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Abstract 

Firms today have a growing interest in sustainability as an aspect of business performance other 

than financial goals. Various factors (including societal mandates incorporated into regulations, 

concern about loss of sales and a potential decline in corporate reputation) pressure companies 

into implementing proper systems for managing sustainability (e.g. Lee, 2012).Sustainable 

marketing, as noted by numerous academics and practitioners, refers to a form of marketing that 

makes a net positive contribution to society in terms of environmental, social and economic 

developments. Firms‟ interest in sustainability as an aspect of business performance other than 

financial goals has steadily increased. Sustainable marketing affect perceived value and loyalty 

of the customer. Customer value is “the fundamental basis for all marketing activity” (Holbrook, 

1994, p. 22). And high value is one primary motivation for customer patronage. Customer 

loyalty has been viewed by some researchers as a specific desire to continue a relationship with a 

service provider (Czepiel& Gilmore, 1987). This study Conclude that there is significant positive 

effect of the perceived marketing sustainability on the perceived value as well as on customer 

loyalty.  

Keywords: Perceived Marketing Sustainability, Perceived Customer Value, Customer 

Loyalty, Structural Equation Modeling (SEM) 

 

http://www.skirec.org/


 

ECONSPEAK: A Journal of Advances in Management IT & Social Sciences, 

Vol. 7, Issue 11, November 2017 Impact Factor 5.132 ISSN: (2231-4571) 

www.skirec.org Email Id: skirec.org@gmail.com 

 

 

 

      
 

Page 78 

Introduction  

Firms today have a growing interest in sustainability as an aspect of business performance other 

than financial goals. Various factors (including societal mandates incorporated into regulations, 

concern about loss of sales and a potential decline in corporate reputation)pressure companies 

into implementing proper systems for managing sustainability (e.g. Lee, 2012). Sustainable 

business practices are one of the most important factors driving brand loyalty today. That‟s 

because your customers feel a kind of stewardship regarding the environment. As of 2011, 93% 

of customers believe that they have a personal responsibility to take care of the environment and 

nearly 70% are willing to pay more for products they consider green. Going green is now an 

economic strategy (Annajo, 2016).  

Sustainable marketing, as noted by academics and practitioners, refers to a form of marketing 

that makes a net positive contribution to society in terms of environmental, social and economic 

developments (Garcı´a-Rosell&Moisander, 2008; Jamrozy, 2007). Sustainability in marketing 

has been investigated from three research perspectives: corporate sustainability management 

(Lee, 2012; Lee &Saen, 2012) and sustainable competitive advantages (Kim, Jeon, Jung, Lu, & 

Jones, 2011) have been examined from an economic perspective; green marketing and 

environmental sustainability (Leonidou, Katsikeas, & Morgan, 2012) have been studied from an 

environmental perspective; and recent developments in the formulation of a theoretical 

marketing framework draw upon sustainable marketing and social marketing studies. 

Customer's behavior concerning keeping a relation with an organization through buying its 

product or services can be interpreted as customer loyalty (Behara et al., 2002; Singh and 

Sirdeshmukh, 2000). Loyalty can also be defined as an extremely kept decision to re-buy or be a 

patron of a selected product or service in the future (Oliver, 1997). Customer loyalty emerges 

through the customer perceived value. Zeithaml (1988, p 14) has suggested that perceived value 

can be regarded as a “consumer‟s overall assessment of the utility of a product (or service) based 

on perceptions of what is received and what is given.” 
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This study tries to establish relationship between perceived marketing sustainability, perceived 

value and customer loyalty using Partial Least square structure equation modeling.  

Literature review  

Research has shown that companies which adopt, implement and communicate adequate 

sustainability policies and, inherently, improve their actual and perceived corporate 

sustainability, become better at attracting and retaining employees (Kim & Park, 2011; Story et 

al., 2016), as well as at creating and maintaining long-term relationships with their customers 

and other primary stakeholder categories (Fatma& Rahman, 2015; Peloza& Shang, 2011; Sen 

&Bhattacharya, 2001). 

Environmental issues has been a major concern for the most advanced companies that have 

allowed them to control efficiently the depletion of natural resources through the adoption of 

new management practices (Sheth&Parvatiyar, 1995). Firm‟s responsibility towards 

environmental issues has been conceptualized and concepts like green marketing or 

environmental marketing has been brought into academia (Fuller, 1999). 

Herbig et al (1993) refers green marketing as the products and packages that are less toxic, extra 

durable contain materials that are reusable and recyclable. 

Hur, W., Kim, Y. and Park, K. (2013) concluded that perceived social, emotional, and functional 

values have a significant positive effect on customer satisfaction with respect to green 

innovation. Further, customer satisfaction leads to customer loyalty, while lowering price 

consciousness. Many researchers confirmed the importance of the perceived value by empirically 

showing its direct effect on consumer willingness to purchase (Dodds and Monroe, 1985). Dube 

and Renaghan (2000) reported that one of the key considerations that organizations must take in 

order to retain and satisfy their customers is the creation of added values for them. In today‟s 

competitive marketing environment, delivering superior customer value has certainly become 
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one of the core marketing strategies for several brands (Hansen, Samuelsen and Silseth, 2008); 

this is because greater customer values enhance customer satisfaction and brand loyalty; which 

as a result enable organizations to generate higher profit margins due to high sales volumes that 

results from customers‟ repurchase behaviour and positive word of mouth (Liu, Petruzzi and 

Sudharshan, 2007). 

Relationship of Green Product conception to Customer Satisfaction unraveled in Boztepe‟s 

(2012) study which explains that one of the green marketing elements that is green products 

affects customer satisfaction. This statement is reinforced by the results of Yazdanifard et al. 

(2011) research which explains that Green Product has a positive impact on increasing customer 

satisfaction. According to Bukhari (2011) Green Product has an impact on customer purchase 

satisfaction and company can get competitive advantage if the company adopts green product 

concept. The Green Product indicators have been proposed by Dangelico (2010) namely: 

Recycling products, reusable products, resource efficiency, and avoiding harmful materials. 

Previous study has been done on various concept of sustainable development and green product 

but very few has been carried out on the sustainable marketing which become essential part of 

today‟s marketing activity. This study tries to find out the effect of the perceived sustainable 

marketing on the perceived value and customer loyalty.  

Research Methodology 

In this present research paper Smart PLS software is employed which allows simultaneous 

estimation and testing of the relationships of different latent variables. In PLS SEM causal 

processes are given by a series of structural equations which can be simulated graphically to aid 

in conceptualizing a theoretical framework (Byrne, 2001). Perceived marketing sustainability 

scale was adopted from the Juran Kim et al. (2015). Perceived marketingsustainability was 

measured through 14 items on Five point Likert scale. Single cross sectional research design was 

used for the study . Non probability convenience sampling techniques was used to choose the 

sample units. 427 Customer of the FMCG products was taken as the final sample size.  
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Measurement Model 

 

Figure 1 Measurement Model 

The measurement model consists of six latent variables and 25 indicators, whereby each 

relationship between constructs and indicators that is represented in the model is specified a prior 

from past literature. Five latent variables are first order and one latent variable is second order in 

nature.  

The first set of three indicators corresponds with the economic sustainability; next six indicators 

measure the social sustainability and next set of 5 indicators measure the environmental 
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sustainability. Perceived value is measure through the five indicators and customer loyalty 

measure is through six indicators. Perceived marketing sustainability is the second order latent 

variables which measured through economic sustainability, social sustainability and 

environmental sustainability.  

Reliability and Validity 

The item loadings of the reflective constructs are used to check the reliability validity of the 

measurement models. Reliability and validity is the most important aspect of the model testing. 

In confirmatory factor analysis, convergent validity is apparent when there is a high degree of 

shared common variance among the indicators of a construct (Hair et al. 115 2010). The factor 

loading of the each indicator in the model is used to determine the convergent validity. The ideal 

cut off value of the factor loading is 0.7, but 0.5 also provides the sufficient evidence of the 

convergent validity.  

Table 1 

Item Standardized 

Factor 

Loading 

Cronbach's 

Alpha 

Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

CL_1 0.874 0.911 0.931 0.696 

CL_2 0.887 

CL_3 0.907 

CL_4 0.885 

CL_5 0.719 

CL_6 0.708 

ECo_1 0.916 0.885 0.929 0.813 

ECo_2 0.904 

ECo_3 0.885 
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ENv_1 0.850 0.901 0.927 0.717 

ENv_2 0.838 

ENv_3 0.859 

ENv_4 0.853 

ENv_5 0.835 

PV_1 0.900 0.951 0.962 0.837 

PV_2 0.936 

PV_3 0.927 

PV_4 0.929 

PV_5 0.880 

SOc_1 0.827 0.921 0.938 0.716 

SOc_2 0.859 

SOc_3 0.863 

SOc_4 0.855 

SOc_5 0.820 

SOc_6 0.853 

 

The factors loading for the each scale are shown intable 1 .The minimum factor loading is 0.708 

which is higher than the minimum value and significant. All the factors loading are above the cut 

off value which indicates the acceptable degree of convergent validity. Even though the factor 

loading provides the strong supports for the convergent validity, two additional assessments 

AVE and CR are conducted to provide the further evidence. The composite reliability above 0.7 

and AVE above 0.5 indicate the good indicators and above 0.6 indicate Convergent validity of 

the model (Hulland 1999). Minimum composite reliability is 0.927 and minimum value of AVE 

is 0.696 which are above the standard cut of point. Cronbach‟s alphas indicate the reliability of 

the model and it varies between 0.885 to 0.951 and it is also above the standard value 0.7.  
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Discriminant validity refers to the degree in which a construct being measured in the study is not 

similarly measured under a different construct and is therefore unique from other constructs. To 

provide evidence of this type of validity, researchers typically conduct a comparison of squared 

values of the estimated correlations between the constructs and the average variance extracted 

(AVE) from each construct. If the variable‟s AVE value is higher than the square of the 

estimated correlation between it and another variable, then there is evidence to support an 

acceptable degree of Discriminant validity between these variables. 

Table 2 

Fornell-Larcker Criterion 

 Customer loyalty 

Perceived 

Marketing 

Sustainability 

Perceived 

value 

Customer loyalty 0.834     

Perceived Marketing Sustainability 0.745 0.82   

Perceived value 0.809 0.789 0.915 

Overall, model has the good reliability, convergent validity and discriminate validity. 

Path Analysis 

A structural model has been estimated in order to examine the relationship between Perceived 

Marketing Sustainability, Perceived value and Customer loyalty. Path model indicate that 

Perceived Marketing Sustainability make influence on the perceived value and customer loyalty. 

Perceived value makes influence on the customer loyalty. Perceived Marketing Sustainability has 

the positive impact on the perceived value and customer loyalty and perceived value also have 

the positive impact on the customer loyalty. R square of customer loyalty is 0.833 which indicate 

that perceived value and Perceived Marketing Sustainability explain 83.3% of the variance in the 

customer loyalty where R square of the perceived value is 0.791 which indicate that Perceived 

Marketing Sustainability explain 79.1% variance in the perceived value.  
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Figure 2 

  

Standardized beta value of Perceived Marketing Sustainability to perceived value is 0.889 which 

indicate that Perceived Marketing Sustainability has the positive and significant impact on the 

perceived value where standardized beta value of Perceived Marketing Sustainability to loyalty 

is 0.176 which indicate that impact of Perceived Marketing Sustainability on customer loyalty is 

significant but impact is not much significant. Impact of the perceived value on the customer 

loyalty is positive and significant as the beta value is 0.753. 
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Bootstrapping  

PLS-SEM does not presume that the data are normally distributed. Consequently, PLS applies 

nonparametric, which involves repeated random sampling with replacement from the original 

sample to create a bootstrap sample, to obtain standard errors for hypothesis testing. The process 

assumes that the sample distribution is a reasonable representation of the intended population 

distribution. The bootstrap sample enables the estimated coefficients in PLS-SEM to be tested 

for their significance (Henseler, Ringle, and Sinkovics 2009). 

 

 

Figure 3 
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Figure 3 provides the t statistics for the causal relationship. All the t values are greater than 1.96 

as well as 2.33 which indicate that all the three causal relationship are statistically significant at 

5% as well as 1% level of the significant.  

 

 

Figure 4 Standardized beta weight of perceived marketing sustainability on the customer 

loyalty 

Standardized beta weight of perceived marketing sustainability on the customer loyalty of all the 

500 sub samples groups are show in the above graph. Graph indicate that Standardized beta 

weight mostly varies between 0.10 to 0.260 with the representative value of 0.176. 
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Figure 5 Standardized beta weight of perceived marketing sustainability on the Perceived 

value 

Standardized beta weight of perceived marketing sustainability on the Perceived value of all the 

500 sub samples groups are show in the above graph. Graph indicate that Standardized beta 

weight mostly varies between 0.87 to 0.92 with the representative value of 0.889.  

 

Figure 5 Standardized beta weight of Perceived value on the customer loyalty 

 

 

http://www.skirec.org/


 

ECONSPEAK: A Journal of Advances in Management IT & Social Sciences, 

Vol. 7, Issue 11, November 2017 Impact Factor 5.132 ISSN: (2231-4571) 

www.skirec.org Email Id: skirec.org@gmail.com 

 

 

 

      
 

Page 89 

Standardized beta weight of Perceived value on the customer loyalty of all the 500 sub samples 

groups are show in the above graph. Graph indicates that Standardized beta weight mostly varies 

between 0.675 to 0.825 with the representative value of 0.753.  

Conclusion  

Awareness regarding Sustainable development is increased and it is becoming more important as 

now people are more concerned about their environment and becoming more socially 

responsible. The objective of sustainable development is to satisfy the needs and desires of the 

customers and keep the company responsible in maintaining long-term social and environmental 

gains. Sustainable marketing also become important aspect in today‟s world.Customers are also 

giving preference to the product or services which are taking care of the environment. This paper 

also discusses the inline of the same and concludes that perceived marketing sustainability 

provide the value to the customer which lead to the customer loyalty. Impact of the marketing 

sustainability on the customer loyalty also founded significant. Marketer and company have to 

focus on sustainability marketing strategies to retain their existing customer as well as to attract 

new customers. This paper has taken perceived value and customer loyalty as the study variables, 

future study may carried out taking other factors like customer satisfaction, product type, 

corporate credibility etc.  

References 

A consumer policy perspective. European Advances in Consumer Research, 8, 210–215. 

Annajo. (2016). Go Green: Using Sustainability To Harness Customer Loyalty. Retrieved from 

https://www.mycustomer.com/community/blogs/annajo/go-green-using-sustainability-to-

harness-customer-loyalty 

Behara RS, Fontenot GF, Gresham AB (2002). Customer process approach to building 

loyalty.Total Qual. Manage., 13(5): 603–611. 

http://www.skirec.org/


 

ECONSPEAK: A Journal of Advances in Management IT & Social Sciences, 

Vol. 7, Issue 11, November 2017 Impact Factor 5.132 ISSN: (2231-4571) 

www.skirec.org Email Id: skirec.org@gmail.com 

 

 

 

      
 

Page 90 

BoztepeAysel, Green Marketing and Its Impact on Consumer Buying Behavior, European 

Journal of Economic and Political Studies,ejeps-5 (1),5-21. 2012  

Bukhari. Green Marketing and its impact on consumer behavior. European Journal of Business 

and Management, 3, 375-383.  

Czepiel, J. A., & Gilmore, R. (1987). Exploring the concept of loyalty in services. In J. A. 

Czepiel,C. A. Congram, & J. Shanahan (Eds.), The services challenge: Integrating for 

competitive advantage (pp. 91–94). Chicago. IL: American Marketing Association. 

Dangelico Rosa Maria, PierpaoloPontrandolfo, From green product definitions and 

classifications to the Green Option Matrix, Journal of Cleaner Production 18 (2010) 

1608e1628.2010 

Dodds, W. B. and Monroe, K. B. (1985), “The effect of brand and price information on 

subjective product evaluations”, Advances in Consumer Research, Vol. 12, No. 1, pp.85- 90. 

Dube, L. and Renaghan, L. (2000), “Creating visible customer value”, Cornell Hotel and 

Restaurant Administration Quarterly, Vol. 41, pp. 62-72. 

Fatma, M., & Rahman, Z. (2015). Consumer perspective on CSR literature review and future 

research agenda. Management Research Review, 38(2), 195–216. 

Fuller, D. 1999. Sustainable marketing. Thousand Oaks: SAGE 

Garcı´a-Rosell, J. -C., &Moisander, J. (2008). Ethical dimensions of sustainable marketing: 

Hansen, H., Samuelsen, B. M. and Silseth, P. R. (2008), “Customer perceived value in BtB 

service relationships: Investigating the importance of corporate reputation”, Industrial Marketing 

Management, Vol. 37, No. 2, pp.206-217. 

Herbig, P., and Milewicz, J. (1993). 'The Relationship of Reputation and Credibil&ity to Brand 

http://www.skirec.org/


 

ECONSPEAK: A Journal of Advances in Management IT & Social Sciences, 

Vol. 7, Issue 11, November 2017 Impact Factor 5.132 ISSN: (2231-4571) 

www.skirec.org Email Id: skirec.org@gmail.com 

 

 

 

      
 

Page 91 

Success.' In: Journal of Consumer Marketing, 10(3), 18&24. 

Holbrook, M.B. (1994). ―The nature of customer value,Paper Presented in Service Quality:New 

Directions in Theory and Practice, Sage Publications, Thousand Oaks, CA. 

Hur, W. M., Kim, Y., and Park, K. 2013. “Assessing the effects of perceived value and 

satisfaction on customer loyalty: A „green‟perspective”. Corporate Social Responsibility and 

Environmental Management 20(3): 146-156 

Jamrozy, U. (2007). Marketing of tourism: A paradigm shift toward sustainability. International 

Journal of Culture, Tourism and Hospitality Research, 1, 117–130. 

doi:10.1108/17506180710751669 

Kim, K. H., Jeon, B. J., Jung, H. S., Lu, W., & Jones, J. (2011). Effective employment brand 

equity through sustainable competitive advantage, marketing strategy, and corporate image. 

Journal of Business Research, 64, 1207–1211. doi:10.1016/j.jbusres.2011.06.024 

Kim, S. Y., & Park, H. (2011) .Corporate social responsibility as an organizational attractiveness 

for prospective public relations practitioners. Journal of Business Ethics, 103(4), 639–653. 

Lee, K. H. (2012). Linking stakeholders and corporate reputation towards corporate 

sustainability. International Journal of Innovation and Sustainable Development, 6, 219–235. 

doi:10.1504/ IJISD.2012.046947 

Lee, K.-H., &Saen, R.-F. (2012). Measuring corporate sustainability management: A data 

envelopment analysis approach. International Journal of Production Economics, 140, 219–226. 

doi:10.1016/j.ijpe.2011.08.024 

Leonidou, C. N., Katsikeas, C. S., & Morgan, N. A. (2012). Greening the marketing mix: Do 

firms do it and does it pay off? Journal of the Academy of Marketing Science, 41, 151–170. 

doi:10.1007/s11747-012-0317-2 

http://www.skirec.org/


 

ECONSPEAK: A Journal of Advances in Management IT & Social Sciences, 

Vol. 7, Issue 11, November 2017 Impact Factor 5.132 ISSN: (2231-4571) 

www.skirec.org Email Id: skirec.org@gmail.com 

 

 

 

      
 

Page 92 

Liu, B. S-C, Petruzzi, N. C. and Sudharshan, D. (2007), “A service effort allocation model for 

assessing customer lifetime value in service marketing”, Journal of Services Marketing, Vol. 21, 

No. 1, pp.24-35. 

loyalty judgments. J. Acad. Mark. Sci.,28(1): 150-167. 

Oliver RL (1997). Satisfaction: a behavioral perspective on the consumer. New York: McGraw-

Hill. 

Peloza, J., & Shang, J. (2011). How can corporate social responsibility activities create value for 

stakeholders? A systematic review. Journal of the Academy of Marketing Science, 39(1), 117–

135. 

Sen, S., & Bhattacharya, C. B. (2001). Does doing good always lead to doing better? Consumer 

reactions to corporate social responsibility. Journal of Marketing Research, 38(2), 225–243. 

Sheth, J.N., &Parvatiyar, A. (1995). Ecological imperatives and the role of marketing. In M.J. 

Polonsky & A.T Mintu-Wimsatt (Eds.), Environmental marketing: Strategies, practice, theory, 

and research (pp. 3–20). New York: Haworth Press. 

Singh J, Sirdeshmukh D (2000). Agency and trust mechanisms in consumer satisfaction and 

Story, J., Story, J., Castanheira, F., Castanheira, F., Hartig, S., &Hartig, S. (2016). Corporate 

social responsibility and organizational attractiveness: Implications for talent management. 

Social Responsibility Journal, 12(3), 484–505. 

Yazdanifard R et al. The impact of Green Marketing on Customer satisfaction and 

Environmental Safety, International Conference on Computer Communication and Management 

, Proc .of CSIT vol 5, 1ACSIT Press, Singapore. 2011  

Zeithaml, V. A. (1988), “Consumer perceptions of price, quality, and value: a means-end model 

and synthesis of evidence”, The Journal of Marketing. Vol. 52 No. 3 pp. 2-22. 

http://www.skirec.org/


 

ECONSPEAK: A Journal of Advances in Management IT & Social Sciences, 

Vol. 7, Issue 11, November 2017 Impact Factor 5.132 ISSN: (2231-4571) 

www.skirec.org Email Id: skirec.org@gmail.com 

 

 

 

      
 

Page 93 

Lee, K. H. (2012). Linking stakeholders and corporate reputation towards corporate 

sustainability. International Journal of Innovation and Sustainable Development, 6, 219–235. 

doi:10.1504/ IJISD.2012.046947 

Holbrook, M.B. (1994). ―The nature of customer value,Paper Presented in Service Quality:New 

Directions in Theory and Practice, Sage Publications, Thousand Oaks, CA. 

Czepiel, J. A., & Gilmore, R. (1987). Exploring the concept of loyalty in services. In J. A. 

Czepiel,C. A. Congram, & J. Shanahan (Eds.), The services challenge: Integrating for 

competitive advantage (pp. 91–94). Chicago. IL: American Marketing Association. 

Annajo. (2016). Go Green: Using Sustainability To Harness Customer Loyalty. Retrieved from 

https://www.mycustomer.com/community/blogs/annajo/go-green-using-sustainability-to-

harness-customer-loyalty 

Garcı´a-Rosell, J. -C., &Moisander, J. (2008). Ethical dimensions of sustainable marketing: 

A consumer policy perspective. European Advances in Consumer Research, 8, 210–215. 

Jamrozy, U. (2007). Marketing of tourism: A paradigm shift toward sustainability. International 

Journal of Culture, Tourism and Hospitality Research, 1, 117–130. 

doi:10.1108/17506180710751669 

Lee, K.-H., &Saen, R.-F. (2012). Measuring corporate sustainability management: A data 

envelopment analysis approach. International Journal of Production Economics, 140, 219–226. 

doi:10.1016/j.ijpe.2011.08.024 

Kim, K. H., Jeon, B. J., Jung, H. S., Lu, W., & Jones, J. (2011). Effective employment brand 

equity through sustainable competitive advantage, marketing strategy, and corporate image. 

Journal of Business Research, 64, 1207–1211. doi:10.1016/j.jbusres.2011.06.024 

http://www.skirec.org/
https://www.mycustomer.com/community/blogs/annajo/go-green-using-sustainability-to-harness-customer-loyalty
https://www.mycustomer.com/community/blogs/annajo/go-green-using-sustainability-to-harness-customer-loyalty


 

ECONSPEAK: A Journal of Advances in Management IT & Social Sciences, 

Vol. 7, Issue 11, November 2017 Impact Factor 5.132 ISSN: (2231-4571) 

www.skirec.org Email Id: skirec.org@gmail.com 

 

 

 

      
 

Page 94 

 

Leonidou, C. N., Katsikeas, C. S., & Morgan, N. A. (2012). Greening the marketing mix: Do 

firms do it and does it pay off? Journal of the Academy of Marketing Science, 41, 151–170. 

doi:10.1007/s11747-012-0317-2 

Behara RS, Fontenot GF, Gresham AB (2002). Customer process approach to building 

loyalty.Total Qual. Manage., 13(5): 603–611. 

Singh J, Sirdeshmukh D (2000). Agency and trust mechanisms in consumer satisfaction and 

loyalty judgments. J. Acad. Mark. Sci.,28(1): 150-167. 

Oliver RL (1997). Satisfaction: a behavioral perspective on the consumer. New York: McGraw-

Hill. 

Zeithaml, V. A. (1988), “Consumer perceptions of price, quality, and value: a means-end model 

and synthesis of evidence”, The Journal of Marketing. Vol. 52 No. 3 pp. 2-22.  

Kim, S. Y., & Park, H. (2011) .Corporate social responsibility as an organizational attractiveness 

for prospective public relations practitioners. Journal of Business Ethics, 103(4), 639–653. 

Story, J., Story, J., Castanheira, F., Castanheira, F., Hartig, S., &Hartig, S. (2016). Corporate 

social responsibility and organizational attractiveness: Implications for talent management. 

Social Responsibility Journal, 12(3), 484–505. 

Fatma, M., & Rahman, Z. (2015). Consumer perspective on CSR literature review and future 

research agenda. Management Research Review, 38(2), 195–216. 

Peloza, J., & Shang, J. (2011). How can corporate social responsibility activities create value for 

stakeholders? A systematic review. Journal of the Academy of Marketing Science, 39(1), 117–

135. 

http://www.skirec.org/


 

ECONSPEAK: A Journal of Advances in Management IT & Social Sciences, 

Vol. 7, Issue 11, November 2017 Impact Factor 5.132 ISSN: (2231-4571) 

www.skirec.org Email Id: skirec.org@gmail.com 

 

 

 

      
 

Page 95 

Sen, S., & Bhattacharya, C. B. (2001). Does doing good always lead to doing better? Consumer 

reactions to corporate social responsibility. Journal of Marketing Research, 38(2), 225–243. 

 

Sheth, J.N., &Parvatiyar, A. (1995). Ecological imperatives and the role of marketing. In M.J. 

Polonsky & A.T Mintu-Wimsatt (Eds.), Environmental marketing: Strategies, practice, theory, 

and research (pp. 3–20). New York: Haworth Press. 

Fuller, D. 1999. Sustainable marketing. Thousand Oaks: SAGE 

Herbig, P., and Milewicz, J. (1993). 'The Relationship of Reputation and Credibil&ity to Brand 

Success.' In: Journal of Consumer Marketing, 10(3), 18&24. 

Hur, W. M., Kim, Y., and Park, K. 2013. “Assessing the effects of perceived value and 

satisfaction on customer loyalty: A „green‟perspective”. Corporate Social Responsibility and 

Environmental Management 20(3): 146-156 

Dodds, W. B. and Monroe, K. B. (1985), “The effect of brand and price information on 

subjective product evaluations”, Advances in Consumer Research, Vol. 12, No. 1, pp.85- 90. 

Dube, L. and Renaghan, L. (2000), “Creating visible customer value”, Cornell Hotel and 

Restaurant Administration Quarterly, Vol. 41, pp. 62-72. 

Hansen, H., Samuelsen, B. M. and Silseth, P. R. (2008), “Customer perceived value in BtB 

service relationships: Investigating the importance of corporate reputation”, Industrial Marketing 

Management, Vol. 37, No. 2, pp.206-217. 

Liu, B. S-C, Petruzzi, N. C. and Sudharshan, D. (2007), “A service effort allocation model for 

assessing customer lifetime value in service marketing”, Journal of Services Marketing, Vol. 21, 

No. 1, pp.24-35. 

http://www.skirec.org/


 

ECONSPEAK: A Journal of Advances in Management IT & Social Sciences, 

Vol. 7, Issue 11, November 2017 Impact Factor 5.132 ISSN: (2231-4571) 

www.skirec.org Email Id: skirec.org@gmail.com 

 

 

 

      
 

Page 96 

BoztepeAysel, Green Marketing and Its Impact on Consumer Buying Behavior, European 

Journal of Economic and Political Studies,ejeps-5 (1),5-21. 2012  

Yazdanifard R et al. The impact of Green Marketing on Customer satisfaction and 

Environmental Safety, International Conference on Computer Communication and Management 

, Proc .of CSIT vol 5, 1ACSIT Press, Singapore. 2011  

Bukhari. Green Marketing and its impact on consumer behavior. European Journal of Business 

and Management, 3, 375-383.  

Dangelico Rosa Maria, PierpaoloPontrandolfo, From green product definitions and 

classifications to the Green Option Matrix, Journal of Cleaner Production 18 (2010) 

1608e1628.2010  

 

 

http://www.skirec.org/

