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ABSTRACT

Growing environmental degradation and heightened public awareness have transformed 
sustainable consumption into a central concem for marketers. Firms increasingly rely on 
green advertising to communicate eco-friendly attributes and corporate sustainability 
commitments, i-lowever, the mechanisms through which green advertising fosters long-term 
consumer loyalty remain insufficiently explored, particularly from a qualitative and 
integrative theoretical perspective in emerging martiets.This study develops a moderated 
mediation framework examining how Green Advertising Effectiveness (GAE) influences 
Consumer Loyalty (CL) through Green Trust (GT), with Environmental Concem (EC) acting 
as a moderating variable. Adopting an interpretivist paradigm, the study employs a 
qualitative secondary data approach by synthesizing prior empirical research indexed in 
Scopus and Web of Science.Thematic synthesis reveals that perceived authenticity, 
message credibility, and alignment between communication and corporate behavior drive 
trust formation, which subsequently enhances loyalty. Envimnmental concem intensifies 
cognitive processing and scrutiny of green claims, thereby strengthening the trust-building 
pathway.

The study contributes to sustainable marketing literature by integrating cognitive and 
psychological mechanisms into a unified moderated mediation framework and offers 
strategic insights for designing effective environmental communication in emerging 
economies.

Keywords: Green Advertising Effectiveness, Green Trust, Consumer Loyalty, 
Environmental Concern, Moderated Mediation, Sustainable Marketing

■.INTRODUCTION

“Earth provides enough to satisfy every man's needs, but not every man's greed. ” —
Mahatma Gandhi.”Environmental sustainability has emerged as a defining issue of the 21st 
century. Climate change, pollution, and resource depletion have heightened consumer

Assistant Professor, MBA Coordinator & IQAC Coordinator 
Shree Shivaji Maratha Society's Institute of l\^anagement & Research, Pune

DOI: 10.17697/ibmrd/2026/vl5il/174515 ww.ibmrdjournal.in



IBMRD'S JOURNAL OF MANAGEMENT AND RESEARCH 99

awareness, reshaping purchasing patterns globally. In response, organizations increasingly 
adopt green marketing strategies to signal environmental responsibility.

Green advertising has become a primary communication tool to convey sustainability 
initiatives. Despite substantial investments, firms face skepticism due to greenwashing 
concerns. Consumers often question the authenticity of environmental claims, making trust 
a pivotal determinant of marketing success. While quantitative studies have examined direct 
relationships between green advertising and behavioral outcomes, limited qualitative 
research synthesizes how psychological and contextual factors interact in shaping loyalty. 
Moreover, emerging markets like India present unique socio-cultural and economic 
dynamics influencing green consumption behavior.

This study addresses this gap by proposing a moderated mediation framework:

❖ Green Advertising Effectiveness ̂ -Green Trust ̂ Consumer Loyalty

❖ Environmental Concern moderates the trust formation process

II. THEORETICAL FOUNDATION

Understanding the relationship between Green Advertising Effectiveness (GAE) and 
Consumer Loyalty (CL) requires a multi-theoretical lens. This study integrates Signaling 
Theory, theCommltment-Trust Theory of Relationship Marketing, and theTheory of 
Planned Behavior (TPB) to explain the cognitive, relational, and psychological 
mechanisms underlying sustainable consumer behavior.

•  Signaling Theory

Signaling Theory, originally developed by Michael Spence in 1973, explains how one party 
(the sender) conveys credible information to another party (the receiver) under conditions of 
information asymmetry. In marketing contexts, firms often possess more information about 
product attributes and corporate practices than consumers. Consequently, advertising 
functions as a signaling mechanism to reduce uncertainty and perceived risk.In the green 
marketing, environmental responsibility is largely an unobservable attribute. Consumers 
cannot directly verify whether a firm's production processes are genuinely sustainable. 
Therefore, green advertising serves as a signal intended to communicate:

❖ Environmental commitment

❖ Eco-friendly product attributes

<* Corporate sustainability initiatives
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Ethical business practices 

However, the effectiveness of this signal depends on its perceived credibility. If the signal is:

❖ Specific rather than vague

❖ Supported by evidence (e.g., certifications, measurable impact)

❖ Consistent with corporate actions then it is more likely to be interpreted as credible.

•  Information Asymmetry in Green IMarltets

Green markets are characterized by high information asymmetry because environmental 
attributes are often invisible and technical. For example:

❖ Carbon footprint reductions

❖ Sustainable sourcing practices

❖ Waste management systems

Consumers rely on advertising as a heuristic cue. When green advertising is perceived as 
effective—clear, informative, and authentic—it reduces uncertainty and strengthens 
perceived legitimacy.

•  Signaling and Trust Formation

From a signaling perspective. Green Advertising Effectiveness (GAE) enhances Green 
Trust (GT) by:

❖ Reducing perceived opportunism

❖ Demonstrating costly commitment (e.g., third-party certifications)

❖ Signaling long-term sustainability orientation

Thus, Signaling Theory provides the theoretical basis forthe pathway:

•GAE^GT

If the signal is weak or perceived as manipulative (greenwashing), trust deteriorates, 
negatively affecting loyalty.

•  Commitment-TrustTheory of Relationship Marketing

The Commitment-Trust Theory, developed by Morgan and Hunt (1994), posits that trust 
and commitment are the central mediators in successful relational exchanges. Trust
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reduces uncertainty and vulnerability in relationships, while commitment reflects the 
intention to maintain a valued relationship.

In sustainable marketing contexts, consumers often develop relationships with brands that 
align with their ethical values. Green Trust (GT) becomes particularly critical because:

Environmental claims are susceptible to skepticism.

<* Sustainable products often involve price premiums.

❖ Consumers associate environmental responsibility with moral identity.

•  Trust as a Mediator

According to this theory, trust functions as a psychological mechanism that:

❖ Reduces perceived risk

❖ Enhances confidence in future brand behavior

❖ Encourages relational continuity

Thus, even if green advertising is effective, it does not directly create loyalty. Instead, loyalty 
emerges only when consumers trust the environmental integrity of the brand.

This provides the theoretical explanation for the mediation mechanism:

GAE^GT^CL

Without trust, green advertising may create awareness but not sustained loyalty.

•  Loyalty in Sustainabie iUarketing

In green consumption contexts, loyalty extends beyond transactional repeat purchase. It 
includes:

❖ Advocacy behavior

❖ Emotional attachment

❖ Willingness to pay premium prices

❖ Resistance to competitor switching

Trust strengthens these outcomes by reinforcing perceived brand integrity and ethical 
alignment.

•  Tlieory of Pianned Beliavior (TPB)
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The Theory of Planned Behavior, proposed by Ajzen (1991), explains how attitudes, 
subjective norms, and perceived behavioral control influence behavioral intentions.

In sustainable consumption contexts. Environmental Concern (EC) represents a value- 
based attitude toward environmental protection. It reflects:

❖ Awareness of ecological issues 

Emotional involvement in sustainability

❖ Personal responsibility toward environmental preservation

•  Environmental Concern as a Cognitive Filter

Consumers with high environmental concern process green advertising differently 
compared to those with low concern. Specifically:

❖ They engage in deeper cognitive evaluation.

❖ They scrutinize environmental claims more critically.

❖ They are more sensitive to authenticity cues.

Therefore, Environmental Concern influences how consumers interpret green signals. It 
acts as a moderating variable by strengthening or weakening the impact of green 
advertising on trust formation.

•  IVIoderation IMechanism

When environmental concern is high:

❖ Consumers are motivated to evaluate environmental information carefully.

Credible green advertising has a stronger impact on trust.

❖ Trust more easily translates into loyalty.

When environmental concern is low:

❖ Green messages may be processed superficially.

❖ Trust formation may be weaker.

❖ Loyalty may not significantly increase.

Thus, TPB explains the moderation pathway:

Environmental Concern moderates GAE ̂ GT
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•  Integrated Theoretical Framework

By integrating the three theories, this study develops a comprehensive explanation:

❖ Signaling Theory explains how effective green advertising reduces information 
asymmetry and builds trust.

Commitment-Trust Theory explains how trust mediates the relationship between 
advertising and loyalty.

<* Theory of Planned Behavior explains how environmental concern strengthens the 
trust-building process.

Together, these theories support the moderated mediation framework:

Environmental Concern (Moderator)

Green Advertising Effectiveness-►Green Trust Consumer Loyalty

III. LITERATURE REVIEW

•  Green Advertising Effectiveness

Green advertising effectiveness refers to consumers' perception of the credibility, 
informativeness, and persuasiveness of environmentally oriented promotional messages. 
Effective green advertisements provide transparent environmental information, reduce 
skepticism, and enhance perceived authenticity.Research suggests that message clarity 
and credibility are essential in avoiding greenwashing perceptions and fostering positive 
brand evaluation.Green advertising refers to promotional strategies that highlight a 
product's environmental benefits or the brand's ecological responsibility. It aims to influence 
consumer perceptions, attitudes, and purchase intentions toward environmentally friendly 
products (Peattie & Crane, 2005).

•  Green Trust

Green trust is defined as the willingness of consumers to rely on a brand based on its 
environmental performance. Trust is a critical determinant of long-term relationships and 
brand loyalty. When consumers believe environmental claims are genuine, they are more 
likely to develop emotional and relational attachment to the brand.Green trust is the 
confident belief that a brand's environmental claims are reliable, credible, and consistent 
with actual ecological impact (Chen, 2010).

Theoretical Support:
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❖ Trust-Commitment Theory (Morgan & Hunt, 1994): Trust is foundational for 
relationship continuity and loyalty development.

•  Consumer Loyalty

Consumer loyalty includes repeat purchase intention, brand commitment, and positive 
advocacy behavior. Loyalty in green markets is influenced by ethical alignment and value 
congruence between consumers and brands.Consumer loyalty is a long-term commitment 
to repurchase or recommend a brand, even in the presence of alternatives.

•  Environmental Concern

Environmental concern is the degree to which individuals are aware of environmental 
problems and support actions to solve them (Schultz, 2002).

•  Moderated Mediation in Sustainable Marketing

•  Concept Overview:

❖ Mediation explains how or why an independent variable (e.g., green advertising) 
influences a dependent variable (e.g., consumer loyalty) through an intervening 
variable (e.g., green trust).

❖ Moderation identifies when or for whom this effect is stronger or weaker— such as 
differences in environmental concern levels.

•  Typical Model:

•  Green Advertising ̂ Green Trust ̂ Consumer Loyalty 

Moderated by Environmental Concern

❖ Green trust mec//afes the effect of green advertising on loyalty.

❖ Environmental concern moderates both the direct path and/or indirect mediation 
path.

IV. RESEARCH OBJECTIVES

❖ To examine the impact of Green Advertising Effectiveness (GAE) on Green 
Trust (GT) and Consumer Loyalty (CL).

To investigate the mediating role of Green Trust in the relationship between 
Green Advertising Effectiveness and Consumer Loyalty.
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V. CONCEPTUAL FRAMEWORK

The present study proposes a moderated mediation frameworl< to explain how Green 
Advertising Effectiveness (GAE) influences Consumer Loyalty (CL) through Green Trust 
(GT), while Environmental Concern (EC) moderates the relationship between Green 
Advertising Effectiveness and Green Trust. The conceptual model integrates 
communication effectiveness, relational mechanisms, and individual value orientation into a 
unified theoretical structure.

VL GREEN TRUST ̂ CONSUMER LOYALTY

Green trust plays a pivotal role in transforming environmental communication into long-term 
consumer commitment. In sustainable markets, trust functions not merely as a cognitive 
belief but as a relational bond that strengthens brand-consumer relationships.

•  Trust Enhances Repurchase Intention

When consumers perceive that a brand's environmental claims are credible and consistent 
with its actual practices, they develop confidence in the brand's integrity. This confidence 
reduces perceived risk and uncertainty associated with green products, which are often 
priced at a premium or involve performance skepticism.

Green trust:

❖ Reduces perceived product risk

<* Enhances satisfaction and emotional attachment

Encourages repeat purchase behavior

According to the Commitment-Trust Theory of Relationship IVIarketing, trust is a 
foundational element for relational continuity. When trust is established, consumers are 
more willing to maintain long-term relationships with environmentally responsible brands.ln 
green markets, repurchase intention is not solely driven by functional satisfaction but also by 
ethical alignment and value congruence.

•  Trust Increases Advocacy Behavior

Green trust also influences positive word-of-mouth and brand advocacy. Consumers who 
trust a brand's environmental commitments are more likely to:

❖ Recommend the brand to others

❖ Defend the brand against criticism______________________________________
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Share sustainability messages on social media

Trust strengthens emotional identification with the brand, transforming consumers into 
voluntary ambassadors. This is particularly important in sustainability contexts, where peer 
influence significantly shapes consumption behavior.

Trust-driven advocacy:

❖ Enhances brand equity

❖ Reduces promotional costs

❖ Strengthens community-based loyalty

•  Trust Reduces Brand Switching

Green markets are increasingly competitive, with many brands claiming environmental 
responsibility. In such contexts, trust acts as a switching barrier.

Consumers who trusta brand:

❖ Exhibit highertolerance toward minor service failures

❖ Show reduced sensitivity to competitor promotions

❖ Demonstrate stronger resistance to alternative green claims

Trust creates psychological commitment, making consumers less likely to experiment with 
competing brands unless credibility is compromised.Thus, green trust is a critical mediator 
translating advertising effectiveness into sustainable loyalty outcomes.

•  Role of Environmental Concern

Environmental Concern (EC) reflects the extent to which individuals are aware of 
environmental issues and feel responsible for environmental protection. It represents a 
value-based orientation that influences cognitive processing and behavioral responses to 
green marketing stimuli.For such consumers:

❖ Authentic and transparent green advertising significantly enhances trust.

❖ Symbolicorsuperficial claims are quickly rejected.

VII. DISCUSSION AND FINDINGS

•  DISCUSSION

This study conceptually examines how green advertising effectiveness influences consumer
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loyalty through green trust, with environmental concern acting as a moderating factor. The 
findings reinforce that green trust is the central psychological mechanism transforming 
environmental communication into long-term consumer commitment.

Green advertising alone does not directly guarantee loyalty. Instead, its effectiveness 
depends on whether consumers perceive the environmental claims as credible and 
authentic. When advertising signals are consistent and transparent, they reduce perceived 
risk and strengthen trust. In turn, trust fosters relational continuity, aligning with relationship 
marketing principles.

The analysis further shows that trust enhances repurchase intention, strengthens emotional 
attachment, and reduces brand switching. Consumers who trust environmentally 
responsible brands are also more likely to engage in advocacy behaviors such as positive 
word-of-mouth and social sharing. Thus, trust converts cognitive evaluation into behavioral 
loyalty.

Environmental concern plays a critical boundary role. Consumers with high environmental 
concern process green messages more deeply and respond more strongly to credible 
sustainability communication. Conversely, consumers with low concern rely on peripheral 
cues and are less likely to develop strong trust-based loyalty. Therefore, environmental 
concern strengthens the indirect effect of green advertising on loyalty through trust, 
confirming a moderated mediation mechanism.

VIII. FINDINGS

The key findings of the study are:

Green trust mediates the relationship between green advertising effectiveness and 
consumer loyalty.

Trust enhances repurchase intention, advocacy behavior, and resistance to brand 
switching.

Environmental concern moderates the relationship between green advertising and green 
trust.

The indirect effect (GAE GT ̂  CL) is stronger among consumers with high environmental 
concern.

Sustainable marketing effectiveness depends on both communication credibility and 
consumer value orientation.
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IX. LIMITATIONS

The study is conceptual and based on secondary data without empirical testing. 
Relationships are theoretically inferred rather than statistically validated. 

Cross-cultural literature synthesis may limit generalizability to specific emerging markets. 
The model excludes other relevant variables such as greenwashing perception and brand 
reputation.

Predominantly cross-sectional evidence limits insights into long-term trust and loyalty 
development.

X. FUTURE RESEARCH

Empirically test the moderated mediation model using Structural Equation IVIodeling (SEM) 
or PROCESS analysis.

Conduct longitudinal studies to examine dynamic trust and loyalty formation over time. 
Explore additional mediators (e.g., brand authenticity, perceived value) and moderators 

(e.g., environmental knowledge).

Undertake cross-cultural comparative studies between developed and emerging 
markets.Use experimental designs to test different green advertising message strategies. 
Investigate sector-specific applications (e.g., FMCG, fashion, renewable energy).
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