BABYV

PENUTUP

Pada bab ini menjelaskan mengenai kesimpulan yang didapat dari penelitian yang
telah dilakukan. Dalam bab ini, penulis juga menjelaskan implikasi manajerial berupa
saran dan masukan yang bermanfaat bagi perusahaan dalam mengembangkan bisnis di
masa yang akan datang. Selain itu, pada bagian ini peneliti akan memaparkan
keterbatasan penelitian yang terdapat dalam penelitian ini serta memberikan saran

untuk penelitian selanjutnya.

5.1 Kesimpulan
Berdasarkan hasil dan pemaparan diskusi yang telah dijelaskan, maka diperoleh
beberapa kesimpulan sebagai berikut:

1. Berdasarkan hasil analisis dan hasil uji hipotesis pertama, Green brand
positioning tidak berpengaruh positif dan signifikan terhadap green purchase
intention. Dalam kata lain, strategi green brand positioning yang dilakukan
oleh perusahaan atau produk ramah lingkungan tidak memberikan pengaruh
yang besar bagi konsumen untuk membeli produk ramah lingkungan tersebut.
Dari hasil hipotesis pertama maka dapat dikatakan bahwa hipotesis pertama
ditolak. Hal ini dapat terjadi karena NPure belum secara maksimal dalam
melakukan komunikasi dengan konsumennya mengenai produk maupun

praktik hijau yang dilakukan NPure sehingga konsumen masih
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mempertimbangkan alasan mereka untuk melakukan pembelian produk dari
NPure.

. Berdasarkan hasil analisis dan hasil uji hipotesis kedua, Attitude towards
green brand tidak berpengaruh positif dan signifikan terhadap green purchase
intention. Hal ini dapat diartikan bahwa sikap yang dimiliki seseorang baik
respon maupun penilaian terhadap produk ramah lingkungan tidak
mendorong orang tersebut untuk melakukan pembelian produk ramah
lingkungan. Dari hasil hipotesis kedua maka dapat dikatakan bahwa hipotesis
kedua ditolak. Hasil hipotesis ini dapat terjadi karena banyak konsumen di
Indonesia tertarik membeli sebuah produk tidak hanya menilai dari apakah
produk tersebut berdampak positif terhadap lingkungan atau tidak, tetapi juga
mempertimbangkan faktor lainnya untuk membeli suatu produk.

. Berdasarkan hasil analisis dan hasil uji hipotesis ketiga, Environmental
concern berpengaruh positif dan signifikan terhadap green purchase
intention. Dart hasil hipotesis ketiga dapat disimpulkan bahwa semakin tinggi
kepedulian seseorang terhadap lingkungan maka keinginan atau intensi
pembelian terhadap produk ramah lingkungan juga meningkat. Maka
hipotesis ketiga, environmental concern berpengaruh positif dan signifikan
terhadap green purchase intention, diterima. Hal ini dapat dipengaruhi karena
sebagian besar responden dalam penelitian ini didominasi oleh generasi Z

rentang usia 18 hingga 25 tahun dengan latar belakang pendidikan S1 yang
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memiliki kesadaran lebih tinggi tentang permasalahan lingkungan dan produk
ramah lingkungan.

Berdasarkan hasil pengujian efek moderasi dari green brand knowledge,
ditemukan bahwa green brand knowledge gagal memoderasi hubungan antara
ketiga variabel independen (green brand positioning, attitude toward green
brand, environmental concern) dan variabel dependen (green purchase
intention). Hal ini dapat terjadi karena green brand knowledge memiliki
korelasi dengan ketiga variabel independen yang membahas tentang produk
ramah lingkungan. Selain itu, konsumen yang membeli produk skincare
cenderung untuk lebih memperhatikan keefektifan produk tersebut serta
kandungan yang terdapat dalam skincare apakah mampu membantu
mengatasi permasalahan kulit mereka dibandingkan melihat prinsip atau
konsep hijau dari produk skincare. Oleh sebab itu, hipotesis keempat, kelima,

dan keenam dalam penelitian ini ditolak.

5.2 Implikasi Manajerial

Berdasarkan hasil penelitian yang telah dilakukan, terdapat beberapa

implikasi manajerial yang dapat diberikan peneliti yaitu sebagai berikut:

1.

Berdasarkan hasil pengujian hipotesis pertama, Green Brand Positioning
tidak memengaruhi secara signifikan dan positif terhadap Green Purchase
Intention. Hal ini dapat menjadi perhatian lebih bagi NPure untuk melihat

kebutuhan konsumen dan persaingan diantara kompetitor khususnya
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kompetitor yang serupa dengan NPure yaitu brand skincare lokal yang
berorientasi pada lingkungan. NPure dapat melakukan terobosan baru untuk
membentuk brand positioning di benak konsumen misalnya dengan
meningkatkan kualitas dalam kandungan yang terdapat dalam produknya,
memberikan harga yang bersaing.

. Berdasarkan hasil pengujian hipotesis kedua, Attitude towards green brand
tidak berpengaruh positif dan signifikan terhadap green purchase intention.
Karena attitude konsumen terhadap sebuah brand akan memberikan persepsi
dan perasaan suka atau tidak suka, maka perusahaan harus membentuk
persepsi yang baik terhadap produk yang ditawarkan kepada konsumen.
Dalam hal ini, cara yang dapat dilakukan NPure adalah dengan memberikan
informasi sebanyak dan selengkap mungkin mengenai produk mereka karena
semakin banyak informasi yang diterima maka semakin banyak respon yang
diberikan konsumen.

. Berdasarkan hasil pengujian hipotesis ketiga, Environmental concern
berpengaruh positif dan signifikan terhadap green purchase intention. Hal ini
menjadi sesuatu yang harus diperhatikan oleh NPure karena kepedulian
seseorang terhadap isu lingkungan dapat memengaruhi sikap dan keinginan
konsumen dalam membeli produk yang berorientasi pada lingkungan. Dalam
hal ini NPure dapat lebih gencar dalam melakukan kampanye gerakan
#GenerasiKulitSehat untuk semakin rutin dilakukan dan dikenalkan kepada

banyak orang agar semakin banyak orang yang lebih aware terhadap isu
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4.

5.

lingkungan serta ikut dalam kegiatan untuk menjaga lingkungan. Melalui hal
tersebut, NPure dapat menarik lebih banyak orang yang potensial untuk
menjadi calon pembeli produknya.

NPure dapat untuk terus melanjutkan promosi dan mengiklankan produknya
baik melalui media sosial, media elektronik, maupun media konvensional
seperti baliho atau brosur untuk menarik perhatian konsumen dan
mengenalkan produknya lebih luas lagi.

NPure dapat mempertimbangkan kembali harga yang ditawarkan kepada
konsumen agar tetap mampu bersaing dengan kompetitor serta menunjukkan
bahwa produk dengan klaim “hijau” tidak harus mahal.

NPure dapat terus mempertahankan reputasinya yang sudah dibangun sejak
tahun 2017 sebagai salah satu pelopor brand kecantikan lokal Indonesia yang
mengusung konsep hijau dan ramah lingkungan misalnya dengan melakukan
inovasi produk atau memberikan informasi yang jelas serta menarik
mengenai proses produksi hingga produk sampai di tangan konsumen.
Dengan mempertahankan reputasi yang dimiliki NPure dapat menjadi nilai
saing di industri kosmetik dan kecantikan yang semakin ketat.

Untuk memenuhi ekspektasi konsumen terhadap produknya, NPure dapat
lebih gencar untuk melakukan kegiatan hijau dalam promosinya agar
konsumen semakin mengetahui dan percaya dengan klaim yang dimiliki
NPure yaitu skincare yang memperhatikan lingkungan. NPure dapat

meningkatkan edukasinya kepada konsumen dengan konten visual yang
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8.

9.

menarik sehingga konsumen menjadi paham dan percaya mengapa mereka
harus memilih NPure.

NPure dapat meningkatkan klaim produknya yang peduli terhadap
lingkungan dan memberikan manfaat bagi lingkungan untuk meningkatkan
ketertarikan konsumen untuk membeli produk dari NPure.

NPure dapat terus mempertahankan label ramah lingkungan yang sudah
digunakan untuk memberikan kepuasan bagi konsumen setelah membeli dan
menggunakan produk NPure. NPure dapat mengajak konsumennya utnuk
mengambil peran dalam menjaga lingkungan misalnya dengan mengadakan
kegiatan program daur ulang kemasan produk NPure dengan reward

memberikan voucher belanja atau mendapatkan produk NPure secara gratis.

5.3 Keterbatasan Penelitian

Dalam melaksanakan penelitian ini, masih ditemukan beberapa keterbatasan

yaitu sebagai berikut:

1.

Penelitian ini tidak spesifik menggunakan salah satu kategori produk dari
NPure melainkan membahas keseluruhan produk yang dimiliki oleh NPure.
Hal ini dapat memberikan kesulitan terhadap perusahaan dalam mengevaluasi
lebih dalam dari kategori produk tertentu.

Terdapat beberapa pertanyaan kuesioner yang tidak sesuai dengan keadaan
sesungguhnya sehingga jawaban responden menjadi tidak sesuai dengan yang

dibutuhkan oleh penelitian.
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3. Terdapat keterbatasan dalam penyebaran kuesioner karena tidak terdapat
penjelasan mengenai green product di dalam kuesioner yang menjadi dasar
dalam penyusunan penelitian ini sehingga responden tidak memiliki
pengetahuan dan gambaran mengenai hal yang akan diteliti. Hal ini
mengakibatkan jawaban yang diberikan oleh responden menjadi bias.

4. Terdapat kurangnya informasi mengenai produk hijau NPure pada kuesioner
seperti gambar atau video sehingga responden tidak memiliki pengetahuan
mengenai produk NPure.

5. Variabel green brand knowledge tidak terukur dengan maksimal karena
jumlah sampel belum cukup untuk merepresentasikan peran green brand
knowledge sebagai variabel moderasi. Oleb sebab itu, diperlukan
penambahan jumlah sampel dengan harapan dapat memberikan hasil yang
lebih representatitf serta pemahaman yang lebih dalam mengenai peran green
brand knowledge sebagai variabel moderasi.

6. Salah satu keterbatasan dalam penelitian ini adalah minimnya literatur yang
membahas mengenai peran green brand knowledge sebagai variabel
moderasi. Hal ini memberikan keterbatasan kemampuan peneliti untuk
membahas variabel green brand knowledge menjadi pembahasan yang lebih
luas. Oleh sebab itu, diperlukan lebih banyak lagi literatur yang membahas
mengenai green brand knowledge sebagai variabel moderasi agar hasil
pembahasan penelitian dapat lebih bervariasi dan menyelesaikan

permasalahan di lingkungan bisnis.
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7.

Pengadaptasian kuesioner dari bahasa Inggris ke bahasa Indonesia menjadi
salah satu keterbatasan dalam penelitian ini karena terdapat perbedaan makna
dan pemahaman ketika diterjemahkan dalam bahasa Indonesia sehingga
memengaruhi pemahaman responden terhadap pertanyaan yang terdapat

dalam kuesioner.

5.4 Saran Penelitian Selanjutnya

Berdasarkan keterbatasan penelitian yang terdapat dalam penelitian ini,

peneliti memberikan saran yang berguna untuk memperbaiki penelitian di masa

yang akan datang yaitu sebagai berikut:

l.

Penelitian selanjutnya diharapkan dapat memilih salah satu kategori produk
dari NPure untuk menjadi fokus penelitian sehingga hasil dari penelitian

dapat relevan dan lebih maksimal.

. Penelitian selanjutnya diharapkan dapat meninjau kembali setiap butir

pertanyaan dalam kuesioner dan menyesuaikan dengan keadaan
sesungguhnya sehingga pertanyaan lebih mudah untuk dipahami oleh

responden ketika mengisi kuesioner.
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LAMPIRAN

Lampiran 1: Kuesioner Penelitian

A. Pertanyaan Filter
1. Apakah Anda mengetahui green product dari merek NPure?

2. Apakah Anda pernah menggunakan green product dari NPure?

B. Profil Responden
1. Usia
e <18 Tahun
e 18-21 Tahun
e 22-25 Tahun
e >25 Tahun
2. Jenis Kelamin
e Laki-laki
e Perempuan
3. Pendidikan
SMA/SMK/Sederajat
D1/D2/D3
e SI
o S2
e S3
4. Pekerjaan
e Pelajar
e Mahasiswa
e Wirausaha
e Karyawan Swasta
e PNS
e Lainnya
5. Penghasilan per Bulan
e <Rpl.000.000
e Rpl.000.001-Rp2.000.000
e Rp2.000.001-Rp3.000.000
e Rp3.000.001-Rp4.000.000
e Rp4.000.000
6. Pengeluaran per Bulan
e <Rpl.000.000
e Rpl.000.001-Rp2.000.000
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e Rp2.000.001-Rp3.000.000
e Rp3.000.001-Rp4.000.000
e Rp4.000.000
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C. Bagian 1: Green Brand Positioning

No. Pertanyaan Skala
| Saya mempertimbangkan harga dan kualitas saat | STS | ST | N SS
membeli skincare NPure.
Saya mengetahui merek NPure melalui iklan
2. yang saya lihat (media sosial, baliho, televisi,
dil).
Menurut saya, skincare NPure sesuai dengan
> kebutuhan pribadi saya.
4. Menurut saya, skincare NPure mahal.
Saya lebih memilih skincare NPure dengan label
> ramah lingkungan.
D. Bagian 2: Attitude Toward Green Brand
No. Pertanyaan Skala
| Saya merasa reputasi skincare NPure dapat STS | ST | N SS
diandalkan.
5 Saya merasa kinerja skincare NPure dapat
diandalkan.
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Saya merasa klaim “Organic Skincare for
Healthy Skin” pada skincare NPure dapat

dipercaya.

Saya merasa bahwa kepedulian NPure terhadap

lingkungan memenuhi ekspektasi saya.

Menurut saya, skincare NPure tetap memegang
prinsip ramah lingkungan dan bertanggung jawab

dalam menjaga lingkungan.

E. Bagian 3: Green Brand Knowledge

No. Pertanyaan Skala
Menurut saya, skincare NPure dapat menjadi STS | ST | N SS
1. investasi yang menguntungkan untuk jangka
panjang.
5 Menurut saya, kinerja dari skincare NPure
memenuhi harapan saya.
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Menurut saya, kurangnya ketersediaan akses
terhadap produk dengan label ramah lingkungan
menjadi alasan utama rendahnya popularitas dan

permintaan pada skincare NPure.

Saya membeli produk yang ramah lingkungan

dengan pertimbangan ramah lingkungan.

Saya membeli produk dengan label ramah
lingkungan karena memiliki manfaat terhadap
lingkungan yang lebih banyak daripada produk

lain.

F. Bagian 4: Environmental Concern

No. Pertanyaan Skala
1. Saya peduli dengan lingkungan sekitar. STS | ST | N SS
Saya bersedia mengurangi pembelian produk
2. yang tidak ramah lingkungan non-green product
untuk membantu melindungi lingkungan.
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Menurut saya, perubahan aktivitas untuk
mengonsumsi produk ramah lingkungan green

product diperlukan untuk melindungi lingkungan.

Menurut saya, perubahan kondisi sosial
masyarakat terhadap pembelian produk ramah
lingkungan green product diperlukan untuk

melindungi lingkungan.

Menurut saya, peraturan untuk mengonsumsi

produk ramah lingkungan harus lebih ditegaskan.

G. Bagian 5: Green Purchase Intention

No.

Pertanyaan

Skala

Saya berniat membeli skincare NPure karena

kepeduliannya terhadap lingkungan.

STS

ST

SS

Saya akan membeli skincare NPure di masa
mendatang dengan mempertimbangkan

manfaatnya untuk lingkungan.
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Saya merasa senang ketika membeli skincare
NPure dengan label ramah lingkungan dari NPure

karena ramah lingkungan.
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Lampiran 2: Data Mentah Hasil Kuesioner

Jawaban Profil Responden

Keterangan :
= Jawaban responden yang tidak lolos karena menjawab “Tidak™ pada pertanyaan filter
Apakah Rata-rata
Anda Apfih pengeluaran
mengetah | Anda pernah ellllillflellli(an
No. ui green | menggunaka : Jenis . 1. \ Penghasilan p
Usia . Pendidikan | Pekerjaan green
product n green Kelamin per bulan oduct
dari product dari P
NPure dalam
merek NPure?
NPure? kurun waktu
) satu bulan.
18-21 Rp1.000.001
1. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
>25 Karyawan >
2 Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta Rp4.000.000
18-21 <
3 Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
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18-21 Rp1.000.001

4. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp1.000.001

5. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000

6. Ya Tidak
22-25 Rp1.000.001

7. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000

8. Ya Tidak
18-21 SMA/SMK/Se <

9. Ya Ya Laki-laki Mahasiswa <Rp1.000.000
Tahun derajat Rp1.000.000

>25 Karyawan >

10. Ya Ya Laki-laki D1/D2/D3 <Rp1.000.000
Tahun Swasta Rp4.000.000
18-21 <

I1. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
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22-25 Rp1.000.001

12. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 >

13. Ya Ya Perempuan S1 Lainnya <Rp1.000.000
Tahun Rp4.000.000
18-21 >

14. Ya Ya Perempuan S1 Lainnya <Rp1.000.000
Tahun Rp4.000.000
22-25 Rp1.000.001

15. Ya Ya Perempuan S1 Mabhasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp1.000.001

16. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 <

17. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 Karyawan | Rp2.000.001

18. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta - 3.000.000
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19. Tidak
18-21 Rp2.000.001
20. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Rp1.000.001
21. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22. Tidak
23. Ya Tidak
22-25 Karyawan | Rp2.000.001
24. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta - 3.000.000
18-21 Rp2.000.001
25. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
>25 Karyawan > Rp1.000.001
26. Ya Ya Perempuan S1
Tahun Swasta Rp4.000.000 | -2.000.000
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22-25 SMA/SMK/Se Rp1.000.001

27. Ya Ya Perempuan Mahasiswa <Rp1.000.000
Tahun derajat - 2.000.000
22-25 SMA/SMK/Se Rp2.000.001

28. Ya Ya Laki-laki Mahasiswa <Rp1.000.000
Tahun derajat - 3.000.000
18-21 SMA/SMK/Se Rp1.000.001

29 Ya Ya Perempuan Mahasiswa <Rp1.000.000
Tahun derajat - 2.000.000
22-25 <

30. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000

31. Tidak
18-21 Rp1.000.001

32. Ya Ya Laki-laki Sl Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp2.000.001

33. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
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18-21 Rp2.000.001

34, Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
18-21 Rp1.000.001

35. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp3.000.001 | Rp1.000.001

36. Ya Ya Laki-laki S1 Mahasiswa
Tahun - 4.000.000 - 2.000.000
18-21 SMA/SMK/Se <

37. Ya Ya Perempuan Mahasiswa <Rp1.000.000
Tahun derajat Rp1.000.000
22-25 Rp1.000.001

38. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000

39. Ya Tidak
18-21 <

40. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
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18-21 <

41. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
18-21 Rp1.000.001

42. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 SMA/SMK/Se Rp1.000.001

43. Ya Ya Laki-laki Mahasiswa <Rp1.000.000
Tahun derajat - 2.000.000
18-21 >

44. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp4.000.000
22-25 Rp1.000.001

45. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 Karyawan >

46. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta Rp4.000.000
18-21 Rp1.000.001

47. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
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48. Ya Tidak
18-21 SMA/SMK/Se <

49. Ya Ya Perempuan Lainnya <Rp1.000.000
Tahun derajat Rp1.000.000
22-25 <

50. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000

51. Ya Tidak
18-21 Rp3.000.001

52. Ya Ya Perempuan D1/D2/D3 Lainnya <Rp1.000.000
Tahun -4.000.000

<18 <

53. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 <

54. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 Rp3.000.001

55. Ya Ya Perempuan S1 Lainnya <Rp1.000.000
Tahun - 4.000.000
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18-21 <
56. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
18-21 Rp3.000.001
57. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 4.000.000
58. Ya Tidak Perempuan
18-21 >
59. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun Rp4.000.000
22-25 >
60. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp4.000.000
18-21 <
61. Ya Ya Laki-laki Sl Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
>25 > Rp1.000.001
62. Ya Ya Laki-laki S1 Lainnya
Tahun Rp4.000.000 | -2.000.000
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22-25 Karyawan | Rp3.000.001

63. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta - 4.000.000
18-21 Rp1.000.001

64. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000

65. Tidak
18-21 Rp1.000.001

66. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 SMA/SMK/Se <

67. Ya Ya Perempuan Mahasiswa <Rp1.000.000
Tahun derajat Rp1.000.000
18-21 <

68. Ya Ya Perempuan Sl Pelajar <Rp1.000.000
Tahun Rp1.000.000
18-21 Rp1.000.001

69. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
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22-25 <

70. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
18-21 SMA/SMK/Se Rp2.000.001

71. Ya Ya Laki-laki Mahasiswa <Rp1.000.000
Tahun derajat - 3.000.000
22-25 Rp2.000.001 | Rp1.000.001

72. Ya Ya Laki-laki S1 Mahasiswa
Tahun - 3.000.000 - 2.000.000
18-21 Rp1.000.001

73. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000

74. Tidak
18-21 SMA/SMK/Se Rp3.000.001

75. Ya Ya Laki-laki Mahasiswa <Rp1.000.000
Tahun derajat -4.000.000
22-25 Rp1.000.001

76. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000

77. Ya Tidak
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18-21 Rp2.000.001

78. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Karyawan >

79. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta Rp4.000.000
18-21 Rp1.000.001

80. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000

>25 Karyawan >

81. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta Rp4.000.000
22-25 Rp1.000.001

82. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 Rp1.000.001

83. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000

>25 Karyawan >

84. Ya Ya Perempuan S1 <Rp1.000.000

Tahun Swasta Rp4.000.000
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>25 Rp2.000.001
85. Ya Ya Perempuan S1 Lainnya <Rp1.000.000
Tahun - 3.000.000
>25 Karyawan > Rp3.000.001
86. Ya Ya Perempuan S1
Tahun Swasta Rp4.000.000 | -4.000.000
22-25 >
87. Ya Ya Perempuan S2 Mahasiswa <Rp1.000.000
Tahun Rp4.000.000
>25 Karyawan | Rp3.000.001
88. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta -4.000.000
>25 Karyawan >
89. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta Rp4.000.000
22-25 SMA/SMK/Se <
90. Ya Ya Perempuan Mahasiswa <Rp1.000.000
Tahun derajat Rp1.000.000
>25 >
91. Ya Ya Perempuan D1/D2/D3 Wirausaha <Rp1.000.000
Tahun Rp4.000.000
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92. Tidak
18-21 Rp2.000.001
93. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
>25 Karyawan >
94, Ya Ya Perempuan D1/D2/D3 <Rp1.000.000
Tahun Swasta Rp4.000.000
>25 Rp2.000.001
95. Ya Ya Perempuan D1/D2/D3 Lainnya <Rp1.000.000
Tahun - 3.000.000
18-21 Rp2.000.001
96. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Rp1.000.001
97. Ya Ya Perempuan Sl Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp1.000.001
98. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000




22-25 >

99. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp4.000.000
18-21 <

100. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 <

101. Ya Ya Perempuan D1/D2/D3 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000

102. Ya Tidak
22-25 Rp1.000.001

103. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 Rp1.000.001

104. Ya Ya Laki-laki Sl Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 Rp1.000.001

105. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
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18-21 Rp1.000.001 | Rp1.000.001
106. Ya Ya Perempuan S1 Mahasiswa
Tahun - 2.000.000 - 2.000.000
18-21 Rp1.000.001
107. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp2.000.001 | Rp1.000.001
108. Ya Ya Perempuan S1 Mahasiswa
Tahun - 3.000.000 - 2.000.000
18-21 < Rp1.000.001
109. Ya Ya Perempuan S1 Mahasiswa
Tahun Rp1.000.000 | -2.000.000
18-21 Rp1.000.001
110. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 <
111. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
18-21 <
112. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
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22-25

<

113. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
18-21 Rp2.000.001 | Rp1.000.001
114. Ya Ya Perempuan S1 Mahasiswa
Tahun - 3.000.000 - 2.000.000
18-21 <
115. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 SMA/SMK/Se Rp2.000.001
116. Ya Ya Perempuan Mabhasiswa <Rp1.000.000
Tahun derajat - 3.000.000
18-21 Rp1.000.001 | Rp1.000.001
117. Ya Ya Perempuan S1 Mahasiswa
Tahun - 2.000.000 - 2.000.000
18-21 Rp2.000.001
118. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Rp1.000.001
119. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
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18-21 Rp2.000.001
120. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
18-21 > Rp1.000.001
121. Ya Ya Laki-laki S1 Mahasiswa
Tahun Rp4.000.000 | -2.000.000
>25 Rp3.000.001
122. Ya Ya Perempuan S1 Lainnya <Rp1.000.000
Tahun -4.000.000
22-25 Rp2.000.001
123. Ya Ya Perempuan S1 Mabhasiswa <Rp1.000.000
Tahun - 3.000.000
>25 SMA/SMK/Se Rp3.000.001
124. Ya Ya Perempuan Wirausaha <Rp1.000.000
Tahun derajat -4.000.000
22-25 Rp1.000.001
125. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 <
126. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
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22-25 Rp1.000.001
127. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 >
128. Ya Ya Perempuan S1 Wirausaha <Rp1.000.000
Tahun Rp4.000.000
22-25 <
129. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
130. Tidak
22-25 Rp1.000.001
131. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
>25 Karyawan >
132. Ya Ya Laki-laki S1 <Rp1.000.000
Tahun Swasta Rp4.000.000
>25 Karyawan >
133. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta Rp4.000.000
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18-21 Rp1.000.001

134. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp1.000.001

135. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Rp1.000.001

136. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Rp1.000.001

137. Ya Ya Perempuan S1 Mabhasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp1.000.001

138 Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 SMA/SMK/Se Rp3.000.001

139. Ya Ya Perempuan Mahasiswa <Rp1.000.000
Tahun derajat -4.000.000
18-21 <

140. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
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18-21 Rp1.000.001

141. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Rp1.000.001

142. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Rp1.000.001

143. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 <

144. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 Rp1.000.001

145. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 Rp1.000.001

146. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp2.000.001

147. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
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22-25 Rp1.000.001

148. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Rp1.000.001

149. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp1.000.001

150. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 SMA/SMK/Se Rp1.000.001

151. Ya Ya Perempuan Mabhasiswa <Rp1.000.000
Tahun derajat -2.000.000
22-25 <

152. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 SMA/SMK/Se Rp2.000.001

153. Ya Ya Perempuan Mahasiswa <Rp1.000.000
Tahun derajat - 3.000.000
22-25 Rp1.000.001

154. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
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18-21 Rp1.000.001

155. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp1.000.001

156. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 SMA/SMK/Se Rp2.000.001

157. Ya Ya Laki-laki Mahasiswa <Rp1.000.000
Tahun derajat - 3.000.000
22-25 <

158. Ya Ya Perempuan S1 Mabhasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 Rp2.000.001

159. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Rp1.000.001

160. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp1.000.001

161. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
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22-25 Rp2.000.001 | Rp1.000.001
162. Ya Ya Perempuan S1 Lainnya
Tahun - 3.000.000 - 2.000.000
>25 Rp3.000.001 | Rp1.000.001
163. Ya Ya Laki-laki S1 Mahasiswa
Tahun - 4.000.000 - 2.000.000
18-21 Rp2.000.001
164. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Karyawan <
165. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta Rp1.000.000
18-21 <
166. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 Rp2.000.001
167. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
18-21 Karyawan | Rp3.000.001
168. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta -4.000.000
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22-25 SMA/SMK/Se Rp2.000.001

169. Ya Ya Laki-laki Mahasiswa <Rp1.000.000
Tahun derajat - 3.000.000
18-21 Rp1.000.001

170. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Rp1.000.001

171. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Karyawan | Rp2.000.001

172. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta - 3.000.000
18-21 Rp1.000.001

173. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 Rp1.000.001

174. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp1.000.001

175. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
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22-25 Rp1.000.001
176. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp2.000.001 | Rp1.000.001
177. Ya Ya Perempuan D1/D2/D3 Mahasiswa
Tahun - 3.000.000 - 2.000.000
18-21 Rp3.000.001 | Rp2.000.001
178. Ya Ya Perempuan S1 Mahasiswa
Tahun - 4.000.000 - 3.000.000
22-25 Rp1.000.001
179. Ya Ya Perempuan S1 Mabhasiswa <Rp1.000.000
Tahun -2.000.000
22-25 <
180. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 <
181. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 Rp2.000.001
182. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
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18-21 <
183. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
22-25 Rp1.000.001
184. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
185. Ya Tidak
22-25 Karyawan | Rp2.000.001 | Rp1.000.001
186. Ya Ya Perempuan S1
Tahun Swasta - 3.000.000 -2.000.000
18-21 Rp2.000.001 | Rp1.000.001
187. Ya Ya Perempuan S1 Mahasiswa
Tahun - 3.000.000 -2.000.000
22-25 Rp2.000.001 | Rp2.000.001
188. Ya Ya Perempuan Sl Mahasiswa
Tahun - 3.000.000 - 3.000.000
22-25 Rp2.000.001 | Rp1.000.001
189. Ya Ya Perempuan S1 Mahasiswa
Tahun - 3.000.000 - 2.000.000
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18-21 SMA/SMK/Se <
190. Ya Ya Laki-laki Mahasiswa <Rp1.000.000
Tahun derajat Rp1.000.000
22-25 Rp1.000.001
191. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Rp2.000.001
192. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Rp2.000.001
193. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Karyawan | Rp3.000.001 | Rp1.000.001
194. Ya Ya Perempuan S1
Tahun Swasta -4.000.000 -2.000.000
>25 Rp3.000.001 | Rp1.000.001
195. Ya Ya Perempuan S1 PNS
Tahun -4.000.000 -2.000.000
22-25 Rp2.000.001 | Rp1.000.001
196. Ya Ya Perempuan S1 Wirausaha
Tahun - 3.000.000 - 2.000.000
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18-21 Rp1.000.001
197. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
198. Ya Tidak
18-21 Rp1.000.001
199. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp1.000.001
200. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Rp2.000.001
201. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
18-21 Rp2.000.001
202. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
<18 Rp1.000.001 | Rp1.000.001
203. Ya Ya Laki-laki S1 Mahasiswa
Tahun - 2.000.000 - 2.000.000
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>25 Karyawan > Rp1.000.001
204. Ya Ya Perempuan S1
Tahun Swasta Rp4.000.000 | -2.000.000
205. Ya Tidak
18-21 Rp2.000.001 | Rp1.000.001
206. Ya Ya Perempuan S1 Mahasiswa
Tahun - 3.000.000 - 2.000.000
>25 Karyawan > Rp2.000.001
207. Ya Ya Perempuan S2
Tahun Swasta Rp4.000.000 | -3.000.000
22-25 Rp2.000.001
208 Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
18-21 Rp1.000.001
209. Ya Ya Laki-laki Sl Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 Karyawan | Rp3.000.001
210. Ya Ya Perempuan S1 <Rp1.000.000
Tahun Swasta -4.000.000
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18-21 Rp1.000.001
211. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp1.000.001
212. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
22-25 Rp2.000.001 | Rp1.000.001
213. Ya Ya Perempuan S1 Mahasiswa
Tahun - 3.000.000 - 2.000.000
22-25 SMA/SMK/Se Rp1.000.001
214. Ya Ya Laki-laki Mahasiswa <Rp1.000.000
Tahun derajat -2.000.000
22-25 Rp1.000.001
215. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp1.000.001
216. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp2.000.001 | Rp1.000.001
217. Ya Ya Perempuan S1 Mahasiswa
Tahun - 3.000.000 - 2.000.000
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18-21 Rp2.000.001 | Rp1.000.001
218. Ya Ya Perempuan S1 Mahasiswa
Tahun - 3.000.000 - 2.000.000
18-21 Rp1.000.001
219. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp2.000.001
220. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
18-21 Rp2.000.001
221. Ya Ya Perempuan S1 Mabhasiswa <Rp1.000.000
Tahun - 3.000.000
<18 Rp3.000.001 | Rp2.000.001
222, Ya Ya Perempuan S1 PNS
Tahun -4.000.000 - 3.000.000
22-25 Rp2.000.001
223. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Rp2.000.001
224 Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000

141




>25 Karyawan > Rp2.000.001
225. Ya Ya Laki-laki S2
Tahun Swasta Rp4.000.000 | -3.000.000
18-21 Rp2.000.001
226. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Rp3.000.001
227. Ya Ya Perempuan S1 PNS <Rp1.000.000
Tahun -4.000.000
>25 Karyawan >
228. Ya Ya Perempuan S2 <Rp1.000.000
Tahun Swasta Rp4.000.000
18-21 < Rp1.000.001
229. Ya Ya Laki-laki S1 Mahasiswa
Tahun Rp1.000.000 | -2.000.000
22-25 Rp1.000.001
230. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 > Rp1.000.001
231. Ya Ya Perempuan S2 Wirausaha
Tahun Rp4.000.000 | -2.000.000
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18-21 Rp1.000.001 | Rp1.000.001

232. Ya Ya Laki-laki S1 Mahasiswa
Tahun - 2.000.000 - 2.000.000
18-21 Rp1.000.001

233 Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 2.000.000
18-21 Rp2.000.001

234. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Rp1.000.001

235. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
18-21 Rp1.000.001

236. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun -2.000.000
22-25 Rp2.000.001

237. Ya Ya Perempuan S1 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
18-21 <

238. Ya Ya Laki-laki S1 Mahasiswa <Rp1.000.000
Tahun Rp1.000.000
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18-21 Rp1.000.001 | Rp2.000.001
239. Ya Ya Perempuan S1 Mahasiswa
Tahun - 2.000.000 - 3.000.000
22-25 Rp2.000.001
240. Ya Ya Perempuan S2 Mahasiswa <Rp1.000.000
Tahun - 3.000.000
22-25 Karyawan > Rp1.000.001
241. Ya Ya Laki-laki S1
Tahun Swasta Rp4.000.000 | -2.000.000
22-25 Rp1.000.001
242. Ya Ya Perempuan S1 Mabhasiswa <Rp1.000.000
Tahun -2.000.000

Jawaban Responden Indikator Green Brand Positioning, Attitude Toward Green Brand, dan Green Brand

Knowledge
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Lampiran 3: Hasil Olah Data SmartPLS 4

Hasil Analisis Deskriptif

1

2

3

4

5

6

7

8

9
ATGB5 10 MET 0.825 0313 -0.648
GBK1 11 MET 0.903 -0.012 -0.565
GBK2 12 MET 0.815 0.019 -0.578
GBK3 13 MET 0.900 -0414 -0.356
GBK4 14 MET 0.865 1.309 -1.010
GBK5 15 MET 0.872 0.535 -0.874
EC1 16 MET 0.767 0.559 -0.889
EC2 17 MET 0.866 1.014 -0.986
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EC3
EC4
EC5
GPI1

GPI2
GPI3

18 MET
19 MET
20 MET
21 MET
22 MET
23 MET
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0.868 1.741 -1.198
0.868 0.546 -0.882
0.803 0.558 -0.965
0.894 0.514 -0.833
0.904 0.306 -0.761
0.890 1471 -1.167




Model Konstruk
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Hasil Outer Loading (Pengujian 1)

GPI3

0.827

GBP1
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0.818




Hasil Outer Loading (Pengujian 2)

GPI2 0.856
GPI3 0.827
GBP1 0.824
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Hasil Average Varianced Extracted

Attitude Toward Green Brand

Environmental Concern

Green Brand Knowledge

Green Brand Positioning

Green Purchase Intention

Attitude Toward Green Brand

Environmental Concern

Green Brand Knowledge

Green Brand Positioning

0.636

0.577

0.573

Green Purchase Intention
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Hasil F-Squared

Attitude Toward Green Brand

0.004

Environmental Concern

0.035

Green Brand Knowledge

0.168

Green Brand Positioning

0.000

Green Purchase Intention

Green Brand Knowledge x Envir:

0.006

Green Brand Knowledge x Greel

0.001

Green Brand Knowledge x Attit e

0.001

Hasil R-Squared

Green Purchase Intention
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Hasil Q-Squared

Green Purchase Inte
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Hasil Bootstrapping Calculation
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‘/ Environmental Concemn
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Hasil Uji Hipotesis (Path Coefficient)

Green Brand Knowledge x Green Brand P

Attitude Toward Green Brand -> Greel

Green Brand Knowledge x Environme

Environmental Concern -> Green Pu

Green Brand Knowledge -> Green P
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0.096 0.899 0.369
0.099 0.924 0.356
0.110 2124 0.034
0.103 4.674 0.000
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Abstract: The current study aims to investigate the moderating effect of green brand knowledge
{GBK) on the relationship of green brand positioning (GBIY), attitude towards the green brand (ATGE),
environmental concern (EC) and green purchase intention (GPI) in Pakistan. For this purpose, the
data was collected from the individuals who were buying organic food by using purposive sampling,
using cross-sectional research design and quantitative research approach. The Partial Least Square
[PLS)-Structural Equation Modeling (SEM) technique results had shown that all the direct-effect
relationships, namely, GBF, ATGB, EC variables have a positive and significant relationship with the
GPL While indirect-effect relationships have shown that the relationships of ATGB, EC and GFI are
significantly moderated by GBE, which indicated that the effect of GBP, and EC toward GPI would
be stronger when individuals have strong knowledge about green brands. In contrast, GBK is not
significantly moderating the relationship between GBP and GPL The empirical findings of this study
fill a gap in the existing body of literature regarding the effects of GPI, ATGE and EC on green brands,
as well as the moderating effect of GBK. As a result, this study provides insight into the topic, which
has not been thoroughly investigated in earlier studies. Therefore, we consider that understanding
this moderating effect is a positive contribution to the existing body of knowledge, which could
help researchers explore this relationship in the future. This study could also help the owners and
managers to know about the importance of these exogenous, and moderate variables to increase their

customer’s green purchase intenHons.

Keywords: green brand knowledge; green brand positioning; environmental concern; green purchase
intention; Pakistan

1. Introduction

The United Nations (UN) have developed 17 Sustainable Development Goals (SDGs)
to transform our planet. These goals are a call for action to promote economic growth
and address social needs by all countries; rich, poor, and middle-income. The 13th Goal,
which is based on climate change and environmental protection, is not only attracting
widespread interest but also affecting every country in all the continents due to rising
sea levels, changing weather patterns and increasing levels of greenhouse gas emissions.
Furthermore, the rise in global temperature to 1.5 "C has wreaked havoc on national
economies. As a result, countries adopted the Paris Agreement in November 2016, and
many world leaders are of the view that urgent action should be taken to limit global
temperature rise to below 2 °C [1].

Actually, in the past several decades, depletion of natural resources at different levels
has played an important role in environmental deterioration. For instance, Sharples, et al. [2]
analyzed extreme bushfires experienced by the Australian public in recent years that
resulted in loss of human life, livestock, woodlands, infrastructure, scientific facilities,
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cultural sites and psychological stress by firefighters and the public at large. Similarly,
Hayward, et al. [3] stated that reduction in leaf litter and loss of biodiversity are increasing
the threat of bushfires. In the same manner, the rainforests of the Amazon are suffering
badly. Aragio, et al. [4] mentioned that a shortage of rainfall is causing a significant water
deficit and affecting the photosynthetic capacity of the ecosystem. Under these circum-
stances, fire incidence and drought-related events are increasing in number. Additionally,
keeping this climatic condition in mind, some companies are making a concerted effort ta
handle this grave issue. Oliver and Lee [5] as well as Alfred and Adam [6] mentioned that
Honda, GM and Toyota are largely adopting green technologies that reduce the impact of
greenhouse gas emissions. Likewise, Hoelzlhammer [7] indicated that Tesla is providing
eco-friendly products to both urban and rural communities such as; Tesla Roadster (sports
car}, Tesla semi (electric truck), solar roofs and Tesla Mower pack to commercial units. This
initiative helps to reduce energy consumption costs and electricity bills for the consumers.

Around the globe, customers are becoming more interested in buying green brands
due to green brand awareness. A green brand, according to Grant [£], is a brand that
has a considerable eco-advantage throughout its competitors, as well as being capable
of attracting more customers that place a high value on the creation of green purchases.
According fo Hartmann and Ibanez [7], a green brand comprises a set of traits as well as
benefits connected with less detrimental environmental effects, and the formation of a
good impression among customers, enhancing their environmental consciousness. Thus,
it can be said that green customers are getting momentum nowadays as they have not
only environmental consciousness but also spend money to purchase green products
(GP) [10]. Additionally, Soyez [11], as well as Joshi and Rahman (2015), have suggested that
consumers’ green purchase behavior is determined by product functional attributes and
environmental concerns. Similarly, Kumar and Ghodeswar [12] stated that green product
purchase decisions are based on multiple factors, such as environmental friendliness /social
appeal by companies as well as their inclination to examine green-product-associated
information from customers.

It is noteworthy to mention that environmental hazard is a key issue for both de-
veloped and developing countries. The first world countries have already taken preven-
tive/corrective measures to handle this burning issue. For instance, people are adopting
healthy lifestyles and showing an inclination towards pro-environmental behavior in the
UK [13]. However, a dearth of research/practice is found in developing countries [9].
Hence, timely efforts should be made in emerging economies as well to divert the attention
of consumers towards green product buying behavior [14]. Based on the above discussion,
the study in hand aims to fill the gap by investigating the green buying behavior of the
customers evaluating the effects of green brand positioning, attitude toward green brands,
and environmental concern as the key predictors of overall green purchase intentions (GPI).

Some researchers believe that in order to promote GPI, marketers should concentrate
on customer preferences as well as the decision-making process [15], because environ-
mentally concerned consumers are changing their preferences, [16,17]. Even though these
consumers are growing at a rapid pace [18], Rhead, et al. [19] suggested that researchers
explore consumers’ willingness to embrace sustainable activities, attitudes, and purchas-
ing intentions for G, in order to address this issue. According to research, one of the
most significant sustainability characteristics in green marketing literature is “green brand
knowledge (GBK)", Naliwajek-Mazurek [2(}]. GBK is mentioned as “a green brand node in
the consumers’ memory with which a variety of associations are linked to environmental
commitment and environmental concerns” [21]. Basically, GBK is an accurate determinant
about particular environmental behaviors; these remain predicted by consumer attitudes
to specific behaviors such as GP purchase intention [22].

Moreover, the previous studies conducted on green purchase intention established that
there are direct relationships among the green brand positioning, attitude towards green
brand, environmental concern, and green purchase intention [22-27], but found inconsis-
tent results. For instance, Yusiana, Widodo, Hidayat and Oktaviani [27], Sarkar, et al. [25]
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showed a positive relationship. While, ather studies depicted no association among these
variables [25,28-30]. These inconsistent findings show that there is a need to re-investigate
these relationships [31]. In light of the recommendations of Baron and Kenny [31], the cur-
rent study introduced a moderating variable, namely, green brand knowledge to get deeper
insight into the relationships between green brand positioning, attitude toward green
brand, environmental concern, and green purchase intention. In addition, the previous
studies were mainly conducted in other regions than Pakistan [25,32,33]. The present study
focuses specifically on Pakistan to understand the green purchase intention of customers.

2. Literature Review
2.1. Theory of Reasoned Action

Various approaches have been put forward to comprehend the construct of “green
product purchase intention”. For instance, Yadav and Pathak [34] relied on the “Theory
of Planned Behavior (TPB)” to determine consumers’ intention towards green buying.
Likewise, Suki [22] focused on the consumption values of consumers to identify their
environmental concerns expressed in the purchase of green products. However, there is
still a need for new avenues to be explored. This study aims to consider the “Theory of
Reasoned Action” proposed by [35]. Itis a belief-attitude-behavioral intention model.

TRA was established by Ajzen and Fishbein [36] to describe consumer behavioral
intentions. Intentions, according to Fishbein, Jaccard, Davidson, Ajzen and Loken [35],
remain the single most significant determinant of human action, next to the fact that hu-
man beings are rational regarding their use of certain accessible data, which is used in a
systematic manner [37]. The model has been created with the goal of forecasting inten-
tions for conducting reasonable decisions in everyday situations, such as utilizing birth
control pills. In addition, TRA discusses the influences of cognitive mechanisms [38]. TRA
examines non-routine thinking behaviors, as well as considering conduct that necessitates
significant evaluation [39]. To put it another way, TRA is excellent at describing psycho-
logical /cognitive procedures so that consumers may better understand their contextual
decision-making [10]. The intention of individuals to participate in a certain activity is the
core concept of TRA. The term “intention” relates to a person’s willingness or prepared-
ness to participate in the conduct in question [40,41]. According to this idea, customers’
willingness /readiness to purchase GF or embrace green decisions is measured by their GP
purchase intention.

The intention is seen to be the main determinant of behavior because it precedes it [42].
TRA was already extensively researched in the field of social psychology [43,44]. Fishbein &
Ajzen's theory has been assessed in a variety of scenarios, involving health behaviors, online
platforms, voting, organic food, as well as alcohol usage, among others [45,46]. Because of
its high predictability, TRA has proven to be quite beneficial in predicting behavioral intents
as well as behaviors within marketing and also consumer behavior [47,48]. TRA was used
to predict intentions within green marketing domains such as energy-saving, recycling
practices [49], as well as behaviors of green buying [50-52]. Nonetheless, TRA only covers
volitional control and ignores ownership of necessary resources that are available [53].
The application of TRA was questioned due to the lack of key non-volitional methods of
measuring human behaviors (e.g., GKB) [40,54]. Certain consumers, for example, may
favor GP yet be unable to acquire them. The reason is that there is a lack of familiarity with
green brands as well as products. When the simple formulation of an intention fails to
predict customer behavior successfully, a moderating component adds information about
the restrictions observed by consumers, enhancing the current theories prediction [55]. To
broaden the scope of TEA, non-volitional variables such as GBE were added into TPB [56].

2.2, Green Brand Positioning and Green Purchase Infention

Green brand positioning (GBP) is concerned with the value of environmentally
friendly products or services, and thus is focused on the brand’s environmentally friendly
features that are useful for consumers [22,57]. Furthermore, Saha and Damton [58] dis-
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cussed the GBF as “a company’s green positioning, which represents their green image as
perceived by the public.” This is defined in place of a subsection of quality, profits, as well
as environmental values, which are influence green customers’ reliance on GP [57]. Lane
Keller [59] stated the activities that a corporation uses to select a location in the minds of
customers by examining information to develop the ideal brand awareness picture, while
providing a strong reason why they must purchase a given brand, are referred to as brand
positioning, GBEP examines how a brand’s communication, as well as attributes, differ from
those of its competitors as a result of its usage of environmentally friendly factors [22].

Consumer expectations for brand positioning should be fulfilled, according to re-
searchers, so that consumers may identify the brand with its desirable features [26]. “The
purpose of the positioning is to generate a competitive advantage in the minds of consumers
over other competitor brands based on tangible or intangible product attributes,” according
to popular belief [60]. Due toits green qualities and successful GBE, consumers with certain
environmental knowledge as well as positive previous experiences with environmental
product purchases are more likely to express strong intentions to acquire a GP [61,62]. This
proclivity changes depending on the consumer’s environmental awareness and product
consumption. A considerable impact on GF purchase intention has been shown in various
sthudies [63]. Rios, et al. [64], Aulina and Yuliati [25], Hartmann and [banez [9] indicated
that GBF reflects environmental friendly characteristics of a brand that remain highly
significant to consumers. Moreover, the authors mentioned that image building through
brand posilioning is as important as quality and profits. Saha and Darnton 58] opined
that GBF creates a positive image in the eve of the public. According to Wang [65], the
consumer shall build an association with green commuodities only when it is positioned
according to their expectations. Gwin and Gwin [60] pointed out that GBP also means to
gain a competitive advantage. Mohd Suki [62] as well as Lin and Chang [66] recommended
that successful brand positioning results in consumers’ strong intention to purchase, which
is caused due to environmental knowledge and positive past experiences. Mostafa [63] and
Huang, Yang and Wang [23] argued that GBF shows strong correlation with GP purchase
intention. Based on our review of literature, the following is hypothesized:

Hypothesis 1 (Hy). Green brand positioning has a significant impact on green product pur-
chase intention.

2.3, Attitude fowards Green Brands and Green Purchase Intention

Kim, et al. [67] described ATGE as a term derived from customers” appraisal and logi-
cal judgement of the GF. Consumers will be able to choose among brand alternatives due to
companies’ attempts to transmit environmentally friendly aspects towards them [64]. The
consumers’ preference as well as an overall assessment of the brand, which encapsulates
their likes or dislikes, is linked to their attitude toward it [63]. Prior green market analysis
has shown that consumers’ attitudes toward environmentally friendly behavior have a
significant impact on their environmental knowledge as well as G purchase intent [69,70].
This finding is similar to that of Yadav and Pathak [6Y], who found that a consumer’s
attitude toward GI” has a significant impact on his or her green purchasing intenton. In line
with these findings, Paul, et al. [71] found that Indian consumers’ attitudes strongly predict
their intention to buy a green product. Certainly, according to the findings of Mostafa [63],
consumers with positive views about GP are more likely to acquire a stronger tendency
to purchase GI' by referring to their green brands. Rezai, et al. [72] found that consurmers
who have a good attitude toward a brand have a higher purchase intention for that brand.

According to certain recent studies, consumers” attitudes regarding green brands have
a significant impact on their decision to purchase GI. For instance, Solomon [73] defined
attitude towards brands as consumers” likes/ dislikes /preferences and overall evaluation
of a brand. Honkanen and Young [74] identified that attitude influence the purchasing
intention for sustainable seafood items. In the same manner, Gupta and Ogden [75], as well
as Ford, et al. [76] highlighted that consumers’ attitude towards the environment affects
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purchasing decisions for green brands. Suki [22] mentioned that sentiments and emotional
appeal craft the attitude of a consumer, thereby, impacting the intention to purchase green
brands. Barber, Taylor and Strick [70] and Asih, et al. [77] also examined that attitude
determines environmental knowledge and GI purchase intentions. In recent years, Paul,
Modi and Patel [71] researched Indian customers wherein attitude significantly predicts
GP purchase intentions, others have also investigated it [78,79]. Mostafa [63] analyzed
whether customers with a positive attitude remain more receptive to purchase GF. Rezai,
Kit Teng, Mohamed and Shamsudin [72] drew attention towards a positive attitude for
a particular brand that subsequently cifects strong purchase intention. Considering the
literature, the following is postulated:

Hypothesis 2 (Ha). Consumers” affitude towards green brands fas a significant impact on green
product purchase intention.

2.4, Envivenmental Concern and Green Purchase Intention

An individual’s concern towards the environment as well as environmental problems
is termed environmental concern (EC) [801]. In response to rising customer awareness about
environmental problems as argued by [81-54], different firms have advertised themselves
as environmentally friendly by marketing their GI' and services. Individuals® EC can
appear in a variety of ways, ranging from specific beliefs to real behaviors (such as recycling,
consuming eco-friendly products); however, the impact on consumers” EC has already
been studied, and results, in terms of customer behavior, have indeed been mixed. Ina
study of U.5. undergraduates, Kim and Choi [801] discovered a significant as well as direct
link between EC and GF behavior. When compared to perceived consumer efficiency
and collectivism, EC was the main indicator of GP behavior. Hanson [55] found that
EC had a direct impact on recycling as well as GP purchases across Canadian customers.
Furthermore, Maichum, et al. [86] discovered a link between EC and GP purchasing
intention among Thai customers.

Other researchers, conversely, found that EC had no or only minor impacts [87].
Joubert and Schultz [88] examined nine research areas that looked at the association
between EC and recycling behavior, but discovered that just five of these revealed a
positive link between the two. When tested with other variables (i.e, consumer s experience
and understanding, subjective rules, attitudes forward into green purchases, perceived
marketplace effect, and environmental knowledge), Joshi and Rahman [59] found that EC
would be the least efficient variable in determining GF behavior between young Indian
customers. Bamberg [%0] reported that EC seemed to have no impact on purchase intention
when using information from the green electricity brochure, and specific requests for
this brochure, in a study among university students of Germany. EC, on the other hand,
was linked with behavioral beliefs. According to Bamberg [Y0], EC influences behavior
indirectly through actual problem beliefs. Others have also investigated environmental
studies such as [91,92]. Alwitt and Pitts [93] argued that EC would be too broad to predict
particular behaviors, so the additional variable linking EC to environmental consumption
was required. They found that general EC was associated with a particular attitude to
specific conduct; however, this specific attitude impacted purchase intent. Hence, the
hypothesis is proposed as:

Hypothesis 3 (Hz). Environmental Concern has a significant impact on green product puer-
chase tntention.

2.5, Moderating Effect of Green Brand Enowledge

Brand knowledge, according to Okada and Mais [94] and Gan, et al. [95], seems to
be the last link between directly and indirectly utilizing a brand, such that customers
remember the brand’s identity (such as symbol, color as well as the name). GBK is a
concept of giving information that alters consumer behavior to be more informed about
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an environmentally friendly product [25]. GBK is divided into two aspects by [96], first,
the green brand recognition as well as product green attributes. Green marketing could
be used by a firm with an ecologically friendly brand, inside its portfolio to increase
brand recognition [97]. The corporation can build awareness and provide information
regarding the brand’s environmental issues [95]. Second, green brand image is described
as “a collection of customer views about a particular brand that is tied to the brand’s
environmental commitment™ [99].

Brand image establishes a posilion in the minds of customers as well as obtains a
competitive edge over competitors. In this way, green brands require communication and
distinguishing characteristics that highlight EC Rios, Martinez, Moreno and Soriano [64].
Green brand communication activities should lead to brand knowledge and consumer
engagement [100]. The focus of a green positioning strategy should be on delivering
information to consumers for environmental good as well as brand qualities, and as
a result, they can understand the brand’s relationship towards EC [64]. Furthermore,
marketing communications create a brand image [25]. Marketing communications that
frame a favorable impression in customers” minds could be used to implement a strategy
of green brand positioning. This positive awareness will result in better GBK with the help
of brand awareness as well as image. Davari and Strutton [101] further explained green
brand knowledge as the memory inside the mind of customers with association associated
with environmental protection as well as support. Furthermare, it provides insights into
the brand's eco-friendly attributes and impacts on climate change.

These findings bear a close resemblance to Paul, Modi and Patel [71], Thongplew, et al. [102],
Zhang, et al. [103], Lin and Huang [104] and the authors opined that more brand knowl-
edge results in high green product purchase intentions. Eze and Ndubisi [105], Yadav
and Pathak [69], Mohd Suki [105] further added to this notion by showing consumers’
inclination towards actual buying. Laroche, et al. [107] remarked that a positive attitude
is the antecedent of purchase intention. The findings were later refined by Smith and
Paladino [108] who conducted a study on the organic food industry and inferred that
knowledge helps o develop attitude. On the contrary, a study by Joshi and Rahman [10%]
failed to recognize the association between GBK and GF purchase intention. Another
scholar of the same ideology, Joshi and Rahman, 2014 [14] said that deficiency of suffi-
cient information largely influences green purchase behavior. Likewise, Chan, et al. [110]
pointed out that knowledge is insignificantly related to behavioral intention. Nonetheless,
according to Huang, Yang and Wang [23], the use of brand knowledge is very plausible, as
they study the moderating influence of GBK among pro-environmental attitudes, as well
as strong intention to indulge in green buying behavior. Considering previous literature,
the following is hypothesized:

Hypothesis 4 (Hy). Green brand knowledge has a significant moderating cffect on the relationship
between green brand positioning and green purchase infention.

Hypothesis 5 (Hs). Green brand knowledge has a significant moderating effect on the relationship
af attitude fowards green brands and green purchase imtention.

Hypothesis 6 (Hg). Green brand knowledge has a significant moderating effect on the relationship
of environmental concern and green purchase infention,

Keeping in view the aforementioned literature and hypotheses, the following concep-
tual framework is proposed in this study (Figure 1).

178
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Figure 1. Conceptual Model.

2.6. Research Methodology

There are bwo approaches in research quantitative and qualitative. Becker, et al. [111]
found that the quantitative approach places emphasis on quantifying the study and uses
quantitative analysis, i.e., analyzing data with a deductive approach [112]. Based on previ-
ous approaches, the current research used a quantitative approach because this approach is
considered to be better when testing the hypothesis, based on the previous theory. In other
words, Ho, et al. [113] found three types of studies, exploratory, explanatory and descrip-
tive. This paper’s aim was to investigate the moderating effect of green brand knowledge
(GBK) on the relationship of green brand positioning (GBP), attitude towards green brand
(ATGB), environmental concern (EC) and green purchase intention (GPI). Therefore, this
study is explanatory in nature and uses PLS SEM [114,115] following [116,117]. In other
words, Sekaran and Bougie [115] further shared two types of studies, cross-sectional and
longitudinal. Cross-sectional study is conducted when data is to be collected once to get
the responses irrespective of the time-period; it might take days, weeks, or months, but
it occurs in one shot. Conversely, longitudinal study desires to study phenomena of “be-
fore/after”, therefore, data is collected more than one time. It takes a longer ime-period to
justify changes in behavior. Among of these two time-horizons, the current study applied
the cross-sectional ime-horizon by distributing questionnaires collected at one time.

The population of this study was the individuals who buy organic food at least once in
a month. The non-probability (mall-intercept) technique was used to collect the data from
the respondents by intercepting the respondents in the grocery stores and hypermarkets
in the top three metropolitan cities of Pakistan, i.e., Islamabad, Lahore, and Karachi. A
total of 500 questionnaires were distributed among the respondents by employing the
mall intercept technique. A self-administered questionnaire survey was used to collect
the data from the respondents. From the 500 questionnaires, 437 were completed by the
respondents; however, during the final screening of the questionnaires, 41 were excluded
due to the incomplete and faulty responses; finally, 396 questionnaires were selected for
the statistical analysis. In the marketing studies, this number is considered sufficient for
the analysis of the study as suggested by previous researchers, e.g., [115].

2.7, Questionnaire Development

The questionnaire developed for this study consisted of two sections. The first section
of the questionnaire contained the questions to access the demographic profile of the
respondents. The second section of the questionnaire consisted of the questions regarding
the independent and dependent variables of this study to access the perceptions of the
respondents with regards to the proposed model of this study, by asking the 23 questions.
The measurement of these items was adapted from the following sources: including five
items of green brand positioning, five items of attitude toward green brands, and five items
of green brand knowledge adopted from [22], five items of environmental concern adopted
from [17,71], and three items of green product purchase intention adopted from [25,5849]



Int. |. Environ. Res. Public Health 2021, 18, 10782 Bof 22

(presented in Appendix A). These items were designed on a five-point Likert scale, with
1 indicating “strongly disagree” to 5 “strongly agree”. The questionnaire of this study
was initially developed in English, then it was translated into Urdu language for the
convenience of the respondent. The translated version was also validated by two academic
professors to validate the semantic equality of the questionnaire, as suggested by [119].
After the examination by the professors, a few necessary changes were incorporated before
the distribution of the questionnaires.

3. Data Analysis and Results

In previous research, the data had been analyzed by using different software, such
as SPS5, AMOS, and Smart PLS. Among this software, we used the SPSS and Smart PLS.
The SPS5 was used for descriptive analysis, data screening and identifying missing data to
remove the outliers, while Smart PLS was used for the inferential analysis.

3.1. Denographic Statistics

Descriptive analysis was performed to obtain information regarding the respondents’
demographic profiles. From the gender perspective, out of 396 respondents, 41.9 % (n = 166)
were male and 58.1% (n = 230) were female. There was a big difference in age of respon-
dents, whereby more than three-quarters of the respondents were above the age of 25. For
instance, 34.1% (1 = 135) respondents were in the age bracket of 26-30 and 33.8% (n = 134)
were the age bracket of 31-40, only 9.3% (1 = 370 respondents were in the age bracket of
20-25, and the remaining 22.7% n = 90) of respondents were in the age bracket of the 40
and above. The marital status of most of the respondents was married, represented as
68.7% (1 = 272), and 31.3% (n = 124) were single. Most of the respondents were well edu-
cated, with 434% (n = 172) having a master's degree, 33.1% (n = 131) having a bachelor's
degree, 14.9% (n = 59) having a diploma and the remaining 8.6% (n = 34) having other
educational certificates. Regarding income, most of the respondents had a monthly income
between 26,000-35,000, represented as 41.7% (n = 165), and the second-largest group of
the respondents have an income in the range from 15,000-25,000, represented as 26.0%
(n =103}, 20.2% (n = 80) respondents had an income in the range from 36,000-45,000, and
the remaining 12.1% (n = 48) respondents earned more than 46,000 and above per month.
Most importantly, the monthly green product shopping frequency was also observed in
the demographic section, which reported that most of the respondents have the buying
frequency of 5-7 imes per month as reported 38.6% (1 = 153) to buy the green products,
29.8% (n = 118) of respondents have the 3-5 time shopping frequency, 24.2% (n = 9%6) of
respondents buy green products 7-10 times in a month and the remaining 7.3% (n = 29} are
the less frequent customer of green products as they buy only 1-2 time in a month. The
details of all demographic statistics are presented in Table 1 below.

Table 1. Demographic profile of the respondents.

Demographic Variables Category Frequency Percentage
Gend Female 230 58.1%
FEeT Male 166 41.9%
20-25 a7 9.3%
A 26-30 135 34.1%
Be 3140 134 33.8%
41 and above o 22.7%
Marital s i Married 272 68.7%
arital status Single 124 31.3%
Diploma 59 14.9%
Ed on Tevel Bachelors 131 33.1%
ucation leve Masters 172 434%

Others M 6%
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Table 1. Conf.

Demographic Variables Category Frequency Percentage

15,000-25,000 103 26.0%

Income per month 26, D00-35,000 165 41.7%

per 36, D00—45,000 &0 20.2%

46,000 and above 48 12.1%

1-2 times 29 7.3%

A 3-5 times 118 29 8%

Green shopping frequency 57 times 153 38.6%

7-10 times Gy 242%

Source: Onwn Hlustration.

3.2, Measurement Model

The inferential analysis of the study had been tested using a Partial Least Square (PLS)-
Structural Equation Modeling (SEM). Correspondingly, Hair Jr., et al. [120]) stated that
“SEM is most appropriate when the research has multiple constructs, each represented by
several measured variables and allows for all of the relationship /equations to be estimated
simultaneously.” A bootstrapping analysis of 500 sub-samples was used for estimation.
There are various other studies that had also used the PLS-SEM for their analysis [121]. The
two-model analysis was run for conducting an inferential analysis, measurement model
and structural model. The measurement model of the study could be assessed through the
convergent and discriminant validity. The convergent validity could be assessed through
the factor ladings that values should be greater be 0.5, average variance extracted (AVE) that
value should be greater than (.5, Cronbach alpha that value should be greater than .7 and
composite reliability that value should be greater than 0.7, These values are recommended
by various researchers in previous studies [122,123], The Table 2 predicted values show
that all the values fulfill the criteria of recommended values.

Table 2. Measurement maodel (factor loading, Cronbach’s Alpha, CR and AVE).

Construct Name [temns Loading C-Alpha CR AVE
GBP1 (.52
GEPZ2 904

GET GEP3 0913 0912 0935 0.747
GEM 914
GEPS 0507
ATGEI 924
ATGR2 0857

ATGE ATGR3 0914 (.941 0935 0.809
ATGBE4 0923
ATGES (874
EC1 825
EC2 (L8R3

EC EC3 (.86 L8875 0908 (L6B6
EC4 675
ECS 521
GBEE1 0919
GBE2 554

GBE GBE32 0na11 [.945 0958 0.819
GBE4 0.908
GBES 892
Grn (LE95

Gl Griz (940 .901 0938 0.835
Grla 0.905

Mote: GBP—green brand positioning, ATGB—attitude towards green brand, EC—environmental concern,
GBEK—green brand knowledge, GPl—green purchase intention.
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3.3, Discriminant Validity

For the assessment of the discriminant validity, Cross-Loadings, Fornell and Lar-
cker [124] criterion and the Heterotrait-Monotrait ratio of correlations (HTMT) were
used. Firstly, the assessment was based on cross-loadings of the items. As a rule of
thumb [125-127], the ideal standardized loading estimates is (.7 or higher [119]. Table 3
presents the values of the outer loadings of the items that are well above the stringent cutoff
point of (1.7. However, the outer loadings exceeded 0.7 to reach the highest value of 0.910.
These values were greater than the cross-loadings of other constructs, as well as complying
with the rule of thumb [125]. All the loaded indicators, on their respective constructs,
suggest that no cross-loadings exist among the indicators. The detail of cross-loadings is
presented in Table 3.

Table 3. Discriminant validity Fornell and FornellLarcker [124].

ATGB EC GBK GBP GPI
ATGB 0.599
EC 0.418 0.816 N
GBK 0.476 0554 0905
~ CBP a5 0.454 0427 01864
Grl 0583 0.487 0.477 0.618 0.914

Maote: GBP—green brand positioning, ATGB—atlitude towards green brand, EC—environmental concern,
GBE—green brand knowledge, GPl—green purchase intention.

Afterwards, the Fornell and Larcker [124] criterion was used. It suggests that a latent
construct shares more variance with its indicators, rather than any other latent construct in
a structural model [116]. Applyving this criterion, the values of the square root of the AVE
measured must be greater than the correlation of each of the construct [129]. Table 3 exhibits
the discriminant validity for all constructs (i.e , values in the off-diagonal). All the squared
roots of the AVE values are greater than the correlation values of the other latent variables.

Largely, the theorized measurement model for the first order constructs met the quality
measures of discriminant validity. However, to remain allied with the recent literature and
new techniques of assuring the quality of the measurement constructs, this study also adopted
Heterotrait-Monotrait Ratio of Correlations (HTMT). It 15 the estimation tool to assess the
factors correlation [130,131]. The HTMT is a newly developed method for the PLS-SEM to
assess discriminant validikty, which is one of the key building blocks of model validation.
Although a cutoff of (.90 is considered as a threshold [132] in HTMT criterion, a value of less
than (.85 is considered a careful measurement for discriminant validity [133-135]. The values
for HTMT and corresponding confidence intervals were derived to evaluate the HTMT for
all the constructs. Refer to Table 4, representing the results for all the constructs, wherein the
inter-construct ratio” values were below .85 and the confidence intervals contain no value
of 1.0 [136]. It implies that all measuring constructs attained discriminant validity, hence,
conforming to prescribed HTMT ratio of model validation.

Table 4. Discriminant validity (HTMT).

ATGEB EC GEK GBP GPI
ATGE
EC 0442
CBK 502 0.589
GEP 565 (.495 0.457
GPI 0628 0.524 0.513 (L6T6

Maote: GBP—green brand positioning, ATGBE—atlitude towards green brand, EC—environmental concern,
GBE—green brand knowledge, GFl—green purchase intention.
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3.4. Common Method Varuance, Variance Inflation Factor, R Square and F Square

Harman'’s Single Factor Test was also operated on Statistical Package for the Social
Sciences (SPSS) to see whether the common method variance (CMV) is found or not.
According to [137,138], Harman's One-factor analysis assumes that the presence of CMB is
specified by the appearance of a single-factor accounting for the widely held covariance
amongst measures. With respect to this, all items in the study were tested using unrotated
exploratory factor analysis employing the Principle Component Analysis technique. The
researcher used SPSS to perform Harman's single factor test. The analysis showed that
the first factor contributed only 31.472% of the variance in the data that is less than 50%.
Table 5 shows the value of Harman's single factor test which is less than the recommended
cumulative value of 50% resulting biasness is not found in the data and there is no CMV
problem in this present paper. No single factor emerged, and the first factor did not explain
most of the variance. Moreover, according to Kock [137], if the value of Variance inflation
factor (VIF) that is resulting from the full collinearity test is to be less than 3.3 or equal
to 3.3, then the model could be considered reliable for further analysis. The VIF values of
the model are less than 3.3 (see Table £). Hence, it is concluded that CME was not a threat
in this study. The result of one-factor analysis for CMB is depicted in Table 5.

Table 5. Harman's Single Factor Test.

Criterion Acceptability

Harman's Single Factor Test 31.472% variance proportion

Table 6. Collinearity Assessment for Inner model {Variance inflation factor (VIF) values).

VIF<5 GPI
GBK 2908
GBP 2182
ATGB 1877
> EC P — 1599

Note: GBP—green brand poesitioning, ATGB—altitude towards green brand, EC-environmental concern,
GPl—green purchase intention.

The value of Variance inflation factor (VIF) is shown in Table & and it is seen that
figures of all variables are clearly less than the recommended threshold value 5 [129] and
10 [131] indicating the problem of multicollinearity is not observed and the variables are
nat correlated.

For estimating the Structural Model R? value of endogenous latent variables, figures
are also examined. Table 7 shows the value of R? is 50%. It means that the model explains
50% vulnerability of the feedback figures or data encompassing its mean. Consequently,
we conclude that R-squared shows well the regression model appropriate to statistical
details or observations because it had exceeded the minimum level, ie., 10%, which was
recommended by [131], and which had been showing the signifying explanatory power for
the current model. These findings had shown the 50 percent total variance in the green
purchase intention.

Table 7. R? and Adjusted R values.

R Square

GPI 0.506
GPl—green purchase intention.

Different values of f* indicate different effect sizes. Cohen (2013} explained that the
values ﬂf_f2 within the limits of 0.35, (.15 and .02 are considered as large, medium, and
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small, respectively. The value of effect size {ﬂ} is shown in Table 5, and it is seen that
the values ofﬁ of green buying positioning (GBF) is (1.345, attitude towards green brand
(ATGE) is 0.049, environmental concern (EC) is 0,021, which concludes that GBI had a
large effect, ATGB and EC have a small effect. This means that the estimated model fitted
the data very well.

Table 8. Effect size (7).

GP1

: GBP \J 0.345
ATGB Vv 0049

- EC - y 0.021

Mote: GBP—green brand positioning, ATGBE—attitude towards green brand, EC—environmental concern,
GPl—green purchase intention.

3.5, Structural Model

After the assessment of the measurement model, the next step was to test the proposed
hypathesis by using a structural model. For this purpose, bootstrap 10,000 resampling
technique was applied for assessing the effect of independent variables “(i.e., green brand
positioning, environmental concern, and attitude toward green product purchase inten-
tion}” on the dependent variable i.e., green product purchase intention}, which is developed
by [139]. A bootstrapping assesses the statistical significance effect of the path coefficients,
and its plus or minus beta sign reveals accurate results belonging to the relationship
among variables. On the other hand, the bootstrap test had been applied to determine
the standard error estimation to examine the path coefficient significance from the T-test
means [140-142]. Precisely, the path coefficient and T-values were listed as predicted in the
following Table 9. The Table Y predicted values had shown that green brand positioning
{GBP) has a significant and positive { = (.323, t-value = 6.492, p-value = (L000) relationship
along with the green product purchase intention (GPI). Hence, H; is therefare supported.
In a similar vein, consumers’ attitude toward green brands (ATGB) had a significant and
positive (B = (L.346, t-value = 6.612, p-value = (L000) influence on green product purchase
intention (GFI) inferring that H: is also retained. Further, examination of the path coeffi-
cient shows that environmental concern (EC) is also significant and positively (p = 0.223,
t-value = 3.425, p-value = 0.001) associated with the GPI that is being support to the Hs. All
of the following above discussed values are predicted in the following Table % below.

Table 9. Direct relationship results.

Hypotheses Relationship Beta STDEV T Statistics  p-Values Decision

H1 GEP — GP1 .323 0.05 £.492 0000 Supported
H2 ATGBE —+ GPI .34 052 f.012 0000 Supported
H3 EC — GI1 0.223 065 3425 0.0M Suppuorted

Mote: GBP—green brand positioning, ATGB—atlitude towards green brand, EC—environmental concern,
GPl—green purchase intention.

A test of moderation, as pointed out by [143], was undertaken to know how the
maoderating variable affects the relationship between endogenous and exogenous vari-
ables, in terms of strength and /or direction of the relationship. When an inconclusive
relationship or weak relationship exists bebween exogenous and endogenous constructs, a
moderator variable is typically introduced [144]. In this study, the researcher applied the
moderating variable as an additional construct using the cross product of the indicator of
the predictor variable and the moderator [145]. This method of testing is called a product
indicator approach.
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Subsequently, an interaction model was tested by creating an interaction term between
green brand positioning, environmental concern, attitude toward green product and green
product purchase intention. This model included the moderating effect of green brand
knowledge on the relationship bebween green brand positioning, environmental concern,
attitude toward green product and green product purchase intention and three hypotheses
for moderating effect H4, H5 and Hé were tested for the moderation analysis.

Based on analysis of the moderation effect, results revealed that two hypotheses (H5,
and He6) of indirect relationship (moderating relationship) was accepted out of three.
For instance, the result of the H5 suggests that the relationship between attitude to-
ward green products and green product purchase intention would be strengthened by
green brand knowledge as (p = 0.125, t = 2.408, p = 0.016) inferring that H5 is accepted.
Figure 2 and Table 10 shows the green brand knowledge and attitude toward green prod-
uct plot [135], where the line tagged high green brand knowledge had a steeper gradient
against low green brand knowledge. This result signifies that positive nexus between
attitude toward green product and green product purchase intention was stronger for cus-
tomers with high green brand knowledge. In the same vein, the moderating results of the
Hé6 revealed that the relationship between environmental concern and green product pur-
chase intention would be strengthened by green brand knowledge as {3 = 0.119, t = 2.349,
p = 0.019) concluding that Hé is accepted. Figure 2 and Table 10 shows the green brand
knowledge and environmental concern plot [136], where the line tagged high green brand
knowledge had a steeper gradient against low green brand knowledge. This result signi-
fies that the positive nexus between environmental concern and green product purchase
intention was stronger for customers with high green brand knowledge. In addition, the
result of the H4 suggests that the relationship between green brand positioning and green
product purchase intention was not moderated by green brand knowledge as (f = —0.073,
t=1.563, p = 0.119) inferring that H4 is not accepted. These findings show that green brand
knowledge is not considered to be a significant moderator of the relationship bebween
green brand positioning and green purchase intention {GPT). A possible reason for this
relationship is that there could be anather variable overlapping in the structural madel.

oM

GER2 36618
=29
Gane i 111.521

G5

AT 114905

wren #—wm\

RS 15—

/

T
2

{
l

0346 (6612

0073 (1.563)

oG ——10aTTE / 0.223 (3.425)

oo ——60T9 G119 .39 0123 (2260

EC1 431072 et ——+ G
= 4———:9.:1-4\ TATT—t e

~
(1] — .5 — M4TI5——F @
Era —— 15208 / HE8S—— e
EC Maoderating Moderating Moderating
34205 MA5Td—%

Lo Effect 1 Effect 2 Eftect 3 —

Figure 2. Moderating effect Model.

185



Int. | Environ. Res. Public Health 2021, 18, 10762 14 of 22

Table 10, Moderation results.

Hypotheses

H4
H5
Ha

Relationship Beta STDEV T Statistics p-Values Decision
GBI » GBK -= GFI =0.073 0.047 1.563 0119 Not Accepted

ATGB = GBK -> GPI 0.125 0.052 2408 Lola Accepted

EC = GBK -= GPI 0.11% 0.051 2344 o149 Accepted

Mote: GEP—green brand positioning, ATGE—attitude towards green brand, EC—environmental concern, GBK—green brand knowledge,
GPI—green purchase intention.

In this study, the Standardized Root Mean Square Residual (SEMR), the Squared
Euclidean Distance (d-ULS), and the Geodesic Distance (d-G) were used to determine
the model fit (NFI). The results revealed that the proposed structural model suited the
data well, with acceptable indices such as SEMR = 0.052, d-ULS = 0.738, d-G = (1665, and
NFI = 0.903 [133]. As it can be seen, the SRMR value was less than the (.08 threshold [134],
the NFI value was greater than the proposed value of (.8 [130], and the values of the
Cl-confidence intervals of 95% bootstrapped larger than the original values of d G and d
ULS [125], indicating that the structural model satisfied the criteria.

4. Discussion and Conclusions

With increasing environmental concerns, consumers have become more curious about
their products and services. They do prefer the products and services that are environmen-
tally friendlv. Considering growing attention towards environmental issues, the present
study attempted to examine the determinants of green purchase intentions. The data were
collected from the customers of the grocery stores and hypermarkets situated in the three
metropolitan cities of Pakistan, namely, Lahore, Karachi, and Islamabad.

The study hypathesized a relationship between green brand positioning and green
purchase intentions. The study results revealed that higher green brand positioning results
in higher green purchase intentions. Thus, it supported hypothesis H1. Based on the
study findings, it can be asserted that when a brand positions itself as an environment-
oriented brand offering products and services to customers while addressing environmental
concerns, it will tend to increase the green purchase intent among its customers. According
to Liao, et al. [135], extensive emphasis on green brand positioning results in higher levels
of intention among the customers to buy the green products. Similarly, Huang, Yang and
Wang [23], Aulina and Yuliati [25] and Himawan [136] in their studies reported that brand
green positioning leads to green purchase intentions. Hence, the present study findings are
supported by previous studies [136].

Additionally, the study hypothesized that attitudes towards both the green brand
and environmental concerns positively contributes towards green purchase intentions.
The results of the study posit that environmental concerns and attitudes towards green
brands determine the green purchase intentions. The study findings are supported by
previous studies. For instance, Himawan [1536] put forward that attitude towards green
brands predicts green purchase intentions. Moreover, Aulina and Yuliati [25] reported
that when consumers do have higher levels of attitude towards green brands, they tend to
develop an intent to buy green products. It is asserted that when consumers have a positive
attitude towards the brand, it results in green purchase intentions. Their positive green
attitude towards the brand due to environmental concerns tend to generate green purchase
intentions [137]. Recently, it was argued that attitude is regarded as the exact part that plays
a key role in performing a specific behavior and consumers who possess the higher positive
environmental attitude tend to have higher green purchase intentions. On the other hand,
the study also hypothesized about the relationship between environmental concerns and
green purchase intentions. The study findings posited that higher environmental concerns
are related to increased green purchase intentions. These findings are supported by the
previous studies, for instance, Lee and Lim [1358] reported that environmental concerns
indirectly influence consumers purchasing behaviors. On the other hand, Liao, Wu and
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Pham [146] contended that higher environmental concerns among customers facilitate
their development towards green purchase intentons. Hence, hypotheses H2 and H3 are
supported and accepted.

Besides measuring the direct influence between attitude towards the green brand,
environmental concerns and green brand positioning, the study has also examined a
moderating influence of green brand knowledge. The study hypothesized that green
brand knowledge strengthens the relationship between independent variables (ATGB, EC
and GBP} and green purchase intentions. Accordingly, the study results also presented a
positive significant moderation between independents (ATGB, and EC) and green purchase
intentions. These findings suggest that when the customers do have the knowledge
about the products and services, the relationship between their attitude and intention will
become stronger. Notably, consistent provision of the information about the green brands
ultimately becomes a piece of knowledge for them. Consumer's knowledge regarding the
environment moderates attitudes and green behaviars [139]. Accordingly, the study also
put forward that the relationship between environmental concerns and green purchase
intentions is moderated by the green brand knowledge. It is consistent with previous
studies, however, the study did not present the green brand knowledge as a moderator
between the relationship of GBP and GPL It means that the green brand positioning
influences green purchase intentions, but it does not vary significantly with an increase in
environmental knowledge. These findings are consistent with the previous study [22,147].

4.1. Theoretical and Practical Implications

The study has various theoretical and practical implications. First, the study has
presented empirical evidence on green purchase intentions from the theory of reasoned
actions. It is a valuable confribution to the theory of reasoned action. It enhanced the
empirical literature and understanding of how different factors can result in green purchase
intentions from the theory of reasoned actions. Moreover, the study has provided empirical
evidence on the moderating role of green brand knowledge. It enhanced the understanding
of how green brand knowledge among the individuals leads them towards green purchase
intentions in the presence of brand positioning, attitude and environmental concerns.
Additionally, the current study could also provide help to the researcher to conduct their
future research.

From a practical perspective, the study presented evidence that green brand position-
ing is one of the important predictors of green purchase intentions. It is necessary that
marketers ensure the green positioning of their brands as they result in employee green
purchase intentions. Accordingly, Suki [22] contended that the majority of the organiza-
tions tend to directly promote their brands by using the traditional or electronic means of
communication that enhance their brand positioning. [t is suggested that marketers must
incorporate the eco-friendliness of the products or services while positioning their brands.
Hence, they will be able to ensure green positioning and better drive green purchase
intentions. Additionally, Suki [22] also contended that when a brand positions itself as
a brand that meets the environmental expectations of the customers, then it gets trusted
by its customers. Therefore, when the brands are environmentally positioned (Green
posiioning), such that they are able to address the environmental issues and meet them,
then the consumer intentions to buy such products and services will be higher.

Besides the green brand positioning, the study also presented the attitude towards
the green brands and environmental concerns as the predictors of the green purchase
intentions. The organizations are needed to increase the positive green brand attitude
that will translate into green purchase intentions. The brands are required to pay special
attention to building the green band attitude by using focused and integrated marketing
and communication strategies. Because the green brand attitude will positively result in
green purchase intentions among the consumers. They may use social media as a widely
used channel of communication to enhance the knowledge of the consumers since it is
found to be a catalyst that can increase the green purchase intentions. Marketers should
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make efforts to increase the environmental concerns and they can accomplish it by showing
that the environment is facing a hazardous situation [140]. Therefore, educating consumers
through the social media channels of the brand will enhance their knowledge, resulting in
an intention to buy the green products and services.

4.2, Linntations and Future Directions

The results of the skudy should be interpreted by considering the limitations. First, the
study used the cross-sectional research quantitative research design to test the hypothesis.
Itis recommended that future studies use the longitudinal research design to observe if
there is any change in the respondents’ respanses happen over the time of the study and it
will also help to test and verify the causal relationship between variables. Additionally,
the study has used PLS-SEM as a slatistical tool. Although it is being widely used as a
tool for statistical analysis, it is recommended that future studies use more robust tests for
establishing the relationship between variables. More variables and their dimensions can
be studied further. For instance, the study has considered the green brand positioning as a
uni-dimensional construct, which may limit the generalization from different perspectives,
since it carries dimensions such as functional, emotional and green positioning [23]. There-
fore, it is recommended that future studies consider the multi-dimensional construct of
green brand positioning, which will enhance the understanding of how positioning from
different perspectives can drive the green purchase intentions. On theoretical grounds, it is
suggested that authors look into other thearies to predict the green purchase behavior of
the individuals for instance, theory of planned behavior [141]. Moreover, the green brand
positioning was not moderated by green brand knowledge, therefore, future research could
consider other moderating or mediating variables to increase the predictive relevance of the
model. Finally, the study had applied the cross-sectional research design in which data had
been collected at one time. There are various other research designs, such as longitudinal,
in which data could be collected more than once; in this regard, future research could be
undertaken on longitudinal research design.
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Appendix A

Table Al. Measurement Scales.

Mo, Construct Items

1 Gireen Brand Cluality and price are important considerations when 1
Positioning purchase green products.

I get to know about green branding through advertisement.

Green products have matched my personal.

Wants and needs green product always overpriced.

I prefer to purchase environmentally green products.

1LUUVU
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Table Al. Conf.

No. Construct Items
2 Attitude toward . 1 feel that green product’s environmental reputation is
green brand generally reliable.
. 1 feel that green product’s environmental performance is
generally dependable.

s [feel that green product’s environmental claims are
generally trustworthy.

s Green product’s environmental concern meets
my expectaons.

s Green products keep promises and responsibilities for
environmental protection.

w |

Green brand s Going green products could be a beneficial investment
knowledge in long-term.
s Green product’s environmental performance meets
my expectations.
o Lack of availability of access is a major reason for low
popularity and demand of green products.
s [ purchase green products because they are
environmentally friendly.
s | purchase green products because they have more
environmental benefit than other products.
4 Environmental . Tam very concerned about the environment.
COTCETN - Iwould be willing to reduce my consumption to help probect
the environment.
. Major political change is necessary to protect the
natural environment.
. Major social changes are necessary to protect the
natural environment.
. Anti-pollution laws should be enforced more strongly.
5 Green products '] lLintend to buy green products because of my

purchase intention environmental concern.
o lexpect to purchase green products in the future because of
their environmental benefits.
o Owerall, Tam glad to purchase green products because they
are environmentally friendly.
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