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Abstract

Purposes: With the change in human attitudes towards the environment in recent
decades, marketing concepts have also been challenged and changed. Green
marketing strategy to satisfy the needs and desires of individuals in a manner
that has the least harmful effects on environment, has become the basis for
decision-making of many companies (Rahman & Haque, 2011). With the
increase of public awareness, attention to the environment has become part
of the demands of societies. Therefore, it seems that displaying more green
features and capabilities in a product or brand is associated with creating a
better image in the mind of the customer (Gleim et al., 2013). On the other
hand, creating a green image may affect consumers' behaviors, such as their
willingness to repurchase. If this hypothesis is confirmed, sporting goods
manufacturers could look at green marketing as a differentiating strategy.
Therefore, the present study seeks to answer the question of how green
marketing activities affect the image of the sports brand and the desire to
brand repurchase?

Methodology: This research has a correlational design and applied purpose,
which has been done in the field. The statistical population of the study
consisted of all customers of Majid sportswear stores in Tehran. According
to structural equation modeling, the sample size was determined to be 200
people. Samples were selected by simple random sampling from the list of
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registered customers in the Majid store and a questionnaire link was sent to
them. Finally, 172 questionnaires were collected. Data were collected using
the following four guestionnaires: 1) Demographic characteristics including
age, gender, and level of education; 2) Juwaheer, Pudaruth, & Noyaux (2012)
Green Marketing Questionnaire including 15 questions and four subscales of
green product, packaging and distribution, advertising, and price; 3)
Juwaheer, Pudaruth & Noyaux (2012) brand image questionnaire including
5 questions; And 4) Ko, Hwang & Kim (2013) for the willingness to
repurchase green products including 3 questions. The three recent
questionnaire scale was a five-point Likert type (strongly disagree = 1 to
strongly agree = 5). Ten sports marketing experts confirmed the face and
content validity of the questionnaires. In addition, their convergent and
divergent validity was examined to confirm the questionnaires. Also, to
calculate the reliability of the questionnaires, three criteria of the factor
loading, Cronbach's alpha coefficient, and composite reliability coefficient
were examined, the results of which confirmed the reliability of the
questionnaires. Data were analyzed by structural equation modeling using
Partial Least Squares (PLS).

Results: Descriptive findings related to the demographic characteristics of the
samples showed that the highest frequency was in the age group of 23 to 28
years (40.1%) and the lowest frequency was in the age group of 39 years and
above (5.2%). Also, 116 customers (67.4%) were men and 56 customers
(32.6%) were women. Most customers had a bachelor's degree (50%) and the
lowest frequency was a diploma (12.8%).

The fit of the measurement model was evaluated using convergent validity,
divergent validity, factor loads, Cronbach's alpha, and combined reliability.
The results showed that Cronbach's alpha and the combined reliability of the
measurement instrument were within the desired range (above 0.7); the
convergent validity also indicated the optimal values (above 0.5) for all three
research variables; the factor loads of the measurement model also showed
the desired values (0.5). The results of fitting the structural model showed
that green marketing has an effect of 0.49 on the brand image and 0.36 on the
desire to repurchase; Also, the brand image has an effect of 0.39 on the desire
of customers to repurchase. According to the significance coefficients, it can
be said that the effect of green marketing on the brand image and the desire
to repurchase is significant; Also, the brand image has a significant effect on
customers' desire to repurchase; In addition, the significance of all three paths
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is confirmed at the confidence level of 0.99. The Sobel test was used to test
the mediating hypothesis. The significance value of this hypothesis was
calculated to be 3.14, which is more than 1.96; Therefore, it can be concluded
that brand image plays a significant mediating role in the relationship
between green marketing and customers' desire to repurchase. Also, R? for
brand image and willingness to repurchase was calculated to be 0.25 and
0.43, which are lower than average and medium levels, respectively. Finally,
in the test of the fit of the research model, the GOF value was equal to 0.53,
which indicates a very good fit of the overall research model.

Conclusion: According to the research findings, it seems that the adaptation of
the strategies of sports companies with green marketing encourages
customers to buy the green products and contribute to sustainable
development. This issue, which shows the company's responsibility to the
community, can create a positive image of the brand in the minds of
customers. This demonstrates the corporate social responsibility that can
create a positive image of the brand in the minds of customers. The green
mental image of a sports brand creates a strong feeling in people that
influences their decision when shopping. In other words, when a sports brand
considers the environment, it will create brand resonance by creating positive
associations among people, one of the examples of which can be the tendency
to repurchase green products. Therefore, it seems that green marketing can
be a mutual help to companies; On the one hand, by manners such as using
recyclable resources in packaging and internet distribution of products,
reduces costs and on the other hand, by having a positive effect on
environmentally friendly customers, encourages them to repurchase and even
pay more for environmentally friendly products. In general, sports marketers,
understanding this issue, can move towards green marketing or, in a more
complete sense, towards green branding, and give a special place to this
concept in their branding strategies to achieve a competitive advantage.

Keywords: Environmental Activities, Green Product, Green Brand, Green
Purchase Intention
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