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INTRODUCTION

Many multinational corporations have re-
cently discovered that it is impossible to cre-
ate a brand (customer-friendly) without
social responsibility and attention to the
needs of society. The study of brand loyalty
and special value is critical for organizations
because increased brand equity enhances ef-
ficiency in marketing activities and brand loy-
altyy, As a result, corporate social
responsibility (CSR) is regarded as an impor-
tant factor in defining a corporation’s behav-
ior, strategy, and goals (Tan et al, 2022).
Corporate CSR, which is viewed as an impor-
tant issue by businesses all over the world,
refers to a company’s commitment to ensur-
ing the long-term and equitable benefits of
society and the organization for all stakehold-
ers (Sung etal.,, 2020). CSR is becoming an in-
creasingly important part of the corporate
landscape. In 2015, corporations donated
17.8 billion dollars to donors. Many of the
322 Fortune 500 companies employ full-time
employees to engage in social responsibility
activities and a variety of activities that cost
millions of dollars each year (Robinson &
Wood, 2018).

Significant CSR studies have argued that the
consequences of CSR have implications and
applications in the field of marketing. Despite
these studies, there are still gaps in determin-
ing the impact of CSR innovation on marketing
appliances (Moyo et al.,, 2021). Green market-
ing awareness is related to corporate percep-
tions of responsibility for selecting a suitable
location and meeting needs (Suki et al., 2016).
Green marketing is a new concept that focuses
on resource efficiency. This goal is offered to
customers while considering long-term envi-
ronmental and social needs. Furthermore, as
aresult of extensive knowledge and programs
about water incidents, consumers all over the
world are becoming increasingly concerned
about environmental protection. This com-
pelled business to incorporate sustainability
principles into their marketing mix to adapt
their practices in order to meet the demands
of green consumers (Alabdali, 2019). Green

marketing is defined as the use of marketing
tools to simplify business while protecting the
physical environment in order to achieve both
organizational and individual goals (Lam & Li,
2019).

Many companies in the field of green mar-
keting believe that to build brand affiliation,
you must first establish credibility for your
company by improving the quality and quan-
tity of green products and creating a positive
experience with these products for your cus-
tomers so that they can become more reliant
on their brand. The reason for selecting these
individuals is their knowledge of experience
with organic product markets. According to
studies, consumers frequently include their
perceptions when selecting a brand; if they
have a positive perception, attitude, and
brand preference, they will buy the brand’s
products again. No model has been presented
in previous studies on CSR of green products-
offering companies with a green marketing
approach and an emphasis on brand depend-
ence. According to the studies in this area and
considering the gaps in the field of social re-
sponsibility and green marketing, the study
tries to answer the following questions: What
is the view of organic product consumers
about CSR patterns in the field of green mar-
keting, and what are its dimensions, compo-
nents, and characteristics?

Although the concept of sustainable devel-
opment emerged in the 1970s, firms have
only recently begun to consider it. To be sus-
tainable, development must meet the needs
of current generations while also being able
to meet the needs of future generations. This
issue must strike a balance between current
and future social, economic, and environmen-
tal goals. Given the growing evidence of envi-
ronmental problems, individual and
corporate awareness of the need for sustain-
ability has grown (Simao & Lisboa, 2017). So-
cial responsibility is commonly defined as a
company’s or brand’s “commitment to maxi-
mizing long-term economic, social, and envi-
ronmental welfare through business
practices, policies, and resources” (Xie et al.,
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2019). The broad concept of social responsi-
bility encompasses corporate actions that go
beyond economic, technical, and legal re-
quirements. According to Barnett (2017), so-
cial welfare improvement is a tool for
strengthening relationships with key stake-
holders (Vercic & Coric, 2018). CSR refers to
activities that a company undertakes to have
a positive impact on society or the environ-
ment (Su & Swanson, 2019). Green marketing
is defined as a comprehensive management
process that identifies, predicts, and meets
the needs of customers and the community
in a profitable and sustainable manner (Lam
& Li, 2019; Papadas et al., 2019). Green busi-
ness values and environmental friendliness
have recently become popular, and organiza-
tions now have marketing plans that empha-
size the desired responses to such views. It
should, however, be noted that this has not al-
ways been the case. Although it was intro-
duced in universities in the late 1960s, the
term “green marketing” was not celebrated
until the late 1980s and then the 1990s, a pe-
riod in which environmental labeling im-
proved (Folasayo, 2019). Commercial waste
has exploded in recent years, becoming a
major concern for environmental protection
and green market promotion. Although recy-
cling should prioritize reducing resource con-
sumption for long-term welfare, waste
disposal is a problem for many organizations
(Chen & Chen, 2019).

Some marketing studies have found that
different motivations for social responsibility
lead to diverse consumer attitudes and be-
haviors. Some have proposed that a key
mechanism for explaining the relationship
between social responsibility exposure and
stakeholder output is to assign social respon-
sibility motivation (Su et al., 2020). Research
has revealed that there is a positive relation-
ship between CSR and marketing perform-
ance. Spaaij and Westerbeek (2018) and
Hamil et al. (2010) found a link between so-
cial responsibility and marketing perform-
ance. After analyzing the impact of social
responsibility activities on a corporate’s iden-

tification, imagination, and performance, it
was determined that CSR was effective in
marketing performance because it would
simplify the brand attractiveness and in-
crease the organization’s competitive advan-
tage (Moyo et al,, 2021).

There are studies on the subject matter of
the present research, which are reviewed
below. According to Yuan and Cao (2022),
CSR performance and green dynamic capabil-
ity significantly promote green products and
green process innovation. Green dynamism
serves as a bridge between social responsi-
bility and environmental innovation. Accord-
ing to Moyo et al. (2021), there is a positive
relationship between social responsibility
and marketing performance. Panda et al.
(2020) state that sustainability awareness in-
fluences consumer altruism, which increases
customer purchases, green brand loyalty and
advertising, and green brand altruism, and
can create a value gap for green brands. Their
analysis supports the notion that these con-
structs have positive and significant relation-
ships with one another. According to Zameer
etal. (2020), the green brand image leads the
process of strengthening the green competi-
tive advantage. Green production benefits
from customer pressure, regulatory pressure,
and green creativity. According to Su and
Swanson (2019), organizational self-confi-
dence and identity play a role in mediating
the relationship between perceived CSR and
employee health and green behavior. Their
findings confirmed a number of hypotheses,
including a lack of Romanian consumer infor-
mation that leads to environmental respon-
sibility, the impact of environmental
information and awareness on green respon-
sible behavior, and the need to intensify ef-
forts for environmental responsibility. In his
study, Levi (2016) demonstrated that social
responsibility activities had a significant im-
pact on the equity value of the green brand
and its performance, and this brand equity
includes brand loyalty, perceived quality,
brand awareness, brand associations, and
green brand satisfaction.
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METHODOLOGY

This research is a purpose-driven applied
study that is of the mixed-exploratory type in
terms of information and data collection and
is divided into two phases: qualitative and
quantitative. The qualitative statistical popu-
lation includes managers and experts of or-
ganic production companies that have
adopted social responsibility and a green
marketing approach and have at least three
years of experience in this field. The reason
for selecting these individuals is their knowl-
edge of the organic product market and their
experience in this field. Thirteen eligible peo-
ple were interviewed until theoretical satu-
ration was reached. However, the interviews
did not yield in adding any new components
to the previous concepts. These people were
contacted for interviews to the point of theo-
retical saturation. The participants for the
qualitative research were selected by theo-
retical sampling. Data were collected through
interviews. The collected data were analyzed
and coded through qualitative analysis of
Grounded Theory. Coding in this study was
done in three forms - open coding, axial cod-
ing, and selective coding.

To calculate the reliability of the coders,
several interviews were sampled from the in-
terviews conducted, and each of them was re-
coded in short and definite intervals. For each
interview, the identified codes were com-
pared twice. The retest method was used to
evaluate the coding stability of the re-
searchers. The coding capability was con-
firmed because the reliability rate was
greater than 60 percent. The validity was as-
sessed by the three criteria of reliability
(credibility), portability, and reliability.

All customers of organic products in
Tehran, Iran, were included in the quantita-
tive population. The Krejci- Morgan table was
used to calculate the sample size, and 385
people were chosen based on the hypothesis
of an unlimited statistical population. A ran-
dom sample of people was made available in
organic product stores. The data collection
tool was a questionnaire that was designed

and coded based on the qualitative section.
After a preliminary investigation, the reliabil-
ity of the questionnaire was estimated to be
0.903, and for social responsibility variables
in the context of green marketing, the scores
for causal conditions, contextual conditions,
intervening conditions, strategies, and conse-
quences were 0.809, 0.816, 0.793, 0.778,
0.851, and 0.824, respectively, indicating that
the questionnaire was highly valid. The ques-
tionnaire’s content and construct validity
were also reviewed and confirmed. In addi-
tion, quantitative data analysis was carried
out using structural equation modeling and
PLS software.

RESULTS

A) Qualitative phase

According to the research protocol, 14 peo-
ple were interviewed for the qualitative
phase of the study whose data were analyzed
using coding. The coding was done in three
stages, including open, axial, and selective
coding. Open coding was the first stage of
data coding. At this point, following the con-
clusion of the interview process, all items
mentioned and individual statements were
written down. To accurately conceptualize
the propositions (data) extracted from the in-
terviews, the codes were separated and con-
ceptualization was performed at this stage.
To fully comprehend the propositions (data),
we first attempted to translate the sentences
expressed in the interviews into the appro-
priate proposition (data). As such, 83 con-
cepts were identified based on the concepts
presented in the interviews via open coding
and the 385 propositions (data) expressed.
In the axial coding stage, the initial concepts
were converted into the main concepts. So,
26 categories were extracted from 83 initial
concepts identified in the open coding stage.
Healthy production, respect for stakeholders’
rights, environmental protection, acceptance
of social responsibilities, health orientation
in business, customer payments, the value of
organic products, reliance on organic brands,
adherence to ethics, brand equity, customer
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relationship management, and so on are ex-
amples of these categories. Others included
social marketing, social responsibility imple-
mentation, social culture, community mem-
ber responsibility, promoting greenery in
business space, improving green and organic
shopping, environmental marketing, cus-
tomer satisfaction, sustainable business de-
velopment, business success, green
marketing development, public acceptance of
social activities, trust in organic brands, cus-
tomers’ mental image of the brand, and trans-
parency of social actions. These categories
reflect the interviewees’ interest in the CSR
model in the context of green marketing from
the viewpoint of organic product consumers,
with an emphasis on brand dependence.
These factors demonstrate the differences in
their roles in social responsibility in green
marketing. Indeed, the set of factors identi-
fied in the content, context, formation, and
plasticity of social responsibility in green
marketing play a role and are significant. As
a result, the categories can be grouped into
different categories, as occurred in the selec-

Table 1

tive coding stage.

The main factors for presenting the re-
search model were determined using the 26
categories identified during the axial coding
stage. The data-based approach was used in
the current study’s analysis method, and the
set of identification factors as dimensions in
the data-based approach (causal conditions,
main phenomenon, contextual conditions, in-
tervening conditions, strategies, and conse-
quences) were separated. Table 1 shows a
summary of the codes selected.

According to the analysis performed during
the coding of qualitative research data, 325
concepts were extracted and classified into
83 categories. Figure 1 depicts the research
model based on the classification of cate-
gories (26 main categories) in the dimen-
sions of the model using a data-driven
approach.

B) Quantitative phase

In the quantitative phase, data analysis was
carried out using structural equation model-
ing. Each of the measurement models was ex-

Classification of Factors Identified in the Selective Coding Step

Subcategories The main category

Subcategories

The main category

Adherence to ethic
Interferin
Jering The amount of customer payments
conditions

Valuation of organic products

Causal

Accepting social responsibility
Social culture

General acceptance of social activities

condition

Respect for the rights of stakeholders

Managing the relationship with
customers
Green marketing improvement

Strategies ) o
Social activities transparency

Brand equity

The development of greenery in the
business environment

Improving green and organic shop-
pingCustomer satisfactionSustain-
able development

Consequences

Underlying
conditions

Healthism in business
Responsibility of community members

Healthy production
Environmental protection

Implement social responsibility

Main
phenomenon

Environmental-based marketing

Social marketing

Customer’s imagination of the
brandTrust in organic brandsDepen-
dence on organic brands
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Figure 1. The Model of Social Responsibility in the Context of Green Marketing from the Viewpoint of
Organic Product Consumers with Emphasis on Brand Dependence

amined prior to analyzing the model. The re-
sults are presented in Table 2.

As shown in Table 2, the average variance
extracted (AVE) for all cases is greater than
0.5, indicating that the research variables are
valid. Furthermore, the combined reliability
of all components is greater than 0.7. As are-
sult, the research questionnaire’s reliability
is confirmed.

As shown in Table 3 in the studied meas-
urement model, the values of the subscrip-
tion index with cross-validity are positive and
high, confirming the measurement model’s
quality.

Figure 2 depicts the findings of the overall
model analysis. Figure 3 also displays the T-
scores for the model’s relationships.

As shown in Table 4, all direct and indirect

path coefficients are significant at the 95 per-
cent confidence level.

The coefficient of determination is the fun-
damental criterion for evaluating endoge-
nous latent variables in the path model. This
index indicates the percentage of changes in
endogenous variables caused by exogenous
variables. The hidden (dependent) variables
in the structural path model (internal) are de-
scribed as weak, medium, and justifiable with
values of 0.19, 0.33, and 0.67, respectively.
However, if the endogenous latent variable is
under a small number of exogenous variables
(one or two), the mean value of the coeffi-
cient of determination is acceptable as well.
Table 5 shows the endogenous and exoge-
nous variables, as well as the coefficient val-
ues for each.
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Table 2
Factor Loading Characteristics, Composite Reliability, and Average Variance of the Research Measurement Model
Component Question Factor Average Composite component Question Factor Composite
p number load variance reliability p number number reliability
Causal condition 0.566 0.810 strategies 0.549 0.782
Accepting social re- Q1o 0.800 Respect for Qo 0.867
spongibilit Q11 0.898 0.725 0.888 the rights of Q05 0.960 0.831 0.936
P Y Q12 0.854 stakeholder (o6 0.905
Q41 0858 Managingthe Q30  0.633
Social culturization Q42 0.952 0.827 0.935 relationship Q31 0.809 0.584 0.799
Q43 0.916 with cus- Q32 0672 '
Q73 0.839 tomer Q33 0.348
Gef“era.l ?Cc‘zpt.i.nce Q74 0963  0.807 0.926 Q69 0.886
OfI soclal activities Q75 0.890 Green mar- Q7() 0.972
e 0779 keting im- 971 0'799 0.745 0.927
o : provement :
H‘i)al}gi‘r‘;‘;‘sm Q14 0.806  0.561 0.792 Q72 0.853
- Q15 0.652 Social activi- Q81 0.769
Responsibility of Q44 0.940 ties’ trans- Q82 0.930 0.759 0.904
community mem- 0.878 0.935 parency
bers Q45 0.934 Q83 0.905
Social responsibility in the field of green
marketing 0.536 0.794 Q26 0.807
Q01 0.796 Brand equity =~ Q27 0.837  0.686 0.897
Healthy production Q02 0.892 0.737 0.894 Q28 0.896
Q03 0.884 Q29 0.773
) Q07 0.834 Q46 0.789
En;’;g‘;:é“tii?ltal Qo8 0.946  0.788 0918 Thedevelop- 47 0.845
Q09 0.879 ment of green g 0.707  0.668 0.909
in the busi-
| N Q38 0.839 ness Q49 0.907
I”;&g;’fg{)isl‘i’ga Q39 0930  0.781 0.915 Q50 0.826
Q40 0.881 Consequences 0.656 0.883
Q55 0.882 Q51 0.847
. Improvin
56 0.892 p 8 52 0.979
bE“‘“m“me“t.al Q 0.717 0910 greenandor- 3 0767  0.929
ased marketing Q57 0.897 ganic storage Q53 0.978
Q58 0.768 Q54 0.877
Q34 0.608 Q59 0.850
35 0.858 60 0.834
Social marketing Q 0.668 0.8g7  Customer Q 0727 0972
Q36 0.923 satisfaction Q61 0.876
Q37 0.843 Q62 0.835
Underlying condition bl Q63 0.972
Q78 0.913 Sustainable 5, 0938 0.779 0.973
Customersimagina- o9 939 (796  0gz1 CC COPmeNt o 0.790
tion of the brand ‘ ’ ’ .
Q80 0.820 Business Q66 0.763
Trust in organic Q76 0.886 0.790 0.883 SuCcess Q67 0.927 0.760 0.904
brands Q77 0.891 Q68 0.976
. Q21 0.810
Dependenceonor- 55 930 0,639 0.839
ganic brands
Q23 0.629
Interfering condition 0.506 0.794
, Q24 0.936
Adh to eth 0.851 0.920
erence to etnics Q25 0.909
The amount of cus- Q16 0.786
tomer payments Q17 0.860 0.679 0.809
_ _ Q18 0.842
Valuatlon(;)f organic Q19 0.894 0731 0891
product
Q20 0.827
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Table 3
The Subscription Index with Cross Validity

Variable SSO SSE Q% (=1-SSE/SS0)
Variable 1,540.000 839.215 0.455
Brand equity 1,155.000 662.809 0.426
Valuation of organic products 770.000 519.969 0.325
Trust in organic brands 1,540.000 861.487 0.441
Social marketing 1,540.000 781.323 0.493
Environmental-based marketing 1,540.000 673.717 0.563
Improving green and organic shopping 1,155.000 547.307 0.526
Customer’s imagination of the brand 1,540.000 720.911 0.532
Green marketing development 1,155.000 574.328 0.503
Sustainable development of business 1,155.000 649.220 0.438
Healthy production 1,155.000 559.838 0.515
Environmental protection 1,540.000 771171 0.499
Customer satisfaction 1,155.000 486.880 0.578
Respect for the rights of stakeholders 1,155.000 954.012 0.174
Healthism in business 1,155.000 610.772 0.471
Social activities transparency 1,155.000 494.218 0.572
Social culturization 1,540.000 1,459.205 0.052
Managing the relationship with customers 770.000 398.637 0.482
Community members’ responsibility 1,155.000 604.298 0.477
Business success 770.000 678.861 0.118
The amount of customers’ payment 1,155.000 800.002 0.307
Dependence on organic brands. 770.000 435.479 0.434
Adherence to ethics 1,155.000 523.924 0.546
General acceptance of social activities 1,155.000 667.989 0.422
Implementation of social responsibility 1,155.000 575.351 0.502
The development of greenery in business 1,925.000 998.058 0.482

Table 7 shows that the value of Q2 is high
for all endogenous variables. As a result, the
studied structural model is of high quality,
the observed values are well reconstructed,
and the studied model has a good predictive
ability and can predict the endogenous latent
variable.

The General Fitness Criterion (GOF), is an-
other index for fitness that is calculated by
calculating the geometric mean of the com-
munalities and R? as follows.

GOFchonnnunality o

The index is a feature of the model fit in-
dices in a range from 0 to 1 and is close to a
suitable model quality indicator. Of course, as

with the chi-square characteristics in PLS
models, these indicators do not examine the
degree of fitness of the theoretical model
with the collected data. Rather; it investigates
the model’s overall predictive power and
whether the tested model was successful in
endogenous latent predictions.

As shown in Table 7, the value of commu-
nalities is 0.404, the mean R?is 0.499, and the
GOF criterion is 0.545, which is greater than
0.36 and indicates the model’s appropriate
power in predicting the model’s endogenous
latent variable.

DISCUSSION AND CONCLUSION
A social responsibility model of companies
in the context of green marketing from the
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Table 4

The Path Coefficient and T Scores Related to the General Model
Path Effect Statistics Result
Causal condition — Social responsibility in the field of green marketing 0.641 confirmed
Social responsibility in thefield of green marketing — Strategies 0.385 confirmed
Underlying conditions — Strategies 0.535 confirmed
Interfering conditions — Strategies 0.212 confirmed
Strategies — Consequences 0.698 confirmed
Causal conditions — social responsibility in green marketing — Consequences 0.246 confirmed
Causal responsibility in the field of green marketing — Strategies — Consequences 0.268 confirmed
Interfering conditions — Strategies — Consequences 0.747 confirmed
Underlying conditions —Strategies = Consequences 0.373 confirmed
Causal f:ondltlons - Social responsibility in the field of green marketing — 0172 confirmed
Strategies — Consequences

Table 5

Endogenous Variables, Exogenous Variables, and the Related R*

Endogenous variables The related exogenous variables Evaluation
Social responmblllty in the field of green Causal conditions Medium
marketing
Underlying conditions, social responsibil-
Strategies ity in the field of green marketing, interfer- Medium
ing condition

Consequences Strategies Medium

Table 6

Predictor Relationship Index (Q? Stone-Geiser) for the Endogenous Variables

- 3 e -
Pre.dlctor exogenous Predictor endogenous The amount_ of Q Ability to predict
variables Stone - Geiser models
Causal conditions Spc1a1 responsibility n the 0.366 strong
field of green marketing

Underlying conditions, social
responsibility in the field of green  Strategies 0.492 strong
marketing, interfering conditions.
Strategies Consequences 0.394 strong

Table 7

The Value of Communalities

R2

Communalities

GOF =+ communalities X R-

0.404
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viewpoint of organic product consumers was
presented in this study with an emphasis on
brand dependence. Green consumption and
environmental protection have grown in pop-
ularity in recent years, prompting businesses
to use green marketing to fulfill their social
responsibility obligations. As a result, the de-
velopment of a green-based brand, as well as
the effectiveness and efficiency of social re-
sponsibility activities for the green marketing
of organic products from the consumers’ per-
spective, has resulted in the formation of
trends and specific research and study chal-
lenges.

According to the results, 26 data coding cat-
egories were identified as the main indicators
of the social responsibility model in the con-
text of green marketing. Acceptance of social
responsibilities, social culture, general ac-
ceptance of social activities, health orienta-
tion in business, and community member
responsibility were identified as the causal
conditions. Healthy production, environmen-
tal protection, social responsibility imple-
mentation, environment-based marketing,
and social marketing were introduced as the
elements of the model’s main phenomenon.
Adherence to ethics, customer payments, and
the value of organic products were identified
as intervening conditions. Factors affecting
stakeholder rights, customer relationship
management, green marketing development,
and social transparency were listed as the
strategies, as well as measures, brand equity,
and the development of greenery in the busi-
ness environment. Improving green and or-
ganic purchasing, customer satisfaction,
sustainable business development, and busi-
ness success were all identified as the out-
comes. Additionally, quantitative analysis
revealed that the causal conditions have an
effect on the main phenomenon, which is so-
cial responsibility in the context of green
marketing of organic products. Green mar-
keting strategies are influenced by social re-
sponsibilities, underlying conditions, and
interfering conditions. Furthermore, strate-
gies influence the model’s outcomes. In gen-

eral, the findings indicate that a variety of fac-
tors influence social responsibility in the con-
text of green marketing of organic products,
and this issue demonstrates the complexities
of social responsibility. Furthermore, taking
into account social responsibility in the field
of marketing in general and green marketing
in particular, it necessitates considering and
discussing points, which have primarily man-
ifested themselves in interviews and analy-
ses. Furthermore, the plan to emphasize
brand dependence on the studied issue and
model has added complexity and necessi-
tated a more in-depth examination of social
responsibility. In any case, a review of exist-
ing research literature and previous research
models reveals the design of numerous and
diverse elements and indicators for analyzing
and perceiving social responsibility. Also, the
relationship tested in the quantitative section
and the analysis performed are confirmed by
previous studies, including Yuan and Cao
(2020), Mayo et al. (2021), Panda et al.
(2020), Zemir et al. (2020), Simao and Lisboa
(2017), Levi (2016), Osman et al. (2016),
Suki et al.(2016), Wang et al. (2015), Torres
etal. (2012).

According to the findings, causal conditions
(acceptance of social responsibilities, social
culture, public acceptance of social activities,
business health orientation, and community
member responsibility) have a direct impact
on social responsibility in the context of
green marketing. In support of these findings,
Yu and et al (2022) considered promotional
issues as well as cultural issues in the devel-
opment of social responsibility in the field of
green marketing. In their proposed model of
social responsibility, Su and Swanson (2019)
also emphasized the issue of healthism. As a
result, social responsibility in the field of
green marketing is dependent on appropriate
culture, acceptance, and health in society, and
according to these indicators, social respon-
sibility in the field of green marketing for or-
ganic products can be expanded.

According to the findings, social responsi-
bility in the field of green marketing (healthy
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production, environmental protection, social
responsibility implementation, environmen-
tal-based marketing, and social marketing)
has a direct impact on strategies. Having the
right solutions and strategies in place can un-
doubtedly pave the way for responsible green
marketing actions. The issue of healthy pro-
duction is generally a practical way of ex-
pressing responsibility, as mentioned in the
studies of Zameer et al. (2020) and Moyo et
al. (2021) also investigated the use of social
responsibility as a performance indicator.
According to the findings, background con-
ditions (customer perception of the brand,
trust in organic brands, and reliance on or-
ganic products) have a direct impact on
strategies. Brand trust was identified as an
important factor in the creation of brand af-
filiation in studies by Widyastuti et al. (2019).
According to the findings, intervening con-
ditions (ethics adherence, customer payment
rate, and value of organic products) have a di-
rect impact on strategies. Business ethics and
product value must always be considered as
issues that play a critical role in shaping so-
cial responsibility behaviors and strategies.
The studies of Zhu et al. (2019) and Ferrell et
al. (2019), can be considered in this regard.
The conditions of strategies (respect for
stakeholder rights, customer relationship
management, green marketing development,
transparency of social actions, brand equity,
and expansion of greenery in the business en-
vironment) have a direct impact on the out-
comes. In management practices, the use of
executive strategies can result in specific out-
comes that managers seek. The solutions can
be used to achieve and research social re-
sponsibility in green marketing by emphasiz-
ing brand dependence, as mentioned in the
research model. Panda et al. (2020),
Salmonsen (2017), all emphasized customer
orientation and building relationships with
customers while respecting their interests.
Also, Levi (2016), studied the brand and its
values in realizing the consequences of green
marketing.
In general, it should be noted that each of

the indicators in the model, as well as their
relationships with other elements and factors
expressed in the research, can be found in
previous research models, demonstrating the
alignment and convergence of different ex-
perts in designing various factors for social
responsibility in green marketing with an
emphasis on brand dependence. Indeed, CSR
is one of the fundamental pillars for the suc-
cessful expansion of business activities in the
modern era. This issue can be viewed
through the eyes of successful and pioneering
organizations on the one hand, and business
experts and researchers in the field of busi-
ness and management on the other.

Furthermore, the development of green ap-
proaches in marketing science has resulted
in positive social and environmental trends
in business systems, and the similarities be-
tween this type of marketing and social re-
sponsibility in some dimensions have caused
their concepts to be considered in parallel in
scientific circles. Looking at the social re-
sponsibility of businesses in implementing
green marketing, it can be considered one of
the modern marketing styles that have made
it possible to achieve both business and social
goals. Certainly, such a challenge for organic
product managers and activists is more em-
phasized and taken into account than other
product categories due to the importance of
such products in preserving the environment
and increasing social values in the field of
trade and commerce.

The following recommendations are made
for business planners, policymakers, and
market participants based on the findings:

- Understanding the various dimensions
and aspects of social responsibility in the
field of green marketing for employees and
managers appears to play an important role
in promoting relevant companies’ activities.
As aresult, itis recommended that managers
and employees of companies producing or-
ganic products in this field raise their general
and specialized knowledge and understand-
ing through policies, training programs, and
personnel empowerment.
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- Given the research findings about the im-
pact of causal factors on social responsibility
in the field of green marketing, it is suggested
that public awareness of the culture of social
responsibility and healthism be increased.
Human resources that protect social issues
should be used in organizations and commer-
cial companies through policies, laws, and ex-
ecutive and public policies.

- Given the impact of social responsibility
indicators in the field of green marketing on
strategies in the research findings, it is sug-
gested that principles and rules of social re-
sponsibility of green marketing such as
healthy production, environment, and social
activities in businesses that are identified and
expertise be followed up on and imple-
mented by measurable feedback.

Considering the impact of underlying con-
ditions indicators on strategies in the re-
search findings, it is proposed to invest in the
trade of organic products to improve the
mental image and confidence of customers,
as well as their reliance on organic brands,
and to do so without regard for short-term
returns.

- Considering the effect of interfering con-
ditions on strategies in research findings, it is
suggested that active corporates and busi-
ness units in the field of organic products
consider and apply ethical principles on the
one hand and try to improve product value
when they receive product costs from cus-
tomers on the other.

- Given the confirmation of the impact of
strategy indicators on the outcomes in the re-
search findings, it is recommended that a
group of experts in management marketing,
sociology, and organic products define crite-
ria and measurement indicators for each of
the mentioned strategies and that corrective
actions be taken by calculating performance
in relation to the mentioned indicators.

Based on the researcher’s experiences dur-
ing the current study, the following items are
recommended for future researchers:

- It should be noted that, despite the numer-
ous emphases of experts, the issue of social

responsibility within marketing has received
less attention, and how to have a proper mar-
keting system to implement social responsi-
bilities (in the field of organic and even in
organic products) is a challenging issue for
marketing managers and experts.

- In the case of research suggestions, we can
mention the culture factor, which has many
causal, underlying, and interfering (interven-
ing) elements in the cultural approach model,
and it could be said that the culture of social
responsibility, both in the field of green mar-
keting of organic products and in other areas,
requires more scientific knowledge and more
realistic executive commitment.

- One of the most valuable aspects of the
proposed model is the incorporation of a so-
cial marketing indicator into the main phe-
nomenon, which opens up a new research
area. As a result, it is suggested that future
studies focus on the role of social marketing
in the implementation of social responsibility
in the field of green marketing, with a focus
on brand dependence.
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