o \Ye JT< CJ'J—.'I

63g-Ll> gLaULS a5 g 49

*»

Ghume Caun) Gl 20 Ol L B2B glawsy Cugls
Sdes by b3 Capde 9
e undSO) lgie
Strengthening B2B brands by signalling environmental

sustainability and managing customer relationships
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5. Discussion and implications

Manufacturers are now under mounting pressure to invest in en-
vironmental sustainability practices to protect the environment and use
resources more efficiently (Esfahbodi et al., 2016). The literature sup-
ports the view that B2B customers are placing greater emphasis on

purchasing from brands that show higher concern for environmental
sustainability (Kumar & Christodoulopoulou, 2014; Sharma et al.,
2010). However, the literature is silent on the extent that investment in
environmental sustainability benefits B2B firms to strengthen their in-
tangible marketing assets, especially brand as a major marketing asset.
This study identifies the extent to which B2B manufacturing firms
pursuing environmental sustainability improves their brand image and
market performance. Given our focus on environmental sustainability,
brand image, and market performance, we also examined the con-
tingency roles of CRM and business customers' environmental attitudes.
Our theoretical framework is validated through our methodology,
which includes the perspectives of multiple stakeholders (i.e., B2B
manufacturing firms [multiple business unit managers] and their
business customers) from different manufacturing industries. Our
findings offer several theoretical and managerial implications.

Lﬂ.bjus 9 l.:.u:lq b

Sl sl eged )5 SIS dilopw @ly canlid HLid Cod lyade 83950l
ALE L gl 5 anS Clbdlos G s 31 B Aius Ghusme S
Ol idae 45 elBusd ool 3 Slad! (Y18 OB 5 gapawl)us,S 55 4
Sl 4 Gidw dogl S Limd (o Cusnl (ladiy  u,s 4 B2B
wihhlban g Loyls vy ‘SJS;‘SJI:‘&L“:'.JS 3 JlagShunyly Ghise Caan
Ao o B aad 6 pudgl dlis () ezg ol b .aS e Slaaiy (Y-
3l o OB 1) B2B glo S hausme S @ilab 53 63135 aileps
D1 S0 Olgis duly Ly 239 4 g5 waalal (LG sle (1> B
CSp ejluil de b wad o Olis aslllae ool .aiS Coedi qpge LILL
Wiy gl wilS (5o JWid 1) Ghume Caway silaly 5 B2B sudsi sla
Coz) 6ol 53 Lo 35,8 s dorgs b aied (o Saa 1y 395 1l 3)Slas 9
sl 555 3 CRM lasdl (a5 ol )Slas 9 Wiy yigad s
Lo &5 Wazile . 00)8 (uanys 34 1 JE 9 S Ol e o Cuwn
Olzand glajlul pie Joli 45 2gd o wwlb b ulis Jigy 325k 3
9 s Lalizs glodsly Olpae | B2B gudes gla &S 03 aola)ilisa
adly a3l e calise gudsl milie 3 (WK 5 S Obiss 5 LS
And e dill Lalie gy g 0 pde gledylS L gle

D d>gs

XY *

Faoyd by JolS 00s daz )3 dlia dgh 8l Ablaso dozy3 51 o g5 6 o
Pole SIS o] clin LeadS5) dinud b olpass (Lol o) oy

Ale SIS Ll codds das )3 OVl (o Sdsde Somius Gl

ao,e Olpl i il ol8ig 9



http://iranarze.ir/%D8%AC%D8%B3%D8%AA%D8%AC%D9%88/
http://iranarze.ir/strengthening+b2b+brands+signalling+environmental+sustainability+managing+customer

