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Abstract: 

Customers' trust in sustainable marketing shapes the organization's reputation and loyalty. 

Loyal customers use electronic Word of mouth to share their satisfying experiences. However, 

Greenwashing is a significant problem in e-commerce. Promoting fraudulent practices on 

social media platforms undermines the validity of sustainable marketing strategies, decreasing 

consumer trust and loyalty while accelerating E-WOM development. This paper aims to study 

the impact of sustainable marketing and consumers' electronic Word of mouth. It assessed the 

role of brand trust and loyalty as mediating variables. A data collection phase was conducted 

through an online questionnaire survey. 495 questionnaires were analyzed. This study 

developed and validated a measurement scale based on the Churchill (1979) paradigm. Both 

confirmatory and exploratory factor analyses (EFA and CFA) were used. The findings showed 

that effective predictors of customer electronic word-of-mouth include sustainable marketing, 

brand trust, and brand loyalty (p-value of 0.00–0.05). All hypotheses were supported. 

According to the SEM fit indices and beta coefficient, the correlation between sustainable 

marketing and consumers' E-WOM is mediated by brand trust and loyalty. 

Keywords: )Sustainable Marketing, Brand Trust, Brand Loyalty, Electronic Word of 

Mouth(. 
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 لخص:الم

 

حشىً ثمت اٌعّلاء فً اٌخسٌٛك اٌّسخذاَ سّعت إٌّظّت ٚٚلائٙب. ٌسخخذَ اٌعّلاء اٌّخٍصْٛ اٌىٍّبث الإٌىخشٍٚٔت اٌشفٌٛت 

ِشىٍت وبٍشة فً اٌخدبسة الإٌىخشٍٚٔت. ٌؤدي اٌخشٌٚح  Greenwashingٌّشبسوت حدبسبُٙ اٌّشضٍت. ِٚع رٌه ، فئْ 

ّبعً إٌى حمٌٛض صلاحٍت اسخشاحٍدٍبث اٌخسٌٛك اٌّسخذاِت ، ِّب ٌمًٍ ٌٍّّبسسبث الاحخٍبٌٍت عٍى ِٕصبث اٌخٛاصً الاخخ

ِٓ ثمت اٌّسخٍٙه ٚٚلائٗ ِع حسشٌع أخشبس اٌىلاَ اٌشفًٙ الإٌىخشًٚٔ. حٙذف ٘زٖ اٌٛسلت إٌى دساست حأثٍش اٌخسٌٛك اٌّسخذاَ 

غٍشاث ٚسٍطت. حُ إخشاء ِشحٍت خّع ٚاٌىلاَ اٌشفًٙ الإٌىخشًٚٔ ٌٍّسخٍٙىٍٓ. لٍّج دٚس ثمت اٌعلاِت اٌخدبسٌت ٚاٌٛلاء وّخ

اسخببٔت. طٛسث ٘زٖ اٌذساست ِمٍبسًب ٌٍخحمك ِٓ صحخٗ بٕبءً عٍى  594اٌبٍبٔبث ِٓ خلاي اسخبٍبْ عبش الإٔخشٔج. حُ ححًٍٍ 

(. أظٙشث إٌخبئح أْ EFA  ٚCFA(. حُ اسخخذاَ وً ِٓ ححٍٍلاث اٌعٛاًِ اٌّؤوذة ٚالاسخىشبفٍت )1999ّٔٛرج حشششً )

اٌفعبٌٍٓ ٌٍىٍّبث اٌشفٌٛت الإٌىخشٍٚٔت ٌٍعّلاء حشًّ اٌخسٌٛك اٌّسخذاَ ، ٚثمت اٌعلاِت اٌخدبسٌت ، ٚاٌٛلاء ٌٍعلاِت  اٌّخٕبئٍٓ

(. حُ دعُ خٍّع اٌفشضٍبث. ٚفمبً ٌّؤششاث اٌخٛافك فً اٌخسٌٛك عبش ِحشن 0.04-0.00اٌخدبسٌت )اٌمٍّت الاحخّبٌٍت ِٓ 

ٌٍّسخٍٙىٍٓ ٌخُ حٛسطٗ ِٓ خلاي ثمت اٌعلاِت اٌخدبسٌت  E-WOMخسٌٛك اٌّسخذاَ ٚ اٌبحث ِٚعبًِ بٍخب ، فئْ الاسحببط بٍٓ اٌ

 ٚاٌٛلاء.

 (.اٌخسٌٛك الإٌىخشًٚٔ ٌٍّسخٍٙىٍٓ اٌخسٌٛك اٌّسخذاَ ، اٌثمت ببٌعلاِت اٌخدبسٌت ، اٌٛلاء ٌٍعلاِت اٌخدبسٌت ،) :الكلمات الرئيسة
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1. Introduction 

The Internet of Things (IoT) has introduced a variety of consumer behaviors, namely in terms 

of information and experience exchange concerning numerous brands (Miskiewicz, 2020). 

The growth of websites, blogs, and discussion forums has developed into potent information 

channels (Lim et al., 2023). The latter has raised awareness of sustainable marketing. 

Therefore, social media have changed information gathering, data processing, and decision-

making (Hazaea et al., 2022). Before the arrival of Web 2.0, consumers used to rely on 

recommendations from their friends and family before products purchase transactions. The 

web has changed consumer behaviors, notably regarding purchasing procedures and 

consumption patterns (Lim et al., 2023). Consumers have moved from the traditional form of 

information search to recommendations online through digital or electronic word-of-mouth.  

Marketers are focusing on promoting sustainable marketing practices on social media. 

Chygryn et al. (2021) and Popa et al. (2022) emphasized critical motivational factors for 

marketers to promote sustainable marketing on social media. First, these practices enhance 

customer loyalty due to their apparent credibility. Second, sustainable marketing helps 

businesses reduce environmental impact by promoting eco-friendly products and services 

(Kumar and Alok, 2020). Third, it allows companies to build a positive reputation and brand 

image by demonstrating their commitment to Sustainability. Fourth, it helps businesses attract 

and retain environmentally conscious customers (Bhardwaj et al., 2020). 

However, greenwashing is a significant problem facing e-commerce. Vila-Lopez and Küster-

Boluda, (2021); Haba, Bredillet and Dastane (2023) have verified that the promotion of fake 

practices on social media platforms is reducing the credibility of sustainable marketing 

practices and therefore leading to a decreased consumers trust. Besides, (Pendse, Nerlekar and 

Darda, 2023) concluded that defective products spread harmful online recommendations. 

Therefore, several variables intervene in the relationship between sustainable marketing and 

electronic Word of mouth, including the website's reliability, ease of use, and perceived trust 

in reassuring consumers about their choice. In other words, online comments and 

recommendations are influential information sources for decision-making based on sustainable 

marketing strategies. However, the credibility of sustainable marketing messages is questioned 

(Lim et al., 2023).  

The results of research on the influence of sustainable marketing on consumers' electronic 

Word of mouth are controversial. A study by García-Salirrosas and Rondon-Eusebio (2022) 

reveals that consumers consult online platforms, but most do not trust these platforms due to a 

lack of credibility. Therefore, introducing brand trust is an effective strategy to optimize brand 

loyalty and consumers' E-WOM (Pourfakhimi, Duncan and Coetzee, 2020). Therefore, to 

maximize the benefits of E-WOM, it is crucial to understand how consumers use and perceive 

E-WOM messages (Ismagilova et al., 2021). Indeed, for Bharej (2022); Abbas et al. (2020), 

negative word of mouth is considered more credible and influences consumer behavior. While 

for Irfan et al. (2019); Donthu et al. (2021), positive electronic Word of mouth would have 

more influence than negative e-WOM. These contradictions in the literature can be explained 

by integrating mediating variables, such as brand trust and brand loyalty (Kusawat and 

Teerakapibal, 2022; Hersetyawati et al., 2021). 

This academic work aims to understand the antecedents of e-WOM (electronic Word of 

Mouth) and its influence on purchase and recommendation intentions. This investigation aims 

to study the impact of sustainable marketing, brand and consumers' electronic Word of mouth. 

This research assesses the role of brand trust and loyalty as mediating variables. Specifically, 

the study aims to answer several questions, such as: 

 What are the critical antecedents affecting consumer Word of mouth online?  

 To what extent does sustainable marketing influence consumers' Word of mouth on 

social media?  

 What is the influence of brand trust and brand loyalty on consumers' electronic Word 

of mouth?  

 Do these variables mediate the relationship between sustainable marketing and 

electronic Word of mouth? 
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The first section is dedicated to research guidelines and the literature review. The introduction 

emphasized the research problem, objectives and questions. The literature review defines 

sustainable marketing, brand trust, brand loyalty and consumers' electronic word-of-mouth 

peculiarities. This literature review explores the hypotheses formulation and the research 

model. In the second, the research methodology is explained. This section analyses the 

characteristics of the pre-test and the sample and describes the test of the measurement scales. 

It is dedicated to empirically validating the research model by verifying research hypotheses 

and testing the integrative model by structural equation modeling. This academic work end 

with the main limitations and future research directions. 

 

Literature review  

Organizations strive to forge stronger bonds with consumers in a world of hyper-consumption 

and heightened competition. It is completed by focusing on the promotion of sustainable 

marketing and customers centric relationship strategies (Bharej, 2022; Abbas et al., 2020). The 

latter are improving customer loyalty and retention. A loyal consumer is five times less 

expensive for an organization than acquiring a prospective customer. Due to these benefits, 

organizations plan effectively to create the most effective loyalty programs. Marketers have 

realized that without the retention of loyal customers, a marketing strategy in the digital age is 

bound to fail (Santos et al., 2022). 

According to Granheim et al. (2020); Sharmin et al. (2021), social media is generally 

perceived as more credible than traditional media. Social media platforms' participatory and 

interactive nature allows direct communication between online sellers and consumers. 

However, brand trust and loyalty are rated only moderately. Loyal customers have an honest 

opinion of a brand, increasing the likelihood of repurchasing intentions (Purnomo, Herman 

and Asitah, 2021; García-Salirrosas and Rondon-Eusebio, 2022). It is, therefore, essential to 

build and enrich the relationship between sustainable marketing and customers' electronic 

Word of mouth through the perception of trust (Ferreira da Silva and Moro, 2021) and loyalty.   

  

1.1.1. Sustainable Marketing  

Sustainable marketing promotes environmentally friendly products and services. Sustainable 

marketing focuses on the environment (Lee and Kwon, 2022). Three sustainable marketing 

strategies are adopted by organizations to promote eco-friendly products and services (Aman 

and Papp-Váry, 2022). These strategies include: 

Table 1. Sustainable Marketing Strategies  
Strategies Description  Authors 

1. Product 

design 

Product design is an essential aspect of 

sustainable marketing. Organizations design 

environmentally friendly products. These 

products are made from recycled materials or 

products that are biodegradable. 

(Wandosell et al., 

2021; Varese, 

Cesarani and 

Wojnarowska, 2023) 

2. Packaging Packaging is another important aspect of 

sustainable marketing. Businesses can use 

eco-friendly packaging materials like 

recycled paper or biodegradable plastics. 

(Wandosell et al., 

2021; Karunarathne, 

2021) 

3. Marketing 

communicatio

ns 

Marketing communications play a crucial 

role in sustainable marketing. Businesses can 

communicate their commitment to 

Sustainability through advertising, public 

relations, and social media campaigns. 

(Varese, Cesarani 

and Wojnarowska, 

2023) 

 

Measuring the effectiveness of sustainable marketing is challenging (Hazaea et al., 2022). The 

first challenge is related to the difficulty in measuring the impact of sustainable marketing 

campaigns. Sustainable products and services are more expensive than their non-sustainable 

counterparts (Viloria, 2022). Price factors constitute a crucial problem by making sustainable 

products less accessible to some consumers. However, there are three essential metrics for 
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organizations to track their progress in sustainable development. First the Carbon footprint. 

Organizations can track their carbon footprint to measure environmental impact (Wibowo et 

al., 2021). Second, consumer feedback provides valuable insights into the effectiveness of 

sustainable marketing campaigns (Pimonenko et al., 2021). Third, sales data can be used to 

track the impact of sustainable marketing campaigns on consumers' Word of mouth and 

monitor the organization's performance. 

 

1.1.2. Brand Trust  

Trust is the new pillar of branding, and building trust leads to mutual respect and values with 

prospects (Górska-Warsewicz et al., 2021). Trust is a crucial element in the mind of the 

Internet user before making a purchase. Prakoesw, Hidayah and Dewi (2022); Domingos 

(2022) added that consumers' emotional attachment to a brand is the most influential facet of 

brand trust. Offering a high-quality product at an affordable price is a critical factor in building 

trust (Narayanan and Singh, 2023). Customers' emotional bond with brands may endure even 

after the transaction if they purchase a product. Customers with a good experience with 

customer service, dependable products, and aligning personal and brand values are prospective 

to brand trust (Hanaysha, 2022). 

 

1.1.3. Brand Loyalty  

Brand loyalty is a multidimensional concept grounded on three components: cognitive, 

affective, and conative components (Górska-Warsewicz and Kulykovets, 2020). Maintaining a 

personal and unique relationship with consumers is the art of loyalty. The goal is to make 

consumers feel intensely loyal to the brand. The actions and strategies used to forge enduring 

customer bonds are collectively called customer loyalty (Ruiz-Real, Uribe-Toril and Gázquez-

Abad, 2020). Brand loyalty is a requirement for organizational success for numerous motives. 

Loyal customers promote positive Word of mouth (Muruganantham and Priyadharshini, 

2017). These buyers will pay a higher price or accept minor inconveniences (like longer 

shipping times). Brand loyalty increases customers' lifetime and enhances their value (Górska-

Warsewicz, 2022). Shoppers can even pass on their brand preferences from generation to 

generation. 

 

1.1.4. Consumers' E-Word of Mouth (E-WOM) 

Electronic Word-of-mouth marketing is a free form of advertising triggered by customer 

experiences and usually goes beyond their expectations (Ahmad Tajuddin et al., 2020). The 

traditional form of Word of mouth encourages consumer-to-consumer and consumer-to-

marketer communications. Word-of-mouth marketing is free advertising triggered by the 

customers' experience, which usually exceeds their expectations (Nuseir, 2019).  

With the advent of the Internet and social media, researchers have focused on electronic word-

of-mouth (E-WOM) forms. The electronic form is defined by Polanco-Diges and Debasa 

(2020) as any positive or negative statement made by an actual customer about a product, 

service, or organization on the web and social media. E-WOM embraces all informal 

communication using Internet technology (Diaz, 2023). Electronic word-of-mouth generates 

information, but the impact of this information online varies from person to person (García-

Salirrosas and Rondon-Eusebio, 2022).  

Researchers have tried to explain the process of information adoption to understand the impact 

of sustainable marketing, brand trust, loyalty and consumers' electronic Word of mouth. The 

developed models were based on the theory of consumer rationality. The theory of rationality 

presents consumer preferences in decision-making and their final behavior toward the brand. 

In other words, this theory postulates that information processing capacities are limited. The 

level of trust and loyalty toward the brand and the adopted marketing strategies explains this.  

 

Sustainable Marketing and Consumers' E-Word of Mouth 

Xin et al. (2023); Xia and Chae (2021) verified that electronic Word of mouth (eWOM) 

improved information sharing and opinions through social media and online reviews due to 

sustainable marketing. Odoom et al. (2020) confirmed that sustainable marketing is crucial in 
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creating positive E-WOM. Sustainable marketing communicates the added value of a product 

or service while educating consumers seeking to adopt a new way of life and consumption. 

Sustainable marketing emphasizes long-term importance, client focus, cutting-edge 

techniques, and a goal beyond financial gain. Kumar and Alok (2020) concluded that 

organizations promoting eco-friendly products and services are more likely to attract 

environmentally conscious consumers. These customers are more likely to share their positive 

experiences with others through eWOM, which can help to build a positive reputation for the 

business. Hence, the first research hypothesis is deduced from the work of (Lim et al., 2023); 

(Hazaea et al., 2022); ( vila-Lopez and Küster-Boluda, 2021). 

 H1: sustainable marketing influences consumers' e-word of mouth positively. 

 

1.1.5. Sustainable Marketing and Brand Trust  

Sustainable marketing development is increasingly changing consumers' behaviors and 

consumption habits. Huo et al. (2022) verified that organizations use various 

sustainable marketing techniques to enhance brand trust. These techniques are 

incorporated into the CSR corporate social responsibility. Organizations donate a 

share of income to environmentally friendly causes, use packaging made of eco-

friendly materials, and develop products supporting sustainable consumption. The first 

criterion for leveraging trust is the adequacy of the brand's products and services with 

the promises made in its advertising. Trust is reinforced by a strong expectation of 

transparency (Akoglu and Özbek, 2022). However, the negative impacts of brands on 

health and the environment are at the top of the reasons for distrust of brands. A 

mistrust can cost brands dearly; consumers are ready to boycott the brand, and most 

consumers are willing to publish a negative word of mouth (Suhan et al., 2022). 

Hence, organizations are integrating sustainable marketing secure brand trust. 

Hereafter, the second research hypothesis is deduced from the work of (Maharani 

Azis, 2021); (Nosi et al., 2022). 
H2: sustainable marketing influences brand trust positively. 

 

1.1.6. Sustainable Marketing and Brand Loyalty 

Technology is at the heart of sustainability initiatives and can dramatically increase value. 

Strong sustainability governance is essential for long-term credibility and customer loyalty. 

CSR actions benefit companies' attractiveness, profitability and credibility (Kumar and Alok, 

2020; Bhardwaj et al., 2020). These factors increase consumer satisfaction and loyalty. 

Consumers perceive organizations with more responsible business practices due to sustainable 

marketing as trustworthy. Higher quality products and consumer satisfaction promote brand 

loyalty.  

Hereafter, the third research hypothesis is deduced from the work of (Mancuso et al., 2021; 

Tian and Kamran, 2021). 

H3: sustainable marketing influences brand loyalty positively. 

 

1.1.7. Brand Trust and E-WOM 

Brand trust in online social media influence word-of-mouth (WOM) and electronic word-of-

mouth (E-WOM) (Diaz, 2023; Polanco-Diges and Debasa, 2020). In an online context, 

consumers can judge the validity of information by checking if the arguments are logical and 

make sense. Consumers ' level of trust affects the quality of the statements in e-WOM. Xin et 

al. (2023), Xia and Chae (2021), Odoom et al. (2020) concluded that delivering a satisfying 

experience that improves a customer's life enhances their trust. Brand trust is a significant 

factor in recommending positive Word of mouth over social media. Building long-term brand 

loyalty benefit from structuring long-term brand trust at all points in the sales funnel. 

Consequently, the fourth research hypothesis is deduced from the work of (Odoom et al., 

2020, Maharani Azis, 2021; Nosi et al., 2022). 

H4: brand trust influences electronic Word of mouth positively. 
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1.1.8. Brand loyalty and E-WOM 

Positive E-WOM is leveraged due to brand loyalty, while negative E-WOM leads to a brand 

preference change (Suartina et al., 2022). E-WOM and brand loyalty change by reinforcing 

this association or causing a behavior change. Loyalty strongly influences consumers' word-

of-mouth. Consumer loyalty affects the diffusion of positive electronic word-of-mouth 

(Muruganantham and Priyadharshini, 2017b). The extent to which users perceive the benefit 

of using E-WOM information contributes to the perceived usefulness of E-WOM information. 

Positive E-WOM increases trust and reinforces brand loyalty. At the same time, negative E-

WOM can lead to a change in brand preference and a decrease in loyalty. Overall, E-WOM is 

significantly influenced by perceived brand trust and loyalty. Consequently, the fifth research 

hypothesis is deduced from the work of (Haziri, Chovancová and Aliu, 2018; Górska-

Warsewicz, 2022). 

H5: brand loyalty influences consumers' electronic Word of mouth positively. 

The level of trust and brand loyalty has always influenced consumer behavior. Building trust 

in brands is an essential part of a sustainable marketing strategy. Brand trust and brand loyalty 

are two crucial factors in consumer behavior. The relationship between brand trust, brand 

loyalty and consumers' electronic Word of mouth is bi-directional and interchangeable. 

Consequently, the sixth research hypothesis is deduced from the work of (Chygryn et al. 2021; 

Popa et al., 2022; Kumar and Alok, 2020). 

H6: brand trust influence brand loyalty positively. 

H7: brand trust and brand loyalty mediate the relationship between sustainable marketing and 

consumers' electronic Word of mouth. 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework 

 

2. Material and Methods 

As this research aims to assess the influence of sustainable marketing on consumers' E-WOM, 

the questionnaire is the most appropriate method. The questionnaire as a quantitative survey 

tool is a data collection technique allowing us to analyze respondents' behaviors, opinions and 

even expectations. A data collection phase was conducted through an online questionnaire 

survey.  

This research involved constructing and validating a measurement scale following the 

Churchill (1979) paradigm (Fatma, Rahman and Khan, 2016). The latter involves two main 

steps exploratory factor analysis (EFA) and confirmatory factor analysis (CFA).  

The (EFA) is treated using the principal component analysis (PCA) method. The objective is 

to "identify the structure of a set of observed variables." It identifies limited dimensions 

representing the relationships between sustainable marketing, brand trust, and brand loyalty on 

Sustainable 

Marketing 

Brand trust  

Brand loyalty 

consumers 

e-word of 

mouth 

H1 

H2 

H3 

H4 

H5 

H6,7 
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consumers' E-WOM. The goal is to refine and purify the measures of the proposed scale. The 

PCA is beneficial to overcome the phenomenon of multicollinearity between variables. The 

eigenvalue criterion was used to determine the number of factors to be retained. It predicts the 

number of factors that cumulate most of the variance explained by all the items. Thus, only 

axes whose eigenvalue is greater than or equal to 1 will be retained. Items whose 

commonalities are less than 0.4 and those that form a single factor were eliminated. The 

tendency of a variable to be factorable is evaluated using the Kaiser-Meyer-Olkin criterion 

(KMO>0.6; poor; KMO>0.7: satisfactory); (eigenvalue λ greater than 1). The Bartlett 

sphericity test examines the hypothesis. When this index indicates a high value, the null 

hypothesis is rejected (the variables are not correlated within the studied population). A 

varimax rotation was preferred to obtain discriminant factor scores.  

 

2.1. Exploratory Factor Analysis 

The process of eliminating each item is iterative. Once the factor structure is determined, the 

reliability of the measurement instrument is estimated. This test is performed based on 

Cronbach's alpha coefficient (α) calculation, whose value varies between 0 and 1. To interpret 

the reliability coefficient value, an alpha more significant than 0.7 was considered satisfactory, 

knowing that the closer it is to the value 1, the more robust the estimation of the measure's 

reliability. This threshold that we arbitrarily set is justified by the recommendations of 

Nunnally (1978), which indicate that:  

1. α>0.7 is satisfactory in the case of preliminary research;  

2. α>0.8 is satisfactory in the case of fundamental research;  

3. α>0.9 is satisfactory in the case of applied research. 

 

Table 2. Validity And Reliability of Variables 
 Sustainable 

Marketing  

Brand Trust  Brand 

Loyalty  

Consumers E-

WOM 

KMO 0.885 0.878 0.802 0.867 

alpha coefficient (α) 0.776 0.728 0.810 0.801 

Sig. 0.00 0.00 0.00 0.00 

The preliminary number 

of items  

6 6 6 6 

Retained items  4 5 3 3 

 

It is necessary to ensure the multivariate normality of the variables. This study verifies this 

condition since the skewness and kurtosis coefficients are satisfactory. This condition is 

acceptable when this Coefficient is equal to or less than 3. 

 

Table 3. Descriptive Statistics 

 

N Mean 

Std. 

Deviation Skewness Kurtosis 

Statistic Statistic Statistic Statistic Std. Error Statistic 

Std. 

Erro

r 

Sustainable Marketing 495 3.8343 .85520 -.887 .110 .056 .219 

Brand Trust 495 3.7725 .85531 -.808 .110 .317 .219 

Brand Loyalty 495 3.5972 .86931 -.636 .110 -.380 .219 

Consumers E-WOM 495 3.8152 1.17268 -1.058 .110 .092 .219 

Valid N (listwise) 495       

The values of the skewness and kurtosis were compared as two statistics with a value less than 

3, representing the normal law value at the 5% threshold. The distribution of the data was 

uniform, as can be shown in Table 2. 

 

Table 4. Component Matrix 



 هـ4444-م  2023. لسنة ( 2الثالث/ ملحق) /العددخامس المجلد ال / خامسةمجلة الدراسات المستدامة . السنة ال

 

2394 
 

  

 

1 

Sustainable 

Marketing 

2 

Brand Trust 

3 

Brand 

Loyalty 

4 

Consumers E-

WOM 

AVE/ 

Determin

ant 

Sustainabl

e 

Marketing 

SM1 0.820    

60.1% 

0.622 

SM3 0.790    

SM4 0.740    

SM5 0.650    

Brand 

Trust 

BT2  0.795   

62.1% 

0.554 

BT3  0.755   

BT4  0.690   

BT5  0.685   

BT6  0.560   

Brand 

Loyalty 

BL3   0.750  
54% 

0.521 
BL5   0.740  

BL4   0.680  

Consumers 

E-WOM 

E-

WOM

1 

   0.747 

55% 

0.522 

E-

WOM

2 

   0.723 

E-

WOM

3 

   0.635 

 

Results of exploratory factor analysis on sustainable marketing as the independent variable 

show that the data is factorizable, as indicated by the Kaiser-Meyer-Olkin (KMO) test. The 

KMO value of 0.885 is satisfactory, and the variance explained by the first principal 

component is 60.1%, indicating that the construct of sustainable marketing is unidimensional. 

The quality of representation of the items for brand trust and loyalty is good, with 

communalities greater than 0.5. The Cronbach's alpha value ranges between 0.728, indicating 

excellent internal consistency of the measurement scale. 

Exploratory factor analysis is used to evaluate the quality of the fit of the measurement model 

to the data. For this, three types of indicators must be considered. The norms for assessing 

these indicators as satisfactory are presented in the table. On the other hand, multivariate 

normality (simultaneous consideration of all variables of the same construct) must be verified 

using the method of structural equations. 

The CFA Confirmatory Factor Analysis  

The data was examined using the structural equation modeling (SEM) method, which 

essentially aims to reduce the likelihood of measurement mistakes for latent variables. 

Analysis of confirmatory factors is exceptionally significant. It seeks to validate the scale 

adjustment used to collect the data. A confirmatory study selects the model that best fits the 

data from several options. Indicators of fit are utilized to interpret the confirmatory factor 

analysis's results. The GFI, AGFI, and RMR possessed a value higher than the cut-off value of 

0.90. RMSEA has a value lower than 0.05. and the determination coefficients associated with 

them (R2 > .500). Table 6 displays good fit indices (where RMSEA is close to 0.05 and GFI is 

more significant than 0.9). 

 

Table 5. SEM Fitness Indices 

Indices Results Thresholds Outcome 

CFI 0.978 Higher than 0.9 Excellent 

NFI 0.976 Higher than 0.9 Excellent 

IFI 0.977 Higher than 0.9 Excellent 



 هـ4444-م  2023. لسنة ( 2الثالث/ ملحق) /العددخامس المجلد ال / خامسةمجلة الدراسات المستدامة . السنة ال

 

2395 
 

TLI 0.955 Higher than 0.9 Excellent 

RMR  0.04 Lower than 0.05 Excellent 

RMSEA 0.01 Lower than 0.05 Excellent 

GFI 0.999 Higher than 0.9 Excellent 

AGFI 0.947 Higher than 0.9 Excellent 

CMIN/DF 1.33 Lower than 3 Excellent 

 

The model shows satisfactory results for indicators such as RMSEA and AGFI. It is necessary 

to ensure the quality of data adjustment to the model, as the indicators are sensitive to the 

sample size. The NFI is a type of fit index that shows the percentage improvement in the 

model's overall fit compared to an independent model. The general indicators are sufficient, 

according to the results of the SEM on the research model. CMIN/DF = 1.33, p = 0.000, GFI = 

0.999 (>0.9), TLI = 0.955 (>0.9), CFI = 0.978 (>0.9), and RMSEA = 0.01 (<0.08). These 

indices verified the model's fitness.  

 

Table 6. Regression Weights 

 
  Estimate S.E. C.R. β Coefficient 

P-

value 

Results 

Sustainable 

Marketing 
  Brand Trust .314 .042 7.443 0.772 0.00 

Supported 

Sustainable 

Marketing 
  Brand Loyalty .101 .050 2.033 0.723 

0.00 Supported 

Brand 

Trust 
  Brand Loyalty .100 .049 2.031 0.608 

0.00 Supported 

Brand 

Trust 
  

Consumers E-

WOM 
.030 .059 2.513 0.548 

0.00 Supported 

Brand 

Loyalty 
  

Consumers E-

WOM 
.443 .052 8.518 0.680 

0.00 Supported 

Sustainable 

Marketing 
  

Consumers E-

WOM 
-.133 .059 2.252 0.678 

0.00 Supported 

Brand trust 

X Brand 

loyalty  
  

Consumers E-

WOM 
0.215 0.22 6.554 0.548 

0.00 Supported 

 

It's critical to remember that the scaling of the effect's properties was made possible through 

structural modeling. Results from a structural equation model are shown in Figure (2). 

 

 
Figure 2. Structuring Equation Modelling using β Coefficient 
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The model and the hypotheses were tested using structural equation modeling (SEM). 

Hypothesis testing was done after proving the structural model's reliability. Regression testing 

was done using the data from the structural model. Table (8) demonstrates that sustainable 

marketing, brand trust and brand loyalty are effective predictors of customer electronic word-

of-mouth (p-value of 0.00< 0.05). All hypotheses were accepted. The SEM fit indices and the 

beta coefficient supported that brand trust and loyalty mediate the relationship between 

sustainable marketing and consumers' E-WOM. Besides, brand trust has a significant 

favorable influence on brand loyalty. This influence is emphasized by the causal pathway 

given by the model. The structural equations approach evaluated both the direct and indirect 

effects. 

 

3. Discussion of Results  

This article explored the influence of sustainable marketing on consumers' electronic Word of 

mouth through two critical variables, brand trust and brand loyalty. The outcome verified that 

sustainable marketing affects consumers' e-word of mouth positively. This influence confirms 

the study of (Lim et al., 2023; Hazaea et al., 2022; Vila-Lopez and Küster-Boluda, 2021). The 

SEM confirmed that brand trust influences brand loyalty positively, which affirms the results 

of the studies conducted by (Basrowi, Ali and Suyanto, 2022). The essential outcome is 

emphasized in the mediating role of brand trust and loyalty. This mediating influence is 

supported by the work of (Gawas et al. 2018; Górska-Warsewicz, 2022; Ruiz-Real, Uribe-

Toril and Gázquez-Abad, 2020). Therefore, Brand trust and loyalty are equally essential to 

enhance consumers' electronic Word of mouth. 

 

 

 

Sustainable marketing is becoming crucial for e-commerce. By implementing sustainable 

marketing strategies, businesses can build brand reputation, attract new customers, and reduce 

costs. Additionally, sustainable marketing can play a crucial role in creating positive E-WOM 

by promoting socially responsible and environmentally sustainable products or services. 

Although there are obstacles and restrictions to sustainable marketing, the future is promising 

for E-commerce, which makes Sustainability a key component of their corporate strategy. 

Customers tend to purchase sustainable brand items and recommend them to others if these 

organizations continue to earn their trust and loyalty through effective sustainable marketing 

promotions and advertising. Prospective consumers may trust a sustainable brand if a friend or 

influential person recommends it. Product reviews are another way consumers can spread the 

Word about a brand by discussing their wants, desires, and experiences. Customers can 

browse product reviews to find out what other customers think of brands to satisfy their 

anticipation and expectations. 

 

 

4. Conclusion 

This academic work aimed to assess the influence of sustainable marketing, brand trust and 

brand loyalty on consumers' electronic Word of mouth, respectively. This study relied on an 

online questionnaire to test the hypotheses. The EFA summarized the scale, while the SEM 

supported the model fitness. Therefore, consumers are predicted to be increasingly attentive to 

brands' Sustainability and expect organizations to act and communicate on sustainable 

concerns. Consumers are increasingly concerned about the environmental and health impact of 

purchased products. Brands should commit to sustainable development and share about it. 

Stakeholders should be involved in promoting Sustainability, from product/service design to 

marketing strategies. E-commerce (online sellers) should apply sustainable marketing 

techniques while performing the following actions: 

 Carry out a sustainability assessment: organizations should conduct a sustainability 

audit to evaluate their present environmental effect and pinpoint possibilities for 

development. 
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 Create a strategy for Sustainability: a sustainability plan describing an organization's 

goals and objectives for minimizing its environmental impact should be developed 

and incorporated into its CSR corporate social responsibility. 

 Embrace Sustainability in the organizational portfolio: all facets of the executive 

portfolio, including product design, packaging, marketing communications, and 

operations, should incorporate Sustainability. These facets build consumer trust in 

online brands.  

Organizations must optimize consumer satisfaction by offering quality products to achieve 

loyalty. Organizations should focus on product customization to increase their affection for the 

brand. In terms of marketing, marketers must use loyalty measurement tools to assess the 

satisfaction of customers. Marketers should adopt customer relationship management CRM 

tools to manage better customer flow and better respond to their concerns. Then set up multi-

channel and experiential marketing that places the customer at the center of the debates. 

Word of mouth spreads like a wave. It is, therefore, a great free advertising lever and digital 

communication tool for your company if it is positive. This wave is viral on the Internet and 

can become a buzz. It, therefore, represents a source of reputation and a great marketing tool 

for the organization. Word-of-mouth advertising is the key to low-cost, high-paying lead 

generation in a world that is now more digitally and socially connected than ever. If marketers 

capitalize on this strategy, they ensure the business's long-term success while effectively 

eclipsing competition. 

From a managerial point of view, E-WOM messages represent a source of information for 

consumers to learn about a new product. This information collected at a lower cost strengthens 

the reputation and image of a new brand. Through electronic Word of mouth, companies 

minimize expenses compared to a traditional marketing campaign. This type of online 

communication allows companies to better understand their customers and their opinions on 

their offer to make improvements. Work remains to be done to understand better the 

phenomenon of perceived credibility in the context of the anonymity of the sender of an 

eWOM message. Companies wishing to respond must consider that they are addressing 

involved, innovative, susceptible, and knowledgeable consumers. These receivers evaluate the 

credibility, trust, and usefulness of these messages to make their choice. eWOM has become a 

significant issue for marketing in recent years and is a communication strategy more 

frequently used by companies. However, discrepancies are increasingly assertive in 

denouncing the limits of this strategy. Current research focuses on the manipulative behaviors 

of some companies. These behaviors lead to a certain skepticism of positive messages about a 

product or brand. Instead of investing time and money in writing "fake reviews," it is 

preferable to analyze consumer reviews to improve their offer and the relationship with the 

customer. 

 

5. Further Work 

To conclude this academic work, limitations and ideas for future avenues are exposed. First, 

the sample of 495 respondents ensured the questionnaire's validity and reliability; however, 

this sample did represent ant representativeness criteria of the entire online shoppers as the 

targeted population. A second limitation is the selection bias. A selection bias results from a 

sample not representative of the population. The latter limited results generalize the study. In 

this case, this sample is indeed a convenience sample and the distribution was only done 

online, which is already a selection criterion. Future research should ensure representativeness 

by following a type of probabilistic sampling. Therefore, the results of this work are to be 

taken with caution, and future studies with a more representative sample would be interesting 

to validate, clarify or invalidate results. 

To deepen the research, subsequent studies could be carried out based on larger sample size 

and with better representativeness. In addition, it could be interesting to use multiple linear 

regression techniques to understand better the respective impacts of perceptions of sustainable 

marketing tools on consumer attitudes. Furthermore, it would be interesting to conduct a 

qualitative study on a smaller sample to determine and deepen the factors that lead specific 

socio-demographic categories of people to be more sensitive to the various tools of sustainable 
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marketing. Companies could reach their target audience more directly by defining the key 

factors that make these people more susceptible to societal communications, responsible 

labels, and sustainable merchandising. Further studies could also identify the most appropriate 

way to educate a particular type of person about sustainable development, and not just for 

marketing or sales purposes. Further research could help determine effective means of 

communication and how to make "green" ads more impactful for consumers. Ideally, an 

official body should have a mandatory validation process for marketing and awareness 

campaigns. 
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