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 The objective of this study is to investigate the impact of corporate social responsibility (CSR) on 
customer loyalty in the case of Vietnam Airlines, the flag carrier in Vietnam, in which CSR is a multi-
dimensional construct including economic, legal, ethical, philanthropic and environmental 
responsibilities. The study was accomplished by implementing a survey on a sample of 370 
Vietnamese passengers using 24 Likert-type items drawn from theoretical literature. The multiple 
regression model was applied to analyze the impact of five latent independent variables on the 
dependent variable - customer loyalty. The results indicate that for the case of Vietnam Airlines, all 
five CSR dimensions significantly and positively affect customer loyalty and legal responsibility 
should be emphasized as the most important dimension. The findings convey practical implications 
for airlines to boost customer loyalty by identifying relevant CSR dimensions on which airlines should 
focus in their corporate strategy. 
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1. Introduction 

Corporate social responsibility (CSR) has been an issue of social concern as businesses become increasingly aware of the 
importance of CSR activities and communicate their CSR efforts to society (Bhattacharya & Sen, 2004). In view of the unique 
characteristics of aviation industry, CSR is recognized as a corporate strategy for airlines to survive and thrive. First, airlines 
pollute the atmosphere with millions of tons of emissions and contribute to climate change (Holden, 2005). Eco-friendly airlines 
can create good impression on stakeholders. Secondly, the growing competition in the aviation industry and the similarity in the 
services provided have forced airlines to pursue a distinction strategy. Lastly, aviation operation involves the matter of life and 
death so complying with legal regulations related to safe flying is the matter of being viewed as reliable and trustworthy airlines. 
Studies in airline industry and other business sectors in developed countries have evidenced that customers usually have positive 
attitude and perception toward responsible businesses and are willing to reward CSR behavior by reusing the service or engaging 
in positive word-of-mouth (Asatryan, 2012; Diallo & Lambey-Checchin, 2016; Dimitriadis & Zilakaki, 2019; Galbreath, 2010; 
Gürlek et al., 2017; Hagmann et al., 2015; Khairat & Maher, 2016; Latif et al., 2020; S. S. Lee et al., 2019; Martínez et al., 2014; 
Moisescu, 2017; Öberseder et al., 2013; Salmones et al., 2005; Servera-Francés & Piqueras-Tomás, 2019; Vo et al., 2019). In 
Vietnam, corporate social responsibility has not yet received considerable attention from researchers. Very few studies could be 
found in banking, telecom and diary industries. However, the study scope has been limited to CSR practice reporting and 
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research on the relationship between CSR and customer behavior is still rare. So far, there has been no research on CSR in 
aviation sector, even though Vietnamese aviation industry is ranked as one of five fastest-growing markets in terms of additional 
passengers per year according to IATA's forecast (IATA, 2016). Therefore, the purpose of this study is to investigate the 
influence of CSR on customer loyalty in Vietnamese aviation industry with the empirical study of Vietnam Airlines – the flag 
carrier of Vietnam – with the hope that findings from the study could be used as the basis for managerial implications for suitable 
CSR activities to help Vietnamese airlines gain positive recognition and expand their customer base in the future. 

2. Literature review and hypothesis development  

2.1 Corporate Social Responsibility 

Corporate social responsibility as expressed by Howard R. Bowen in 1953’s publication of Social Responsibilities of the 
Businessman is a fundamental morality that a company behaves toward society and other stakeholders. Since then, there have 
been different definitions about CSR. However, Dahlsrud (2008) concluded t “even though there are many available definitions, 
they are predominantly congruent which makes the lack of one universally accepted definition less problematic”. The best 
known is Carroll’s approach which conceptualizes total CSR as a pyramid framework constituted by four categories including 
economic, legal, ethical and philanthropic responsibilities (Carroll, 1991). Economic responsibility is the primary dimension by 
which company is responsible for providing goods and services for consumers and ensuring maximum profit for shareholders. 
Legal dimension, the next layer on the pyramid, states that company is expected to comply with laws and regulations while 
pursuing their economic missions. Together with economic responsibility, legal responsibility makes the basic principles of 
corporate responsibilities. At a higher layer, ethical dimension encompasses activities that stakeholders expect or prohibit even 
though they are not codified into laws and philanthropic dimension embraces actions that company engages in as a good 
corporate citizen for human well-being. Besides these four dimensions, in view of the specific characteristics of aviation 
industry, environmental responsibility has emerged as the fifth dimension because airlines have caused considerable 
environmental impact and are under pressure to lessen environmental harm and apply green initiatives in their business activities. 
Previous studies have proved that environmental responsibility is crucial to elicit positive attitude and loyalty of eco-conscious 
passengers towards green airlines (Abdullah et al., 2016; Hagmann et al., 2015; Han et al., 2019; Lynes & Andrachuk, 2008). 
In some  studies, researchers have modified the conventional Carroll’ s pyramid model by integrating the environmental 
dimension when investigating the impact of CSR on customer behavior (Chung et al., 2015; Kim et al., 2020; S. S. Lee et al., 
2019). Thus, in this paper, CSR is a multi-dimensional construct including economic, legal, ethical, philanthropic and 
environmental categories. 

2.2 CSR at Vietnam Airlines 

As the flag carrier of Vietnamese aviation industry, Vietnam Airlines is a 4-star airline certified by Skytrax and recorded in top 
50 best listed companies by Forbes Vietnam. In 2019, it gained 2 prestigious awards including World’s Leading Cultural Airline 
and World’s Leading Airline – Premium Economy Class by World Travel Awards. During its business course, the airline strives 
to increase sustainable benefit to shareholders, ensures corporate governance, enhances operational efficiency and adopts 
multiple initiatives to enhance fleet operational efficiency with optimal costs. For the legal dimension, Vietnam Airlines pays 
tax in a fairly manner, fully complies with laws and regulations stipulated by the State and the Civil Aviation Authority of 
Vietnam and conforms to international conventions on safe flying by obtaining IOSA certificate. The carrier tries to be 
transparent in business management and treats its employees and customers ethically and honestly. In 2018, Vietnam Airlines 
was ranked 26 on the Top 100 best places to work in Vietnam and its Net Promoter Score in 2019 reached 23 points relatively 
high compared to the industry average (8 points – according to IATA assessment on Asia and Europe routes). As for 
philanthropic responsibility, the company actively participates in donation activities, builds houses for impoverished families 
and joins prestigious domestic and international organizations to address issues of public concerns such as performing surgeries 
for children and training doctors. The company also places environmental responsibility at top priority and carries out initiatives 
to protect the environment. In recent years, the airline has invested in new generation fleet (Boeing 787-9, Airbus A350-900, 
Airbus A321neo) featuring with less fuel consumption, carbon emission and noise pollution and applied SAFRAN fuel efficient 
software (Vietnam Airlines, 2020). 

2.3 Customer loyalty 

Customer loyalty is defined by the American Marketing Association as “the situation in which a consumer generally buys the 
same manufacturer-originated product or service repeatedly over time rather than buying from multiple suppliers”. However, 
loyalty is not just about repeated purchase because regular procurement of a certain brand may be due to inertia for branding or 
because of barriers preventing customers from turning to other brands (Reichheld, 2003). 
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Oliver defines true loyalty as a deep commitment to continuing purchasing a favorite product or service in the future, regardless 
of marketing efforts to generate a changing behavior (Oliver, 1999). Customer loyalty includes two categories: (1) behavioral 
loyalty, (2) attitudinal loyalty. According to (Fullerton, 2005; Kumar et al., 2006), behavioral loyalty ensures that customer 
loyalty can be converted into actual purchasing behavior. Attitudinal loyalty is the kind of loyalty in which customers are 
psychologically attached to the company, willing to recommend it to others and engage in positive word-of-mouth 
communication (Griffin, 2002). Although attitudinal loyalty does not guarantee that customers will buy goods, the spread of 
word of mouth can create a positive image of the business to others and generates a positive outcome (Kuusik, 2007). 

2.4 Hypotheses development 

CSR has had empirical testing in the context of many industries and CSR efforts have been proved to enhance customer loyalty  
(Maignan, 2001; Mandhachitara & Poolthong, 2011; Martínez et al., 2013, 2014; Moisescu, 2017; Rashid et al., 2015; Salmones 
et al., 2005). Previous research of (Gürlek et al., 2017) evidenced that economic responsibility is considered as the most 
fundamental responsibility and customers are willing to be loyal to financially successful businesses (Hsu, 2018; C. Y. Lee, 
2019; Stanisavljević, 2017). Besides, paying taxes in a fairly manner (Moisescu, 2017), fully complying with legal regulations 
and refraining itself from bending the laws even if this helps improve business performance (Arli & Lasmono, 2010; Maignan, 
2001), and especially in the case of aviation industry, the extent to which an airline respecting environmental regulations and 
international conventions (Asatryan, 2012; Khairat & Maher, 2016) have been proved to have positive impact on customer 
loyalty. Research of (Asatryan, 2012; Chen et al., 2012) also proved that treating ethically to consumers, protecting consumer 
right, participating in charity activities and environmental protection would increase behavioral and attitudinal loyalty. (Cho et 
al., 2017) found that ethical and philanthropic CSR positively influences the patronage for the service of Asiana Airlines, under 
the mediating role of corporate image and customer trust. Another example of the positive impact of CSR in airline on customer 
loyalty is the case of the high-flying Southwest Airlines whose philosophy is “the employee comes first” having built their 
success for its impressive customer service provided by a well-treated workforce (Martin et al., 2009). Due to the characteristics 
of airline industry, environmental responsibility is one of the most frequently analyzed CSR components and proved to boost 
corporate imaged and customer loyalty intentions (Han et al., 2019) since a green airline elicits positive attitude and is perceived 
as an airline of good choice (Hagmann et al., 2015). 

Based on the previous studies, the current research proposes the following hypotheses: 

H1: Economic responsibility positively influences customer loyalty. 
H2: Legal responsibility positively influences customer loyalty. 
H3: Ethical responsibility positively influences customer loyalty. 
H4: Philanthropic responsibility positively influences customer loyalty. 
H5: Environmental responsibility positively influences customer loyalty. 
 

3. Methodology  

3.1 Samples and data collection 

The study was carried out from June 1 to June 20, 2020 in the departure lounge of Da Nang international airport after the social 
distancing restriction on aircraft had been lifted and it was conducted on Vietnamese passengers who had experienced flying 
with Vietnam Airlines and continued using the service of Vietnam Airlines this time. Three field researchers explained the 
purpose of the study and invited Vietnam Airlines passengers to participate the survey. Upon their consent, the participants 
received the questionnaires and answered them in approximately 15 minutes. Of 400 questionnaires distributed, the field 
researchers collected 390, representing a response rate of 97.50%. After examination, we excluded 20 questionnaires from the 
analysis because of missing data. Thus, a total of 370 samples, constituting a 92.50% distribution ratio, were applied in this 
study.  

Table 1  
Sample descriptive statistics 

Gender  Marital Status  
Male 178 (48.1%) Single 134 (36.2%) 
Female 192 (51.9%) Married 236 (63.8%) 
Age  Monthly Income  
20 – 29 134 (36.2%) Under 5 million dongs 30 (8.1%) 
30 – 39 140 (37.8%) 5 – 10 million dongs 138 (37.3%) 
40 – 49 58 (15.7%) 10 – 15 million dongs 140 (37.8%) 
50 – 59 22 (5.9%) 15 – 20 million dongs 47 (12.7%) 
Over 60 16 (4.3%) Over 20 million dongs 15 (4.1%) 

3.2 Measurement scales 
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The questionnaire included 24 Likert-type items (ranging from 1= “strongly disagree” to 5 = “strongly agree”) to measure 5 
CSR dimensions – independent variables – including economic, legal, ethical, philanthropic and environmental responsibilities 
and customer loyalty – dependent variable. For the measurement of economic, legal, ethical and philanthropic CSR dimensions, 
the author adopted 16 items from (Cho et al., 2017) and for environmental dimension, the author adopted 4 items from 
(Moisescu, 2017). Four items for customer loyalty were adopted from (Nguyen & LeBlanc, 2001). 

Economic responsibility (ECOCSR) (4 items): generating much employment impact, trying to save operating cost, being 
committed to long-term economic growth, contributing to economic development through profit-making. 

Legal responsibility (LEGCSR) (4 items): complying with international air transport-related laws, being committed to operate 
business legally, complying with customer protection laws for customers, complying with airline service-related regulations. 

Ethical responsibility (ETHCSR) (4 items): trying to be transparent management, trying to be a reliable company with correct 
moral principles, providing customers with accurate corporate management information, not releasing false and exaggerated 
advertisements. 

Philanthropic responsibility (PHICSR) (4 items): providing variety of donations, developing a campaign for helping the needy, 
being committed to build a better community, conducting various social responsible activities through fundraising. 

Environmental responsibility (ENVCSR) (4 items): doing everything possible to reduce negative effects on the environment, 
striving to minimize the consumption of resources, working diligently to use environmentally friendly materials, and being 
concerned with waste management and recycling activities. 

Customer loyalty (LOYALTY) (4 items): If I had needed flying services now, Vietnam Airlines would be my first choice, I will 
continue to fly with Vietnam Airlines, I would recommend Vietnam Airlines as the best airlines in Vietnam, I would encourage 
friends and relatives to fly with Vietnam Airlines. 

4. Results and discussion  

4.1 Reliability Test 

Table 2 shows the result of reliability test for the dependent and independent variables.  In this study, all the Cronbach’s alpha 
coefficients exceed the minimum cutoff level of .60. Thus, the items measuring the variables are considered acceptable and the 
instruments are accepted for the reliability test. 

Table 2 
Mean Scores and Analysis of Internal Consistency 

Variables No. of Items Mean SD Cronbach’s Alpha 
ECOCSR 4 17.18 1.459 .820 
LEGCSR 4 14.62 2.561 .926 
ETHCSR 4 16.66 1.384 .703 
PHICSR 4 19.03 1.533 .888 
ENVCSR 4 16.65 1.247 .840 

LOYALTY 4 17.40 1.568 .778 
 

4.2 Exploratory Factor Analysis (EFA) 

The author conducted Exploratory Factor Analysis (EFA), varimax analysis of 20 observed independent variables. The result 
of EFA on Table 3 shows that 0.5<KMO = 0.743<1, which means that all variables are related to each other. The Bartlett’s test 
of sphericity (chi-square=3934.080; df=190; p<.001) indicating correlations in the data set that are appropriate for factor 
analysis. Cumulative extraction sums of squared loadings = 70.087% > 50%. 

Table 3 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .743 

Bartlett's Test of Sphericity 
Approx. Chi-Square 3934.080 
Df 190 
Sig. .000 
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Table 4 
Rotated Component Matrix 
 Component 

1 2 3 4 5 
LEGCSR3 .914     
LEGCSR2 .906     
LEGCSR4 .895     
LEGCSR1 .894     
PHICSR4  .882    
PHICSR2  .881    
PHICSR3  .872    
PHICSR1  .809    
ENVCSR3   .891   
ENVCSR2   .831   
ENVCSR4   .812   
ENVCSR1   .739   
ECOCSR3    .881  
ECOCSR2    .839  
ECOCSR4    .739  
ECOCSR1    .733  
ETHCSR1     .742 
ETHCSR3     .723 
ETHCSR4     .719 
ETHCSR2     .679 
 
The results of the rotated component matrix show that 20 observed variables are grouped into 5 latent variables and all observed 
variables have factor loadings which are greater than 0.5. 
 
4.3 Analysis of factors affecting customer loyalty for Vietnam Airlines 
 
After testing the reliability and analyzing EFA, the author checked Pearson's correlation coefficient to check the correlation 
between the dependent and independent variables. 
 
Table 5 
Correlations 
 LOYALTY ECOCSR LEGCSR ETHCSR PHICSR ENVCSR 

LOYALTY 
Pearson Correlation 1 .173** .355** .381** .298** .156** 
Sig. (2-tailed)  .001 .000 .000 .000 .003 
N 370 370 370 370 370 370 

ECOCSR 
Pearson Correlation .173** 1 .087 .123* .034 -.031 
Sig. (2-tailed) .001  .094 .018 .513 .559 
N 370 370 370 370 370 370 

LEGCSR 
Pearson Correlation .355** .087 1 .134** .053 -.062 
Sig. (2-tailed) .000 .094  .010 .309 .234 
N 370 370 370 370 370 370 

ETHCSR 
Pearson Correlation .381** .123* .134** 1 .158** .138** 
Sig. (2-tailed) .000 .018 .010  .002 .008 
N 370 370 370 370 370 370 

PHICSR 
Pearson Correlation .298** .034 .053 .158** 1 .047 
Sig. (2-tailed) .000 .513 .309 .002  .363 
N 370 370 370 370 370 370 

ENVCSR 
Pearson Correlation .156** -.031 -.062 .138** .047 1 
Sig. (2-tailed) .003 .559 .234 .008 .363  
N 370 370 370 370 370 370 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
 
Table 5 shows that there were correlations between the dependent variable (loyalty) and the independent variables so the author 
used the multiple regression model to analyze the multiple linear regression between the dependent and independent variables. 
 
Table 6  
Model Summary 
Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 
1 .565a .320 .310 .32554 1.153 
a. Predictors: (Constant), ENVCSR, ECOCSR, PHICSR, LEGCSR, ETHCSR 
b. Dependent Variable: LOYALTY 
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Table 7  
ANOVA 
Model Sum of Squares Df Mean Square F Sig. 

1 
Regression 18.113 5 3.623 34.183 .000b 
Residual 38.575 364 .106   
Total 56.687 369    

a. Dependent Variable: LOYALTY 
b. Predictors: (Constant), ENVCSR, ECOCSR, PHICSR, LEGCSR, ETHCSR 
 
The result shows that adjusted R Square= 0.310, F-test (ANOVA) represents the significance level. = 0.000; therefore, the 
regression model is suitable. Table 8 presents the result of the multiple linear regression as follows: 
 
Table 8  
Multiple linear regression analysis result 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

T Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) .088 .388  .226 .821   
ECOCSR .116 .047 .108 2.478 .014 .978 1.023 
LEGCSR .187 .027 .305 6.950 .000 .970 1.031 
ETHCSR .310 .051 .273 6.087 .000 .928 1.078 
PHICSR .234 .045 .228 5.213 .000 .973 1.028 
ENVCSR .163 .055 .130 2.959 .003 .972 1.029 

a. Dependent Variable: LOYALTY 
 
The multiple linear regression results show that customer loyalty in Vietnam Airlines is significantly impacted by all five CSR 
dimensions. Based on the size of standardized coefficient beta, we could find that the most important effect on customer loyalty 
is given by how customers perceive the airline commitment to operate the business legally and comply with the state and 
international air transport-related laws (Beta=.305; p<.001), followed by how customers perceive the carrier treats its customers 
ethically and engages to being a reliable and transparent airline (Beta = .237; p<.001); contributes to the well-being of the society 
(Beta=.228; p<.001), protects the environment (Beta=.130; p=.003), and contributes to economic development through profit 
making and generates employment impact (Beta=.108; p=.014). 
 
Findings from the study are consistent with previous studies on the impact of CSR activities on customer loyalty in airline 
industry of other countries. (Asatryan, 2012; Chen et al., 2012; Khairat & Maher, 2016) previously showed that an airline which 
demonstrates that it respects customers and employees, treats customers ethically and transparently, conducts the business in 
accordance with laws and policies stipulated by government and international conventions, provides safe and reliable 
transportation service, protects the environment and spends part of its profit on charity funding… could foster customer loyalty. 
These results are consistent with the output of the current research which also shows that ethical, legal, philanthropic and 
environmental responsibility has significant impacts on customer loyalty. Besides, the fact that being a financially strong airline 
with sustainable development has been proved to be an airline of wise choice in customers’ opinion (Park, 2019; Park et al., 
2015) is reaffirmed in the current study when economic responsibility is proved to be a predictor of customer loyalty. 

5. Conclusions and implications  

The current study has revealed that in the case of Vietnam Airlines, customer loyalty is significantly impacted by the extent to 
which the airline engages in responsible activities and expresses itself as a good citizen. The study results show that all CSR 
dimensions including economic, legal, ethical, philanthropic and environmental responsibilities have positive and significant 
influence on customer loyalty. However, the degrees of these impacts on customer loyalty vary. The fact that legal CSR has the 
strongest influence on customers implies that Vietnamese passengers emphasize the importance of laws compliance in air 
transportation when regulations on safety and health for passengers and crew have been proved to work efficiently in preventing 
the spread of disease during the COVID - 19 pandemic in Vietnam recently. Ethical and philanthropic responsibilities are 
relevant to customer loyalty and have stronger effect than environmental and economic responsibilities.  

The fact that CSR activities are highly appreciated by customers elicits that Vietnam Airlines should communicate these 
activities to stakeholders so as to enhance its customer base loyalty and reinforce its position as the flag carrier of Vietnam. It 
is extremely significant in the current context when competition in Vietnamese aviation industry is expected to increase in the 
near future. However, the limitation of this study is that it is only investigating the case of Vietnam Airlines. In the future, 
studies conducted on all airlines of Vietnamese aviation industry are encouraged to verify the results of this study. 
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