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Abstract

:

Studies that examine green banking practice from the relationship marketing perspective are limited. Bearing in mind the importance of loyalty to managers in the banking industry, and the increase in the call for greater sustainability performance from banking firms by customers, our study explore customers’ perception on green banking practice and its effect on bank loyalty. It also investigates the mediating effect of green image and bank trust in the relationship between green banking practice and bank loyalty. Through a quantitative survey, data for this study was adopted from 551 customers of the retail banking sector in North Cyprus. The structural equation modeling technique was used to test the relationship between the study variables. Results from the structural equation modeling analysis conducted indicated a direct and significant influence of green banking practice on green image, bank trust, and bank loyalty. Green image significantly affects bank trust and bank loyalty. No significant relationship exist between bank trust and bank loyalty. Green image mediates the relationship between green banking practice and bank loyalty, while bank trust does not mediate the relationship between green banking practice and bank loyalty.
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1. Introduction


Issues relating to the environment is considered to be a very important factor in marketing [1]. This has engendered the green marketing concept, which is centered on developing marketing strategies that meet the environmental desires of customers [2]. As with traditional marketing, greening which can be linked to the social marketing concept involves identifying green attitudes and behaviors that could be used in developing green ideas and products [3], and encourage the integration of factors with economic, social, and environmental benefits when delivering values [4].



Adopting green approaches could be viewed as a socially responsible strategy, which reaffirms a company’s commitment to their corporate social responsibilities, and serves as a yardstick which could be used in fortifying a firm’s performance [5]. This is also considered to be a challenge for most industries globally regarding the adoption and implementation of appropriate and effective green strategies [6], which are vital measures for modern-day business [7].



It is important to note that the environmental commitment of firms is becoming a significant factor on which investors base their decisions [8]. Investors evaluate firms based on their eco-efficiency standards [9], which has led to a significant number of firms investing their resources in green innovations as a means of maximizing return on investment and reducing environmental degradation [10], and has also been used as a strategy for enhancing value creation and reducing risk in the financial market in particular [11]. For instance, over 30 billion dollars have been invested in clean energy as a way of promoting green banking [12].



The need for the adoption of green banking practice is considered to be very important because of its environmental, corporate, and social benefits [13]. In addition, green banking can be used as a competitive advantage for customer retention [14], which is as a result of the increase in the call for an ideal environment, thereby switching clients’ attention from the conventional banking approach to the green banking approach [15].



This study systematically examines the perspective of customers on green banking practice and its effect on bank loyalty. It also explores the mediating role of green image and bank trust in the relationship between green banking practice and bank loyalty.



Our study adds more substance to the current knowledge of green banking and green marketing by closing several research gaps. For instance, most of the studies on green practice are centered on how green practice could be used to improve the clean energy market [16], or as a medium for attaining global sustainability [17,18]. The few studies that explore the relationship between green practice, trust, and loyalty [19], examined the potential influence of perceived green value on green trust and green loyalty and the effect of green trust on green loyalty. Despite the increasing importance of the green banking approach, empirical evidence on how green banking practice affects bank trust and bank loyalty is lacking. Furthermore, academics have paid significant attention on corporate image [20,21,22]. For instance, Dick and Basu explored the effect of customers’ perception on corporate image and its influence on loyalty [21]. Despite the importance of green practices to the overall corporate image of firms [22], limited empirical studies have attempted to investigate the relationship between green image and bank loyalty. In addition, studies used the socially responsible investment (SRI) theory [18] as a yardstick for greening the financial system. Despite such findings, studies that adopted the SRI theory as a means of strengthening bank loyalty through green banking practice are limited.




2. Theoretical Framework and Hypothesis


2.1. Socially Responsible Investment Theory


The socially responsible investment (SRI) theory, which is motivated by the need to invest ethically, is said to have been in practice since the ancient days of Christianity, Islam, and Judaism, respectively [23]. As with any other complex concept, there seems to be no consensus yet regarding the definition of the SRI theory [24]. For instance, terms such as ethical, sustainability, social, environmental, green investment, at different instances, have been inter used as a logic for SRI [25,26]. Moreover, community investing and impact investing are common phrases that have, on several occasions, been swapped for each other when talking about SRI theory. SRI theory centers on integrating individual value and societal wellbeing as important factors which should be considered when evaluating investment choices [26,27]. Similar studies viewed SRI as a social impact investment that could be in-form of direct SRI or indirect SRI, with both categories significantly enhancing the social benefits of investors and that of the community [28,29].



The SRI theory focuses on encouraging the use of finance in the actualizations of both financial and other life goals [30], and socially motivated financial firms, such as the micro finance institutions, have over the years, been used for solving environmental challenges, job creation, and urban and rural development [31]. Furthermore, the SRI theory has been empirically viewed from the social, environmental, and sustainability dimensions [25]. The social dimension focuses on using finance to accomplish both financial and social values, beliefs, and goals simultaneously [32,33,34,35], the environmental dimension aims at exploring financial benefits by adopting environmentally concerned investments [36,37,38], while the sustainability aspect focuses on the involvement in businesses with financial, social, and environmental benefits [39,40,41].



The SRI theory serves as a blueprint which could be used to enhance the relationship between green banking practice and green image, bank trust, bank loyalty, and focusing on socially responsible investment as a means of improving sustainability performance has been considered to be of advantage to both policymakers and managers [42]. For instance, one of the essential prerequisites of a green bank is to be socially responsible by considering the impact of intended or existing projects on the safety of the environment in a short and long term before approving loans [43]. This results from the high demands from present-day stakeholders which have gone beyond factors such as return on investment and low risk [44]. Investors now attach positive attitudes toward SRI because of its social and environmental benefits [45]. This has also been considered as an important approach that could be used by firms in establishing a positive image, which in return could be instrumental for employee retention, and in strengthening the relationship between firms and customers and government [46]. In addition, preference for social and environmental benefits is considered to have a significant influence on the investment decisions of stakeholders [47], which can be supported by the willingness of stakeholders to trade off a significant portion of their financial returns from investments, for social benefits [48]. Furthermore, Igbudu et al. proposed the SRI concept as an instrumental approach necessary for enhancing corporate image and bank loyalty through sustainable banking practices [49].




2.2. Green Banking Effect


The economic hardship experienced as a result of the global economic meltdown during the period 2007–2008, called for the adoption of ideal measures in banking, that should be used for the common good of the society [50,51], and the green banking approach is one of the few concepts that has been identified to be appropriate in the delivery of banking products and services for the greater good of mankind [52,53]. As a means of ensuring an ideal energy development, green banking as a concept gained prominence in 2008 [16], which has led to the establishment of green banks in various countries (such as Australia, Japan, Malaysia, United Kingdom, United States of America), aimed at developing green financing as an important measure which could facilitate the attainment of the green agenda at all levels of society [54].



A banking system that is value-driven, and meets the desires of the customers by ensuring the safety of their deposits, investments and the environment is considered to be a green bank [55,56], and adopting a green banking approach is considered to be vital for risk reduction [57]. The main focus of green banks is considered to be in the development of green technologies that are commercially feasible, with low risk, and could be used as a hub for generating benefits for investors [58]. Therefore, contrary to the conventional banking approach, a green bank is one that adopts operational techniques that are beneficial to the environment [53].



A public or seemingly public financial firm which adopts innovative techniques for financing and developing the market, in collaboration with the private sector, for the development of technologies that enhance clean energy, could be considered as some of the major characteristics of a green bank [16]. Questions on the importance of renewable energy financing have been raised [59], and improving the renewable energy market through financial development is considered an important approach for battling environmental challenges, such as climate change [60]. The essence of green banking is to minimize the cost of energy for customers and improve investments that could be used to attain a minimal carbon economy [61]. This could be achievable by utilizing public funds to grasp investment from the private sector in developing innovative technologies for clean energy. From a multi-dimensional perspective, green banking is centered on rapidly improving the growth of the clean energy market, ensuring cleaner and affordable energy for consumers, creating jobs, and safeguarding taxpayers’ finances [16].



Adopting green values could be beneficial to banks and stakeholders because such an approach enhances operational efficiency, minimizes fraud and the cost of banking [6]. In addition, green investment is considered as a vital tool for cementing long term relationship between firms and banks [62]. Attaining the global environmental goal requires financial institutions, such as banks, to show greater commitment to green investments [63]. However, achieving this goal is considered to have been hindered by the insufficiency of ‘green financing’ [64,65]. Developing and implementing policies that support green credit, and providing subsidies for the production of renewable energy could be considered as an important step banks could use to improve green financing [65]. Furthermore, providing green credit for green projects that control environmental pollution is considered to be very significant for the development of green financing and the economy [66].



Some factors serve as barriers for sufficient investment in green projects, such as green energy. For instance, insufficient documentation provided by companies seeking finance for clean energy projects present banks with little information to ascertain the benefits and importance of investing in such projects [67]. This, in return, may discourage banks from investing in clean energy projects. From the consumer perspective, despite the considerable reduction in the cost of clean energy innovations, consumers still find it difficult to subscribe to clean energy innovations because of factors such as the upfront costs which are usually high [68].



When talking about the importance and effect of green banking practice, customers now focus on banks that are more responsible and are concerned about and committed to preserving the environment [69]. In line with this, present-day customers or investors do not only consider the safety of their deposit or investment as a reason for relying on a bank but also consider the prospect of their deposit or investment being used to improve the environmental and living standards of the society [55]. A similar study conducted indicated a positive effect of green value on trust [70]. Integrating environmental issues into marketing strategies is considered as leverage toward enhancing loyalty [71]. Furthermore, adopting a green approach to banking as a way of enhancing sustainability is considered as an adequate measure for building a positive image of banks [18].



The perception of customers about a firm’s value has a significant effect on the loyalty of such a customer to the firm [72]. A similar study indicated that the post-purchase behavior of a customer is hugely affected by the customer perception of a firm’s value [73]. Furthermore, Chen posited that there is a positive relationship between green value and loyalty [70]. Based on the above assertions, we propose the following hypotheses:




H1.The relationship between green banking practice and green image is significant.






H2.The relationship between green banking practice and bank trust is significant.






H3.The relationship between green banking practice and bank loyalty is significant.






2.3. Green Image Effect


The call for more environmental or green approaches to be integrated with other approaches for marketing goods and services has been trending over the decade [74]. This is as a result of the willingness of individuals to spend more on green products and services [17,75]. Moreover, the benefit of a pro-environmental society to social wellbeing is considered to be higher in societies where individual green self-image is high [76], and according to research, individuals with a high green self-image tend to be more satisfied with life [76,77].



There seems to be a relationship between the concepts of green image and corporate image. This is because the activities of firms which affect nature and the environment have become an important factor for building corporate image [78]. Furthermore, communicating the environmental commitments, which represent the green image of any given firm, significantly enhances the overall corporate image of such a firm [22].



Stakeholders’ perception about firms, which could be through the various signals (corporate vision, culture, company’s name, and logo) a firm present to the public, determines the image of a firm [20]. Therefore, adopting a positive attitude toward environmental issues creates an environmentally-friendly image that could be used in building a green image [79]. There are several benefits a firm could gain from adopting or having a green image. For instance, having a green image reduces scrutiny from the government and non-governmental organizations [80], and consolidates firm–stakeholder relationships [81]. This stresses the need for firms to frequently communicate their environmental commitment to the public as a way of showing concern for green issues [82].



Managing the image of banks should be the responsibility of all involve in the operational activities of the bank [83]. Furthermore, when corporate social responsibility is perceived by stakeholders to be ideal, which could be built by the green innovative awareness of a firm, the trustworthiness of such a firm to deliver on its promises is improved [82]. In addition, firms that build a positive corporate image are likely to improve customers trust, and the possibility of the customer communicating positively about the firm is likely in such situations [84]. Further research on the effect of green image on green trust indicated a positive relationship between both variables [85].



When talking about the determinants of loyalty, patronage could be repeated on a product or service whose firm maintains a positive image [21]. Moreover, customers maintain a loyal relationship with firms that present a good corporate image [86]. Findings from a related study opined that the level of loyalty could be determined by the perception of customers about the corporate image of a firm [87]. In addition, a similar study identified a significant impact from the corporate image of firms on loyalty [88]. Therefore, it is in line with the above mentioned, we propose the following hypotheses:




H4.The relationship between green image and bank trust is significant.






H5.The relationship between green image and bank loyalty is significant.






2.4. Bank Trust


The situational nature of trust makes it difficult to conceptualize [89]. This has attracted significant attention on trust from various disciplines and in various contexts [90]. Trust could be defined as a conviction that an actor will act in accordance with expected behaviors [91,92,93]. From the green perspective, relying on a firm based on their green commitment and performance could be considered as green trust [94]. Trusting a financial firm could be described as an individual having confidence that their deposit or investment is safe with the financial firm [95]. Furthermore, trust is considered as an important factor for financial system effectiveness [96] and is also considered to be an essential factor for sustaining the relationship between banks and customers [97].



There are several factors that have been identified as a determinant of trust. For instance, the compatibility of value which could otherwise be seen as value congruent is considered to be an important determinant of trust [98]. In addition, factors such as competence, customer orientation, integrity, transparency, are considered as important factors that influence trust [97]. A related study opined that security, reputation, mobility, and customization are important determinants of trust [99]. From the banking perspective, factors such as self-reported wellbeing, financial status are considered as influential determinants of bank trust [100]. The ability to act reliably, adhere to principles, and show commitment to the interest of the public has, in a different study, been considered as the determinants of bank trust [101]. The geographical proximity of a financial service provider has also been seen as a determinant that builds trust [102]. This is because an individual’s inability to reach their bank physically within a day likely diminishes the level of trust of such individual in the financial firm.



There are several studies that emphasize the importance of trust in the firm–customer relationship [103,104,105,106]. In line with this, the level of trust customers have in a company is considered to have a significant influence on the loyalty of the customer to the company [107]. A further study conducted by van Esterik-Plasmeiber and van Raaij discovered the importance of trust on bank loyalty [97]. From a more precise perspective, Chen indicated a positive impact of green trust on green loyalty [70]. Based on this finding, we propose that:




H6.There is a significant relationship between bank trust and bank loyalty.






2.5. Mediating Role of Green Image and Bank Trust


In line with the principles of the SRI theory, this study opines that the relationship between green banking practice and bank loyalty is mediated by green image and bank trust. The rationale of this hypothesis is on the standing that customer–firm relationship is enhanced by external factors, such as brand perception and image [108]. It is in line with this assertion, we propose that:




H7.The relationship between green banking practice and bank loyalty is mediated by green image.






H8.The relationship between green banking practice and bank loyalty is mediated by bank trust.







3. Methods


3.1. Research Design


This study focused on customers of the retail banking sector in North Cyprus. The reason for adopting the retail banking sector was because common green banking practices, such as digital banking, have been adopted by the majority of the banking firms in the sector.



Questions from valid and related studies were adopted, modified, and used in developing the study questionnaire electronically, through the Google form platform. With English and Turkish being the most spoken languages in the northern part of the island, the study questionnaire was developed in English and then translated into the Turkish language, using the recommended back-translation method [109]. As a way of ensuring adequacy in relation to the study context, the questionnaire was reviewed by two academics in the marketing field who were natives of Turkey, who had a sound understanding of English.



The questionnaire comprised five sections; demography, statements on green banking practice, green image, bank trust, and bank loyalty. The demography section comprised the respondents’ details on age, gender, education qualification, and number of years with the bank. The green banking section comprised five questions adopted from an existing study [19]. Five items were adopted for testing green image [49], five items were adopted for testing bank trust [19], and four items were adopted for testing bank loyalty [19].



Over 1500 customers of retail banks on the island were identified through various social media pages (especially Facebook and Twitter), who had either liked, shared or commented on the social media pages of their bank. The researcher sent a private message to the customers, containing a detailed explanation of the study intentions, and a link to the study questionnaire. As a means of avoiding the possibility of common method bias and encouraging participation, the researcher ensured the anonymity of respondents, questions that led to a direct yes or no answer were avoided.



An initial pilot survey with a sample size of 20 was conducted to ascertain and ensure that the questionnaire items were rightly understood. After screening for missing data in a row, unengaged responses, and outliers, a total of 551 valid data out of the 850 responses received was adopted for this study. The respondents answered the questions based on a 5 point Likert scale, ranging from 1–strongly disagree to 5–strongly agree.



As indicated in Table 1, 50.3% of the respondents were male, while 49.7 were female. Over 4.5% of the respondents were below the age of 20, 59.3 were 21 to 30, 26.7% were 31 to 40, 8.9% were 41 to 50, and 0.5% were 51 and above. 8% of the respondents had a doctorate degree, 17.6% had a master’s degree, 40.5% had at least a bachelor’s degree, and 33.9% had other qualifications. On the number of years with bank, over 11.3% of the respondents indicated to have been customers with their bank for below 3 years, 12.3% were customers for 4 to 6, 34.7% were customers for 7 to 9 years, 6.7% were customers for 10 to 14 and 35% were customers for 15 years and above.




3.2. Analytical Techniques


The exploratory factor analysis (EFA), confirmatory factor analysis (CFA), and the structural equation modeling (SEM) were the three major analytical techniques used by the researcher in examining the applicability of the study model and to determine the influence of each of the study variable.



In the process of the EFA analysis, the researcher encountered issues such as low factor loading and cross-loading of questionnaire items. Such items were discarded and not considered for further analysis (e.g., GB3, GB4, GB5, GI1, GI5, BT3, BT4, and BT5).



Values of Cronbach’s alpha were used to test the internal reliability of the study variables, while the value of standardized factor loading, average variance extracted (AVE), composite reliability (CR), and the model fit indices, were used to measure the convergent validity of the study. Furthermore, to ascertain discriminate validity, the researcher compared the AVE with squared inter-construct correlation (SIC).





4. Results


4.1. Convergent Validity


Results from Table 2 indicate that the convergent validity is satisfactory. Values of Cronbach’s alpha for all the constructs ranging from 0.783 to 0.832 were all acceptable, which, according to research, should not be less than 0.7 [110]. The standardized factor loading for all items was above the minimum recommended value of 0.6 [111]. Values for CR for all the constructs were above the minimum recommended value of 0.7 [112,113]. The AVEs for all construct were above the cut-off point of 0.5 [111,112].



The measurement model fit indices as seen in Table 3, which include: Chi-square/degree of freedom (χ2/df) = 3.690, comparative fit index (CFI) = 0.970, goodness of fit index (GFI) = 0.963, adjusted goodness of fit index (AGFI) = 0.930, root mean square error of approximation (RMSEA) = 0.070, standardized root mean residual (SRMR) = 0.04, were all in accordance with previous studies [111,114].




4.2. Discriminant Validity


Comparing the AVE with the SIC, result from Table 4, indicates that the AVEs were higher than the SICs [112,115]. This shows the presence of discriminant validity.




4.3. Test of Hypothesis


Results from the structural relationship, as seen in Table 5 and Figure 1, indicate that hypotheses H1 to H5 are supported.



This implies that there is a statistical and significant impact of green banking practice on green image (β = 0.560, p = 0.001), which is in agreement with previous and related findings [70]. Green banking practice has a significant impact on bank trust (β = 0.139, p = 0.006), which also support prior findings [69], and green banking practice has a significant influence on bank loyalty (β = 0.163, p = 0.001), thereby supporting the findings of a related study [19]. Green image has a significant impact on bank trust (β = 0.094, p = 0.062), and bank loyalty (β = 0.357, p = 0.001), which is related to previous findings [21,86]. Further findings indicated that hypothesis H6 is not supported. Meaning that the impact of bank trust on bank loyalty (β = 0.001, p = 0.969), is not statistically significant.



Results from the mediation analysis as seen in Table 6, indicate that the standardized regression weight of the path GB → BL, decreased to 0.119, p = 0.001, and the path coefficient of GB → GI → BL is 0.346, p = 0.009, which implies that the relationship between green banking practice and bank loyalty is partially mediated by green image, which is similar to the findings of previous study [49]. Therefore, hypothesis H7 is supported. While testing for the mediating effect of bank trust in the relationship between green banking practice and bank loyalty, the standardized regression weight of the path GB → BL is increased to (β = 0.395, p = 0.001), and the path coefficient of GB → BT → BL is −0.001, p = 0.776, implying that bank trust does not significantly mediate in the relationship between green banking practice and bank loyalty. Therefore, hypothesis H8 is not supported.





5. Discussion


Findings from this study showed that green banking practice has a significant and positive effect on green image, and both green banking practice and green image positively influence bank loyalty. This implies that banks that are committed to protecting the environment through their operational and other related activities build a green image for their brand, and customers, in return, are more likely to be loyal to banks with green practices and image. This finding supports existing literature that suggests that, when deciding on a bank to stick with, customers’ major concern are on products, services or brand that will improve their wellbeing, and which in return determine their intention to purchase or stick with a brand [116].



Further findings from the study indicated that green banking practice, green image, significantly influence bank trust. This reaffirms the need for banks to be more proactive and innovative with their green initiatives, by creating a green image through socially responsible activities, which are capable of strengthening customers’ trust and can be influenced by perceptions on the level of openness, honesty, concern, and care [117] of the bank toward environmental issues. Therefore, the need for the management of banks to declare their sincerity of purpose toward environmental goals to the stakeholders is an important strategy for engendering bank trust.



The insignificant impact of bank trust on bank loyalty, as seen in the sixth hypothesis, shows that the prevailing condition of a given banking environment likely hinders the relationship between loyalty and its antecedents.



The mediating role of green image in the relationship between green banking practice and bank loyalty has not been given due academic attention. Therefore, findings from this study significantly add more substance to the already existing literature by stating that green image mediates the relationship between green banking practice and bank loyalty.




6. Conclusions


There are three main lessons that can be identified in this study. First, the study viewed green banking from the green and relationship marketing perspective. Evaluating the concept as an appropriate internal measure which banks could use in supporting and achieving the global environmental goal has been the major focus in this area of study in the past [118,119], while other studies stress the need for green banking as an alternative approach for the sustenance of banks [57]. This makes our study significant to the existing body of knowledge because, as far as we know, studies that evaluate green banking practice from the relationship marketing perspective are limited.



Second, the study significantly enhances the understanding of the primary procedure for adopting the SRI theory in the bank–customer relationship. A considerable number of the SRI studies [18,23] amongst others, viewed the concept as the most appropriate technique for boosting the performance of firms in the financial system. Therefore, this paper considers the adoption of SRI principles as a prerequisite for strengthening bank–customer relationship, which also allows for the improvement of a green image.



Third, this study examined the impact of green banking practice on bank loyalty while exploring the mediating effect of green image and bank trust in the relationship between green banking practices and bank loyalty. This is important because empirical studies in the field of green marketing that attempt to evaluate the impact of green banking practices on bank loyalty are scarce, while some related studies on the said topic focused on the impact of perceived value on green loyalty [19].



Loyalty has been considered as an essential requirement which could be used to boost the customer–firm relationship [120,121], and the degree to which such relationship is consolidated hugely depends on the extent to which meeting the desires, interests, and needs of customers is considered important in the business strategies of banks [122]. Therefore, strengthening bank loyalty will require banking firms to move from a conventional banking approach, which has been considered to be conflicting and stressful to the customer [123], to a green approach that has also been considered as an effective strategy that enhances performance [124].



For bank loyalty to be attainable through green banking practice, management of banks should be able to understand the relationship between green practices, green and financial performance, and loyalty. For instance, green practice has been considered to be an important strategy that could be used in improving both green and financial performance [125], and the green performance of a firm has also been considered to be an important factor that influences loyalty [126]. This makes green banking practice a necessity for improving green image and bank loyalty.



There are several and very important steps that should be undertaken before the goal of achieving bank loyalty through green banking practice can be realized. First, banks are advised to adopt a green human resource management approach [127], which enables management to train employees in accordance with the principle of green practices. Second, banks are recommended to improve on their green performance through “collaboration, innovation, operation, and mitigation” measures, as proposed by Sellitto et al. [128]. Collaboration entails banks communication and corporation with stakeholders (especially customers) in the development of green strategies and in improving green performance. Innovation requires banks moving from a conventional banking organization to a green banking type by adopting green products and green marketing techniques. From the operational perspective, banks are encouraged to adopt environmentally friendly and efficient technologies for their operational activities, while mitigation requires banking firms to embark on campaigns that discourage environmental degradation activities, such as waste and pollution, which can be integrated into the corporate social responsibility activities of banks.



Limitations


Despite the significant contributions this study offers, there are limitations in this study that should be highlighted for future research. First, the study focused on customers of the retail banking sector in North Cyprus, which, to an extent, limit its generalization. Therefore, future studies should explore this topic on large and diverse societies and on other financial sectors. Second, the study adopted the quantitative research method. Adopting a qualitative method which allows for a more expressive view of customers will add more substance to the study and give an in-depth understanding of the concept.
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Figure 1. Research model. 
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Table 1. Respondent profile.
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	Frequency
	Percent





	Gender
	
	



	Male
	277
	50.3



	Female
	274
	49.7



	Age
	
	



	Below 20
	25
	4.5



	21–30
	327
	59.3



	31–40
	147
	26.7



	41–50
	59
	8.9



	Above 51
	3
	0.5



	Education qualification
	
	



	PhD.
	44
	8.0



	M.Sc.
	97
	17.6



	B.Sc.
	223
	40.5



	Others
	187
	33.9



	Years of being a customer
	
	



	Below 3
	62
	11.3



	4–6
	68
	12.3



	7–9
	191
	34.7



	10–14
	37
	6.7



	15 above
	193
	35
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Table 2. Scale items and confirmatory factor analysis.
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	Construct
	Measure
	Factor Loading





	Green banking
	AVE = 0.738, CR = 0.847, α = 0.832
	



	GB1
	
	0.740



	GB2
	
	0.964



	GB3
	
	



	GB4
	
	



	GB5
	
	



	Green image
	AVE = 0.564, CR = 0.793, α = 0.783
	



	GI1
	
	



	GI2
	
	0.782



	GI3
	
	0.619



	GI4
	
	0.835



	GI5
	
	



	Bank trust
	AVE = 0.796, CR = 0.885, α = 0.815
	



	BT1
	
	0.782



	BT2
	
	0.990



	BT3
	
	



	BT4
	
	



	BT5
	
	



	Bank loyalty
	AVE = 0.692, CR = 0.871, α = 0.819
	



	BL1
	
	



	BL2
	
	0.814



	BL3
	
	0.855



	BL4
	
	0.826







Note: AVE = Average variance extracted; CR = Composite reliability; α = Coefficient alpha.
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