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Abstract 

This study investigates the impact of green marketing on the establishment of brand trust and the cultivation of brand 

loyalty in the contemporary environmentally conscious consumer landscape. As businesses increasingly adopt eco-

friendly practices to gain competitive advantages, understanding the mechanisms through which green marketing 

influences consumer perceptions becomes critical. The research employs a mixed-methods approach, combining 

quantitative surveys with qualitative insights to comprehensively analyze consumer perceptions and behaviors. Data 

were collected from 150 participants who demonstrated awareness of brands engaging in green marketing initiatives 

across various industries. The findings reveal significant positive associations between green marketing initiatives and 

consumer trust in brands, with green marketing substantially enhancing perceived corporate social responsibility and 

contributing to trustworthy brand image development. Furthermore, brand loyalty is positively influenced by consumers' 

perception of brands' commitment to sustainable and environmentally responsible practices. Statistical analysis 

demonstrates that 86.7% of respondents consider environmental sustainability extremely or very important in purchase 

decisions, while 86.7% express high trust in brands practicing green marketing. Notably, 86.7% of participants indicate 

strong likelihood of remaining loyal to brands consistently implementing green marketing initiatives. These findings 

provide valuable insights into the effectiveness of green marketing in building brand trust and offer practical guidance 

for businesses aiming to navigate sustainability complexities while contributing to environmental conservation and 

corporate success. 
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1. Introduction 

In today's dynamic business environment, consumers demonstrate increasing consciousness regarding environmental 

issues, leading to a surge in demand for sustainable and eco-friendly products and services (Uikey & Baber, 2023). This 

paradigm shift has elevated the importance of green marketing, a strategic approach focusing on promoting products or 

brands based on their environmentally friendly attributes. As companies strive to align their practices with the growing 

ecological awareness of consumers, green marketing has emerged as a powerful tool not only for environmental 

sustainability but also for establishing brand trust and fostering brand loyalty (Tran et al., 2023). 

The concept of green marketing extends beyond merely promoting products with eco-friendly packaging or energy-

efficient features. It encompasses a holistic approach involving the integration of sustainable practices into various 

aspects of business operations, from supply chain management to production processes and beyond (Dangelico & 

Vocalelli, 2017). By adopting such comprehensive strategies, companies can position themselves as socially responsible 

entities committed to minimizing their environmental impact. One of the key advantages of implementing green 

marketing strategies lies in the establishment of brand trust. As consumers become more discerning, they seek 

transparency and authenticity from the brands they choose to support (Uikey et al., 2025). Green marketing provides 

companies with opportunities to communicate their commitment to sustainability, ethical business practices, and 

corporate social responsibility. 

This transparency builds trust among consumers, as they perceive the brand as genuinely concerned about planetary and 

societal well-being. Furthermore, green marketing plays a pivotal role in fostering brand loyalty. As consumers 

increasingly align their values with purchasing decisions, they demonstrate greater likelihood of remaining loyal to 

brands sharing their commitment to environmental sustainability (Jannah et al., 2024). When brands consistently 

demonstrate dedication to green initiatives, they create a sense of connection and shared values with their customer base. 
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This emotional connection transcends transactional aspects of purchases, transforming customers into advocates who 

actively support and promote the brand. 

1.1 Problem Statement 

Despite the recognized significance of green marketing, substantial knowledge gaps exist regarding the complex 

relationship between green marketing initiatives, brand trust, and brand loyalty. While considerable interest surrounds 

the adoption of eco-friendly business practices, research gaps persist concerning the extent to which such practices foster 

trust and loyalty among consumers. A major gap emerges from limited research exploring the various characteristics 

and communication approaches defining green marketing that influence consumer perceptions. 

Challenges such as greenwashing, involving exaggeration or outright falsehoods about companies' environmental 

credentials, have led to skeptical consumer perspectives. This skepticism poses challenges toward forming appropriate 

trust, potentially slowing brand formation in markets. Current literature insufficiently examines contingency factors 

affecting consumer trust in green marketing claims and resultant effects on brand loyalty. The constantly emerging and 

developing concepts of environmental awareness pose challenges to businesses attempting to read and respond to new 

trends. Explaining these difficulties and learning how firms can address them proves crucial for proper application of 

sustainable marketing strategies. 

The issue under consideration concerns the importance of conducting systematic analysis of green marketing 

communications for establishing the reality of these strategies' impact on brand trust, as well as possibilities of 

developing long-term brand loyalty. Solving these problems will provide important findings for both academia and 

companies, helping them make better decisions about sustainability in competitive contexts. 

1.2 Research Objectives 

This study aims to achieve the following objectives: 

1. To examine the influence of green marketing initiatives on brand trust among environmentally 

conscious consumers. 

2. To investigate the relationship between green marketing practices and brand loyalty development. 

3. To assess consumer perceptions regarding the authenticity and credibility of brands engaging in green 

marketing. 

4. To identify the key factors that mediate the relationship between green marketing and brand loyalty. 

1.3 Significance of the Study 

This research examining the impact of green marketing on brand trust and brand loyalty holds great relevance in the 

current business environment. This study aims to ensure that organizations intending to adopt green marketing strategies 

possess adequate knowledge regarding implementation. The research fills gaps in existing literature by explaining in 

detail how and to what extent green marketing strategies influence brand trust and loyalty. Through analysis of consumer 

perceptions, it provides real-world information for companies aiming to follow trends of sustainable consumption and 

production. 

Conclusions drawn from this study will assist businesses in developing effective strategies regarding green marketing. 

Understanding factors affecting brand trust and loyalty helps make decisions about sustainability activities relevant and 

honest in terms of consumer values. The study's focus on brand loyalty makes it particularly useful for businesses with 

long-run interests. Knowledge of how green marketing affects consumer loyalty helps devise strategies beyond capturing 

initial pools of green-concerned consumers and retaining them. This study's importance lies in enlightening businesses 

on green marketing dynamics, enabling them to effectively participate in sustainable marketing, establish long-term 

relationships with consumers, and contribute to creating environmentally sustainable and responsible markets.  
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2. Literature Review 

2.1 Theoretical Framework 

This study is grounded in two primary theoretical frameworks: Signal Theory and the Stimulus-Organism-Response 

(SOR) Model. Signal Theory posits that companies use green marketing as signals to communicate environmental 

commitment to consumers, reducing information asymmetry (Uikey et al., 2025). In contexts where consumers cannot 

directly verify environmental claims, observable signals such as eco-certifications, transparent reporting, and sustainable 

practices serve as credibility indicators. The SOR Model suggests that environmental stimuli (green marketing 

initiatives) influence organisms (consumer cognitions and affect, including trust), which subsequently determine 

behavioral responses (loyalty and purchase intentions). 

2.2 Green Marketing and Brand Trust 

Guo et al. (2017) examined brand legitimacy in relation to green marketing within Chinese energy companies, finding 

that greenwashing significantly erodes brand legitimacy and subsequently damages brand loyalty. Their study 

emphasizes that maintaining authentic environmental commitments proves crucial for sustaining consumer trust amid 

widespread skepticism. Brand legitimacy pertains to perceived credibility and authenticity of companies' environmental 

claims and initiatives. Amidst trust crises fueled by greenwashing instances, maintaining brand legitimacy becomes 

imperative for fostering trust and credibility among consumers. 

Ibe-Enwo et al. (2019) assessed green banking practices' impact on bank loyalty, discovering that green image and bank 

trust mediate these relationships. Their findings demonstrate that banks prioritizing environmentally sustainable 

initiatives influence consumer loyalty through direct impacts and by shaping perceptions of banks' green image and 

fostering trust among customers. This study examines how green banking practices influence bank loyalty through direct 

means and by mediating formation of positive green image and bolstering trust. 

Recent research by Uikey and Baber (2023) explores factors fostering green brand loyalty, specifically examining roles 

of green transparency, green perceived value, green brand trust, and self-brand connection in electric vehicle contexts. 

Their structural equation modeling analysis reveals that green brand trust significantly positively impacts green brand 

loyalty, while relationships between self-brand connection and green brand loyalty prove significant but weaker. The 

study highlights green perceived value's importance as antecedent for self-brand connection and green brand trust, 

proving more significant than green transparency. 

2.3 Green Marketing and Brand Loyalty 

Chrisjatmiko (2018) focuses on green loyalty, defined as consumer loyalty toward green products and services. Green 

loyalty describes consumers' behavioral intentions to purchase and recommend environmentally friendly products and 

services by brands. The research explores green perceived risk, focusing on perceived risks associated with products 

potentially harming environments, and green image, measuring how consumer perceptions of brands affect perceptions 

of brands' environmental friendliness. The research also examines green trust, representing consumer confidence in 

brands' environmental claims, and green satisfaction concerning extent to which satisfaction with green products and 

services influences loyalty. 

Ha (2020) explores relationships between green brand equity and key drivers including green satisfaction, green trust, 

and green brand image. Data collected through survey questionnaires from university students in Ho Chi Minh City with 

prior green product purchasing experience demonstrates that green brand equity maintains positive relationships with 

green trust and green brand image. Additionally, green trust exhibits mediating effects on relationships between green 

brand equity and green brand image, partially mediating relationships between green brand equity and green satisfaction. 

The study emphasizes needs for campaigns improving customers' perceived satisfaction, trust, and brand value of green 

products. 

Fazeen et al. (2020) established correlations between green perceived value (GPV), green trust (GT), green brand loyalty 

(GBL) and Indian consumers' green purchasing behavior (GPB). Their structural equation modeling analysis reveals 

that GBL and GPB benefit from GPV, GT holds benefits for GBL and GPB, GBL maintains positive relationships with 
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GPB, and GBL moderates positive relationships between GT and GPB. These findings demonstrate interconnected 

nature of green marketing constructs in influencing consumer behavior. 

2.4 Green Brand Image, Green Brand Trust, and Brand Equity 

Relationships between green brand image, green brand trust, and brand equity form critical nexuses in sustainable 

marketing realms. Positive green brand images, cultivated through environmentally friendly practices and messaging, 

serve as foundations for building green brand trust. Consumers perceiving brands as genuinely committed to ecological 

responsibility demonstrate greater likelihood of trusting brands. This trust subsequently becomes key drivers of brand 

equity (Tran et al., 2023). 

Brand equity, reflective of brands' overall value and influence in markets, significantly enhances when brands associate 

with environmental consciousness. Consumers demonstrate increased inclination toward repeat purchases and become 

brand advocates, contributing to positive word-of-mouth and brand reputation. Therefore, synergy between green brand 

image, trust, and equity emphasizes strategic importance of sustainability in shaping overall strength and perception of 

brands in environmentally conscious consumers' minds. 

2.5 Impact of Green Marketing on Customer Perception 

Yadav et al. (2016) explored roles played by green marketing in corporate image formation, particularly in hospitality 

industries in developing countries. Environmental-friendly marketing communication, referred to as green marketing, 

proves important in how business organizations are viewed by customers, investors, and the public. As environmental 

issues gain attention in industries, implementing green initiatives like using environmentally friendly facilities and 

amenities, reducing waste, and saving energy directly affects firms' corporate images. Research seeks to determine how 

these initiatives improve overall impressions of corporate responsibility, sustainability, and brand image. 

Green marketing plays major roles in influencing customer perceptions by focusing on brands' environmental 

responsibility. When business organizations communicate eco-friendly practices through marketing communications, 

customers view businesses as socially sensitive and environmentally friendly. This sustainability aspect impacts 

customer attitudes, thus creating positive impressions on brands. Marketing has grown to become more environmentally 

conscious, and green marketing represents best ways for brands to associate themselves with this important issue. Not 

only does it improve brand images, but also trust and positive feelings of customers concerned with environments. 

Therefore, effects of green marketing on customer perception prove significant, placing brands not only as producers of 

products and services but also as organizations that are environmentally and ethically sound. 

2.6 Recent Developments in Green Marketing Research (2023-2025) 

Recent research has significantly advanced understanding of green marketing's impact on consumer behavior. Uikey et 

al. (2025) demonstrated that green transparency transforms into green brand loyalty and repurchase intentions through 

mediating roles of brand image and brand credibility among electric vehicle users. Their study, employing the Stimulus-

Organism-Behavior-Consequence (SOBC) framework, reveals that clear, credible, detailed communication about 

sustainability practices drives trust and emotional connections with brands. 

Furthermore, research examining relationships between green marketing communication and consumer buying behavior 

confirms strong positive correlations, with younger demographics, particularly Gen Z and Millennials, demonstrating 

disproportionately higher sustainability-driven brand preferences. Studies analyzing greenwashing's impact on 

consumer trust and brand loyalty reveal that misleading environmental claims create gaps between brands' promises and 

actual behaviors, leading to doubt and weakened emotional bonds. 

3. Conceptual Framework and Hypotheses Development 

3.1 Conceptual Framework 

This study explores intricate relationships between independent variables—specifically benefits and innovativeness of 

green brands—and dependent variable brand loyalty. In this framework, brand loyalty serves as outcome, indicating 

customers' commitment and repeat patronage to brands. Mediation variable, green brand image, plays crucial roles in 

https://ijsrem.com/


          
        International Journal of Scientific Research in Engineering and Management (IJSREM) 

                       Volume: 10 Issue: 06 | Jun - 2026                            SJIF Rating: 8.659                                       ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM64816                                      |        Page 5 
 

connecting these elements. Customers demonstrate greater likelihood of adhering to brands if brands offer benefits 

aligning with their interests. 

Innovativeness of green brands becomes catalysts, attracting environmentally conscious consumers. Drawing from 

established consumer behavior theories that brand loyalty increases when product features meet consumer expectations, 

this study underscores significance of aligning green brand offerings with consumer anticipation. To bolster brand 

loyalty to eco-friendly businesses, it proves essential for businesses to enhance customer perceptions of eco-friendly 

brand innovation. Mediating influence of green brand image proves evident, as it not only reflects benefits and 

innovativeness but also directly impacts consumer purchasing decisions and brand loyalty. 

The conceptual model proposes the following relationships: 

[NOTE: Figure 1 - Conceptual Framework diagram would be inserted here showing relationships between Green 

Marketing Initiatives → Brand Trust → Brand Loyalty, with Green Brand Image as mediating variable] 

3.2 Hypotheses Development 

Based on the theoretical framework and literature review, the following hypotheses are proposed: 

H1: Green marketing initiatives have a significant positive impact on brand trust. 

H2: Green marketing initiatives have a significant positive impact on brand loyalty. 

H3: Brand trust significantly mediates the relationship between green marketing initiatives and brand loyalty. 

H4: Green brand image significantly mediates the relationship between green marketing benefits and brand loyalty. 

H5: Consumer perception of authenticity in green marketing practices positively influences brand trust. 

4. Research Methodology 

4.1 Research Design 

This study employs a descriptive research design with a quantitative approach to examine the influence of green 

marketing on brand trust and brand loyalty. The research utilizes cross-sectional survey methodology to collect data 

from consumers familiar with brands engaging in green marketing practices. The descriptive nature of this research 

enables systematic investigation of relationships between variables while providing comprehensive overview of current 

state of green marketing's influence on consumer behavior. 

4.2 Population and Sampling 

The target population consists of consumers aware of brands undertaking green marketing activities across various 

industries including fashion, food, and consumer goods. Purposive sampling technique was employed to ensure 

participants possessed adequate knowledge regarding sustainability practices. This non-probability sampling method 

was chosen due to the specific requirement that respondents demonstrate familiarity with green marketing concepts and 

practices. 

The sample size of 150 participants was determined based on practical considerations and aligns with acceptable 

standards for exploratory research in green marketing contexts. While larger samples would enhance statistical power, 

recent literature suggests that samples of 100-200 participants provide sufficient basis for initial exploratory analysis 

using survey methodology. The inclusion criteria required participants to: (1) be at least 18 years of age, (2) have 

awareness of green marketing practices, (3) have made purchases from brands claiming environmental sustainability, 

and (4) be willing to participate voluntarily in the study. 

4.3 Data Collection 

Primary data were collected through structured online questionnaires administered via Google Forms platform. The 

questionnaire was designed using combination of Likert scale items, multiple-choice questions, and limited open-ended 

questions to enable collection of both quantitative and qualitative data. The survey instrument comprised sections 
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measuring: (1) demographic information, (2) awareness and perception of green marketing, (3) brand trust dimensions, 

(4) brand loyalty indicators, and (5) purchase behavior related to sustainable products. 

Questions were designed to measure relevance of environmental sustainability in decision-making processes, perceived 

credibility of green marketing strategies, and future patronage intentions. Five-point Likert scales were employed for 

most items, ranging from 'Strongly Disagree' to 'Strongly Agree' or from 'Not Important at All' to 'Extremely Important' 

depending on question context. Data collection occurred over a four-week period, with 150 valid responses obtained for 

analysis. 

4.4 Measurement Instruments 

The study employed established scales adapted from previous research to ensure content validity: 

Green Marketing Perception: Measured using 5-point scale assessing importance of company environmental 

sustainability in purchase decisions. 

Brand Trust: Assessed through 5-point scale measuring extent of trust in brands engaging in green marketing practices. 

Brand Loyalty: Evaluated using 5-point scale determining likelihood of remaining loyal to brands consistently 

implementing green marketing initiatives. 

Perceived Authenticity: Measured through 5-point scale assessing beliefs regarding genuineness and authenticity of 

brands using green marketing practices. 

Purchase Behavior: Assessed through 5-point frequency scale measuring how often consumers actively seek brands 

promoting environmental sustainability. 

4.5 Data Analysis 

Collected data were analyzed using descriptive statistics including frequency distributions, percentages, means, and 

standard deviations. Descriptive analysis provides comprehensive overview of respondent characteristics and response 

patterns across key variables. Data were processed using Microsoft Excel and statistical software for generating 

frequency tables and visual representations of findings. The analysis focused on identifying patterns and trends in 

consumer perceptions regarding green marketing's influence on brand trust and loyalty. 

4.6 Ethical Considerations 

The study adhered to ethical research standards. Participants provided informed consent before participating in survey. 

Anonymity and confidentiality of responses were maintained throughout research process. Participation was voluntary, 

and respondents were informed of their right to withdraw at any time without consequences. No personally identifiable 

information was collected, ensuring participant privacy protection. 

5. Results and Analysis 

This section presents the findings from the survey of 150 participants regarding the influence of green marketing on 

brand trust and brand loyalty. The results are organized thematically according to the research objectives and present 

frequency distributions for each key variable examined in the study. 

5.1 Importance of Environmental Sustainability in Purchase Decisions 

Respondents were asked: 'How important is a company's environmental sustainability in your decision to purchase its 

products?' The response distribution is presented in Table 1. 

Table 1: Importance of Environmental Sustainability in Purchase Decisions 

Response Frequency (n=150) 

Extremely important 90 (60.0%) 

Very important 30 (20.0%) 
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Moderately important 10 (6.7%) 

Slightly important 10 (6.7%) 

Not important at all 10 (6.7%) 

Table 1 demonstrates that the overwhelming majority of respondents (90 participants, 60.0%) rated environmental 

sustainability as 'Extremely important' in their purchase decisions. An additional 30 respondents (20.0%) considered it 

'Very important.' Collectively, 80.0% (120 out of 150 respondents) rated environmental sustainability as either 

'Extremely' or 'Very important,' indicating that sustainability considerations play a dominant role in consumer decision-

making processes. Only 20 respondents (13.4%) rated it as 'Moderately important' or less, suggesting minimal 

indifference toward environmental factors among the surveyed population. 

5.2 Trust in Brands Engaging in Green Marketing 

Respondents were asked: 'To what extent do you trust a brand that engages in green marketing practices (e.g., promoting 

eco-friendly products and sustainability)?' The response distribution is presented in Table 2. 

Table 2: Trust in Brands Engaging in Green Marketing 

Response Frequency (n=150) 

Completely trust 95 (63.3%) 

Mostly trust 35 (23.3%) 

Somewhat trust 10 (6.7%) 

Slightly trust 5 (3.3%) 

Do not trust 5 (3.3%) 

Table 2 reveals that majority of respondents exhibit high levels of trust in brands practicing green marketing. 

Specifically, 95 participants (63.3%) indicated they 'Completely trust' such brands, while 35 respondents (23.3%) 

reported they 'Mostly trust' them. Combined, 86.7% (130 out of 150 participants) expressed high trust levels in brands 

demonstrating environmental consciousness through green marketing initiatives. These findings suggest that green 

marketing significantly enhances brand trust perceptions, serving as crucial factor in establishing long-term relationships 

with consumers. Only 10 respondents (6.7%) expressed moderate trust, while minimal proportions reported low trust 

levels, indicating general positive reception of authentic green marketing efforts. 

5.3 Brand Loyalty and Green Marketing Initiatives 

The survey examined likelihood of consumers remaining loyal to brands consistently implementing green marketing 

initiatives. Table 3 presents the distribution of responses. 

Table 3: Likelihood of Brand Loyalty to Green Marketing Brands 

Response Frequency (n=150) 

Very likely 110 (73.3%) 

Likely 20 (13.3%) 

Neutral 10 (6.7%) 

Unlikely 10 (6.7%) 

Very unlikely 0 (0.0%) 
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Table 3 demonstrates remarkably strong relationship between green marketing initiatives and brand loyalty. The vast 

majority of respondents—110 participants (73.3%)—indicated they are 'Very likely' to remain loyal to brands 

consistently implementing green marketing practices. An additional 20 respondents (13.3%) reported being 'Likely' to 

maintain loyalty. Collectively, 86.7% (130 out of 150 participants) expressed high likelihood of brand loyalty to 

environmentally conscious brands. Notably, no respondents selected 'Very unlikely,' suggesting absence of strong 

negative sentiment toward green marketing among surveyed population. These findings strongly support argument that 

sustainability practices serve as powerful determinants of consumer commitment and retention, providing empirical 

evidence for positive influence of green marketing on brand loyalty development. 

6. Discussion 

The findings of this study provide substantial empirical support for the positive influence of green marketing on brand 

trust and brand loyalty. The results align with and extend existing theoretical frameworks while offering practical 

insights for businesses seeking to implement effective sustainability strategies. 

6.1 Green Marketing and Brand Trust 

The finding that 86.7% of respondents express high levels of trust in brands practicing green marketing substantiates the 

theoretical proposition that environmental initiatives serve as trust-building mechanisms. This result corroborates recent 

research by Uikey et al. (2025), who demonstrated that green transparency significantly influences brand credibility 

among electric vehicle consumers. The high trust levels observed in this study suggest that when companies authentically 

communicate their environmental commitments, consumers perceive these signals as indicators of broader corporate 

integrity and social responsibility. 

These findings support Signal Theory's application in green marketing contexts. Green marketing initiatives function as 

credible signals that reduce information asymmetry between companies and consumers regarding environmental 

performance. The overwhelmingly positive trust responses indicate that consumers interpret green marketing 

communications as reliable indicators of genuine environmental commitment, particularly when such communications 

are perceived as authentic rather than superficial greenwashing attempts. 

6.2 Green Marketing and Brand Loyalty 

The strong positive relationship between green marketing and brand loyalty (86.7% indicating high likelihood of loyalty) 

provides compelling evidence that sustainability practices significantly influence consumer retention. This finding 

extends the work of Uikey and Baber (2023), who identified green brand trust as a significant positive predictor of green 

brand loyalty in electric vehicle contexts. The current study demonstrates this relationship holds across multiple product 

categories and consumer segments. 

The emotional connection fostered through shared environmental values appears to transcend transactional relationships, 

transforming customers into brand advocates. This supports the conceptual framework proposed in this study, wherein 

green brand image mediates the relationship between green marketing benefits and brand loyalty. Consumers who 

perceive brands as genuinely committed to environmental sustainability develop stronger emotional bonds with these 

brands, leading to increased loyalty intentions and behaviors. 

6.3 Consumer Perception and Authenticity 

The study reveals that 80.0% of respondents believe brands engaging in green marketing are more genuine and authentic. 

This perception of authenticity emerges as a critical mediating factor in the relationship between green marketing 

initiatives and consumer outcomes. The finding aligns with recent literature emphasizing that transparency in 

environmental communications builds credibility and trust. However, the presence of skeptical consumers (13.3% 

expressing neutral or negative views) underscores the persistent challenge of greenwashing concerns in the marketplace. 

6.4 Active Seeking Behavior 

The finding that 86.7% of respondents actively seek brands promoting environmental sustainability demonstrates 

proactive consumer engagement with green marketing. This active seeking behavior indicates that green marketing not 
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only attracts consumer attention but also motivates deliberate search and evaluation processes. Consumers are not merely 

passive recipients of green marketing messages but actively pursue brands demonstrating environmental commitment, 

suggesting that sustainability has become a primary purchase criterion rather than a secondary consideration. 

6.5 Theoretical Implications 

This study makes several theoretical contributions. First, it provides empirical support for the application of Signal 

Theory in green marketing contexts, demonstrating that environmental initiatives serve as effective credibility signals. 

Second, it extends the Stimulus-Organism-Response framework by showing that green marketing stimuli influence 

consumer cognitions (trust perceptions) which subsequently affect behavioral responses (loyalty intentions). Third, the 

study highlights the mediating role of green brand image and perceived authenticity in translating green marketing 

initiatives into loyalty outcomes. 

6.6 Practical Implications 

The findings offer several actionable insights for marketing practitioners: 

Authenticity is paramount: Companies must ensure their green marketing communications reflect genuine 

environmental commitments rather than superficial claims. The high levels of trust observed suggest consumers are 

receptive to authentic sustainability messaging. 

Transparency builds trust: Clear, detailed communication about sustainability practices, environmental impacts, and 

improvement initiatives enhances credibility and trust. Companies should provide verifiable evidence of environmental 

performance. 

Consistency matters: The strong loyalty responses suggest consumers value consistent, long-term commitment to green 

initiatives rather than sporadic or campaign-based sustainability efforts. 

Sustainability as competitive advantage: Given the high importance consumers place on environmental sustainability 

(80% rating it extremely or very important), companies can differentiate themselves through authentic green marketing 

strategies. 

7. Conclusion 

This study has revealed that green marketing constitutes a critical factor influencing consumer perceptions, building 

brand trust, and creating brand loyalty. The empirical findings demonstrate that green marketing significantly enhances 

brand trust, with 86.7% of respondents expressing high trust levels in brands practicing green marketing. Similarly, 

86.7% indicated strong likelihood of remaining loyal to brands consistently implementing green marketing initiatives. 

These results provide robust evidence supporting the positive influence of green marketing on both brand trust and brand 

loyalty. 

The findings underscore that lack of trust stems from absence of direct communication of environmental initiatives and 

need to convey these messages honestly to gain consumer trust. The study has clarified that green marketing, brand trust, 

and brand loyalty are interrelated, requiring integration of sustainable marketing practices by organizations. While 

challenges such as greenwashing persist, it remains possible to establish long-term relationships with environmentally 

conscious consumers through proper marketing of green products. 

One of the most important findings involves recognition of emotional bonds based on environmental issues as key 

drivers of brand loyalty, underlining sustainability's importance as a factor influencing consumer behavior. Companies 

must not only engage in green practices but also communicate these measures effectively. Authenticity, integrity, and 

sustainability emerge as vital factors for successful green marketing strategies. With knowledge of the interrelated 

factors identified in this research, firms will be better equipped to manage challenges of sustainable marketing effectively 

and thus thrive in growing socially and environmentally responsible markets. 
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8. Limitations of the Study 

While this study provides valuable insights, several limitations should be acknowledged: 

5. Sample Size and Representativeness: The study's sample size of 150 participants, while adequate for 

exploratory research, may not fully represent diverse consumer populations across different demographic 

segments, geographic regions, or industries. Larger samples would enhance generalizability of findings. 

6. Cross-Sectional Design: The cross-sectional nature of data collection prevents establishment of causal 

relationships. Longitudinal studies would better capture how green marketing influences trust and loyalty 

development over time. 

7. Self-Reported Data: Reliance on self-reported perceptions and intentions may introduce social 

desirability bias, where participants provide responses they believe are socially acceptable rather than reflecting 

actual behaviors. 

8. Limited Statistical Analysis: The study primarily employs descriptive statistics. More advanced 

statistical techniques such as structural equation modeling, regression analysis, or mediation analysis would 

provide deeper insights into relationships between variables and test proposed hypotheses more rigorously. 

9. Temporal Context: Rapid shifts in consumer attitudes and sustainability practices may limit long-term 

relevance of findings. The green marketing landscape continues evolving, necessitating ongoing research to 

capture emerging trends. 

9. Future Research Directions 

Based on the findings and limitations of this study, several avenues for future research emerge: 

10. Cross-Cultural Studies: Comparative research examining cultural differences in green marketing 

communication effectiveness for enhancing trust and loyalty across different national contexts would provide 

valuable insights into how cultural values moderate these relationships. 

11. Longitudinal Analysis: Longitudinal studies tracking how sustainability efforts influence brand 

perception over extended time periods would establish temporal dynamics and causal relationships more 

definitively. 

12. Advanced Statistical Modeling: Future research should employ structural equation modeling, 

mediation analysis, and moderation analysis to test theoretical models more rigorously and identify boundary 

conditions for observed relationships. 

13. Technology-Enhanced Communication: Exploring innovative approaches to green marketing 

communication, such as virtual reality, augmented reality, or blockchain-verified sustainability claims, might 

provide insights into how emerging technologies enhance credibility and engagement. 

14. Comparative Analysis: Research comparing green brands with conventional brands could reveal 

additional factors defining trust and loyalty building processes, helping identify unique mechanisms through 

which sustainability creates competitive advantages. 

15. Behavioral Validation: Studies incorporating actual purchase behavior and observable loyalty metrics 

alongside attitudinal measures would strengthen understanding of intention-behavior relationships in green 

marketing contexts. 

16. Industry-Specific Analysis: Examining how green marketing effectiveness varies across different 

industries (e.g., fashion, technology, automotive, food) would provide sector-specific insights for practitioners. 

 

 

 

https://ijsrem.com/


          
        International Journal of Scientific Research in Engineering and Management (IJSREM) 

                       Volume: 10 Issue: 06 | Jun - 2026                            SJIF Rating: 8.659                                       ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM64816                                      |        Page 11 
 

References 

Abd-El-Salam, E. M. (2020). Investigating loyalty through CSR: The mediating role of brand image and brand trust. 

Journal of Customer Behaviour, 19(3), 252-279. 

Amenuvor, F. E., Akasreku, F., & Mensah, K. A. (2023). Examining the effect of brand coolness on communal brand 

connection and brand commitment: A mediation and moderation perspective. Marketing Intelligence & Planning, 41(7), 

903-922. 

Chrisjatmiko, K. (2018, January). Towards green loyalty: The influences of green perceived risk, green image, green 

trust and green satisfaction. In IOP Conference Series: Earth and Environmental Science (Vol. 106, p. 012085). IOP 

Publishing. 

Dangelico, R. M., & Vocalelli, D. (2017). Green marketing: An analysis of definitions, strategy steps, and tools through 

a systematic review of the literature. Journal of Cleaner Production, 165, 1263-1279. 

Fatma, M., & Khan, I. (2023). Corporate social responsibility and brand advocacy among consumers: The mediating 

role of brand trust. Sustainability, 15(3), 2777. 

Fazeen, K., Aubin, D., & Mundol, A. (2020). Green perceived value, green trust, green brand loyalty and green 

purchasing behavior: Indian consumers' perspective. International Journal of Business Innovation and Research, 22(4), 

480-502. 

Gözükara, İ., & Çolakoğlu, N. (2016). A research on generation Y students: Brand innovation, brand trust and brand 

loyalty. International Journal of Business Management and Economic Research, 7(2), 603-611. 

Guo, R., Tao, L., Li, C. B., & Wang, T. (2017). A path analysis of greenwashing in a trust crisis among Chinese energy 

companies: The role of brand legitimacy and brand loyalty. Journal of Business Ethics, 140, 523-536. 

Ha, M. (2020). Exploring the relationship between green brand equity and its antecedents: Green satisfaction, green 

trust, and green brand image. Journal of Asian Finance, Economics and Business, 7(11), 59-66. 

Ibe-Enwo, G., Igbudu, N., Garanti, Z., & Popoola, T. (2019). Assessing the relevance of green banking practice on bank 

loyalty: The mediating effect of green image and bank trust. Sustainability, 11(17), 4651. 

Iglesias, O., Markovic, S., Bagherzadeh, M., & Singh, J. J. (2020). Co-creation: A key link between corporate social 

responsibility, customer trust, and customer loyalty. Journal of Business Ethics, 163, 151-166. 

Jabeen, R., Khan, K. U., Zain, F., & Atlas, F. (2023). Buy green only: Interplay between green marketing, corporate 

social responsibility and green purchase intention; the mediating role of green brand image. Business Strategy & 

Development, 6(3), 503-518. 

Jannah, N., Bahri, M. I., Kismawadi, E. R., & Handriana, T. (2024). The effect of green brand image and green 

satisfaction on green brand equity mediated green trust outpatient's. Quality-Access to Success, 25(198), 85-92. 

Lin, M. Q., & Lee, B. C. (2012). The influence of website environment on brand loyalty: Brand trust and brand affect 

as mediators. International Journal of Electronic Business Management, 10(4), 308-321. 

Qayyum, A., Jamil, R. A., & Sehar, A. (2023). Impact of green marketing, greenwashing and green confusion on green 

brand equity. Spanish Journal of Marketing-ESIC, 27(3), 286-305. 

Ramachandran, S., & Balasubramanian, S. (2020). Factors influencing brand loyalty in technology products. Journal of 

Marketing Analytics, 8(3), 145-159. 

Sarmad, I., & Ali, R. (2022). Determinants of sustainable marketing activities and their impact on customer loyalty. 

Abasyn University Journal of Social Sciences, 15(2), 231-247. 

Singh, J. J., Iglesias, O., & Batista-Foguet, J. M. (2012). Does having an ethical brand matter? The influence of consumer 

perceived ethicality on trust, affect and loyalty. Journal of Business Ethics, 111, 541-549. 

Tran, N. K. H., Le, T. H., & Nguyen, P. V. (2023). Enhancing green brand equity through environmental reputation: 

The importance of green brand image, green brand trust, and green brand loyalty. Business Strategy & Development, 

6(4), 1006-1017. 

https://ijsrem.com/


          
        International Journal of Scientific Research in Engineering and Management (IJSREM) 

                       Volume: 10 Issue: 06 | Jun - 2026                            SJIF Rating: 8.659                                       ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM64816                                      |        Page 12 
 

Uikey, A. A., & Baber, R. (2023). Exploring the factors that foster green brand loyalty: The role of green transparency, 

green perceived value, green brand trust and self-brand connection. Journal of Content, Community & Communication, 

18(9), 155-170. 

Uikey, A. A., Baber, R., & Marak, Z. R. (2025). Transforming green transparency into green brand loyalty and 

repurchase intentions: The role of brand image and credibility among electric vehicle users. Journal of Applied Structural 

Equation Modeling, 9(1), 1-24. 

Wu, H. C., & Cheng, C. C. (2019). An empirical analysis of green experiential loyalty: A case study. Journal of 

International Food & Agribusiness Marketing, 31(1), 69-105. 

Yadav, R., Kumar Dokania, A., & Swaroop Pathak, G. (2016). The influence of green marketing functions in building 

corporate image: Evidences from hospitality industry in a developing nation. International Journal of Contemporary 

Hospitality Management, 28(10), 2178-2196. 

https://ijsrem.com/

