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1. Introduction

Encouraging customers to adopt sustainable consumer behavior is a key part of a company's strategy for
achieving sustainable development. However, the gap between individuals' positive attitudes toward the
environment and their actual purchasing behavior is evident, as numerous consumers fail to translate their pro-
sustainability attitudes into purchasing decisions that support this trend. Despite the growing acceptance of
environmental values and the desire to support sustainable products, the discrepancy between stated intentions
and actual behavior remains apparent. This disparity has prompted researchers to examine the causes of the
attitude-behavior gap. The findings indicate that multiple factors influence this gap, including ethical
prioritization, the formation of daily habits, adherence to ethical principles, and social and cultural influences.
Furthermore, the tangible and intangible costs associated with sustainable products may constitute a major
barrier preventing consumers from making purchasing decisions consistent with their environmental values [1]

[2].

This work is licensed under a Creative Commons Attribution License (https://creativecommons.org/licenses/by/4.0/) that allows others @ @
to share and adapt the material for any purpose (even commercially), in any medium with an acknowledgement of the work's authorship
and initial publication in this journal.

691



https://creativecommons.org/licenses/by/4.0/
mailto:a.besiness@uoanbar.edu.iq

HSD Vol. 7, No. 2, 2025, pp.691- 708

This ambiguity has prompted numerous organizations to consider mechanisms and methods to help bridge the
gap and effectively understand customer behavior. This has created an inevitable need to engage with customers
step by step, tracking their journey through the organization. Despite the increasing interest in studying the
customer journey in recent literature, there remains ambiguity regarding its conceptual overlaps. Most studies
examine the concept of the customer journey at a holistic level, as proposed by [3] [4]. However, these ideas do
not explore how each stage of the journey (from product awareness to post-purchase) is capable of contributing
to the adoption of specific consumer behaviors or supporting marketing strategies. For instance, do purchasing
decisions occur at the awareness stage or during the post-purchase experience? And how is capable of customers
be motivated to continue their consumption practices after a purchase? While the customer journey needs to be
deeply understood in its intellectual interactions, trends have emerged highlighting the necessity of
understanding customer behavior and preferences, which is capable of be influenced by several factors such as
social trends, economic changes, and market competition, according to the propositions of [5] [6].
Consequently, the customer journey, as one of these behaviors, is capable of assisting organizations in keeping
pace with these changes, enabling the understanding of how tracking the customer journey contributes to
providing accurate insights into changing behaviors. These insights will allow organizations to refine their
marketing strategies around sustainability and improve customer experiences. However, these trends remain
vulnerable to behavioral changes that are remarkably difficult to predict.

This fundamental trend aligns with the trends that require organizations to adopt effective practices to preserve
the environment and avoid harming it. Perhaps the most significant of these trends is sustainability, represented
by its marketing aspect (sustainable marketing). Sustainable marketing is an effective strategy that contributes
to raising consumer awareness of the importance of social issues such as social justice and human rights.
Through campaigns that focus on social issues, organizations can encourage consumers to make purchasing
decisions that reflect their values, as discussed in [7] [8]. Therefore, the evident challenges facing organizations
relate to the extent to which they face in striking a balance between the social, environmental, and economic
dimensions of sustainable marketing to create added value for customers and delve into every stage of their
journey within the organization, while taking into account the technological developments that the environment
is undergoing, which it has become necessary to keep pace with and operate according to their mechanisms.

The use of social media as a sophisticated technological tool to assist customers in accessing services that
promote sustainability is still in its infancy. However, there are evident signs of the beginning of thinking in this
direction. For example, researchers [9] discussed how consumers with a selfless interest in the well-being and
culture of others shape sustainable consumption motivations through social media. Consumers who are more
deeply engaged in social media attempt to produce environmentally friendly purchasing behaviors that assist
organizations in achieving sustainability. Organizational leaders ought to adopt a sophisticated approach to
social media by respecting consumers' cultural orientations in building sustainability-based interactions [10].
Research [11] suggested that sustainable resource management by encouraging environmental innovation is
capable of contributing to improving the performance of sustainable companies through social media.

The topics of sustainable marketing, customer behaviors, and purchasing decisions have received evident
attention in numerous industrial sectors that are concerned with sustainability and how to achieve it through
specific customer mechanisms and behaviors. Among the most significant of these sectors are restaurants [12]
[13] that address the customer journey and the decisions made by the customer while dealing with restaurants.
In addition, studies [14] and [15] addressed how restaurants can practice sustainable marketing within the food
industry. However, we did not find any research directly linking sustainable marketing and customer behavior
in the restaurant sector. This gap prompted the researcher to explore these topics in a significant and vital field
like the restaurant industry. The aim is to understand customer behaviors and identify the stages at which
restaurant owners can engage with customers during their journey inside the restaurant. Furthermore, the study
seeks to determine how the trust built by customers contributes to the strength and depth of the relationship
between them and the restaurant [16]. As achieving sustainability requirements in general puts pressure on
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restaurant owners to start taking their measures seriously, adopting sustainability in the restaurant's business
strategy has become an ethical obligation and a means to gain a competitive advantage.

The remarkable spread of restaurants in Iraq in various governorates has led to increased competition between
them, as the Ministry of Planning announced that food and beverage services activities reached 8.1%, and
confirmed that the average monthly spending on goods and services amounts to 88% of the total individual
spending, and that the number of items within the food basket reaches 486 items distributed over 12 sections;
the average individual spending on them monthly is 25,000 dinars or more. These numbers confirm that the
restaurant sector is considered one of the vital sectors that must be highlighted in particular.

While achieving sustainability requirements may seem straightforward for restaurant management in Iraq, the
mechanisms for implementing them remain unclear, particularly regarding creating value for customers while
simultaneously achieving sustainability. Furthermore, there are specific functions and activities within
restaurant operations that still require a vision for integrating sustainability applications, including marketing.
The market must create environmental and social value for the community remains unclear to these managers.
This suggests that restaurant owners lack an evident marketing strategy for achieving sustainable marketing by
focusing on the customer journey stages within their restaurants, especially in light of the ongoing technological
advancements and the extensive use of social media, which could support these restaurants' sustainability efforts
by predicting customer behavior. Therefore, the primary objective of this research is to assist restaurant owners
in Iraq to achieve a balance and interaction between enhancing customer value on the one hand and supporting
sustainable marketing practices on the other hand. This is achieved by predicting customer behavior by tracking
the customer from the moment they enter the restaurant until after they leave. It also aims to highlight the
significant and decisive role of digital social media, which has become an effective tool for restaurant
management to influence customer trends and behaviors, supporting these management's efforts to predict
customer behavior and meet all their needs, leading to sustainable marketing.

2. Literature review and hypothesis development
2.1. Customer journey and sustainable marketing

The customer journey is a pivotal concept in modern marketing, as it represents the path a customer takes during
their interaction with a brand. It is therefore a visualization of the stages a customer goes through from the
moment they recognize a specific need, through evaluating the available options and making the purchase
decision, to the post-purchase stage, which may include utilization, evaluation, or recommendation of the
product or service [17]. According to this approach, the customer journey [18] is a key factor in providing value
to customers, as consumers are capable of perceiving the coherence and coordination of the various touchpoints
owned by the brand, and the consistency between these points constitutes an integrated customer experience, as
the brand ensures that the customer's needs are met at every stage of the journey suitably and smoothly.

The customer journey is crucial to improving marketing performance, providing companies with valuable data
that is capable of being analyzed to understand the interactions that occur at each stage. For example, companies
are capable of tracking customer behavior on their websites and analyzing the data to identify areas for
improvement. Companies like Amazon have used this data to improve customer experiences, leading to
increased sales and reduced cart abandonment rates [19]. In addition to impacting customer satisfaction, which
is a key indicator of a company's success, the customer journey is the key factor in achieving this satisfaction.
By managing expectations and effectively addressing issues, companies are capable of improving customer
perceptions and experiences, increasing the chances of repeat business with the brand [20].

While the customer journey can be highlighted, organizations are also increasingly aware of the importance of
sustainability. One of the most significant tools in this area is sustainable marketing—a strategy that aims to
generate profits while considering environmental and social impacts. Its goal is to meet present needs without
compromising the ability of future generations to meet theirs [21]. Through this, it is possible to focus on
sustainable marketing as an approach that goes beyond the traditional vision of marketing by integrating
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environmental, social, and economic principles into all marketing processes. It aims to reduce the negative
impact on the environment and enhance consumer behaviors that promote sustainability. There is an evident
gap in attitude and behavior that research demonstrates indicates that models based on values and beliefs do not
provide a comprehensive explanation of the complexity of decision-making and sustainable behavior [22] [23].

Enhancing the customer journey within the context of sustainable in-restaurant marketing requires an integrated
vision that combines a focus on a superior customer experience with promoting sustainability. The customer
journey consists of interconnected stages, beginning before a visit to a restaurant, continuing through the in-
restaurant experience, and continuing through the post-visit phase. Each stage represents an opportunity to
enhance sustainability awareness and establish environmentally friendly practices. During the pre-visit phase,
communication with the customer and shaping the restaurant's image are essential. The restaurant is capable of
employing marketing strategies aimed at highlighting its commitment to sustainability through multiple
channels, such as social media and the website [24]. When a customer arrives at a restaurant, the anticipation
phase transitions into the experience. At this stage, the restaurant has the opportunity to tangibly and noticeably
implement its sustainable practices. The restaurant's physical environment plays a significant role in conveying
the sustainability message through the utilization of eco-friendly materials in design and décor, or the provision
of digital menus that reduce paper consumption [25]. After a customer has completed their visit, the post-
experience phase focuses on strengthening the relationship with the customer and maintaining their commitment
to sustainable behavior. A restaurant is capable of communicating with customers after their visit by sending
thank-you emails that include information about how they contributed to supporting sustainability through their
meal choices [25].

2.2. Customer journey and digital social media

Numerous authors and studies have coined various terms for the reinvention of modern society and
organizations due to digital impacts, such as [26] [27]. These movements as a whole call for collaboration,
social networks, or social media, and are primarily characterized by speed, transparency, collaboration, trust,
and social diffusion. The idea is to bring people together in a single environment, a large brain with direct
connections (producer and consumer). The use of online social media by organizations has enabled them to
develop integrated marketing communication programs, enhance both individual and collective contributions
to communication efforts, and create more personalized communication strategies for virtual channels in the
field of direct and interactive marketing. This makes it possible to understand the role of communication
marketing in content creation and customer interaction across various social platforms, such as Facebook,
Twitter, LinkedIn, YouTube, MySpace, Orkut, blogs, and other social networks [28].

The continuing complexity of the consumer journey (in a restaurant) and the difficulty and challenges marketers
face when trying to predict this journey are becoming more complex. In particular, there is an urgent need for
marketers to develop a better understanding of buyer behavior in the digital age, so that targeted interventions
are capable of being made at critical stages of the decision-making process. Several authors have highlighted
the changes in consumer behavior that have occurred in the digital age; however, a widely accepted model has
yet to emerge, despite some valuable contributions, such as [29]. Most importantly, it proposes a new model
that differs markedly from previous linear arrangements. Essentially, consumers are now capable of conducting
or establishing purchases online, in brick-and-mortar stores, or seamlessly navigating between online and offline
information sources.

Digital media has played a significant role in how customers communicate with brands. Instead of being passive
recipients of information, customers are now actively involved in creating brand meaning through social media
channels such as Facebook, Twitter, and YouTube [30] [31]. Understanding how customers behave on social
media platforms and what their behaviors are requires service managers to rely on customer journey analytics,
conducted by internal departments (such as marketing and data science) or external service providers (such as
marketing agencies), to understand what they is capable of do to create superior customer experiences [32].
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Today, with the massive proliferation of social media platforms, social media has changed or impacted customer
experience management. Social media provides opportunities for a positive experience that is capable of leading
to a long-term relationship involving product information search, purchase transactions, and/or service delivery
[33]. In terms of customer experience, less attention has been paid to online customer experiences than to face-
to-face experiences. Social media platforms are a means of communication and interaction between people.
They facilitate businesses interacting with their customers and providing services such as online purchases,
online payments, and product searches. With the increased utilization of social media worldwide, businesses
have begun making efforts to improve customer experience through social media platforms and websites in
general [33].

2.3. The moderating role of digital social media

Many studies have addressed the relationship between basic and important variables in the field of marketing
and technology to achieve sustainability, as it is possible to predict the movements and behaviors of customers
that help managers in organizations to enhance sustainability practices, taking into account the important role
of social media [34]. Here, the importance of linking technological means appears as a basic and supporting
factor in the ability of companies to meet the requirements of their customers according to basic conceptual and
marketing frameworks and to work on studying the behavior of their customers to develop important basic plans
to achieve sustainable marketing practices and entrepreneurial [35]. In the same direction, when considering
social media as a moderating factor in the relationship between sustainability and customer behavior, we find
that [36] addressed the relationship between sustainability and important investment in customers, taking into
account social media as a moderating factor in the relationship.

Social media plays a crucial role in analyzing the relationship between customer behavior and their motivations
towards achieving a sustainable perspective for companies [37]. In the same context, [38] addressed a basic
and important question: how can sustainability be achieved for Generation Z customers, taking into
consideration social media, which can play an important role in achieving balance in this relationship.

H1
Staff Interaction —
H2
Other Customer
H3
Merchandise Variety
ry > Sustainable Marketing
H4 '
Shop Atmosphere | ——— i
H5 :
Repatronage Intentions ™ |
H6 H7, H8, HS8, H9, H10, H11, H12
Value Experienced — \
Digital Social Media

Figure 1. Research model

The hypotheses derived from the conceptual model displayed in the image are as follows:
HI: Staff interaction has a positive impact on sustainable marketing.

H2: Other customer has a positive impact on sustainable marketing.

H3: Merchandise variety has a positive impact on sustainable marketing.

H4: Shop atmosphere has a positive impact on sustainable marketing.

H5: Repatronage intentions have a positive impact on sustainable marketing.
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Hé6: The Value experienced has a positive impact on sustainable marketing.

H7: Digital social media moderates the relationship between staff interaction and sustainable marketing.

HS: Digital social media moderates the relationship between other customers and sustainable marketing.

H9: Digital social media moderates the relationship between merchandise variety and sustainable marketing.
H10: Digital social media moderates the relationship between shop atmosphere and sustainable marketing.
H11: Digital social media moderates the relationship between repatronage intentions and sustainable marketing.
H12: Digital social media moderates the relationship between value experienced and sustainable marketing.

3. Research method
3.1. Research design

A quantitative research design investigates the moderating role of social media between customer journey and
sustainable marketing. The questionnaire-based research design facilitated the collection of empirical data from
restaurant customers and enabled statistical hypotheses to be tested through data analysis. By examining the
variable relationships, SEM assessed the role of social media as a moderating factor between customer journey
capabilities and sustainable marketing.

3.2. Population and sample selection

The study investigates a group of prestigious restaurants with a distinguished reputation in Anbar, Iraq. Eight
restaurants considered to be first-class restaurants were selected. These restaurants are distinguished by their
importance as economic tourism sectors, playing a key role in attracting numerous customers and tourists. They
also utilize various social media platforms to reach the largest possible segment of customers and strive to
achieve sustainability.

The respondents included customers who deal with restaurants spread in the city of Anbar, Iraq. The
questionnaire was used as an effective tool to collect data from the respondents. The questionnaire was
organized using a Likert scale. The questionnaire was tested with several statistical tools to ensure its suitability
for measurement [39]. Then, multiple linear regression was used, which combines the independent variables
based on their effect to prove the hypotheses [40]. The questionnaire was distributed to a sample of 427
restaurant customers. Restaurants considered to be first-class restaurants were selected. The sample was drawn
using simple random sampling to ensure an accurate representation of the target restaurant customers. All
instruments were validated to ensure the sample size was appropriate for the scale used [41]. Of the 427
questionnaires distributed, 391 were returned, representing a good response rate of 91%. After reviewing the
returned questionnaires, 12 questionnaires were identified as invalid due to incomplete or duplicate answers.
Consequently, 379 questionnaires were obtained, resulting in a final response rate of 88% (Table 1).

Table 1. Restaurants and responding to customers

Restaurant Establishment Responsive customers
Zar Zor Restaurant 1997 78
Al Badia Restaurant 1985 44
Hajji Hussein Restaurant 1999 71
Sana'a Mandi Restaurant 2024 26
Tabak Mandi Restaurant 2017 45
Tasty Chicken 2024 31
Ghosn Al Zaytoun Restaurant 2021 68
Al Anbar Fish Restaurant 2024 16
Total 379

3.3. Data collection method

The questionnaire was used as a primary tool for collecting data from customers, and it underwent numerous
tests to ensure its effectiveness as a tool for measuring and obtaining accurate information. The questionnaire
consisted of several key components: the first was collecting demographic data, the second included sections
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related to the customer journey, the third addressed sustainable marketing, and the fourth covered sections
related to digital social media.

3.4. Measurement of variables

The researchers used a 5-point Likert scale numbered from 1 to 5 to assess the variables, adopting measurement
items from previous studies. The researchers relied on several sources to define the customer journey scale, in
addition to the eight elements of sustainable marketing and the six elements of digital social media (Table 2).
The accuracy of the definition and cultural relevance of the questionnaire were demonstrated through back-
translation of the questionnaire materials. Three bilingual business professors conducted the back-translation
because they understood both English and Arabic language skills. Multiple review stages followed the creation
of the questionnaire, starting with academic evaluations and field-testing procedures. The clarity of the reliable
measurement was verified through pre-testing using a modest, representative sample.

Table 2. Measurement of variables

Variables No. of items Source
Staff interaction 3 [49]
Other customer 3 [50]
Merchandise variety 3 [51]
Shop atmosphere 3 [51]
Repatronage intentions 3 [52]
Value experienced 3 [53]
Digital social media 5 [54]
5 [55]

Sustainable marketing

3.5. Data analysis technique

To analyze the relationship between customer journey and sustainable marketing through digital social media,
the researchers chose partial least squares structural equation modeling (PLS-SEM), which was run on
SmartPLS 4 for statistical evaluation. PLS-SEM served as a research analysis method due to its efficiency in
handling latent variables and its suitability for exploratory research, with its ability to study moderating effects
according to [41]. This methodology models predictions and measures direct and indirect effects in business
and management research according to [41].

3.6. Demographic profile

The sample consists of 379 customers who frequent the targeted restaurants, including 259 males (68%) and
120 females (32%), with ages ranging between 36-45 years (104. 27%), followed by 26-35 (98.26%). As for
the marital status, 319 are married (84%), 43 are single (11%), and 17 are divorced (5%). As for education, 364
have university degrees (96%), while 15 (4%) have primary education, and the income level of the majority of
the sample ranges between 1700-2200$ (27%).

Table 3. Demographic variables (N= 379)

Item Detail Frequency Percentage

Gender Male 259 68
Female 120 32

Age 21-25 40 10.5
26-35 98 26

36-45 104 27.5
46-55 85 22
56 and above 52 14
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Item Detail Frequency Percentage

Marital status Single 43 11
Married 319 84
Divorced 17 5
Education Primary/ Secondary 15 4
High school 364 96
Income level 500$ -1000$ 92 24
1100$ - 16003 82 22
1700$- 2200% 102 27

2300$ 2800$ 55 14.5

28008$ and above 48 12.5

3.7. Descriptive statistics

Table 4 shows the arithmetic means and standard deviation of the research variables, as the variable (staff
interaction) obtained an arithmetic mean of 3.897 and a standard deviation of 0.576, which shows that customers
have positive expectations and visions towards the restaurant staff with a consistent response. Also, the variable
“other customer” obtained an arithmetic mean of 3.752 and a standard deviation of 0.663, which confirms that
there is convergence and positive intentions among the restaurant customers themselves. Also, for the variable
“merchandise variety”, it was clear that the arithmetic mean of 4.021 and a standard deviation of 0.783 indicate
that customers have a positive view towards restaurants in providing a variety of products. Additionally, for the
variable "shop atmosphere," it obtained an arithmetic mean of 3.887 and a standard deviation of 0.712,
indicating that the restaurant atmosphere is suitable for customers and is perceived as part of their positive
orientation. The arithmetic mean of the variable “repatronage intentions” is 4.132, and a standard deviation of
0.66, indicating that customers have positive intentions towards returning to deal with the restaurants they
visited. The variable “value experienced” has an arithmetic mean of 3.786 and a standard deviation of 0.743
indicating that the value provided by restaurants to customers is consistent with their expectations, in addition
to the fact that the variable “digital social media” obtained an arithmetic mean of 4.002 and a standard deviation
of 0.711 confirming that digital communication media play an important role for customers in enhancing their
ability to communicate with restaurants. Also, the variable “sustainable marketing” obtained an arithmetic mean
of 3.963 and a standard deviation of 0.694, confirming that customers see that restaurants have the ability to
achieve good levels of sustainable marketing.

Table 4. Descriptive statistics

Variables Mean Std. Deviation
Staff Interaction 3.897 0.576
Other Customer 3.752 0.663
Merchandise Variety 4.021 0.783
Shop Atmosphere 3.882 0.712
Repatronage Intentions 4.132 0.668
Value Experienced 3.786 0.743
Digital social media 4.002 0.771
Sustainable Marketing 3.963 0.694

3.8. Measurement model

The reliability test of the scale using Cronbach’s alpha confirmed that the study scale was free of errors [37].
This analysis is of great importance for detecting and analyzing errors in the research scale [8]. In addition,
academic experts made their observations on the scale, and accordingly, the researchers made minor changes to
the questionnaire. Table 2 demonstrates that the Cronbach’s alpha is higher than the cut-off point (0.7) [40].
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Table 5. Pilot test reliability test

Variables No. of items Cronbach’s alpha  Composite reliability AVE

Staff interaction 3 0.802 0.883 0.715
Other customer 3 0.714 0.839 0.635
Merchandise variety 3 0.740 0.852 0.657
Shop atmosphere 3 0.780 0.872 0.694
Repatronage intentions 3 0.740 0.851 0.657
Value experienced 3 0.770 0.867 0.685

Table 6 displays the results of normality tests for the various data. For all constructs, both tests show significant
p-values (0.000), indicating a significant deviation from the normal distribution. The Kolmogorov-Smirnov
statistics range from 0.276 to 0.169, and the Shapiro-Wilk statistics range from 0.674 to 0.927, all confirming
non-normality (p < 0.05). This indicates that the data for these constructs are not normally distributed,
necessitating the use of non-parametric statistical methods or data transformations in subsequent analyses [42].

Table 6. Kolmogorov-Smirnov and Shapiro-Wilk test

Variables Kolmogorov-Smirnov Shapiro-Wilk

Statistic Df Sig Statistic Df Sig
Staff Interaction 0.276 379 0.000 0.674 379 0.000
Other Customer 0.175 379 0.000 0.773 379 0.000
Merchandise Variety 0.169 379 0.000 0.823 379 0.000
Shop Atmosphere 0.155 379 0.000 0913 379 0.000
Repatronage Intentions 0.222 379 0.000 0.927 379 0.000
Value Experienced 0.170 379 0.000 0.888 379 0.000
Digital social media 0.210 379 0.000 0.783 379 0.000
Sustainable Marketing 0.184 379 0.000 0.883 379 0.000

Table 7 displays the results of the multicollinearity test for the independent variables. For the dependent
variable, each independent variable exhibits adequate tolerances ranging from 0.900 to 0.945, indicating that
between 9 and 94.5% of its variance is independent of the other variables in the model. In contrast, the variance
index (VIF) values range from 1.426 to 1.869, all of which are well below the threshold of 10, indicating slight
inflation of the variance of the regression coefficients due to multicollinearity. These results indicate the absence
of statistically significant multicollinearity among the independent variables, confirming the reliability of their
contributions to explaining sustainable marketing in the regression model (Table 7).

Table 7. Tolerance and VIF test

Collinearity statistics

Independent variables Dependent
Tolerance VIF

Staff Interaction 0.913 1.510
Other Customer 0.900 1.426
Merchandise Variety ) i 0.921 1.679
Shop Atmosphere Sustainable Marketing 0.943 1.844
Repatronage Intentions 0.945 1.869
Value Experienced 0.895 1.428

3.9. Structural model assessment

Table 8 demonstrates the heterotopic-to-monotopic (HTMT) ratio to assess the discriminant validity of the
constructs in the study. HTMT values below 0.85 are typically considered indicative of discriminant validity,
indicating that the constructs measure distinct concepts without excessive overlap. All items show HTMT values
ranging from 0.639 to 0.846. All of these values fall within the discriminant validity criterion, indicating that
the correlations between the items are sufficiently distinct from the other constructs in the study. Notably, the
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highest HTMT value of 0.846, observed between “merchandise variety” and “repatronage intentions”, is still
below the minimum, indicating that although some overlap exists, it fails to affect the ability to discriminate
between items.

Table 8. Heterotopic-to-monotopic (HTMT) matrix

Variables SI oC MV SA RI VE
SI
ocC 0.834
MV 0.817 0.803
SA 0.666 0.506 0.763
RI 0.765 0.734 0.846 0.841
VE 0.691 0.639 0.699 0.636 0.726

Table 9 shows the path coefficients (), effect size (f2), and model fit indices (R2, Q2) for the relationships
between the various elements of the customer journey and sustainable marketing. Staff interaction (SI) shows a
positive path coefficient (B = 0.22), indicating that for every one-unit increase in employee engagement,
sustainable marketing increases by 22%. However, its effect size (f2 = 0.044) indicates a relatively positive
effect. Other customers (OC) show a weak negative relationship (B = -0.083, f2 = 0.007), indicating that other
customers are the weakest element in their impact on sustainable marketing. This suggests that customers cannot
interact comfortably with each other in the restaurant, which leads to a lack of positive focus on supporting the
restaurant's sustainable orientation. “Merchandise variety” (MV) shows a positive relationship (p = 0.282, f2 =
0.082), representing the most significant and strongest element in terms of its impact on sustainable marketing.
It indicates that for every increase in “merchandise variety”, sustainable marketing increases by 28%. Thus, a
diverse menu of food, juices, and other items leads to a positive perception among customers of supporting the
restaurant's sustainable orientation. “Shop atmosphere” (SA) demonstrates a positive effect, with values of ( =
0.149, 2 = 0.032), indicating that for every increase in “shop atmosphere”, sustainable marketing increases by
14.9%. “Repatriation intentions” (RI) yield values of (f = 0.201, 2 = 0.049), indicating a clear positive path
and confirming the significant relationship between the two components. “Value experienced” (VE) yields
values of (= 0.201, 2 = 0.070), confirming the existence of a clear and tangible path effect, and that a positive
increase in earned value leads to an increase in sustainable marketing by only 20%.

VE1 VEZ VE3 SR A2 S5

- l T
0.848 0513
0.822 .
0.854 0815 @.829
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si2 <0865
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si3 [orD] il
= 0793 -
— o
oc2 -Ht;.a;f:t 0.789 sm2
P -0.083 /0.747’/'
O3 oc ——0.70—#sm3 [ORD]
4 0.841
- 0282 0837 ™ [oro]
0790 \SMA -m
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Figure 2. Results of the structural model assessment
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Table 9. Result of the path coefficient and R? value for main effects

Path Beta (B) {2 R? Q?
ST SM 0.220 0.044
oC SM -0.083 0.007
MV SM 0.282 0.082
SA SM 0.149 0.032 0.657 e
RI SM 0.201 0.049
VE SM 0.201 0.070

Model 2 presents the effect values between (staff interaction, other customers, merchandise variety, shop
atmosphere, repatriation intentions, and experienced value) on sustainability marketing, with social media as a
moderator variable. These interactions generally show increased effect sizes 2 and R? values compared to Model
1, indicating that social media use enhances the model's predictive power for sustainable marketing.
Specifically, the interaction between repatriation intentions (RI) and digital social media has a large effect size
(B=-0.137, 2 = 0.021), indicating that effective use of digital social media significantly amplifies the impact
of customers' revisit intentions and, consequently, their perceptions of sustainable marketing. Overall, Model 2
provides a more nuanced understanding of how elements of the customer journey generally influence
sustainable marketing and its practices, highlighting the importance of considering these interactions in future
sustainability-related research and practice (Table 10; Figure 3).
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Figure 3. Full measuring model (with moderating effect)

Table 10. Result of the path coefficient and R2 value for the main effects with the moderator

Path Beta (B) f2 R? Q?
SI SM 0.150 0.026
OC SM -0.102 0.009
MV SM 0.216 0.039
SA SM 0.082 0.034 0.657 0.646
RI SM 0.115 0.013
VE SM 0.155 0.037
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Path Beta (B) f2 R? Q?
SI X DSM SM 0.090 0.008
OC X DSM SM 0.059 0.005
MV X DSM SM -0.063 0.004
SA X DSM SM 0.124 0.019 0685 0663
RI X DSM SM -0.137 0.021
VE X DSM SM -0.116 0.022

Table 11 shows the results of hypothesis testing for the relationship between customer journey and sustainable
marketing through digital social media, along with their effect sizes (f2) and other statistical measures. The
hypotheses (staff interaction (H1), merchandise variety (H3), shop atmosphere (H4), and experienced value
(H6)) are supported by statistically significant beta coefficients (0.150, 0.216, 0.082, 0.155), respectively. These
coefficients indicate that increases in (staff interaction, merchandise variety, shop atmosphere, and experienced
value) correspond to higher sustainable marketing scores. The interaction hypothesis (other customers (H2),
repatriation intentions (HS5)) does not reach statistical significance, indicating that the no interaction effect
between other customers and repatriation intentions. And sustainable marketing is not supported. In another
direction, the interaction hypotheses (shop atmosphere (H10), repatriation intentions (H11), experienced value
(H12)) show significant beta coefficients of (0.124, -0.137, -0.116). This indicates that the extent of the impact
of these elements of the customer journey in sustainable marketing is magnified when social media enters as a
relationship-modifying influencer. On the other hand, staff interaction, other customers, and merchandise
variety did not show significant results in the relationship between them and sustainable marketing, with the
presence of social media as a moderating variable for the relationship. This is explained by the fact that the
contribution of staff interaction, other customers, and merchandise variety) Achieving sustainable marketing
does not require digital social media in the relationship.

Figure 4. Bootstrapping result
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Table 11. Significance test of the path coefficient

Path Hypothesis  Relationship ~ Beta (B)  t-value  p-value f2 VIF
SI SM H1 Supported 0.150 1.880 0.031 0.026 1.772
oC SM H2 Unsupported ~ -0.102 1.100 0.136 0.009 1.672
MV SM H3 Supported 0.216 2.561 0.006 0.039 2.672
SA SM H4 Supported 0.082 2.018 0.022 0.034 1.672
RI SM H5 Unsupported 0.115 1.411 0.080 0.013 1.173
VE SM Ho6 Supported 0.155 2.369 0.009 0.037 1.672
SISf\(/I SM H7 Unsupported 0.090 0.959 0.169 0.008 1.886
OD(S:;; SM HS Unsupported ~ 0.059 0813 0209  0.005 1.562
MV X
DSM SM H9 Unsupported  -0.063 0.754 0.226 0.004 2.071
]s)lgl\)/[( SM H10 Supported 0.124 1.678 0.047 0.019 1.880
]l;éi(/[ SM H11 Supported -0.137 1.891 0.030 0.021 1.452
VE X
DSM SM H12 Supported -0.116 2.123 0.017 0.022 1.227

4. Results and discussion

The study highlights the critical roles of staff interaction (SI), other customers (OC), merchandise assortment
(MV), shop atmosphere (SA), repatriation intentions (RI), and value experienced (VE) in important sustainable
marketing practices. These factors create an environment conducive to understanding customer behavior and
determining their decision levels. Previous studies have consistently shown that understanding customer
movements and studying their behavior helps organizations achieve significant levels of sustainability, as is the
case [43]. The study indicated that customers prefer restaurants with highly skilled and effective staff, as well
as those with a diverse range of food and services, the ability to interact flexibly with restaurant management,
and the ability to test and evaluate value effectively, enhancing the enjoyment of the atmosphere inside the
restaurant. All of these advantages positively and effectively help restaurant owners make significant strides
toward achieving sustainability in marketing. By convincing customers of the restaurant's environmentally
friendly practices and rationalizing their sustainable consumption, they are enabled to support environmentally
friendly practices. These indications are consistent with what was confirmed by [44] [45], that store owners use
a variety of elements to create enjoyable in-store experiences that can be combined to produce a customer
journey that provides exceptional experiences that will achieve these stores' goals in the future, which is largely
consistent with the study's results.

The lack of a clear interaction effect (other customers) as found in the study is an important finding to consider.
The lack of interaction between other customers and sustainable marketing is due to restaurant owners' inability
to provide customers with the ability to interact and move freely within the restaurant, in terms of interior design,
in addition to taking into account customer behavioral aspects. Environmental factors and conditions may have
emerged that have reinforced customers' inability to interact with each other, including the COVID-19
pandemic, which will hinder these restaurants' intentions towards achieving sustainability in marketing. These
findings are largely consistent with trends that largely support the need to consider customer needs. Today's
companies should pay greater attention to sustainable development and sustainable marketing [46]. According
to [2], managers must be aware of their influence, as they significantly impact a company's ability to successfully
implement sustainable business practices. It is essential to be aware of their customers and their perceptions of
the company's products and production methods [2]. They also emphasized that customer satisfaction is closely
related to sustainability and that insufficient customer interest leads to negative outcomes [2].
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The introduction of digital social media into the relationship between the customer journey and sustainable
marketing had a clear impact in strengthening certain aspects. The results confirmed that the effective use of
digital social media supports and enhances customers' ability to enjoy the restaurant's internal environment. It
underscores the need for internal internet networks to enhance this, which positively impacts customers'
perceptions of restaurants' sustainable marketing practices. Furthermore, there is an interaction and influence
between repatriation intentions and sustainable marketing. However, the effective use of digital social media
clearly and explicitly activated this relationship. This is logical, as customers' use of digital social media to
search for unique restaurants, post positive comments, and communicate with restaurant management increases
the potential for enhancing customers' intentions to visit restaurants and repeat visits, thus effectively
understanding the nature of the sustainable marketing services provided by these restaurants. These findings are
consistent with the proposals of [9] discussed how consumers with altruistic concerns for the well-being and
culture of others shape sustainable consumption motivations through social media and [10] support the attitudes
of consumers who engage in deeper engagement on social media, which increases their ability to motivate
internal intentions and thus supports sustainable attitudes.

On the other hand, the study showed that the availability of an in-restaurant shop atmosphere can enhance
sustainability levels, and that this relationship is enhanced and supported by effective investment in social
media. The availability of internet networks within the restaurant and the restaurant's ownership of diverse social
media platforms enhance the possibility of providing an in-restaurant environment that helps customers stay for
as long as possible, which increases the restaurant's ability to achieve sustainable marketing goals. These study
findings are consistent with trends [47]. Social media platforms have changed the way individuals interact,
exchange information, and make purchasing decisions. These platforms provide consumers with a virtual space
to communicate, express their opinions, and engage in discussions on various topics, including sustainability.
As a result, social media has emerged as an effective tool for disseminating information, helping customers
make purchasing decisions, influencing consumers, and promoting sustainable consumption.

The study results also showed that value experienced is one of the significant elements that has an evident
impact on achieving effective levels of sustainable marketing. This role increases and is distinguished by the
presence of effective social media that helps customers obtain and communicate the distinguished value and
compare multiple options. These findings are consistent with what was proposed by [34] indicated that social
media helps and encourages customers to review, rate, recommend, and share their purchases, which influences
the purchasing decisions of others to achieve sustainability. Digital social media provides a forum for consumers
to express their opinions about a product [48]. This exchange of opinions, unique experiences, and value testing
helps customers conduct or establish informed choices.

5. Implications for research and practice

The research findings provide advantages for theoretical models and practical business applications in studies
related to sustainable practices that rely on modern and advanced technologies. The study uses the customer
journey as a behavioral perspective based directly on customer adoption and prediction, enriching the
sustainability frameworks represented by sustainable marketing and technology, represented by social media as
a facilitator and supporter of the relationship. Research ought to focus on critical aspects and on each restaurant
separately and primarily, in addition to on the technological readiness of restaurants to enhance knowledge of
technology adoption and sustainability links. To meet, develop, and predict actual customer needs, restaurants
must manage resources effectively and efficiently and transform the services they provide as key drivers for
adopting effective strategies that assist them in achieving advanced levels of sustainability. Companies must
implement sustainable practices within their strategic frameworks in ways that go beyond predicting customer
behavior. Leveraging technology and social media to support sustainability trends requires restaurant managers
to collaborate with actors (formal and informal) that are capable of assisting them to capitalize on opportunities,
meet customer aspirations, and assist in delivering superior service and quality levels.
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6. Conclusions

There are clear drivers and intentions on the part of restaurant management to adopt sustainable marketing
practices, particularly in staff interaction, merchandise variety, shop atmosphere, repatriation intentions, and
experienced value, but communication with other customers yields less significant motivational results. The
findings regarding digital social media as a moderating factor reveal a contradiction, as different restaurants
require specific approaches to sustainable marketing practices while maintaining and developing existing
operations.

The elements that played a significant and fundamental role in moderating the development of a sustainable
marketing program for various restaurants are (shop atmosphere, repatriation intentions, and experienced value),
with the presence of digital social media as a moderating factor. All restaurants must strive to enhance their
ability to build a suitable internal atmosphere and environment that matches customers' tastes and aspirations.
They must also develop value-based solutions to achieve sustainable success, particularly in marketing aspects,
by making customers feel that the value experience at these restaurants is successful and lives up to their
expectations. They must also strive to attract the largest possible number of customers and encourage them to
visit the restaurant frequently.

This confirms that basic digital strategies for restaurants remain important because they contain sustainable
elements. Here, it can be said that restaurants can achieve a balance between developing levels of electronic
communication and focusing on and modifying restaurant social media platforms, which contributes to
achieving marketing sustainability over the required period, through a framework that aligns technology and
sustainability. Restaurant managers and officials should provide support to customers by encouraging them to
visit the restaurant, providing a suitable atmosphere, and working to implement technological initiatives for
digital development.

Sustainable marketing practices must be studied through different implementation approaches across different
sectors, as some business sectors are placing greater emphasis on adopting sustainability measures. This
recognition is influenced by the adoption of sustainable technology applications that lead to sustainable
practices, which are often linked to internal and external factors, including regulatory standards and market
trends supported by customers. Consultants, experts, and restaurant owners should devote extended periods to
studying sustainable practices to adjust business forecasts for several annual periods. For the successful
implementation of technology applications, approaches related to a comprehensive view of customer behavior
and the development of technology-focused services must be integrated. Therefore, restaurants must integrate
social media principles and technology applications with their sustainability behaviors to achieve the best
possible economic and environmental position in the market.
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