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s Abstract

7 Purpose -This paper aims to explore how green branding towards beauty products can

s influence brand effect from the perspective Malaysian customers. The paper also aims to

o examine the components impact of green brand awareness, brand image, brand credibility,

10 brand community and brand engagement and their positive relationship between them. This
1 research study focuses on environmentally friendly beauty products available in

12 Malaysia.Design/methodology/approach -This study employyed both quantitative and

13 qualitative approach. A total of 30 respondents made up the focus groups and 200

12 respondents who had the experience of purchasing environmentally friendly products.were

15 selected for the survey.

16

17 Index terms— green branding, beauty products, perception, brand image, malaysia.

s 1 Introduction

19 reen branding becomes an active part of the value proposition. A growing number of companies are thinking
20 ”beyond the green corporation” to a situation where eco-friendly and socially responsible practices drives business
21 performance. Many business corporations participation in society makes corporate social responsibility (CSR)
22 perspectives integral to the organizational strategy. This is usually implemented especially when searching for
23 marketing competitive advantages. The study by (Bakker et al., 2005;Westley and Vredenburg, 1996) shows that
24 CSR creates competitive advantage, especially in the manufacturing industries. However, till today there is still
25 limited understanding as to why a business adopts environmental management practices (Klassen, 2001). Based
26 on previous research on business organizations suggests that stakeholder pressures are the key critical drivers of
27 corporate environmental response (Berry and Rondinelli, 1998;Hoffman and Ventresca, 2002).

28 There is a growing number of fashion designers who are presenting ecological collection that utilize recycled
29 materials or organic textiles free of synthetic and chemical components. Surprisingly, this trend is complemented
30 by the growing number of so-called "organic or natural cosmetics, produced using friendly processes. a) Limitation
31 of the Study Some of the limitations of this study include the respondents’ self-report approach used in the
32 survey. Self-report may result in the respondents providing socially acceptable responses rather than their actual
33 attitudes. Besides this, the research was confined to five leading institution of higher learning in the Klang Valley
34 district only due to convenience of accessibility for data collection to the exclusion of other institutions in other
35 districts. Greater geographical coverage would allow richer data, and generalization on findings can be done more
36 accurately.

v 2 b) Literature Review

38 The study by [yer and Banerjee (1993) responded to developments of green marketing by pronouncing that "green
39 is in, no question about it”. Others writers continued to aver that the ”green market appears to be real and
40 growing” (Menon and Menon, 1997), and "expanding at a remarkable rate” (Schlegelmilch et al., 1996).

41 Several high ranking research agendas of going green include (Greenfield 2004; Maignan and Ralston 2002;
422 McWilliams et al. 2006; Pearce and Doh 2005) appears to be reflected in theoretical and managerial discussions
43 that argue 'not only is doing good the right thing to do, but it also leads to doing better’ (Bhattacharya and
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7 METHODLOGY

Sen 2004, p. 9; see also Dunphy et al. 2003;Kotler and Lee 2005). As a result, going green branding towards
beauty products can influence brand effect from the perspective Malaysian customers. The paper also aims to
examine the components impact of green brand awareness, brand image, brand credibility, brand community and
brand engagement and their positive relationship between them. This research study focuses on environmentally
friendly beauty products available in Malaysia.

Design/methodology /approach -This study employyed both quantitative and qualitative approach. A total
of 30 respondents made up the focus groups and 200 respondents who had the experience of purchasing
environmentally friendly products.were selected for the survey.

Findings -The results of the study demonstrated that green brand awareness, brand image, brand credibility,
brand community and brand engagement are positively related to branding of a business entity for beauty related
product. Therefore, investing on resources to increase green brand awareness, brand image, brand credibility,
brand community and brand engagement are helpful to enhance companies.

Research limitations/implications -While the results are clear and have strong salience towards environmental
beauty products industry in Malaysia, applications of the findings beyond Malaysia should take into account
other factors such as the nature of industry, the perception, behavior and demographics of these customers.

Practical implications -The study provides a set of findings relating to green branding initiatives that could
be readily incorporated into a business plan.

Originality /value -The study will be significant towards managers, researchers, and governments agencies, and
provide useful contribution to relevant studies and future researches as reference.

has moved from ideology to reality, and many consider it necessary for organizations to define their roles in
society and apply social and ethical standards to their businesses (Lichtenstein et al. 2004). Although companies
increasingly adhere and demonstrate their commitment to going green (Pinkston and Carroll 1994), many struggle
with this effort (Lindgreen et al. 2009).

Generally, consumers become more willing to purchase products which are more environmental friendly
(Krause, 1993). Today, there are more consumers with responsible and environmental attitudes who generally
prefer purchasing products which generate a minimum detrimental impact on the environment. The society
becomes more concerned with the environment and, in turn, companies are forced to change their behaviors
with regard to compliance with the society’s environmental concern (Ottman, 1992;Peattie, 1992Peattie, |,
1995;;Vandermerwe and Oliff, 1990). Companies can utilize the idea of green marketing to generate and to
facilitate any exchange intended to satisfy customers’ environmental needs or wants (Polonsky, 1994).

As there are growing importance of green marketing in the future, this study proposes a research framework to
explore its positive relationships with five main brand components: green brand awareness, green brand image,
green brand credibility, green brand community and green engagement.

3 c¢) Research Hypothesis

This study proposed the following hypothesis:

i. Hypothesis 1 (H1): green brand awareness has a strong influence towards green branding. ii. Hypothesis
2 (H2): green brand image has a strong influence towards green branding. iii. Hypothesis 3 (H3): green brand
credibility has a strong influence towards green branding. iv. Hypothesis 4 (H4): green brand community has a
strong influence towards green branding. v. Hypothesis 5 (H5): green brand engagement has a strong influence
towards green branding.

4 d) Purpose of the Study

The objectives of the research study are: i. To examine the factors influencing green branding for beauty products.
ii. To verify the positive relationships between brand components namely brand awareness, brand image, brand
credibility, brand community and brand engagement towards green branding.

5 e) Significance of Project

This research study will hopefully benefit managers, researchers and governments, and provide useful contribution
to relevant studies and future researches as reference. Managers, researchers and advertisers would benefit from
this study through gaining information that might help them make their decisions towards going green for their
organization. Business organizations and government agencies could have a competitive advantage if they could
understand the importance of green branding and the impact towards brand attitude.

6 II.
7 Methodlogy

The dimensions of the green branding strategies of beauty products for several green brands were obtained by
conducting in-depth interviews with the customers. The research is conducted to determine product attributes
considered important by consumers while buying green brand products in the category of beauty products. A
total of five focus groups discussion were conducted. Each group had six members consisting of three females and
three males. All respondents were students from five institution of higher learning in Malaysia. Table 1 shows the
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total number of respondents and the institutions of higher learning. The study on attitude of consumers towards
the green brand and the level of brand loyalty exhibited is based on a survey. The survey data was collected
by administering questionnaires to a sample of 200 respondents. The respondents included 120 females and 80
males.

Today, every business corporations needs to drastically reduce its impact on the environment during
manufacturing, distribution, raw materials, energy use and others. Early academic research on green marketing
spoke of the rapid increase in green consumerism as heralding a dramatic and inevitable shift in consumption
towards greener products (Prothero, 1990;Vandermerwe and Oliff, 1990). However, if business corporations do
not, they will be left behind by regulation and hardening customer demands. Due to the world-wide push
towards proenvironmental friendly activities, Malaysians are also getting more serious today. The heightened
environmental awareness has lead to a growing consumer interest in green products, and a pronounced willingness
to pay for green features (Roper Organization, 1990;Mintel, 1991;Worcester, 1993).

It is becoming necessary to promote environmental consciousness. In addition to this, the rapid economic
growth in Malaysia without prevention or control of potentially environmental problems, will eventually lead to
more severe environmental disasters. Thus there are strong internal societal pressures in Malaysia determined
to solve the present environmental problems. This will eventually provide higher demand for environmentally-
friendly products and business strategies.

8 b) Green Brand Perception

Despite this optimistic picture, many business organizations allocate low priority to green brand. At present, there
are too many severe environmental problems which need to be solved. The benefits of green brand may not be
significantly perceived by the customers. The companies place more emphasis on the purchase of environmentally
friendly technologies and equipment. ??intel’s (1995) follow-up report on the environment recorded only a very
slight increase in green consumers and identified a significant gap between concern and actual purchasing -a
picture replicated in subsequent management research (Wong et al., 1996;Peattie, 1999;Crane 2000). Green
products looked to have achieved only limited success (Wong et al., 1996).

9 III.
10 Data Collection and Analyses

The first draft of the questionnaire was pre-tested for comprehension among twenty under graduate marketing
students who purchased or used environmental friendly products. The reliability of measurements was assessed
using Cronbach’s alphas. A pilot survey based on 20 usable questionnaires was then conducted. Validity and
reliability tests were performed to further refine measurements. Any insignificant indicators were removed and
some modifications were made to increase the clarity of the questionnaire in the final study.

11 a) Focus Group and Survey Findings i. Attributes Consid-
ered

Based on the five focus group discussions, the study discovered that respondents while buying green brands
products give due attention to 11 main attributes that include nine basic and two green attributes. The basic
attributes are regardless of whether the respondents are buying green or chemical-based brand products.

As shown in Table 2, the research indicated that female respondents prefer sweet fragrance and light colors.
In addition to this, they are concerned about the product safety. Since the majority of respondents belong to
the educated middle class, they expect the green brands to deliver benefits and value for money. Respondents
also show high interest for attractive packaging. Besides that, respondents consider outlet energy efficient store
atmosphere to be important. This is because many customers spend a considerable time browsing through the
merchandise on display and furthermore like to pre-test. Respondents also expect to appreciate a comfortable
surrounding and most importantly friendly and knowledgeable sales staff in the outlets. This is because the
respondents expect the sales staff to know and could recommend suitable products. Overall, the study shows
that respondents are generally very brand conscious. They consider brand image important. Brand image acts
as a surrogate for the credentials of the business corporation.

The key components of green branding attributes for beauty and electronic products considered important
by respondents are washable, reusable, organic, ”ingredients” and ”"not tested on animals”. At the time of
buying green brand, respondents look at the product ingredients very carefully and ask questions if they are
not familiar with the natural ingredients. Similarly the reusable, recyclable, washable, organic in nature and
not harmful to nature and animals are attributes admired and highly appreciated by customers. In this study,
the measurement of the questionnaire items used “five-point Likert scale from 1 to 5” rating from ”strongly
disagree” to "strongly agree.” The study proposes five novel componentsgreen brand awareness, green brand
image, green brand credibility, green brand community and green brand engagement. This is to develop the
definitions and measurements of the five components. This study asked every respondent to point out a green
brand of beauty products which is the most significant for them. Then, every consumer was requested to regard
this Keller (2008) that includes brand exposure that leads to brand recognition. This study of green brand image
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13 C) MEASUREMENT MODEL RESULTS

referred to Padgett and Allen (1997), and Cretu and Brodie (2007), and defined ”green brand image” as "a set
of perceptions of a brand in a consumer’s mind that is linked to environmental commitments and environmental
concerns.” The measurement of the green brand image includes positive image of brand users to which they
aspire in terms of being kind, generous and doing good things; personality and values. By establishing green
credibility include a sense of being likeable for ”doing the right things.” This is referring to Blau (1964), Schurr
and Ozanne (1985), and Ganesan (1994), this study defined ”green brand credibility” as ”a willingness to depend
on a product, service, or brand based on the belief or expectation resulting from its credibility, benevolence, and
ability about its environmental performance.” Besides that, by creating a sense of green brand community include
serving brand users and means for them to connect to or share experiences with other consumers. Finally the
eliciting of green brand engagement include in participating in the cause related activities. This study referred
to Oliver (1996) and defined "green brand engagement” as ”a pleasurable level of consumption-related fulfillment
to satisfy a customer’s environmental desires, sustainable expectations, and green needs.

12 b) Empirical Results

This study utilized Structural Equation Model (SEM) to verify the research framework and hypotheses, and
applied SPSS 17.0 to obtain the empirical results. SEM of this study examined the two levels of analysis namely
the measurement model and the structure model, and their results are shown here below.

13 c¢) Measurement Model Results

A convenience sampling technique was selected due to its cost and time efficiency. The final questionnaire was
administered by two trained research assistants.

The exploratory factor analysis (EFA) was used to conduct a preliminary examination of the structure of the
data as well as to achieve data reduction (Hair et al., 2010). The primary objective of EFA is to ”define the
underlying structure among the variables” ??Hair et al., 2010, p. 94). The researcher wished to have a strong
measurement model for the confirmatory factor analysis.

The high Cronbach’s alphas of indicators belonging to each dimension (? = 0.738 to ? = 0.868) indicate
high internal consistency and scale reliability (Anderson and Gerbing, 1988). Therefore, the measurement of this
study is acceptable in content validity. The dimensions extracted from each latent construct are presented in
Table 3.

Table 3 shows the means, standard deviations, and correlation matrix. The results in Table 3 can be observed
that, there are positive correlations among green brand awareness, green brand image, green brand credibility,
green brand community and green brand engagement. Additionally, there are two measurements to confirm the
reliability of the components. The measure of the reliability is to examine the loadings of each components’
individual items. According to the quality of the measurement model for the sample, the loadings (?) of all items
of the five components listed in Table 4 are significant. The other measurement namely Cronbach’s ? is the other
measure of the reliability. Table 4 indicates the lists in Cronbach’s 7 for its components. Generally, the minimum
requirement of Cronbach’s a coefficient is 0.7 ??Hair et al., 1998). Table 4 shows that the Cronbach’s 7 coefficient
of ”green brand awareness” is 0.751; that of “green brand image” is 0.738; that of "green credibility” is 0.779;
that of "green brand community” is 0.868; and that of "green brand engagement” is 0.858. In fact the Cronbach’s
? coefficients of all four components are more than 0.7. This clearly shows that the measurement of this study
is acceptable in reliability. Furthermore, it is also important to verify the validity of the measurement. In this
study there are two measurements to confirm the validity of the components. This study applied Fornell and
Larcker’s measure of average variance extracted (AVE) to access the discriminative validity of the measurement
(Fornell and Larcker, 1981). The AVE measures is used because it is able to observe the amount of variance
captured by the construct through its items relative to the amount of variance due to the measurement error.
However, in order to satisfy the requirement of the discriminative validity, it is necessary to perform the square
root of a construct’s AVE. The square root of the construct’s AVE must be greater than the correlations between
the construct and other constructs in the model. Table 4 clearly shows the square roots of the AVEs for the
components, green brand awareness is 0.807, green brand image is 0.874, green brand credibility is 0.859, green
brand community is 0.844 and green brand engagement is 0.835. All the value shown are more than the correlation
between them, 0.398, in Table ??7. Based on this results it shows that there was adequate discriminative validity
between the two components.

The square roots of all constructs’ AVEs in Table 4 of this study are all greater than the correlations among
all constructs in Table ??. It can be concluded that the discriminative validity of the measurement in this study
is acceptable. In addition to this the AVE of all constructs are greater than 0.5. This clearly demonstrated that
there is convergent validity for the components.

As shown in Table 4, the AVEs of the four components are 0.652, 0.764, 0.738, 0.712 and 0.697, respectively.
All the value presented are greater than 0.5. It demonstrates that there is convergent validity in this study. Thus,
it can be concluded that the measurement of this study is acceptable in discriminative validity and convergent
validity. Several tests of reliability and validity were conducted and it clearly demonstrates that there are adequate
reliability and validity in this study.
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Based on structural model results indicated in Table 5, the overall fit measures of the SEM in this study
shows that the fit of the model is very good (GFI = 0.896, RMSEA = 0.056, NFI = 0.921, CFI = 0.908). In
fact, all of the paths estimated are significant, and all hypotheses are supported in this study. (RMSEA = Root
Mean Square Error of Approximation, CFI=Comparative fit index, Normed fit index (NFI) , GFI = Goodness-
of-Fit Index (GFI). The data collected during the consumer survey were used to calculate the consumers’ overall
attitudes using Fishbein’s model for measurement of attitude [1]. The importance of attributes, the belief scores
for each attribute and the attitude scores towards the green brand are shown in Tables 6.

14 Global

15 Results and Discussion

According to P. Rajan Varadarajan and Anil Meno (1988), going green is the process of formulating and
implementing marketing activities that are characterized by an offer from the firm to contribute a specific amount
to a designated cause when customer engaged in revenue providing exchanges that satisfy organizational and
individual objectives. This business imperative is vital due to the fact that environment issues have become
mainstream and consumer environmentalism has created a market for environmentally friendly products. In fact,
green marketing is one of the inevitable strategies for companies to stay competitive, and this approach has been
widely accepted and applied in recent years. Therefore, green marketing often allows the business corporation the
access to potential and new markets, to increase their profitability, and more importantly to obtain competitive
advantages. For business corporations who have solid brand equity it can provide a competitive advantage. This
is because it gives the brand the power to capture a larger market share and to sell at higher prices with higher
profit margins (Jung and Sung, 2008). Therefore, it is essential to incorporate the idea of marketing into the
framework of green brand.

From the focus group discussions and consumer survey the study also show that green branding in Malaysia
is characterized by many opportunities and threats. The sensitization of Malaysians about environmental
problems is beginning to drive the market for environmentally-friendly products. Many business corporations
especially foreign and local, have adopted programs to deploy technologies and market products that minimize
the extent of environmental damage. On the other hand, from the threat perspective, communication and lack
of coordination amongst various constituents of the society are responsible for a less than enthusiastic response
towards environmental issues. The recycling infrastructure in Malaysia is till today inadequate and costly.

The study revealed that green branding for beauty products need to adapt its products to local conditions in
terms of reduce packaging, ingredients, color and fragrance. Respondents also feel that green brand command
prices that are relatively higher, and are not fully able to comprehend the corporate support activities business
corporations have launched to save the environment on a global basis.

The study indicated that Malaysian customers base their purchase decisions for green brand on many basic
attributes such as ”good value for money”, "product performance”, "product safety”. This is because they may
be committed to buy green brands. However, they are not willing to compromise on critical aspects such as price
and safety. The key attributes they regard important are ”ingredients” to engage with the brand.

This study summarizes the branding literature on green marketing and branding management into a new
managerial framework. The empirical results summarised that green brand awareness, green brand image, green
brand credibility, green brand community and green brand engagement are positively related to green branding.
In fact all the hypotheses proposed in this study are significant. Therefore, this study suggests that business
corporation should invest more resources in green brand awareness initiatives, green brand image, green brand
credibility, green brand community and green brand engagement. This is because all these components are
positively associated with green branding.

It is observed that business corporations have tried to exploit popular concerns about environmental issues
to position their brands to obtain new differentiation advantages in new changing markets. Hence, the idea
of green branding can become an innovative way of positioning their brand. Till today not many Malaysian
owned business corporations are willing to carry out their green marketing campaign. This is because they
potentially face huge challenges to incorporate their environmental vision into their corporate strategies. They
need a substantial amount of resources to implement this strategy. Thus, in order for the business corporation
to enhance their green branding, they should incorporate the ideas of green brand awareness, green brand image,
green brand credibility, green brand community and green brand engagement into their long-term environmental
strategies in their business strategy plan.

This study focused on beauty products in Malaysia, it is recommended that further studies can focus on the
purchase experience of other products in Malaysia and other countries. This study verified the hypotheses with
a questionnaire survey and focus group, and only providing cross sectional data. Thus it may not observe the
dynamic change of green brand awareness, green brand image, green brand credibility, green brand community
and green brand engagement in the different stages of the evolution of consumer green demands and environmental
regulations in different countries. Therefore, it is recommended that future studies be based on a longitudinal
study to evaluate the changes in the five brand components over a designated period of time.
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Figure 1:
1

Number of Respondents

Institute of higher learning Total Total
respondents  respondents
(Focus (Question-
Group) naire)

Sunway University 6 40

Taylors University 6 40

LimKokwing University 6 40

University Selangor 6 40

KDU University 6 40

College

Figure 2: Table 1 :



decisions

Basic product
attributes
Ingredients
Product fragrance

Product safety

Product color
Product performance

Value for money
Opportunity to pre-

test/trial
Comfortable
Product quality

Green branding
attributes
Recyclable/Reusable
Organics/ natural
ingredients

Not harmful to nature
and animals

Reduce Packaging
Energy efficient stores
atmosphere

Figure 3: Table 2 :

Components of Green branding to- Mean

wards Beauty products
1 Brand awareness

2 Brand image

3 Brand credibility

4 Brand community

5 Brand engagement

[Note: **p < 0.01.]

3.935
4.359
3.836
4.054
4.054

Standard
deviations
0.601
0.471
0.584
0.640
0.640

Figure 4: Table 3 :

A

0.369**
0.394%** 0.423**
0.398%** 0.423** (.423**

0.418%** 0.423%* (0.423** (0.423**

BCD
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Components of
Green Band towards
Beauty

product
1 Brand awareness

2 Brand image

3 Brand credibility

4 Brand community

5 Brand engagement

[Note: **p < 0.01.]

Hypothesis Proposed effect

H1
H2
H3
H4
HS5
*p < 0.05, **p < 0.01.

Numbers
items

BA1
BA2
BA3
BA4
BI1
BI 2
BI 3
BI 4
BC1
BC 2
BC 3
BC 4
BCY 1
BCY 2
BCY 3
BCY 4
BE 1
BE 2
BE 3
BE 4

of 7

0.771

0.790**
0.786**
0.804**
0.835

0.902%*
0.911%*
0.907**
0.817

0.824**
0.835%**
0.840**
0.803

0.834**
0.822%*
0.839**
0.803

0.834**
0.822%**
0.839%**

Figure 5: Table 4 :

Path coefficient Results

+ 0.266* H 1 is significant
+  0.297** H 2 is significant
+ 0.294* H 3 is significant
+ 0.238* H 4 is significant
+ 0.258* H 5 is significant

Figure 6: Table 5 :

Cronbach’s 7 AVE  Square

0.751

0.738

0.779

0.868

0.858

0.652

0.764

0.738

0.712

0.697

Root of
AVE

0.807

0.874

0.859

0.844

0.835



branding for beauty product

Green branding towards Importance  Belief
beauty product attributes of attribute  score
Ingredients 4.67 4.77
Product fragrance 4.32 4.35
Product safety 4.81 4.85
Product color 4.69 4.72
Product performance 4.55 4.66
Reduce Packaging 4.67 4.59
Value for money 4.58 4.56
Energy efficient store 4.68 4.66
atmosphere

Opportunity to pre-test/trial 3.15 3.17
Comfortable 4.35 4.38
Product quality 4.12 4.14
Recyclable/Reusable 4.38 4.45
Organics/ natural ingredients 4.68 4.69
Not harmful to nature and 3.12 3.05
animals

Attitude score 171.68

1V.

Figure 7: Table 6 :

o 16 Global

278

'© 2013 Global Journals Inc. (US)
2The Beauty of ”Green Branding”: Way to the Future



16 GLOBAL

10



279
280

281

282
283
284

285
286

287
288

289
290

291
292
293

294

296
297

298
299

300
301

302
303

304
305

306
307

308
309

310
311

312
313

314

315
316

317
318

319

320

321
322

323
324

325
326

327
328

329

330
331

[ Organizational Change for Corporate Sustainability. London: Routledge] , Organizational Change for Corpo-
rate Sustainability. London: Routledge

[Dunphy et al. ()] , D Dunphy , A Griffiths , S Benn . 2003.

[Bakker et al. ()] ‘A bibliometric analysis of 30 years of research and the theory on corporate social responsibility
and corporate social performance’. F G A Bakker , P Groenewegen , F Hond . Business and Society 2005. 44

(3) p- -
[Iyer and Banerjee ()] ‘Anatomy of green advertising’. E Iyer , B Banerjee . Advances in Consumer Research,
1993. 20 p. .

[Varadarajan and Meno ()] ‘Cause-Related Marketing: A Coalignment of Marketing Strategy and Corporate
Philanthropy’. P , Rajan Varadarajan , Anil Meno . Journal of Marketing 1988. 52 (3) p. .

[Padgett and Allen ()] ‘Communicating Experiences: A Narrative Approach to Creating Service Brand Image’
D Padgett , D Allen . Journal of Advertising 1997. 26 (4) p. .

[Jung and Sung ()] ‘Consumer-Based Brand Equity; Comparisons Among Americans and South Koreans in the
USA and South Koreans in Korea’ J Jung , E.-Y Sung . Journal of Fashion Marketing and Management
2008. 12 (1) p. .

[Pinkston and Carroll ()] ‘Corporate citizenship perspectives and foreign direct investment in the U. T S
Pinkston , A B Carroll . S. Journal of Business Ethics 1994. 13 p. .

[Lindgreen et al. ()] ‘Corporate social responsibility: An empirical investigation of U.S. organizations’ A
Lindgreen , V Swaen , W J Johnston . Journal of Business Ethics 2009. 85 p. . (Suppl. 2))

[Kotler and Lee ()] Corporate Social Responsibility: Doing the Most Good for Your Company and Your Cause,
P Kotler , N Lee . 2005. Hoboken, NJ: John Wiley.

[Mcwilliams et al. ()] ‘Corporate social responsibility: strategic implications’. A Mcwilliams , D S Siegel , P M
Wright . Journal of Management Studies 2006. 43 p. .

[Vandermerwe and Oliff ()] ‘Customers drive corporations green’. S Vandermerwe , M Oliff . Long Range Planning
1990. 23 (6) p. .

[Ganesan ()] ‘Determinants of Long-Term Orientation in Buyer-Seller Relationships’ S Ganesan . Journal of
Marketing 1994. 58 (2) p. .

[Bhattacharya and Sen ()] ‘Doing better at doing good: when, why, and how consumers respond to corporate
social initiatives’. C B Bhattacharya , S Sen . California Management Review 2004. 47 p. .

[Krause ()] ‘Environmental Consciousness: An Empirical Study’. D Krause . Journal of Environment and
Behavior 1993. 25 (1) p. .

[Menon and Menon ()] ‘Enviropreneurial marketing strategy: the emergence of corporate environmentalism as
market strategy’. A Menon , A Menon . Journal of Marketing 1997. 61 p. .

[Fornell and Larcker ()] ‘Evaluating Structural Equation Models with Unobservable Variables and Measurement
Error’. C Fornell , D F Larcker . Journal of Marketing Research 1981. 18 (1) p. .

[Blau ()] Ezchange and Power in Social Life, P M Blau . 1964. New York: Wiley, Inc.

[Crane ()] ‘Facing the backlash: green marketing and strategic re-orientation in the 1990s’. A Crane . Journal of
Strategic Marketing 2000. 8 (3) p. .

[Prothero ()] ‘Green consumerism and the societal marketing concept: marketing strategies for the 1990s’ A
Prothero . Journal of Marketing Management 1990. 6 (2) p. .

[Ottman ()] Green Marketing, J A Ottman . 1992. Chicago, USA: NTC Business Books.
[Peattie ()] Green Marketing, K Peattie . 1992. London, UK: Pitman Publishing Corp.

[Polonsky ()] ‘Green Marketing Regulation in the US and Australia: The Australian Checklist’ M J Polonsky .
Greener Management International 1994. 5 p. .

[Hair et al. ()] J F Hair , W C Black , B J Babin , R E Anderson . Multivariate Data Analysis, (Upper Saddle
River, NJ) 2010. Pearson Prentice-Hall. 7. (th ed.)

[Pearce and Doh ()] ‘High-impact collaborative social initiatives’. J A Pearce , J P Doh . MIT Sloan Management
Review 2005. 46 p. .

[Hoffman and Ventresca ()] A Hoffman , M Ventresca . Organizations, Policy and the Natural Environment:
Institutional and Strategic Perspectives, (Stanford, CA) 2002. Stanford University Press.

[Greenfield ()] ‘In the name of corporate social responsibility’. W M Greenfield . Business Horizons 2004. 47 p. .

[Schurr and Ozanne ()] ‘Influences on Exchange Processes: Buyers’ Preconceptions of a Seller’s Trustworthiness
and Bargaining Toughness’. P H Schurr , J L. Ozanne . Journal of Consumer Research 1985. 11 (4) p. .

11



332
333

334

335

336
337

338
339

340

341
342

343
344

345
346

347
348

349
350

351

352
353
354

355
356
357

358
359

16 GLOBAL

[Wong et al. ()] ‘Marketing strategies and market prospects for environmentally-friendly consumer products’. V
Wong , W Turner , P Stoneman . British Journal of Management 1996. 7 (3) p. .

[Oliver ()] R L Oliver . Satisfaction: A Behavioral Perspective on the Consumer, (NY, USA) 1996. McGraw-Hill.
[Peattie ()] K Peattie . Environmental Marketing Management, (London, UK) 1995. Pitman Publishing Corp.

[Klassen ()] Plant-level environmental management orientation: the influence of management views and plant
characteristics, R Klassen . 2001. Production and Operations Management. 10 p. .

[Berry and Rondinelli ()] Proactive corporate environmental management: a new industrial revolution, M Berry
, D Rondinelli . 1998. Academy of Management Executive. 2 p. .

[Worcester ()] Public and Elite Attitudes to Environmental Issues, R Worcester . 1993. MORI, London.

[Keller ()] Strategic Brand Management: Building, Measuring and Managing Brand Equity, K L Keller . 2008.
Englewood Cliffs, NJ: Prentice-Hall. (nd ed.)

[Anderson and Gerbing ()] ‘Structural equation modeling in practice: a review and recommended two-step
approach’. J C Anderson , D W Gerbing . Psychological Bulletin 1988. 103 (3) p. .

[Westley and Vredenburg ()] ‘Sustainability and the corporation: criteria for aligning economic practice with
environmental protection’. F Westley , H Vredenburg . Journal of Management Inquiry 1996. 5 (2) p. .

[Lichtenstein et al. ()] ‘The effect of corporate social responsibility on customer donations to corporate-supported
nonprofits’. D R Lichtenstein , M E Drumwright , B M Braig . Journal of Marketing 2004. 68 p. .

[Organization ()] The Environment: Public Attitudes and Individual Behaviour, Roper Organization . 1990. New
York, NY: Roper Organization and SC Johnson & Son.

[Mintel ()] The Green Consumer Report, Mintel . 1991. Mintel, London.

[Cretu and Brodie ()] ‘The Influence of Brand Image and Company Reputation Where Manufacturers Market
to Small Firms: A Customer Value Perspective’. A E Cretu , R J Brodie . Industrial Marketing Management
2007. 36 (2) p. .

[Schlegelmilch et al. ()] ‘The link between green purchasing decisions and measures of environmental conscious-
ness’. B B Schlegelmilch , G Bohlen , A Diamantopoulos . European Journal of Marketing 1996. 30 (5) p.

[Peattie ()] ‘Trappings versus substance in the greening of marketing planning’. K Peattie . Journal of Strategic
Marketing 1999. 7 p. .

12



	1 Introduction
	2 b) Literature Review
	3 c) Research Hypothesis
	4 d) Purpose of the Study
	5 e) Significance of Project
	6 II.
	7 Methodlogy
	8 b) Green Brand Perception
	9 III.
	10 Data Collection and Analyses
	11 a) Focus Group and Survey Findings i. Attributes Considered
	12 b) Empirical Results
	13 c) Measurement Model Results
	14 Global
	15 Results and Discussion
	16 Global

