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Abstract 

The success of corporate social responsibility activities can create competitive 

advantage by influencing customer responses to organization's products or services. In 

same time corporate social responsibility is considered new phenomenon for the Egyptian 

business environment. The present research provides a useful contribution to the literature 

and provides useful insights for further research in the field of corporate social 

responsibility, perceived service quality, and customer loyalty and the relations between 

these three variables from customer point of view. 

The present research is an empirical study on the Egyptian mobile sector to 

analyze the relation between customers' perception of corporate social responsibility 

activities and their evaluation to the perceived service quality. In addition present research 

is attempting to investigate the effect of customers' perception of corporate social 

responsibility activities on customer loyalty. 

The data for present research collected from customers of the three mobile service 

providers working in Egypt (Vodafone, Mobinil, and Etisalat). From the results of present 

research that have been observed that from Egyptian mobile customer perspective 

corporate social responsibility consists of three dimensions (economic, legal-ethical, and 

philanthropic-ethical) and that there is positive relation between corporate social 

responsibility and perceived service quality. Finally, that have been observed that there is a 

positive relationship exists between corporate social responsibility and customer loyalty. 
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