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Abstract

Objective

In today's rapidly changing business environment, finding new customers is becoming increasingly
difficult. As a result, companies are placing a strong emphasis on retaining their current customers.
While there's a lot of research on customer loyalty in consumer-focused businesses (B2C), creating
loyalty in business-to-business (B2B) settings is a unique challenge that needs a closer look.
Therefore, the goal of this study is to understand how loyalty works in B2B companies and how it's
evolving.

Methodology

To examine the advancements and developments within the domain of loyalty in B2B business
models, articles on the Web of Science website were analyzed over 28 years (from 1994 to 2022)
using scientometric methods and Sitespace software.

Findings

Research in the field of B2B loyalty has shown a growing trend. However, between 2011 and 2014,
there was a decrease in research in this area. Subsequently, there has been an upward trend in research.
Analysis of the top 10 countries in B2B loyalty indicates that the United States is now the leader in the
number and breadth of loyalty research. Notably, countries like Taiwan and Spain are also actively
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engaged and flourishing in this field. A comprehensive review of B2B loyalty, encompassing its
foundations, influential works, and intellectual connections between these works, revealed the key
insights. The analysis unveiled highly cited articles, key authors, important keywords, intellectual
milestones, and emerging research trends in the B2B loyalty domain. Overall, since 2014, B2B loyalty
research has garnered increasing attention, with a significant rise in the number of articles published
annually. The field has transitioned from a conceptualization stage to a cognitive psychology stage.
Despite this growth, B2B loyalty research has not reached full maturity, necessitating further
exploration of theoretical and methodological issues. New B2B loyalty research has introduced novel
perspectives, such as attitudinal and behavioral angles, branding, service quality, and word-of-mouth
communication. This diversification marks a new direction in B2B loyalty research. Additionally, the
findings reveal that B2B researchers often use B2C theories as criteria for evaluating B2B loyalty.
While B2B markets traditionally rely on high volume and cost-benefit analysis, loyalty in these
markets also exhibits psychological aspects, indicating a new avenue for research. These results
contribute to a deeper understanding of the boundaries of B2B loyalty research, providing valuable
scientific information for researchers to guide the development of future studies.

Conclusion

This research serves as a guide for future B2B loyalty studies, helping researchers identify directions
and avoid duplicative efforts. Organizations can benefit from the concepts highlighted in this research,
aligning their strategies to foster customer loyalty in the provision of products and services.

Keywords: Bibliographic analysis, B2B business model, Loyalty, Research trends.

Citation: Mohammadi, Seyed Javad; Ebrahimi, Abolghasem; Tayaran, Shahrzad & Tootian Esfehani, Sedighe
(2023). Emerging Trends and Knowledge Domains of B2B Loyalty: A Scientometric Analysis. Journal of
Business Management, 15(4), 669-688. https://doi.org/10.22059/JIBM.2023.349282.4464 (in Persian)

Journal of Business Management, 2023, Vol. 15, No.4, pp. 669-688 Received: November 11, 2022
Published by University of Tehran, Faculty of Management Received in revised form: May 07, 2023
https://doi.org/10.22059/J1BM.2023.349282.4464 Accepted: June 15, 2023

Article Type: Research Paper Published online: January 16, 2024

© Authors
BY NC


https://creativecommons.org/licenses/by-nc/4.0/

Yerh=08Y ol oLl

FEYT-8e) Sy, LLS

i
S, J).h-/“/“/ﬁ'

(Rl Julxigay 1205 BB (5510B g (wild 039> g 39698 sy

oo dga S

sl .oyl ym! iaS oy ool 13T o8l ¢S (Mallops sealg ( SLS 5L e 0555 «6 8 (sl
mohammadiseyedjavad20@gmail.com

QPO PO
aebrahimi@shirazu.ac.ir :4ebb]y . )1yl 5l ¢y ol cy o 09,5 (Ll ¢ Jgtummo ol g5 %

Ol 314
stayaran@yahoo.com :4ebL], .yl ) ¢yl 145 ¢ oMol 351 ozl ¢ 658 yo a5 2l ¢ simiuo Cay pde 09,5 ¢ Lokl

ol hbob disa
tootian_ir@auec.ac.ir :aebll, . )yl o))y ¢ oDl 3151 olEisly cse ) pa5 3oy ¢ T9d Cu o 09,5 oLl

oS>

Olrde S 5 L 4y Sl dolSs gl 5y ol Sl 99500 Sl (e a i (e (S5 iy bulyd > 1R
.)l_’>u‘ Lol sl od L.: B2C )L{sws dLm‘_J..\A 4)1) » cul))A.A—wO ‘_5)1.3139 ul.m.o.?u OJ)J)‘-\?)»L Cwol P G [WRWEY ul*"’
Jlaal sliw yiols8l g yimgis dad dw U5 )b o (gitie G 4 &S Cuwl Gglite cabg0 B2B (sla Jis jd (gylblig
oW il by Cladss e amd o i 1y (il by cpl Caedl 0l b oSG (g )bly (ogad ;3 LolS o hdls
slasy, g begs ololis gy wgge cludl o pr 5 S 3 A (o oo &S Gl by (gl > & (g By 05 &S Aad o
8yl o] Clisdios  mdcgs slp gals (BEL wjgs opl 4538 (lakg, Gldlae b a5 ol (6y9p8 9, cpl jl .y bias
Ol Oladsd e U Canl B2B 8 gews sla Jao 13 (6)bblg il ojs j0 Clduiod Mgy (ololid (jimghy oyl Ban g

LS e 1 g

239250 sLaatlio B2B ) (5,blég diuej y> 48,5 00 slainghy (soUiulpn Jlosga o5 slp hagh ool )2 19y
Ol 3 b el Gl Jl5-8lp 5 SaSay 5 (orimpls 3,9y L (VoYY BIAAT) dlaVA o5l )3 puizlogliog ol
J.m.)‘_;o UL'“” ]) Lmb)f o ui..wﬂ,.m L) Sl ‘Lm..\)y; 9 Cawl 9 Lbb)‘g.\,.lg 5)9.“5 :41.790 50M9} Pl" DM.)UL»; La.»a)f ‘)‘)5]'9).:
odd e Jlw S Sloj b 9 Bl Sloj o o 5l 5 dlde B ) Sen b (Slojen (slaaSd Llsga o (s

D9 (Gl oS ye b odlitul Co S e byl lp plagh cal 2 & padls

Fdse sLaadls )y s BB ()bly )3 4B )Scys0 clofimghy (o b oS Gl ond (3 gl ol o saidly
25 o 0> ol )3 (T Sla gy Ky 5 a5 ALEIS Sliion il sl 4 S S Gl (sl Lo (b &S
09I B2B (5)Log 05> sl 03,5 > 093 ) liie (493859 g BZB ()b cliios &S amd o0 (U5 (IS gl
a joi Lol il (g pSadia 00y B2B (5)bldg ainej 5 Cliiod canl aidly JolSS (23Ls gy Al jo 2 (ilopsrie als yo ||
g oo VLT oS 015 Jlo (s pdr oy 41 (BB gy Blue oo g (615 Bluse o 1 fcunl odw 5 395 JolS” Eoly
ST i jliey B2B (g)bls (goliw! (olsSs 5 oS o (asls «l)lial sl 3 aiSTen ciblarwgs (glayauiS yl



v Oy Se g (Gem [ (ruwple Jdodga o 1B2B (g 3Bg (1> S 259> 9 j0rbgl Sy,

89, B2B (g,blag 1> (¢ sy Slisind g Cuwl odd plodl a8 iy (gl yauiS 3 i ity (559l8 S b 4y do g b laiss

ol 3 ) Wil ablidnngd oS cloysS 5 ysels Jb 5 st slaylil

5 45 S BB (g)bldg 0 a8 5050 slafingi 5o L3S salss oS ) Siimgy a4 gl ol 05 15 Ao
Lo imgis dxwg X, Wlgi o Limgh ol b SKeSa o)L, Kingh 45T feus 1)) Camnday 1)y (gl ole @leMb)
Syl and sla Sy Jubs 59, BIB (5)blg 05> 15 oaisl (slaisySige S pasto |) 355 o
slajomin 535 5 sbyuia )3 (5)lbldg Sl o GUS a8 Glley b yie sl 3 ()b GH] Clegdga (LS paonss

D2 dalgs 5 peie B2B ()b selainl - (Simj

laojes g yoabgs sladig, (VFeY) diio ( Sldol lbsb g 555 oyl fpmldllel ¢ counl ] los s ¢ st0e 22UGw]
SA =FEA (N0 B 5l Cupocto . Sowsple Jdodgd s B2B (6 )blag  isly

AARAVRYVA SR R g FM =558 . jao & ojlad V0 050 AT (S H5L copie
VYT YINY 2ol g 20,6 Ol ol iy e 5SLEIS 1,50
YEYIYIND ol ol gy e i g5
A RATARVACS WV PR OB sy ©

doi: https://doi.org/10.22059/JIBM.2023.349282.4464



ib)w‘\b b)sbc\i"' cu)‘g))b%ﬂ.\n awy

Aodio
. & = - & e \ .o 1 1 . .

g 4l J5yS pdl sl ) glyide (5lg Cuenl (VY C g o) st ol 6y9l39m @sie cp Simtee
) el S5 bl g sl o ()8 Ak (gt b ol (slaie 13 g9b90 cnl & bgipe Cliing (5138 5
Ny g l8g ol wilyd &S cunlous] aiSS Lol Sl 0aly S5 5y (g5l laldg (sla g, 5l edliiw] (SR 590 )
Adb o1y 05 b Claass g 0g daled Cglate olK0 L oSl slacs iy

Iy oish ol ol Cacnl 0l b oKy o)y ogas (o cljlicl slasi (iol38] o Guiod dad dw S35
mlibanele (V7Y Lo 5 g ) ol GUST aile il (Jlados (slaojs> oliie an oo ol

i e .. 0 . ¥ e Eer v
L . e« - 5 e . i
295 iz led, S €85 B2ZB (6535 0jg> )3 35 )3 (VI ¢ (Sglle 5 (25«55 55 «)955)
1 ol g cS 5 el 9l 5l (lamyn 4 olKiy b oKty (6 blag 6500 48 amd o Lt I e 5o ligios
iy, Olalllae L aS cunl (6y5 00 9y opl 5l odiwy Las (sladig) o egs olulis gl 29390 Slodl
Dyl Oygo odi] Slisdss IS gl mols 500 S w0 pl 4LidS
Sopllss gl oy p b w8 oloy sl wyp sl (suwwede Jdog ST Sbj)l dg a0 ludl dad dw 4
Sl el S &L (Y0 ‘Vs)y’u‘b 9 54 ¢y cod) 30 (S 008y (slgizne g (ased slaciglad 4y iy oS
syl 4n D5 o I ¢ i de Jdodigd o b LS o N o.x;%] Olaass d‘).g sk L;‘c\g.b: ©jg>
azalyy o850 b oS (gyhhldy wlidsg o (6,58 S )lin (gl o b die) Cogli (glp Mubo v sla I
slaalio ‘[)l—.’.)?' u_,l oo dalllas D)0 umLa.a wl&o b oo d)bl.% d9> g0 lool by ‘JL\.A LS‘)-? g
dw 2 olSu L ol (6)bly Joou 5 2405 o0 1)l oS0 L ol (6)1g (gl iy oL G Sl Julodi gy 155
S xS g 2Ll (gl Gramlobes 138l 5 5l st la byl Sl oalatnl (slady 9 o by 4LdIS And
Gl 00 odlawl B2B 4,0y culadss (5,58

dize) 32 4B)S Ojgmo Lo gty s Co)d )3 (o B A8 (o0 S8 o Sdings ) (g ol

SlaMs sy o oSty s doni 45 S sanlie g |y a ingh ol €S> e Ml B2B (g )blg

1. Luarn & Lin

2. Fei, Kwon & Jin

3.Viswanathan

4. Lai, Griffin & Babin

5. Boxer

6. Gligor, Bozkurt, Golgeci & Maloni
7. Liu, Yin, Liu & Dunford



wy Ol ed g (groome [ (iuple Julodiga 525 1B2B (5 Iy (oulild (b 0595 9 j9ebe3 Ly,

Ol b pieS g dswgs 4 IS ol Aiej )3 Lo b g 03,5 olulid o4 |y B2B (6)bby 13 dg3ge  Slisios
B3 i)
Mbo il Cuje o9l Cawd 4 (gl dduen B2B (g yuiio ()blig mlie )5 a5 w8 o lpiiiy H g lie
2 lo Dgd Yo (6= du)n L .blyu.o d)].hl.é9 (\RV' ‘\"'\2:’.9 SA¥Y cv)aga HAYY e\).’l.o.u.’y 9 U?‘“"l"l") ol
Cgenl Vg5 ol caite alid Slals 5 gygldgw (il ol (g yiie Lla oS cladi e el i3l
Sl 5 e i oS) cel (Gl i 5 baojls o ersanilis I (S isran B2B g bl
S 100)8 dbnl (o Jae SG (Ve rV) She g (lngy Jlie bt amd o0 guds i (Bgy ) B2ZB ()bl oS
A2 oo zusyi |y B2B (g)blag 5 culs) g dlaisl g cnlodd CuiS Al calayly (sloodiiS o i e dail,
s V... - . - on 4 .o £ e
oloe i (V0Y) g 5 pladl ceuliio jsbods 33,87 (y o 1) (g ytio (51389 10 (6o B9 (2] SoS e
o) Py 2 Ly pgal bl (VoY) hlen o Lusls 253) cw) 0 (5289 Sl )3 1) (ible o (SMie
.A.’slob)f
D9 o yrie  Sud b ciliste gl 4 B2B (6)lalag ¢y 53 a5 Wloss 35 pete Slallae p cpimen i
ey 2535 35 a3 B2B (tte Jl Culos o (ke (5,3l sloaeliy yils  (Y+0) "800 5 oud (Jlto
5 ALl (ot 0,8 oy B2B dinj 3 1y (6ysl3gms p cotanily Ayl il (Vo 0)) " luslSSg g jlosS
e > g M LAY . E (oo ;N 1 O LR .'.‘w \. .
hlizie (Sl S g NAD 35 jete GBS (el (6 )9log 2 B2B (giie (330 58 p (VIY) TSl
caliseo dlal > ALBAT dnd 9> Job )0 cimd o gussi [y B2B (g)blag &5 ola Jie oS s o ylid 598  Slidss

Siloss les Cuod] 41535 4 d..sb o5 9 ,\Jlab)f 8y

1. Nathanson & Twitmyer
2. Womer

3. Wind

4. Blocker, Flint, Myers & Slater
5. Ramaseshan, Rabbanee & Hui
6. Rauyruen & Miller
7. Elséfler & Wirtz

8. Lacey & Morgan
9. Rust, Kumar & Venkatesan

10. Jahromi, Stakhovych & Ewing



ib)w‘\b b)sbc\i"' cu)‘g))b%ﬂ.\n vy

CtS dgg0 Olalllas il 03,8 oy Sladod 59> )0 (slodld] 358 Cuenl B2B (¢)bblag 45" Jls
iy Jsasy bl il ale olbloyl 5lod,S s 4 5 ddllae 45 1, B2B (5,bly cos ole clbls)|
lwlid 4ol o cwl bagye bojlo I (g5l L B2B (g)blbg miomen .03l B2ZB (5)bly Sliios ojg> S5
s 5o Jolis | Slesdss owin B2B (g lolbs 4505 caltsee (alyze iliios (sladie; o Jlto sl 39
2ala] (VNN o 5 S ok) (o Laion 1V A s i gu sy e Vgl oA gl 5 Cng) 200me 005
0 (a5 (g 0Ly (YWY o 5 lilel)) (e (lalg (Y Y g 5yl 5 5SS el gy ala
Vo) Syl g 6909l) 5 & 5,y (VNN g0 15T g Udgosug sl S Y1 TS 5 sho epe)
(VN ay500, 5 3UT) laoasybas bls,l g (Y4 AV (5550 5 b

2 a5 Sygo Sllllae jo50 (gl (63b) Slaiod w0jo> () (g > 29 L b dlas Mo &S g5 lon
o=l 93 (el D sl AuleD g 009y S i o 0jen SOy Cladss pl bles Jg il o plodl 0je> oy
8l ol (sl o @) g ¢ 3aiod (o)l o (B9lS ¢l sl l cpiig (b)) (sl S )] o g
B2B (5,blbg ainej 1> (oriwple (gl G cpighy cnl (cnlpl sl mren sl gole Slodl (g liies
2,5 dalgd SaS (A8 Cladllas dun (gl caa Gl g JuoSS @ oS Cl

o9 3 wliwimg y
N3leys I BZB 3 (g50L8g dinej )3 48 S50 sl iy oliwlen Jolods o sl ool onl
g (3lS SLalS ()9S e s gr pb B L o )3 15810 5 pl 53 sl onds 48,5 SaS ol b
8i5> ) e SladS Slolid «lodl Ly o8 gl im0 i 1) o )T o  Stwspn b sliw] bige o cul
d935 3850 (pl 30 pho (gaulS B3> 93 oled g il odd plwlid ClolS Cawypd g «B2B > (g)blag»

il iz oSy ks B2B isw . «B2B» 4 € 5,blg» )l
'B2B', 'B-To-B', 'business to business', and 'BtoB .'
Eodge L bLS)| e Jlas 5l oVlie ey 9w 5l dm . A a8 )5 JLas > 'oyalty' pa (g by Liso (ly

VA9Y L jlwjes ol ;0 B2B )0 (g)bl8g (sla yimgss £opms a5 ol lis g g ol b oYL iagh
A a8,S e YAYY BVAARY ol 55L 50 colu ol asllasl Yl Sbjb oplplo (ol 039

. Lewin & Johnston

. Olaru, Purchase & Peterson

. Russo, Confente, Gligor & Autry

. Scheer, Miao & Garrett

. Gil-Saura, Ruiz-Molina & Arteaga-Moreno
. Chaudhuri & Holbrook

. Anaza & Rutherford

NN R W N~



e Ol ed g (groome [ (iuple Julodiga 525 1B2B (5 Iy (oulild (b 0595 9 j9ebe3 Ly,

S Sy Uiy 9 Sl Gloj i 2l s dlie 8rcg)Sen b Sloja laaSiud Jlodga s ol
Sl 45 35y il €S ye 0 o3lil €S ye b)) sl Gimgi ol 3 & et a0y Jluo
ool 0ad b5 Y Al 51 o3kl UBC el i by (VAVY) " es s bawss Sl sl

ni
BCi = Z = () dal,
Ist

i#j7k

A o i 1y (ol peane Mo nle 9 Cawl £ 98 0,5y 5w (p y3olisS dlasd 0aiS Lo (Fsr ) dlaly )
OV BC e a8 0,5 18 5,5 b, BC (adls buwg oo U olgi e ]y 0)5 yo ool A8 o youe 10,5 5l oS
5 S93 co3 «Sj) S0 03> (LS iy S5y b g e ad)S L ) e By S lgis s (2 +/)) AL 3L
(VoYY T
1l candy; sl g5 4 e e yl58le 5 5l sdalcunsas (claodls 3959 b
Glogdge plaS Scunl 495 B2B )3 (5 )bldg ainej )3 4:8)5 ©j90 sl iaghy sla Sy 5 lasie o
Sl 039y o Siiig sy dagi 98 43 ik B2B j5 (¢ )blog
2 6Ly Ao 53 \SuSS bl yauiS ¢S line Slaisls p B2B j5 (6 )bhlg w4 i bayouiS plis” @
Sulanily et 0S5 b1y (6) e oy iy Loy 0uliS plaS” Sl 039y 4355 calises sla Jls > B2B
sy ol Gloj ol S g0 Glegudge plaS Sl Gyge > 4 ol 5 Clegsge (gl padids cs @
aslS cla Jlw o Baiw g plas aYLas )l (60,0)LS 500 98T g 0390 (Bl sb 495390
250503 £92) O Mngs ol OV o ) 150> (15T g 039 (S 425050

g3 sl

o] JY e P Y 21
LAY Jlo 51 B2B jo (g)blag diej pd 48,5 O oo (sl yidgy JS g oo odnline V S5 j3 S 4563 Lo
6aPLEg &soj 5> (hmgd YA ¢ izl gl g oSl Sl osslcansdy mlis 4y dog b ol Gl3E1 Jlo o YoVY Lo
¢ 393 Ll yam 3wl 0wy YoVY o jo Gimgh Ve 4 VA Jlo > igh ) jl a8 a8 )5 je0 B2B o

1. Freeman
2. Zang, Zhu, Zhong & Chu



£ O)Lo.«.s do 8,9 AEZA cualf))’b Co e

o

R e I S S i N I = = o =i = U S TS FA AU P P FAND S S ¥

I Editorial Material
Proceeding Paper

s Early Acces
I Review Article
. Article

TOTAL

Lo ys £Y Lﬂ,&?d»sw ol Jodz cpl s o lis 1) B2B j5 (g)blag diej )0 yip dloe 00 ) Jouo

Journal Of &y, i Ulodswy Cls 4 WMo ool )0 B2B o (6)blg 059> 1> 48 )3 &jgo sla g}

393 du ) Yo whw 3l a3 YA Dgas VYV JLuw U allae OY > L Business Industrial Marketing

Caol 02l olaid

B2B ;> (5,59 doj 4> 5 Ao 83.Y Jgan

Y40 oy | ol | H Ladls vy (YY) 5 oo Ao ylgas

A oY v S Yr\a Journal Of Busmgss Industrial
Marketing

AN, o VY oo YL ANA Industrial Marketing Management

ey v. vy oo YU v/ ¥ Journal Of Busmegs—to-Busmess
Marketing

o[-0 A Y\Y odsie YL V+/a5 Journal Of Business Research

oJof W VAY NEEERN VE/A-F Journal Of the Academy of

Marketing Science

o[y A Ve Ol INAYN European Journal of Marketing

ofey A ARS ROV Y/ANY Sustainability

ey v AY S A AY International J ou_rnal of Bank
Marketing

ey s V. S /AT Industrial Management Data

Systems
<[-Y 5 AN Ol INAAY4 Journal Of Services Marketing

90 (1ol 33 Eadge ] el Baad LS oS o Ol LSSl g saoie YL ola)guiS D GMore odes



wa Ol g (oo [ Zrimipls Jalodigas 5235 :B2B (5,59 (ol s 2555 9 y00bo0 (s,

B )gas (5,0 4w
45 S Sl 5 oo S 51 S (ol ama e s B2B 3 (g by o 31y 5y c5ylen ¥ IS5
a bgoype dalgy g bayg S Bl bl gladils 5l o o K 5 ollaml Slgls saims lis dals ojlul a5 ol
adls o3l .l 5 0a8 ()lSen oamd il wbl yid belad pl Cwlus 4 jp g Cunl i b Jlo
Ll ojex opl 5o (oS pl 0l colled baiad lis igm g Wyl ¢ ) ladSSl ¢ s codoio YL (sl yguiS

(58 b Canl e ()8 blg) o7 il g5 ge (Jols)l bglas 4 a4

CiteSpace, v. 6.1.R3 (64-bit) Basic
September 9, 2022 at 10:06:29 PM IRDT LITHUANIA
WoS: D:\ON gOING THESIS\BZE\B2E loyality Sciontometrics\data

Timespan: 1894-2022 (Slice Length=1)

Selection Criteria: gindex (k=25), LRF=3.0, LiN=5, LBY=8, e=2.0 CZECH REPUBLIC
Network: N=58, E=55 (Density=00357)

Largest CC: 16 (28%)

Nodes Labeled: 1.0%

Peiting Fati nder TRINIDAD TOBAGEOLAND KENYA JRAN

Modularity Q=085

e e Ssons” " NIGERIA ROMANIA
o DENMARK
KUWAIT
FRANCE SERBIA
CANADA
- @/ (uReer SWITZERLAND
BAHRAIN
{SWEDEN @EORTUGAL AUSTRIA
_yd LEBANON
: PAKISTAN
FINLAND \
JENGLAND JPECPLES R CHINA ‘-
|SOUTH KOREA
CHILE
GHANA . o I (THAILAND
< /' @NGAPORE Q[@IALAYSlA
INDONESIA
. AU ARAB EMIRATES ePAIN JTALY
GREECE @!STRALIA m {NORWAY
BOSNIA & HERCEG
SAUDI ARABIA S ETNAM
[ Ul JAPAN QATAR
)y ARGENTINA
GNEW ZEALAND PHILIPPINES (SLOVENIA
COLOMBIA

{GNETHERLANDS COSTARICA
SCOTLAND ey \,\/

Ol ol a8 A Co S e asll Hlde i (b ot bl g Wl ol ¢ lindSSl ¢y oo YL

53 cidae aai ylgieds BC = +/VY jlado b budSSl [0S codalcunas ol 4 495 b blodds (cadd) oSy

Cald y9ulS ol e



£ 0l 10 090 VE+Y (S 5L Cy e

vy

4, 2948 CoiFye | | ad, 2948 ey | A
) ladSS) AIvY YA A s Iy ¥
v sdoie YU <I¥) ¥ ! g -Ivs A
v o .Iva Yo V. olall s V4
¥ Wl sl Iy YA ) sille AYZ 1y
iy Jpatom JI¥Y 1y W oSy AN v
5 Jus Nint ¥ W o AN v
v s bl Iy A VF bl AN 5

ol Il 555 81 im3 s gl 5 lall dlad clssl (sla g8 Loy 55, a3 blES cpioman
(Yoo F) aniiS oloj po o p0l 5,8 odmlive Wlg5 o 1y (090 1gSs )1 30 g (Sloj 03b ¥ g )3 cCamlanjguiS

281y Sy ool (FVF) 550505 ol 13 ol asle (ol 8 g g Bl

Weslisw! (295 (598 b 2 y9dS iy V' Jos>

Y+YY G YaAg ails E9p a8 JLs gree-is
Yoy Vool Y/¥Y Vaay Olel
— Yoy veed YIEA Vaa¥ Ll
—— YooV Yeo¥ YIAY yaa¥ odsie YL
a— VoY AN Y/AY yaa¥ olell
— ARAN veed YIY Vaa¥ o5l

=2 5 (S5 Frg=e o) YL CofS o o (S)j ol ojlul) Vb wllassl slass b wo saosio YL )9S
adeS > adals S L g olpl oy SlaS 0je cnl 3 (S5) 5 G (ST 58 55 pe) b bl (o585

S gl e )y (65 b i sl o oS ol 005 3bles By s

1w 30 (5 ) S0d A
Ol oy i gyld Ulodbgzd oKl amd o i B2B ja (6)blg 0je> 5o |y baduwbo oo (o) ¥ S
aS bl oS e (bl bolad & dng bl ([blo)l dals oy i (glyls L yes L] oSl 4 (o V)

ot b ol 13 (g fSon Ly



WA Ol g (oo [ Zrimipls Jalodigas 5235 :B2B (5,59 (ol s 2555 9 y00bo0 (s,

CiteSpace, v 6.1.R3 [24-bit] Bazic
September 9, 2022 at 10:06:25 PM IRDT

WoS: DAON gOING THESISIB2B\B2E loyality Seiontometrics'data

Timespan: 1994-2022 (Slice Lengih=1)

Selection Criteria: gindex (k=25), L RF=3.0, L/N=5, LBY=8, 2=2.0

Netwer: =315, E=213 (Density=0.0044]

Largest CC: 16 (5%) i

Nodes Labeled: 1.0% qUniv Geneva Norwegian Sch Econ
Furing: Patiindsr

Moduiarity G=0 865 i

Weighted Mean Silhoustte 5209231 Univ New South Wales
Harmenic Mean(G, SF-0 8953 {Umea Univ

gNanyang Technol Univ Northwestern Univ

*Natl Chengchi Univ
ston Univ

univ S Carolina Univ Zaragoza FNatl Cheng Kung Univ

iniv Ma'él‘.l’hiv Auckland

it Dong Hwa Unlv Michigan State UniVwling Green State Univ

(Ohio Univ
i Middles i I N
$Un|v Extremadura @niv Tennessee @HC‘ Yaume 1| CastellgWestern Michigan Univ
Kennesaw State Univ gniv Verona
i Newcastle Georgetown Univ . i
URiv Oviedo Univ Melbourne Univ Huddersfield Swinburne Univ Technol
@ Dongbei Univ Finance & Econ
Univ Jyvaskyla B vatenci Clemson Univ
o Yy Valencia Foster Sch Dist
Curtin Univ
{Univ Mannheim i Macquarie Univ
@irginia Commonwealth Univ Florida State Univ

Kwame Nkrumah Univ Sci & TechnolHong Keng Polytech Univ Hong Kong Univ Sci & Technol

@adboud univ Nijmegen §Manchester Business Sch

Mansoura Univ eeOrﬂia State Univ Univ New S Wales
‘Amer Univ Sharjah Univ Wellongong Dubai

“Univ Catolica Valencia 4Penn state Univ Univ Sydney

(- Univ Missouri

Huazhong'Univ Sei Technol

B \ontrort Univ Indian Sch Business
L=

{Univ Alabama Univ Cincinnati Univ Technol Sydney

lowa State Univ / .
(Concordia Univ Singapore Manageément Univ

iv Ljublj Univ Victoria il i
G(u““’ Ljubljana  giiniv Queensland ¢ I8 akin Univ

Amer Univ Middle East

B2B (5,5ly cLdmmwio (g, Kod aSui Y S

el o 3 Lol plaw (6)an b oKl cpl il (asuino S 50 bajes (2L oK )0 g (i

sl 03,5 gl 1) 0595 ol o 48,5 JS5 L o b))y Ui oles

YT (& 00 45w (w3 2 9 51 31 W g Jakod

Sl Ly oly 8l ol 8l S oo Wyl cilises (gloyguiS )3 (cole (slaing}y Cdpiy )3 cake LA G Kiing}
E9=290 0> 3390 (S ig} S92 g (ulply S (oo (sl 1) 9l Su (phgT CudS g (oole o 295 OVl
Ol 2 0gde D9 y9250 598 ) (6)9ld aw SlE] g )9S Sy Sldes g iRy drwl s Al e LiBg3
36 Gl slagings 53 (5)Ken Cap slogily (S5 1 51 b a8 a8 0l 3l plo @ Kl oo ) Kmghy ol cols
S eolai!

s dang L g o odalie ¥ S ;0 B2B o (6)blg 0js> 10 bl o (6)Sen Lalgy 5 15y o Siing

390 oo sl B2B (5 (6)lolig 059 )3 5y odiangs olgicds Gimgi YF U b i Uyl ¢ odelcawday gl
JLiby 0y S e ¢al 00555 o e ()l (bl Co e (B9 b 035 sl Wlle Siimgly cpl dog
ol 03l plosl Lwddly o8iily jo 1y 355 (sla yidg} ydn g Canlilul joiS ol i oyl 0AiS' G pno

ol a5 S o cnl S pe b o 5y K00 A (i



ib)wc\o b)gb‘\i0r ‘@@))b%ﬂ.\a wa

UYRUEN P
KUMAR V GHomeure ¢
AHMAD B iGNE ALcanize (@ILLERK @RrocEC
CALLARISA FIOL L
CONFENTE |
LENTRE-BLASCO M (@OLINER TENA M (@CCOLL-KENNEDY J
(CERVERA-TAULET A LANK R B 1aOR D
MNEWELL S COBELLIN BENGTSSON M
SERVERA-FRANCES D RS SEAF
BEELERL  CBiEDENBACH G
{(EUGENIA RUIZ-MOLINA M RASQUET-DELTORO M (@oHNSTON W
DELPECHITRE D
L JAVIER MIRANDA F
BERENGUER-CONTRI GIGIL-SAURA 1 11" A :
X UIZ-MOLINA M
NYADZAYO MESATER B
ADIR S RTEAGA-MORENO F
\GALLARZA M CATER {SOLEDAD JANITA M
TAM O KARJALUOTOH | CASIDY R
BRIGGS E ASHILL N
HAN N e
&« FRASQUETM AGNIHOTRI R
ANAZAN - sHARMA P
{HENSELER J KINGSHOTT R
BrROWNJIEHENY  ga 1
BARRY J SEIGER| GARRY T
AGOSTINSCARPI D
@ooLEY G KimJ ERRAMILLI M

@ARCIA-AC EBRON C

B2B (5,15lg 35 p B dhmgi o (5,50 bl £ S0

El olgoge
nd e i3 |y gl o] dewgd slaiy) 5 K Gl (e (slaCus b oxnd L Ygean £l Clegigs
059> (duol SLalS’ s e S5 0Vl b sl 55l5 gpglann b Shmgly cal )3 (YA ¢lSan o Sg)
slad i OldS ol il e o o slS SlalS Jlglyd anlio LS saalie & JSG 0 1) B2B o (5,bly
aS Lire oyl byt aid 37 IS0 Codds S'pd (05,0 Joo (cladigd ooy IS e ab0 059> (! 0 1) alisre
@yl iy - sl B bl el ol plodl (a8 kS (ol Jg> 3 B2ZB )5 (5)bly Clidos (5
3 eclalad, Lll 5 8y g )by B2B ik B2B clbls)) g it culs) colods conS B2B g Sl

ol 485 S5 ] Jgo (Slinios &S Wgd oo g omblio 1500

.mr-seller relationship,

customer valug . ® o
custofi@r perceived value ¢ ¢er¢ﬁived e
L 2

b2b e-commerce

service quali
customer satisfaction Quality ¢

customer loyalty

A (business-to-business relationship
.' = w P 4b2bymarketing
: ®. ‘_(brand nags ustomér relationship management
business-to-busin 3r ing tcluster analysis
o 4brand loyalty ﬁ b * f’:.
relationship marketing S * (t;ontainer shipping

structural equation modeling
equity
L P i
Qﬁgsgjnuagu:mmmting
\¢ ¢
business-to-busifi ss’rlh et
¢ ¢
L

B2B (5,15lg 15y (glS OlolS .0 S



A~ Ol g (oo [ Zrimipls Jalodigas 5235 :B2B (5,59 (ol s 2555 9 y00bo0 (s,

Sl (Slisiod glaojox 5l (S (sogrie 9 (658 Lo Sy sl 5o IRl (olitalen (sbaades Juloo
9 99 o e ST YA ISy 5 S Sib) ol o onlital Slegdge Sl (gl 53 03,528 ysbet 5
Gl a8 VOVE 5 0,5 AV Lol ¢ imaiy ol conlinul 48 egolinl Julossdy o5 bl o (YA S5l
P OVlie (lS Clals 4 4295 b 5 (LLR) (plascun)> o) Cond i poS0l oll o gy ol o (P US)
Ole=e» coaMe | oolaiwl b Lad dss pl ST a5 0 asuine )06 & )gods (oliw] ob dbgs VY 0y
WP PN RGN P

Slro)S g boadsd donl CudeS (< pSojlul slp wre el 93 (S) Csrdew (650ke 5 (Q) ()Y 9390 polis
Q e dn ya dad o it eoliwl ob (elbaSd ;3 1) Lasls « IS ksl clo S5 45 cawl S yuie
aS ol oploaimd )i Q > /Y Jlade .l 48 )5 O g0 pie (luddbgs oS Cawl opl s LS Wbl S5
a3 e s o Canlbo,F (VL 3g Rk Sl S S Y adke )l alate 5 sd Kbl bile 4 oyl
S = +/AYAY e 5 Q = +/APD Jlidio du dag LYY & 0S5 cmgd c03) sl Hoys5 VU sliel 5l ases
Slaly sl esds bddss 45 ded e Lasie dbddes (gl

Loy g WAL (+ 0ylad) B2B L5yl &dgd 030 58,5 Y Jsis 50 S jl sdalcanddy ol 4 dag b
omae VY L (VY o)led) (6 yiuiio STyol ciidge Jolos digd g ol ody olaidl sgs & |y 4 jl o oAY
ol 3l olats] 255 41y 4Sb 5SS

Blocker CP (2011)

WESrietind ustry's c

@pnseler 3 (2015) Lai FJ (2009)

CassiaF (2017)

#8 medium egyptian
T WSS i ang M 2013} 20 ey
Waeiahil 10 11)
Danvts DF (2008)
Shelh Rz m 2019) Raberts J (2007)
Bt 1 201 Mcquiston DH (2004)

#0 to-businlggg-fgia-t

a#7toshusiness/branding . evnsciaziy 2006
Preachat gt {ihatorns ST

Cariana (20025500
B 5P 2ratidhialmoftivati

#12 customer-perceived success facto@;’}l‘

Oiiver RL (2014)
Bsircies v

#6 customer’

#10 trust commitment
AG (2005)

Steward MD (2019)

A EAhami VA (2000}

#9 strategies

B2B (5,5l saigs N JSUS

1. Song, Li, Feng & Wang
2. Yang, He, Ma, Wu & Zhang
3. Chen, Dubin & Kim



ib)w‘\b b)sbc\i"' cu)‘g))b%ﬂ.\n W)

)8 o gi 0yg90 diidS HWle > mbie pl sl ouds 03l Lis ¥ Jgds 50 (ool 1BeSs oy yiss8 b milio

5 3] s 5l 45T Sloj Sy asd s g 039 A 3,90 lie (] &5 lngle S (ol b S
G5 d byye (bl (oBgSS (5698 g o dlan Mo & psbo (o amd g0 (U5 1 0342 S (oolita]
Xyl iy gt Ol diisinds BgSs ol b 50 a8 Sladis .l atsdS ol 5l ool Sloj andl &S
Y 3o )3 ol (Y10) syl g Sy e 5 (V433) T509,8 5 9 cpmgind s igeeST (V01) ' USS,
85 39 en g by - adble - s Jan ol pr (3o 0 9S8 laiss (V+o¥) Tige 5 (ol 0L
9 Calid) g 28 (oo daly | (6 de ()10l 9 (s te )] o Ay (e Culd) B2B sl gens’
GBS o piie 5 (V) )LSen 5 (555481 05,5 S0uSs 0 e bl Blite (sl gl (g yitio gl
sbaaln, & A8 0 oy g9 ol @bl B2B (99,8 )5 ()blg bl )5 (eloial slaaSid (id 4 BgSs
OSee wleizl gladle) )b 5l a8l (381 g Wlosls i ]y (Baidg ) 5 a3 Jalai 090 ¢ elozz]

295 slaylidy s (gl ol 51 B2y b 55T adly adls olyem 4 (B9, (slagylojls (sl tite @l

S sala!
SOV (B9S2 5 595 b gt 035 £ Jgor
Y+YY U YAAg Wil | g0 PR Jlw LXVIEpS;
Yoy y.-q YIVO y.o¥ Lam, 2004
ARATA Yo \1 YeoVv Rauyruen P, 2007
Yol y..¥ A2 ARRA Y Sirdeshmukh D, 2002
ARAN y..q of+Y YeoF Ulaga W, 2006
Y-yY ARAR ¥/AY AR RN Hair, 2019
Y-y y.-Q ¥/5 Yeob Ulaga W, 2006
AR Y..q ¥/ ARRAY Ulaga W, 2003
Yy y.-Q ¥/\A Yoo¥ Spiteri JM, 2004
ARAR! y.-Q ¥/V¥ Y.V Podsakoff PM, 2003
Y\s RN YA y..q Hair J, 2009
YevY AN YN YeVs Agnihotri, 2016
Y\A Ye\F ArAA Yoy Ramaseshan B, 2013
Yo ARRE \¥a% Yool Lindgreen A, 2005
ARARY Yoy Y/ov ARATA Henseler J, 2015
YA AR Y/¥0 ARAN Leek S, 2011

1. Hair, Risher, Sarstedt & Ringle

2. Agnihotri, Dingus, Hu & Krush

3. Henseler, Ringle & Sarstedt

4. Lam, Shankar, Erramilli & Murthy



Y Ol g (oo [ Zrimipls Jalodigas 5235 :B2B (5,59 (ol s 2555 9 y00bo0 (s,

oW1 C 40 Al
L B2B 5 (5,blag iily (o) paids ¢80 S cdalllas 0y50 Jsb ;0 B2B j5 (o) by cldllas JolSS yuss (sl
hbSen 9 SOb) 3o (i |y Sloj @jsf canly &l adsd o Y SS )3 ad ooy ol sangles (slod
FUSs osnlio b nilad S )8 (o390 S5 g b 4 YLl (555 ©jgon wjluil cuia bades ol (YA
Ot &8 Canl (YN BVAY) 350 4 )5 S5y 1 b b ol
229290 S 8) dlasi g radgd ojlil (S o0 C8 2 3y (BT oy )5 STy b jlax pa a3 e
Ny il L 5o pleS (pl 45731 392 (lapleS aades 51 o 53 cnl g ogde b e il ates
Lad bos a5 Cowl opl samd jlis il yp 5 ) ab 4 o 50 b leS cpl )0 Gl o 0ald oyl Caliseo
sk Olels ) olass saimd lis Wil 555 e,S ol dx o .l 3olo yol ped 35 o )S 3y50 10 WU TAs
A Sl o 0gMe il Slels )l g Las 03 Ui 1S 0 CS > £S5 Caws 4 3 po ST Cads Jlas ya g
09,5 ;3 (Jlsd Axd slad b olod &S Cunl sl il o (idS ol 4 YU 5l ades ojlul ccdl )y lgi o
sladds gy oS 555 cbao )3 ¢ il Cdpd )0 Cunl 34850y iyl &S Wiloas okl Wi claddes

Wyl (0L cuan! B2B j5 (o )by clidss (gly dod clitwn idl o pl b 50,8

52 ¢ #0 to-business relationship
#1 relative influence

#2 rational motivation

#3 service touchpoint

#4 to-customer interaction
#5 ict industry

#6 customer price tolerance
#7 to-business branding

#8 medium egyptian businesses
#9 strategies

#10 trust commitment

#12 customer-perceived success factor
U] o laadigd VY loj pgwai T JS5

Ll cllas oyl ied (ooliwl ob 4508 oS o b BsSi ol sl odimd Lis Yaame b Sl oyl
C 0 ol Bl 4l (slojig ar g gl 4 o))Simgly bl i g 50 B2B )5 (g )bleg 9dg0 )3 sare
sz PB lagh Sy S5 (IS by 45 WIS S0 s pudy B ST S8 o Sitmgy 4 Ml il
Sy 9 M Sliiss «oboss wlos bED § € s 15 9 B2B @lbls ) diej > Sladiss  Jlo )y
oelaidl sg s 4 ) wliadss jl (ool e Sl b « bt (slao 1S ale Slidss Jg tlitud (il e



ib)w‘\b b)sbc\i"' cu)‘g))b%ﬂ.\n TAY

(Vo¥Y) JorS 9 g puilS ol (it 9 YOF)  Jliee 51,6590 (ol 0jg> (ol j> Slidod (gl i

|

S5 4 g oxy
S (yose SaSlE cw)p 9 BIB (5)bly 3 48,5 50 slaingh (uyp b Cusl 0l (o gk ol 5
055> ol 0 (A Slaingiy Lg) 5 s SIS Gliiod sl sl a5 S5 3 dilise glaJlo (b
el 03,8 Clr 395 4 |y plixe (938l59) 425 BIB (5lblsg lisins oS ans e L5 (S ol 395 asuie
$)IoLbg dinej > i .l 4Bl JolSS (38 gy Al yo 4 (5iluparie dl> o 5l (1951 B2B (5,5 059>
LSy Plue w5 (5las Pluse o 15 sl oo 5 355 Jol5 E5bs 4 join Ll tatils (¢ pKede> 13 B2B
Dl gl gy p 4 5l

55 5 et o L Ll S 3 5o it (sl e 5 o L] S
byl (Sloy9iS )d byl (5y5lid SCS 1D & dagi L Cliiod pS] s Ll B2B (g )by (ool
> GleyeiS 5yl Jb 5> o sl )lik 55) BZB (551 ) (s g 19 505 5 ol 0l ploc]
ol 5L ol ile a8l drwgs

Oy gsy oSS &S bl yd (g o cdlisee sl Jlw > B2B (g)lblag 059> )3 dgng0 Eb Cilegdge cwyp b
sl Slidsd cim bl (slaay, ol 4 (oolitwl HBeSs Jdow .l 03,8 jusd Lds la Jlo o )
Gridio B3 AR5 () SKat 5 Jlat}) Slods EsieS 6Ly (glatoly Ale ilinios (slbojs 3,5 (SaS
oS g pY) 58y - adble - cals Jan g (Yer ) Sgpdam g gpgmaly) 3 4 dlasel (VOY 9 g g
Sl ool Jds il bl Yo ¥ Jlo b 59 clisios olbeSis Jlo ol b g (595 cbolizal gl (V-
0olS 0y93 ) e ywdny |y 393 Sliddisg clmoss] oS ail Sl dluws il mls da ] oMb olyes o8l
i lae dladi 48 ol 0dd 41555 (Y)) ) Kad 5 ot Lawgy sl ol oleSis b gaios Sy iiS o piiti
o |y Uy iS5 adly S slm il ol am3 o i |y B2B (g olby coliios , ayas lais] 5,58
A5 J el yess e 4y o ol (Ui ()8 9 (25,55 oS3 1) B2B (g)balg 5 5,5 () B2ZB (5,
e ol 0353 (5155, 5 0 S5 53 3 (55,5 a5 5 Cammty o JS Sy Slyety BB (6 lsy (55,5
DP9 ) g olbg dloml o eloin] (slaaSd (i 4 BBeSs Buid o pagde 5 (V4) oan 5 (5 5985]
Am3 o Ui |y ST Olidod jame Jas 4 oS cowl sy, B2B

9 yhw i o5 Wile Laladly y fasge 4 uis (cllj I B2B jo (o by wus clibsw Ko 8L

1. Ahn, Mortara, & Minshall
2. Gansser, Bossow-Thies & Krol
3. O'cass & Ngo



AL Ol ed g (groome [ (iuple Julodiga 525 1B2B (5 Iy (oulild (b 0595 9 j9ebe3 Ly,

S\ V. . . 2 R
9 blS VIV gy g pldl) S (Vo) e ¢ 5le g 5la) (6318 5 ()5 (VoY e 5 2 ly) olod b
5 BUI) glasaslas bLs) 5 (V-0 Sy 5 (o aSipaal Vo1 o dhnlalle) Gloss S (V- ) San
. e ¥ " 1 . ¢ .1é ¢ 8.

Lol s 1, B2B

I8 B2B (g,blég oLyl sl (gylme 1) B2C (slaay,lai B2B jlagowe &5 dad oo lis poed sl
s ylil cpl )d (yloldy Jg fiul die a8 g dl i Jdodad 150 g YU v iy B2B sla )il e e
O A_EJ) 4;9§> 6JL40 (_5|).3 AR o uLW |) L u’.,lsw:u 6;5‘-4? Ty a8l O:\“ .J)b ‘_;*>L~“’u|9) lacs
§gd 0 e &bls & ulf.»..fu..ab 9 Olﬁ.xo

oo g 9 pmly) Amd o g i |y (B gy atulds ¢yl (ST aS e o lis B2B (g blds slaaisl
odil Sladss dgb o Ly ol p B2B (6)lblag ils aise) a5 s 3Ly, Jelge 5l osds Spd Sn
Uit o Sloud hea s «kluwlus! (i 8 Bus 1S eemal uasd sla Shg Caedl 8l 4 Ll e
bl S peie B2B (g)bldg sbou] 5o LT 5 505 18 paeuad 2 alises (sla 658 g

b 5350 Wl e (s )by 2 ol Syb g glaine; ol & dog (BLS gy (6,58 CiSe I (sl
G iS5 Vb pos b Moo ylas Jolse wisle pladis SIB2B (gl a4y 13 ,S6l55 ¢ Jlo (gly il 28
odil ladsd Ail Abe S5 o cpilio p  Sine (slas pS pronal g o ldm i Julodad 505 g ygld p  ine
ol JB bl 3 o] Gl a8 (gun S 4S5 B2B (6,0l )bs 3] sla sl s Wlgs o miznen

ol g 5l e ¥ () Ken g oY) Wlod S 8 40d o Hlay 5 080 JIB2B (gylbldg y ¢ yliise 1 (gl
g5 oo 3 (b (S 1 dy o 08 prali (6 )bg 0595 > lids Jg (Y IV () Kan g LuolS ¥4
g M by y (B g b o Simjd o eloi] (ooladl slaylxia aile gy Jelse b0l Olis
codly SYLae 5ew 4 el p ogMe ol (gl s g mae Slegudge 1w 6yolg bl 15T 5 oS els
A8k

2l oty 25 2pb 4 Olfe ) ST SRS oo b (3gb slailos 4 425 L

. Cater & Cater

. Jayawardhena

. Spreng, Shi & Page

. Molinari, Abratt & Dion

. Casidy & Nyadzayo

. Pan, Sheng & Xie

. Gligor, Bozkurt, Golgeci & Maloni

~N N AW N



ib)w‘\b b)sb‘\£0" ‘u)‘g))b%ﬂ.\n Ao

5 ol Slowe by (i D18 e 15T B2B (5)bldg 2 ¢SS e Cilisio (slags xS g sl
D)l s 4> B2B by b i ool o (gl gMST 1 gWS)
Tl i 4> B2B )by b yitie sl )3 4l 3 fouiS el €8 5 LSS 2 Sl gobie

9,38 o ooyl 4 B2B s, lsly p cloinl - Sinys gloybuin 1 Slosinl = Sin,3

References

Agnihotri, R., Dingus, R., Hu, M. Y. & Krush, M. T. (2016). Social media: Influencing
customer satisfaction in B2B sales. Industrial marketing management, 53, 172-180.

Anaza, N. A. & Rutherford, B. (2014). Increasing business-to-business buyer word-of-mouth
and share-of-purchase. Journal of Business & Industrial Marketing, 29(5), 427-437.

Blocker, C. P., Flint, D. J., Myers, M. B. & Slater, S. F. (2011). Proactive customer orientation
and its role for creating customer value in global markets. Journal of the Academy of
Marketing Science, 39(2), 216-233.

Boxer, 1. (2010). The Connection between Perceived Service Innovation, Service Value,
Emotional Intelligence, Customer Commitment and Loyalty in B2BThe Case of Orian.
Available  in: https://pea.lib.pte.hu/bitstream/handle/pea/801/Israel%20Boxer%20-
%20tezisfuzet.pdf?sequence=2

Casidy, R. & Nyadzayo, M. (2019). Drivers and outcomes of relationship quality with
professional service firms: An SME owner-manager perspective. Industrial Marketing
Management, 78, 27-42.

Cater, T. & Cater, B. (2010). Product and relationship quality influence on customer
commitment and loyalty in B2B manufacturing relationships. Industrial Marketing
Management, 39(8), 1321-1333.

Chaudhuri, A. & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect
to brand performance: the role of brand loyalty. Journal of marketing, 65(2), 81-93.

Chen, C., Dubin, R. & Kim, M.C. (2014). Emerging trends and new developments in
regenerative medicine: a scientometric update (2000 —2014). Expert opinion on
biological therapy, 14(9), 1295-1317.

ElsaBer, M. & Wirtz, B. W. (2017). Rational and emotional factors of customer satisfaction and
brand loyalty in a business-to-business setting. Journal of Business & Industrial
Marketing, 32(1), 138- 152. https://doi.org/10.1108/JBIM-05-2015-0101



wi Ol ed g (groome [ (iuple Julodiga 525 1B2B (5 Iy (oulild (b 0595 9 j9ebe3 Ly,

Fei, S., Kwon, C., & Jin, C. (2021). The role of corporate ethical management on trade
relationship trust and commitment: B2B. Sustainability, 13(9), 5290.

Freeman, L.C. (1977). A set of measures of centrality based on betweenness. Sociometry, 40(1),
3541.

Gansser, O. A., Bossow-Thies, S. & Krol, B. (2021). Creating trust and commitment in B2B
services. Industrial Marketing Management, 97, 274-285.

Gil-Saura, I. & Ruiz-Molina, M. E. (2011). Logistics service quality and buyer—customer
relationships: the moderating role of technology in B2B and B2C contexts. The service
industriesjournal, 31(7), 1109-1123.

Gil-Saura, I., Ruiz-Molina, M. E. & Arteaga-Moreno, F. (2011). Value, supplier dependence
and long-term orientation: Outcomes for B2B commerce in the travel industry. Industrial
Management & Data Systems, 111(5), 791-808. https://doi.org/10.1108/02635571111
137313

Gligor, D., Bozkurt, S., Golgeci, I. & Maloni, M. J. (2020). Does supply chain agility create
customer value and satisfaction for loyal B2B business and B2C end-customers?
International Journal of Physical Distribution & Logistics Management, 50, 721- 743.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report
the results of PLS-SEM. European business review, 31(1), 2-24.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modeling. Journal of the academy of
marketing science, 43, 115-135.

Jahromi, A. T., Stakhovych, S. & Ewing, M. (2014). Managing B2B customer churn, retention
and profitability. Industrial Marketing Management, 43(7), 1258-1268.

Jayawardhena, C. (2010). The impact of service encounter quality in service evaluation:
evidence from a business-to-business context. Journal of Business & Industrial
Marketing, 25(5), 338-348. https://doi.org/10.1108/08858621011058106

Lacey, R. & Morgan, R. M. (2009). Customer advocacy and the impact of B2B loyalty
programs. Journal of business & industrial marketing, 24(1), 3-13.

Lai, F., Griffin, M., Babin, B.J. (2019). How quality, value, image, and satisfaction create
loyalty at a Chinese telecom. Journal of Business Research, (62), 980-986.

Lam, S. Y., Shankar, V., Erramilli, M. K. & Murthy, B. (2004). Customer value, satisfaction,
loyalty, and switching costs: an illustration from a business-to-business service
context. Journal of the academy of marketing science, 32(3), 293-311.

Lewin, J. E. & Johnston, W. J. (2008). The impact of supplier downsizing on performance,
satisfaction over time, and repurchase intentions. Journal of Business & Industrial
Marketing, 23(4), 249-255. https://doi.org/10.1108/08858620810865825

Liu, Z., Yin, Y., Liu, W. & Dunford, M. (2015). Visualizing the intellectual structure and
evolution of innovation systems research: a bibliometric analysis. Scientometrics, 103(1),
135-158.



ib)w‘\b b)sbc\i"' cu)‘g))b%ﬂ.\n TAY

Luarn, P. & Lin, H. H. (2003). A customer loyalty model for e-service context. J. Electron.
Commer. Res., 4(4), 156-167.

Molinari, L. K., Abratt, R. & Dion, P. (2008). Satisfaction, quality and value and effects on
repurchase and positive word Jof{Jmouth behavioral intentions in a B2B services context.
Journal of Services Marketing, 22(5), 363-373.

Nathanson, Y. A. L. E. & Twitmyer, E. M. (1934). The value of specific purpose in advertising.
Journal of Applied Psychology, 18(3), 319.

O'cass, A., & Ngo, L. V. (2012). Creating superior customer value for B2B firms through
supplier firm capabilities. Industrial Marketing Management, 41(1), 125-135.

Olaru, D., Purchase, S. & Peterson, N. (2008). From customer value to repurchase intentions
and recommendations. Journal of Business & Industrial Marketing, 23(8), 554-
565. https://doi.org/10.1108/08858620810913362

Pan, Y., Sheng, S. & Xie, F. T. (2012). Antecedents of customer loyalty: An empirical synthesis
and reexamination. Journal of retailing and consumer services, 19(1), 150-158.

Ramaseshan, B., Rabbanee, F. K. & Hui, L. T. H. (2013). Effects of customer equity drivers on
customer loyalty in B2B context. Journal of Business & Industrial Marketing, 28(4), 335-
346. https://doi.org/10.1108/08858621311313929

Rauyruen, P. & Miller, K. E. (2007). Relationship quality as a predictor of B2B customer
loyalty. Journal of business research, 60(1), 21-31.

Russo, I., Confente, 1., Gligor, D. M. & Autry, C. W. (2016). To be or not to be (loyal): is there
a recipe for customer loyalty in the B2B context? Journal of business research, 69(2),
888-896.

Rust, R. T., Kumar, V. & Venkatesan, R. (2011). Will the frog change into a prince? Predicting
future customer profitability. International Journal of Research in Marketing, 28(4), 281-
294,

Scheer, L. K., Miao, C. F. & Garrett, J. (2010). The effects of supplier capabilities on industrial
customers’ loyalty: the role of dependence. Journal of the Academy of Marketing Science,
38(1), 90-104.

Song, J., Li, Y., Feng, Z. & Wang, H. (2018). Cluster analysis of the intellectual structure of
PPP research. Journal of Management in Engineering, 35(1), 04018053.

Spreng, R. A., Shi, L. H. & Page, T. J. (2009). Service quality and satisfaction in business-to-
business services. Journal of Business & Industrial Marketing, 24(8), 537-548.

Viswanathan, Vijay., Sese, F. Javier., Krafft, Manfred. (2017). Social influence in the adoption
of a B2B loyalty program: The role of elite status members. International Journal of
Research in Marketing, 34(4), 901-918.

Wangenheim, F. & Bayon, T. (2007). The chain from customer satisfaction via word-of-mouth
referrals to new customer acquisition. Journal of the Academy of Marketing Science,
35(2), 233-249.

Wind, Y. (1970). Industrial source loyalty. Journal of Marketing Research, 7(4), 450-457.



A Ol ed g (groome [ (iuple Julodiga 525 1B2B (5 Iy (oulild (b 0595 9 j9ebe3 Ly,

Womer, S. (1944). Some applications of the continuous consumer panel. Journal of Marketing,
9(2), 132-136.

Yang, L., He, L., Ma, Y., Wu, L. & Zhang, Z. (2019). A visualized investigation on the
intellectual structure and evolution of waste printed circuit board research during 2000—
2016. Environmental Science and Pollution Research, 26(11), 11336— 11341.

Zang, X., Zhu, Y., Zhong, Y., & Chu, T. (2022). CiteSpace-Based bibliometric review of
pickup and delivery problem from 1995 to 2021. Applied Sciences, 12(9), 4607.

Ahn, J., Mortara, L. & Minshall, T. (2014, January). Linkage between CEO characteristics and
OI adoption in innovative SMEs. In DRUID Academy Conference in Rebild (pp. 15-17).



