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Abstract: This study aimed to identify the impact of green marketing practices with its dimensions
(green product, green price, green distribution, green promotion) on customer loyalty with its
dimensions (repurchase intention, recommendation, brand preference) among customers of
Manaseer Group in Jordan. The study adopted a descriptive-analytical approach. A questionnaire
was designed to collect data from a sample of the group's customers, which was then analyzed
using the Statistical Package for the Social Sciences (SPSS). (Number) questionnaires were
distributed, and (Number) valid questionnaires were retrieved, resulting in a response rate of
(Percentage %). The study found a positive and statistically significant impact at the (0<0.05) level
of green marketing dimensions combined on customer loyalty. The results also showed a
statistically significant impact of green product, green distribution, and green promotion
dimensions on customer loyalty, while no significant impact was found for the green price
dimension. The study recommended that Manaseer Group enhance its efforts in developing
sustainable products, improve environmentally friendly distribution channels, intensify green
promotion campaigns, and further investigate green pricing strategies to align with customer
expectations and purchasing power.
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