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Abstract

Sport is one of the most important and attractive industries in the world, whose
products face many competitions in the world. Successful sports marketing begins
with understanding why and how consumers and sports audiences behave.
Attention to the relationship between customers and sports consumers, in the field
of sports should have an important place in the performance of organizations and
stores. In the meantime, the issue of customer loyalty is one of the most important
issues in the sports industry. Sports marketing management can effectively
increase customers' willingness to repurchase and customer loyalty by providing
solutions to improve the quality of services and products. Hence, the component
of customer loyalty plays an important role in creating long-term benefits for the
prosperity of the sports industry. One of the most important principles and
subfields of marketing science is the discussion of green marketing, which refers
to the coordination of marketing activities with environmental protection. With the
advent of new consumer products and increasing the welfare of society and the
efforts of more and more organizations to surpass competitors, the marketing
approach has changed to a customer-centric approach; But the trend we are facing
today is the greater awareness of organizations about the environment.
Environmental pollution caused by human production and consumption is one of
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the issues that have been repeatedly recognized by organizations active in this field
as a threat to humanity. As a result, intense dynamism and competition, increasing
environmental concerns, as well as government regulations and increasing
consumer awareness, have led companies to consider the physical and mental
health and cleanliness of the consumer environment. The issue of production in
accordance with ethical standards is one of the issues that currently needs more
research and explanation than any other issue and is sometimes necessary for
societies. Because if they are not ethical customers, they choose ethical
organizations to deal with. Public support is always for those ethical organizations.
Considering the application of ethical principles as a guide in all matters, including
marketing and production, issues such as fairness, deciding what is right or wrong,
and determining the actions and rules that govern responsible behavior between
individuals and groups. Affirms, are in the realm of ethics. Observance of ethical
principles and responsible behavior can pave the way for customer satisfaction,
trust and loyalty to the company's products. A loyalty study allows sports
marketers to identify the factors involved in stabilizing customer behaviors.
Loyalty is defined as the continuous repurchase of a product or service in the
future, which reflects the deep commitment of the customer that, despite marketing
efforts to change customer behavior, leads to the purchase of only one brand. The
findings of the present study allow companies and agencies of sports products that
support the environment to adopt their marketing and sales policies in their target
market to emphasize the significant components of their customers and increase
their sales and profits, which in the economic conditions of world trade today are
of undeniable importance to the survival and dynamism of manufacturing
companies. The importance of the information obtained for sports marketers,
sellers, agencies and manufacturers of sports products and even for domestic
manufacturers who are trying to improve their sales, adds to the need for this
research. The purpose of this study was to investigate the relationship dimensions
green marketing and subcategories producers' ethical standards with customer
loyalty of sports products. The research method was descriptive and correlational.
The statistical sample of the present study included 357 customers of sports stores
in the northern provinces of Iran that were selected randomly. For collect data,
Habibi Saravi Green Marketing Knowledge Questionnaire (2016), Consumer
Loyalty Questionnaire for Rasoul Abadi Sport Products (2015), and Sidney and
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Pure Rage Ethical Criteria Questionnaire (2015) with Likert five-point scale were
used. Data were analyzed usingPearson correlation test & regression analysis using
SPSSy; sfftwar at o> relll t swww taatther i rllttihhhhi btt wenn
green marketing and ethical standards of sporting goods manufacturers. There is a
relationship between manufacturers ethical standards and customer loyalty to
sports products. There is a relationship between the components of green
marketing (green product, green advertising, green price, green product style and
green product quality) with customer loyalty of sports products. The results of
regression analysis showed that green marketing ($=0.44) and perception of

producers' ethical standards ($=0.19) can predict customer loyalty changes in
sports products. Given that today consumers are more interested in environmental
issues than in the past and also environmental awareness among them has grown
significantly, has caused a gradual change in consumer behavior and the entry of
green marketing into the activities of companies and manufacturers of products.
Consumption has become one of the sporting goods; Better understanding of
consumers and green customers and their needs will lead to a better market for the
future of green sports products and further advancement of companies and
organizations to produce green sports products according to ethical standards that
help protect the environment and the health of customers. The results of the study
show that consumers of sports products are more interested in environmental issues
than ever before, and environmental awareness has grown significantly among
them, regardless of what factors in the selection green sports products are
important to customers and athletes. Better understanding of the behaviors of
consumers of green sports products and their needs will create a better market for
the future of these products and help further the production companies, marketers
and environmentalists who are involved in the production and consumption cycle
of green sports products. It is suggested that companies that produce sports
products adopt comprehensive strategies for marketing green sports products in
the target markets and introduce environmentally friendly products.

Keywords: Green Marketing, Loyalty, Ethical Criteria, Manufacturers, Customers,
Sport Products
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