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The impact of social responsibility and marketing ethics in enhancing customer loyalty
A field study on a sample of students at Al-Mustagbal University
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Abstract

The main objective of the current research is to know the impact of
social responsibility represented by its dimensions (research and
development responsibility, philanthropic responsibility) and
marketing ethics represented by its dimensions (honesty, justice,
citizenship) in enhancing customer loyalty. A sample of fourth and
fith year students of the College of Dentistry at Al-Mustagbal
University located in Babylon Governorate was targeted, in order
to know and analyze their opinions regarding the research topic.
The research problem was summarized in the extent to which
social responsibility and marketing ethics are adopted in
enhancing customer loyalty. (150) questionnaires were distributed
to the research sample and the response rate was 100%.
Appropriate statistical methods (frequencies, arithmetic averages,
simple regression, impact factor) were used to analyze the
obtained data. The research concluded that there is a significant
influence relationship between (social responsibility and customer
loyalty) and (marketing ethics and customer loyalty) and (social
responsibility and marketing ethics and customer loyalty). The
most prominent results were the existence of a significant
influence relationship according to the strongest influence is (social

responsibility), while (marketing ethics) was less influential. The

LBy 9 5 0aY) AudS — il daala*

Yev



research came out with recommendations, the most prominent of
which was to enhance the responsible human and ethical role in
dealing with customers represented by students, and to create
electronic platforms for social communication for the purpose of
identifying and dealing with students' reactions, whether positive or
negative, with the aim of obtaining feedback that contributes to
evaluating the university's performance, and the relentless pursuit
of retaining the current customer and attracting the future customer
through previously un proposed community methods that can
constitute a competitive advantage over time.

Keywords: Social responsibility, marketing ethics, customer loyalty,
Al-Mustaqgbal Private University.
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