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ABSTRACT

Green innovation performance deals with the strengthening of
the organizations for their competence in enhancement of their
green image. Current research examines the role of corporate
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social responsibility (CSR) in improving sustainable purchase
intentions. In addition, it explores the mediating roles of brand
trust and brand loyalty. It also reveals that how CSR is crucial for
green innovation performance in Pakistan. This research uses the
structural equation model (SEM) analysis technique to investigate
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the linkage between constructs in the complex research model.
This uses a self-administrated survey-based questionnaire and a
convenience sampling technique for data collection. The unit of
analysis is buyers from textile and clothing brands consisting 373
respondents. The findings revealed that corporate social responsi-
bility had a beneficial impact on Pakistani purchasers’ long-term
purchase intentions. Green innovation performance can also be
improved by improving CSR. The link between CSR, sustainable
buying intentions, and green innovation technology is partially
mediated by brand loyalty. Brand trust was identified as a pos-
sible link between CSR and brand loyalty. Brand trust and loyalty,
interestingly, modulate the link between CSR and sustainable pur-
chase intentions as well as CSR and green innovation perform-
ance in a sequential manner. The article’s findings will be useful
for academics, specialists, and policymakers as these provide
glimpse into textile, clothing, and fashion brands with a focus on
CSR to improve green innovation performance, as well as high-
lighting the most relevant studies on the topic and showcasing
trends in research and gaps in the field.
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1. Introduction

Corporate social responsibility (CSR) is a corporate strategy tool that allows for dif-
ferentiation and competitive advantage by combining academic and commercial goals
(Shafique et al., 2021). Corporate social responsibility (CSR) is an area of manage-
ment that frequently enables extremely competitive differentiation by combining mar-
ket as well as societal goals (Ali & Kaur, 2021). And because of its dual benefits, CSR
is a business strategy platform for marketing. Initially, it aids in creating a competi-
tive edge by focusing on noneconomic aspects. CSR is a business priority that aids in
the development of positive attitudes among consumers and brand. It is well under-
stood that brand image is an important component of the marketing strategic
approach, and when done correctly, it can lead to increased customer loyalty, increas-
ing concentrations of purchasing intention, as well as enhanced corporate success
(Kataria et al., 2021).

Currently, corporations and governments see corporate social responsibility (CSR)
as the key solution to societal problems. The importance of corporate social responsi-
bility and the contribution of businesses to society cannot be overstated. CSR, on the
other hand, is critical not just for solving global challenges but also for enhancing
company success. Companies have long been aware of CSR, which is the most
important standard business practice that they must follow if they want to thrive in
today’s chaotic and competitive marketplace (Foroudi, 2019). According to Kim and
Lee (2019), CSR may be a successful promotional technique that improves business
image and consumer behaviour from a marketing standpoint. Furthermore, CSR’s
advantages go beyond sales. CSR programmes have a significant influence on con-
sumer and stakeholder expectations, resulting in higher business performance.

In this frame of reference, it has been suggested that functional and irrational fac-
tors can coexist to create a mechanism that can explain consumers’ attitudes towards
CSR. To date, there is almost no research that examines the role of conscious and
subconscious variables in this domain. Throughout the last decade, scholars and prac-
titioners alike have viewed corporate social responsibility (CSR) as a strategy imple-
mentation and brand management tool (Ali & Kaur, 2021). Decision-makers advocate
for the contribution of sustainable business practices in helping to improve the
company’s reputation in the marketplace (Khan et al., 2021).

Furthermore, advances in digital technology have improved connectivity, allowing
customers to receive quicker and more effective information on issues such as global
warming, depletion of natural resources, firm improper conduct, or business scams,
prompting consumers to incorporate the firm’s as well as brand’s CSR reputation
into their decision-making procedure (Shafique et al., 2021). Industrialists, environ-
mental authorities, educators, and entrepreneurs did not pay enough attention to the
ecosystem because they thought that commodities made in their companies had little
impact on the environment. The depletion of natural resources has become a global
issue (Hristov et al., 2021). As a result of various environmental protection measures
that have been reported, enterprises must focus on the environment as well as natural
environmental protection tasks.

Companies are attempting to establish long-term relationships with customers in
order to ensure their long-term success. The environmental effects of human behavior



4712 (&) C. HUOET AL.

are increasing worldwide concern for individuals, policy experts, countries, and
organizations. In recent years, governments have implemented corrective policies to
mitigate or mitigate these environmental degradations (Asiaei et al., 2021). Brand
names are expected to send diverse techniques to customers that aid in product
involvement and alleviate the discomfort associated with purchase decision-making
(Islam et al, 2021). Creating, trying to maintain, as well as adapting high brand
equity, on the other hand, is difficult, time-consuming, and expensive. Earlier brand
marketing research has emphasized that strong companies share information as con-
sistent understanding, differentiate corporation offerings, as well as deliver on their
promises. Environmental sustainability, as well as green practices have a close rela-
tionship with firm innovation. Organizations that are early adopters of green innov-
ation strategies may gain and sustain a competitive advantage. Consequently, effective
green innovation performance (GIP) assists firms in increasing efficiency as well as
establishing and strengthening core competencies.

To define loyalty, we must first distinguish between repeat purchasing behavior
regarding sustainable purchase intention and customer loyalty. Repeat purchasing
behavior, in our opinion, is the actual repurchase of a brand. Rebuying behavior is
important regardless of the consumer’s level of commitment to the brand or the brand
trust (Zhou et al., 2021). Brand loyalty, on the other hand, considers not only the
behavior of rebuying but also the antecedents of that behavior. For beginners, most of
them failed to distinguish between both repeat purchasing behavior as well as true
brand recognition on one hand, and baseless as well as true brand loyalty on the other.

CSR research has taken many different approaches throughout the years, but no
comprehensive conclusions have emerged. CSR is concerned with interactions
between organizations, industries, cultures, and countries, according to one interpret-
ation. As a result, the current study looks on the impact of CSR in the textile, fash-
ion, and garment industries. Previously a gap was prevailing in the research are of
impact of CSR on sustainable purchase intention of social virtues and green innov-
ation performance of the environmental virtues. To bridge the gap, this research was
designed and conducted. Different variables which could modulate the sustainability
in purchasing intention and green innovation performance such as brand trust and
brand loyalty were included in the framework.

Although there have been several empirical research on the impact of perceived
CSR on consumer purchasing behaviour, there have been few empirical studies on
the impact of CSR attributions or CSR motives on consumer purchasing behaviour.
Furthermore, the conceptual models evaluated in these research studies were rather
straightforward; in general, these studies experimentally tested the influence of CSR
incentives on attitudes about the business and/or purchase intention (Wongpitch
et al., 2016). Given the critical role that CSR may play in cultivating brand loyalty,
there are few studies that have looked at the link between CSR and brand loyalty in
higher education. Another source of worry is that CSR has mostly been studied in
the Western setting, with little study conducted from a non-Western perspective
(Cambra-Fierro et al., 2020).

Paying enough attention to ‘eco-friendly’ issues seems to have been a major motiv-
ator for industrial academics and practitioners in recent decades. Due to the obvious
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competitive atmosphere, the business scenario has changed rapidly throughout the
world (Zittis et al., 2021). That’s not enough to generate a profit and achieve a com-
petitive edge; it is also absolutely essential to be accountable for environmental conse-
quences (Duque-Grisales & Aguilera-Caracuel, 2021). Therefore, the current study
focuses on which predictors investigate environmental and social performance.
Manufacturing industries have a high environmental impact, as well as the industry is
a significant contributing factor to issues such as global warming, waste, depletion of
natural resources, water pollution, as well as air pollution (Mukherjee & Chandra,
2021). Today’s corporate environment is characterized by a high level of launched
programs, the company’s marketing clutter, as well as consumer buying enchantment.

There have been several implications of corporate social responsibility studied in
past. A very little had been focusing the impact of CSR on green innovation perform-
ance. On the other hand, changing climate demands the practical measures for cor-
recting the climate and worsening effects of the global warming. It was necessary to
develop a model for checking the impact of CSR on previously discussed aspect. In
this regard, this study was designed which mainly deals with corporate social respon-
sibilities, sustainable purchase intentions and green innovation performance with the
following objectives.

e To analyze the impact of corporate social responsibilities on various factors such
as brand trust, brand loyalty, sustainable purchase intention and green innovation
performance.

e To evaluate the impact of brand loyalty on sustainable purchase intention and
green innovation performance.

e To estimate the impact of brand trust on sustainable purchase intention and green
innovation performance.

e To evaluate the mediating roles of brand trust and brand loyalty.

2. Review of literature and hypotheses development
2.1. Impact of CSR on sustainable purchase intentions

For a long time, the garment sector has been a vibrant, yet sustainable, industry. The
focus of this research was to use the stimulus-organism-response paradigm to investi-
gate the techniques used by fast fashion shops to position sustainability (Dhir et al.,
2021). In past, a study looked into how assessed corporate social responsibility (CSR)
effort, pricing value, including brand equity were influenced by sustainability posi-
tioning tactics (Aghaei et al., 2021). Controlling expenses during the manufacturing
process and supplying lower-cost items to consumers are two essential components
in the apparel industry’s success (Javaid et al., 2021). In this regard, most fast-fashion
retailers succeed. They also sell stylish clothing. Fashion industry refers to the low-
cost but stylish trends in the apparel industry (Brydges, 2021).

They must, however, ameliorate the negative consequences of reduced prices, such
as consumer impressions of poor development and lack of sustainability, considering
consumers frequently assume fashion products from these types of merchants to be
irresponsible and of inferior quality. Sustainable consumption has evolved from a
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fringe movement to a mainstream one in American culture (Franco, 2020).
Researchers have attempted to comprehend this social shift by examining the influ-
ence of numerous factors on consumers’ corporate sustainability, such as environ-
mental awareness and attitudes (Matharu et al, 2020). Consumers are increasingly
concerned than it has ever been about environmental and ecological issues (Rhein &
Schmid, 2020). Furthermore, there seems to be little research into fashion garment
consumption about apparel and materials market sustainable development. The pur-
pose of this research was to look into the impact of the fast-fashion brand’s sustain-
ability efforts, as well as how consumers understand these efforts (Neumann et al.,
2021). Previously, a study looked into the relationship between various sustainability
positioning techniques and the influences of brand CSR effort, perceived financial
cost, and product attributes (Achabou, 2020).

The influence of CSR efforts, pricing value, and brand equity on consumer pur-
chasing intentions. Several research studies in past have been carried out to check the
impact of CSR on consumers’s purchase intentions in different perspectives. For
example, in a research conducted by Qasim et al. (2017), the impact of CSR on the
purchase intention of consumers was explored. The mediating impact of business
reputation and the moderating role of peer pressure were also investigated in the rela-
tionship between corporate social responsibility and consumer purchase intention.
The findings showed that business reputation had a favorable relationship with con-
sumer purchase intent and that corporate reputation completely mediated the benefi-
cial impact of corporate social responsibility on consumer buy intention. Peer
pressure also moderated the association between business reputation and customer
purchase intention. It proved a strong relationship between CSR and the purchase
intention. Another study on the effects of CSR on purchase intention was conducted
by Ali and Sohail (2018). Five elements were used to assess corporate social responsi-
bility. The study’s findings revealed that elements of CSR had a considerable influence
on customers’ buying intentions. Based on the proposed and impactful role of CSR
on sustainable purchase intentions, the following was hypothesized in our study.

H1: CSR has a positive impact on sustainable purchase intentions.

2.2. Impact of CSR on green innovation performance

Green innovation is the technology that is used to reduce waste, global climate
change, water consumption, air pollution, charcoal, oil, and power use, and energy
conservation (Zou et al, 2021). Sustainability strategies are used by companies to
achieve advantages in terms of environmental issues over companies that do not
(Hristov et al., 2021). Furthermore, experts asserted that there is a controversy about
whether a firm’s effectiveness should be assessed by organizational resources or strat-
egies (Hooi et al, 2021). Investigators recently discovered that marketing strategy is
an important predictor of environmental preservation and corporate operations (Al-
Swidi & Saleh, 2021). Furthermore, research has shown that proactive environmental
initiatives boost financial performance. Considering this, natural RBV theory placed a
greater emphasis on an environmental management system for assessing long-term
success (Abrams et al., 2021).
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CSR impacts environmental management systems, and green innovation leads to
improved performance measurement, according to the link among CSR, environmen-
tal strategic plan, and green innovation (Song & Yu, 2018). CSR has been proven to
boost organizational performance in the literature (Lu et al, 2020). Shrivastava and
Hart (1995) proposed that environmental management system and green process
innovation explain the association between these two profitability and capabilities
advantage, associated with the natural RBV theory (Xie et al, 2019). As a result,
green technology and ecological strategy are employed as a moderating mechanism
among CSR with environmental performance (Shafique et al., 2021).

Organizations that are early adopters of green innovation techniques may be able to
achieve and maintain a competitive edge (El-Kassar & Singh, 2019). Effective green
innovation performance (GIP) assists businesses in increasing efficiency, establishing
and strengthening core capabilities, and enhancing their green image (Sharma &
Choubey, 2021). As a result, all of these efforts may enable and support businesses to
achieve improved performance and profitability. Organizations must explore any meas-
ure aimed at increasing the GIP and strengthening the sustainability performance of
such sectors (Makhloufi et al., 2021). However, there has been a little empirical study
on how diverse capacities, as determinants, affect GIP progress (Babatunde et al., 2022).

Despite the fact that many studies have looked into the influence of various corporate
social responsibility (CSR) activities on environmental sustainability, few have looked
into the implications of CSR activities on green innovation performance. Green innov-
ation performance, however, has received little attention as a predictor of environmental
initiatives. In connection to impact of CSR on green innovation performance few
research studies have been conducted in past such as Shahzad et al. (2020) and Hong
et al. (2020). According to the findings of t one of these studies, all aspects of CSR were
determined to be favorably relevant in promoting environmentally sustainable growth.
Furthermore, ecologically friendly development improves the performance of green
innovation. Because all CSR dimensions demonstrated favourable relationships with
environmentally sustainable development, the research findings recommended that CSR
activities should be included in organizational environmental policies for green innov-
ation performance. Based upon the strong link between the two variables, the purpose of
this research was to see how different CSR aspects affect ecologically sustainable develop-
ment and, in turn, green innovation performance with a proposed hypothesis as follows.

H2: CSR has a positive impact on green innovation performance.

2.3. Impact of CSR on brand trust

In a healthy relationship, trust seen between two sides is crucial. Consumers’ percep-
tions of being able to rely on a firm are referred to as trust, and a lack of trust leads to
hesitations in engaging in business transactions (Nyamrunda & Freeman, 2021). In
terms of the impact of trust on commercial transactions, the trust construct was used
as a key component in predicting consumers’ expectations and perceptions (Ben Amor
& Ben Yahia, 2021). Consumers” willingness to put their faith in a brand to deliver on
its promises is referred to as brand trust. Whenever one party has faith in the quality
and reliability of an exchange relationship, trust occurs (Raza-Ullah, 2021).
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Customers that seem to have a significant impact on brand trust are more likely to
predict a satisfying outcome (Le et al.,, 2021). In the international market, brands are
under a lot of pressure to transmit a coherent brand image to their clients. As a
result, a brand’s established history should be viewed as a valuable resource that gives
the company a competitive edge in the industry (Cho et al., 2021). Promotion is an
important aspect of any marketing plan, and when done well, it can lead to increased
customer satisfaction, better buy intentions, and increased corporate success (Othman
et al,, 2021). Customers are most likely to receive various signals from brands that
aid in product involvement and alleviate the discomfort associated with buying deci-
sions (Byun et al., 2021).

Creating, sustaining, as well as adapting high brand equity, on the other hand, is
difficult, takes a very long time, often costs a lot of money (van Boerdonk et al.,
2021). Strong brands, according to prior branding studies, establish a clear and con-
cise message, distinguish corporate offers, and fulfill on promises made (Batt et al,
2021). By tying a brand to the past without producing the sense of an obsolete com-
pany, brand history is thought to support the image stability essential to building
audience brand trust (Guan et al., 2021). Trust is essential for developing cooperation,
and research shows that trust leads to increased loyalty (Nelson & Kim, 2021).
Because it generates a continual process for the maintenance as well as the develop-
ment of the relationship, trustworthiness is the most significant antecedent of brand
loyalty. As a result, the importance of trust in regulating loyalty and boosting con-
sumer commitment is supported by research. Trust, loyalty, plus commitment can all
benefit from a consistent brand identity (e.g., brand legacy).

There are few works done in the past to analyze the role of CSR towards develop-
ing the brand trust and has a lot of scope to be anlyzed in its direct relation. A study
tried to find out the impact of CSR on brand trust in different perspective but that
could lead to the development of a hypothesis given below. It’s very important to
look at the link between CSR and brand trust. The study by Barnes (2011) revealed
that two components, legal and employee, and ethics and economics, comprised CSR.
Because these elements constitute CSR, they point to many areas that both represent
CSR and influence brand trust. The overall goal of this study was to look at the rela-
tionship between CSR and brand trust. This study laid the groundwork for future
research and identified many key implications for business executives to consider in
terms of CSR spending and the impact on their portfolio of brands. In the case of
the socially responsible firm, the variance in brand trust described by CSR was larger
than the variance explained by the less socially responsible company. Based on the
inference from the possible linkage between the said variables, the greater the per-
centage influence of CSR on brand trust, the more socially responsible the firm is. So,
to test the scope of the claim following hypothesis was developed and tested.

H3: CSR has a positive impact on brand trust.

2.4. Impact of brand trust on brand loyalty

Since brand loyalty, brand image, as well as brand trust are becoming increasingly
crucial in marketing, they are often studied in the marketing literature (Zeren &
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Kara, 2020). Firms profit from brand loyalty in various ways, including an increase in
market share including gain more customers, support for brand extensions, lower
marketing expenditures, and brand defense against competitive threats (Suhud, 2021).
A larger client base is a barrier to entrance, a foundation for a premium price, an
opportunity to respond to competitor developments, and a bulwark over price com-
petition that is harmful (Madhavaram, 2021).

Considering trust as a vital component of any successful strong relationship, creat-
ing and maintaining confidence at the heart of the brand image (Alam et al.,, 2021).
The fundamental problem in brand loyalty research is identifying and measuring the
brand recognition construct. Since this dimension is made up of two separate aspects:
behavioral and attitudinal, scientists have struggled to define and evaluate brand loy-
alty (Hwang et al., 2021). The establishment of brand loyalty is explained by both ele-
ments. From just one side, the psychological component shows that loyalty is formed
as a result of a qualitative assessment or connection between both the brand and the
consumer, and so this attitude is formed as a result of the particular brand matching
the consumer’s interests (Hong et al., 2021).

Loyalty creation, on the other side, is described by the consumer’s previous pur-
chases, ultimately result in a specific buying habit (Ameen et al., 2022). ‘A relatively
permanent change to re-buy or patronize a favored manufacturer continuously in the
long term, resulting in repeated relatively similar or even the same set making pur-
chases despite environmental factors and marketing initiatives having the greatest
potential to influence’, according to the definition of brand loyalty (Rizomyliotis
et al., 2021). ‘A condition that represents how likely the consumer will be to move to
another brand, particularly when that trademark makes a nice change, either in pric-
ing or in features of the product’, according to the definition of brand loyalty (Klein
& Sharma, 2022). A brand trust provides various major strategic benefits for busi-
nesses, including being viewed as important (Lentz et al., 2021). In contrast, looks at
brand loyalty via the lens of ‘brand awareness’, which relates to the structure of the
client relationship as well as the degree to which consumers perceive ‘in sync’ with
the product (Zhao et al., 2021). Customers that have significant brand trust are
extremely committed to the product and start seeking ways of interacting with some-
thing and express their opinions with others.

Several research studies in the past have been conducted to check the impact or role
of brand trust in developing the brand loyalty such as Kwan Soo Shin et al. (2019). The
study’s findings showed that brand trust and commitment have a favorable and signifi-
cant impact on brand loyalty. Another study by Bozbay and Karakus Baglar (2020) found
the role of brand trust on brand loyalty. According to the findings, brand trust has a
strong influence on brand loyalty, while brand affect acts as a mediating factor in the link
across brand trust and brand loyalty. So, to explore the potential of brand trust impacts
on brand loyalty in reference to our research following hypothesis was developed.

H4: Brand trust has a positive impact on brand loyalty.

2.5. Impact of CSR on brand loyalty

To attain lifelong customer value, the key premise of the marketing concept is to
develop customer loyalty by fulfilling their requirements (Vinerean & Opreana, 2021).
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Customers that prefer and acquire a company’s services over and over are said to
have ‘lifetime customer value (Boudreaux et al., 2021)’. As previously said, trust is a
prerequisite for establishing and keeping consumer connections. According to the lit-
erature, brand trust focuses on brand loyalty, and commitment generates an ongoing
challenge for continuing and maintaining partnerships (Le et al., 2021). Customers
recognize less risk in future orders of a brand when they gain trust in it (Melovi¢
et al., 2021). As a result, they are loyal. As a result, loyalty can be defined as ‘a belief
commitment to repurchase or re-patronize a promote new products or service will be
produced, despite situational factors and marketing efforts that may promote switch
behavior our (Wang et al., 2021)’.

Loyalty in terms of how he or she is expected to perform in the future (Ahmad
et al, 2021). ‘A biased (i.e., nonrandom) attitude (i.e., purchase) demonstrated over
moment by some decision-making product with respect between one or even more
available brands out from under a set of this kind of brands and also as a function of
psychological (judgement, interpretative) processes’, according to the definition of
brand commitment (Muthu Lakshmi & Suresh, 2021). Loyalty in perspective of how
he or she is expected to perform in the future. The Commitment-Trust Theory
describes the connections between constructs of this study, company heritage, brand
trust, brand recognition, and airline service repurchase intention (Loh & Hassan,
2021). Trust is a significant mediating component for relationship commitment,
according to Morgan and Hunt’s approach. They think that trust influences relation-
ship commitment for numerous reasons, based on research evidence from the stra-
tegic management literature (Muthu Lakshmi & Suresh, 2021).

Additionally, several empirical studies have demonstrated that CSR has a beneficial
impact on customers’ inclinations to purchase the brand again in the future and has
a positive impact on brand loyalty. CSR’s societal advantages have been thoroughly
demonstrated to a large extent. However, there is virtually little evidence available
about the benefits to the businesses who use it. In a research conducted by Dapi and
Phiri (2015), consumer opinions about various CSR initiatives, as well as the influ-
ence of CSR on brand image and brand loyalty, were the main goals of the study for
research. The study’s primary results were that, while most customers were unaware
of what CSR is, they believed corporations were expected to be socially responsible.
Most significantly, it was discovered that knowing about a company’s CSR actions
might improve its corporate image and brand loyalty. Another research conducted on
the mentioned impact got similar results by Rivera et al. (2019). This research showed
that CSR initiatives had a direct, positive impact on loyalty, as well as an indirect
impact through their beneficial impact on brand recognition and consumer satisfac-
tion. Depending on the available literature a hypothesis was formulated as follows.

H5: CSR has a positive impact on brand loyalty

2.6. Impact of brand loyalty on sustainable purchase intention

Several studies have expanded the idea of brand loyalty to include multiple traits out-
side of behavioral features, and customers can be considered brand loyalty individuals
if they exhibit a choice for a certain brand beyond repeat purchasing behavior
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(Ibrahim & Aljarah, 2021). This brand loyalty is evident in high-involvement prod-
ucts and reasonably simple judgment, and it differs from repurchasing in that cus-
tomers evaluate psychological attitudes in addition to their devotion to a certain
brand (Kataria et al., 2021). The level of commitment to a specific brand is defined
by brand loyalty, which is a fundamental term in marketing. Customers that have a
(Kursan Milakovi¢, 2021) positive attitude about a brand are willing to pay higher
high prices and also have plans to spread the word about certain branded products
(Safeer et al., 2021).

Brand loyalty, for example, is characterized by positive preferences and attitudes
for a specific product. A brand loyalty is a psychological and emotional tie to a spe-
cific brand that demonstrates an express desire to maintain a long-term engagement
with just that brand (Willis, 2021). Brand loyalty reduces sales turnover and helps
businesses remain profitable (Zhou et al., 2021). In other aspects, loyal customers are
profoundly committed to repurchase and continue using their preferred items and
services in the future, notwithstanding situational consequences and marketing activ-
ity connected to provoking switching behavior (Hall et al., 2021). Customers who are
loyal to a business perceive to it more favorably than non-loyal or transferring cus-
tomers, enabling them to hesitate to switch (Wu et al., 2021). Product or service in
relation to a consumer’s likelihood of purchasing products or services, as well as
changes in consumption behavior that occur during this process (Kursan
Milakovié, 2021).

It represents the customer’s expected or possible upcoming action, and belief,
mindset, and perceived price are all closely connected with the conversion to actual
purchasing products. A good consumer valued attitude forward towards a product
enhances the chances of consumption, resulting in increased product quantity and
frequency (Cantillo et al., 2021). Many studies have been conducted on the inter-
preted values as well as purchase intentions from various points of view, and the
majority of them assume that value perceptions can strongly impact on purchase
intentions. In a study conducted in reference to the cosmetics industry direct impact
of brand loyalty on intention of purchasing by Hameed and Kanwal (2018). The find-
ings of this study revealed that brand loyalty has a positive significant influence on
purchase intention, as well as a positive significant association between buy intention
and cosmetics brand loyalty. Not a lot of research has been conducted on the said
concept in past but there was a scope of finding the relation between the two. So,
keeping in mind the impact of brand loyalty, following hypothesis was formulated.

H6: Brand loyalty has a positive impact on sustainable purchase intentions

2.7. Impact of brand loyalty on green innovation performance

According to the firm’s natural-resource-based theory, companies increasingly seek to
improve and harmonize their relationship with the external natural environment
(Asiaei et al., 2021). They can accomplish this by continuing to pursue three distinct
yet interconnected environmental management practices: pollution reduction,
extended producer responsibility, and environmental sustainability (Xu et al., 2021).
Green innovation has a positive impact on a company’s overall performance. Because
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of GI, new processes and systems have the potential to completely transform existing
ways of operating, reducing overall their harmful effect on the environment (Bianchi
et al., 2021). Furthermore, investigative GI may lead to the development of novel
products and procedures that might aid in the cleaning, repairing, and recovery of
the ecosystem (Taylor & Lovell, 2021).

According to research, a company’s environmental policy, as well as specific pro-
active measures aimed at generating eco-friendly technologies, can boost investment
performance. But from the other side, an ineffective management culture may cause
environmental management to be reactive rather than proactive, thus raising the risk
of tragedy and damage reputation (Chandrasekar et al., 2021). Pollution avoidance,
product stewardship, and sustainable development are major environmental measures
that bring enterprises to product differentiation, according to the natural resource-
based paradigm (Schmidt et al., 2021). Furthermore, brand loyalty contributes to bet-
ter brand outcomes such as positive word-of-mouth marketing, acceptability of the
premium pricing, and a higher likelihood of repurchase (Ltifi & Hichri, 2021).

In the case of sustainable marketing, in order to achieve a competitive advantage,
ever more companies are making significant efforts to meet consumers’ environmen-
tal pressures by implementing green supply chain management. Green positional
awareness raises consumer green awareness, which affects green purchasing intentions
(Mukherjee & Chandra, 2021). The overall appearance is a good predictor of attitudes
against green behaviors, and it also has a significant influence on several behavioral
intentions, which would include purchasing behavior and desire to pay a higher price.
Despite earlier knowledge about green branding that focuses on customer confidence,
satisfaction, as well as brand loyalty, studies have investigated the relationship among
green image but also brand loyalty is scarce. Quite handsome amount of research has
been carried out in the analysis of checking the impact of green innovation on brands
and their relationships with the customers where the focus had not been towards the
brand loyalty specifically but our research suggests that there is a possible relation
between green innovation performance and the brand loyalty so, to analyze the pro-
posed impact a hypothesis was developed in this regard.

H7: Brand loyalty has a positive impact on green innovation performance

2.8. Mediating role of brand trust between CSR and brand loyalty

Throughout the last decade, scholars and practitioners alike have viewed corporate
social responsibility (CSR) as an effective strategic brand management solution.
When comparing comparable models, people preferred brands that seem to be
socially conscious and request more than a convenient and economical at a low price.
CSR activities help to develop positive attitudes among clients and create brand repu-
tation (Islam et al., 2021). Even through an awareness of the significance of CSR ini-
tiatives in the consumer purchase decision, there are unanswered questions about the
contribution of corporate social responsibility activities in branding practices (Ali &
Kaur, 2021).

There is agreement on the significant impact of corporate social responsibility and
brand recognition (Mukherjee & Chandra, 2021). For starters, there is a complete
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misunderstanding about the impact of CSR on brand recognition. The immediate
relationship between corporate social responsibility and brand loyalty remains a con-
tentious issue. CSR practices have a significant impact on brand loyalty, whereas
research discovered no significant impact of consumers’ perceptions of social respon-
sibility on their commitment to an organization.

A few works have been conducted in past to check the mediating role of brand
trust between different variables. For example, the mediating role of brand trust was
analyzed between brand satisfaction and the purchase intentions. The study was con-
ducted by Cuong (2020). Brand satisfaction had a favorable influence on brand trust
and purchase intention, according to the findings of the study. Brand trust has a
beneficial impact on purchase intent, according to the research. In addition, the find-
ings revealed that brand trust acted as a mediator in the link between brand satisfac-
tion and purchase intention. Another similar research conducted by Villagra et al.
(2021) got the similar mediating role of brand trust and the findings showed that
brand personality has an indirect beneficial impact on consumer loyalty, which is
mediated through brand trust. So, keeping in view the mediating role of brand trust
among various variables across the research studies, following was hypothesized.

H8: Brand trust mediates the relationship between CSR and brand loyalty.

2.9. Mediating role of brand loyalty

Depending on the customer perceptions, the impact of corporate social responsibility
(CSR) operations on brand image, customer loyalty, brand loyalty, as well as brand
preference. In this particular respect, the emergence of social media is a game-chan-
ger in the context of relationship marketing because its audience and make with a
corporate strategy touch point to engage customers with a product (Gonzdlez-
Rodriguez et al., 2021). Prior literature has empirically ignored the connection
between a brand’s corporate social responsibility (CSR) practices as well as customer
satisfaction perspectives (Achabou, 2020). The idea of sustainability was initially
articulated and addressed in Stockholm in 1972 at a conference named ‘The Human
Environment’. Sustainable consumption has just been defined as the use of products
and services which meet needs and wants while limiting natural resource waste and
avoiding harmful ingredients, resulting in a higher quality of life for consumers
(Tekinbag Ozkaya et al., 2021). Sustainable procurement has been characterized as a
primary form of consumer behavior that corresponds to transactions that are influ-
enced by environmental and societal considerations.

The purpose of this research was to discover the relationship between organiza-
tional values and brand trust and loyalty, as well as the mediating role of corporate
social responsibility (CSR) and UNESCO Sustainable Development Goals (SDGs) like
green products. The stakeholder theory (Freeman, 1984) emphasizes the numerous
persons, groups, and organizations that influence and are influenced by a phenomen-
on’s long-term viability (Bass & Gregaard, 2021). This has been used to describe a
wide range of commercial and societal activities. There are a number of ramifications
for society and company operations (Duque-Grisales & Aguilera-Caracuel, 2021). The
GI of a company is linked to its overall success.
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It can be used by businesses to boost productivity and offset growing raw material
costs. Experimental GI focuses on integrating new products and processes while
exploiting GI helps to enhance but not drastically modifying the existing goods and
processes to make them more environmentally sustainable (Song & Yu, 2018). New
goods and processes based on GI have the potential to completely revolutionize estab-
lished business models, dramatically lowering their negative environmental impact
(El-Kassar & Singh, 2019). Furthermore, exploratory GI may lead to the development
of new products and procedures that can aid in environmental purification, healing,
and restoration. A few research in the past has reported the mediating role of brand
loyalty towards many variables and this research utilized the same concept of check-
ing the mediating role of brand loyalty on suggested variables of this research, For
example, Tunjungsari et al. (2020) examined the mediating role of brand loyalty
between repurchase intentions and high tech products in Indonesia. All hypotheses of
the research were validated by the data, brand image has a significant and positive
impact on repurchase intention, and brand loyalty mediated the influence of brand
image on repurchase intention. There are not much literature studies available on the
argument of using brand loyalty as a mediator between the variables but this provides
the gap for further research in this regard so, the following hypotheses were devel-
oped and tested.

H9: Brand loyalty mediates the association between CSR and sustainable
purchase intentions.

H10: Brand loyalty mediates the association between CSR and green innovation
performance.

2.10. Role of serial mediation of brand trust and brand loyalty

Brand loyalty is defined as a sentimental connection to a company’s products and
services. Furthermore, brand loyalty is defined as ‘a firmly held commitment to con-
tinuously re-purchase or re-patronize preferred products/services in the future’. It is
conceptualized differently by different measures: behavioral and attitudinal (e.g.,
Behavioral loyalty, according to marketing research, is a repurchase procedure that
promotes and builds client loyalty to a specific service provider (Willis, 2021).
Attitudinal loyalty differs from behavioral loyalty in that it is defined by the custom-
er’s psychological and emotional conditions, which then regulate stimuli and
response, as opposed to behavioral loyalty, which is defined by repurchasing (Liu
et al., 2021). In the link among Brand trust and positive relationship between per-
ceived, the consecutive mediating variables of customer loyalty and brand trust.
Through the mediation impact of brand awareness and brand loyalty, SMMA
hopes to impact repurchase intentions (Yan et al., 2021). As a result, if the association
between both the study individual and completely reliant constructs was complicated,
a change in one mediator could bring about a change in another, necessitating a
deeper look through into sequential mediation relationship issues as a better way of
understanding possible connections among all variables. The efficiency of sustainable
competitive strategy has been widely examined as sustainability is becoming an essen-
tial factor for businesses (Mathiyazhagan et al., 2021). Although it is well recognized



ECONOMIC RESEARCH-EKONOMSKA ISTRAZIVANJA @ 4723

that a firm’s brand image can always be shaped by shop or product attributes (e.g.,
store design as well as a line of products), the company’s long-term viability also has
a substantial impact on the brand perception (Kursan Milakovi¢, 2021). In the fashion
industry, sustainability is being used in a variety of ways (UDSAI, 2009). It makes ref-
erence to a company’s social, ecological, and economic implications.

These three components are frequently discussed in order to guide a company’s
success. Furthermore, sustainability can be explained on the basis of ethical business
practices (Mukherjee & Chandra, 2021). These practices have the potential to have an
impact on workers, buyers, the environment, and subsequent generations. As a result,
companies must consider sustainability including both short-range and long achieve-
ment. With the activation of green innovation effectiveness, the awareness of sustain-
able development, as well as the benefits of industries, is increasing over time (GIP).
Working to improve a firm’s GIP, particularly in manufacturing sectors, can hasten
sustainable growth and help alleviate global environmental concerns (Adelodun et al.,
2021). To start investigating Green innovation performance from its predictor varia-
bles, we use social network theory, as well as contingency theory to demarcate the
relationship among networkability, dynamic capabilities, environmental fluid flow,
and GIP (Duque-Grisales & Aguilera-Caracuel, 2021). Green innovation aims to
make existing production processes more ecologically sustainable by enhancing them.

Utilizing greener raw resources, minimizing waste, creating products utilizing
eco-design principles, lowering carbon emissions and imprints, and limiting water,
power, and other raw material uses are all examples of ways to reduce carbon diox-
ide emissions as well as footprints (Asiaei et al., 2021). According to previous
research, GIC is significantly and positively correlated to all aspects of long-term
achievement, including economic, interpersonal, and natural environments (Willis,
2021). Not all elements of long-term performance are inextricably linked to GIC.
For instance, social performance, which is defined as ‘improvement of interested
parties welfare, society health & security, occupational health and safety, and disas-
ter preparedness on the common person’, has a significant association with GIC
than performance measurement (Klockner et al., 2021). GIC’s reduced impact on
environmental issues refers to less environmental degradation and protection from
exploitation of resources. A lot of serial mediation models have been tested in past
about the variables used in this study but no study has been found specifically ana-
lyzing the serial mediation role of brand trust and the brand loyalty. Literature is
available on the mediating links of brand trust and the brand loyalty between sev-
eral variables but serial mediation has a potential scope of analysis for the brand
trust and the brand loyalty so we utilized the research gap and developed the fol-
lowing hypotheses to test the serial mediation role of brand trust and brand loyalty
between the utilized variables in our framework.

H11: There exists a serial mediation of brand trust and brand loyalty between CSR and
sustainable purchase intentions.

H12: There exists a serial mediation of brand trust and brand loyalty between CSR and
green innovation performance.

Our research is based on the conceptual framework as presented below (Figure 1).
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Figure 1. Conceptual framework.

3. Research methodology
3.1. Study design

Current research is based on positivism as a philosophy. In terms of temporal span,
this study is quantitative and cross-sectional. The study was conducted in the
Pakistan fashion and textile industry. The unit of analysis is clothing and textile cus-
tomers. Particularly, Textile customers who visit branded outlets of clothing brands
or purchase clothing products from any other retailer are included in the study’s tar-

get group.

3.2. Measurement scales

The measurement scales of all constructs in the framework have been adapted from
previously developed scales. In addition, all measurements are modified slightly but it
did not change the overall meaning. In total, 24 items were considered for all con-
structs. The corporate social responsibility (CSR) construct was measured through a
five-item scale (Akbari et al, 2021). Brand trust (BT) was measured through three
items from (Zeren & Kara, 2020) and five items for brand loyalty (BL) from (Kazmi
& Rahman, 2021). Green innovation performance has five-items scale (Albort-Morant
et al., 2016; Song et al., 2021). Sustainable purchase intentions (SPI) were measured
through six items scale (Kazmi & Rahman, 2021). Measurements for all constructs
are based on 5 points Likert scale from strongly agree (5) to strongly disagree (1).

3.3. Data collection process

This study used a survey method in data collection. Data were collected via a self-
administered questionnaire. Data is frequently collected via mailed or faxed question-
naires and the internet for self-administered questionnaires. The questionnaire was
designed on Google-Forms online. Convenience sampling was used to gather data in
this study; convenience sampling is the most appropriate sample strategy when the
population is specified, and data collection is challenging. The Google forms link was
forwarded to people via email and social media channels (Facebook and WhatsApp).
There was a total of 489 links sent out to respondents, however, only 403 customers
completed the survey. Finally, 373 responses were deemed dependable enough to be
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used in the data analysis. The file was saved as a CSV file from Google Forms. The
file was then encoded into Smart PLS 3.3.3 for a two-stage structural model measure-
ment assessment.

3.4. Analysis technique

The study employs a partial least square structural equation model (PLS-SEM) (Hair
et al.,, 2017). PLS-SEM is a two-stage estimation procedure that includes both a measure-
ment model and a structural model evaluation(Sarstedt et al., 2017). The goal of the
measurement model is to evaluate the constructs’ and indicators’ reliability and validity
(discriminant and convergent validity). Constructs association is calculated using
Cronbach alpha (o) and construct reliability (CR). In addition, factor loadings (FD)were
calculated to assess indicator consistency within a construct. Estimating the distinct fea-
tures of the variables from other variables in the model is what discriminant validity is
all about (Hair et al,, 2017). The discriminant validity is measured using three methods:
cross-loadings, the Fornell and Larcker ratio, and the HTMT ratio. All are association
metrics that capture concept homogeneity and multicollinearity (Hair et al., 2011).
Hypotheses are assessed in the second stage and the process is called structural model
assessment (Hair et al.,, 2017). In hypothesis testing, respective p-values, t-statistics, R?,
f?, and Q are considered to accept or reject the proposed hypotheses.

4, Data analysis and results

4.1. Demographic summary of respondents

The demographic details are featured in Table 1. The total sample size was 373 cloth-
ing and textile buyers. Among them, 47.18% were male and 54.82% female. They

Table 1. Demographic summary.

Demographics No %
Gender

Male 176 47.18%

Female 197 52.82%
Age

18-22 years 61 16.35%

23-27 years 45 12.06%

28-32years 63 16.89%

33-37 years 57 15.28%

38-42 years 59 15.82%

43-47 years 43 11.53%

48 years and above 45 12.06%
Do you often buy clothing items?

Yes 361 96.78%

No 12 3.22%
Do you prefer buying?

Online 276 73.99%

Offline (Traditional shopping) 97 26.01%
CSR spreads positivity in public about the brand

Yes 299 80.16%

No 174 46.65%
Does CSR enhance green innovation performance?

Yes 210 56.30%

No 163 43.70%

N=373 100%

Source: Authors collection.
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belong to seven age classes as 18-22 years (16.35%), 23-27 years (12.06%), 28-32 years
(16.89%), 33-37years (15.28%), 38-42years (15.82%), 43-47years (11.53%) and
48years and above (12.06%). Interestingly, 96.78% of respondents were frequent
buyers of fashion clothes and textiles. In addition, 73.99% of buyers prefer to buy
using the online medium. Further 80.16% of buyers think CSR spread positivity about
the brand nowadays in Pakistan. However, around half of respondents respond that
CSR increases the green innovation performance however the other half think
the opposite.

4.2. Measurement model

Overall, the outcomes of the measurement model are satisfactory in Table 2.
Specifically, the coefficients of Cronbach alpha and construct reliability is above
the threshold points of 0.70 (Hair et al., 2017). Value for Cronbach alpha range
from 0.832 to 0.917 and 0.899 to 0.935 for CR for all constructs. It shows higher
contracts reliability as all constructs are significantly above the minimum value of
0.70. The outcomes of FD are above 0.70 for all items or indicators of constructs
except GIP1 (0.646) hence deleted for structural model assessment. It confirms
that the indicators within each construct are reliable to measure the particu-
lar construct.

Table 2. Descriptive statistics and measurement model outcomes.

Constructs Code FD o CR AVE M SD
Corporate Social Responsibility (CSR) 0.910 0.933 0.736 3.868 1.021
CSR1 0.888
CSR2 0.850
CSR3 0.875
CSR4 0.799
CSR5 0.875
Brand Trust (BT) 0.832 0.899 0.748 3.733 1.036
BT1 0.857
BT2 0.864
BT3 0.873
Brand Loyalty (BL) 0.893 0.922 0.704 3.947 1.089
BL1 0.895
BL2 0.836
BL3 0.844
BL4 0.723
BL5 0.886
Sustainable Purchase Intentions (SPI) 0.917 0.935 0.707 3.860 1.071
SPI 0.882
SPI2 0.834
SPI3 0.807
SP14 0.855
SPI5 0.858
SPl6 0.806
Green Innovation Performance (GIP) 0.879 0.913 0.681 3.931 1.071
Deleted GIP1 0.646
GIP2 0.89
GIP3 0.819
GIP4 0.891
GIP5 0.853

Note. FD = Factor Loadings, CR = Construct Reliability, AVE = Average Variance Extracted, and o = Cronbach Alpha,
M = Mean, SD = Standard Deviation.
Source: Authors collection.
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Table 3. Cross loadings.

Items BL BT CSR GIP SPI

BL1 0.895 0.620 0.741 0.743 0.826
BL2 0.836 0.654 0.700 0.724 0.768
BL3 0.844 0.612 0.681 0.719 0.729
BL4 0.723 0.553 0.570 0.595 0.664
BL5 0.886 0.679 0.758 0.764 0.858
BT1 0.600 0.857 0.658 0.710 0.608
BT2 0.664 0.864 0.696 0.692 0.705
BT3 0.665 0.873 0.711 0.715 0.649
CSR1 0.748 0.659 0.888 0.720 0.817
CSR2 0.716 0.699 0.850 0.680 0.711
CSR3 0.729 0.666 0.875 0.718 0.737
CSR4 0.613 0.693 0.799 0.657 0.651
CSR5 0.734 0.705 0.875 0.709 0.806
GIP1 0.552 0.658 0.565 0.646 0.539
GIP2 0.709 0.740 0.682 0.890 0.745
GIP3 0.689 0.665 0.648 0.819 0.659
GIP4 0.726 0.681 0.723 0.891 0.762
GIP5 0.796 0.634 0.718 0.853 0.882
SPI 0.796 0.634 0.718 0.853 0.882
SPI2 0.737 0.612 0.672 0.720 0.834
SPI3 0.732 0.553 0.662 0.693 0.807
SPI4 0.742 0.623 0.687 0.690 0.855
SPI5 0.886 0.679 0.758 0.764 0.858
SPl6 0.734 0.705 0.875 0.709 0.806

Source: Authors collection.

The AVE value for every construct is higher than the 0.50 threshold (Hair et al.,
2017). Therefore, the convergent validity is also maintained for all constructs in
the model.

There were three measures (cross-loadings, Fornell and Larcker ratio, and HTMT
ratio) employed for discriminant validity measurement. The results of all three
methods to measure discriminant validity are depicted in Tables 3-5, respectively.
The outcomes in Table 3 confirm that all bold values are higher than their behind
values, therefore the results for cross-loadings are satisfactory (Hair et al., 2017).
Likewise, the findings for Fornell and Larcker are satisfactory because the square
root of all diagonal values in bold is higher than the below values (Hair et al.,
2011); thus discriminant validity is maintained. However, values of HTMT ratio
demonstrate an issue of multicollinearity as several values are higher than 0.85 or
0.90 (Rajalahti & Kvalheim, 2011). In overview, the results of the two measures
are satisfactory therefore, the discriminant validity is maintained. The graphical
representation of measurement model assessment is pictorially represented in
Figure 2.

4.3. Structural model outcomes

Overall, the current research model proposes 12 direct and indirect hypotheses,
among them 7 are direct and 5 are indirect hypotheses. Corporate social responsibil-
ity implicitly predicts sustainable purchase intentions and green innovation perform-
ance. The results for structural model (Figure 3) estimation are depicted in Table 6.
Hence HI and H2 are accepted and confirmed a positive impact of corporate social
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Table 4. Fornell and Larcker criterion.

BL BT CSR GIP SPI
BL 0.893
BT 0.745 0.865
CSR 0.827 0.797 0.885
GIP 0.848 0.816 0.813 0.825
SPI 0.720 0.757 0.870 0.808 0.841
Source: Authors collection.
Table 5. HTMT ratio.

BL BT CSR GIP SPI
BL -
BT 0.763 -
CSR 0.613 0.860 -
GIP 0.754 0913 0.899 -
SPI 0.012 0.863 0.947 0.921 -
Source: Authors collection.
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Figure 2. Measurement model.
Source: Authors collection.

responsibility on sustainable purchase intentions and green innovation performance
s p value = 0.000; ¢t statistics = 8.551 and p value = 0.000; t statistics = 4.743,
respectively. Likewise, corporate social responsibility showed a positive impact on
brand trust and brand loyalty. The outcomes p value = 0.000; ¢ statistics = 36.161
and p value = 0.000; ¢t statistics = 14.463 confirmed that H3 and H4 are accepted
and there exist a statistically significant relationship. Brand trust was also proved as a
source to increases brand loyalty under p value = 0.000; ¢ statistics = 5.197 hence H5
was accepted. Afterward, there exists a positive effect of brand loyalty on sustainable
purchase intentions and green innovation performance as p value =
0.000; t statistics = 16.076 and p value = 0.000; ¢t statistics = 8.427, hence H6 and
H7 were confirmed. All direct hypotheses were accepted.

o
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Figure 3. Structural model.
Source: Authors collection.

Table 6. Direct and indirect effects.

H Paths 0 M SD T statistics  p values R? £ Q?
H1 CSR — SPI 0.345 0.345 0.040 8.551 0.000 0.884 0.328 0.617
H2 CSR — GIP 0.352 0.352 0.074 4.743 0.000 0.757 0.162 0.510
H3 CSR — BT 0.797 0.797 0.022 36.161 0.000 0.634 1.736 0.471
H4 CSR — BL 0.639 0.638 0.044 14.463 0.000 0.702 0.503 0.491
H5 BT — BL 0.236 0.237 0.045 5.197 0.000 0.068

H6 BL — SPI 0.635 0.635 0.040 16.076 0.000 111

H7 BL — GIP 0.557 0.557 0.066 8.427 0.000 0.408

H8 CSR — BT — BL 0.188 0.189 0.036 5.161 0.000

H9 CSR — BL — GIP 0.356 0.355 0.043 8.339 0.000

H10 CSR — BL — SPI 0.406 0.406 0.040 10.218 0.000

H11 CSR — BT — BL — SPI 0.119 0.120 0.024 5.056 0.000

Hi12 CSR — BT — BL — GIP 0.105 0.106 0.026 3.950 0.000

Note. Original Sample =0, Sample Mean M, Standard Deviation = SD, H = Hypothesis.
Source: Authors collection.

H8 was also accepted, where brand trust partially mediates the relationship
between corporate social responsibility and brand loyalty as p value =
0.000; t statistics = 5.161. H9 and H10 were accepted also, where brand loyalty par-
tially mediates the relationship between corporate social responsibility and sustainable
purchase intentions, and corporate social responsibility and green innovation per-
formance. As results confirmed it as p value = 0.000; t statistics = 8.339 and
p value = 0.000; ¢t statistics = 10.218. There were two serial mediations were pro-
posed and both were accepted. HII was accepted where p value=
0.000; ¢t statistics = 5.056 and confirmed a statistically significant serial partial mediation
by brand trust and brand loyalty between social corporate sustainability and sustainable
purchase intentions. In the same manner, H12 was accepted where brand trust and brand
loyalty serially mediate the relationship between corporate social responsibility and green
purchase innovation as the outcomes are as p value = 0.000; t statistics = 3.950.
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5. Discussion and implications

The current study was hypothesized on modeling the impact of corporate social
responsibility on sustainable purchase intentions. Moreover, it has also addressed the
mediating role of brand trust and brand loyalty in this whole scenario. Sustainable
purchase intention has been an under studied factor leaving a great space to be filled
in this modern era. The hypotheses of the study have been analyzed firstly for the
demography of the respondents. The age of the respondents ranged from 18 to
48 years and above. Then with measurement algorithm, the reliability and validity of
data were checked and then with structural algorithm for the measurement of
hypotheses of the study. The results obtained from the data were mostly supported.
Some of the results were in accordance with the previous studies while some were
not. The possible reasons for the difference of results are discussed here.

The results are shown in the form of path models; the direct hypotheses are shown
as direct effects while indirect paths show the indirect effects of mediation. Overall,
corporate social responsibility has proved to be the major contributor to the proposed
conceptual framework of the study. This is because corporate social responsibility has
been existed in any organization at every level.

There were twelve hypotheses developed in this study, seven were direct and five
were indirect. The first and the second hypotheses were regarding corporate social
responsibility, sustainable purchase intention and green innovation performance.
These hypotheses were accepted with a possible logic behind as the role of CSR in
providing sustainable purchase intention and green innovation performance sup-
ported by the previous studies (Ali & Sohail, 2018; Hong et al., 2020; Qasim et al.,
2017; Shahzad et al., 2020). Similar results were found in their researches so it pro-
vided a continuing support for our results. Similarly, regarding H; and Hs, corporate
social responsibility showed a positive impact on brand trust and brand loyalty.
These results were also in accordance with many researchers of the past and the rea-
son behind was the prevalence of corporate social responsibilities which positively
impact brand trust and brand loyalty (Barnes, 2011; Dapi & Phiri, 2015; Rivera et al.,
2019). Brand trust was also proved as a source to increases brand loyalty hence, H4
was accepted. These results were also similar to the findings of earlier research of
Kwan Soo Shin et al. (2019) and Bozbay and Karakus Baglar (2020) which proved its
significance even further. Afterward, there existed a positive effect of brand loyalty on
sustainable purchase intentions and green innovation performance hence, H6 and H7
were confirmed. These results were similar to those of Hameed and Kanwal (2018). It
happens when brand loyalty leads to sustainable purchase intention and green innov-
ation performance. All direct hypotheses were accepted showing the strong impact
between them and supporting our model.

H8 was also accepted, where brand trust partially mediates the relationship
between corporate social responsibility and brand loyalty. These results were in
accordance to many researcher but many were against it as well (Cuong, 2020;
Villagra et al., 2021). These research studies found significant mediation of brand
trust, but our results provided insight of partial mediation of brand trust as the varia-
bles of our research were different from the variables used in their studies. However,
the mediating role was confirmed as proposed by them. H9 and HI0 were accepted



ECONOMIC RESEARCH-EKONOMSKA ISTRAZIVANJA @ 4731

also, where brand loyalty partially mediates the relationship between corporate social
responsibility and sustainable purchase intentions, and corporate social responsibility
and green innovation performance. Some previous studies were also carried out the
mediating effects of brand loyalty (Tunjungsari et al., 2020). There were two serial
mediations proposed and both were accepted. H11 was accepted and confirmed a
statistically significant serial partial mediation by brand trust and brand loyalty
between social corporate sustainability and sustainable purchase intentions. In the
same manner, HI12 was accepted where brand trust and brand loyalty serially mediate
the relationship between corporate social responsibility and green purchase innov-
ation as the outcomes (Zeren & Kara, 2020). The previous work of researchers proved
the mediating link of brand trust and brand loyalty but serial mediation of brand
trust and brand loyalty was absent in past so, our research will provide a reference
for the serial mediation of the both in this regard.

The results obtained in this study have many implications for the future studies
and policy making who are interested in these areas of study for understanding the
underlying reasons for corporate social responsibilities. However, side by side, there
are certain limitations as well of the study. One of the limitations of the study is that
this study can be replicated in other parts of the world where free economies are
practiced giving dissimilar results. Also, in other sectors of the business and education
sector is the biggest hub for corporate social responsibilities where this study can pro-
duce more interesting results. By examining CSR ractices in a developing nation like
Pakistan, this study contributes to the existing knowledge and fills a gap that existed
when only established markets were researched. It’s the first time we've looked at
brand loyalty and trust as mediators in the context of Pakistan. The findings showed
that strong CSR may influence sustainable buying intentions as well as green innov-
ation performance for a more sustainable environment. It also has a lot to offer in
other markets and in relation to other countries.

6. Conclusion and future scope

Social corporate sustainability has become an integral antecedent of sustainable pur-
chase intentions and green innovation performance in modern times. Recently, the
social sustainability area has got the attention of researchers in almost all sectors.
However, how brand trust and brand loyalty are crucial to buffer the relationship
between social corporate sustainability and sustainable purchase intention is remain
an area of interest. Moreover, the ways green technologies are increasingly popular in
the current era. Because innovation technologies are the key elements to eliminate
pollution, waste management, and corporate environmental management. In addition,
the predictors of green innovation performance need to be explored yet. Therefore,
current research investigated the direct impact of corporate social responsibility on
sustainable purchase intentions and green innovation performance in the textile and
clothing industry of Pakistan. Additionally, it explores the mediating roles of brand
trust and brand loyalty.

This research used the partial least structural equation modeling (PLS-SEM) esti-
mation technique to investigate the relationship between constructs. The data
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collection method was a self-administrated survey via Google-Forms and a convenient
sampling technique was employed. The data was collected from 373 textile and cloth-
ing buyers from Pakistan. The results showed that corporate social responsibility has
a positive impact on the sustainable purchase intentions of Pakistani buyers. Likewise,
green innovation performance can be increased through increasing CSR. Brand loy-
alty partially mediates the linkage between CSR and sustainable purchase intentions
and green innovation technology. Brand trust stood as a potential mediator between
CSR and brand loyalty. Interestingly, brand trust and brand loyalty serially mediate
the linkage between CSR and sustainable purchase intentions and CSR and green
innovation performance. These findings suggest several managerial implications for
textile and fashion brands in Pakistan. Particularly, policymakers should focus on
CSR to enhance the green innovation performance in the country. Current research
is conducted in the Pakistani context and the point of focus was Pakistani fashion
and textile product buyers. Therefore, the findings demonstrate a cultural flavor
hence findings may vary in another part of the work. Similarly, the current research
is focused on the textile, clothing, and fashion brands buyers therefore outcomes can
be different if applied to any other sector of industry. In addition, current research
does not have any moderating construct, so future research should include potential
moderators in the model and check the buffer impact of moderating roles.

These conclusions have a number of implications, emphasizing the creation of
socially responsible activities and environmentally motivated environment as key to
long planning to achieve and sustain competitiveness in the textiles sector. These are
the efforts that should be widely considered as part of the long-term planning to
achieve and sustain competitiveness in the textiles sector. Organizations should also
reconsider the perception that these procedures are a cost when, in reality, they are
an investment that protects the firm’s continuity and viability. Green practices assist
in ethical and socially responsible corporate conduct, which does not conflict with
wealth maximization, but is beneficial to all stakeholders. In the public sector, policy-
makers might give incentives and implement regulations to encourage businesses to
adopt sustainable practices and green technologies, which would boost their competi-
tiveness and have a cascading impact across the supply chain, affecting regional and
national levels.

Furthermore, our research contributes to the understanding of the influence of
CSR on long-term purchasing intentions and green innovation performance, dem-
onstrating a more efficient use of energy and natural resources, resulting in
increased productivity and, by extension, profitability. CSR fosters an innovative
environment that, through the application of social, environmental, and sustainabil-
ity controls, can result in the development of new business models, products, serv-
ices, or processes that improve firm and supply chain productivity, with benefits
that eventually trickle down to the host community. Other factors which may pro-
mote competitiveness, like the corporate environment, green management, environ-
ment where people contribute, and environmental capability at the corporate level,
should be included in future study. Another concept that could be included is green
supply chain management, which refers to corporate practices aimed at improving
the transactional and cooperative interface with suppliers and clients, as CSR and
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green innovation are more likely to deliver impact and long-term competitiveness
when implemented throughout the supply chain. These measures include supplier
selection, as well as the establishment of joint improvement initiatives aimed at
improving environmental performance.
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