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Abstract: The purpose of this article is to identify and analyze several
references related to the keyword "customer loyalty." Utilizing Harzing's
Publish or Perish, a systematic literature review was conducted for this study
using the Scopus database. Employing the SPAR-4-SLR protocol, data analysis
was performed using Microsoft Excel, Mendeley, and VOS Viewer to ensure
transparency and replicability. The findings of this study identified 82 primary
articles indexed in Scopus Q1 based on the Scimago Journal Ranking (SJR). The
study also discovered seven knowledge clusters supporting research on
customer loyalty, with a total link strength of 214. VOS Viewer visualization
revealed that "Customer Loyalty" is significantly prominent and is associated
with the phrase "Customer Satisfaction," demonstrating a clear relationship.
This study has several limitations, such as constraints in database access
restricted to Scopus. Therefore, future research is recommended to expand data
collection by incorporating additional sources such as Emerald, SpringerLink,
Science Direct, EBSCO, Google Scholar and non-Q journals like Web of Science.
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Introduction

The rapid advancement of digital technology has intensified competition in the
food business sector. Recognizing that consumers are critical to achieving organizational
goals, companies increasingly understand the crucial role they play. This highlights the
risks of neglecting customer complaints or engaging in disputes over minor issues, as
these can lead to customer loss and should not be overlooked. Understanding the factors
influencing service quality and their impact on customer loyalty has therefore become
essential (Chikazhe et al, 2021). Key factors that influence attitudinal and behavioral
loyalty, such as service quality, satisfaction, trust, value, and commitment, are expected to
enhance service excellence and customer retention (Ashraf et al, 2018). Building customer
loyalty is crucial for all businesses, including those in the food sector, as the cost of
acquiring new customers is significantly higher than retaining existing ones.

Customer loyalty can be influenced by service quality. Overall service quality must
meet customer expectations to effectively impact loyalty (Nyagadza et al, 2022).
Furthermore, overall service quality strongly affects customer satisfaction, attitudinal
loyalty, and behavioral loyalty (Nyagadza et al, 2022). Social value significantly influences
customer loyalty, highlighting the critical role of interaction in shaping the future of social
media services in an era of rapid expansion and intense competition (Foroudi et al, 2020).
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Customer satisfaction, loyalty, and brand identification represent the collective
experiences and perceptions formed through various interactions with the brand (Ageeva
et al, 2018) (Foroudi et al, 2016) (Melewar et al, 2017). Social media, as a strategic
marketing tool, creates social value by offering online platforms that enable retailers to
build stronger connections with consumers, visitors, and buyers through interactive
engagement. The primary function of microblogging platforms and social media is to
facilitate the creation of compelling content that fosters connection, communication,
information sharing, experience exchange, and interaction among users (Cuomo et al,
2017). The study by (Kim et al, 2021) reveals that brand image has a positive and
significant impact on customer loyalty. (Park, 2019) argues that brand image is a percept
ual phenomenon influenced by a company's communication activities, which can
encourage consumers to associate their thoughts with branded products. When consumers
form a positive image of a particular brand, they are more likely to prefer that brand,
leading to purchasing decisions and the realization of purchases for the brand they favor.

This study employs the Scientific Procedures and Rationales for Systematic
Literature Review (SPAR-4-SLR) protocol to ensure transparency in the results and to
serve as a guideline for research (Paul et al, 2021). Additionally, bibliometric analysis is
utilized to evaluate performance and map the intellectual structure of customer loyalty
research (Donthu et al, 2021). The current review formulates a series of research questions
(RQs) that require answers aligned with the objectives of the study, as follows:

RQ1: What are the trends in customer loyalty research publications.

RQ2: What are the leading journals and countries in customer loyalty (CL) research?
RQ3: What are the knowledge clusters within the intellectual structure of customer
loyalty (CL) research?

Systematic Literature Review

There are several methods for conducting literature reviews, such as traditional
reviews and systematic literature reviews. According to the study by (Tranfield et al,
2003), a systematic literature review (SLR) is defined as a replicable, scientific, and
transparent method of reviewing literature. The systematic literature review (SLR) method
differs from conventional and traditional literature review methods. SLR is an impartial
methodology because it is auditable and replicable, whereas traditional literature reviews
tend to be subjective and often fail to generate reliable knowledge (Tranfield et al, 2003).
A systematic literature review presents a comprehensive coverage of the literature,
ensures the continuity of searches for future replication, and adheres to strict, transparent,
and pragmatic methodology. It also provides a complete scope of literature and offers the
most reliable, efficient, and high-quality method for exploring extensive literature
(Pilbeam et al, 2012) (Tranfield et al, 2003). Therefore, the use of systematic literature
review (SLR) is preferred over traditional and conventional reviews. Researchers opt to
use systematic literature review (SLR) over traditional reviews because the results are of
higher quality. Over the past decade, systematic literature review (SLR) has evolved and
has played a significant role in current evidence-based practices (Pilbeam et al, 2012).
Systematic literature review (SLR) is frequently used in medical research, and this method
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can be further explored across various disciplines to generate deeper knowledge. There
are five steps in conducting a systematic literature review: planning, searching, screening,
extraction, synthesis, and reporting (Pilbeam et al., 2012). Additionally, there are three key
steps in performing a systematic literature review (SLR): 1) identifying relevant primary
studies in the search database, 2) setting inclusion and exclusion criteria, and 3) assessing
the quality of primary studies (Coombes & Nicholson, 2022).The introduction should
briefly place the study in a broad context and highlight why it is important. It should
define the purpose of the work and its significance. The current state of the research field
should be carefully reviewed and key publications cited. Please highlight controversial
and diverging hypotheses when necessary. Finally, briefly mention the main aim of the
work and highlight the principal conclusions. As far as possible, please keep the
introduction comprehensible to scientists outside your particular field of research. APA
style should be employed for citations and references. See the end of the document for
further details on references.

Methodology

A systematic literature review (SLR) on Customer Loyalty (CL) supported by
technology was conducted using big data obtained electronically from scholarly
databases, specifically Scopus, via Harzing's Publish or Perish. The data were then
analyzed using software tools such as Excel, Mendeley, and VOS Viewer. To ensure
transparency and reproducibility, this systematic literature review (SLR) adopts the
appropriate protocols, as recommended by (Lim & Weissmann, 2021). This study follows
the Scientific Procedures and Rationales for Systematic Literature Review (SPAR-4-SLR)
protocol developed by (Paul et al, 2021).

Assembling

The assembly phase consists of two steps: identification and acquisition. Since
journal articles represent comprehensive research that has undergone rigorous peer
review, the identification stage of this study focuses on identifying the sources used.
Scopus was selected as the source due to its strict quality standards and value as a
comprehensive search and acquisition method for articles. In the acquisition stage, the
Scopus database was utilized with the keyword "customer loyalty," resulting in a total of
200 articles.

Arranging

The organization phase consists of two sub-phases: organization and filtering.
During the organization phase, articles are categorized based on language, document type,
source type, and topic area. In the filtering phase, articles in English related to the fields of
Customer Loyalty, Marketing, Management, and Retailing published between 2019 and
2024 were selected. This filtering process resulted in 100 article titles. Further filtering was
conducted based on the Scimago Journal Ranking (SJR) category, specifically selecting
articles categorized as Q1. The result of this process yielded 82 article titles.

Assessing
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The assessment phase also consists of two sub-steps: evaluation and reporting.
Microsoft Excel is specifically used for performance analysis to highlight trends in leading
journals, publications, and countries. Knowledge cluster mapping within the intellectual
structure and its contribution to knowledge growth on the subject is then carried out using
the VOS Viewer program with co-occurrence analysis.

Assembling

Identification

- Research question: Customer Loyalty

- Domain: Customer Loyalty

- Source type: Journals

- Source quality: Science Direct or Scopus

Acquisition

- Search mechanism and material acquisition: Scopus

- Search period: 12 Desember 2024 — 15.00 PM

- Search keyword: “Customer Loyalty”

Total documents returned from assembling stage: 200 Document

Arranging

Organization
- Organizing codes: Language, Document type, Source type, Subject area and source quality and screening

v

Purification

- Language: English

- Years: 2019 - 2024

- Document type: Article

- Source type: Journals

- Subject Area: Customer Loyalty, Marketing, Management, and Retailing
Total documents: 100 Document

- Source Quality: SJR kategori Q1
Total documents: 82 Document

- Screening: title and abstract
Total documents returned from arranging stage: 82 Document

'

Assessing

Evaluation

- Total Document for analysis: 82 Document

- Performance Analysis: Analysis of the publication trend (RQ1) and top journals,

countries. (RQ2) to evaluate the customer loyalty

- Science mapping: Co-authorship analysis of authors and countries to enrich contribution insight (RQ2) and a Co-
occurance analysis of keywords to unpack the themes in the intellectual structure (RQ3) of customer loyalty

- Sofeware: Microsoft Excel, Mendelay, VVos Viewer

Reporting
- Convention: Figure, tables, and words
Limitation: Accuracy and completeness of bibliometric data in scopus

Figure 1. Research Review Procedure for Customer Loyalty using SPAR-4-SLR Protocol.

https://penerbitadm.pubmedia.id/index.php/JIM



Journal of Indonesian Management Vol: 5, No 3, 2025 50f14

Result and Discussion
The Trend of Publication in Customer Loyalty Research between 2019 and 2024

The publication trends of research related to Customer Loyalty over the past six
years, from 2019 to 2024, are presented in the following table and graph:

Table 1. Trend of Customer Loyalty Publications

Period Number of Articles
2019 32

2020 28

2021 15

2022 6

2023 1

2024

Total 82

From the Scopus database, research related to customer loyalty has experienced a
decline over the past six years. The declining publication trend is evident in Table 1, where
in 2023, only one article was published in the Q1 category, and in 2024, no articles were
published in the QI category regarding customer loyalty. The highest number of
publications was recorded in 2019 with 32 articles. Subsequently, in 2020, the number
decreased to 28 articles, followed by a further decline to 15 articles in 2021, and only 6
articles were published in 2022.

Histogram of Publication
40
30
20
10

2019 2020 2021 2022 2023 2024

Figure 2. Customer Loyalty Publication Trends.

Figure 2 also shows that the publication trend has declined from 2019 to 2024. This
indicates that the research trend on customer loyalty has continued to decrease each year
up to the present.

The Identified Journals for Customer Loyalty Research between 2019 and 2024
In the table below, you can find the journals that were chosen for this study:

Table 2. Identified Journals between 2019 and 2024

Scopus Number Scopus Number
No Journals Inc{) N of No Journals Incf N of
€ Articles € Articles
Journal of Retailing Journal of Global
1 and Consumer QA 21 19 Scholars of Q1 1
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Scopus Number Scopus Number
No Journals Index of No Journals Index of
Articles Articles
Services Marketing Science:
Bridging Asia and
the World
International Journal Journal of
2 of Hospitality Q1 6 20 Broadcasting and Q1 1
Management Electronic Media
Journal of Business South Asian Journal
3 Research Ql 6 2l of Business Studies Ql !
Journal of
4 Hospital'ity and o1 5 » Electronic Commerce Q1 1
Tourism Research
Management
5 International ]ou.rnal Q1 4 3 Information and Q1 1
of Bank Marketing Management
International Journal
6 Journal of Retailing Q1 4 24 of Information Q1 1
Management
Sustainability European Journal of
7 (Switzerland) Ql 3 2 Marketing Ql 1
International Journal
8 of Conte@pérary o1 3 % Journal of Consumer o1 1
Hospitality Research
Management
Journal of the Sustainable
9 Academy of Q1 2 27 Production and Q1 1
Marketing Science Consumption
. ournal of Enterprise
0 ) Oumallzof usIness Q1 2 28 J Informationp Q1 1
thics Management
ournal of Travel
11 ] and Tourism Q1 2 29 Journal of Internet Q1 1
. Commerce
Marketing
ournal of
12 Inr{ovation and Q1 1 30 Management Q1 1
Research Review
Knowledge
13 Journal of Marketing QI 1 gy ServiceIndustries Q1 1
Journal
Asia Pacific Journal
1 ] Ougild‘i?siner Q1 1 32 ofMarketingand Ql 1
Logistics
Organizational
Transportation Corporate Social
15 Research Part A: Q1 1 33 Responsibility and Q1 1
Policy and Practice Environmental
Management
Journal of Travel
16 Q1 1 34 TQM Journal Q1 1

Research
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Scopus Number Scopus Number
No Journals Index of No Journals Index of
Articles Articles
Journal of Product Journal of Business
17 and Brand Q1 1 35 and Industrial Q1 1
Management Marketing
Journal of
Destination Management
18 Marketing and @l 1 36 Research Review Ql !
Management

Based on the table of sources focused on articles indexed in Scopus Q1 category,
this study identified 82 articles from 36 academic journals (see Table 2). The Journal of
Retailing and Consumer Services published the most articles, with a total of 21 articles
from 2019 to 2024. It was followed by the International Journal of Hospitality Management
and the Journal of Business Research, each with 6 articles. This indicates that customer
loyalty is still largely overlooked in journals related to Management, Marketing, and Retail
studies. Therefore, this topic becomes an interesting subject for further research on its
contribution to customer loyalty.

The Countries for Customer Loyalty Research 2019 and 2024
The top countries for this research can be seen in Table 3 below:

Table 3. Top Countries in Publish Articles.

No Countries Number of Articles
1 United Kingdom 61
2 United States 13
3 Switzerland 3
4 Netherlands 5
Total 82

Based on Table 3, the country that published the most articles between 2019 and 2023
is the United Kingdom, with a total of 61 articles. It is followed by the United States with
13 articles, Netherlands with 5 articles, and Switzerland with 3 articles.

Customer Loyalty Research Mapping
Knowledge Cluster Through Co-Occurrence of Keyword in Customer Loyalty Research
The keywords selected in this review represent the essence of the articles in this
study (Donthu et al, 2021). Given that keywords reflect the main characteristics of a
specific research, this review conducts an analysis of the frequency of selected keywords
for articles in VOS Viewer as a knowledge mapping technique to examine the
relationships between keywords in order to gain an understanding of the knowledge
clusters in the study of customer loyalty.
The terms selected to provide a clear picture of the keyword occurrences are those
that appear at least twice in the review corpus. Using VOS Viewer, this evaluation
produces a network map of keywords, as shown in the following figure:
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Figure 3. Visualization of Customer Loyalty Research Development Map.

From Figure 3, 44

keyword items were found using terms that appeared at least

twice in the review corpus. The co-occurrence analysis of keywords overall revealed that 7
knowledge clusters, with a total link strength of 214, support the framework of the
Customer Loyalty study. These 7 knowledge clusters will be discussed further using
sensemaking, where keywords are logically organized to convey the essence of the
research in each knowledge cluster. Table 4 shows the co-occurring keywords for the
knowledge groups in customer loyalty research:

Table 4. Co-Occurance Keyword for Clusters

Keywords oC TLS Keywords ocC TLS
Cluster 1 Cluster 4

Airbnb 2 4 Affective Commitment 2 6
Brand Attachment 4 10 Gamification 2 4
Brand Experience 3 6 Hospitality 2 2
Brand love 2 6 Loyalty Program 2 6
Brand Loyalty 11 23 Perceived value 3 8
Brand Trust 2 7 Satisfaction 11 28
Customer Brand Loyalty 2 8 Cluster 5

Customer Journey 2 4 Image 2 9
Revisit Intention 2 5 Loyalty 16 32
Self-brand Connection 2 6 Moderation 2 5
Touchpoints 2 4 Reputation 2 7
Cluster 2 Service Quality 7 19
Co-cretion 2 6 Cluster 6

Corporate Social responsibility 7 20 Customer Experience 6 11
Customer Behavior 2 7 Mobile App 2 5
Customer Loyalty 26 43 Omnichannel 2 3
Customer Satisfaction 12 22 Retail 3 8
Customer Company 2 7 Retailing 3 5
Identification

Service Dominant Logic 2 4 Cluster 7

Cluster 3 Brand Aunthenticity 2 3
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Keywords ocC TLS Keywords oC TLS
Articial Intelligence 4 7 Brand Image 2 4
Commitment 4 8 Trust 6 13
Customer Engagement 9 18

Customer Trust 3 7

Hotels 3 7

Relationship Quality 2 4

Social media 5 7

Notes: OC: Occurance, TLS: Total Link Strength

Cluster 1: Brand loyalty

The first cluster consists of 11 keywords and focuses on brand loyalty and its
impact on customer loyalty. The co-occurring keywords in this cluster indicate that brand
loyalty in customer loyalty has been studied alongside Airbnb, Brand Attachment, Brand
Experience, Brand Love, Brand Trust, Customer Brand Loyalty, Customer Journey, Revisit
Intention, Self-Brand Connection, and Touchpoints. The importance of transparency,
authenticity, and ethical engagement in fostering deeper consumer relationships and long-
term brand loyalty is highlighted. Practical implications for businesses include strategies
for integrating sustainability into core business strategies to enhance consumer trust,
differentiate from competitors, and achieve long-term financial gains (Agustian et al,
2024). By improving brand equity and brand loyalty, customer loyalty can be enhanced
(Troiville, 2024).

Cluster 2: Customer Loyalty

The second cluster consists of 7 keywords and focuses on Customer Loyalty. The
co-occurring keywords in this cluster suggest that Co-creation, Corporate Social
Responsibility, Customer Behavior, Customer Satisfaction, Customer-Company
Identification, and Service-Dominant Logic influence customer loyalty. Research by
(Barbosa et al, 2023) (Foroudi et al, 2020) (Mansouri et al, 2022) (Nyagadza et al, 2022)
(Slack, 2020) (Suson et al, 2023) also reveals that customer satisfaction can impact customer
loyalty. According to the customer value perspective and theory, satisfaction is the result
of the customer's perception of the value received compared to the expected value
(Zeithaml et al, 1996). Thus, loyalty is formed from the customer's belief that the value
received is higher than what is offered by other providers.

Cluster 3: Customer engagement in Customer Loyalty

The third cluster consists of 7 keywords and focuses on Customer Engagement's
influence on Customer Loyalty. The co-occurring keywords in this cluster indicate that
customer engagement in customer loyalty has been studied alongside Artificial
Intelligence, Commitment, Customer Trust, Hotels, Relationship Quality, and Social
media, all of which can influence customer loyalty. Customer value based on interaction
enriches the offering with additional content, both functional and social, which
strengthens commercial and emotional appeal through a new dimension of continuous
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interaction intention (Foroudi et al, 2020). Social media services, as rapidly developing
technologies, offer consumers a convenient shopping experience while enhancing their
engagement and intention to use these services.

Cluster 4: Satisfaction in Loyalty

The fourth cluster consists of 4 keywords and centers around Satisfaction's
influence on loyalty. The co-occurring keywords in this cluster indicate that satisfaction
has been studied alongside Affective Commitment, Gamification, Hospitality, Loyalty
Programs, and Perceived Value. Loyalty is formed from the customer's belief that the
value received is higher than what is offered by other providers. Therefore, loyalty
contributes to increased profitability through higher revenue, reduced customer
acquisition costs, lower price sensitivity, and decreased operational costs. Customer
satisfaction is a key construct in understanding consumer behavior, including consumers'
willingness to make purchases, the company's reputation, and customer loyalty (Saeidi et
al, 2015) (Su et al, 2016) (Yang et al, 2019).

Cluster 5: Loyalty

The fifth cluster consists of 5 keywords and centers around Loyalty. The co-
occurring keywords in this cluster indicate that Loyalty has been studied alongside Image,
Moderation, Reputation, and Service Quality. Research by (Nyagadza et al, 2022) reveals
that customer satisfaction has an indirect influence on the overall service quality's impact
on customer loyalty. This suggests that customer satisfaction mediates the relationship
between service quality and customer loyalty. Quality is closely related to customer
satisfaction, retention, and the development of loyalty toward products and services.
Customer satisfaction results from comparing the expected service or product
performance with the actual brand product performance (Nyagadza et al, 2022) and
comparing various customer expectation standards.

Cluster 6: Customer Experience in Customer Loyalty

The sixth cluster consists of 5 keywords and centers around Customer Experience
influencing Customer Loyalty. The co-occurring keywords in this cluster indicate that
Customer Experience in Customer Loyalty has been studied alongside Mobile App,
Omnichannel, Retail, and Retailing. The e-commerce industry has undergone significant
transformation over the past few decades, driven by advancements in digital technology
and changes in consumer behavior. A positive customer experience, encompassing the
entire shopping journey from product search to post-sales service, can enhance satisfaction
and foster long-term loyalty (Agustian et al, 2024) (Harshini et al, 2024).

Cluster 7: Trust in Customer Loyalty

The seventh cluster consists of 3 keywords and centers around trust influencing
customer loyalty. The co-occurring keywords in this cluster indicate that trust in customer
loyalty has been studied alongside Brand Authenticity and Brand Image. Trust has a

https://penerbitadm.pubmedia.id/index.php/JIM



Journal of Indonesian Management Vol: 5, No 3, 2025 110f14

positive and significant influence on customer satisfaction and loyalty (Susanto, 2024).
According to (Akgunduz et al, 2023), customer trust is a fundamental need and a key
antecedent for high-quality services. (Caturani et al, 2019) define trust as the willingness
of an individual to rely on another party based on their belief in that party. (Gultom et al,
2020) describe it as subjective belief related to the obligations of online transactions.

Conclusion

This study identified 82 Ql-ranked articles on customer loyalty based on the
Scimago Journal Ranking (SJR). These articles were retrieved from the Scopus database
using Harzing's Publish or Perish and then analyzed using software tools such as Excel,
Mendeley, and Vos Viewer. To maintain relevance with the research problem, the articles
included in the analysis were limited to publications from the past five years (2019-2024).
The study applies the SPAR-4-SLR (Scientific Procedures and Rationales for Systematic
Literature Review) technique.

The results of the study show that the journal with the highest number of articles
published on customer loyalty is the Journal of Retailing and Consumer Services with 21
articles, followed by the International Journal of Hospitality Management and the Journal of
Business Research, both with 6 articles. The study also indicates a decline in the number of
publications over the past six years. The United Kingdom is the most productive country
in terms of publications on this topic, with 61 articles, followed by the United States with
13 articles. The Netherlands contributed 5 articles, and Switzerland 3 articles. The
distribution of research suggests that customer loyalty has become a widely studied
subject in developed countries.

Furthermore, the co-occurrence key analysis using Vos Viewer resulted in 7
knowledge clusters that support the research framework. Among these 7 clusters, there is
support for the research structure on customer loyalty with a total link strength of 214. The
visualization from Vos Viewer shows that the keyword "Customer Loyalty" has a large
size and is closely connected with the keyword "Customer Satisfaction," indicating a direct
relationship between these two concepts.

This study has several limitations, including constraints related to the use of a
database limited solely to Scopus. Another limitation is the fact that Scopus continuously
updates its data, meaning this study provides only a brief overview of the data collected
within a specific period. The research also focuses solely on articles published in Q1-
ranked journals based on SJR, thus excluding journals from other Scopus databases or
high-quality journals not indexed in Scopus.

Recommendations for future research include expanding the scope of data
collection by considering additional data sources such as Emerald, SpringerLink,
ScienceDirect, EBSCO, Google Scholar, and ProQuest. Future studies could also consider
including non-Q-ranked journals indexed in various databases, such as Web of Science.
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