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Abstract

This study investigates the relationship between green marketing strategies and both purchase intention
and trust in green brands among consumers of green products. The current research is applied in terms
of purpose, descriptive-survey in terms of data collection method, and quantitative in terms of data analysis
method. The statistical population consists of customers of skincare product dealerships in the city of
Mashhad. According to the Morgan table, a total of 384 individuals were selected through a non-probability
convenience sampling method. The data collection instrument was a 26-item questionnaire based on the
study by Rahman and Nguyen-Viet (2022), the face and content validity of which was confirmed by expert
opinion. Construct validity was confirmed through confirmatory factor analysis, convergent validity, and
discriminant validity using Smart PLS software. To assess the reliability of the questionnaire, Cronbach’s
alpha coefficient was used, with an overall value of 0.755, which was deemed acceptable. For hypothesis
testing, the Partial Least Squares (PLS) technique was employed using Smart PLS software. The findings
revealed a positive and significant relationship between green marketing strategies and trust in green
brands among green product consumers. Moreover, a positive and significant relationship was found
between trust in green brands and the intention to purchase green products. This indicates that the type
of strategy and approach adopted by manufacturing companies and skincare product dealerships
influences the degree of customer trust and credibility in their brand.
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Extended Abstract
Introduction
In recent decades, global concern for environmental degradation has led to a fundamental shift in
consumer expectations and organizational strategies. Green marketing, as a strategic response to
environmental challenges, has emerged as a crucial approach for companies aiming to align
profitability with sustainability objectives. Green marketing strategies encompass a wide array of
practices that aim to minimize environmental harm while satisfying consumer needs through eco-
friendly products, transparent communication, and sustainable brand positioning (Alhamad et al.,
2019). These strategies are particularly effective when they are perceived as credible and are able
to foster consumer trust, which is a critical factor in purchase decisions for green products (Tan et
al., 2022).
Consumer behavior has increasingly leaned toward environmental consciousness, where attributes
such as recyclability, biodegradability, and natural composition are highly valued. However,
environmental awareness alone does not ensure green purchasing. The perceived credibility of the
brand and the trust it fosters play a significant mediating role between green marketing strategies
and consumer purchase intention (Rahman & Nguyen-Viet, 2023). When consumers believe that a
brand's environmental claims are sincere and backed by tangible actions, they are more likely to
trust the brand and develop a stronger intention to purchase green products (Yang & Zhao, 2019).
Green brand trust is a multidimensional construct influenced by perceived benevolence, honesty,
and competence of the brand in fulfilling its environmental promises (Amosi & Zakipour, 2021). As
found in previous studies, green trust significantly mediates the relationship between green
advertising and purchase behavior (Cheung & To, 2021). Moreover, the concept of greenwashing—
deceptive marketing that exaggerates environmental claims—has created skepticism among
consumers. Thus, for green marketing to be effective, it must be transparent, honest, and backed by
observable company behaviors (Karimi et al., 2019).
The cosmetics and skincare industry has become a focal point for the implementation of green
marketing, especially in countries like Iran, where the demand for skincare products is notably high.
According to industry statistics, Iran ranks second in the Middle East and seventh globally in terms
of cosmetic consumption, suggesting a large and growing market for sustainable and eco-friendly
alternatives (Kazemi, 2019). The environmental concerns surrounding skincare products, such as
non-biodegradable packaging, chemical runoff, and toxicity to aquatic ecosystems, have elevated
the importance of integrating green strategies in this sector (Padri, 2021).
Trust in green brands and the resulting intention to purchase are not only influenced by brand
communication but also by broader sociocultural variables such as altruism and openness to change.
According to Tewari et al. (2022), young consumers are more likely to purchase green apparel when
they perceive marketing messages to be aligned with ethical values and social responsibility (Tewari
et al., 2022). These psychosocial factors further emphasize the need for green marketing strategies
to be deeply embedded in organizational culture and values.
While the literature has extensively examined the separate effects of green marketing strategies,
green brand trust, and green purchase intention, limited research has focused on how these
constructs interrelate, particularly in the context of emerging economies and culturally specific
markets. This study addresses this gap by exploring the relationship between green marketing
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strategies and green purchase intention, mediated by green brand trust, among buyers of skincare
products in Mashhad, Iran.

Methods and Materials

The present study was applied in nature and employed a descriptive-correlational design. The
statistical population comprised customers of skincare product dealerships located in Mashhad, Iran.
Using a non-probability convenience sampling method and based on Morgan's table, a total of 384
respondents were selected. Data collection was conducted using a 26-item questionnaire adapted
from Rahman and Nguyen-Viet (2022), designed on a Likert five-point scale. The questionnaire
consisted of demographic questions and key items measuring green marketing strategies, green
brand trust, and green purchase intention.

Face and content validity of the instrument were confirmed by experts, and construct validity was
assessed through confirmatory factor analysis, convergent validity, and discriminant validity using
Smart PLS. Cronbach’s alpha was used to evaluate reliability, and all constructs exceeded the
threshold of 0.70. Hypothesis testing was conducted through structural equation modeling using the
Smart PLS software. Additionally, the K-S test was applied to check for normal distribution of the
data.

Findings

Descriptive findings showed that 89% of respondents were women and 11% were men, with the
majority being under 40 years of age and holding a bachelor's degree. A significant number of
participants (78%) reported making fewer than three purchases from skincare dealerships in the
previous year.

Inferential analysis revealed strong internal consistency with Cronbach’s alpha values of 0.782 for
green marketing strategies, 0.623 for green brand trust, and 0.720 for green purchase intention. The
composite reliability for all constructs also exceeded the acceptable level of 0.70. The normality test
(K-S) results confirmed the suitability of the data for further modeling.

Structural equation modeling demonstrated a positive and statistically significant path coefficient
(0.773, t = 5.19, p < 0.001) from green marketing strategies to green brand trust. Similarly, green
brand trust significantly predicted green purchase intention with a path coefficient of 0.588 (t = 4.77,
p < 0.001). The coefficient of determination (R2) for green brand trust was 0.795, and for green
purchase intention it was 0.852, indicating a strong explanatory power of the model.

Discussion and Conclusion

The findings of this study corroborate the theoretical assertion that effective green marketing
strategies significantly influence consumer trust in green brands, which in turn strengthens their
intention to purchase eco-friendly products. In particular, it was found that green brand trust acts as
a powerful mediator between marketing strategy and consumer behavior. This suggests that simply
adopting green practices is not sufficient; companies must also effectively communicate these
practices in a way that builds consumer trust.

The implications of these findings are consistent with prior research emphasizing the critical role of
trust in shaping sustainable consumption behavior. When customers perceive a brand as credible
and committed to environmental protection, they are more likely to develop positive attitudes and
behavioral intentions toward that brand. The high path coefficients and significant t-values support
the robustness of this model and validate the interconnectedness of the constructs studied.

Given the rapid growth and high consumption rates in Iran's cosmetic and skincare sector,
incorporating green strategies is not only beneficial for brand image but also necessary from a
sustainability standpoint. Companies that neglect environmental concerns risk losing credibility and
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trust, which are essential in highly competitive consumer markets. As greenwashing becomes more
prevalent, transparency and authenticity in marketing communication are imperative to maintain
consumer trust and avoid backlash.

Moreover, this study reinforces the notion that consumer behavior is influenced by both rational and
emotional drivers. Trust, as an emotional and cognitive response, reflects the consumer’s holistic
evaluation of the brand’s integrity, capabilities, and alignment with personal values. Therefore,
building and sustaining green brand trust requires more than compliance with environmental
standards; it demands a strategic alignment of brand values, marketing communication, and
corporate behavior.

The research contributes to the broader literature by integrating three key constructs—green
marketing strategies, brand trust, and purchase intention—within a coherent structural model. It
advances our understanding of the mediating role of trust in green consumerism and highlights the
pathways through which marketing efforts can influence sustainable behavior. In doing so, it provides
empirical evidence for businesses aiming to adopt environmentally responsible practices that also
yield economic returns.

References
Alhamad, A. M., Junoh, M. Z. B. M., & Eneizan, B. (2019). Green marketing strategies: Theoretical approach.
American Journal of Economics and Business Management, 2(2), 77-94.

https://doi.org/10.31150/ajebm.Vol2.1ss2.69

Alijanzadeh, S., & Khalife Soltani, H. (2019). The Impact of Green Marketing Strategy on Promoting Sustainable
Development "by Reflecting on the Role of Green Productivity”. The Fourth National Conference on Quality and
Productivity,

Amosi, N., & Zakipour, M. (2021). The effect of mental association of the brand on the special value of the brand
with the mediating role of green trust and satisfaction (case study: customers of Agricultural Bank of Qazvin
province). Development and Transformation Management Quarterly, 13(44), 83-91.
https://elmnet.ir/doc/2393900-65281

Cheung, M. F., & To, W. M. (2021). The effect of consumer perceptions of the ethics of retailers on purchase
behavior and word-of-mouth: The moderating role of ethical beliefs. Journal of Business Ethics, 171(4), 771-
788. https://doi.org/10.1007/s10551-020-04431-6

Daraei, A., Akbari, M., & Mousavi Kashi, Z. (2021). The Relationship between Green Packaging and Green Brand
Attachment with the Mediating Roles of Green Trust, Green Brand Attitude, and Green Brand Image. New
Marketing Research Journal, 11(3), 45-66. https://nmrj.ui.ac.ir/article_26171.html?lang=en

Dehnavi, M. (2022). The effect of green advertising on purchase intention. The Second International Conference
on Research Findings in Management, Economics and Accounting,

Karimi, Z., Esmaeilpour, R., & Mobasher Amini, R. (2019). Investigating The Effect of Greenwash in Corporate
Social Responsibility on Purchasing Intention for Green Products: The Mediating Effects of Green Satisfaction
and Green Perceived Risk. Journal of Business Management, 11(4), 850-868.
https://jibm.ut.ac.ir/article_74052.html

Kazemi, M. (2019). Investigating the impact of purchase regret on customers' behavioral intentions with regard to
the mediating role of customer satisfaction and the moderating role of customer brand recognition (case study:
customers of Iranian and Chinese brand cars) Master's Thesis, Department of Management, Hakim Tous
Institute of Higher Education].

Majeed, M. U., Aslam, S., Murtaza, S. A., Attila, S., & Molnér, E. (2022). Green Marketing Approaches and Their
Impact on Green Purchase Intentions: Mediating Role of Green Brand Image and Consumer Beliefs towards
the Environment. Sustainability, 14(18), 11703. https://doi.org/10.3390/su141811703

Mohylevska, O., Sanchenko, O., Slobodianyk, A., Abuselidze, G., Romanova, L., & Filipovski, A. (2023). Marketing
component of green technologies energy efficiency at traditional and renewable energy facilities. IOP
Conference Series: Earth and Environmental Science, https://doi.org/10.1088/1755-1315/1126/1/012020

Mugoni, E., Nyagadza, B., & Hove, P. K. (2023). Green reverse logistics technology impact on agricultural
entrepreneurial marketing firms' operational efficiency and sustainable competitive advantage. Sustainable
Technology and Entrepreneurship, 2(2), 100034. https://doi.org/10.1016/j.stae.2022.100034

YA


https://doi.org/10.31150/ajebm.Vol2.Iss2.69
https://elmnet.ir/doc/2393900-65281
https://doi.org/10.1007/s10551-020-04431-6
https://nmrj.ui.ac.ir/article_26171.html?lang=en
https://jibm.ut.ac.ir/article_74052.html
https://doi.org/10.3390/su141811703
https://doi.org/10.1088/1755-1315/1126/1/012020
https://doi.org/10.1016/j.stae.2022.100034

Sl Jg% 3 53p drugi

Padri, H. (2021). Investigating the effect of socio-cultural components of customers on the intention to buy green
through mobile phone applications with regard to the mediating role of customer personality traits (case study:
Abfa Company, Mashhad city) Master's Thesis, Non-Profit Khrodharayan Motahar Institute].

Park, S. J., Lee, Y. R.,, & Borle, S. (2018). The shape of Word-of-Mouth response function. Technological
Forecasting and Social Change, 127, 304-309. https://doi.org/10.1016/j.techfore.2017.10.006

Rahman, S. U., & Nguyen-Viet, B. (2023). Towards sustainable development: Coupling green marketing strategies
and consumer perceptions in addressing greenwashing. Business Strategy and the Environment, 32(4), 2420-
2433. https://doi.org/10.1002/bse.3256

Seifollahi. (2024). Analyzing the Effect of Green Marketing Mix and Green Brand Attitude on Urban Tourism with
the Mediating Role of Green Intellectual Capital. Urban Tourism Journal, 11(3), 37-53.
https://jut.ut.ac.ir/article_98576.html

Shahin, A., Polonsky, M. J., Wood, L. C., Presbitero, A., & Wijayasundara, M. (2024). Greening the Procurement:
A SMART Evaluation of Environmental Sustainability In Australian Government Purchasing Policies. Asia
Pacific Journal of Marketing and Logistics. https://doi.org/10.1108/apjml-03-2024-0350

Tan, Z., Sadiq, B., Bashir, T., Mahmood, H., & Rasool, Y. (2022). Investigating the impact of green marketing
components on purchase intention: The mediating role of brand image and brand trust. Sustainability, 14(10),
5939. https://doi.org/10.3390/su14105939

Tewari, A., Mathur, S., Srivastava, S., & Gangwar, D. (2022). Examining the role of receptivity to green
communication, altruism and openness to change on young consumers' intention to purchase green apparel:
A multi-analytical approach. Journal of Retailing and Consumer Services, 66, 102938.
https://doi.org/10.1016/j.jretconser.2022.102938

Wibowo, A., Chen, S. C., Wiangin, U., Ma, Y., & Ruangkanjanases, A. (2020). Customer behavior as an outcome
of social media marketing: The role of social media marketing activity and customer experience. Sustainability,
13(1), 189. https://doi.org/10.3390/su13010189

Yadav, M., Gupta, R., & Nair, K. (2024). Time for sustainable marketing to build a green conscience in consumers:
Evidence from a hybrid review. Journal of Cleaner Production, 14(1), 173-188.
https://doi.org/10.1016/j.jclepro.2024.141188

Yang, Y. C., & Zhao, X. (2019). Exploring the relationship of green packaging design with consumers' green trust,
and green brand attachment. Social Behavior and Personality: an international journal, 47(8), 1-10.
https://doi.org/10.2224/sbp.7680

wa


https://doi.org/10.1016/j.techfore.2017.10.006
https://doi.org/10.1002/bse.3256
https://jut.ut.ac.ir/article_98576.html
https://doi.org/10.1108/apjml-03-2024-0350
https://doi.org/10.3390/su14105939
https://doi.org/10.1016/j.jretconser.2022.102938
https://doi.org/10.3390/su13010189
https://doi.org/10.1016/j.jclepro.2024.141188
https://doi.org/10.2224/sbp.7680

