
“How does customer loyalty to sustainability affect entrepreneurship?”

AUTHORS

Shafig Al-Haddad

Duaa Azzam Al-Baw

Abdel-Aziz Ahmad Sharabati

Diana Altamimi

ARTICLE INFO

Shafig Al-Haddad, Duaa Azzam Al-Baw, Abdel-Aziz Ahmad Sharabati and

Diana Altamimi (2023). How does customer loyalty to sustainability affect

entrepreneurship?. Problems and Perspectives in Management, 21(1), 1-12.

doi:10.21511/ppm.21(1).2023.01

DOI http://dx.doi.org/10.21511/ppm.21(1).2023.01

RELEASED ON Tuesday, 29 November 2022

RECEIVED ON Thursday, 17 February 2022

ACCEPTED ON Wednesday, 27 July 2022

LICENSE

 

This work is licensed under a Creative Commons Attribution 4.0 International

License

JOURNAL "Problems and Perspectives in Management"

ISSN PRINT 1727-7051

ISSN ONLINE 1810-5467

PUBLISHER LLC “Consulting Publishing Company “Business Perspectives”

FOUNDER LLC “Consulting Publishing Company “Business Perspectives”

NUMBER OF REFERENCES

33

NUMBER OF FIGURES

0

NUMBER OF TABLES

7

© The author(s) 2022. This publication is an open access article.

businessperspectives.org



1

Problems and Perspectives in Management, Volume 21, Issue 1, 2023

http://dx.doi.org/10.21511/ppm.21(1).2023.01

Abstract

Sustainability includes social, economic, and ecological responsibilities. The world-
wide concern about sustainability is increasing, especially for those issues related to the 
ecological domain. Any organization wishing to survive and sustain its business should 
consider sustainability pillars within daily activities. Therefore, this study is directed to 
investigate how consumers’ identification, involvement, and commitment to sustain-
ability affect entrepreneurship. This paper uses a quantitative cross-sectional method 
to collect the data from 400 respondents in Jordan. The results show a correlation be-
tween consumers’ level of involvement, identification, commitment, and sustainability 
components (economy-driven venture, society-driven venture, and ecology-driven 
venture). Moreover, commitment has the highest effect on customers’ intentions and 
behavior; identification has the second highest effect, while involvement does not sig-
nificantly affect both customers’ intentions and behavior. The study recommends that 
all organizations, whatever they do and wherever they conduct their business, should 
consider sustainability pillars within their strategies and daily practices. The sustain-
ability-driven ventures should not only attract the required customer segmentation 
via social media, but also enhance, strengthen, and engage their sense of identification, 
commitment, and belonging.
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INTRODUCTION

Sustainability includes three main pillars: economic, social, and en-
vironmental (ecological) responsibilities (Sharabati, 2018). Nowadays, 
sustainability is the key to success for many businesses (Somsuk, 2014). 
Sustainability dimensions must be included in the organization’s strat-
egy and daily activities (Nour et al., 2020). Sustainability supports en-
trepreneurs to move businesses to a better position, and social attitudes 
describe how entrepreneurship considers society (Kelley et al., 2016). 
Sustainability-driven entrepreneurship is an individual or group that 
considers economic, environmental, and societal needs within their dai-
ly practices (Bergh & Dee, 2013). It includes all components of sustain-
ability within the business for socio-economic development (Ambros & 
Biberhofer, 2018), as well as aims, values, beliefs, attitudes, and behavior 
to conduct entrepreneurial practices (Buah, 2013). Individual percep-
tion drives the behavior of the entrepreneur who seeks an opportunity 
to start his/her business. Sustainability-driven entrepreneurs’ success 
depends on relationships with stakeholders (Schlange, 2009). Each sus-
tainability orientation affects recognizing opportunity and sustaining 
entrepreneurial intention (Sung & Park, 2018). 

Sustainability orientation dimensions, which include the commit-
ment to ecological sustainability, affect sustainable entrepreneurship 
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intentions. Environmental sustainability commitment influences entrepreneurship intention (Bapoo et 
al., 2022). Entrepreneurship sustainability affects entrepreneurship attitude and behavior. Environment 
affects entrepreneurial attitudes and behavior. Social aspects positively influence entrepreneurial atti-
tudes and behavior (Sundawa et al., 2020). Sustainability intentions mediate the correlation between 
sustainability behavior and sustainable entrepreneurship. Sustainability behavior and sustainability in-
tention affect sustainable entrepreneurship (Kimuli et al., 2020). 

Moreover, sustainability behavior influences sustainable entrepreneurship and sustainable intention, 
while sustainability behavioral control does not influence sustainable entrepreneurship through sus-
tainable intentionі (Sugianto & Selamat, 2021). Green entrepreneurship intention positively influences 
green entrepreneurship behavior. Green consumption commitment moderates the relationship between 
green entrepreneurship intention and green entrepreneurship behavior (Amankwah & Sesen, 2021). 
Sustainability-driven entrepreneurs balance the triple bottom line of sustainability: social, economic, 
and environmental aspects (Schlange, 2009).

1. LITERATURE REVIEW

Back in the 1930s, “Schumpeter first attempted to 
establish a linkage between entrepreneurs and in-
novation in theory (Entrepreneur Paradigm)” (Zhao, 
2005). An entrepreneur is an innovator because en-
trepreneurs produce innovations that contribute to 
the growth of the economy. Moreover, an entrepre-
neur is a person who comes up with something new 
(Zhao, 2005). Entrepreneurship also should address 
market needs, contribute to economic growth, and 
maintain sustainability. True innovation occurs 
when human lives are improved (Moonesar et al., 
2019). Therefore, entrepreneurs are the key to sus-
tainable development and play a vital role in eco-
nomic growth (Abrahamsson, 2007). Historically, 
the sustainable development concept focuses on the 
continuous growth of the economy versus the tol-
erance of continuous exploitation of environmental 
resources and the permanent requirement for social 
development. All three dimensions are mutually de-
pendent (Schlange, 2009). Any economic activity of 
the institution is a part of the society, while the in-
stitution’s social programs do not affect economic 
return directly. However, all human activities occur 
within environmental boundaries (Abrahamsson, 
2000). Sustainable development, as a concept, en-
sures the necessity of balancing the business dimen-
sions of society, ecology, and economy. Therefore, it 
is valid for entrepreneurs to integrate sustainability 
into their venturing (Schlange, 2009).

Previous entrepreneurship studies focus on maxi-
mizing profit. Consequently, entrepreneurship has 
concentrated on connections with the economic 

field (Schlange, 2009). From the conventional en-
trepreneur’s perspective, an opportunity is defined 
as the potential to generate the desired profit and 
create the required economic value. This drives 
the efficient allocation of products and services, 
as well as realizes a socially acceptable outcome 
(Tilley & Young, 2009). 

However, there are various forms of economic val-
ue creation. For example, a consistent increase in 
the sales volume in conjunction with supplying the 
market with new products could render the busi-
ness more efficient. Moreover, from the perspec-
tive of an economy-driven entrepreneur, gaining 
economic independence and maximizing individ-
ual utility are considered intrinsic values in them-
selves (Schlange, 2009). Entrepreneurs must estab-
lish sustainable financial enterprises to maintain a 
life in the present economic crisis (Tilley & Young, 
2009). According to conventional entrepreneurs, 
sustainability is connected with developing a 
new venture that sustains itself (Schlange, 2009). 
Entrepreneurship has been consequently linked 
to economic growth and wealth creation (Tilley & 
Young, 2009). Entrepreneurship’s essential goal is 
related to the business’s survival (Schlange, 2009). 

Currently, the wealth accumulation definition in-
cludes more than financial aspects. It mingles social 
and ecological aspects within the business. Hence, 
the entrepreneur who balances the three aspects 
together, business, social and ecological, can gener-
ate wealth, and he/she can be called a sustainability 
entrepreneur and should be rewarded, e.g., with tax 
reduction (Tilley & Young, 2009). However, for con-



3

Problems and Perspectives in Management, Volume 21, Issue 1, 2023

http://dx.doi.org/10.21511/ppm.21(1).2023.01

ventional entrepreneurs, social and ecological values 
are no more than a chance to salve their consciences 
(Schlange, 2009). According to conventional entre-
preneurs, concentrating on realizing the ecological 
goals of the enterprise without a method of moneti-
zation could hinder the workflow. At once, excluding 
local communities from harvesting their traditional 
resources to create a nature reserve can cause social 
damage. Similarly, focusing on particular social val-
ues can drive environmental damage and financial 
failure. In addition, failure to sell eco-social products 
can stop the work (Tilley & Young, 2009).

Sustainability entrepreneurs can contribute to 
solving environmental and social issues through 
successful for-profit businesses. Maximizing prof-
its for sustainability entrepreneurs is the means to 
realize positive societal ends. Profit businesses in-
corporate market and social logic as pillars of their 
purposes, values, and activities (Stubbs, 2017). 
From any social entrepreneur’s perspective, an 
opportunity is defined as the potential to primar-
ily drive impact and value for society (Schlange, 
2009). Social entrepreneurs follow innovative 
ways to solve some social problems. Social en-
trepreneurship aspires to actualize social and 
economic goals as a double-bottom line (İyigün, 
2015). Societal collectivism depreciates the values 
of conventional entrepreneurship, while those of 
social entrepreneurship will be increased.

Furthermore, societal trust influences social en-
trepreneurship positively more than conventional 
entrepreneurship (Pathak & Muralidharan, 2016). 
Societies that demonstrate high levels of societal 
collectivism are interested in social values of so-
cial entrepreneurship more than economic values 
such as creating individual wealth. Interpersonal 
trust maintains cooperative norms in a given so-
ciety. This trust is required for social and conven-
tional entrepreneurship (Pathak & Muralidharan, 
2016). Relatively, all forms of entrepreneurship have 
social values within their overall mission and eco-
nomic objectives (Pathak & Muralidharan, 2016). 
The driving force that motivates entrepreneurial 
activity is the chance to incorporate entrepreneurs’ 
values into their operations (Tilley & Young, 2009).

Ecopreneurship considers both ecological and 
economic values. Environmental entrepreneur-
ship focuses on operating the double-bottom 

line in a manner that balances the goals of eco-
nomic and ecological sustainability (Zahedi & 
Otterpohl, 2015). This may be through develop-
ing and introducing environmentally-friendly 
solutions. For example, a collective profit may be 
obtained and sustained by the reduction of envi-
ronmental hazards and through changing public 
opinions and behaviors. At once, it considers the 
creation of eco-friendly products and services 
that is beneficial for society. Environmental pol-
lution accounts for social issues. Hence, entrepre-
neurship-driven-by-ecology has significant par-
allels with entrepreneurship-driven-by-society 
(Schlange, 2009). For human life to continue on 
Earth, ecopreneurship models address environ-
mental problems as a starting point. Moreover, 
ecopreneurs’ primary intentions are the positive 
development, regeneration, and preservation of 
natural systems. From the view of an eco-driven 
business, providing customers with eco-friend-
ly products and services could sustain the busi-
ness in the long run, secure its success, ensure 
its competitive advantage and save human life on 
Earth (Schlange, 2009).

Within the concept of entrepreneurship, sustain-
ability is defined as a conceptual platform that 
combines and moderates the three aspects of en-
trepreneurship discussed in this paper: conven-
tional entrepreneurship, ecopreneurship, and so-
ciety-driven entrepreneurship. Generally speak-
ing, sustainability-driven entrepreneurs may have 
a distinctive way of balancing the objectives of the 
three sustainability components (Schlange, 2009).

The goals of social, economic, and ecological as-
pects are integrated sequentially, not simultane-
ously (Belz & Binder, 2017). Sustainable entre-
preneurship aims to turn business activity from 
a part of the problem to a part of the solution 
(Abrahamsson, 2007). The same concept is defined 
as sustainability innovation deployment, which 
includes sustainability innovation and entrepre-
neurship. Therefore, sustainability entrepreneur-
ship and intrapreneurship focus on sustainability 
problems, searching for solutions, and developing 
innovative solutions to the market to make the or-
ganization more efficient, including sustainability 
(social, economic, and ecologic) within the busi-
ness mission to create added value. Sustainable 
entrepreneurship is an extension of the social 
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phenomenon of entrepreneurship. Preceding 
conceptual construction of sustain entrepreneur-
ship, ecopreneurship, and social entrepreneurship, 
these concepts primarily concern ecological and 
social dimensions of sustainability (Abrahamsson, 
2000). For a tentative definition of sustained entre-
preneurship, several dimensions have been high-
lighted. First, the concept indicates the impor-
tance of implementing entrepreneurial behaviors 
and activities to find innovative solutions to sus-
tainability-related problems (Abrahamsson, 2007). 
Second, sustainability entrepreneurship is defined 
as a “business with a cause,” meaning that the ac-
tivities of the entrepreneur are oriented toward 
finding solutions to “a sustainability-related prob-
lem with business organizing as a means to solve 
the problem” (Abrahamsson, 2007).

Moreover, sustainable entrepreneurship is a 
process in which sustainability comes as an at-
tachment to the process of entrepreneurship. 
Sustainable entrepreneurship realizes the sus-
tainability aspects of business activities and their 
impact on the processes and outcomes of the 
business (Abrahamsson, 2007). Sustainability-
driven entrepreneurs will contribute to devel-
oping their businesses successfully. Schlange 
(2009) also argues that sustainability entrepre-
neurs are distinguished in managing tasks aris-
ing from the triple-bottom-line nature of the 
business. The sustainability entrepreneurship 
model includes entrepreneurs with environ-
mental, social, and economic values and goals. 
These elements must be realized and imple-
mented to stabilize and sustain entrepreneuri-
al activity. Entrepreneurs are required to have 
excellent characteristics, which are needed for 
risk-taking and implementing all these aspects 
to move directly to sustainability entrepreneur-
ship. To achieve sustainable development, en-
trepreneurs must address all aspects consist-
ently (Tilley & Young, 2009). For sustainabili-
ty-driven entrepreneurs, ecological and social 
values go hand-in-hand with economic issues. 
Additionally, integrating the three dimensions 
of entrepreneurship also rounds up sustainable 
development (Belz & Binder, 2017). For example, 
the implementation of sustainability entrepre-
neurship will be effective if entrepreneurs adapt 
to reduce 60-90% of gas emissions of green-
houses by 2050 (Tilley & Young, 2009).

How does such a venture (sustainability-driven 
entrepreneurship) interact with customer loyal-
ty? Customer loyalty is a mutually beneficial and 
long-term relationship with a customer. Moreover, 
it is expressed as a permanent repurchase inten-
tion (Homburg et al., 2013). The business practices 
of corporate social responsibility (CSR) enhance 
customers’ trust and loyalty. The extrinsic social 
attribution of society-driven enterprises and their 
engagement with social responsibility generate 
customers’ awareness.

Additionally, customer-company identification 
and trust are vital benefits derived from social ac-
tivities (Homburg et al., 2013). For example, the 
co-founders of Coffee Circle established a direct 
link between coffee farmers and customers in 
Germany through the Internet. As a result, the 
co-founders eliminated the retailers. In addition, 
farmers have stuck to harvesting only red and ripe 
coffee berries. At once, customers were impressed 
by the idea of verified emission reduction certifi-
cates. Therefore, the co-founders have successfully 
implemented the business. Customers have been 
satisfied, and farmers have received a fair income 
sufficient to lead a decent life and feed their fam-
ilies. When a solution to a specific ecological or 
social problem is well-defined, this solution will 
meet a selected group of customers’ needs. It is not 
sufficient to identify a particular social or ecolog-
ical opportunity. It is also essential to transform 
that opportunity into a business concept focus-
ing on customer needs. The co-founders of Coffee 
Circle accessed the German coffee market with 
their fair-trade organic coffee through the Internet, 
avoiding conventional retailers. Ultimately, they 
built a sustainable brand that indicates the direct 
connection between two market partners: produc-
ers and customers (Belz & Binder, 2017).

It is crucial for sustainability entrepreneurs to 
be careful regarding the types of information 
they provide to their customers (Hapenciuc et al., 
2015). Customers’ awareness of environmental is-
sues and eco-label certifications is perceived as an 
effective tool to maintain customers’ loyalty and 
gain a competitive advantage. Eco-labelling also 
guides customers’ behavior and their purchas-
ing choices. Knowledge gained and awareness of 
the product’s environmental impact through the 
eco-label can influence customers’ eco-friendly 
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behavior. At once, that gives a glimpse into cus-
tomers’ attitudes toward ecological consumption 
(Testa et al., 2015). Certification schemes, such as 
the certificate of “The Forest Stewardship Council 
(FSC)” and “European Commission (EU)” eco-la-
bel, can support customers’ purchasing choices to-
wards eco-friendly products. The reliability of the 
producer is a critical tool that has to be exploit-
ed effectively in the marketing strategy and cam-
paigns to avoid misleading and vague assertions 
and magnify customers’ trust and loyalty (Testa 
et al., 2015).

Customers’ expectations regarding the social re-
sponsibility of the enterprise have to be systemat-
ically analyzed (Homburg et al., 2013). Customers 
who show more interest in social cause-oriented 
products and services maintain stronger, long-
term relationships with social projects. Society-
driven entrepreneurs should therefore identify 
and reach customers more concerned about social 
causes (Park et al., 2016). Therefore, entrepreneurs 
should be able to come up with products and ser-
vices with sustainable performance that sets cus-
tomers’ incentives. Such consideration and analy-
sis can help an entrepreneur develop a coherent so-
cial responsibility strategy (Homburg et al., 2013). 
Customers value creation and capture at the heart 
of sustainability entrepreneurship. Sustainability 
entrepreneurship to them is expected to be a sig-
nificant force in a universal transition toward sus-
tainability (Sokolovsky, 2009).

It is significant for entrepreneurs to integrate sus-
tainability, with the three core objectives of soci-
ety, economy, and ecology, into their venturing. 
However, it appears a particularly challenging task 
because of its contradictory nature. These three 
diverse concepts of entrepreneurship represent dif-
ferent trends of scientific research. Each of these 
concepts has its perspective and distinct approach, 
and it is necessary to rebuild them from the sus-
tainability perspective. Despite the complexity of 
the three-fold concept of sustainability, it has been 
proven to be beneficial as an expansion of entre-
preneurship driven by the economy, a motivator 
of entrepreneurship driven by society, and an en-
hancement of entrepreneurship driven by ecol-
ogy (Schlange, 2009). Society-driven enterprises 
directly compete with traditional businesses. To 
maintain sustainability, enterprises aspire to gain 

their customers’ long-term support. Therefore, 
customers’ involvement, identification, and com-
mitment are key drivers and critical constructs of 
their loyalty. Accordingly, customers’ involvement 
is derived from their intention to be involved in 
the causes related to the social activities of social 
programs. Their involvement establishes strong 
bonds with it through opinion-forwarding behav-
ior. While remaining committed to the venture’s 
social-oriented activities, the emotional bonds 
of customers become more substantial, and they 
start to share their positive opinions and swap ide-
as via social media. Therefore, this identification 
stage can help a firm increase its customer base 
and influence others. Then, social cause involve-
ment and strong identification enhance customers’ 
commitment and tendencies. Social entrepreneurs 
have the challenge of refining their marketing 
strategies to include more substantial involvement 
and commitment of their customers. As a start-
ing point, social entrepreneurs need to develop 
a well-rounded social media strategy to involve 
their customers actively, gain their support and 
commitment, and increase their customer base 
(Park et al., 2016).

Customer involvement means the degree to which 
exchange partners (customers and sustainabili-
ty-driven ventures) share the same values, beliefs, 
and goals (Park et al., 2016). At once, the driving 
force that motivates entrepreneurial activity is the 
chance to incorporate the partners’ values into the 
way they operate (Tilley & Young, 2009). If both 
parties share the same values, beliefs, and goals, 
they are expected to be predisposed to customer 
identification related to the sustainability-relat-
ed venture. This is because of the alignment be-
tween customers’ beliefs, goals, and values and 
those of sustainability-driven entrepreneurship 
(Park et al., 2016). In addition, the economic val-
ues and the importance of the products and ser-
vices play a crucial part in the organization’s sur-
vival. Integrating these issues into the business’ 
socio-ecological practices fosters customer trust. 
In turn, customer loyalty is expected to increase 
(Homburg et al., 2013). Customer involvement 
in sustainability-related causes, including social, 
ecological, and economic causes, affects sustain-
ability-driven entrepreneurship, knowing that 
sustainability-driven entrepreneurship may have 
a distinctive approach to balancing the objectives 
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of the three main components of sustainability: 
social, economic, and ecological (Schlange, 2009). 
The attractiveness of the venture depends on the 
similarities between its identity and the identity 
of its customers (Park et al., 2016). For customers 
with strong social orientation, social cause-related 
activities can enhance customer-company identi-
fication, differentiate the enterprise, and establish 
long-term relationships (Homburg et al., 2013). 

Customer commitment is a willingness and de-
sire to protect and maintain an ongoing strong 
correlation with the sustainability-driven en-
terprise. When customers identify their social-
ly-driven ventures, they remain engaged in caus-
es of social activities to emphasize harmony and 
seek common ground with social ventures (Park 
et al., 2016). Carefully targeted activities of so-
ciety-driven businesses can foster customer loy-
alty. Furthermore, these activities can increase 
customers’ trust and identification (Homburg et 
al., 2013). This maintains congruence between 
their concepts and values and venture image. 
In addition, customers will be highly motivated 
to expand their efforts on voluntary activities 
that benefit the organization (Park et al., 2016). 
Accordingly, “when consumers purchase from 
the social venture and become committed to the 
relationship, they internalize this behavior into 
their value system and are willing to continuous-
ly participate in cause-related activities” (Park et 
al., 2016). Consequently, it is expected that cus-
tomers who identify a sustainability-driven ven-
ture with economic, social, and ecological causes 
be characterized by intense reluctance to switch 
to other ventures. This is considered an indica-
tor of commitment to the sustainability venture. 
Customers may also find it challenging to find 
a venture that shares their values, beliefs, and 
goals. In general, it is suggested that customers 
who identify a sustainability-driven organization 
will be hesitant to change and switch to other or-
ganizations. That may give a customer a sense of 
oneness with the sustainability venture. Oneness 
is belonging to the venture’s values, beliefs, and 
ideas. It is a trade-off between short-term and 
long-term gains (Park et al., 2016). 

Therefore, the current study aims to investigate 
how customer loyalty created through custom-
ers’ identification, involvement, and commit-

ment to sustainability affects entrepreneurship. 
Sustainability includes economic, social, and 
ecological responsibility. Therefore, when cus-
tomers are highly involved with the sustainabili-
ty-driven venture’s causes, they will be commit-
ted to sustainability. Accordingly, the following 
hypotheses are developed:

H1: There are relationships between consum-
ers’ level of involvement, identification, and 
commitment and the sustainability-driven 
venture at α = 0.05.

H2: There are relationships between consum-
ers’ level of involvement, identification, and 
commitment and the economic-driven ven-
ture at α = 0.05.

H3: There are relationships between consum-
ers’ level of involvement, identification, and 
commitment and the social-driven sustaina-
bility venture at α = 0.05.

H4: There are relationships between consum-
ers’ level of involvement, identification, and 
commitment and the ecological-driven sus-
tainability at α = 0.05.

H5: Customers’ involvement, identification, and 
commitment affect customers’ intention to-
ward sustainability at α = 0.05.

H6: Customers’ involvement, identification, and 
commitment affect customers’ behavior to-
ward sustainability at α = 0.05.

2. METHODOLOGY 

This study uses a quantitative cross-sectional ap-
proach and descriptive research design illustrat-
ed by primary data collected through an online 
questionnaire. 

Considering the importance of collecting data 
from a representative sample, respondents were 
qualified using a 3-step process. First, the ques-
tionnaire of this study was structured based on a 
questionnaire and the research model of customer 
loyalty provided by Park et al. (2016). The ques-
tionnaire structure is combined with: 
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(1) Customers’ characteristics relevant to their 
level of involvement in sustainability-related 
causes;

(2) The characteristics of sustainability-driven 
ventures.

Second, definitions of “social responsibility 
program” and “eco-label” were provided. Third, 
Jordan customers who have experience purchas-
ing products and/or services from conventional, 
social, and/or ecological-driven ventures were 
invited to a structured-web survey. This proce-
dure resulted in a total of 400 respondents who 
completed the main body of the research ques-
tionnaire. The questionnaire was distributed 
online, and the responses were returned, valid 
for further analysis, and coded against SPSS. 
The factors of cause participation intentions 
and opinion-forwarding behavior were exclud-
ed from the final model due to large standard-
ized residuals.

All constructs used in this study were evaluated 
using a five-point Likert scale, where one indicates 
high significance, and five is high insignificance. 
After checking the validity and reliability of the 
tool, multiple regressions were carried out to test 
the effect of independent variables on dependent 
variables. The analysis shows that around 67% of 
participants ranged from 26 to 45 years old, while 
22% ranged from 16 to 25 years old. More than 
two-thirds of the respondents (around 72%) are 
females.

3. RESULTS

Table 1 shows the results of descriptive analysis, 
mean, standard deviation, minimum, and maxi-
mum values for each variable.

A Pearson Correlation Coefficient was used to test 
the correlation between independent and depend-
ent variables (Djamba & Neuman, 2002; Hair et 
al., 2010; Sekaran & Bougie, 2016). 

Table 2 shows a correlation between consumers’ 
level of involvement, identification, and commit-
ment and the sustainability-driven venture, where 
r equals 0.648, 0.572, and 0.723 at a significance 
level of 0.01. 

Table 2. Pearson correlation of loyalty  
to sustainability-related causes

Sustainability Involvement Identification Commitment 

Involvement in 

sustainability

Identification of 
sustainability

0.648**

Commitment to 

sustainability
0.572** 0.723**

Note: ** Correlation is significant at the 0.01 level (2-tailed).

Table 3 shows a correlation between customers’ 
level of involvement, identification, and commit-
ment and the economic-driven venture, where r 
equals 0.328, 0.371, and 0.480 at a significance lev-
el of 0.01.

Table 1. Descriptive analysis

Factors N Minimum Maximum Mean Std. Deviation
Involvement in economic-related causes 400 1.75 5.00 3.966 0.625

Identification with economic-related causes 400 2.00 5.00 4.114 0.539

Commitment to economic-related causes 400 2.00 5.00 4.120 0.749

Involvement in social-related causes 400 1.00 5.00 3.508 0.762

Identification with social-related causes 400 1.00 5.00 3.490 0.752

Commitment to social-related causes 400 1.00 5.00 3.693 0.815

Involvement in ecologically-related causes 400 2.33 5.00 3.993 0.550

Identification with ecologically-related causes 400 2.00 5.00 3.700 0.679

Commitment to ecologically-related causes 400 2.00 5.00 3.796 0.639

Cause participation intention 400 1.00 5.00 3.559 0.639

Opinion forwarding behavior 400 1.00 5.00 3.573 0.656

Involvement in sustainability-related causes 400 2.23 5.00 3.873 0.444

Identification with sustainability-related causes 400 2.50 5.00 3.803 0.486

Commitment to sustainability-related causes 400 2.10 5.00 3.840 0.569

Valid N (listwise) 400



8

Problems and Perspectives in Management, Volume 21, Issue 1, 2023

http://dx.doi.org/10.21511/ppm.21(1).2023.01

Table 4 shows a correlation between consumers’ 
level of involvement, identification, and commit-
ment and the social-driven sustainability venture, 
where r equals 0.639, 0.518, and 0.672 at a signifi-
cance level of 0.01. 

Table 5 shows a correlation between consumers’ 
level of involvement, identification, and commit-
ment and ecologically-driven sustainability, where 
r equals 0.598, 0.653, and 0.698 at a significance 
level of 0.01. 

Table 6 shows that when regressing the custom-
ers’ involvement, identification, and commitment 

against customers’ intention toward sustainabili-
ty, the results indicate that commitment has the 
highest effect on customers’ intention toward sus-
tainability (β = 0.307, t = 3.267, sig. = 0.001), and 
then identification (β = 0.262, t = 2.731, sig. = 
0.007), Finally involvement does not significantly 
affect customers’ intention toward sustainability 
(β = 0.062, t = 0.781, sig. = 0.436).

Table 7 shows that when regressing the custom-
ers’ involvement, identification, and commitment 
against customers’ behavior toward sustainabili-
ty, the results indicate that commitment has the 
highest effect on customers’ behavior toward sus-

Table 3. Pearson correlation of loyalty to economy-related causes

Economy Involvement Identification Commitment

Involvement in economy
Identification with economy 0.328**

Commitment to economy causes 0.371** 0.480**

Note: ** Correlation is significant at the 0.01 level (2-tailed).

Table 4. Pearson correlation of loyalty to society-related causes

Customer Loyalty Involvement Identification Commitment

Involvement in society 
Identification of society 0.639**

Commitment to society 0.518** 0.672**

Note: ** Correlation is significant at the 0.01 level (2-tailed).

Table 5. Pearson correlation of loyalty to ecology-related causes

Variable Involvement Identification Commitment

Involvement in ecological matters
Identification with ecological matters 0.598**

Commitment to ecological matters 0.653** 0.698**

Note: ** Correlation is significant at the 0.01 level (2-tailed).

Table 6. Customer loyalty and customer intention coefficients

Model 
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

1

(Constant) 0.576 0.344 1.677 0.095

Involvement 0.090 0.115 0.062 0.781 0.436

Identification 0.345 0.126 0.262 2.731 0.007

Commitment 0.344 0.105 0.307 3.267 0.001

Table 7. Customer loyalty and customer behavior coefficients

Model 
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

1

(Constant) 0.447 0.352 1.268 0.206

Involvement 0.137 0.117 0.093 1.170 0.243

Identification 0.343 0.129 0.254 2.648 0.009

Commitment 0.336 0.108 0.291 3.109 0.002
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tainability (β = 0.291, t = 3.109, sig. = 0.002), and 
then identification (β = 0.254, t = 2.648, sig. = 
0.009), Finally involvement does not significantly 
affect customers’ behavior towards sustainability 
(β = 0.093, t = 1.170, sig. = 0.243).

4. DISCUSSION 

This study suggests and tests a model for explor-
ing factors of consumers’ loyalty to sustainabil-
ity-driven ventures. The findings prove a signifi-
cant correlation between consumer involvement 
and the identification of economic, social, and 
ecological causes of sustainability-driven ven-
tures. Consequently, the results show that loyal-
ty to sustainability-driven ventures is limited to 
three key constructs: customer involvement, iden-
tification, and commitment to sustainability-driv-
en ventures.

The research results show that customer involve-
ment in sustainability-related causes positively 
correlates with their identification of sustainabil-
ity entrepreneurship. Furthermore, their identi-
fication of sustainability-related causes positive-
ly correlates with a commitment to sustainabili-
ty ventures. Therefore, the positive correlation of 
consumer involvement with identification and 
commitment was confirmed. Moreover, intention 
and opinion-forwarding behavior positively cor-
relate with factors of consumer involvement and 
loyalty. Generally, the results support the impor-
tance and relevance of enhancing strong custom-
er-sustainability venture correlations to maintain 
customer loyalty and gain ongoing support. This 
result is supported by previous studies, such as 
individual perception driving the behavior of en-
trepreneurs who seek an opportunity to start their 
own businesses (Schlange, 2009). Personal orien-
tation to sustainability affects defining opportu-
nity and sustainability of entrepreneur intention 
(Sung & Park, 2018). Customer commitment and 
identification mediate the correlation between 
loyalty and customer characteristics; this result 
supports Park et al. (2016). Sustainability ori-
entation dimensions, including commitment to 
environmental sustainability, affect sustainable 
entrepreneurship intention (Bapoo et al., 2022). 
Entrepreneurship sustainability affects entrepre-
neurship attitude and behavior (Sundawa et al., 

2020). Sustainability intention mediates the corre-
lation between sustainable entrepreneurship and 
sustainability behavior (Kimuli et al., 2020). The 
control of sustainability behavior and sustaina-
ble intention affects sustainable entrepreneurship 
(Sugianto & Selamat, 2021). Green entrepreneur-
ship intention positively influences green entre-
preneurship behavior (Amankwah & Sesen, 2021).

Moreover, the findings highlight the loyalty pro-
cess, where customers preserve long-term rela-
tionships with sustainability-driven ventures. The 
characteristics of highly involved customers in 
sustainability-related causes influence their re-
lationship with sustainability-driven ventures. 
Therefore, the findings indicate that customers’ 
commitment and identification play an important 
role in behavioral loyalty. One of the vital loyalty 
behaviors derived from the commitment and iden-
tification of sustainability-driven ventures is opin-
ion forwarding. The results also indicate that the 
ongoing relationship between highly involved cus-
tomers in social, ecological, and economic caus-
es will lead to higher engagement in sustainabil-
ity-driven ventures that embrace the exact causes. 
The highly involved customers in sustainability-re-
lated causes are more likely to maintain strong, 
long-term relationships with sustainability-driv-
en ventures. Customers who are more involved 
represent a more promising market segment for 
ongoing relationships with sustainability-driven 
ventures. Therefore, ventures that combine the tri-
ple-bottom-line social, ecological, and economic 
goals should focus their efforts on highly involved 
customers in sustainability-related causes. Such 
highly involved consumers are considered a pri-
mary target segment. To identify and reach high-
ly involved customers, sustainability-driven ven-
tures should be dedicated to the same goals, values, 
and beliefs as customers. Therefore, managers are 
advised to apply best business practices to differ-
entiate corporate engagement in social activities. 
Managers should ensure customers’ awareness of 
social cause-related activities. At the same time, 
distinct engagement will lead to distinct customer 
benefits. If the enterprise’s primary goal is to foster 
the customers’ trust and identification, it should 
concentrate on developing an effective strategy 
for social cause-related activities (Homburg et 
al., 2013). The virtuous circle between customers 
‘trust’ and ‘purchasing decisions’ can enhance op-
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portunities for raising customer loyalty through 
awareness campaigns, marketing initiatives, and 
special offers (Testa et al., 2015).

Furthermore, to increase the customer base and 
motivate them to spread positive opinions about 
the sustainability-driven venture, it is crucial to 
develop a strong emotional bond between both 
parties. For developing ongoing relationships 
with customers, social, ecological, and economic 
problems need to be identified. Moreover, mes-

sages that emphasize the long-term benefits of 
sustainability-related causes may be conveyed, 
which in turn strengthens the relationship be-
tween consumer beliefs and the sustainability 
image, leading to long-term customer commit-
ment. Therefore, marketing tactics are crucial, 
such as engaging in the social-media communi-
ty, issuing virtual badges, and requesting con-
sumer pledges, where successful membership 
programs may improve customers’ identifica-
tion and commitment.

CONCLUSION

To contribute to the prevailing debates on sustainability-driven entrepreneurship and how it inter-
acts with customers’ intentions and behavior, this study investigated the effect of customer loyalty (in-
volvement, identification, and commitment) to sustainability (social, economic, and ecological respon-
sibilities) on customers’ intention and behavior toward sustainability. The paper used a quantitative, 
cross-sectional, descriptive, and cause-effect method. Data were collected through the online survey 
from 400 customers from Jordan, then coded in SPSS. The validity and reliability of the tool were as-
sured before further analysis, which used multiple regressions.

The findings show a relationship between consumers’ loyalty (involvement, identification, and commit-
ment) and the sustainability-driven venture, where r equals 0.648, 0.572, and 0.723. Furthermore, the 
relationship exists between customers’ loyalty (involvement, identification, and commitment) and the 
economic-driven venture, where r equals 0.328, 0.371, and 0.480, and with the social-driven sustaina-
bility venture, where r equals 0.639, 0.518, and 0.672; finally, with the ecological-driven sustainability, 
where r equals 0.598, 0.653, and 0.698.

Moreover, customers’ involvement, identification, and commitment affect customers’ intention toward 
sustainability. The results indicate that commitment has the highest effect on customers’ intention to-
ward sustainability (β = 0.307), then identification (β = 0.262), while involvement does not significant-
ly affect customers’ intention toward sustainability (sig. = 0.436). Moreover, customers’ involvement, 
identification, and commitment affect customers’ behavior toward sustainability. The results indicate 
that commitment has the highest effect on customers’ behavior toward sustainability (β = 0.291), then 
identification (β = 0.254); finally, involvement does not significantly affect customers’ behavior toward 
sustainability (sig. = 0.243).

The study highlighted the loyalty process and the characteristics of the highly involved customers in sus-
tainability-oriented ventures, where customers’ commitment and identification play critical roles in be-
havioral loyalty. The highly involved customers in social, ecological, and economic causes will lead to 
higher engagement in sustainability-driven ventures that embrace the exact causes. The highly involved 
customers are more engaged in sustainability-related activities. Finally, a key loyalty driver is a custom-
er-enhanced commitment to sustainability-driven ventures derived from sustainability-related cause in-
volvement and identification. To increase the customer base, resources should be well allocated to develop 
a marketing strategy that converts interested customers into emotionally bonded and committed ones. 

Based on these results, the study recommends that all organizations consider the sustainability varia-
bles within their strategies and daily activities to gain customer intention and direct their behavior to-
ward sustainable products and services. In addition, the study recommends conducting similar studies 
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in other countries, especially Arab countries, because they are similar in their culture to Jordan. Other 
studies are needed to confirm the results about involvement’s insignificant effect on customers’ inten-
tions and behavior toward sustainability.

AUTHOR CONTRIBUTIONS 

Conceptualization: Shafig Al-Haddad, Duaa Azzam Al-Baw, Diana Altamimi.
Data curation: Shafig Al-Haddad, Duaa Azzam Al-Baw.
Formal analysis: Duaa Azzam Al-Baw.
Investigation: Shafig Al-Haddad, Duaa Azzam Al-Baw, Abdel-Aziz Ahmad Sharabati, Diana Altamimi.
Methodology: Shafig Al-Haddad, Duaa Azzam Al-Baw.
Project administration: Shafig Al-Haddad, Duaa Azzam Al-Baw.
Resources: Duaa Azzam Al-Baw, Abdel-Aziz Ahmad Sharabati, Diana Altamimi.
Software: Diana Altamimi.
Validation: Abdel-Aziz Ahmad Sharabati, Diana Altamimi.
Writing – original draft: Duaa Azzam Al-Baw.
Writing – review & editing: Shafig Al-Haddad, Abdel-Aziz Ahmad Sharabati.

REFERENCES

1. Abrahamsson, A. (2000). 
Sustainopreneurship – Business 
with a Cause (Master’s Thesis). 
Växjö University. Retrieved from 
http://www.diva-portal.org/
smash/get/diva2:205051/FULL-
TEXT01 

2. Abrahamsson, A. (2007). 
Researching Sustainopreneurship 
conditions, concepts, approaches, 
arenas, and questions: An 
invitation to authentic 
sustainability business forces. 
13th International Sustainable 
Development Research Conference 
(pp. 1-22). Mälardalens Högskola, 
Västerås. 

3. Amankwah, J., & Sesen, H. (2021). 
On the relation between green 
entrepreneurship intention and 
behavior. Sustainability, 13(13), 
7474. https://doi.org/10.3390/
su13137474 

4. Ambros, M., & Biberhofer, 
P. (2018). Fostering Higher 
Education for Sustainability-
Driven Entrepreneurship: The 
CASE Knowledge Platform. 
Gaia – Ecological Perspectives for 
Science and Society, 27(1), 185-
187. https://doi.org/10.14512/
gaia.27.1.18 

5. Bapoo, M. A., Tehseen, S., Haider, 
S. A., Yusof, M., & Motaghi, H. 
(2022). Sustainability Orientation 
and Sustainable Entrepreneurship 

Intention: The Mediating Role 
of Entrepreneurial Opportunity 
Recognition. Academy of 
Entrepreneurship Journal, 28(2), 
1-23. Retrieved from https://
www.researchgate.net/publica-
tion/356634652 

6. Belz, F. M., & Binder, J. K. (2017). 
Sustainable Entrepreneurship: 
A Convergent Process Model. 
Business Strategy and the 
Environment, 26(1), 1-17. https://
doi.org/10.1002/bse.1887 

7. Bergh, L., & Dee, N. J. 
(2013). Sustainability-Driven 
Entrepreneurship: Perceptions 
of Challenges and Obstacles in a 
South African Context. University 
of Cambridge.

8. Buah, E. (2013). The Paradox 
of Sustainable Development: 
A Conceptual Framework for 
Sustainability-Driven Family 
Entrepreneurship from Socio-
Emotional Wealth Perspective. 
Jyväskylä: University of Jyväskylä.

9. Djamba, Y. (2002). Review 
of Social Research Methods: 
Qualitative and Quantitative 
Approaches, by W. L. Neuman. 
Teaching Sociology, 30(3), 380-381. 
https://doi.org/10.2307/3211488 

10. Hair, J. F., Black, W. C., Babin, 
B. J., & Anderson, R. E. (2010). 
Multivariate data analysis (7th ed.). 
Prentice-Hall.

11. Hapenciuc, C. V., Pînzaru, F., 
Vătămănescu, E. M., & Stanciu, P. 
(2015). Converging sustainable 
entrepreneurship and the 
contemporary marketing practices. 
An insight into Romanian start-
ups. Amfiteatru Economic, 17(40), 
938-954. Retrieved from http://hdl.
handle.net/10419/168958 

12. Homburg, C., Stierl, M., & 
Bornemann, T. (2013). Corporate 
Social Responsibility in Business-
to-Business Markets: How 
Organizational Customers 
Account for Supplier Corporate 
Social Responsibility Engagement. 
Journal of Marketing, 77(6), 
54-72. https://doi.org/10.1509/
jm.12.0089 

13. İyigün, N. Ö. (2015). What 
could Entrepreneurship do for 
Sustainable Development? A 
Corporate Social Responsibility-
Based Approach. Procedia – Social 
and Behavioral Sciences, 195, 1226-
1231. https://doi.org/10.1016/j.
sbspro.2015.06.253 

14. Kelley, D., Singer, S., & 
Herrington, M. (2016). Global 
Entrepreneurship Monitor GEM 
2015/2016. Retrieved from http://
www.gemconsortium.org/report 

15. Kim, M. K., Wong, S. F., Chang, Y., 
& Park, J. H. (2016). Determinants 
of customer loyalty in the Korean 



12

Problems and Perspectives in Management, Volume 21, Issue 1, 2023

http://dx.doi.org/10.21511/ppm.21(1).2023.01

smartphone market: Moderating 
effects of usage characteristics. 
Telematics and Informatics, 33(4), 
936-949. https://doi.org/10.1016/j.
tele.2016.02.006 

16. Kimuli, S. N. L., Orobia, L., Sabi, 
H. M., & Tsuma, C. K. (2020). 
Sustainability intention: mediator 
of sustainability behavioral control 
and sustainable entrepreneurship. 
World Journal of Entrepreneurship, 
Management and Sustainable 
Development, 16(2), 81-
95. https://doi.org/10.1108/
WJEMSD-12-2019-0096 

17. Moonesar, I. A., Stephens, M., 
Batey, M., & Hughes, D. J. (2019). 
Government Innovation and 
Creativity: A Case of Dubai. In 
Future Governments (Actions 
and Insights – Middle East 
North Africa, 7) (pp. 135-155). 
Emerald Publishing Limited. 
https://doi.org/10.1108/s2048-
757620190000007007 

18. Nour, A. I., Sharabati, A.-A. 
A., & Hammad, K. M. (2020). 
Corporate Governance and 
Corporate Social Responsibility 
Disclosure. International Journal 
of Sustainable Entrepreneurship 
and Corporate Social Responsibility, 
5(1), 20-41. https://doi.
org/10.4018/ijsecsr.2020010102 

19. Park, J., Chung, T. D., Hall-phillips, 
A., & Nwamaka, A. (2016). Loyalty 
to Social Ventures in Social 
Media: The Role of Social Cause 
Involvement, Identification, and 
Commitment. Journal of Nonprofit 
& Public Sector Marketing, 28(3), 
185-208. https://doi.org/10.1080/1
0495142.2015.1015378 

20. Pathak, S., & Muralidharan, E. 
(2016). Informal Institutions and 
Their Comparative Influences 
on Social and Commercial 
Entrepreneurship: The Role 
of In-Group Collectivism and 
Interpersonal Trust. Journal 
of Small Business Management, 
54(S1), 168-188. https://doi.
org/10.1111/jsbm.12289 

21. Schlange, L. E. (2009). Stakeholder 
identification in sustainability 
entrepreneurship: The role of 
managerial and organisational 
cognition. Greener Management 
International, 55(13), 13-32. 

22. Sekaran, U., & Bougie, R. (2016). 
Research Methods For Business: A 

Skill-Building Approach (7th ed.). 
John Wiley & Sons Ltd.

23. Sharabati, A. A. A. (2018). Effect 
of corporate social responsibility 
on Jordan pharmaceutical 
industry’s business performance. 
Social Responsibility Journal, 14(3), 
566-583. https://doi.org/10.1108/
SRJ-12-2016-0221 

24. Sokolovsky, J. (2009). The cultural 

context of aging: Worldwide 

perspectives. Praeger Publishers/
Greenwood Publishing Group.

25. Somsuk, N. (2014). Prioritizing 
Drivers of Sustainable 
Competitive Advantages in Green 
Supply Chain Management Based 
on Fuzzy AHP. Journal of Medical 

and Bioengineering, 3(4), 259-
266. https://doi.org/10.12720/
jomb.3.4.259-266 

26. Stubbs, W. (2017). Sustainable 
Entrepreneurship and B Corps. 
Business Strategy and the 

Environment, 26(3), 331-344. 
https://doi.org/10.1002/bse.1920 

27. Sugianto, M., & Selamat, F. (2021). 
The Effect of Sustainability 
Behavioral Control on Sustainable 
Entrepreneurship Among MSMEs 
in Jakarta and the Greater 
Area: The Role of Sustainable 
Intention. Proceedings of the 

tenth International Conference 

on Entrepreneurship and Business 

Management 2021 (ICEBM 2021).

28. Sundawa, D., Ratmaningsih, N., 
& Anggraini, D. N. (2020). The 
Impact of Entrepreneurship 
Sustainability 4.0 on Social 
Learning towards Students‘ 
Entrepreneurial Attitude and 
Behavior. Proceedings of the 

International Conferences 

on Information System And 

Technology (CONRIST2019) 

(pp. 136-142). https://doi.
org/10.5220/0009906901360142 

29. Sung, C. S., & Park, J. Y. (2018). 
Sustainability orientation and 
entrepreneurship orientation: 
Is there a trade-off relationship 
between them? Sustainability, 
10(2), 379. https://doi.
org/10.3390/su10020379 

30. Testa, F., Iraldo, F., Vaccari, A., & 
Ferrari, E. (2015). Why eco-labels 
can be effective marketing tools: 
Evidence from a study on Italian 
consumers. Business Strategy and 
the Environment, 24(4), 252-265. 
https://doi.org/10.1002/bse.1821 

31. Tilley, F., & Young, W. (2009). 
Sustainability entrepreneurs: 
Could they be the true wealth 
generators of the future? Greener 
Management International, 55, 79-
93. Retrieved from https://eprints.
whiterose.ac.uk/77342/ 

32. Zahedi, A., & Otterpohl, R. 
(2015). Towards sustainable 
development by creation of 
green social entrepreneur 
communities. Procedia CIRP, 26, 
196-201. https://doi.org/10.1016/j.
procir.2014.07.037 

33. Zhao, F. (2005). Exploring the 
synergy between entrepreneurship 
and innovation. International 
Journal of Entrepreneurial 
Behaviour and Research, 
11(1), 25-41. https://doi.
org/10.1108/13552550510580825 


	“How does customer loyalty to sustainability affect entrepreneurship?”
	_Hlk515464776

