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Abstract

Literature on the relationship between corporate social
responsibility and customer loyalty has thus far yielded limited,
and we suspect there link may due to the mediating effect of
relationship quality. As a result, this study adopts two hypotheses:
(1) The higher the level of customer perception of corporate



social responsibility aggressiveness, the higher the relationship
quality, and (2) The higher the level of relationship quality, the
higher the customer loyalty. Empirical findings based on a survey
of 367 consumers with insurance experience in the Taiwan region
demonstrate that corporate social responsibility activity effort
must through relationship quality in order to enhance customer
loyalty. Management implications of these findings and
suggestions for future research are subsequently discussed.
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