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Abstract 
Growing interest in environmental sustainability has encouraged organizations to incorporate green marketing strategies into their business and marketing activities. These strategies are expected to strengthen customer relationships while supporting long-term competitive advantage. Although previous studies have reported positive links between green marketing and customer loyalty, less attention has been given to understanding how this relationship develops. Therefore, this study investigates how green marketing strategies influence customer loyalty by examining the mediating roles of green trust, customer satisfaction, and green brand image, together with the moderating effects of environmental concern, price sensitivity, and consumer skepticism.
A quantitative research design was adopted, and primary data were collected from 100 consumers using a structured questionnaire. The data were analyzed using IBM SPSS Statistics. The analysis included descriptive statistics, reliability analysis, simple linear regression, and mediation and moderation analyses using Hayes' PROCESS Macro.
The results showed that green marketing strategies had a significant positive effect on customer loyalty. Positive effects were also found for green trust, customer satisfaction, and green brand image. These variables helped explain how green marketing strategies influence customer loyalty, with customer satisfaction emerging as the strongest mediator. In contrast, environmental concern, price sensitivity, and consumer skepticism did not significantly affect this relationship. This indicates that the positive influence of green marketing strategies was consistent across different customer characteristics.
Overall, this study helps explain how green marketing strategies influence customer loyalty. The findings suggest that green trust, customer satisfaction, and green brand image play an important role in this relationship. Understanding these factors can help organizations develop more effective sustainability strategies and build stronger relationships with their customers. The study also offers useful directions for future research on green marketing and customer behaviour.
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1.1 introduction 
In recent decades, environmental sustainability has emerged as one of the world's major priorities because of the increasing challenges associated with environmental pollution, climate change, and the depletion of natural resources (United Nations, 2023; IPCC, 2023). These environmental issues have prompted governments, international organizations, and businesses to adopt sustainable solutions that reduce the adverse environmental impacts of economic activities (Dangelico & Vocalelli, 2017). As a result, sustainability is no longer seen only as an environmental responsibility. It has become an important part of business strategy, allowing organizations to remain competitive while meeting the growing expectations of society.
Growing environmental awareness has also changed the way consumers evaluate products and services. Consumers are becoming increasingly conscious of environmental issues, resulting in noticeable changes in purchasing behaviour and consumption patterns (Testa et al., 2019). In addition to traditional product attributes such as quality, price, and convenience, purchasing decisions are now influenced by environmental sustainability, ethical producing practices, and corporate social responsibility (Kotler & Keller, 2022). As consumer demand for environmentally responsible products and services continues to increase, organizations are under greater pressure to align their business activities with sustainability principles and contribute to environmental protection (Testa et al., 2019). This change in consumer preferences has encouraged organizations to reconsider conventional marketing approaches and adopt business models that better reflect evolving societal expectations (Dangelico & Vocalelli, 2017; Papadas et al., 2019).
In response to these developments, many organizations have introduced innovative marketing approaches that seek to balance environmental responsibility with business performance (Dangelico & Vocalelli, 2017; Leonidou et al., 2013). Among these approaches, Green Marketing Strategies (GMS) have become one of the most important strategic tools for incorporating sustainability into marketing activities (Leonidou et al., 2013; Dangelico & Vocalelli, 2017). Green marketing extends beyond promoting environmentally friendly products; it also includes sustainable production processes, green pricing policies, sustainable distribution systems, and promotional activities that communicate organizations' environmental commitments to consumers (Leonidou et al., 2013; Dangelico & Vocalelli, 2017; Adimas Rois Adnan et al., 2023).
Green marketing has gradually become a fundamental component of organizational strategy for achieving sustainable competitive advantage. This shift has been driven by growing environmental awareness, stricter environmental regulations, and the wider adoption of sustainability policies. In response, many organizations have introduced environmentally responsible production and marketing practices (Leonidou et al., 2013; Dangelico & Vocalelli, 2017; Papadas et al., 2019). As highlighted in recent studies, green marketing is no longer viewed only from an ethical or social perspective. Instead, it has developed into an important strategic marketing approach that enhances customers' perceptions of product value and strengthens brand perception (Nohekhan & Barzegar, 2024).
Research has increasingly shown that adopting green marketing strategies can provide organizations with benefits that go beyond environmental performance. Studies have linked these strategies to improvements in organizational reputation, competitive performance, and customer perceptions (Papadas et al., 2019; Testa et al., 2021; Leonidou et al., 2013). Consumers also tend to place greater trust in organizations that demonstrate true environmental responsibility, viewing them as more socially responsible and ethically committed (Nguyen et al., 2017). According to Papadas et al. (2019), green marketing also supports long-term competitive advantage by strengthening customer relationships and enhancing brand differentiation. 
Recent research suggests that green marketing has become an important factor influencing consumer behaviour. Consumers are more likely to trust organizations that adopt environmentally responsible marketing practices. They are also more willing to choose environmentally friendly products instead of conventional alternatives (Nguyen et al., 2017). For organizations, green marketing offers benefits beyond improving consumer perceptions. It helps them respond to the growing expectations of environmentally conscious consumers while improving organizational performance and supporting sustainable competitive advantage (Papadas et al., 2019).
Recent studies suggest that many consumers are willing to pay more for environmentally friendly products than they were in the past (Yadav & Pathak, 2017; Konuk, 2019; Testa et al., 2021). This reflects increasing awareness of responsible consumption and its importance for environmental protection and sustainable development. Green marketing also benefits organizations. Research shows that organizations adopting green marketing practices can improve their brand image and strengthen consumers' perceptions of brand quality (Ghobbe & Nohekhan, 2023).
In today's highly competitive business environment, customer loyalty has become one of the primary objectives for organizations seeking long-term success. Customer loyalty (CL) reflects customers' willingness to maintain an ongoing relationship with an organization through repeated purchases, positive word-of-mouth, and resistance to competitors' offerings (Dick & Basu, 1994). Keeping existing customers is usually more cost-effective than attracting new ones. In addition, loyal customers are more likely to make repeat purchases and recommend the brand to others, helping organizations achieve long-term growth (Schiffman & Wisenblit, 2015). As a result, understanding what drives customer loyalty has received considerable attention in marketing research.
A growing number of studies have linked green marketing strategies to stronger customer loyalty. Organizations that integrate environmental responsibility into their marketing activities tend to build higher levels of customer satisfaction, better green trust, enhance their brand reputation, and encourage long-term customer relationships (Farooqi et al., 2025; Mohammadi et al., 2023). Previous research has shown that environmentally friendly products, sustainable promotional activities, green pricing, and environmentally responsible distribution systems all add value for consumers. They provide functional, emotional, and social benefits, which help build stronger customer loyalty (Elata et al., 2023). Rather than influencing customers only through product or service characteristics, these findings suggest that green marketing strategies also shape the psychological and relational factors that support long-term customer loyalty.
In support of this, Adimas et al. (2023) reported that green marketing significantly improves consumer perceptions and increases brand loyalty. The review identified environmentally friendly products, a positive organizational image, and customer satisfaction as the main factors linked to customer loyalty. Together, they help explain how green marketing influences customer loyalty. Similarly, Pallaavaram et al. (2023) found that customers who perceive an organization's sustainability initiatives positively are more likely to remain loyal, make repeat purchases, and recommend the brand to others. Together, these findings reinforce the growing importance of green marketing as a strategic approach for strengthening long-term customer loyalty.
Although previous studies have reported positive relationships between green marketing strategies and customer loyalty, growing evidence suggests that this relationship is more complex than initially assumed. Recent marketing research indicates that customers do not become loyal simply because organizations adopt environmentally responsible practices. Instead, green marketing influences customers' psychological evaluations of organizations by shaping their perceptions of environmental credibility, satisfaction, and trust (Chen, 2010; Chen & Chang, 2013; Martínez, 2015; Papadas et al., 2019). These findings suggest that the effect of green marketing on customer loyalty extends beyond direct marketing activities and is largely explained through the development of favourable customer perceptions toward organizations.
Among the psychological mechanisms most frequently discussed in the literature are green Trust, customer satisfaction, and green brand image. Green Trust (GT) reflects customers' confidence in the credibility and authenticity of an organization's environmental commitments (Chen & Chang, 2013). Customer Satisfaction (CS) represents customers' overall evaluation of their experiences with an organization's products and services, whereas Green Brand Image (GBI) refers to customers' perceptions of an organization's environmental reputation and commitment to sustainability (Chen, 2010). Although previous studies have consistently identified these variables as important determinants of customer loyalty, they have generally been examined separately rather than being integrated within a comprehensive conceptual framework.
Customers' responses to green marketing strategies may also differ according to their individual characteristics. In particular, environmental concern, price sensitivity, and consumer skepticism have been identified as factors that may influence the way customers evaluate organizations' environmental initiatives (Chen & Chang, 2013; Yadav & Pathak, 2017; Konuk, 2019; Testa et al., 2021). Consumers with higher levels of environmental concern are generally more receptive to sustainability initiatives, whereas highly price-sensitive consumers may place greater emphasis on economic value than environmental benefits (Yadav & Pathak, 2017; Konuk, 2019). Likewise, doubts regarding the credibility of environmental claims may influence customers' responses to green marketing initiatives (Chen & Chang, 2013; Delmas & Burbano, 2011). Nevertheless, previous empirical findings concerning these moderating factors remain inconsistent, indicating the need for further investigation.
Experimental evidence from different countries further supports the effectiveness of green marketing strategies. For example, a study conducted in Saudi Arabia found that green marketing mix elements, including environmentally friendly product features, green pricing, and green promotional strategies, significantly enhance Customer Loyalty (Awad Elata Amani Ali et al., 2023). Similar evidence has been reported in Croatia, where eco-friendly advertising, green brand value, and green Innovation were found to positively influence customers' repurchase intentions, an important behavioural indicator of customer loyalty (Mladen Pancić et al., 2023).
Recent studies suggest that emotional commitment, environmental satisfaction, and perceived environmental quality all influence customer loyalty. However, these relationships are still not fully understood. Further research is needed (Thi Hoang Ha Tran & Tuan Le-Anh, 2025). A better understanding of these factors can help organizations use sustainability to build long-term customer loyalty. It can also encourage organizations to see sustainability as more than a marketing or regulatory requirement.
These findings are consistent with Relationship Marketing Theory. The theory suggests that trust, satisfaction, and perceived value are essential for building long-term customer relationships (Morgan & Hunt, 1994; Palmatier et al., 2006). However, applying green marketing strategies can be challenging. Customers do not always respond in the same way. Their responses depend on environmental awareness, the credibility of sustainability messages, and the costs of environmentally responsible business practices (Dangelico & Vocalelli, 2017; Chen & Chang, 2013; Testa et al., 2019; Papadas et al., 2019).
Although green marketing offers considerable benefits for organizations, its implementation is accompanied by several challenges. One of the major challenges is the high cost associated with environmentally responsible production compared with conventional manufacturing methods, together with the need to develop more sustainable production technologies (Dangelico & Vocalelli, 2017). Organizations may also encounter difficulties in encouraging consumers to pay premium prices for environmentally friendly products, particularly in markets where environmental awareness remains relatively low (Testa et al., 2019). Another challenge relates to the growing concern over greenwashing, where organizations make misleading environmental claims without adopting genuine sustainability practices. Such practices may reduce consumers' trust in environmental communications and weaken the credibility of green marketing initiatives (Chen & Chang, 2013).
Despite these challenges, recent marketing research suggests that technological and digital developments have strengthened the influence of green marketing on customer behaviour (Dwivedi et al., 2021; Papadas et al., 2019). Digital technologies and social media platforms allow organizations to communicate sustainability initiatives more effectively, engage with consumers, raise environmental awareness, and strengthen green brand image (Dwivedi et al., 2021; Kotler & Keller, 2022). They also provide consumers with easier access to information about products and their environmental impacts, enabling more informed and environmentally responsible purchasing decisions (Ummar et al., 2023; Alshammari et al., 2025; Zhang & Qiao, 2024). 
Although previous studies have highlighted both the benefits and the challenges of green marketing, the factors that explain its influence on customer loyalty are still not fully understood. This creates a need for further research to better understand how green marketing strategies influence customer loyalty under different conditions.
For this reason, understanding how green marketing strategies influence customer loyalty has become increasingly important, particularly as organizations continue to operate in a rapidly changing business environment. As environmental concerns receive greater global attention, green marketing has become an important factor influencing customers' purchase decisions and behavioural intentions (Dangelico & Vocalelli, 2017; Papadas et al., 2019). A better understanding of this relationship, and of the factors that strengthen or weaken it, can help organizations develop more effective marketing strategies. It can also support both organizational performance and environmental sustainability (Leonidou et al., 2013; Kotler & Keller, 2022).
Accordingly, the present study examines the relationship between green marketing strategies and customer loyalty by investigating the mediating roles of green trust, customer satisfaction, and green brand image, together with the moderating effects of environmental concern, price sensitivity, and consumer skepticism. Through this integrated framework, the study seeks to provide a better understanding of the mechanisms through which green marketing strategies contribute to long-term customer loyalty and sustainable competitive advantage.


















1.2 Study problem 
Growing consumer awareness of environmental issues has significantly influenced market dynamics and organizations' competitive strategies. In response to increasing societal expectations and competitive pressures, many organizations have adopted green marketing strategies, including environmentally friendly product design, sustainable packaging, ethical sourcing, and environmental communication. Previous empirical studies have shown that these strategies positively influence customer satisfaction, green brand image, and repurchase intention, all of which are recognised as important indicators of customer loyalty (Papadas et al., 2019; Yadav & Rahman, 2017).
Despite the growing body of research on green marketing, there is still more to learn about how green marketing strategies build long-term customer loyalty. Many studies have reported a positive relationship between green marketing and customer loyalty. However, less is known about the roles of green trust, customer satisfaction, and green brand image in explaining this relationship. In addition, these variables have often been studied separately rather than together.
In addition, customers may also respond differently to green marketing strategies. Their responses can vary depending on factors such as environmental concern, price sensitivity, and consumer skepticism. Previous studies have reported mixed findings regarding the influence of these factors. Only a limited number of studies have examined both the mediating and moderating mechanisms within the same framework.
For this reason, further research is needed to examine the direct effect of green marketing strategies on customer loyalty while considering the mediating roles of green trust, customer satisfaction, and green brand image, as well as the moderating effects of environmental concern, price sensitivity, and consumer skepticism. This can provide a better understanding of how green marketing strategies influence customer loyalty. It can also offer practical guidance for organizations seeking to strengthen customer relationships while supporting sustainable competitive advantage.

1.3 Importance of the study 
· Scientific Significance of the Study 
This study addresses a research gap in the green marketing literature by examining the relationship between green marketing practices and customer loyalty in the fashion sector. It also improves understanding of how green marketing practices influence customer behaviour by exploring the roles of green trust, customer satisfaction, and green brand image. To explain these relationships, the study draws on the Theory of Planned Behaviour, Relationship Marketing Theory, and Stakeholder Theory. Together, these theories provide a broader perspective for understanding the proposed relationships and answering the research questions.
The study also examines the direct, mediating, and moderating relationships within one conceptual framework. Unlike many previous studies that investigated these relationships separately, it considers the mediating roles of green trust, customer satisfaction, and green brand image alongside the moderating effects of environmental concern, consumer skepticism, and price sensitivity. The findings contribute to a better understanding of how green marketing strategies influence customer loyalty and provide a useful reference for future research on green marketing and green consumer behaviour across different industries and cultural settings.
· Practical Significance of the Study
From a practical perspective, this study provides organizations with empirical evidence on the role of green marketing practices in strengthening customer loyalty within the fashion sector. The findings show that green trust, customer satisfaction, and green brand image are important mechanisms linking green marketing strategies to customer loyalty. This provides managers with practical guidance when developing green marketing strategies and planning sustainability initiatives. It also helps decision-makers allocate resources to environmental practices that can improve customer retention.
The findings further suggest that sustainability programs should go beyond environmental claims. Organizations need to build customer trust, strengthen their brand image, and improve customer satisfaction through genuine environmental practices. The study also examined environmental concern, price sensitivity, and consumer skepticism as moderating variables. Although these variables did not significantly change the relationship between green marketing strategies and customer loyalty, they still provide useful insights into customer characteristics that managers should consider when developing future marketing strategies. In this way, organizations can align environmental responsibility with marketing objectives while building stronger long-term relationships with their customers.


























1.4 Study Aims
Green marketing strategies help organizations integrate sustainability into their marketing activities. They support economic, environmental, and social objectives at the same time. These strategies encourage organizations to adopt environmentally responsible production and marketing practices. Their aim is to reduce the environmental impact of products and services while continuing to satisfy customer needs and promote the sustainable use of natural resources. They also encourage organizations to develop environmentally friendly products and production processes. This helps improve production efficiency, reduce environmental harm, and strengthen competitive advantage. Organizations that demonstrate genuine environmental responsibility are also more likely to improve their reputation, build customer trust, strengthen their green brand image, and encourage long-term customer loyalty.
Given the growing importance of sustainable marketing, this study investigates how green marketing strategies influence customer loyalty. It focuses on the mediating roles of green trust, customer satisfaction, and green brand image, while also examining whether environmental concern, price sensitivity, and consumer skepticism moderate this relationship. Examining these relationships within a single conceptual framework provides a broader understanding of the mechanisms through which green marketing strategies strengthen long-term customer loyalty.
Accordingly, the study aims to:
1. Assess the direct effect of green marketing strategies on customer loyalty. 
2. Determine the direct effects of green marketing strategies on: 
· green trust, 
· customer satisfaction, and 
· green brand image. 
3. Investigate the direct effects of: 
· green trust on customer loyalty, 
· customer satisfaction on customer loyalty, and 
· green brand image on customer loyalty. 
4. Evaluate the mediating roles of green trust, customer satisfaction, and green brand image in the relationship between green marketing strategies and customer loyalty. 
5. Determine whether environmental concern, price sensitivity, and consumer skepticism moderate the relationship between green marketing strategies and customer loyalty.




















1.5 Study questions
The following research questions guide this study:
1. How do green marketing strategies directly affect customer loyalty? 
2. How do green marketing strategies directly affect green trust, customer satisfaction, and green brand image? 
3. How do green trust, customer satisfaction, and green brand image directly affect customer loyalty? 
4. To what extent do green trust, customer satisfaction, and green brand image mediate the relationship between green marketing strategies and customer loyalty? 
5. Do environmental concern, price sensitivity, and consumer skepticism moderate the relationship between green marketing strategies and customer loyalty?















1.6 Study hypotheses:
Based on the conceptual framework and the theoretical foundations of this study, the following hypotheses were proposed.
1.6.1 Direct Effect Hypotheses
H1: green marketing strategies have a positive effect on customer loyalty.
H2: green marketing strategies have a positive effect on green trust.
H3: green marketing strategies have a positive effect on customer satisfaction.
H4: green marketing strategies have a positive effect on green brand image.
H5: green trust has a positive impact on customer loyalty.
H6: customer satisfaction has a positive impact on customer loyalty.
H7: green brand image has a positive impact on customer loyalty.
1.6.2 Mediation Hypotheses
H8: green trust mediates the relationship between green marketing strategies and customer loyalty.
H9: customer satisfaction mediates the relationship between green marketing strategies and customer loyalty.
H10: green brand image mediates the relationship between green marketing strategies and customer loyalty.
1.6.3 Moderation Hypotheses
H11: environmental concern moderates the relationship between green marketing strategies and customer loyalty.
H12: price sensitivity moderates the relationship between green marketing strategies and customer loyalty.
H13: consumer skepticism moderates the relationship between green marketing strategies and customer loyalty.


1.7 Theoretical Foundation of the Study
This study is based on three theories: the Theory of Planned Behaviour (TPB), Relationship Marketing Theory (RMT), and Stakeholder Theory (ST). Each offers a different perspective for understanding the relationship between green marketing strategies and customer loyalty. The Theory of Planned Behaviour focuses on customers' attitudes and behavioural intentions. Relationship Marketing Theory emphasizes the importance of trust and satisfaction in building long-term customer relationships. Stakeholder Theory highlights how environmental responsibility creates value for customers and other stakeholders. Together, these theories provide the theoretical basis for the proposed conceptual framework.
1.7.1 Theory of Planned Behaviour (TPB)
The Theory of Planned Behaviour, developed by Ajzen (1991), proposes that behavioural intentions are shaped by individuals' attitudes, subjective norms, and perceived behavioural control. Consumers who hold positive attitudes toward environmentally responsible organizations are more likely to develop favourable behavioural intentions, including repeat purchases and long-term loyalty. It also explains how consumers' environmental beliefs contribute to green trust, customer satisfaction, and green brand image, which in turn influence customer loyalty.
1.7.2 Relationship Marketing Theory
Relationship Marketing Theory, introduced by Morgan and Hunt (1994), emphasizes the importance of trust, commitment, and customer satisfaction in building long-term customer relationships. It suggests that organizations strengthen customer loyalty by developing relationships based on trust and mutual value. In this study, green trust, customer satisfaction, and green brand image are viewed as key mechanisms linking green marketing strategies to customer loyalty.
1.7.3 Stakeholder Theory
Stakeholder Theory, proposed by Freeman (1984), argues that organizations should create value for all stakeholders, including customers, employees, suppliers, communities, and the natural environment, rather than focusing only on shareholders. Organizations that adopt environmentally responsible practices are more likely to meet stakeholder expectations and strengthen customers' confidence in their environmental commitments. This perspective helps explain why green marketing strategies can encourage positive customer perceptions and strengthen customer loyalty.
1.7.4 Integration of the Theories
Each theory explains customer behaviour from a different perspective. Together, they provide a broader understanding of how green marketing strategies influence customer loyalty. The Theory of Planned Behavior explains how green marketing strategies shape customers' attitudes and behavioural intentions. Relationship Marketing Theory explains how green trust, customer satisfaction, and green brand image contribute to long-term customer loyalty. Stakeholder Theory highlights the importance of environmental responsibility in creating value for customers and other stakeholders. Taken together, these theories explain the direct relationship between green marketing strategies and customer loyalty, as well as the roles of green trust, customer satisfaction, and green brand image as mediators and environmental concern, price sensitivity, and consumer skepticism as moderators.
Table 1.1 Summary of the Theoretical Foundations of the Study
	Theory

	Main Concept
	Role in This Study

	Theory of Planned Behaviour (Ajzen, 1991)
	Attitudes influence behavioural intentions
	Explains how green marketing strategies shape customer attitudes leading to customer loyalty


	Relationship Marketing Theory (Morgan & Hunt, 1994)
	Trust and satisfaction create long-term relationships
	Explains the mediating roles of green trust and customer satisfaction


	Stakeholder Theory (Freeman, 1984)
	Organizations create value by meeting stakeholder expectations
	Explains why environmental responsibility enhances green brand image and customer loyalty
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2.1 Introduction
Previous studies provide an important basis for understanding how the relationship between green marketing strategies and customer loyalty has been examined in the existing literature. Reviewing these studies helps identify the main findings, theoretical perspectives, research methods, and the research gaps that remain. It also provides the basis for developing the conceptual framework and formulating the research hypotheses.
The literature is organized around the main constructs of the proposed conceptual framework. It begins with studies examining the relationship between green marketing strategies and customer loyalty, followed by research on green trust, customer satisfaction, and green brand image. The review then discusses studies investigating the mediating roles of these variables before examining the moderating effects of environmental concern, price sensitivity, and consumer skepticism. The section concludes by highlighting the research gap that forms the basis of the present study.













2.2 Previous studies 
Interest in green marketing has grown as environmental sustainability has become a greater concern for consumers, organizations, and policymakers. Rising environmental awareness and increasing regulatory pressure have encouraged many organizations to adopt environmentally responsible marketing practices. This has also led researchers to explore the relationship between green marketing and consumer behaviour, especially customer loyalty, together with the factors that influence this relationship.
Over the past decade, researchers have paied increasing attention to green marketing and its influence on customer loyalty. Adimas (2023) reviewed studies published between 2013 and 2023 and found that green marketing, customer satisfaction, green image, and trust were the variables most frequently examined. The review also showed that structural equation modelling (SEM) was widely used to analyse these relationships. The increasing number of studies published during this period suggests that sustainability has become an important focus of marketing research.
Several studies have linked green marketing strategies to higher levels of customer loyalty. Nahar and Ali (2022) investigated the influence of different green marketing practices, including green product, green pricing, green distribution, and green promotion. The findings showed that most of these practices positively influenced customer loyalty, particularly green product, promotion, and distribution. Green pricing, however, did not produce a significant effect in all cases. The study also reported that environmentally friendly products and promotional activities strengthened repurchase intentions and brand recommendations.
Evidence from previous studies suggests that green trust and green brand image are important drivers of customer loyalty. Salsabilla and Isharina (2024) found that consumers were more likely to develop stronger emotional and behavioural connections with organizations they perceived as environmentally responsible, leading to greater commitment to sustainable products. Similar findings were reported by Amani (2023), who found that green products, green pricing, and green promotion positively influenced customer loyalty among Saudi Arabian graduate students. Together, these studies indicate that the relationship between green marketing and customer loyalty remains consistent across different cultural settings.
Green marketing has also been linked to improvements in brand image and perceived quality. Ghobbe and Nohekhan (2023) found that organizations using green marketing practices strengthened consumers' perceptions of brand quality, which increased customer trust and loyalty. Likewise, Nurrani (2023) reported that green trust and green brand image were among the main factors influencing loyalty to sustainable brands. These findings show that customers' perceptions play an important role in the success of green marketing strategies.
The relationship between green marketing and customer loyalty has also been examined in the coffee shop industry. Harahap and Harahap (2023) investigated this relationship and found that green marketing strategies had both direct and indirect positive effects on customer loyalty through customer satisfaction. The findings also showed that environmentally friendly marketing activities improved customers' perceptions of the business and encouraged them to continue their relationship with the brand. Similar evidence was reported by Ardilla (2024), who examined the role of green marketing in the service sector, particularly in coffee shops. The study found that green marketing not only had a direct positive effect on customer loyalty but also improved company image, which in turn strengthened customer loyalty. Using structural equation modelling, the study further demonstrated that green marketing enhanced consumers' perceptions of brand authenticity, highlighting the important role of brand reputation in sustainability-oriented marketing strategies. 
Previous research suggests that green marketing strategies provide benefits that go beyond achieving environmental objectives. Organizations that adopt these strategies can strengthen customer loyalty, improve brand reputation, increase the perceived value of their products, and gain a competitive advantage. Erfan et al. (2023) reported that the different elements of the green marketing mix, including green products, pricing, promotion, and distribution, all contributed positively to brand loyalty. This indicates that green marketing can create value for both organizations and their customers. The positive effect of green marketing strategies on customer loyalty has also been reported in studies conducted in the retail sector. Safitri, Ngatno, and Farida (2023) found that green marketing strategies increased both customer loyalty and repurchase intention among retail consumers. The study also explored the role of customer satisfaction and found that environmentally responsible marketing practices improved customer satisfaction, which subsequently strengthened customer loyalty. These findings suggest that customer satisfaction plays an important role in explaining how green marketing strategies contribute to long-term customer loyalty.
Research has also explored the influence of green marketing in different industry settings. Mohammad Muslim and Amal Asfour (2025) examined how green marketing practices affect consumers' choices of environmentally friendly products. Their findings showed a significant relationship between green marketing and consumer preferences. Among the different elements of the green marketing mix, green distribution and green pricing had the strongest influence on consumers' attitudes toward environmentally friendly products. Similar evidence was reported by Sowmya and Hans (2025), who found that customer loyalty increased when organizations implemented credible green marketing practices, particularly environmentally friendly packaging. Together, these studies provide further evidence that green marketing can influence consumer behaviour across different industries.
Green marketing has also been examined in the fast-moving consumer goods (FMCG) and retail sectors. Archana (2026) found that different components of the green marketing mix, including product design, pricing, distribution, and green promotion, had a significant influence on both company reputation and customer brand loyalty. The study also reported that consumers' responses varied according to demographic characteristics such as age and education. These findings suggest that sustainable marketing practices not only strengthen brand perception but also improve customer retention across different consumer groups.
Recent research suggests that sustainable marketing strategies are becoming increasingly important in shaping consumer behaviour (Yuniasih et al., 2024). In their qualitative study, Yuniasih et al. (2024) examined the role of green marketing in sustainable consumerism. They found that practices such as eco-friendly packaging, transparent environmental communication, and corporate social responsibility initiatives strengthened brand loyalty among environmentally conscious consumers. The authors also observed that consumers were more likely to support organizations that showed genuine environmental responsibility than those that appeared to focus mainly on profit. These findings reinforce the importance of authentic sustainability practices in developing stronger and longer-lasting customer relationships.
Overall, the previous studies suggest that green marketing plays an important role in building customer loyalty by improving customer perceptions and satisfaction. The literature also indicates that organizations can use green marketing as a strategic tool to achieve environmental sustainability while strengthening long-term customer relationships. However, the effectiveness of these strategies is not the same in every situation. Consumer awareness, transparent environmental communication, and the authenticity of sustainability efforts continue to influence their success. For this reason, further research is needed to examine green marketing in different industries and cultural contexts.


















2.3 Theoretical Framework of the Study
The theoretical framework of this study explains the relationships among green marketing strategies, customer loyalty, green trust, customer satisfaction, green brand image, environmental concern, price sensitivity, and consumer skepticism. It is based on three complementary theories: the Theory of Planned Behaviour, Relationship Marketing Theory, and Stakeholder Theory. Each provides a different perspective on how green marketing strategies influence customer loyalty. Together, they provide the theoretical basis for understanding customers' responses to environmentally responsible marketing practices (Ajzen, 1991; Freeman, 1984; Morgan & Hunt, 1994).
According to Ajzen (1991), people's behaviour is influenced by their attitudes, subjective norms, and perceived behavioural control. This idea is relevant to green marketing because consumers often evaluate an organization's environmental initiatives before deciding whether to support the brand. Positive perceptions of these initiatives can strengthen green trust, increase customer satisfaction, and improve green brand image. These factors make customers more likely to continue purchasing from the organization and develop long-term loyalty (Ajzen, 1991; Yadav & Pathak, 2017). This perspective provides the basis for the relationships examined in this study.
Relationship Marketing Theory focuses on building long-term customer relationships rather than individual transactions (Morgan & Hunt, 1994). It emphasizes the importance of trust, commitment, and customer satisfaction in developing customer loyalty. In this study, green trust, customer satisfaction, and green brand image are viewed as the main mechanisms linking green marketing strategies to customer loyalty. Customers are more likely to stay loyal when they trust an organization's environmental commitments, feel satisfied with its environmental efforts, and develop a positive image of the brand. Similar relationships have been reported in previous studies (Chen, 2010; Chen & Chang, 2013; Martínez, 2015).
Stakeholder Theory, proposed by Freeman (1984), argues that organizations should create value for all stakeholders, not only shareholders (Freeman et al., 2010). Customers are among the most important stakeholders, and many now expect organizations to operate in an environmentally responsible way. Organizations that incorporate sustainability into their marketing activities are more likely to build trust, strengthen their green brand image, and improve their reputation (Papadas et al., 2019; Leonidou et al., 2013). These outcomes encourage customer loyalty and support the relevance of Stakeholder Theory in this study.
The proposed framework also recognizes that customers do not all respond to green marketing strategies in the same way. Their responses may differ depending on their personal values and purchasing priorities. For this reason, environmental concern, price sensitivity, and consumer skepticism are included as moderating variables. Consumers with high environmental concern are generally more willing to support sustainable marketing initiatives because they place greater value on environmental protection (Dunlap et al., 2000). In contrast, consumers with high price sensitivity may focus more on price than environmental benefits, which can reduce the effectiveness of green marketing strategies, particularly when environmentally friendly products are more expensive (Konuk, 2019).
Consumer skepticism reflects consumers' doubts about organizations' environmental claims. These doubts can reduce the effectiveness of green marketing when customers believe that environmental claims are exaggerated or misleading (Chen & Chang, 2013; Delmas & Burbano, 2011). Consumer skepticism, environmental concern, and price sensitivity may influence the relationship between green marketing strategies and customer loyalty. Previous studies have reported mixed findings, suggesting that their effects may vary across different contexts. Together, these theories help explain how green marketing strategies influence customer loyalty. The relationship is expected to occur both directly and indirectly through green trust, customer satisfaction, and green brand image. The framework also considers whether environmental concern, price sensitivity, and consumer skepticism influence this relationship. Figure 2.1 presents the proposed theoretical framework and illustrates the relationships among the study variablesamong the study variables.





[image: ]Figure 2.1: Conceptual Framework of the Study and Proposed Research Hypotheses
Figure 2.1 presents the conceptual framework developed for this study. It illustrates the proposed relationship between green marketing strategies and customer loyalty, with green trust, customer satisfaction, and green brand image acting as mediating variables. The framework also incorporates environmental concern, price sensitivity, and consumer skepticism as moderating variables to examine whether they influence the strength of the relationship between green marketing strategies and customer loyalty.
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