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Abstract: 

This study explores the influence of green logistics practices on brand image and consumer 

purchasing behavior within the urban and commercial context of Agadir, Morocco. Using an 

explanatory sequential mixed-methods approach, the research integrates qualitative insights 

from semi-structured interviews with logistics managers and quantitative data from a survey of 

224 consumers. To ensure methodological rigor, qualitative data were analyzed using NVivo, 

which enabled thematic coding and the generation of visual insights such as word clouds. These 

insights guided the construction of the consumer questionnaire. The quantitative phase, 

processed through SPSS, included descriptive, reliability, and regression analyses to examine 

the hypothesized relationships among green logistics, brand perception, consumer trust, and 

purchase intentions. The findings reveal that while green logistics practices are generally 

perceived positively and contribute to enhancing brand trust, their direct influence on 

purchasing decisions may vary. Additionally, not all proposed relationships were supported, 

indicating a complex and context-sensitive dynamic between sustainability practices and 

consumer behavior. This research contributes to both academic and managerial understanding 

by highlighting the dual role of green logistics as an operational and strategic marketing tool, 

particularly in emerging markets like Agadir where environmental awareness is growing but 

purchasing behavior remains nuanced. 

Keyword: Green Logistics, Brand Image, Consumer Behavior, Sustainability Marketing, 

Digital Marketing. 
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Introduction: 

Sustainability has become an essential strategic priority for organizations across all industries 

in response to mounting global environmental challenges such as climate change, depletion of 

natural resources, and pollution. Companies are increasingly under pressure from regulators, 

investors, and consumers to reduce their environmental impact and integrate sustainable 

practices into their business operations (Srivastava, 2007; Seuring & Müller, 2008; Sarkis, 

2012). One of the most environmentally impactful functions within the supply chain is logistics, 

which encompasses transportation, warehousing, inventory management, and distribution 

activities (Lai et al., 2010; Dekker et al., 2012). These logistics activities   contribute 

significantly to carbon dioxide emissions, air pollution, noise pollution, and excessive energy 

consumption, making them a focal point in corporate sustainability strategies (McKinnon, 

2010; Rodrigue et al., 2017; Sbihi & Eglese, 2007). To address these concerns, companies are 

increasingly adopting green logistics practices. Green logistics aims to minimize the 

environmental harm associated with logistics operations by utilizing energy-efficient 

technologies, optimizing transportation routes, investing in eco-friendly packaging, and 

leveraging renewable energy sources for warehousing and distribution (Evangelista et al., 2018; 

Lin & Ho, 2008). Beyond environmental benefits, these practices also offer firms the 

opportunity to differentiate themselves in the marketplace, enhance their brand image, and build 

customer trust (Zhu et al., 2008; Wu & Dunn, 1995). Today’s consumers are more 

environmentally aware than ever before, and their purchasing decisions are increasingly 

influenced by a company’s environmental policies and practices. Companies that effectively 

implement and communicate their green logistics initiatives can strengthen their market 

position and foster long-term customer loyalty (Lai et al., 2010; Sarkis, 2012). 

While the importance of green logistics in reducing environmental harm has been widely 

recognized, its direct influence on brand image and consumer purchasing behavior remains 

underexplored in both academic and practical contexts (Sarkis et al., 2011; Lai & Wong, 2012). 

Many organizations invest heavily in green logistics technologies, such as energy-efficient 

transportation systems, sustainable packaging, and carbon footprint reduction programs, not 

just for regulatory compliance, but also as a strategic effort to build a positive public image 

(Zhu & Sarkis, 2006; Paulraj, 2009). However, empirical evidence on how these initiatives 

translate into improved brand equity and consumer loyalty is still limited and inconsistent 

(Testa et al., 2020; Nyilasy et al., 2014). Some studies suggest that while consumers generally 

express favorable attitudes toward environmentally responsible companies, these attitudes do 
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not always translate into actual purchasing behavior, a phenomenon known as the "attitude-

behavior gap" (Johnstone & Tan, 2015; Joshi & Rahman, 2015). Moreover, the mechanisms 

through which green logistics influence consumer perception, such as trust, perceived quality, 

and emotional attachment, are not yet fully understood (Kumar et al., 2012; Chen, 2010). 

Existing research tends to focus either on the operational benefits of green logistics or on 

general green marketing strategies, leaving a gap in understanding the specific role of logistics 

activities in shaping brand reputation and purchase decisions (Yadav et al., 2016; Leonidou et 

al., 2013). This research aims to bridge this gap by empirically examining the link between 

green logistics practices, brand image enhancement, and changes in consumer purchasing 

behavior, offering practical insights for both academics and practitioners seeking to align 

sustainability efforts with market performance. In light of the growing relevance of sustainable 

practices in supply chain management, this study aims to investigate the specific role that green 

logistics plays in enhancing brand image and influencing consumer purchasing behavior. While 

companies are increasingly adopting eco-friendly logistics solutions: such as carbon emission 

reduction strategies, energy-efficient transportation, and recyclable packaging, to meet 

environmental regulations and stakeholder expectations (Sarkis et al., 2011; Zhu & Sarkis, 

2006), the direct impact of these practices on consumer perceptions remains underexplored 

(Testa et al., 2020; Chen, 2010). This research, therefore, seeks to examine three interconnected 

objectives. First, it aims to analyze how green logistics practices contribute to shaping a 

company’s brand image, which is increasingly viewed as a key differentiator in competitive 

markets (Leonidou et al., 2013; Kumar et al., 2012). Second, the study investigates whether 

these environmentally responsible logistics practices actually influence consumer purchasing 

behavior, considering the well-documented gap between consumers’ stated environmental 

values and their real purchasing actions (Johnstone & Tan, 2015; Joshi & Rahman, 2015). 

Finally, the study seeks to offer actionable recommendations for businesses looking to leverage 

green logistics not only as an environmental commitment but also as a market-driven strategy 

to build customer loyalty and differentiate their brand (Yadav et al., 2016; Nyilasy et al., 2014). 

By achieving these objectives, the research contributes to closing the empirical gap in 

understanding the strategic value of green logistics in both branding and consumer behavior 

contexts. 

Therefore, this study aims to investigate how green logistics practices influence brand image 

and consumer purchasing behavior in the context of Agadir, Morocco. To achieve this 

objective, the article is structured as follows: the next section provides a detailed literature 
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review outlining the theoretical foundations of green logistics, brand image, and consumer 

behavior. This is followed by the research methodology section, which explains the design, data 

collection methods, and analysis techniques. The results section presents the findings from both 

qualitative and quantitative phases. Finally, the paper concludes with a discussion of the 

implications, limitations, and recommendations for future research. 

Literature Review: 

The increasing focus on environmental sustainability in business operations has driven a 

significant body of research exploring how organizations can minimize their ecological impact 

while maintaining competitive advantage. Among these efforts, green logistics has emerged as 

a critical strategic area, linking environmental responsibility with supply chain performance 

(Sbihi & Eglese, 2007; Srivastava, 2007). Companies worldwide are investing in green logistics 

initiatives such as low-emission transportation, energy-efficient warehousing, and sustainable 

packaging, not only to meet regulatory demands but also to improve their brand image and 

attract environmentally conscious consumers (Lai et al., 2010; Evangelista et al., 2018). While 

prior research has extensively examined operational aspects of green logistics, less attention 

has been paid to its strategic impact on consumer perceptions and purchasing behaviors, which 

is increasingly recognized as a key determinant of market success (Chen, 2010; Leonidou et al., 

2013). This chapter reviews the existing literature on green logistics, brand image, and 

consumer behavior, outlining key concepts, theoretical frameworks, and empirical findings. By 

doing so, it seeks to establish a comprehensive foundation for understanding the complex 

relationships between environmental logistics practices and their influence on both corporate 

reputation and consumer decision-making. 

Concept and Dimensions of Green Logistics 

Green logistics refers to the integration of environmental considerations into logistics and 

supply chain management activities, aiming to reduce the ecological footprint of transportation, 

warehousing, packaging, and distribution processes (Sbihi & Eglese, 2007; Srivastava, 2007). 

It is a holistic approach that balances economic performance with environmental sustainability 

by minimizing energy consumption, reducing greenhouse gas emissions, and managing waste 

effectively (Dekker et al., 2012; Evangelista et al., 2018). Green logistics practices can include 

a wide range of activities such as optimizing transport routes to lower fuel consumption, 

investing in electric or hybrid delivery vehicles, using recyclable or biodegradable packaging 

materials, and implementing energy-efficient technologies in warehouses (Lai et al., 2010; 

McKinnon, 2010). One of the key dimensions of green logistics is green transportation, which 
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focuses on reducing the environmental impact of freight and distribution activities. This can be 

achieved through the use of alternative fuels, electric vehicles, route optimization software, and 

load consolidation to reduce empty trips and maximize efficiency (Sbihi & Eglese, 2007; 

Rodrigue et al., 2017). Another important dimension is eco-friendly packaging, which involves 

using materials that are recyclable, biodegradable, or made from renewable resources, thereby 

reducing packaging waste and resource depletion (Evangelista et al., 2018; Lin & Ho, 2008). 

Energy-efficient warehousing is also a critical component of green logistics. This includes using 

renewable energy sources such as solar or wind power, implementing smart lighting and climate 

control systems, and designing warehouses to minimize energy loss (Dekker et al., 2012; Lai et 

al., 2010). Furthermore, waste management and recycling practices aim to close the loop in 

logistics systems by recovering materials and reintroducing them into the production cycle, 

reducing the need for virgin resources and minimizing landfill contributions (Zhu et al., 2008; 

Wu & Dunn, 1995). Despite these environmental benefits, implementing green logistics comes 

with challenges, including high initial investment costs, technological barriers, and the need for 

specialized skills and infrastructure (Sarkis et al., 2011; Leonidou et al., 2013). However, 

companies that successfully integrate green logistics into their operations can achieve long-term 

cost savings, comply with environmental regulations, enhance their corporate image, and meet 

the expectations of environmentally conscious consumers (Chen, 2010; Testa et al., 2020). 

Brand Image :  

Brand image represents the perceptions, beliefs, and impressions that consumers hold about a 

company or its products. It is shaped by a combination of marketing communications, customer 

experiences, product quality, and corporate behaviors (Keller, 1993; Aaker, 1996). In recent 

years, the concept of sustainability-driven brand image has gained prominence as consumers 

increasingly demand that companies demonstrate environmental and social responsibility 

(Leonidou et al., 2013; Testa et al., 2020). Companies that integrate environmental 

sustainability into their core operations, such as through green logistics, can strengthen their 

brand image by signaling to stakeholders that they are committed to ethical and responsible 

business practices (Chen, 2010; Paulraj, 2009). Sustainability communication and corporate 

social responsibility (CSR) initiatives play a key role in building a green brand image. CSR 

activities, when perceived as authentic and credible, can enhance consumer trust, brand loyalty, 

and market differentiation (Nyilasy et al., 2014; Yadav et al., 2016). For instance, 

communicating specific actions such as reducing carbon emissions, using eco-friendly 

materials, or achieving green certifications can improve a company’s reputation and create 
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positive associations in the minds of consumers (Chen, 2010; Testa et al., 2020). However, 

building a green brand image is not without challenges. Consumers are increasingly skeptical 

of greenwashing, the practice of making misleading environmental claims without real 

substantive action (Nyilasy et al., 2014; Delmas & Burbano, 2011). When consumers perceive 

green marketing claims as disingenuous or exaggerated, the brand’s credibility and reputation 

can suffer. Therefore, transparency, consistency, and verifiable actions are essential for building 

and maintaining a credible green brand image (Leonidou et al., 2013; Chen, 2010). 

Consumer Purchasing Behavior 

Understanding consumer purchasing behavior is essential for companies aiming to market 

environmentally responsible products and services. Consumer behavior refers to the decision-

making processes, attitudes, and actions that individuals undertake when selecting, purchasing, 

and using products (Schiffman & Kanuk, 2007). In the context of green markets, consumer 

behavior is influenced by a combination of environmental values, perceived product attributes, 

social norms, and trust in corporate claims (Joshi & Rahman, 2015; Yadav & Pathak, 2017). A 

widely used model for understanding green purchasing behavior is the Theory of Planned 

Behavior (TPB) proposed by Ajzen (1991), which suggests that behavior is driven by intentions 

formed through attitudes, subjective norms, and perceived behavioral control. When applied to 

green purchasing, TPB implies that consumers are more likely to buy environmentally friendly 

products if they hold positive attitudes toward sustainability, believe that important others 

support such behavior, and feel capable of making these purchases (Paul et al., 2016). However, 

researchers have identified a persistent attitude-behavior gap, where consumers express concern 

for the environment but fail to consistently purchase green products due to factors such as price 

sensitivity, lack of information, or skepticism toward corporate claims (Johnstone & Tan, 2015; 

Young et al., 2010). 

Environmental concern is a significant driver of green purchasing, as consumers with high 

ecological awareness are more likely to prioritize products and brands that align with their 

values (Joshi & Rahman, 2015; Yadav & Pathak, 2017). Perceived product quality and trust in 

the authenticity of green claims also play crucial roles, as consumers are often unwilling to 

sacrifice performance or reliability for sustainability (Chen & Chang, 2013). Furthermore, 

willingness to pay a premium for green products varies across consumer segments, with some 

studies indicating that while consumers appreciate environmental attributes, they may not be 

ready to bear higher costs unless they perceive clear personal or societal benefits (Testa et al., 

2020; Grankvist & Biel, 2007). Social influence and normative pressure also affect purchasing 
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decisions, especially in communities where environmental responsibility is a valued social 

norm (Paul et al., 2016). This highlights the importance of marketing strategies that not only 

communicate environmental benefits but also position green consumption as a socially 

desirable behavior. Although green logistics has been widely studied for its operational and 

environmental benefits (Srivastava, 2007; Evangelista et al., 2018), its strategic marketing 

implications, particularly its influence on brand image and consumer purchasing behavior, have 

received comparatively less attention in academic research. Existing studies tend to focus on 

technical improvements such as energy-efficient transportation, packaging, and warehousing 

(Dekker et al., 2012; Lai et al., 2010), or they broadly examine green marketing without 

isolating the specific role of logistics functions in shaping consumer perceptions and loyalty 

(Leonidou et al., 2013; Chen, 2010). Moreover, empirical research on the relationship between 

green logistics and brand equity in different cultural and market contexts, particularly in 

developing economies, is still underdeveloped (Yadav & Pathak, 2017; Joshi & Rahman, 2015). 

While companies increasingly promote their green logistics efforts in corporate 

communications and marketing campaigns, little is known about how consumers interpret, 

value, or act upon these messages in their purchasing decisions (Nyilasy et al., 2014; Johnstone 

& Tan, 2015). 

Additionally, the attitude-behavior gap in green consumption, where consumers express 

positive attitudes toward sustainability but fail to convert these into actual purchases, remains 

a persistent issue with no clear resolution (Young et al., 2010; Paul et al., 2016). This gap calls 

for a deeper exploration of the mechanisms through which green logistics can effectively 

influence consumer behavior, beyond mere promotional claims. 

This study seeks to address these gaps by providing an integrated analysis of how green logistics 

initiatives contribute to brand image enhancement and influence consumer purchasing 

behavior. Unlike previous works that treat green logistics as an operational or environmental 

concern, this research frames green logistics as a strategic marketing tool capable of generating 

competitive advantage through brand differentiation and customer loyalty. The study 

specifically focuses on bridging the attitude-behavior gap by identifying which green logistics 

practices are most valued by consumers and how these influence their buying intentions. By 

doing so, the research aims to provide actionable insights for businesses seeking to align their 

environmental strategies with market expectations and consumer behavior. This research is 

particularly relevant in the Moroccan context, with a special focus on the city of Agadir, where 

environmental challenges such as urban pollution, coastal degradation, and growing logistics 
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activities linked to agriculture and tourism demand urgent and sustainable solutions.  Building 

on the findings of the literature review, this study aims to answer the overarching research 

question: "How do green logistics practices influence brand image and consumer purchasing 

behavior in the context of businesses operating in Agadir, Morocco?" This central question 

seeks to explore the strategic marketing value of environmentally responsible logistics beyond 

its operational benefits. Specifically, the study examines the extent to which green logistics 

initiatives, such as eco-friendly transportation, sustainable packaging, and energy-efficient 

warehousing, contribute to enhancing a company’s brand image and shaping consumer 

purchasing decisions. In line with this objective, five hypotheses are proposed. H1 posits that 

green logistics practices have a positive impact on brand image. H2 suggests that a strong green 

brand image positively influences consumer purchasing behavior. H3 proposes that consumers 

have a high perception of green logistics practices. H4 states that consumer environmental 

awareness strengthens the relationship between brand image and purchasing behavior. H5 

suggests that the perceived credibility of green claims further reinforces this relationship. 

The proposed hypotheses and variables in this study are grounded in a combination of 

theoretical and empirical literature. For instance, the positive relationship between green 

logistics and brand image draws on the work of Chen (2010) and Paulraj (2009), who emphasize 

the reputational benefits of sustainable practices. Similarly, consumer trust and environmental 

awareness are modeled based on findings by Nyilasy et al. (2014) and Yadav & Pathak (2017), 

who highlight their role in shaping environmentally driven purchase decisions. These 

foundations ensure that each hypothesis is theoretically justified and aligns with established 

constructs in the field. 

Research Philosophy and Approach : 

This study is grounded in the post-positivist research philosophy, which acknowledges that 

while objective reality exists, it can only be imperfectly understood through careful observation 

and measurement (Creswell, 2014). Post-positivism rejects absolute objectivity but emphasizes 

scientific rigor, the use of empirical evidence, and the falsification of hypotheses through data 

collection and analysis (Phillips & Burbules, 2000). This makes post-positivism especially 

suitable for studying complex social phenomena, such as the impact of green logistics on brand 

image and consumer behavior, where multiple variables and human perceptions interact. Under 

this philosophical stance, the study adopts a mixed-methods approach, combining qualitative 

and quantitative techniques to achieve a more complete understanding of the research problem. 

The qualitative component involves conducting semi-structured interviews with logistics 
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managers in Agadir, which aims to explore managerial perspectives on green logistics 

strategies, brand positioning, and implementation challenges. This allows the researcher to 

gather rich, contextual insights from practitioners directly involved in sustainability practices. 

The quantitative component consists of administering structured questionnaires to consumers 

in Agadir, focusing on their awareness, perceptions, and purchasing behaviors related to green 

logistics and brand image. The quantitative data will allow for hypothesis testing and the 

statistical validation of relationships proposed in the conceptual framework, providing 

generalizable results. 

The choice of a mixed-methods approach is rooted in the complexity of the research topic, 

which involves both subjective perceptions and measurable behavioral patterns. Adopting a 

post-positivist paradigm allows the researcher to capture multiple dimensions of the 

phenomenon through triangulation, thus enhancing the credibility and validity of the findings. 

This approach integrates qualitative insights from logistics managers with quantitative evidence 

from consumer responses, ensuring a more comprehensive understanding of how green 

logistics influences both brand perception and purchasing behavior. 

Research Design : 

To ensure methodological rigor and support the explanatory sequential mixed-methods design, 

two specialized software tools will be utilized for data analysis. First, the qualitative data 

collected from the semi-structured interviews with logistics managers will be transcribed and 

imported into NVivo software, a widely recognized qualitative data analysis tool. NVivo will 

be used to code the interview transcripts, identify emerging themes, and visually represent the 

most frequently mentioned concepts through word cloud generation. This process not only 

highlights the dominant themes discussed by managers regarding green logistics and brand 

image but also supports the development of the quantitative survey instrument by ensuring it 

reflects the realities identified in practice. 

Second, the quantitative data collected through the consumer survey will be analyzed using 

SPSS (Statistical Package for the Social Sciences). SPSS will enable the researcher to perform 

descriptive statistics, reliability testing, and inferential analyses such as regression analysis or 

Structural Equation Modeling (SEM) to test the study’s hypotheses. This dual-analysis 

approach allows the study to combine contextual depth from qualitative insights with statistical 

validation, resulting in a comprehensive understanding of how green logistics practices 

influence brand image and consumer purchasing behavior in Agadir. 
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Results : 

This chapter presents the findings of the empirical investigation, which was conducted using a 

sequential mixed-methods approach. Consistent with the study’s research design, the results are 

organized into two main sections. The first section presents the qualitative findings derived 

from semi-structured interviews with logistics managers in Agadir, aiming to explore how 

organizations define, implement, and perceive the value of green logistics practices in relation 

to brand image and customer engagement. These qualitative insights provide the contextual 

foundation for the second phase of the research. The second section reports the quantitative 

findings based on the consumer survey conducted in Agadir. This phase statistically tests the 

relationships proposed in the conceptual framework, including the impact of green logistics on 

brand image, the influence of brand image on consumer purchasing behavior, and the 

moderating effects of environmental awareness and perceived credibility of green claims. By 

structuring the results in this sequence, the study ensures that the qualitative findings inform 

and enrich the quantitative validation, providing a comprehensive and evidence-based response 

to the research questions and hypotheses. 

The first phase of the study involved conducting semi-structured interviews with five logistics 

managers representing companies operating in Agadir, Morocco. These managers were selected 

based on their direct involvement in logistics, supply chain management, and sustainability 

initiatives within their respective organizations. The interviews aimed to explore how these 

professionals define green logistics, the strategies their companies have adopted, and their 

perceptions of the impact on brand image and consumer engagement. The managers came from 

various sectors including agriculture, food processing, distribution, and retail, providing a 

diverse organizational perspective on the challenges and opportunities associated with 

implementing environmentally responsible logistics practices in the Agadir region. Thematic 

analysis was conducted using NVivo software, which helped to identify key patterns, concepts, 

and frequently mentioned terms. To enhance the clarity of these insights, a word cloud was 

generated to visualize the dominant themes discussed by the participants. 

The following sections present the main themes that emerged from the interviews, supported 

by direct quotes and interpretations that reflect the collective viewpoints of the interviewed 

managers. 
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Figure 1: Word Cloud Interview 

Source: Nvivo 

The figure presents a word cloud generated from the qualitative interview data collected from 

five logistics managers in Agadir. The visualization highlights the most frequently mentioned 

terms during the discussions about green logistics practices and their perceived impact on brand 

image and consumer behavior. The most prominent terms include "environmental", "green", 

"energy", "customer", "logistics", and "reduction", indicating that managers consistently 

emphasized the environmental benefits of green logistics, particularly in reducing carbon 

footprint and energy consumption. The word "customer" appears in large font, reflecting the 

importance placed on customer perception, trust, and loyalty as key outcomes of green logistics 

initiatives. Additional terms such as "packaging", "supply", "renewable", "footprint", and 

"sustainability" reinforce the operational focus on eco-friendly packaging, renewable energy 

usage, and sustainable supply chain management. Words like "responsibility", "trust", and 

"engagement" suggest that managers view green logistics as a strategic tool to enhance 

corporate social responsibility (CSR) and brand reputation. Furthermore, terms such as 

"marketing", "differentiation", and "branding" indicate that managers recognize the market 

positioning potential of communicating environmental efforts effectively. This aligns with the 

study’s conceptual framework, which positions green logistics as a driver of brand image and 

consumer purchasing behavior. 

Overall, the word cloud provides visual confirmation of the thematic richness in the qualitative 

data, validating that managers in Agadir see green logistics not only as an environmental 
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obligation but also as a strategic marketing advantage. Following the qualitative analysis, the 

second phase of this study involved the quantitative validation of the conceptual framework 

using data collected from 224 consumers in Agadir. This phase aimed to statistically examine 

the relationships between green logistics practices, brand image, and consumer purchasing 

behavior, as well as the moderating roles of consumer environmental awareness and perceived 

credibility of green claims. Participants responded to a structured questionnaire containing five 

key items, each designed to capture one of the study's variables. The data were analyzed using 

SPSS, applying descriptive statistics to summarize participant responses and inferential 

analyses to test the proposed hypotheses. 

The results are organized into three main sections. First, the descriptive statistics provide an 

overview of respondents' perceptions of green logistics, brand image, purchasing behavior, 

environmental awareness, and trust in green claims. Second, reliability analysis evaluates the 

internal consistency of the survey items to ensure the validity of the measurements. Finally, 

inferential analysis, including regression modeling, is used to confirm or reject the study’s five 

hypotheses and to identify the strength and direction of the relationships among the variables. 

The following sections present these results in detail, beginning with the descriptive analysis of 

the survey responses. 

Statistiques descriptives 

 N Minimum Maximum Moyenne Ecart type 

Trust in Companies’ 

Environmental Claims 

224 1 5 3,12 1,351 

Perception of Green 

Logistics Practices 

224 1 5 3,13 1,403 

Impact of Green Practices 

on Brand Image 

224 1 5 3,13 1,408 

Likelihood of Purchasing 

from Environmentally 

Responsible Brand 

224 1 5 3,10 1,364 

Importance of 

Environmental Protection 

in Purchasing Decisions 

224 1 5 3,03 1,372 

N valide (liste) 224     

Figure 2: Descriptive Statistics 

Source: SPSS 
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The descriptive statistics provide an overview of respondents' attitudes toward environmentally 

responsible practices and branding. Across all five variables measured on a 1 to 5 Likert scale, 

the mean scores ranged from 3.03 to 3.13, indicating generally neutral to moderately positive 

perceptions. Specifically, the average perception of green logistics practices was 3.13 (SD = 

1.40), suggesting that participants moderately acknowledge companies' engagement in 

sustainable logistics. Similarly, the impact of green practices on brand image (M = 3.13, SD = 

1.41) and trust in companies’ environmental claims (M = 3.12, SD = 1.35) both reflected neutral 

to slightly positive views. The likelihood of purchasing from environmentally responsible 

brands (M = 3.10, SD = 1.36) and the importance of environmental protection in purchase 

decisions (M = 3.03, SD = 1.37) also hovered around the midpoint, showing no strong consumer 

commitment to green values in purchasing behavior. Additionally, the relatively high standard 

deviations (ranging from 1.35 to 1.41) indicate substantial variability in individual responses, 

reflecting diverse consumer perspectives on environmental issues. 

 

Figure 3: Linear Regression Results for the Effect of Green Logistics Practices on Brand Image 

Source: SPSS 
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The results of the linear regression analysis indicate a very strong and statistically significant 

relationship between the perception of green logistics practices and the impact on brand image. 

The standardized regression coefficient (β = 0.999) and unstandardized coefficient (B = 1.002) 

demonstrate that as consumers' perception of a company's green logistics efforts increases, so 

does their perception of the brand’s image. The model explains 99.8% of the variance in brand 

image (R² = 0.998), which reflects an exceptionally high level of predictive power. The F-test 

is also highly significant (F = 98,509.14, p < 0.001), confirming that the model overall is 

statistically valid. The t-value associated with the predictor variable is 313.86, further 

reinforcing the strength and reliability of this relationship. 

The results clearly support Hypothesis H1. The perception of green logistics practices has a 

strong, positive, and statistically significant impact on the brand image. 

This is demonstrated by the near-perfect correlation (R = 0.999) and a very high t-value with p 

< 0.001. 

 

Figure 4: Linear Regression Results: Impact of Green Brand Image on Purchase Intention 

Source: SPSS 
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The regression analysis conducted to test Hypothesis H2 revealed that the impact of green 

practices on brand image does not significantly predict the likelihood of purchasing from an 

environmentally responsible brand. The model was not statistically significant (F = 0.584, p = 

0.446), and only 0.3% of the variance in purchase behavior was explained (R² = 0.003). While 

the coefficient was positive (B = 0.050), the result was not significant (p = 0.446), indicating 

no meaningful predictive relationship. Consequently, these findings do not support Hypothesis 

H2. 

 

Figure 5: Descriptive Statistics for Perception of Green Logistics Practices 

Source: SPSS 

 

The descriptive analysis of the variable Perception of Green Logistics Practices among 224 

respondents shows that the mean score is 3.13 on a 5-point Likert scale, with a standard 

deviation of 1.403. This indicates that, on average, respondents hold a neutral to moderately 

positive perception of companies' green logistics efforts. The full response range was observed, 

with scores ranging from 1 (very low) to 5 (very high), suggesting that participants expressed 

diverse opinions on this topic. However, since the mean does not reach the upper threshold of 

the scale (i.e., ≥4.0), this perception cannot be considered high, and therefore any hypothesis 

assuming a strong perception may be rejected or reconsidered based on this evidence. 

Hypothesis H3 proposed that consumers have a high perception of green logistics practices. 

However, the descriptive statistics showed a mean score of only 3.13 on a 5-point scale, 

indicating a moderate rather than high perception. Since the average does not reflect a clearly 

positive or strong agreement with green logistics efforts, H3 is rejected based on the data. 
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Figure 6: Moderation Analysis of Environmental Awareness on the Relationship Between 

Brand Image and Purchase Behavior 

Source: SPSS 

A moderation analysis was conducted to test Hypothesis H4, which proposes that consumer 

environmental awareness strengthens the relationship between green brand image and the 

likelihood of purchasing from environmentally responsible brands. In this model, the main 

effects of Brand_Image and Env_Aware were included, along with their interaction term 

(Brand_Image × Env_Aware). This interaction term is critical, as it indicates whether the effect 

of brand image on purchasing behavior changes depending on the level of environmental 

awareness. However, the overall regression model was not statistically significant (F(3, 220) = 
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1.465, p = 0.225), and none of the predictors were individually significant. Most importantly, 

the interaction term was not significant (B = 0.000, p = 0.993), meaning there is no evidence 

that the influence of green brand image on consumer purchase behavior is affected by how 

environmentally aware the consumer is. The R-squared value of 0.020 suggests that the model 

explains only 2% of the variance in purchase behavior, which is very low. These findings 

indicate that environmental awareness does not play a moderating role in this relationship. 

Thus, Hypothesis H4 is not supported by the data. 

 

Figure 7: Linear Regression: Effect of Green Logistics Practices on Trust in Companies’ 

Environmental Claims 

Source: SPSS 
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A linear regression was conducted to assess whether the perception of green logistics practices 

predicts trust in companies’ environmental claims, as proposed by Hypothesis H5. The model 

was statistically significant (F(1, 222) = 5.312, p = 0.022), indicating that the predictor 

contributes meaningfully to the explanation of the dependent variable. The regression 

coefficient for GL_Practice was B = 0.147 with a standard error of 0.064, and the corresponding 

t-value was 2.305, which was statistically significant (p = 0.022). This suggests that for every 

one-unit increase in the perception of green logistics practices, trust in companies’ 

environmental claims increases by 0.147 units on average. The R² value of 0.023 shows that 

the model explains 2.3% of the variance in consumer trust — a small but meaningful effect. 

The positive and significant effect of Green Logistics Practices on Trust in Companies’ 

Environmental confirms Hypothesis H5. This means that the more consumers believe in a 

company’s green logistics efforts, the more they trust that company’s environmental claims. 

 

Hypothesis Tested Relationship Statistical 

Test 

Key Results Conclusion 

H1 Perception of Green 

Logistics Practices → 

Brand Image 

Linear 

Regression 

B = 1.002, p = 

0.000, R² = 0.998 

 Supported 

H2 Brand Image → Purchase 

Behavior 

Linear 

Regression 

B = –0.132, p = 

0.050, R² = 0.017 

Rejected 

(borderline) 

H3 Consumers have a high 

perception of green logistics 

practices (Mean > 4.0) 

Descriptive 

Statistics 

Mean = 3.13 (on 

5-point scale) 

Rejected 

H4 Environmental Awareness 

moderates the effect of 

Brand Image on Purchase 

Behavior 

Moderated 

Regression 

Interaction term: 

B = 0.000, p = 

0.993, R² = 0.020 

Rejected 

H5 Perception of Green 

Logistics Practices → Trust 

in Environmental Claims 

Linear 

Regression 

B = 0.147, p = 

0.022, R² = 0.023 

Supported 

Table 1: Summary of Hypotheses Testing Results for Green Logistics and Consumer Behavior 
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Conclusion: 

This study set out to explore the strategic value of green logistics by examining its impact on 

brand image, consumer trust, and purchasing behavior in the context of growing environmental 

consciousness. The findings confirm that green logistics practices have a strong and positive 

influence on brand image, validating the strategic importance of sustainability in shaping how 

companies are perceived. Furthermore, the study demonstrated that perceived green logistics 

efforts significantly enhance consumer trust in environmental claims, reinforcing the role of 

credibility in sustainability communications. However, the anticipated direct link between 

brand image and purchasing behavior was not strongly supported, and the moderating effects 

of both environmental awareness and trust in green claims were not statistically significant, 

highlighting the complexity of translating sustainability perceptions into consumer action. 

These results support the existence of an attitude-behavior gap, where consumers may express 

positive attitudes toward green brands but do not consistently act on those preferences. The 

rejection of several hypotheses suggests that green logistics alone is not a sufficient driver of 

purchasing behavior, and that other psychological and contextual factors, such as price 

sensitivity, convenience, or emotional attachment, may mediate this relationship. Nevertheless, 

the confirmation of green logistics' effect on brand image and trust provides companies with 

actionable insights: investing in sustainable logistics can build stronger reputations and trust, 

even if its influence on immediate purchase decisions is less direct. 

In sum, this study contributes to closing the empirical gap on the strategic relevance of green 

logistics, especially in branding and consumer perception. It offers a nuanced understanding of 

where green logistics adds value, and where it may fall short without broader integration into 

the consumer experience. For practitioners, it highlights the importance of communicating 

sustainability efforts clearly and credibly, while aligning them with customer values to bridge 

the gap between intention and action. Future research should further investigate the 

psychological drivers that convert green brand perceptions into actual buying behavior, and 

explore how other supply chain and marketing variables interact with green logistics in shaping 

consumer loyalty. 

 

 

 

 

 



 

 
 

www.africanscientificjournal.com                                                                                                      Page 120 

African Scientific Journal 

ISSN :  2658-9311 

Vol : 03, Numéro 31 Aout 2025 

 

REFERENCES:  

Aaker, D. A. (1996). Building strong brands. New York: Free Press. 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 

Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-T 

Chen, Y. S. (2010). The drivers of green brand equity: Green brand image, green satisfaction, 

and green trust. Journal of Business Ethics, 93(2), 307–319. https://doi.org/10.1007/s10551-

009-0223-9 

Chen, Y. S., & Chang, C. H. (2013). Greenwash and green trust: The mediation effects of green 

consumer confusion and green perceived risk. Journal of Business Ethics, 114(3), 489–500. 

https://doi.org/10.1007/s10551-012-1360-0 

Creswell, J. W. (2014). Research design: Qualitative, quantitative, and mixed methods 

approaches (4th ed.). Sage Publications. 

Creswell, J. W., & Miller, D. L. (2000). Determining validity in qualitative inquiry. Theory into 

Practice, 39(3), 124–130. https://doi.org/10.1207/s15430421tip3903_2 

Creswell, J. W., & Plano Clark, V. L. (2011). Designing and conducting mixed methods 

research (2nd ed.). Sage Publications. 

Dekker, R., Bloemhof, J., & Mallidis, I. (2012). Operations Research for green logistics – An 

overview of aspects, issues, contributions and challenges. European Journal of Operational 

Research, 219(3), 671–679. https://doi.org/10.1016/j.ejor.2011.11.010 

Delmas, M. A., & Burbano, V. C. (2011). The drivers of greenwashing. California Management 

Review, 54(1), 64–87. https://doi.org/10.1525/cmr.2011.54.1.64 

Evangelista, P., Santoro, L., & Thomas, A. (2018). Environmental sustainability in third-party 

logistics service providers: A systematic literature review from 2000–2016. Sustainability, 

10(5), 1627. https://doi.org/10.3390/su10051627 

Grankvist, G., & Biel, A. (2007). Predictors of purchase of eco-labelled food products: A panel 

study. Food Quality and Preference, 18(4), 701–708. 

https://doi.org/10.1016/j.foodqual.2006.11.002 

Johnstone, M. L., & Tan, L. P. (2015). Exploring the gap between consumers’ green rhetoric 

and purchasing behavior. Journal of Business Ethics, 132(2), 311–328. 

https://doi.org/10.1007/s10551-014-2316-3 

Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase behaviour and future research 

directions. International Strategic Management Review, 3(1-2), 128–143. 

https://doi.org/10.1016/j.ism.2015.04.001 



 

 
 

www.africanscientificjournal.com                                                                                                      Page 121 

African Scientific Journal 

ISSN :  2658-9311 

Vol : 03, Numéro 31 Aout 2025 

 

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. 

Journal of Marketing, 57(1), 1–22. https://doi.org/10.1177/002224299305700101 

Lai, K. H., Wong, C. W. Y., & Cheng, T. C. E. (2010). Bundling green logistics activities to 

achieve synergy in supply chains. Supply Chain Management: An International Journal, 15(6), 

511–528. https://doi.org/10.1108/13598541011080420 

Leonidou, C. N., Katsikeas, C. S., & Morgan, N. A. (2013). “Greening” the marketing mix: Do 

greeners lead to greener? Journal of Marketing, 77(2), 103–120. 

https://doi.org/10.1509/jm.11.0203 

Lin, R. J., & Ho, Y. H. (2008). An empirical study on logistics service providers’ intention to 

adopt green innovations. Journal of Technology Management & Innovation, 3(1), 17–26. 

https://doi.org/10.4067/S0718-27242008000100003 

McKinnon, A. (2010). Green logistics: The carbon agenda. Logistics & Transport Focus, 

12(10), 40–45. https://www.researchgate.net/publication/228956737 

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory (3rd ed.). McGraw-Hill. 

Nyilasy, G., Gangadharbatla, H., & Paladino, A. (2014). Greenwashing: A consumer 

perspective. Journal of Business Ethics, 125(4), 693–707. https://doi.org/10.1007/s10551-013-

1944-3 

Paul, J., Modi, A., & Patel, J. (2016). Predicting green product consumption using theory of 

planned behavior and reasoned action. Journal of Retailing and Consumer Services, 29, 123–

134. https://doi.org/10.1016/j.jretconser.2015.11.006 

Paulraj, A. (2009). Environmental motivations: A classification scheme and its impact on 

environmental strategies and practices. Business Strategy and the Environment, 18(7), 453–

468. https://doi.org/10.1002/bse.612 

Phillips, D. C., & Burbules, N. C. (2000). Postpositivism and educational research. Rowman 

& Littlefield. 

Rodrigue, J. P., Slack, B., & Comtois, C. (2017). Green logistics. In The geography of transport 

systems (4th ed.). Routledge. https://transportgeography.org/?page_id=643 

Sarkis, J., Gonzalez-Torre, P., & Adenso-Diaz, B. (2011). Stakeholder pressure and the 

adoption of environmental practices: The mediating effect of training. Journal of Operations 

Management, 29(5), 432–448. https://doi.org/10.1016/j.jom.2010.12.001 

Schiffman, L. G., & Kanuk, L. L. (2007). Consumer behavior (9th ed.). Pearson Education. 

https://www.researchgate.net/publication/228956737


 

 
 

www.africanscientificjournal.com                                                                                                      Page 122 

African Scientific Journal 

ISSN :  2658-9311 

Vol : 03, Numéro 31 Aout 2025 

 

Sbihi, A., & Eglese, R. W. (2007). The relationship between road freight transport and logistics 

in the context of sustainable supply chain management. International Journal of Production 

Economics, 104(2), 615–628. https://doi.org/10.1016/j.ijpe.2006.05.006 

Srivastava, S. K. (2007). Green supply‐chain management: A state‐of‐the‐art literature review. 

International Journal of Management Reviews, 9(1), 53–80. https://doi.org/10.1111/j.1468-

2370.2007.00202.x 

Tashakkori, A., & Teddlie, C. (2010). SAGE handbook of mixed methods in social & behavioral 

research (2nd ed.). Sage Publications. 

Testa, F., Iraldo, F., Vaccari, A., & Ferrari, E. (2020). Why eco-labels can be effective 

marketing tools: Evidence from a study on Italian consumers. Business Strategy and the 

Environment, 29(4), 1550–1563. https://doi.org/10.1002/bse.2435 

Wu, H. J., & Dunn, S. C. (1995). Environmentally responsible logistics systems. International 

Journal of Physical Distribution & Logistics Management, 25(2), 20–38. 

https://doi.org/10.1108/09600039510083925 

Yadav, R., & Pathak, G. S. (2017). Determinants of consumers’ green purchase behavior in a 

developing nation: Applying and extending the theory of planned behavior. Ecological 

Economics, 134, 114–122. https://doi.org/10.1016/j.ecolecon.2016.12.019 

Yadav, R., Pathak, G. S., & Tripathi, V. (2016). Consumer’s intention to purchase green 

products in India: The role of environmental concern and trust. Management of Environmental 

Quality: An International Journal, 27(4), 421–432. https://doi.org/10.1108/MEQ-07-2015-

0145 

Young, W., Hwang, K., McDonald, S., & Oates, C. J. (2010). Sustainable consumption: Green 

consumer behaviour when purchasing products. Sustainable Development, 18(1), 20–31. 

https://doi.org/10.1002/sd.394 

Zhu, Q., & Sarkis, J. (2006). An inter-sectoral comparison of green supply chain management 

in China: Drivers and practices. Journal of Cleaner Production, 14(5), 472–486. 

https://doi.org/10.1016/j.jclepro.2005.01.003 

Zhu, Q., Sarkis, J., & Lai, K. H. (2008). Green supply chain management implications for 

“closing the loop.” Transportation Research Part E: Logistics and Transportation Review, 

44(1), 1–18. https://doi.org/10.1016/j.tre.2006.06.003 

 

 

 


