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Abstract:

This study seeks to analyze the impact of the green brand
image, with its dimensions (brand awareness, brand trust,
and environmental reputation), on the online purchase
intention of environmentally conscious consumers in Basra
Governorate, in light of the growing global trend toward
sustainability and digital transformation. The importance of
this research stems from the challenge faced by brands in
building a credible green image capable of influencing
purchasing behavior in digital environments, especially as
consumers have become more aware of environmental
issues and more sensitive to the credibility of marketing
messages and product sustainability.  Although many
companies have begun to adopt sustainable practices in
their products and communication strategies, the extent to
which these practices are reflected in online purchase
intention remains inconclusive in the Arab and Iraqgi
context. This reveals a research gap concerning the need to
understand how the green brand image contributes to
shaping purchase intention, and the role of perceived value
as a mediating variable within this influence pathway.
Accordingly, the research problem is defined by the
following main question: What is the impact of the green
brand image on online purchase intention, and what is the
role of perceived value as a mediator in this relationship
from the perspective of environmentally conscious
consumers in Basra Governorate? Based on this problem,
the study adopted a descriptive—analytical approach and
collected data through an electronic questionnaire
distributed to a sample consisting of (286) consumers who
use digital platforms for purchasing within Basra
Governorate. The data were analyzed using the statistical
software SPSS version 25 to test the study hypotheses
related to correlation relationships and direct and indirect
effects. The results showed the presence of positive and
statistically significant correlations between the dimensions
of green brand image and online purchase intention. The
dimension of brand trust was the most influential, followed
by environmental reputation and then brand awareness. The
results also indicated that the statistical model explains
(61.9%) of the variance in online purchase intention,
confirming that brands that provide credible environmental
practices and adopt transparency in their messages are able
to enhance consumers’ perceived value, thereby increasing
the likelihood of purchasing through digital platforms.
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