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Abstract

The global automotive sector is in the middle of a massive transformation, led
by increasing environmental regulations, growing customer awareness for the
environment, and rapid technological changes. With increased competition,
automotive manufacturers and dealerships are increasingly moving from traditional
retention practices to eco-friendly practices that complement both environmental
objectives and strategies for long-term customer relationships. The objective of this
research study is to investigate the effect of eco-friendly retention practices-which
encompass sustainable service operations, green loyalty programs, paperless digital
communication, energy-efficient dealership infrastructure, recycling campaigns, and
carbon-neutral service processes-on long-term customer value within the auto
industry. A quantitative descriptive research design has been employed for the study,
wherein the required data was collected from 385 respondents through the
administration of a structured questionnaire. These findings indicate that customers
have a strong preference for automotive brands that demonstrate visible and credible
environmental commitment beyond product-level sustainability. Eco-friendly retention
practices were found to significantly enhance customer satisfaction, trust, emotional
attachment, and brand commitment. Customer trust emerged as a powerful mediating
variable that links sustainability-driven retention activities with customer loyalty and
lifetime value. The results of regression reveal that the proposed model explains
about 72% of the variance in long-term customer value, hence a strong predictive



74 Commerce in the 21st Century: Emerging Insights and Strategic Innovations

relationship. The study also identifies demographic differences, especially among
income and educational groups, toward perceptions of green retention programs.
While younger, more educated, and higher-income customers are more responsive to
eco-friendly initiatives, the general market trend suggests a growing shift toward
valuing sustainable service experiences. The study concludes that eco-friendly
retention practices not only contribute to environmental responsibility but also serve
as strategic drivers that strengthen long-term customer value and competitive
advantage in the automotive sector. These findings suggest that companies must
follow an integrated approach, which merges sustainability with customer relationship
management to achieve a loyal, high-value customer base. Recommendations are
provided for marketers, policymakers, dealerships, and future researchers to enhance
the effectiveness of sustainable retention models in the automotive industry.

Keywords: Automotive Sector, Customer Loyalty, Customer Retention, Customer
Value, Eco-Friendly Practices, Green Marketing, Sustainability.

Introduction

Sustainability nowadays has become one of the most influential forces
reshaping the global automotive sector. In a world where there is increased concern
about climate change, carbon emissions, and environmental decay, consumers,
governments, and industries alike are driving momentum toward greener mobility
systems. While much focus over the past decade has been on developing
environmentally friendly vehicles such as electric and hybrid models, an equally
important yet less explored area pertains to integrating eco-friendly practices within
customer retention strategies. Today's customers are increasingly judging brands not
just by the performance and cost of the vehicles themselves but also by the
sustainability of after-sales services, dealership operations, and general customer
experience.

Customer retention in the automotive industry remains one of the key drivers
of profitability, with intense competition and high costs associated with customer
acquisition. Traditionally, service quality, loyalty programs, convenience, and
competitive pricing have been common retention strategies. However, environmental
awareness has grown steadily, and customer demands have shifted toward green
strategies that help retain customers over a longer period. Environmentally friendly
retention strategies, such as paperless service reminders, digital documentation, eco-
driving workshops, green loyalty programs, recycling and take-back, energy-efficient
dealership facilities, and carbon-neutral servicing, are increasingly seen as strong
differentiators for car brands reaching out to sustainability-conscious consumers.

These activities do more than showcase corporate social responsibility; they
have effects on customer attitude, trust, emotional attachment, and long-term
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purchase behaviour. Studies have shown that customers are more likely to be loyal to
those brands whose environmental initiatives reflect their own values, provided such
initiatives are clearly communicated and consistently acted upon. This shift reflects a
broader global trend in which sustainability is becoming a central factor in defining
brand identity and customer value.

Despite these developments, the extant literature is still dominated by product-
focused sustainability, such as electric vehicles and emission reduction, whereas
there is rather scarce research investigating the impact of eco-friendly retention
practices on long-term customer value. Customer value includes not only monetary
aspects of customer behaviour, like repeat purchase and service retention, but also
intangible ones in the form of trust, advocacy, and satisfaction, along with emotional
loyalty. Understanding how green retention strategies contribute to these outcomes is
critical for automotive firms aiming to build long-lasting customer relationships in a
competitive, environmentally conscious marketplace.

The present study attempts to fill this gap through a structured analysis of the
long-term consequences of eco-friendly retention strategies on customer value in the
automotive industry, considering customer satisfaction and trust as intermediate
variables. Moreover, demographic differences in customers' reactions are assessed.
The empirical evidence and practical implications contribute to helping automotive
companies integrate sustainability and relationship marketing to enhance their
competitive advantage and ensure high-value, loyal customer segments over a long
period.

Literature Review
Eco-Friendly Retention Practices in Automotive Sector

Studies have also highlighted that sustainability-driven retention practices
improve the trust and satisfaction of customers. For instance, practices such as:

. Eco-friendly service processes
. Use of sustainable materials
° Green communication

Zero-emission dealership operations

o Digital service interactions

. Recycling & take-back programs nurture long-term loyalty.
Customer Value in Automotive Context

Customer value involves repeat purchases, service retention, referral
behavior, and emotional attachment. - Kumar & Reinartz, 2021
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° Eco-friendly practices engender customer trust

Customers trust brands that visibly reduce carbon impact and act responsibly.
According to Wang et al. (2022), trust is the key mediator.

Green Loyalty Programs

Green loyalty points, carbon credits, and eco-benefit rewards are significant
methods to improve consumer engagement (Chen et al., 2020).

° Research Gap

= Limited studies link eco-friendly retention practices with long-term
customer value in the automotive industry.

= The mediating effect of customer trust and satisfaction is under-
researched.

= Lack of studies in the Indian market.
. Research Objectives

» To evaluate the impact of green retention practices on customer
satisfaction and loyalty.

= The relationship between customer satisfaction, trust, and long-term
customer value.

= To investigate the mediating effect of customer trust.

= To analyse how demographic variables influence perceptions of eco-
friendly retention.

» To suggest managerial strategies for sustainable customer retention.

o Hypotheses
Ha: Eco-friendly retention practices significantly and positively influence customer
satisfaction.

Ha: Customer satisfaction has a significant impact on long-term customer value.

Hs: Customer trust mediates the relationship between eco-friendly retention
practices and customer loyalty.

Ha: Perception of eco-friendly practices varies significantly with demographics.
Conceptual Framework

The conceptual framework of the study "Eco-Friendly Retention Practices and
Their Long-Term Impact on Customer Value in the Automotive Sector" assumes that
sustainable retention initiatives improve relationships with customers, foster trust, and
subsequently boost the long-term value of the customer.
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Research Methodology
Research Design

Quantitative and descriptive design.
Sample Size

385 respondents (Cochran’s formula).
Population

Automotive customers (car owners and service users).

Sampling Method
Simple random sampling.
Data Collection
Structured questionnaire (online + offline).
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Results
Table 1: Demographic Distribution
Variable Category Frequency Percentage
Gender Male 215 55.8%
Female 165 42.8%
Other 5 1.4%
Age 18-25 95 24.7%
26-35 160 41.6%
Education UG 130 33.8%
PG 200 51.9%
Income Below 25,000 60 15.6%

Source: Compiled data from primary survey responses

Table 2: Reliability Analysis

Construct Items Cronbach’s Alpha Status
Eco-Friendly Retention Practices 6 0.884 Reliable
Customer Satisfaction 5 0.861 Reliable
Customer Trust 5 0.874 Reliable
Long-Term Customer Value 4 0.846 Reliable

Source: Compiled data using SPSS reliability analysis

Table 3: Descriptive Statistics

Construct Mean SD Interpretation
Eco-Friendly Practices 4.18 0.55 High agreement
Customer Satisfaction 4.11 0.61 High
Customer Trust 4.09 0.57 High
Long-Term Customer Value 4.15 0.63 Strong

Source: Compiled data based on mean and standard deviation outputs

Table 4: Correlation Analysis

Variables 1 2 3 4
1. Eco-Friendly Retention Practices 1.00
2. Customer Satisfaction 0.72** 1.00
3. Customer Trust 0.68** 0.75** 1.00
4. Long-Term Customer Value 0.64** 0.71** 0.79** 1.00

Note: p < 0.01 (2-tailed)
Source: Compiled data from Pearson correlation analysis

Table 5: Regression Results Dependent Variable: Long-Term Customer Value

Predictor Beta t-value Sig
Eco-Friendly Practices 0.26 6.01 0.000
Customer Satisfaction 0.33 7.1 0.000
Customer Trust 0.41 8.02 0.000

Model Summary

R?=0.72 (72% variance explained)

F =102.45

p = 0.000

Source: Compiled data using multiple regression output results
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Table 6: Hypothesis Testing Summary

Hypothesis Statement Result
H1 Eco-friendly practices — satisfaction Accepted
H2 Satisfaction — customer value Accepted
H3 Trust mediates relationship Accepted
H4 Demographic differences exist Partially Accepted

Source: Compiled data based on statistical tests performed

Findings and Discussion

. Retention practices that are eco-friendly have a significant positive effect on
both satisfaction and loyalty.

o Customer trust is the strongest predictor of long-term value.

o High-income, highly educated consumers are more sensitive to the issue of
sustainability.

. Green communication and energy-efficient dealership operations improve
emotional bonding.

. It improves brand image and customer lifetime duration.

° Over 70% variance in long-term customer value is explained by predictors.

Conclusion

Eco-friendly retention practices, in this regard, have turned out to be crucial for
strengthening long-term customer value in the automotive sector. Customers who
perceive a brand as environmentally responsible tend to be more loyal, trusting, and
repeat buyers. In addition, sustainable practices build competitive advantages for an
automotive brand that go far beyond environmental concerns. Sustainability integrated
into customer retention models significantly enhances lifetime value and brand
advocacy.

Suggestions
For Marketers

. Strengthen green customer engagement programs.

. Offer eco-based loyalty rewards: carbon points, green vouchers.
. Implement digital, paperless servicing.

. Promote eco-driving workshops for customers.

For Dealerships

. Adopt renewable energy systems.

. Using eco-friendly materials in service operations
. Execute recycling and take-back programs.
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For Policymakers

. Provide incentives for sustainable dealership operations.

. Promote nationwide recycling and green automotive frameworks.

For Future Researchers

o Cross-country comparisons

° Study changes over time using longitudinal models.

° Include psychological variables: green trust, brand attachment.
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