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THE PHENOMENON OF LOYALTY: GENERAL PSYCHOLOGICAL
AND ECONOMIC-PSYCHOLOGICAL ASPECTS

®EHOMEH JIOAJBHOCTI: 3AFAHBHOH§HXOHOFIHHHFI
TA EKOHOMIKOIICUXOJIOTTYHHUU ACIIEKTH

The examination of loyalty is of considerable significance from psychological and economic viewpoints. Loyalty is
a deep and diverse term. The topics to be examined encompass both emotional dimensions, such as connection, and
intellectual dimensions, including economic judgments grounded upon meticulous calculations. Loyalty is essential for
sustaining stability within social groups, such as organizations and business entities.

Loyalty, in a psychological context, is founded on a sense of attachment and ethical obligation that an individual
experiences toward a person, group, or institution. In 2007, scholars J. Haidt and C. Joseph proposed that loyalty pro-
motes social cohesion among communities and functions as a fundamental moral principle. Loyalty compels individuals
to behave in the group's interests, even at the expense of their personal benefits. Emotional attachment is the root cause
of the tendency to prioritize the group's needs over individual interests, which explains why loyalty frequently endures in
difficult circumstances.

The core demographic responsible for the majority of revenue generation is loyal customers, which is why loyalty is
essential in the economy and company. Retaining existing consumers is significantly less expensive than acquiring new
ones. In a competitive market, cultivating loyal relationships is a crucial factor in formulating business strategies.

Loyalty is essential in influencing consumer behavior and building enduring relationships between a firm and its clien-
tele. By comprehending the psychological underpinnings of loyalty and integrating this insight into business strategy, one
may establish robust commercial ventures and cultivate resilient, profitable brands.
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| B NCUXONOriYHOMY, i B €KOHOMIYHOMY acnekTax BUBYEHHS MOSMbHOCTI Mae Barome 3HadeHHs. DeHOMEH NMOSANbHOCTI
€ BaratorpaHHMM i CKNagHMM KOHCTPYKTOM. [lo cnekTpy npobrnem Ans BUBYEHHSI TYT HanexaTb sIKk eMOLiNHI (emoLiiHa
NpUB’A3aHICTb Ta iH.), TaK i pauioHanbHi (EKOHOMIYHI pilLleHHsA 3aCHOBaHI Ha YMCIOBMX Po3paxyHKax) acnekTu. JlIoanbHICTb —
Lie OVWH 3 KMOUYOBMX YMHHWKIB, LLIO 34IKCHIOTb BAaroMyin BNvB Ha 36epexeHHs cTabinbHOCTI B coLianbHUX rpynax (B Tomy
ymcni y pisHOro poay opranisauisix i 6isHec cTpykTypax).

Y 3aranbHONCKUXOMNOriYHOMY PO3YMiHHI MOANBHICTE — Lie KOHCTPYKT OCHOBOI, SKOTO € BigyyTTs NpUB’A3aHOCTI
i MOpanbHKX 3000B’A3aHb, SIKi N0ANHA Big4YyBae CTOCOBHO iHLLOIO Cy6’ekTa B3aEMOBIGHOCUH (iHLIOT KOANHK, TPYNKX MI0Aen,
opraHisadii Ta iH.). JocnigHuku k. XanT i C. [xo3ed y 2007 poui cTBEpAXYBanu, WO NOAMNbHICTL 3abesnevye couiansHy
3rypTOBAHICTb Y Ipyni i € KMHYOBOK MopanbHOK 3acagotn. Came BigvyTTa NOSMbHOCTI CNIOHYKAE No4en AiaTy BignoBiaHO
[0 iHTepeciB rpynu o sikoi BOHM cami cebe BigHOCATb, HaBiTb SKLLO Lie CynepedmnTb iXx 0coBUCTMM iHTepecam. BuHeceHHs
notpeb rpynu Bulle B iepapxii Hag 0COOMCTMMU iHTEPECaMM € pPe3yNbTaTOM EMOLIMHOT NpuB’a3aHocTi. Came LM MOoXHa
NOACHUTU NOAMNBLHICTb rPYNi HABITb Y CKNaAHNX CUTYyaLisX.

[na ekoHoMiKKM, a 3okpema Ans GisHecy, NosMNbHICTL Mae 0cobMBE 3HAYEHHS!, OCKINbKM NOSAMbHI KNIEHTU YTBOPIOKOTb
KOpSIAPO ayauTopii CnoxuBavi, siki 3abe3nevyloTb Oinbly YacTuHy npubyTky. Butpatn Ha iX yTpuMaHHs € Baromo
MEHLLMMU, HiX Ha 3anyyeHHs HOBMX. BpaxyBaHHS acnekTiB po3byqoBum NOANbHMUX BiAHOCUH B YMOBaX XKXOPCTKOI KOHKYpeHLii
€ OJHWM 3 LIeHTpanbHUX NUTaHb Npy po3pobui cTpaTerin po3suTkKy BisHeC cuctem.

JloAnbHICTb — Le BaXKNUBKIA YMHHUK, LLO BNSIMBAE Ha CMNOXMBYY NOBERIHKY, 3a0e3nevye JOBrOCTPOKOBI BiHOCUHU MiX
KoMmnaHieto Ta Ti KnieHTaMu. PO3yMiHHA NCUXOMOMYHNX OCHOB LbOro heHOMEHY Ta IMNIIeMeHTaLis Tak1x 3HaHb y cTparerii
po3BuUTKy Bi3Hecy [403BOMsSE CTBOPOBATK CTabinbHi GidHeC NPoeKTH i yenilHi cunbHi GpeHaum.

KniouoBi cnosa: ineHTudikauis 3 rpynoto, eMoLiiHa NpuB’a3aHicTb, ynpaeniHHS B3aeMO3B’si3kamu 3 KrieHtamu, NPS.

Introduction. Sophocles and Confucius underscored
the importance of fidelity to family and country [1; 14].
Loyalty is a fundamental element of human existence;
nonetheless, its concept is insufficiently understood, hin-
dering the formulation of a definitive definition. A core
question centers on whether loyalty should be seen as a
deed or an attitude. Loyalty is frequently conflated with
connection or commitment, resulting in additional mis-
conceptions [21; 33].

Contemporary society and enterprises are under-
going upheaval, as traditional social norms have dem-
onstrated their insufficiency, while new norms are yet in
development. In this age of swift technological progress,
globalization, and turmoil, loyalty is essential for main-
taining ties and connections. As demonstrated by numer-
ous studies in social and economic psychology [17; 20],
loyalty fosters cohesion, strengthens social connections,
and facilitates the formation of group identity. Compan-
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ies in a constrained market prioritize retaining current
clients over acquiring new ones to enhance profitabi-
lity, which is why loyalty is crucial in the competitive
business environment. Research demonstrates that 80%
of an organization's revenue originates from only 20%
of repeat customers [36], highlighting the necessity of
developing and implementing successful customer reten-
tion and loyalty strategies. This study intends to conduct
a theoretical examination of the origins of the concept
of loyalty and to contrast its interpretation within the
frameworks of general and economic psychology.

Objectives: 1) to perform a theoretical examination of
loyalty theories and notions; ii) to investigate the notion
of loyalty via the lenses of general and economic psych-
ology paradigms.

Presentation of the main material. Loyalty is cru-
cial for comprehending both individual and group behav-
ior. The establishment of enduring relationships is cru-
cial across several social contexts, including personal,
organizational, and economic spheres. Consumer loyalty
is a multifaceted concept situated at the intersection of
economics and psychology, incorporating both cognitive
and emotional aspects of human behavior.

Loyalty is generally associated with social identity
and moral beliefs, according to psychological experts
[16; 23]. These scholars assert that loyalty is a funda-
mental component of group dynamics, as it fosters sta-
bility and cohesion within a group.

In contrast, economists and marketers frequently
focus on consumer behavior, with the goal of retaining
existing customers and attracting new ones. According
to professionals in this field, loyalty is essential for the
sustainable expansion of organizations, as well as their
profitability and competitiveness [35]. In the past, mar-
keters have considered brand loyalty and recurrent pur-
chases to be the primary indicators of loyalty. The Net
Promoter Score (NPS) is a critical metric for evaluating
this, as it evaluates the probability of consumers recom-
mending products or services to others [36].

The objective of the subsequent theoretical analysis
is to conduct a comprehensive analysis of the history and
structure of the loyalty phenomenon. It aims to identify
and characterize the psychological and economic pre-
conditions that support the development of loyalty
within society, with a particular emphasis on economic
relationships.

Loyalty as a psychological phenomenon in the
paradigm of general psychology. The concept of
"loyalty" was first introduced by A. Hirschman (1970)
to describe employees' reactions to issues and failures
within an organization [21]. However, his development
of the concept was insufficient [2; 30; 43], as he some-
times defined loyalty as behavior and at other times as
an attitude. Hirschman defines loyalty as a construct that
profoundly affects an employee's subsequent decisions:
either to depart or to express their grievances.

The concept of loyalty as an attitude has been exam-
ined by scholars like J. Graham et al. (2011), J. Hildreth,
F. Gino, & M. Bazerman (2016), and M. van Vugt &
C. Hart (2004) [13; 20; 42]. Meanwhile, it has been
examined as behavior by R. Liden & G. Graen (1980),
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C. Rusbult (1988), R. Liden & J. Maslyn (1998) [31; 38;
32]. These researchers define loyalty by focusing on dif-
ferent, and sometimes opposing, types of behavior.

Certain academics have analyzed loyalty from a
moral perspective [4; 6; 28; 13; 16; 20; 34; 37]. Loyalty
is defined in multiple ways: as the inclination to eschew
opportunism [6]; as a dedication to a cause that empha-
sizes collective interests over individual ones [39]; and as
a principle of object bias, which includes behaviors such
as self-sacrifice, dependability, and prosociality [20].

It is important to emphasize the relevance of Moral
Foundations Theory, which was developed by Haidt and
his colleagues, when examining the ethical aspect of
loyalty [11; 12; 13; 17]. Loyalty is regarded as one of
numerous essential factors, including justice, damage,
authority, purity, and freedom.

Authors occasionally analyze loyalty within the
framework of cognitive dissonance. Cognitive disson-
ance may arise when individuals strive to resolve inter-
nal contradictions between their actions and convictions.
L. Festinger's (1957) theory of cognitive dissonance
asserts that individuals may want to reduce discom-
fort by maintaining firm beliefs, even when faced with
circumstances that oppose their interests. Individuals,
motivated by devotion to the group, endeavor to evade
cognitive dissonance or guilt in the face of adverse
events or situations [8]. Loyalty functions as a mechan-
ism of self-preservation, enabling the individual to sus-
tain cognitive consistency by upholding earlier beliefs
[19]. Consequently, long-term loyalty can be elucidated
through the notion of cognitive dissonance, even in
instances where the conditions are objectively detri-
mental for the individual.

The term “loyalty” is often used by authors to refer
to constructs that are, in our opinion, similar but not
equivalent. These include identification with an object
(such as a group or organization) [10; 40; 44], lead-
er-member exchange (LMX) [3], commitment [33], and
trust and confidence [29].

Loyalty, defined as the dedication to an entity, consti-
tutes a moral imperative to prioritize that entity's inter-
ests, even when they conflict with the individual's own
goals. The individual intellectually recognizes this idea
as ethical and valid, and they behave accordingly.

Loyalty is essential in several facets of social life,
encompassing interpersonal relationships and corporate
settings.

Economic and psychological aspects of loyalty.
In economic and business contexts, loyalty is a key
factor in establishing long-term, mutually beneficial
relationships between organizations and their custom-
ers. In a highly competitive market, organizations with
higher levels of loyalty enjoy several advantages, such
as increased revenue from repeat purchases (through
upselling and cross-selling) and lower costs associated
with acquiring new customers, as loyal customers tend to
stay (resulting in a reduced churn rate). Economic psych-
ology asserts that loyalty is a combination of the consum-
er's rational decision-making and emotional attachment.

The concept of loyalty has a complex and extensive
history, with its understanding always developing, par-
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ticularly in the economic sphere. Fred Reichheld was one
of the first researchers to examine loyalty from an eco-
nomic perspective. Loyalty is described as the readiness
of a consumer (or individual) to invest or make personal
sacrifices to enhance their relationship with a firm. In his
initial research, Reichheld concentrated on the correla-
tion between loyalty and revenue. His book, The Loyalty
Effect, published in 1996, argues that companies that
invest in retaining customers by enhancing and devel-
oping their relationships can increase their profits with-
out incurring the costs of acquiring new customers [35].
In this study, he claimed that retaining just 5% of cus-
tomers could boost an organization’s profits by 25-95%.
This study established a foundation for additional investi-
gation into the loyalty phenomena in economic research.

In 2003, Fred Reichheld developed the Net Pro-
moter Score (NPS) statistic to evaluate customer loyalty,
which quickly gained popularity among customer-cen-
tric organizations due to its simplicity. The notion is
based on a unique question: "What is the probability that
you would recommend our product or service to friends
or colleagues?" The primary advantage of this statistic
is its user-friendliness, while still providing a pretty
accurate depiction of client loyalty. The NPS index pro-
vides firms with critical insights for continuous business
enhancement derived from customer feedback and acts
as a metric for assessing the effects of executed modifi-
cations. Reichheld contended that a significant associ-
ation exists between NPS and corporate growth [36].

In their 1994 work, Dick and Basu, along with Fred
Reichheld, argued that loyalty significantly influences
customers' decisions to make repeat purchases. Custom-
ers exhibiting strong loyalty are more inclined to per-
sist in utilizing the services or purchasing products of a
specific firm, even in the presence of superior alterna-
tives. This notion illustrates the interaction between
the emotional and cognitive dimensions of loyalty.
The emotional aspect of loyalty arises from the bond
formed via favorable sentiments and experiences.
The emotional side of loyalty stems from the emotional
attachment created through positive feelings and experi-
ences associated with a specific organization (subject).
In contrast, the rational side of loyalty is based on a rela-
tively objective assessment of emotional benefits, such
as price [5; 7].

The importance of loyalty in evaluating brand value
cannot be overstated, since companies can only cultivate
a significant base of loyal customers by maintaining high
competitiveness and an exemplary reputation. This is
illustrated by companies like Apple, Starbucks, and Tesla,
who have successfully forged strong emotional bonds
with their customers through outstanding service, dis-
tinctive products and services, and inventive solution [9].

Discussion and conclusions. The review and analy-
sis of scientific literature addressing both the general
psychological and economic-psychological aspects of
the loyalty phenomenon reveal that this construct has
a complex, multi-layered structure encompassing two
primary components of human behavior: emotional
and rational. From a psychological perspective, loyalty
is a key element of social relationships. It enhances
emotional attachment, fosters group identity, and helps

establish moral obligations [17; 23]. In complex and
unpredictable situations, loyalty serves as a moral prin-
ciple that guides individuals in making the “righ” choice
between group and personal interests [15]. Furthermore,
loyalty is essential for maintaining stability within a
group, whether in a community, organization, or other
social settings.

From an economic and psychological standpoint,
loyalty is often regarded as a crucial factor in consumer
behavior. It is widely believed that organizations that
systematically cultivate customer loyalty to their prod-
ucts and services gain significant advantages. A higher
level of loyalty can lead to an increased frequency of
repeat purchases, which in turn allows organizations to
reduce the costs associated with attracting new custom-
ers while maintaining or even increasing their net profits
[36]. The key, and perhaps the most widely used, metric
for measuring loyalty in business is the Net Promoter
Score (NPS), introduced by Reichheld in 2003. Despite
its limitations, this tool provides a satisfactory level of
accuracy for assessing customer loyalty in a business
context and enables organizations to adjust both their
strategic plans and tactical actions based on these data.

The rational and emotional aspects of loyalty [5]
represent two fundamental dialectical structures that
balance consumer behavior, creating a more harmoni-
ous decision-making process. The emotional aspect of
consumer loyalty is closely tied to trust and emotional
attachment, while the rational aspect focuses on object-
ive financial benefits [5]. Customers who primarily
exhibit rational loyalty are more likely to switch their
preferences to competitors offering better terms. In con-
trast, customers driven by emotional loyalty are less
influenced by rational market conditions, as their loyalty
to the organization has become ingrained to some extent.

Therefore, based on the preceding discussion and
the author's earlier work [26; 27], we hypothesize that
loyalty is primarily an attitude rooted in emotional
attachment, individual experience, and perceived
benefits. This attitude can influence specific consumer
intentions and drive certain behaviors (loyalty behav-
ior). However, not all loyal customers will consistently
demonstrate their loyalty through actions, especially if
those actions do not align with social expectations or if
they entail costs that exceed what the individual con-
siders acceptable, which has been shaped by their life
experiences. Additionally, not all actions that appear to
be loyal are necessarily motivated by loyalty; they may
instead be influenced by social norms, legal obligations,
or personal commitments.

Despite its popularity in the business sector, the phe-
nomenon of loyalty remains insufficiently explored.
Various authors have broadly and generally described
the structure of this construct and the mechanisms
behind its formation at different times. Therefore, there
is significant potential for further research in the
areas of economic psychology and behavioral econom-
ics. For organizations, it is essential to clearly define
and articulate the psychological and economic-psycho-
logical foundations of loyalty. This understanding will
enable them to better meet their customers' needs and
build a customer-oriented business model.

118



HayxkoBwii BicHUK Y KropoJIChKOTO HalliOHAILHOTO YHiBepcuTeTy, 2025

BIBLIOGRAPHY:

1. Ames, R. T., & Rosemont Jr, H. (1999). The analects of Confucius: A philosophical translation. Ballantine Books.

2. Barry, B. (1974). Exit, voice, and loyalty. British Journal of Political Science, 4(1), 79-107.

3. Bernerth, J. B., Armenakis, A. A., Feild, H. S., Giles, W. F., & Walker, H. J. (2007). Is personality associated with
perceptions of LMX? An empirical study. Leadership & Organization Development Journal, 28(7), 613-631. https://doi.org/
10.1108/01437730710823879

4. Coughlan, R. (2005). Employee loyalty as adherence to shared moral values. Journal of Managerial Issues, 17(1), 43-57.

5. Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual framework. Journal of the Academy of
Marketing Science, 22(2), 99-113. https://doi.org/10.1177/0092070394222001

6. Dooley, R. S., & Fryxell, G. E. (1999). Attaining decision quality and commitment from dissent: The moderating effects of
loyalty and competence in strategic decision-making teams. Academy of Management Journal, 42(4), 389-402.

7. Duffy, D. L. (2003). Internal and external factors which affect customer loyalty. Journal of Consumer Marketing, 20(5),
480-485. https://doi.org/10.1108/07363760310489715

8. Festinger, L. (1957). A theory of cognitive dissonance. Stanford University Press.

9. Fournier, S. (1998). Consumers and their brands: Developing relationship theory in consumer research. Journal of
Consumer Research, 24(4), 343-373. https://doi.org/10.1086/209515
4(4)1 g.‘lgrghgm, J. W. (1991). An essay on organizational citizenship behavior. Employee Responsibilities and Rights Journal,

, -270.

11. Graham, J., & Haidt, J. (2010). Beyond beliefs: Religions bind individuals into moral communities. Personality and Social
Psychology Review, 14(1), 140-150.

12. Graham, J., Haidt, J., & Nosek, B. A. (2009). Liberals and conservatives rely on different sets of moral foundations.
Journal of Personality and Social Psychology, 96(5), 1029-1046.

13. Graham, J., Nosek, B. A., Haidt, J., lyer, R., Koleva, S., & Ditto, P. H. (2011). Mapping the moral domain. Journal of
Personality and Social Psychology, 101(2), 366-385.

14. Griffith, M. (Ed.). (1999). Sophocles: Antigone. Cambridge University Press.

15. Haidt, J. (2001). The emotional dog and its rational tail: A social intuitionist approach to moral judgment. Psychological
Review, 108(4), 814-834.

16. Haidt, J., & Graham, J. (2007). When morality opposes justice: Conservatives have moral intuitions that liberals may not
recognize. Social Justice Research, 20(1), 98-116.

17. Haidt, J., & Joseph, C. (2004). Intuitive ethics: How innately prepared intuitions generate culturally variable virtues.
Daedalus, 133(4), 55-66.

18. Haidt, J., & Kesebir, S. (2010). Morality. In S. Fiske & D. Gilbert (Eds.), Handbook of social psychology (5th ed.).

19. Harmon-Jones, E., & Mills, J. (1999). Cognitive dissonance: Progress on a pivotal theory in social psychology. American
Psychological Association.

20. Hildreth, J. A. D., Gino, F., & Bazerman, M. (2016). Blind loyalty? When group loyalty makes us see evil or engage in it.
Organizational Behavior and Human Decision Processes, 132, 16-36.

21. Hirschman, A. O. (1970). Exit, voice, and loyalty: Responses to decline in firms, organizations, and states (Vol. 25).
Harvard University Press.

22. Hogg, M. A. (2000). Subjective uncertainty reduction through self-categorization: A motivational theory of social identity
processes. European Review of Social Psychology, 11(1), 223-255.

23. Hogg, M. A., & Hains, S. C. (1996). Intergroup relations and group solidarity: Effects of group identification and social
beliefs on depersonalized attraction. Journal of Personality and Social Psychology, 70(2), 295-309.

24. Hogg, M. A., & Terry, D. |. (2000). Social identity and self-categorization processes in organizational contexts. Academy
of Management Review, 25(1), 121-140.

25. Hogg, M. A., Sherman, D. K., Dierselhuis, J., Maitner, A. T., & Moffitt, G. (2007). Uncertainty, entitativity, and group
identification. Journal of Experimental Social Psychology, 43(1), 135-142.

26. Kiiko, Y. (2024). Evolution of attachment theory: From infant psychology to organizational and economic psychology.
Global Approaches, Habitus, 63. https://doi.org/10.32782/2663-5208.2024.63.9

27. Kiiko, Y. (2024). The relevance of researching the psychological foundations of forming bank customer attachment in the
context of digital transformation and growing competition. Bulletin of Postgraduate Education: Collection of Scientific Papers.
Series Social and Behavioral Sciences; Management and Administration, 29(58), 80-93. https://doi.org/10.58442/3041-1858-
2024-29(58)-80-93

28. Ladd, J. (1967). Loyalty. In Edwards, P. (Ed.), Encyclopedia of philosophy.

29. Ladd, R. T., Gordon, M. E., Beauvais, L. L., & Morgan, R. L. (1982). Union commitment: Replication and extension.
Journal of Applied Psychology, 67(5), 640-645.

30. Leck, J. D., & Saunders, D. M. (1992). Hirschman's loyalty: Attitude or behavior? Employee Responsibilities and Rights
Journal, 5(3), 219-230.

31. Liden, R. C., & Graen, G. (1980). Generalizability of the vertical dyad linkage model of leadership. Academy of Management
Journal, 23(3), 451-465.

32. Liden, R. C., & Maslyn, J. M. (1998). Multidimensionality of leader-member exchange: An empirical assessment through
scale development. Journal of Management, 24(1), 43-72.

33. Meyer, J. P, &Allen, N. J. (1991). A three-component conceptualization of organizational commitment. Human Resource
Management Review, 1(1), 61-89. https://doi.org/10.1016/1053-4822(91)90011-Z

34. Ranlet, P. (1991). Loyalty in the Revolutionary War: General Robert Howe of North Carolina. Historian, 53(4), 721-742.
S h35.| I;eichheld, F. F. (1996). The loyalty effect: The hidden force behind growth, profits, and lasting value. Harvard Business

chool Press.

36. Reichheld, F. F. (2003). The one number you need to grow. Harvard Business Review.

37. Royce, J. (1908). The philosophy of loyalty. MacMillan.

38. Rusbult, C. E., Farrell, D., Rogers, G., & Mainous, A. G. (1988). Impact of exchange variables on exit, voice, loyalty, and
neglect: An integrative model of responses to declining job satisfaction. Academy of Management Journal, 31(3), 599-627.

39. Stieb, J. A. (2006). Clearing up the egoist difficulty with loyalty. Journal of Business Ethics, 63(1), 75-87.

40. Thomas, W.E. et al. (2017). Social identification in sports teams: The role of personal, social and collective identity
models. Personality and Social Psychology Bulletin, 43(4), 508-523.

41. Van Vugt, M. (2012). The male warrior hypothesis: The evolutionary psychology of intergroup conflict, tribal aggression,
and warfare. The Oxford Handbook of Evolutionary Perspectives on Violence, Homicide, and War, 291-300.

42. Van Vugt, M., & Hart, C. M. (2004). Social Identity as Social Glue: The Origins of Group Loyalty. Journal of Personality
and Social Psychology, 86(4), 585-598. https://doi.org/10.1037/0022-3514.86.4.585

21433$Nithey, M. J., & Cooper, W. H. (1989). Predicting exit, voice, loyalty, and neglect. Administrative Science Quarterly, 34(4),
521-539.

44. Zdaniuk, B., & Levine, J. M. (2001). Group loyalty: Impact of members' identification and contributions. Journal

of Experimental Social Psychology, 37(6), 502-509.

119



