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Abstract

Background and Objective: In today's world, organizations that prioritize their social responsibilities
are more successful in achieving their goals. This study aimed to examine the relationship between the
dimensions of sustainable marketing, social responsibility, and customer relationship management.
Methodology: This descriptive-correlational study targeted food production companies located in the
Shokouhieh Industrial Zone, Qom, as its statistical population. Data were analyzed using structural
equation modeling (SEM) and the SPSS and AMOS software.

Findings: The results indicated that ecological marketing, green marketing, and social marketing have
a significant positive impact on customer relationship management. Among these, ecological marketing
had the strongest influence, with an effect size of 0.773, and these three variables collectively explained
71% of the variations in customer relationship management. Additionally, ecological marketing and
green marketing positively influenced social responsibility, with ecological marketing showing the
strongest relationship (effect size of 0.539). Together, these two variables explained 44% of the
variations in social responsibility.

Discussion and Conclusion: The findings reveal a significant positive relationship between sustainable
marketing, social responsibility, and customer relationship management. Overall, the results suggest
that companies can establish long-term relationships with their customers when they incorporate
environmental considerations into their strategic planning and marketing mix policies.

Keywords: Sustainable marketing, social responsibility, customer relationship management, green
marketing, ecological marketing.

1- Associate Professor, Department of Business Management and EntrepreneurshipUniversity of Tehran, Qom,
Iran. * (Corresponding Author)

2- Associate Professor, Department of Industrial and Technology Management, Faculty of Management and
Accounting, University of Tehran, Qom, Iran.

3- Teacher at Golpayegan Education Department Schools — Master's Graduate in Public Administration, Iran.

4- Master's Degree in Executive Management, Faculty of Management and Accounting, University of Tehran,
Qom, Iran.


mailto:khosravi_a@ut.ac.ir

Y S yiine b Bl g (elodar! Cdghume b 5l (2b,150 olul i bLS,T (o

ks Qi (2T & azgily 0b S al @ a2 b asis
ol b ablie sl Sas o) So B985 LLL e o

Ded oo 8L 5 )lul Sb)IL pseie jo Plue

o O i (S Brae oS el L
bosls &8, Sae b sodsi SV same ) aelip 4 DU
warass 6y ool AT 235 Sb L Sole 4 ail o
bl ilole B s mass oo sbnl § mle aie
03,5 bl s 1, o lasl anlyz b anly |, 955 Gas
bl S el g ag |y T b censlio Sl 5 Y g
0P LS DUl g wlie 058 j00 5l 655 ol 2L oS5 >
Ot g yll e b o e g bbb
L @bl &) 65 0) byl (n 5 coslie (sl Y garme
5 3L Ol by 4 a5 s (oo upe 5 oloizl B
g adse s Bayb sl 355 sla wnlss g lajls deag S
S oo ol O b Bl b g anke laVET ol
@l 23 5 Lk e peebie (8L Sl gt S 2LIL
298> Fhge 5 parke Sygo i bz ol o Wil oo Glejle oS
O S bl Bl po e atalsS 5 5ls (6555l 5 b
clie sl &85 SV game a9 lo)lb peadi b o
delos 5 a5 5l cel Ol bLL Cupae o)l (n 5
ool B slp ol st lo by S35 5 12l sy b
Sl polaie a4y )15 0550 sla 13k b oglhae SYsleo 40,4
Sar 9 o bl B slebn plole sla Sos o,
@ S Gras bl gl a e Jol ol 5l leilesle
G5 ged g 03 Sbg el &5 Sl oad (g 3y >
bl (V) adl Al ey Jame cualls Lai> b (G plae
ol Goyb 5l oo S 5 o3l o8 ol (oloizl Gai] e
ey Bk 3l 1) a5 anulys g 5ls el U351 5 Sdlgane
03 )51y iS5 Bl 1 Gy agma s skt BT a5 _BSSH

e bl (Sdelgy aiaT 4 o Ojle 4 (A) WS

doddlo
Lol @bl sl G bLS)l gu)p & o> ragh
Silnee @i b bLIE Cope s sletxl codstee
aSb g S & Sl pagie S & gy b bLI o e
Copde g (S phey S R &S el (5 ) sl S
L) w3l oo plojbo S Jodll 9 09l (b ot slajls
@ le o5 ,8 ols Cesl Glie cnslr g 0L i (51 03954l
lo 2558 2Ll sle (s3]l illae (e 5 Cannnj Lanome
sl S50 ekt (e a9 3 Cuglsl ey e b
b ol o (1) ailoo sl 5 jlasly (o)l & BT & oy
D98 g Soedl hagh (ol dls (ly 4 4D ok
G (ewlid by, SLIS dadns B aagyy Slaal (tagh
Pl o9l g0 ailoy (saass slaolly hylas 4 el )0
03158 pranrnsgST Ao L)l (3135 iz o)l 4 99
ol (Bl Lo (slod of; (e ol plas 3
loslew 55 Sl 8 O GRS o Sy 55 0k Sl
5 b s 4 Ojlas abuly 4 ol Gilols cod)l oS
1 0929 Bl (oo Jlgy JLo 50 9 00l hpnd (ornb gl
el sle Jlu 5las asl o gl o3lanl s Letlls ol
Sl b g sz sla SIS eSS 4 ddS )
oles! a5 alics cpl 4 Cond 1) oSt 51 5,k oBass
357 o el 895 S Lanme 005 Sl o
900,y & J 30 Pt bl 1 as Jase .oowl 009
Sl o 52 e (1) Conl iy T 41 g olos ]
O B> g gy o 4y | 955 4z g gl ounls 5k 4y 5]
Qg pogdle &5 uijlo adei b o550 5l g Wl 008
oo e g plial slo atulss 4y (laand @l 5 o9
oS oo o8 0 18y )0 (F) s tled am g o5 5k 4 e
Sl mals Jlos 4 ol ansl ails eloixl Codsin
e o) Plaws Coonl aiil (o Sy e aie
SLES 5 o lejle mmy Cold) ((sogos D) pie ol
5 Gyglogm ool b ylojl a5 Cowl ool el oges

ag oS B yrae cwd g S Ly w s g




O 9 (59 yms

VFoF oleasl YT o lods (o ) bxo g dzwgh <55l \¥

(sotche (Slire (s w28 Ll sy s 5 0B ) 095
el ol (B VA0 Jlo o LS s elein! cogis
2 okl S hles 5l el oole sloiz! Codgiun
5 kdld glaasly o)bye 055wl 5 spd Culstun
28 sl cdsis e g Al Alereas
oolol 2 45 05 e ke 1) (S ConS szl sz
Iy dnsly Lol a5 oS oo pladl Slozdled a slejls o]
Sendg D o el oS oletdld el 5l e S e
Codgtas ojly (IS jobo 4 WS (o0 emp 09d (oo dnal>
bzl g (asme Jalze (9,573l JUos 0 LS 2 (oloz
b solles 5 6)l8 3Tl eS8 )l Slogeal o
solazdl slul S5 daime 5 celain] o Slae Lill Gas
9 Sebe Larze 5 anelz o5 05 Wy slp a5 Sl 4 Cul

AY) alb sedgu
s e b an L gy (1) iS5 pesi
15 a8 Wil ools alowl ol 5,065 Cario Sl bl giss
Cezlz 9 48,5 )18 (o) 2 990 Baizd Sl il Ll )
ool b o el oo b Il b IL sass adsl
93k delidinn p aloz 5l (&S (oulid by, slaylpl 5| (A ]
My axgs addsl Joo gg:o90 b LT (8,05 b Gras alas
05, o Ty sty i 35 il Joe 5 008
Sl (G Qllil wes o la Giagh Gl @bl
Sl @lisls ok el bl az LS, Sinj
15 @ 2l s S5k 90 (6551 il (SbL b
G N sl Sy g5 L 5
5 Jelos )0 s lnl 5093 caio ol by
9 00D (o 0eiie Wiz (g5 Sl oolial b yeS e Jue
5 &l gmme w5l LS BB Gl oot @ Bulys
bl 35 p 8,86 oLk Jae ez albiegs g
or & OF) Ghlkes 5 (bgmge il ol olulid laly
Sl 25U oy 950k (b)lb astl p aale JLad 156
Sras Gl 5o ol bk Ceddee b by

D1y (5T g s <o) (glo ey slo olSing 6 S anss

4 sl g 5 0bml (sl o5 ool lgzallad plos ol
@ dpdes b gt gl alilss 5 il glo)l sl
5 ran BT Bl o wulys 5 Lol gl nl a5 55k
slezl bl () sl asls 1) Cony s bagms (59, e
Poslital b alisS oo a8 Conl (saaz (oale 5yal5 5 039>
aSy i | eleiz] walie 5 Slaal 6,0 2b)L (98
lo lojler (al)lik Olpae (eletzt (b poghe (olul 5
el (cotee lge 093 (2b1L slas peal) om0 2 ST
5 e oligS jo l) anel> adlio 5 FaS B pas slo atuly>
il 5 Dhge 4 (VA0 Fge) w5 [l jo Do wily
() 08 iy elotz] poit b)1L Gl (o0 |y (oleiz]
ol 5l e Pl )3 03,08 Dy 4 Jle lye 4
S wiils o elozzl glo Sl 0ed o ool pogie
S laibinl ciy pa Bubo el )13, i e ()] Cdgiane
Sl L a8l 1 55 4 )i i p ] 5 e ¢ eloiz]
sl (s 3l O) A8l g ool L8, @ Bigas g lk
Wl oo 45" el 00t By Lyl S celaizd 3k wie
b o] Cusii 5 055 sbmgl o )] s il amg >
Oz w2 (Vo) all ansls 00 gl o b (608 Ojse 4
@ bope lsi @b 4wy (oo jlal Gk Sl
s & Coles o g a5 Sl )18, 5 st (ol
) Bl alls Cadie asel> JS sl oSl 55 095 sl
e sl @bl Bae S e 0 LBV 1) (499,55 (i o2
aaS o)) cpl il aSl S o131 (gl alaxd (LS, ,oi5
oS gl JlE, 5 Gl Gl )l s sl )l Olge
@ slezl Cdgtue o 05l a8 )5 5w il slo Joull
4 55 005 o0 g ez (58 Byl (i Comsl plo] e
GBS g Alxe g Sy (sages o, L)l g9
walys pgac glie 5 Colom gz 5 b o) ol LIS
1 S 58 colaio Codyins 5,15 5,051 VAR ans 43 .05
$#loz > Jol il 95 aly » (S oo 0gei jatin
Pl P ol g2 00l 0335 ¢ (w py joo b Saegend Sl
Slex & plojle SG a5 g 33 slo udgias 1 (S lge @



\ - 5 e bl 3 ool o gims b 51ty 5130 Slayl (yat B ) (s

osliinl 0975 5 Sl 25 3590 50 (L9 4 culin 5 wlaate
Soeal 5ol 2b)lk slr oledbl 233l 5 Jgase
o 50 (V0) Ky, - Caadl (OVF) ol 1o 565 5 (sl 05ag
—oldl (2138 slge sadgs mlie ylml SbylY Glee b
Sl @ €yl Gloo ool @l 5 LS e o (S
ol Gl Gl glo @ plil p oS8 Gl 68 &
slo sl b (SisSz g ojlon oo WS o 05,0
OiRgh ool @l kel go (l,l ) E8 0 Coibge S
obolo (plyiie bl Copoe i 4 oS wes oo i
SFl Rl szl sln ) JLad cn i (lag b 005 5 oS0
& Oly S50 4 gl @bl plal ez ol gl
Sleo 485 )l bl sl @3l T Sl 5o 4 aiS
S 2 &5 gla ()] 4 s i Fagaie 5 5lly (Sbl5L
dolsl )5 . Xigl oo &g 3985 8,50 lads (63 Jawgd yliy W5 )ls

Ll 00l o0l ULM..: o) JS.»J 3o U‘“‘bs)" LSA}GK'M LJJ.A

Sty el

wiib

) il

"lio g ailiate )05 Ceed” > 4 obL assl Gla
90,1 53U Il @bl Cuddse  peiins o8 jsbo @ 5 s
bbb cadise p b hl el slo ailge oles o
sl ogSias dilbaie (6,05 Ceasd Sl s 5 w5l 3T Il
2l SYsame SLOL Glsie b gamgs o (VF) Yl
S el il osill sl 4 B8 00,5 ik
anlllao b 5 ol 231555 o lsl oyl aiseael o olbls)|
WBges H9iS S y5 (b i oKl B A 1o Sl Jgame g5 ¥
Gl gz 4 b ol8ig 8 lalo b axlas 5l eolitul b
9% )l SV game (598 (00 Vb (sl by B 03,5 0505,
2 Olisg,d 00,3 a5 wad o i sdel Cews 4 @l .l
Sl glite slo SIS S e (625,50 4 5l by S
‘le.:)‘)l.a Couws Ao uL.uﬁ)S 0d > FLel] 349 L f.).j)‘o =95 9
ol 3l e (i 5o o 55 gy (oo Gy sBedl syl

G B a5 Wil adl o l.ej g oo oddlie SguS

OB (oo Joo —) S
Figure 1. The conceptual model of the research
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