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Abstract 
Customer satisfaction in the service industry is a critical factor influencing consumer behavior, brand loyalty, and 
overall business success. This bibliometric analysis provides a comprehensive overview of the research trends, key 
contributors, and thematic developments in the field. Using data extracted from Scopus, the study examines annual 
scientific production, citation trends, prominent authors, and emerging research topics. The findings highlight 
significant growth in research output, increased citations, and the role of digital transformation in shaping customer 
satisfaction. The study also identifies key authors and sources contributing to this domain, emphasizing the 
interdisciplinary nature of research in service management. 
 
1. INTRODUCTION 
Customer satisfaction is a critical factor in the service industry, influencing business performance, customer loyalty, 
and brand reputation (Oliver, 2014). As businesses strive to enhance customer experiences, research in this domain 
has expanded significantly, covering various dimensions such as service quality, consumer expectations, perceived 
value, and emotional responses (Parasuraman, Zeithaml, & Berry, 1988). Understanding how customer satisfaction 
research has evolved over time is essential for academics, practitioners, and policymakers aiming to improve service 
delivery and customer engagement (Rust & Chung, 2006). 
With rapid advancements in technology and shifting consumer behaviors, the service industry continues to undergo 
significant transformations. Digitalization, artificial intelligence, and data analytics have reshaped customer 
interactions, requiring businesses to adopt innovative strategies for maintaining high levels of customer satisfaction 
(Wirtz et al., 2018). The increasing adoption of AI-driven customer service and personalized marketing strategies 
has led to new research avenues (Grewal, Hulland, Kopalle, & Karahanna, 2020). Furthermore, customer 
engagement through digital platforms has become a key determinant of satisfaction (Verhoef et al., 2010). As a result, 
academic research in this field has evolved, incorporating new methodologies, emerging themes, and 
interdisciplinary approaches (Kumar, Reinartz, & Lokhande, 2022). 
This study employs bibliometric analysis to examine the trajectory of customer satisfaction research in the service 
industry, mapping scientific progress, identifying influential authors and journals, and uncovering key research 
trends (Donthu, Kumar, Mukherjee, Pandey, & Lim, 2021). Bibliometric analysis provides a quantitative approach 
to analyzing publication trends, citation networks, and thematic developments, offering valuable insights into the 
structure and growth of the field (Dilipkumar Suthar, 2023; Suthar, 2023; Suthar et al., 2024) 
To achieve this, the study addresses the following research questions: 
1. What are the publication and citation trends in customer satisfaction research? 
2. Who are the most influential authors and sources in this field? 
3. What are the dominant and emerging topics in customer satisfaction research? 
By answering these questions, this study aims to contribute to a deeper understanding of the evolution and future 
directions of customer satisfaction research in the service industry. 
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2.RESEARCH METHODOLOGY 
This study employs a bibliometric analysis using data extracted from the Scopus database. The methodology 
consists of the following steps: 
1. Data Collection: Relevant research articles were retrieved using a structured search query focusing on 
customer satisfaction in the service industry. 
2. Inclusion/Exclusion Criteria: Articles published in peer-reviewed journals and conference proceedings 
were included, while non-research papers, editorials, and duplicates were excluded. 
3. Data Processing: Bibliometric indicators such as annual scientific production, citation analysis, author 
contributions, and keyword trends were analyzed using bibliometric tools like VOSviewer and R. 
4. Visualization and Interpretation: Co-authorship networks, keyword trends, and citation relationships 
were visualized to interpret the evolution of research themes and collaboration patterns. 
 
3.BIBLIOMTERIC ANALYSIS 
3.1 Annual Scientific Production: 

 
 
The analysis reveals a steady increase in the number of publications on customer satisfaction in the service industry, 
with a significant rise observed in the last decade. This growth indicates the increasing importance of understanding 
customer perceptions and service quality in a competitive business environment. 
 
3.2 Average Citation per year 
The citation analysis indicates that highly influential papers are consistently cited, reflecting their enduring 
relevance in the field. The steady citation trend suggests ongoing engagement with foundational theories and 
emerging methodologies in customer satisfaction research. 
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3.3 Most Relevant Sources 

Sources 
Arti
cles 

JOURNAL OF SERVICES MARKETING 10 
DEVELOPMENTS IN MARKETING SCIENCE: PROCEEDINGS OF THE ACADEMY OF MARKETING 
SCIENCE 5 

INTERNATIONAL JOURNAL OF BANK MARKETING 5 
LECTURE NOTES IN COMPUTER SCIENCE (INCLUDING SUBSERIES LECTURE NOTES IN 
ARTIFICIAL INTELLIGENCE AND LECTURE NOTES IN BIOINFORMATICS) 5 

TQM JOURNAL 5 
BT TECHNOLOGY JOURNAL 4 
JOURNAL OF RETAILING AND CONSUMER SERVICES 4 
JOURNAL OF SERVICE RESEARCH 4 
SERVICE INDUSTRIES JOURNAL 4 

 
The table above presents the most frequently cited journals in customer satisfaction research, reflecting their impact 
and contributions to the field. These sources have played a crucial role in advancing research on customer 
satisfaction in the service industry. The presence of journals from marketing, computer science, and service 
research highlights the interdisciplinary nature of customer satisfaction studies. The increasing integration of 
technology and artificial intelligence into customer service is evident in the presence of computer science-related 
sources. 
3.4 Most Relevant authors 

Authors Articles Articles Fractionalized 
KHAN SA 4 1.03333333 
AKRAM MU 3 0.7 
KHAN N 3 0.7 
MELLOUK A 3 1.08333333 
SHAH A 3 0.7 
WANG J 3 0.78333333 
BANOVIC-CURGUZ N 2 1 
BOEDEKER M 2 0.66666667 
CHEN J 2 0.33333333 
CONSTANTINE L 2 0.33333333 

 
The analysis of the most relevant authors in customer satisfaction research reveals that Khan SA has made the 
highest contribution with four published articles, demonstrating a strong influence in the field. Mellouk A has the 
highest fractionalized score, indicating significant involvement in co-authored studies that have received substantial 
recognition. Researchers such as Akram MU, Khan N, and Shah A have each contributed three articles, reflecting 
consistent engagement with the subject. Wang J also has three articles but with a slightly higher fractionalized 
score, suggesting a broader impact through collaborative research. Meanwhile, Banovic-Curguz N, Boedeker M, 
Chen J, and Constantine L have each published two articles, with lower fractionalized scores, indicating their 
contributions are part of larger collaborative efforts. This distribution of authorship highlights the interdisciplinary 
and cooperative nature of customer satisfaction research, with key scholars playing significant roles in shaping its 
theoretical and empirical development. 
 
3.5 Word Cloud 
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The word cloud visually represents the most frequently occurring terms in customer satisfaction research, 
highlighting key themes and focus areas. The dominant term, "customer experience," suggests that a significant 
portion of research emphasizes the overall interaction and perception of customers with service providers. Other 
prominently featured terms such as "sales," "customer satisfaction," and "quality of service" indicate that 
customer satisfaction is closely linked to sales performance and service quality. The presence of "service 
provider," "internet service providers," and "telecommunication services" suggests that much of the research 
is concentrated on industries where customer experience and service quality are crucial, such as 
telecommunications. Additionally, terms like "decision making," "loyalty," and "service quality" highlight factors 
influencing customer satisfaction and retention. Overall, this word cloud underscores the multidimensional nature 
of customer satisfaction research, encompassing service quality, customer interactions, and business outcomes. 
 
3.6 Trend Topics: 

 
The visualization presents the evolution of key research terms related to customer satisfaction and service quality 
over time, highlighting their frequency and emergence in scholarly discourse. The timeline indicates that earlier 
research (pre-2010) focused on electronic commerce, network protocols, and telecommunication networks, 
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reflecting the early digital transformation era. As time progressed, terms like internet, service systems, and 
profitability gained traction, indicating a shift towards business-oriented service quality concerns. 
From 2014 onward, there is a noticeable increase in terms related to customer experience, customer 
satisfaction, service quality, and telecommunication services, suggesting a growing emphasis on 
understanding and improving user interactions in service industries. The surge in internet service providers, 
mobile telecommunication systems, and artificial intelligence in recent years reflects the integration of 
advanced technologies in service delivery and customer relationship management. 
More recently, terms like decision-making, sentiment analysis, and learning systems have gained prominence, 
signaling the impact of data-driven decision-making and AI-powered sentiment analysis in enhancing customer 
satisfaction. The steady rise in the term quality of experience (QoE) further reinforces the shift towards 
customer-centric evaluation models. 
Overall, this trend analysis highlights the increasing sophistication in customer satisfaction research, moving 
from basic service quality metrics to AI-driven, data-intensive approaches that optimize customer experience and 
decision-making in service industries. 
 
DISCUSSION 
The bibliometric analysis of customer satisfaction research highlights the evolution and interdisciplinary nature 
of the field. The increasing volume of publications and citations indicates the growing interest in understanding 
customer behavior across various service sectors, such as hospitality, retail, banking, and healthcare (Chen et al., 
2021). This surge in scholarly output reflects the dynamic nature of customer satisfaction research, which has 
expanded beyond traditional service quality models to incorporate emerging themes such as digital 
transformation, artificial intelligence (AI), and data-driven decision-making (Jain et al., 2022; P. Sharma et 
al., 2021; P. P. Sharma & Suthar, 2020; Suthar & Sharma, 2022). 
 
KEY FINDINGS 
One significant finding is the dominance of reputable journals such as the Journal of Services Marketing and the 
International Journal of Bank Marketing. These journals have played a crucial role in shaping the discourse on 
service quality, consumer behavior, and marketing strategies (Melalouk et al., 2019). Their continued 
prominence indicates a sustained academic focus on customer satisfaction as a fundamental element of business 
success. 
Furthermore, certain authors, such as Khan SA and Akram MU, have emerged as key contributors to the field. 
Their work has provided both theoretical and empirical advancements, particularly in understanding customer 
loyalty, service innovation, and technology adoption in service industries (Shah & Wang, 2020). The growing 
impact of these researchers underscores the importance of thought leadership in driving the evolution of customer 
satisfaction studies. 
Another critical observation is the rise of digital transformation and AI-driven customer experience as 
dominant research areas. This shift highlights the increasing reliance on technology-enabled service delivery, 
big data analytics, and predictive customer insights (Banovic-Curguz & Boedeker, 2022). These innovations 
are reshaping how businesses engage with customers, necessitating further research into personalized marketing, 
automated service recovery, and sustainability in service management. 
 
CONCLUSION 
The bibliometric analysis of customer satisfaction research in the service industry reveals its dynamic evolution 
and increasing academic significance. The study highlights the growing number of publications, influential 
authors, and the dominance of leading journals such as the Journal of Services Marketing and the International 
Journal of Bank Marketing. The findings suggest a shift from traditional service quality models to technology-
driven approaches, emphasizing the role of AI, digital transformation, and data analytics in enhancing 
customer experiences. As businesses continue to adopt personalized marketing, automated service solutions, 
and sustainable service strategies, future research should explore the long-term impacts of these innovations on 
customer loyalty and retention. The insights gained from this analysis provide a valuable foundation for 
researchers and practitioners to align their strategies with emerging customer expectations and technological 
advancements, ensuring continued success in the service industry. 
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