news 
of a firm’s unethical behaviours,it puts pressure on marketers to behave ethically in the marketplace, 
since unethical behaviour can contribute to the loss of loyal consumers (Whysall, 1998, 2000). 
According to Harrison et al. (2005, p. 2) consumers are becoming more ethical because of sustainability, 
spiritual, social, religious or political motives. Social responsibility motives such as sustainability 
contributes to consumers being more ethical. While the ethical consumer is not ignoring price and 
quality, they are adding more criteria to the consumer decision-making process influencing choice of 
brands. This suggests that ethical marketing is an increasingly important part of the businesses strategy 
to become successful and to gain the ethical consumer’s trust, and firms may ignore it at their eventual 
peril.  
 
2.4 Corporate social responsibility and sustainability  
 
CSR is a powerful marketing tool and there are many definitions of CSR. This paper adopts the 
definition developed by the European Commission (2019): “A concept  
whereby companies integrate social and environmental concerns in their business operations and in their 
interaction with their stakeholders on a voluntary basis”. The CSR concept was first defined by Bowen 
(1953), however there have been multiple studies on CSR since then (Mason & Simmons, 2011). CSR 
has become a strategic necessity and not just a strategic advantage (Falkenberg & Brunsæl, 2011). 
Moreover, there are different outcomes on CSR actions, like firm performance (Cochran & Wood, 
1984), its reputation (Brammer & Pavelin, 2006), and the corporate image (Arendt & Brettel, 2010). 
The impact CSR has on consumers (Becker-Olsen et al., 2006; Ricks, 2005) indicates that companies’ 
investments in CSR pays off (Story et al., 2016). There are both internal and external CSR strategies 
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and it is suggested that organizations implement both of these (Brammer et al., 2007; Hameed et al., 
2016; W.-M. Hur et al., 2019). The internal and external strategies have a positive impact on the firm’s 
reputations that leads to popularity in the marketplace (Story et al., 2016). However, the results may 
vary across contexts (Orlitzky et al., 2003; Vishwanathan et al., 2020). Freeman (2010) as well as Porter 
& Kramer (2006) identified that it is strategically important to fulfil the interests of internal- and external 
stakeholders. Aguinis & Glavas (2012) developed a multilevel and multidisciplinary model of CSR (see 
Figure 1), involving predictors, outcomes, mediators, and moderators. This is considered a guiding 
framework that makes it possible to identifying and adding further variables in the future. However, 
Aguinis & Glavas (2012) suggested further research using a multilevel approach to understand the micro 
foundations of CSR and develop methodological approaches to realize the micro foundations.  
 
According to Stobierski (2021a) there are several types of CSR, such as environmental responsibility 
(Babiak & Trendafilova, 2011), ethical responsibility, philanthropic responsibility (Porter & Kramer, 
2002) and economic responsibility (Heal, 2005). Wade (2020) states that the corporate digital 
responsibility has evolved due to technology and there is a renewed need to use digital technology in a 
way that is socially, economically, technologically, and environmentally sustainable. This strategy is 
important for the safety of organizations and consumers alike. According to Baumgartner (2014), the 
question is how a company can be more sustainable, not why a company should be more sustainable.  
 
2.5 Importance of corporate social responsibility and sustainability 
 
Technology and the growing types of coverage through mass media, have given consumers unlimited 
access on information regarding organisational CSR behaviours (Wagner et al., 2009). In earlier years, 
businesses often focused on how to maximize profit and increase the bottom line. Over the last decade 
or so, a triple bottom line strategy has evolved. The purpose of this strategy is to measure social and 
environmental impacts, as well as generating profits. The three focal factors in this strategy are profit, 
people, and planet. A successful implementation of the strategy is deemed to lead businesses to become 
successful and at the same time contribute to change. Traditionally, businesses have had their focus on 
shareholder value, but the “new normal” is ensuring value for all stakeholders, including consumers, 
employees, and community members (Buysse & Verbeke, 2003; O’Riordan & Fairbrass, 2008). An 
example of such efforts for businesses to engage in a strategic partnership with non-profit organizations. 
Miller (2020) mentions it is now possible to do the right thing and make money at the same time. 
Consumers are now able and willing to look at firms’ CSR initiatives such as sustainability before 
making purchase decisions (Stobierski, 2021b). According to Nkamnebe (2011), sustainability has 
become an important tool for organizations, and the ones neglecting it will fail. The different factors 
influencing sustainability being important for organizations include saving costs, increasing 
productivity, reducing environmental impacts, entrance to new markets, reducing risk, improving 
reputation, better access to capital and developing human capital (Prakash-Mani et al 2002). 
Acknowledging this trend, it has become normal in recent years for companies to annually publish CSR- 
or sustainability reports to communicate their CSR efforts and impact assessments of their contributions 
toward the environment and the communities (Cote, 2021; Moravcikova et al., 2015),. This has also 
become a tool for companies to incorporate social responsibilities into their brand identities. The EU 
commission (2019) encourage member states to invest in CSR and have developed CSR handbooks and 
manuals for companies that do not know where to start. Studies have argued that organizations increase 
their competitiveness, image, and consumer loyalty by implementing an CSR- and sustainable strategy 
(Nadanyiova & Gajanova, 2020). Against this background, it can be said that CSR has become an 
important factor for businesses to both stand out and become successful, while at the same time for 
consumers to be able to choose a socially responsible brand.  
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2.6 Creating e-loyalty  
 
Brand loyalty studies for long have had repeat purchase behaviour as their principal focus 
(Bandyopadhyay & Martell, 2007). While some researchers developed several suggested frameworks 
based on loyalty, others focused on its behavioural aspects (Kahn et al., 1986; Ehrenberg et al., 1990). 
Other researchers (Dick & Basu, 1994; Rundle-Thiele, 2005; Rundle�Thiele & Bennett, 2001) have 
suggested to include the attitude aspect along with behaviour, in defining loyalty. There is wide 
agreement on the subject that attitudinal loyalty leads to behavioural loyalty, meaning that attitude 
towards a brand affect brand loyalty (Bandyopadhyay & Martell, 2007; Khan & Bagram, 2012; 
Krystallis & Chrysochou, 2014). Srivastava & Kaul (2016) conducted a study on behavioural- and 
attitudinal loyalty derived from the customer experience. Based on Dick & Basu’s (1994) attitude-
behaviour framework, Srivastava & Kaul (2016) suggest adding a behaviour related to consumer 
spending. In addition, Oliver (2010) developed a detailed four phase of loyalty containing cognitive, 
affective, conative and action loyalty (Oliver, 2010, pp. 433–434). However, this framework lacks 
empirical evaluation, and was complemented by Harris & Goode (2004) in their study who tested the 
framework collecting empirical data. Their results showed evidence in support of the loyalty framework 
proposed by Oliver (2010). Moreover, a customer engagement cycle to implement in the customer 
engagement matrix has also been developed, where the goal is to create many consumer fans (Sashi, 
2012). However, Sashi (2012) encourages to study customer engagement more closely and develop 
more understanding on how to best pursue this in the future.  
 
2.7 Brand loyalty and communities on digispace  
 
According to Chevalier (2020), consumers spent 4,2 trillion dollars on e-commerce in 2020. So, the 
significance of e-commerce marketplaces is enormous. The rapid expansion of online shopping urged 
on by the development of technology has led to a good amount of research in the field of e-loyalty. The 
increasing interest In marketplaces is due to more competition, higher demands from consumers and the 
expense of getting new consumers (Wu & Hsu, 2015). In addition, it has become important for 
businesses to develop brand loyalty in the e-commerce setting, because competitors are only a mouse 
click away and makes it easier to choose other brand’s products or services (Nielsen, 1997). On one 
hand, the increase of e-commerce enables firms to grow faster and expand their consumer base (Ferrell 
& Ferrell, 2021). On the other, it is more difficult to generate loyal consumers online (Nielsen, 1997). 
Electronic word-of-mouth (e-WOM) has become an important factor in developing e-loyalty (Yoo et 
al., 2013). Furthermore, the types as well as frequency of communications have increased tremendously 
due to the development of technological platforms such as social media and virtual communities. E-
WOM means that “any positive or negative statement made by potential, actual, or former customers 
about a product or company, which is made available to a multitude of people and institutions via the 
Internet” (Hennig-Thurau & Walsh, 2003). There are both positive and negative e-WOM and as 
Chatterjee (2006) highlights, price sensitive consumers are more likely to seek negative e-WOM and be 
influenced by it. However, Oliver (1999, 2010) argues that e-WOM is not a factor contributing to e-
loyalty, but rather a consequence taking place because of loyalty and satisfaction.  
 
Moreover, with e-markets online brand communities have emerged, and several studies have 
emphasised that brand communities strengthen value, brand trust, brand loyalty and the feeling of being 
a part of a community (Algesheimer et al., 2005; McAlexander et al., 2002; Muniz & O’Guinn, 2001). 
It is easier and more efficient for organizations to reach out to a group of loyal consumers, rather than 
engaging in just one-on-one relationship marketing efforts. Such communities can also be used to spread 
CSR results and different ethical choices and practices the organizations encounter and engage in, to not 
just keep the consumers loyal, but also to encourage them to share these positive sides about the brand 
(Laroche et al., 2012). However, it is emphasised that organizations must do it properly and there are 
several misunderstandings about how these communities work (Fournier & Lee, 2009). In addition, 
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marketers want to learn how to organize and facilitate these communities to breed the benefits from 
them (McAlexander et al., 2002; Schau et al., 2009; Zhou et al., 2012). Therefore, it is crucial to develop 
more knowledge before establishing a digital brand community (Fournier & Lee, 2009).  
 
There have been different studies on loyalty and satisfaction regarding the digital marketplaces. Valvi 
& Fragkos (2012) suggested a conceptual framework that was developed by combining earlier research. 
Much of the earlier research, however, is based on Dick & Basu’s (1994) as well as Oliver’s (2010) 
attitudinal and behaviour loyalty approach (as mentioned under theory on brand loyalty). Thus, Valvi & 
Fragkos’ (2012) framework, (see Figure 2), consists of factors that are divided into pre-, during- and 
after-purchase. Pre-purchase consists of initial factors before purchase, divided into e-competitors’ 
attitude, e-reputation, customer characteristics and PC knowledge. During-purchase containing 
attitudinal concepts that can lead to loyalty both during- and after-purchase, with factors like web-
servQual and customer e-pleasure. Finally, after-purchase with attitudinal- and behavioural concepts 
related to e-loyalty, like e-trust, e-satisfaction, perceived value, and convenience motivations. All these 
factors play an important part in contributing to e-loyalty (Valvi & Fragkos, 2012).  
 
There are as mentioned, varied factors that influence brand loyalty. However, in this article the focus 
has been on how marketing ethics and CSR can contribute to consumer loyalty in e-commerce. It is 
viewed that marketing ethics and CSR in tandem play a huge role in shaping perceptions towards a 
brand by developing strong consumer relationships and loyalty (Johnston, 2008; Smith & Cooper-
Martin, 1997; Vitell et al., 1991). However, it is not easy to attain because of the modern societal 
demands on companies to be ethical and responsible towards their stakeholders and the rapid change of 
technology (Hur et al., 2011; Islam et al., 2020; Tanveer et al., 2021; Ul Islam & Rahman, 2017).  
 
3 Conclusion  
 
The focus of this paper has been to explore the linkage between social responsibility and ethics on the 
part of operating firms which in turn may lead to e-loyalty among consumers. To aid the effort, different 
theoretical perspectives based upon both empirical and conceptual studies have been addressed. In other 
words, this article has debated whether marketing ethics and social responsibility are or should be treated 
the same as marketing ethics, CSR, and brand loyalty.  
 
The primary discussion was based on similarities regarding marketing ethics and CSR. The findings 
suggested that while many view these terms to be the same, they are perhaps better off separated into 
two related but equally important themes. The second discourse centered around marketing ethics and 
its importance. It helps identify while there have been many studies on the topic, a lack of agreement on 
the theoretical fields of marketing ethics still exists. Alongside, the reviews suggest that marketing ethics 
is important to gain trust because of consumers becoming more ethically conscious and aware with 
respect to practices such as sustainability. Regarding CSR, the findings related to firms shifting their 
focus from only generating profit to the triple bottom line consisting of people, planet, and profit. The 
social and environmental focus contribute to gain trust from the sustainable consumer. The last aspect 
discussed in this article was regarding brand loyalty, how technology has changed the views on brand 
loyalty and lastly how it is possible to contribute to e-loyalty by focusing on social responsibility and 
marketing ethics. The discussion regarding loyalty indicated it has evolved from traditional offline brand 
loyalty to the new online brand loyalty, referred to as e-loyalty. There have been wide agreement around 
Dick & Basu’s (1994) as well as Oliver’s (2010) approach on attitudinal- and behavioural loyalty. Valvi 
& Fragkos (2012) conceptual framework is viewed as an useful tool in this regard. This paper highlights 
the centrality of CSR and marketing ethics as two of the factors of attitudinal (during-purchase) loyalty 
to enhance behavioural loyalty among digital consumers. However, there is need for further research 
involving these two factors.  
 

20



 

References  
Aguinis, Herman, and Ante Glavas. 2012. “What We Know and Don’t Know About Corporate Social 

Responsibility: A Review and Research Agenda.” Journal of Management 38 (4): 932–68. 
https://doi.org/10.1177/0149206311436079. 

Algesheimer, René, Utpal M. Dholakia, and Andreas Herrmann. 2005. “The Social Influence of Brand 
Community: Evidence from European Car Clubs.” Journal of Marketing 69 (3): 19–34. 
https://doi.org/10.1509/jmkg.69.3.19.66363. 

American Marketing Association. 2008. “Codes of Conduct | AMA Statement of Ethics.” American 
Marketing Association. https://www.ama.org/codes-of-conduct/. 

Arendt, Sebastian, and Malte Brettel. 2010. “Understanding the Influence of Corporate Social 
Responsibility on Corporate Identity, Image, and Firm Performance.” Edited by David Lamond. 
Management Decision 48 (10): 1469–92. https://doi.org/10.1108/00251741011090289. 

Babiak, Kathy, and Sylvia Trendafilova. 2011. “CSR and Environmental Responsibility: Motives and 
Pressures to Adopt Green Management Practices.” Corporate Social Responsibility and 
Environmental Management 18 (1): 11–24. https://doi.org/10.1002/csr.229. 

Bagram, Mohammad Majid Mehmood, and Shahzad Khan. 2012. “Attaining Customer Loyalty! The 
Role of Consumer Attitude and Consumer Behavior.” International Review of Management and 
Business Research 1 (1): 1. 

Bandyopadhyay, Subir, and Michael Martell. 2007. “Does Attitudinal Loyalty Influence Behavioral 
Loyalty? A Theoretical and Empirical Study.” Journal of Retailing and Consumer Services 14 
(1): 35–44. https://doi.org/10.1016/j.jretconser.2006.03.002. 

Baumgartner, Rupert J. 2014. “Managing Corporate Sustainability and CSR: A Conceptual Framework 
Combining Values, Strategies and Instruments Contributing to Sustainable Development: 
Managing Corporate Sustainability and CSR.” Corporate Social Responsibility and 
Environmental Management 21 (5): 258–71. https://doi.org/10.1002/csr.1336. 

Becker-Olsen, Karen L., B. Andrew Cudmore, and Ronald Paul Hill. 2006. “The Impact of Perceived 
Corporate Social Responsibility on Consumer Behavior.” Journal of Business Research 59 (1): 
46–53. https://doi.org/10.1016/j.jbusres.2005.01.001. 

Bowen, Howard R. 2013. Social Responsibilities of the Businessman. University of Iowa Press. 
Brammer, Stephen J., and Stephen Pavelin. 2006. “Corporate Reputation and Social Performance: The 

Importance of Fit.” Journal of Management Studies 43 (3): 435–55. 
https://doi.org/10.1111/j.1467-6486.2006.00597.x. 

Brammer, Stephen, Andrew Millington, and Bruce Rayton. 2007. “The Contribution of Corporate Social 
Responsibility to Organizational Commitment.” The International Journal of Human Resource 
Management 18 (10): 1701–19. https://doi.org/10.1080/09585190701570866. 

Bush, Victoria, Alan J. Bush, Jared Oakley, and John E. Cicala. 2017. “The Sales Profession as a 
Subculture: Implications for Ethical Decision Making.” Journal of Business Ethics 142 (3): 549–
65. https://doi.org/10.1007/s10551-015-2753-7. 

Bush, Victoria D., Beverly T. Venable, and Alan J. Bush. 2000. “Ethics and Marketing on This Internet: 
Practitioners’ Perceptions of Societal, Industry and Company Concerns.” Journal of Business 
Ethics 23 (3): 237–48. https://doi.org/10.1023/A:1006202107464. 

Buysse, Kristel, and Alain Verbeke. 2003. “Proactive Environmental Strategies: A Stakeholder 
Management Perspective.” Strategic Management Journal 24 (5): 453–70. 
https://doi.org/10.1002/smj.299. 

Chatterjee, Patrali. 2001. “Online Reviews: Do Consumers Use Them?” Advances in Consumer 
Research 28: 129–33. 

Chevalier, S. 2020. “Global Retail E-Commerce Market Size 2014-2023.” Statista. 
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/. 

Cochran, P. L., and R. A. Wood. 1984. “Corporate Social Responsibility and Financial Performance.” 
Academy of Management Journal 27 (1): 42–56. https://doi.org/10.2307/255956. 

21



 

Deloitte. 2014. “The Deloitte Consumer Review.” Deloitte. 
https://www2.deloitte.com/content/dam/Deloitte/uk/Documents/consumer-business/consumer-
review-8-the-growing-power-of-consumers.pdf. 

Deloitte. 2020. “Shifting Sands: How Consumer Behaviour Is Embracing Sustainability.” Deloitte. 
https://www2.deloitte.com/ch/en/pages/consumer-business/articles/shifting-sands-sustainable-
consumer.html. 

Deloitte. 2021. “Our Impact on the Environment | Deloitte’s 2021 Impact Report.” Deloitte. 
https://www2.deloitte.com/global/en/pages/about-deloitte/articles/global-impact-report/global-
report-environmental.html. 

Dick, A. S., and K. Basu. 1994. “Customer Loyalty: Toward an Integrated Conceptual Framework.” 
Journal of the Academy of Marketing Science 22 (2): 99–113. 
https://doi.org/10.1177/0092070394222001. 

Ehrenberg, Andrew S. C., Gerald J. Goodhardt, and T. Patrick Barwise. 1990. “Double Jeopardy 
Revisited.” Journal of Marketing 54 (3): 82–91. https://doi.org/10.1177/002224299005400307. 

European Commission. 2019. “Corporate Social Responsibility & Responsible Business Conduct.” 
European Commission. https://ec.europa.eu/growth/industry/sustainability/corporate-social-
responsibility-responsible-business-conduct_en. 

Falkenberg, Joyce, and Petter Brunsæl. 2011. “Corporate Social Responsibility: A Strategic Advantage 
or a Strategic Necessity?” Journal of Business Ethics 99 (S1): 9–16. 
https://doi.org/10.1007/s10551-011-1161-x. 

Ferrell, O. C., and Linda Ferrell. 2021. “New Directions for Marketing Ethics and Social Responsibility 
Research.” Journal of Marketing Theory and Practice 29 (1): 13–22. 
https://doi.org/10.1080/10696679.2020.1860686. 

Ferrell, O. C., John Fraedrich, and Linda Ferrell. 2015. Business Ethics: Ethical Decision Making and 
Cases. Tenth edition. Stamford, CT, USA: Cengage Learning. 

Ferrell, O. C., and Larry G. Gresham. 1985. “A Contingency Framework for Understanding Ethical 
Decision Making in Marketing.” Journal of Marketing 49 (3): 87–96. 
https://doi.org/10.1177/002224298504900308. 

Ferrell, O.C., Dana E. Harrison, Linda Ferrell, and Joe F. Hair. 2019. “Business Ethics, Corporate Social 
Responsibility, and Brand Attitudes: An Exploratory Study.” Journal of Business Research 95 
(February): 491–501. https://doi.org/10.1016/j.jbusres.2018.07.039. 

Fournier, Susan, and Lara Lee. 2009. “Getting Brand Communities Right.” Harvard Business Review 
87 (4): 105–11. 

Freeman, R. Edward. 2010. Strategic Management: A Stakeholder Approach. 1st ed. Cambridge 
University Press. https://doi.org/10.1017/CBO9781139192675. 

Freire de Mello, Leonardo, and Sara Aparecida de Paula. 2019. “Mass Market and the Rise of 
Consumption.” In Responsible Consumption and Production, edited by Walter Leal Filho, 
Anabela Marisa Azul, Luciana Brandli, Pinar Gökcin Özuyar, and Tony Wall, 1–10. 
Encyclopedia of the UN Sustainable Development Goals. Cham: Springer International 
Publishing. https://doi.org/10.1007/978-3-319-71062-4_49-1. 

Gaski, John F. 1999. “Does Marketing Ethics Really Have Anything to Say? – A Critical Inventory of 
the Literature.” Journal of Business Ethics 18 (3): 315–34. 
https://doi.org/10.1023/A:1017190829683. 

Gilbertson, Thomas F. 1999. “Ethics and Social Responsibility in Marketing.” Journal of Professional 
Services Marketing 20 (1): 51–61. https://doi.org/10.1300/J090v20n01_05. 

Hameed, Imran, Zahid Riaz, Ghulam A. Arain, and Omer Farooq. 2016. “How Do Internal and External 
CSR Affect Employees’ Organizational Identification? A Perspective from the Group 
Engagement Model.” Frontiers in Psychology 7 (May). 
https://doi.org/10.3389/fpsyg.2016.00788. 

22



 

Harris, Lloyd C, and Mark M.H Goode. 2004. “The Four Levels of Loyalty and the Pivotal Role of 
Trust: A Study of Online Service Dynamics.” Journal of Retailing 80 (2): 139–58. 
https://doi.org/10.1016/j.jretai.2004.04.002. 

Harrison, Rob, Deirdre Shaw, and Terry Newholm. 2005. “The Ethical Consumer.” The Ethical 
Consumer, 1–280. https://doi.org/10.4135/9781446211991.n1. 

Heal, Geoffrey. 2005. “Corporate Social Responsibility: An Economic and Financial Framework.” The 
Geneva Papers on Risk and Insurance - Issues and Practice 30 (3): 387–409. 
https://doi.org/10.1057/palgrave.gpp.2510037. 

Hennig-Thurau, Thorsten, Gianfranco Walsh, and Gianfranco Walsh. 2003. “Electronic Word-of-
Mouth: Motives for and Consequences of Reading Customer Articulations on the Internet.” 
International Journal of Electronic Commerce 8 (2): 51–74. 
https://doi.org/10.1080/10864415.2003.11044293. 

Hur, Won�Moo, Kwang�Ho Ahn, and Minsung Kim. 2011. “Building Brand Loyalty through 
Managing Brand Community Commitment.” Management Decision 49 (7): 1194–1213. 
https://doi.org/10.1108/00251741111151217. 

Hur, Won-Moo, Tae-Won Moon, and Wook-Hee Choi. 2019. “When Are Internal and External 
Corporate Social Responsibility Initiatives Amplified? Employee Engagement in Corporate 
Social Responsibility Initiatives on Prosocial and Proactive Behaviors.” Corporate Social 
Responsibility and Environmental Management 26 (4): 849–58. https://doi.org/10.1002/csr.1725. 

Islam, Jamid Ul, Shadma Shahid, Aaleya Rasool, Zillur Rahman, Imran Khan, and Raouf Ahmad 
Rather. 2020. “Impact of Website Attributes on Customer Engagement in Banking: A Solicitation 
of Stimulus-Organism-Response Theory.” International Journal of Bank Marketing 38 (6): 1279–
1303. https://doi.org/10.1108/IJBM-12-2019-0460. 

Johnston, Josée. 2008. “The Citizen-Consumer Hybrid: Ideological Tensions and the Case of Whole 
Foods Market.” Theory and Society 37 (3): 229–70. https://doi.org/10.1007/s11186-007-9058-5. 

Kahn, Barbara E., Manohar U. Kalwani, and Donald G. Morrison. 1986. “Measuring Variety-Seeking 
and Reinforcement Behaviors Using Panel Data.” Journal of Marketing Research 23 (2): 89. 
https://doi.org/10.2307/3151656. 

Kracher, Beverly, and Cynthia L. Corritore. 2004. “Is There a Special E-Commerce Ethics?” Business 
Ethics Quarterly 14 (1): 71–94. https://doi.org/10.5840/beq20041417. 

Krystallis, Athanasios, and Polymeros Chrysochou. 2014. “The Effects of Service Brand Dimensions 
on Brand Loyalty.” Journal of Retailing and Consumer Services 21 (2): 139–47. 
https://doi.org/10.1016/j.jretconser.2013.07.009. 

Laczniak, Gene R. 1983. “Framework for Analyzing Marketing Ethics.” Journal of Macromarketing 3 
(1): 7–18. https://doi.org/10.1177/027614678300300103. 

Laczniak, Gene R. 2012. “Ethics of Marketing.” https://doi.org/10.4135/9781452243962.n9. 
Laczniak, Gene R., and Patrick E. Murphy. 2019. “The Role of Normative Marketing Ethics.” Journal 

of Business Research 95 (February): 401–7. https://doi.org/10.1016/j.jbusres.2018.07.036. 
Laroche, Michel, Mohammad Reza Habibi, Marie-Odile Richard, and Ramesh Sankaranarayanan. 2012. 

“The Effects of Social Media Based Brand Communities on Brand Community Markers, Value 
Creation Practices, Brand Trust and Brand Loyalty.” Computers in Human Behavior 28 (5): 
1755–67. https://doi.org/10.1016/j.chb.2012.04.016. 

Marcoux, Alexei M. 2003. “Nipers, Stalkers, and Nibblers: Online Auction Business Ethics.” Journal 
of Business Ethics 46 (2): 163–73. https://doi.org/10.1023/A:1025001823321. 

Mason, Chris, and John Simmons. 2011. “Forward Looking or Looking Unaffordable? Utilising 
Academic Perspectives on Corporate Social Responsibility to Assess the Factors Influencing Its 
Adoption by Business.” Business Ethics: A European Review 20 (2): 159–76. 
https://doi.org/10.1111/j.1467-8608.2011.01614.x. 

McAlexander, James H., John W. Schouten, and Harold F. Koenig. 2002. “Building Brand 
Community.” Journal of Marketing 66 (1): 38–54. https://doi.org/10.1509/jmkg.66.1.38.18451. 

23



 

Micheal, J. 2021. “5 Growing Ethical Issues in Online Marketing You Need to Be Aware of. Growth 
Animals.” 2021. https://growthanimals.com/5-growing-ethical-issues-in-online-marketing-you-
need-to-be-aware-of/. 

Miller, Kelsey. 2020. “The Triple Bottom Line: What It Is & Why It’s Important.” Harvard Business 
School Online. 

Moravcikova, Katarina, Ľubica Stefanikova, and Martina Rypakova. 2015. “CSR Reporting as an 
Important Tool of CSR Communication.” Procedia Economics and Finance 26: 332–38. 
https://doi.org/10.1016/S2212-5671(15)00861-8. 

Muniz, Albert M., and Thomas C. O’Guinn. 2001. “Brand Community.” Journal of Consumer Research 
27 (4): 412–32. https://doi.org/10.1086/319618. 

Nadanyiova, Margareta, and Lubica Gajanova. 2020. “The Impact of Corporate Social Responsibility 
on Brand Loyalty in the Process of Globalization.” Edited by T. Kliestik. SHS Web of 
Conferences 74: 04017. https://doi.org/10.1051/shsconf/20207404017. 

Nielsen, J. 1997. “Loyalty on the Web.” Nielsen Norman Group. 
https://www.nngroup.com/articles/loyalty-on-the-web/. 

Nkamnebe, Anayo D. 2011. “Sustainability Marketing in the Emerging Markets: Imperatives, 
Challenges, and Agenda Setting.” International Journal of Emerging Markets 6 (3): 217–32. 
https://doi.org/10.1108/17468801111144058. 

Oliver, Richard L. 1999. “Whence Consumer Loyalty?” Journal of Marketing 63 (4_suppl1): 33–44. 
https://doi.org/10.1177/00222429990634s105. 

Oliver, Richard L. 2014. Satisfaction: A Behavioral Perspective on the Consumer. Routledge. 
O’Riordan, Linda, and Jenny Fairbrass. 2008. “Corporate Social Responsibility (CSR): Models and 

Theories in Stakeholder Dialogue.” Journal of Business Ethics 83 (4): 745–58. 
https://doi.org/10.1007/s10551-008-9662-y. 

Orlitzky, Marc, Frank L. Schmidt, and Sara L. Rynes. 2003. “Corporate Social and Financial 
Performance: A Meta-Analysis.” Organization Studies 24 (3): 403–41. 
https://doi.org/10.1177/0170840603024003910. 

Palmer, Daniel E. 2005. “Pop-Ups, Cookies, and Spam: Toward a Deeper Analysis of the Ethical 
Significance of Internet Marketing Practices.” Journal of Business Ethics 58 (1–3): 271–80. 
https://doi.org/10.1007/s10551-005-1421-8. 

Porter, Michael E, and Mark R Kramer. 2002. “The Competitive Advantage of Corporate Philanthropy.” 
Harvard Business Review 80 (12): 56–68. 

Poter, Michael E. 2006. “Strategy and Society: The Link between Competitive Advantage and Corporate 
Social Responsibility.” Harvard Business Review 84 (12): 78–92. 

Prakash-Mani, K, J Thorpe, and P Zollinger. 2002. “Developing Value: The Business Case for 
Sustainability in Emerging Markets.” London: SustainAbility. 

Ricks, Joe M. 2005. “An Assessment of Strategic Corporate Philanthropy on Perceptions of Brand 
Equity Variables.” Journal of Consumer Marketing 22 (3): 121–34. 
https://doi.org/10.1108/07363760510595940. 

Rundle-Thiele, Sharyn. 2005. “Elaborating Customer Loyalty: Exploring Loyalty to Wine Retailers.” 
Journal of Retailing and Consumer Services 12 (5): 333–44. 
https://doi.org/10.1016/j.jretconser.2004.11.002. 

Rundle�Thiele, Sharyn, and Rebekah Bennett. 2001. “A Brand for All Seasons? A Discussion of Brand 
Loyalty Approaches and Their Applicability for Different Markets.” Journal of Product & Brand 
Management 10 (1): 25–37. https://doi.org/10.1108/10610420110382803. 

Sashi, C.M. 2012. “Customer Engagement, Buyer�seller Relationships, and Social Media.” 
Management Decision 50 (2): 253–72. https://doi.org/10.1108/00251741211203551. 

Schau, Hope Jensen, Albert M. Muñiz, and Eric J. Arnould. 2009. “How Brand Community Practices 
Create Value.” Journal of Marketing 73 (5): 30–51. https://doi.org/10.1509/jmkg.73.5.30. 

24



 

Schlegelmilch, Bodo B., and Magdalena Öberseder. 2010. “Half a Century of Marketing Ethics: Shifting 
Perspectives and Emerging Trends.” Journal of Business Ethics 93 (1): 1–19. 
https://doi.org/10.1007/s10551-009-0182-1. 

Schwartz, Mark S., and Archie B. Carroll. 2008. “Integrating and Unifying Competing and 
Complementary Frameworks: The Search for a Common Core in the Business and Society Field.” 
Business & Society 47 (2): 148–86. https://doi.org/10.1177/0007650306297942. 

Smith, N. Craig, and Elizabeth Cooper-Martin. 1997. “Ethics and Target Marketing: The Role of 
Product Harm and Consumer Vulnerability.” Journal of Marketing 61 (3): 1–20. 
https://doi.org/10.1177/002224299706100301. 

Srivastava, Mala, and Dimple Kaul. 2016. “Exploring the Link between Customer Experience–Loyalty–
Consumer Spend.” Journal of Retailing and Consumer Services 31 (July): 277–86. 
https://doi.org/10.1016/j.jretconser.2016.04.009. 

Stead, Bette Ann, and Jackie Gilbert. 2001. “Ethical Issues in Electronic Commerce.” Journal of 
Business Ethics 34 (2): 75–85. https://doi.org/10.1023/A:1012266020988. 

Stobierski, T. 2021. “15 Eye-Opening Corporate Social Responsibility Statistics.” Harvard Business 
School Online (blog). June 15, 2021. https://online.hbs.edu/blog/post/corporate-social-
responsibility-statistics. 

Stobierski, Tim. 2021. “Types of Corporate Social Responsibility to Be Aware Of.” Harvard Business 
School, Available at: Https://Online. Hbs. Edu/Blog/Post/Types-of-Corporate-Social-
Responsibility (blog). April 8, 2021. https://online.hbs.edu/blog/post/types-of-corporate-social-
responsibility. 

Stonkutė, Eglė, Jolita Vveinhardt, and Włodzimierz Sroka. 2018. “Training the CSR Sensitive Mind-
Set: The Integration of CSR into the Training of Business Administration Professionals.” 
Sustainability 10 (3): 754. https://doi.org/10.3390/su10030754. 

Story, Joana, Filipa Castanheira, and Silvia Hartig. 2016. “Corporate Social Responsibility and 
Organizational Attractiveness: Implications for Talent Management.” Social Responsibility 
Journal 12 (3): 484–505. https://doi.org/10.1108/SRJ-07-2015-0095. 

Tanveer, Muhammad, Abdul-Rahim Ahmad, Haider Mahmood, and Ikram Ul Haq. 2021. “Role of 
Ethical Marketing in Driving Consumer Brand Relationships and Brand Loyalty: A Sustainable 
Marketing Approach.” Sustainability 13 (12): 6839. https://doi.org/10.3390/su13126839. 

Ul Islam, Jamid, and Zillur Rahman. 2017. “The Impact of Online Brand Community Characteristics on 
Customer Engagement: An Application of Stimulus-Organism-Response Paradigm.” Telematics 
and Informatics 34 (4): 96–109. https://doi.org/10.1016/j.tele.2017.01.004. 

United Nations. 2015. “THE 17 GOALS | Sustainable Development.” United Nations. 
https://sdgs.un.org/goals. 

Valvi, Aikaterini C., and Konstantinos C. Fragkos. 2012. “Critical Review of the E-Loyalty Literature: 
A Purchase-Centred Framework.” Electronic Commerce Research 12 (3): 331–78. 
https://doi.org/10.1007/s10660-012-9097-5. 

Vishwanathan, Pushpika, Hans (J.) van Oosterhout, Pursey P. M. A. R. Heugens, Patricio Duran, and 
Marc Essen. 2020. “Strategic CSR: A Concept Building Meta�Analysis.” Journal of 
Management Studies 57 (2): 314–50. https://doi.org/10.1111/joms.12514. 

Vitell, Scott J., James R. Lumpkin, and Mohammed Y. A. Rawwas. 1991. “Consumer Ethics: An 
Investigation of the Ethical Beliefs of Elderly Consumers.” Journal of Business Ethics 10 (5): 
365–75. https://doi.org/10.1007/BF00383238. 

Wade, Michael. 2020. “Corporate Responsibility in the Digital Era.” MIT Sloan Management Review 
28. 

Wagner, Tillmann, Richard J. Lutz, and Barton A. Weitz. 2009. “Corporate Hypocrisy: Overcoming the 
Threat of Inconsistent Corporate Social Responsibility Perceptions.” Journal of Marketing 73 (6): 
77–91. https://doi.org/10.1509/jmkg.73.6.77. 

25



 

Weller, Angeli. 2017. “Professional Associations as Communities of Practice: Exploring the Boundaries 
of Ethics and Compliance and Corporate Social Responsibility: BUSINESS AND SOCIETY 
REVIEW.” Business and Society Review 122 (3): 359–92. https://doi.org/10.1111/basr.12120. 

Whysall, Paul. 1998. “Ethical Relationships In Retailing: Some Cautionary Tales.” Business Ethics: A 
European Review 7 (2): 103–10. https://doi.org/10.1111/1467-8608.00095. 

Whysall, Paul. 2000. “Addressing Ethical Issues in Retailing: A Stakeholder Perspective.” The 
International Review of Retail, Distribution and Consumer Research 10 (3): 305–18. 
https://doi.org/10.1080/095939600405992. 

Wu, Cou-Chen, and Chia-Lin Hsu. 2015. “How to Improve E-Satisfaction and E-Loyalty and Strengthen 
the Links Between Them: Value From Regulatory Fit: How to Improve E-Satisfaction and E-
Loyalty.” Human Factors and Ergonomics in Manufacturing & Service Industries 25 (3): 353–
69. https://doi.org/10.1002/hfm.20549. 

Yoo, Chul Woo, G. Lawrence Sanders, and Junghoon Moon. 2013. “Exploring the Effect of E-WOM 
Participation on e-Loyalty in e-Commerce.” Decision Support Systems 55 (3): 669–78. 
https://doi.org/10.1016/j.dss.2013.02.001. 

Zhou, Zhimin, Qiyuan Zhang, Chenting Su, and Nan Zhou. 2012. “How Do Brand Communities 
Generate Brand Relationships? Intermediate Mechanisms.” Journal of Business Research 65 (7): 
890–95. https://doi.org/10.1016/j.jbusres.2011.06.034. 

  

26



 

 

 
Figure 1: Multilevel model of CSR (sourced from Aguinis & Glavas, 2012) 
 
 

 
Figure 2: Conceptual Framework of antecedents leading to e-loyalty (source: Valvi & Fragkos, 2012) 
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