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Abstract

Due to the globalization and growing competition between companies in every direction,
corporations are forced to find ways for increasing sales number and minimizing costs, for
that reason they are closely observing their customers and their needs and factors which
affects their decisions about purchasing, therefore companies try to apply their marketing
strategies to customers’ needs and expectations.

Today there is a large amount of knowledge and know-how in the hands of marketers and
sales managers, every professional knows that attracting new customers is the luxurious
thing and needs solid spending from a company and keeping existing customers is five to
twenty-five times cheaper than gaining new buyers, because of that main goal for any

reasonable company is to gain the loyalty of their existing customers.

Customer loyalty can be measured by the repeated purchase of same service and product
from the same company, a loyal customer is hard to be influenced by changing prices and
flaws in a service, no company can avoid that once in a while. Loyal customers do not try to
find new companies and it is not expected from them to change the company after the

marketing campaign.

There are many factors which influence customer loyalty amongst them is an image of the
organization, correspondence of price and quality, services and so on, but for more than a
couple of decades companies alongside with other marketing activity are using corporate

social responsibility for customer loyalty building.

On the other hand, CSR is quite a complex concept to be considered just as a way of
customer loyalty generation. For example, last decades there are many problems on the
global agenda. Commercial organizations and companies try to use it for their favour and
they try to express their attitudes towards this problem and they use this as their competitive

strategy image of a company which fighting against discrimination environmental pollution,



poverty and inequality give them more chance to attract customers which are sensitive
towards this problem and there is a growing possibility their loyalty will be depicted in their

purchases.

For organizations and their stakeholders, CSR has much more positive effect than customers
satisfaction and loyalty, as the oil companies, their business is one of the risks consisting and
as a rule, because of the amount of environmental damage and risk, expectations of using

CSR in their strategy is higher from society towards them.

The main goal for our research is to find out how oil companies are using CSR and if they use

it as a tool to form customers positive attitude and if it influences their loyalty.

Keywords: customer loyalty, corporate social responsibility, oil companies
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