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Abstract: Objectives: This .2030 4y, bl B Aany) gat bl 43 g Aalsal
study analysed the impact of sustainable marketing, within the framewerk of
Saudi Arabia's Vision 2030, on Saudi consumer loyalty, examining the
mediating rele of awareness of Visien 2030 initiatives, the extent to which
green marketing mix dimensions vary in their impact, and loyalty differences
across demographic variables. Study Setting: Saudi Arabia, across its
various regions. Methodology: The study adopted a descriptive-analytical
appreach. Data were collected via a questionnaire from a convenience sample
of 351 consumers, and analyzed using Partial Least Squares Structural
Equation Medeling (PLS-SEM) in SmartPLS seftware, alongside one-way
ANOVA for demegraphic differences. Results: The study found a significant
positive effect of the green marketing mix on loyalty, with Visien 2030
awareness partially and complementarily mediating thic relationship. The mix
dimensions varied in their impact: green product was the strongest driver,
followed by distribution then pricing, while promotion showed no significant
effect, indicating that Saudi consumers reward the substance of the
sustainable product, its availability, and fair pricing more than premetional
claims. The results further showed differences in loyalty attributable to age
group and monthly income, but not to other demographic variables.
Recommendations: The study r ded that panies direct their

investments toward improving the genuine quality of sustainable products,
their availability, and fair pricing, rather than intensive spending on green
promotional campaigns; that they enhance the credibility of their
environmental messages with tangible evidence; and that they link their
custainable practices to the national orientation toward sustainability within
.Vision 2030
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