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Introduction
Most recently, a number of customers have 
shown concern over the considerable damage 
caused to the environment. Natural resources 
are gradually being replete, and climate 
change threats are the most important of these 
concerns (Euro barometer, 2011; European 
Commission, 2010; Lapinskienė et al., 2015; 
Barrier, 2016). Formerly, organizations avoided 
investing in support of the environment, 
which became a setback for their own future 
progress (Chen, 2010). Presently, as a result 
of increased attention to the environment, 
they tend to take greater responsibility for the 
environment than before (Chang & Chieng, 
2006). Even the studies highlight the role 
of future generations as being vital toward 
eco-awareness (Simionescu, 2013; Csigéné 
Nagypál et al., 2015). One of the main actions 
that the companies have taken in this regard 
is green marketing, known as environmental 
marketing or social marketing, which refers to 
a kind of attitude of social marketing with all 
the ethical, social, environmental, and human 
values put in processes, tools, and marketing 
and sales behavior in order to achieve stability 
in business. This has resulted in increase in the 
number of marketing studies on environmental 
issues, and the infl uence of activities of the 
companies shows the importance of green 
marketing (Chamorro et al., 2009; Lee, 2008; 
Zhu et al., 2016; Suki, 2017). Since green 
products are becoming increasingly popular, 
more and more customers prefer to buy green 
products (Royne et al., 2011; De Angelis et 
al., 2017; Li et al. 2016). Furthermore, the 
companies’ pioneering innovations let them 
be the ‘fi rst one’, thus allowing them to charge 

higher prices for their green products (price 
skimming), improve their organizational image, 
develop their markets and enjoy rivalry benefi ts 
(Hart, 1995; Peattie, 1995). However, the 
challenge facing companies is to remove their 
customers’ doubt regarding the proper quality 
and function of the green products, and whether 
these products carry the features of being 
green or not (Kalafatis et al., 1999; Aagerup 
et al., 2016). In recent years, the companies 
have claimed a lot to be producing green 
products, but only later it turned out that such 
claims were nothing but frauds, this becoming 
a serious challenge for the companies (Chen 
& Chang, 2012; Kalafatis et al., 1999). This 
shows that the companies are facing two main 
issues in green marketing, one of them being 
the proper function of a product and the other 
one – the issue of production of a product which 
is environmentally friendly (Ng et al., 2014). As 
for the second issue, which is how to create 
a positive attitude towards environmentally 
friendly products, we have seen new 
constructs, such as green image, green trust, 
green satisfaction, and the equity of a green 
brand, all of which have attempted to create 
a positive attitude towards the green brand 
(Chen, 2010; Chen & Chang, 2012). However, 
these green marketing constructs present us 
with only a general understanding of customers 
and cannot justify the customers’ purchase 
behavior when buying green products (Rios et 
al., 2006; Mourad et al., 2012). Respectively, 
in order to respond to the needs of customers 
the companies must pay close attention to 
green marketing, since it takes human beings’ 
health into consideration and prevents harm 
to the environment. Thus, many companies 
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see this as an opportunity and want to make 
the best out of it (Rahman & Haque, 2011). In 
developing countries, this is a major concern 
due to the fact that environmental regulations 
are insuffi cient. However, the companies tend 
to be more environmentally concerned and, in 
some cases, some remarkable actions have 
taken place. Companies are suggested to rely 
on marketing communication strategies, rather 
than just green advertising strategies (Bailey 
et al., 2016). These communication strategies 
appeal to customers green consumption values 
which are embedded within customers’ minds.

The next level of analysis is the ever-
increasing importance of green marketing and 
its role in the success of companies, which is 
necessary to investigate various dimensions of 
green marketing and to fi nd their relationship 
with traditional variables. Many studies 
have investigated the relationship between 
traditional branding constructs (such as the 
quality of a product brand, the credibility of 
the brand, the equity of the brand), yet few 
studies have considered the relationship 
between green branding constructs (Chen, 
2010; Chen & Chang, 2013). Furthermore, few 
researchers had investigated the relationship 
between traditional constructs and green 
branding as a whole framework before Ng 
et al. (2014). Therefore, in our suggested 
model we have combined the two elements 
of the perceived quality and credibility of 
a brand that can infl uence customers’ trust 
regarding both of the above problems with 
green marketing constructs. This research can 
serve as validation of the constructs to fi ll the 
literature gap in the investigation of green brand 
dimensions. Thus, the aim of this research is 
to examine the mutual impact of traditional 
branding constructs (perceived brand quality 
and brand credibility) and the constructs of 
green branding (green brand perceived value 
and green brand image), brand equity and 
subsequently its impact on the green purchase 
intention of the customer. Secondly, this 
study aims at examining an inferential model, 
including both green and traditional branding 
constructs, as the green features of products, 
if taken on their own, are not of importance. It 
is the impact of traditional constructs on special 
green value and green purchase intention that 
is the focus of this research.

In this research, along with the model 
proposed by Ng et al. (2014), the researchers 

fi rst investigate the mutual impact of traditional 
branding constructs (perceived brand quality 
and brand credibility) and green branding 
constructs (green brand image, green brand 
perceived value, and green brand equity). 
Since previous research has not investigated 
the impact of customers’ green brand equity, we 
will investigate the mutual impact of traditional 
constructs and green constructs as well as 
green brand equity and the customers’ green 
purchase intention.

The rest of the paper is structured as 
follows. In Section 1, a literature review is 
presented and hypotheses of the paper 
regarding different dimensions of the proposed 
model are considered. Section 2 discusses the 
methodology of the research, and Section 3 
puts forward fi ndings of the present research. 
An analysis of data and hypothesis tests, 
model analysis, and hypothesis testing are 
included in Section 3. Finally, the implications 
of the study alongside with discussion of the 
results are presented in the fi rst part of Section 
4. In addition, the managerial implications of 
the paper for an improved understanding of 
the concepts and fi ndings of the research are 
provided in the second part of Section 4.

1. Review of Conceptual 
and Experimental Literature

There has been a substantial change in the 
attitude of society regarding environmental 
awareness. More and more customers are 
willing to buy green products with the least 
negative impact on the environment (Peattie, 
1995). Companies are not an exception and 
have initiated a green marketing strategy to 
secure themselves with regard to environmental 
regulations, to respond to customer demand, to 
offer green products and to create competitive 
advantage in the market (Grant, 2008; Bekk et 
al., 2015; Chen et al., 2016). This trend needs 
a change in the philosophy of manufacturing 
and marketing (Polonsky & Rosenberger, 
2001). Roe et al. (2001) have proposed that 
responding to a consumer’s green need could 
alter the future of manufacturing capacity in 
the USA in terms of renewable generation of 
products. The change in the philosophy of 
manufacturing has been analyzed in terms of 
the green purchase behavior of consumers 
within the framework of the Theory of Reasoned 
Action (TRA) (Pickett-Baker & Ozaki, 2008; 
Gupta & Ogden, 2009; Kalafatis et al., 1999; 
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Paul et al., 2016). The TRA suggests that 
the consumers’ purchase intention is deeply 
infl uenced by subjective attitudes of the 
consumers as regards environmental issues. 
An extensive discussion on the TRA has voiced 
support for the prediction of the consumers’ 
intentions or the behavior of the consumers 
(Mostafa, 2007; Cheah, 2009; Nadlifatin et al., 
2016).

Moreover, by developing a green marketing 
strategy companies gain a competitive 
advantage (Porter and van der Linde, 1995; 
Chen et al., 2006; Wang, 2016). Chen and 
Chan (2012) have proposed a model to analyze 
the effect of green perceived value and green 
perceived risk on the green purchase intention 
of consumers in order to examine the benefi ts 
gained by the companies. These authors 
have introduced green trust as a mediator in 
the model and confi rmed the positive impact 
of green perceived value on green trust and 
green purchase intention. At the same time, 
green perceived risk can negatively affect the 
above-mentioned constructs. The authors 
argue that the increase in green perceived 
value and the decrease in green perceived risk 
may increase green trust and green purchase 
intention. Huang et al. (2014) argue that 
with the increase in green brand knowledge, 
a positive attitude towards a green brand is 
created among consumers and green purchase 
intention increases accordingly. Furthermore, 
research results indicate a difference among 
the consumers. Those with a commitment 
to environmental issues are more likely to 
buy green products, while those being less 
concerned focus on price (Gilg et al., 2005; 
Maniatis, 2016).

Since its emergence in the late 1990s, 
the term brand equity has become one of the 
most important marketing concepts both in 
research and practice (Srinivasan et al., 2005). 
With focus on environmental business and 
consumer research, Chen (2010) introduced 
the construct of green brand equity. Brand 
equity has been defi ned as the intangible part of 
a brand name, inherently within the brand name 
(Mohd Yasin et al., 2007). Brand equity could 
be seen from two perspectives: the fi nancial 
value that it creates for fi rms (Simon & Sullivan, 
1993) and the value created for consumers 
(Keller, 1993; Aaker, 1991). Former studies 
have thoroughly investigated brand equity as 
a general concept in marketing and there exists 

little studies in fi eld of green marketing. Bekk 
et al. (2015) point out that there are only four 
models proposed on the green brand equity 
concept. Moreover, the literature on brand 
equity includes a broader set of meanings and 
attributes in favor of the customer relationship 
(Yoo et al., 2000). Four constructs have been 
investigated by Chen (2010) to analyze the 
effect of three drivers, namely green brand 
image, green satisfaction, and green trust, on 
green brand equity. The positive relationship 
between these three constructs on green 
brand equity has been confi rmed. Kang et 
al. (2012) have suggested fi ve constructs for 
green brand equity, that is, green satisfaction, 
green affect, green trust, green brand loyalty, 
and green brand equity. They have analyzed 
the effect of these constructs on green brand 
equity. The results indicate that there exists 
a positive relationship between green brand 
loyalty and green brand equity. They also 
propose that green impact characterized by 
a positive emotional commitment could set 
grounds for green loyalty and green brand 
equity. Perceived green quality, green brand 
awareness, and green perceived risk have also 
been analyzed by Chen & Chang (2013) to 
explore relationships among them. The results 
indicate a positive and signifi cant relationship 
between, on the one hand, perceived green 
quality and green brand awareness and, on the 
other hand, green brand equity. Furthermore, 
perceived green quality can negatively affect 
perceived green risk, which in its own turn can 
negatively infl uence green brand awareness 
and green brand equity. Ng et al. (2014) have 
analyzed the effect of perceived brand quality 
and brand credibility on consumers’ perception 
of green brand value, green brand image, 
and green brand equity. These authors have 
concluded that perceived brand quality and 
the overall credibility of a brand have a positive 
impact on the creation of green image, green 
perceived value, and equity.

2. Developing a Theoretical Model 
(Hypotheses)

2.1 Positive Effect of Perceived Brand 
Quality on Green Brand Image

Brand quality, as perceived by customers, has 
been defi ned in various ways. Aaker (1991) 
defi nes it as the quality or preference that 
a product creates in the mind of the customer 
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in comparison to other products in the market. 
In fact, perceived quality is not the real quality 
of the product, rather it is an evaluation of the 
product in the mind of the customer (Erenkol et 
al., 2010). Perceived quality is an advantage that 
makes a brand famous and affects brand image 
in a positive way (Jarvinen & Suomi, 2011). 
A brand with the advantage of good perceived 
quality for the customer can create a positive 
image in the mind of the customer, which affects 
the attitude of the customer towards the brand, 
causes the customer’s loyalty and repurchase 
intention (Arslan & Altuna, 2010).

The brand image is the features which 
customers assign to the brand in their mind 
(Aaker, 1996). Many studies have been 
conducted regarding the impact of perceived 
brand quality on brand image, however it is Ng 
et al. (2014) who fi rst established that green 
perceived brand quality has a positive infl uence 
on green brand image. Chen (2010) defi nes the 
green brand image as the customer’s perception 
of the extent to which the brand is concerned 
about the environment and is positively active 
in environmental activities. Accordingly, the fi rst 
hypothesis has been formulated as follows:

H1: Perceived brand quality have a positive 
effect on green brand image.

2.2  Positive Effect of Perceived Quality 
on Green Brand Value

According to Aaker (1996), a brand’s value can 
be measured in two dimensions: (a) whether 
the brand provides good value for money, 
(b) whether there are reasons to buy this 
brand rather than that of competitors. Further 
research on the subject suggests that there 
is a difference between a brand’s value and 
the perceived brand quality. Perceived brand 
quality is associated with the respect which 
the brand holds, while the value of the brand 
is a functional dimension and the practical 
benefi t of a certain brand (Aaker, 1996). This 
means that the two concepts can be regarded 
as separate, but their relationship may be 
important. Sweeney et al. (1999) defi ne the 
perceived brand quality in relation to its price. 
The perceived brand quality can increase in two 
ways; through the special quality of a product or 
through the increase of the price of the goods 
or services which are purchased (Parasuraman 
& Grewal, 2000). In market terms, Chen & 
Chang (2012) defi ne green perceived value 
as the general evaluation of sheer benefi t in 

exchange for buying a green product based 
on environmental interests, expectations, and 
needs of the consumer. In green marketing, the 
green attractions of a brand are combined with 
traditional values in a unifi ed way to convince 
the customer to make a purchase. Therefore, 
it is not surprising that green products can 
infl uence customers to make purchases, 
an intention in which traditional aspects are 
combined and create values accordingly. At 
the beginning of green marketing, researchers 
observed some negligence in paying attention 
to traditional aspects of goods and products, 
which determined a lower rate of the customers’ 
purchases of green products due to their low 
quality. In addition, companies’ efforts to create 
high-quality green products have constantly 
disfi gured the mentality of customers with 
regards to the function and quality of the green 
products. This has caused some brands to 
put higher prices on products because of 
the mentality of better quality (Ottman et al., 
2006). Various researchers conclude that the 
enhancement of perceived value of a brand can 
offer a higher quality (Jahanzeb et al., 2013). 
Therefore, we can assume that Perceived 
brand quality can have an impressive impact 
on the evaluation of environmentally friendly 
products, hence our third hypothesis will be:

H2: Perceived quality of a brand is positively 
affected by green brand value.

2.3 Positive Effect of Perceived Brand 
Quality on the Brand Credibility

Brands are well-known signs (that is, 
believable and trustworthy) and show honesty 
of a company (Erdem et al., 2002). According 
to this defi nition, the brand credibility is based 
on two main categories: (1) trustworthiness 
(that is, a company tends to do as it promises) 
and, (2) expertise (that is, the belief that the 
company can do as it promises) (Sweeney & 
Swait, 2008). To the best end, attribution theory 
links the service quality to corporate credibility. 
This theory suggests that when someone faces 
a diffi culty in understanding a situation, he/she 
tends to fi nds the way out by assigning a cause 
to the situation which gives him/her a greater 
control of life and surrounding environment 
(Folkes, 1988). Later, researchers argue 
that the corporate credibility of a brand has 
the potential to be attributed to concepts like 
customer perceived value and service quality 
(Zeithaml, 2000).
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With regards to new products in the market 
(such as environmentally friendly products), 
a better quality of manufactured products is 
necessary to keep and reinforce their credibility 
among customers (Sternthal et al., 1978; Del 
Rio et al., 2016). Therefore, our next hypothesis 
is:

H3: The perceived quality of a brand has 
a positive effect on the credibility of the brand.

2.4 Positive Effect of Brand Credibility 
on the Brand Perceived Value

Since it plays a strategic role in marketing 
behavior, credibility is considered to be 
an important element in the success of 
communications and has been the focus of 
attention of scientifi c circles (Flavián et al., 2005). 
The effect of green attractions may be alleviated 
by brand equity, and brand equity may, in turn, 
affect the brand perceived value by customers 
and alter the customer’s intention to select the 
brand (Hauser & Wernerfelt, 1990). According 
to the theory of properly brand perceived 
value, perceived value is another term for the 
perceived appropriateness of a brand, which 
is concerned with the risk and price based on 
which the customers decide what they need and 
what they acquire (Snoj et al., 2004). The brand 
credibility reduces perceived risk, because it 
increases the claims of the customers about 
the products of a company. Credibility also 
decreases communication expenses, since 
consumers use well-known brands as a source 
of information in order to reduce the expenses 
related to search for, collection, and processing 
of information (Erdem & Swait, 2004; 
Giannarakis et al., 2016). When the perceived 
risk of the brand decreases, the brand’s value 
increases (Snoj et al., 2004). In their paper, 
Ng et al. (2014) mention the positive effect of 
a brand’s credibility on the perceived value of 
a green brand, hence our fourth hypothesis:

H4: The credibility of a brand has a positive 
impact on green brand value.

2.5 Positive Effect of Brand Credibility 
on Green Brand Image

In order to be able to create the image of 
being environmentally friendly in the mind 
of customers, fi rst the brand credibility has 
to be achieved (Ng et al., 2014). The brand 
credibility of an organization’s is a key element 
in the customers’ purchasing intention and 

is essential in creating an image for the 
organization (Lafferty et al., 2002). Cooperation 
with environmentally friendly organizations 
can increase the green brand credibility. 
This is probably due to the fact that when 
a company cooperates with an environmentally 
friendly organization, for the customer being 
environmentally friendly makes more sense 
(Mendelson & Polonsky, 1995). When a well-
known brand manufactures environmentally 
friendly products, it strengthens its credibility 
and removes the doubts and distrust of the 
customers towards the environmental issues 
of the company and makes it believable. 
Therefore, we can conclude that the credibility 
of a brand infl uences green brand image (Ng et 
al., 2014). Hence our fi fth hypothesis:

H5: Credibility of a brand has a positive 
infl uence on green brand image.

2.6 Positive Effect of Brand Credibility 
on Green Brand Equity

One of the most important and most famous 
concepts in marketing which is the topic of 
extensive discussions among researchers is the 
equity of a brand. Its importance is determined 
by its leading and impressive role in making 
managerial intentions and creating rivalry and 
competitive settings (Atilgan et al., 2005). Aaker 
(1991) defi nes four characteristics of brand value: 
knowing about the brand, perceived quality, 
brand associations, brand loyalty, and other 
features of the brand (rights, etc). Mohd Yasin 
et al. (2007) defi ne brand equity as a collection 
of brand properties on the commitments and 
environmental concerns related to a brand that 
improves the value provided by a product or 
service. In this regard, the value of the brand 
includes fi nancial possessions and other related 
issues. It can be called the value that is added to 
a product or what a customer perceives as the 
value of the product. The fi rst one to defi ne green 
equity was Chen (2010), based on the defi nitions 
proposed be Aaker (1991), Chen (2010) puts it 
this way: “a set of all the possessions and debts 
of a brand, in relation to the green commitments, 
and the environmental issues which are related 
to the name of the brand, symbol, and logo, and 
can increase or decrease the value of a brand 
in the mind of the customer, through creating 
environmentally friendly products”. The most 
important advantage of a special brand for 
a company is that it enables the organization to 
fi nd for itself a new different status.
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Previous studies show that the brand 
credibility, through fame in comparison to other 
less-known competitors in the market, can help 
a company in business (Aaker & Joachimsthaler, 
2000). Papasolomou and Vrontis (2006) claim 
that companies with more valid brands have 
a stronger brand equity. According to Erdem 
and Swait (1998), the brand credibility is like 
a central pillar for any company which wants 
to achieve equity and management. Ng et 
al. (2014) say that the new concept of green 
equity, as a subcategory of brand equity, can be 
infl uenced by brand credibility. Thus, our sixth 
hypothesis would be:

H6: Brand credibility has a positive infl uence 
on brand equity.

2.7 Positive Infl uence of a Green 
Brand’s Perceived Value on Green 
Brand Equity

Previous studies show that customers believe 
that consumption of environmentally friendly 
goods is more benefi cial than that of traditional 
products (Hartmann & Apaolaza-Ibáñez, 
2012). Therefore, a strong and positive value 
perceived by customers in respect of a brand 
is important because of the positive effect it has 
(Malik, 2012). Studies show that, in relation to 
perceived quality, perceived value can predict 
the satisfaction of customers (Cronin et al., 
2000). When the perceived value of a customer 
in relation to green products is higher, the 
customer is more determined to purchase 
a product (Chen & Chang, 2012). In other 
words, when traditional attractions of green 
products are more appropriate they function as 
a complement in creating perceived value for 
the customer, which encourages the customer 
to purchase the brand (Hartmann & Apaolaza-
Ibáñez, 2012). There exist a positive effect 
between green brand perceived value and 
green brand equity (Ng et al., 2014). Hence our 
seventh hypothesis:

H7: A green brand perceived value has 
a positive infl uence on green brand equity.

2.8 Positive Effect of Green Brand 
Image on Green Brand Equity

The image of a brand includes symbolic 
meanings which are related to special features 
of the brand and can be related to the products 
which a company has. This is also called the 
mental image of a brand in the mind of the 

customer (Cretu & Brodie, 2007). Based on 
previous defi nitions, Chen (2010) defi nes 
a green brand as “a set of beliefs, worries, 
and imaginations in the mind of the customer 
which is related to the maintenance and caring 
for the environment”. The customers’ attitude 
towards the brand has a positive infl uence on 
the customers’ trust and can reduce perceived 
risk and increase the possibility of making 
a purchase while doing business (Chen, 2010). 
When the brand is able to recreate the image 
of being green or regard for the environment 
in the mind of the customer, that brand has 
a successful and agreeable image (Chen, 2008). 
The positive effect of brand image on brand 
equity in previous studies has been shown and 
proved (Aaker, 1991; Keller, 1993). In a new 
study, some positive relationship of green brand 
image has been found. Moreover, Biel (1992) 
claims that brand image drives brand equity, 
according to which the enhancement of brand 
image will enhance brand equity (Faircloth et 
al., 2001). Chen (2010) reported the positive 
effect of green brand image on green brand 
equity. Therefore, our eighth hypothesis is as 
follows:

H8: Green brand image has a positive effect 
on green brand equity.

2.9 Positive Effect of Brand Equity on 
Green Purchase Intention

Ajzen (1991) claims that if a customer has 
strong intention toward buying a product, 
purchase intention will transcend to actual 
purchase. Thus it would be likely for a customer 
to buy a green product if he/she has great 
intention to do so. In this regard, Keller (2013) 
highlights the importance of purchase intention 
during the evaluation phase of a certain product 
by customers. Also, purchase intention can 
be used to predict purchasing process of 
customers (Ghosh, 1990). In other words, 
customers are driven by purchase intention 
and later on they decide whether to buy or not.
Most scholars consider research on elements 
of a brand with green purchase intention to 
be essential and state the need for even more 
research in this fi eld (Chen, 2010; Rios et al., 
2006). The purchase intention of customers is 
investigated by asking questions, such as “the 
level of thinking while buying” or “the probability 
of purchase” or “wanting to buy” (Zeithaml, 
1988). Green purchase intention is defi ned as 
the customers’ level of real purchase in relation 
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to environmentally friendly products or brands 
whose green attractions they know about (Oliver 
& Lee, 2010). Many studies related to the effect 
of the brand’s equity on the customers’ purchase 
intention have shown their interrelationship 
(Chen & Chang, 2008; Senthilnathan & Tharmi, 
2012). Conscience knowledge has been 
highlighted as being at the core of acquisition 
of a product or service, which is to be deliberate 
and with an eye on consequences (Follows & 
Jobber, 2000). Therefore, since a green brand’s 

equity and green purchase intention are part of 
brand equity and purchase intention, our ninth 
hypothesis will be:

H9: Special green brand value has a positive 
effect on green brand purchase intention.

According to the literature review in different 
fi elds of traditional and green marketing and 
based on Ng et al. (2014), we have proposed 
our theoretical framework in Fig. 1.

3. Methodology of the Research
In terms of the aim of the research, the 
present study is functional, while in terms 
of data collection it is descriptive. For the 
experimental analysis, 26 items have been 
employed to evaluate different variables. In 
order to investigate the relationship between 
the variables and to examine the hypotheses, 
the LISREL 7 software has been used. The 
research participants are consumers of certain 
products who have bought the products of 
a company at least once. The clustering method 
has been chosen for data collection. After 
dividing the city of Tehran into fi ve regions, the 
questionnaires were fi lled out by the customers. 
Using Cochran’s method, the sample size was 
estimated to be 384 people. For the purposes 
of categorization of the sample, Tehran was 

fi rst divided into fi ve categories (north, south, 
east, west and center), and the questionnaires 
were fi lled out by the customers inside 
supermarkets in these geographic areas. All 
the respondents were contacted face to face 
at various times during the week. Owing to the 
novelty of the concepts and the constructs, the 
reliability of the questions has been evaluated 
by the experts in marketing and has been 
fi nalized with some corrections. To examine 
the reliability of a questionnaire, the fi rst set of 
30 questionnaires was examined and, using 
the data and by means of Cronbach’s Alpha, 
inserted in the SPSS 21 software. According 
to Tab. 1, the reliability of the questionnaires 
was tested for all the variables and was more 
than 70%, which is an acceptable rate for the 
reliability of the questionnaire.

Fig. 1: Conceptual model of the research

Source: own
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Variables Items Source Cronbach’s 
Alpha

Perceived 
brand quality

  The brand is of high quality.
  The likely quality of this brand is extremely high.
  The likelihood that this brand would be functional is 

very high.
  The likelihood that this brand is reliable is very high.
  This brand must be of very good quality

Washburn & 
Plank (2002) 0.806

Brand 
credibility

  My favorite brand delivers what it promises.
  The service claims from my favorite brand are 

believable.
  Over time, my experiences with my favorite brand 

have led me to expect it to keep its promises, no 
more and no less.

  My favorite brand is committed to delivering on its 
claim, no more and no less.

  My favorite brand has a name I can trust.
  My favorite brand has the ability to deliver what it 

promises.

Newell & 
Goldsmith 

(2001)
0.861

Green brand 
image

  The brand is regarded as the best benchmark of 
environmental commitments.

  The brand is professional about environmental 
reputation.

  The brand is well established about the 
environmental concern.

  The brand is trustworthy about environmental 
promises.

Chen (2010) 0.837

Green brand 
perceived 
value

  This brand’s environmental function provides very 
good value for me.

  This brand’s environmental performance meets my 
expectations.

  I purchase this brand because it is environmentally 
friendly.

  I purchase this brand because it has, an 
environmental benefi t than other products.

Chen & 
Chang (2012) 0.747

Green brand 
equity

  It makes sense to buy this brand instead of other 
brands because of its environmental commitments, 
even if they are the same.

  Even if another brand has the same environmental 
features as this brand, I would prefer to buy this 
brand

  If there is another brand’s environmental 
performance as well as this brand, I prefer to buy 
this brand

  If the environmental concern of another brand is not 
different from that of this brand in any way, it seems 
smarter to purchase this brand

Chen & 
Chang (2012) 0.821

Green 
purchase 
intention

  The likelihood that I will purchase the next product of 
this green product

  I would buy the product out of concern for the 
environment

  The possibility of my purchasing the product is high

Huang et al. 
(2014) 0.705

Source: developed by authors partially based on Ng et al. (2014)

Tab. 1: Items corresponding to variables and calculated reliability of the questionnaire
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4. Research Findings
4.1 Descriptive Statistics
In order to better know the participants of 
the study and the variables, they should be 
defi ned before analyzing these statistical data. 
Demographics are shown in Tab. 2.

4.2 Correlation between Variables
The analysis of the hypotheses of the study is 
based on a covariance matrix between hidden 
variables and apparent variables. Tab. 3 shows 
the covariance matrix (correlation) between the 
hidden variables. According to the fi ndings, almost 
all the variables of the study are 99% signifi cant. In 
order to examine the normality of the distribution, 
one sample Kolmogorov-Smirnov test has been 
performed. If the p-value is bigger than 0.05, the 

null hypothesis (the normality of the distribution) 
is confi rmed, and if the p-value is smaller or equal 
to 0.05, the alternative hypothesis (abnormality of 
the distribution) is confi rmed. The fi ndings indicate 
that, for all the variables, the null hypothesis is 
confi rmed at 95% level of confi dence.

4.3 Model Analysis
In order to examine the hypotheses and 
understand relationships between elements 
of the model, LISERL 7 has been employed. 
The fi ndings of the analysis of the model for 
equation coeffi cients of the variables or, in other 
terms, of the path analysis are shown in Fig. 2.

To investigate the signifi cance of path 
coeffi cients, the T-value needs to be calculated. 
Fig. 3 represents estimated T-values for the 
variables.

Variable Range Frequency Percent
Age 20-30 183 47.5%

31-40 96 25%

41-50 67 17.5%

51-up 38 10%
Sex Male 211 54%

Female 173 46%
Education Diploma or lower degree 77 20%

Associate degree 194 51%

Master’s degree or higher 113 29%

Source: own

Variables 1 2 3 4 5 6

Perceived brand quality 1
Brand Credibility 0.62 1
Green Brand Image 0.67 0.56 1
Green Brand Perceived Value 0.61 0.65 0.67 1
Green Brand Equity 0.59 0.68 0.57 0.52 1
Green Purchase Intention 0.56 0.67 0.48 0.57 0.72 1
Mean 3.14 2.98 3.32 3.03 3.02 2.91
Average Variance 0.91 0.94 0.86 0.86 0.99 0.93

Source: own

Tab. 2: Descriptive statistics

Tab. 3: Correlation between variables
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4.4 Goodness of Fit Tests
Various research papers have utilized different 
goodness of fi t tests. In order to validate 
a model, researchers normally use three to 
fi ve indices. To test the goodness of fi t in 
this research, the authors have made use of 
some renowned indices whose values are 
represented in Tab. 4. GFI, AGFI, RMSEA, NFI, 
NNFI and CFI are among these indices.

The purpose of evaluation of the goodness 
of fi t indices is to investigate the idea that to what 

extent the model is compatible with the collected 
data. From the above-mentioned indices, 
none has priority over another. Based on the 
sample size, estimation method, the complexity 
of the model and the normal distribution of 
the collected data, different indices can be 
utilized and interpreted. As shown in Tab. 4, the 
calculated values are NFI = 0.95, NNFI = 0.931, 
CFI = 0.97, X2 with the degree of freedom of 
2.563 and RMSEA = 0.086, which represents 
the model as having an acceptable goodness 
of fi t index.

4.5 Hypothesis Testing
As the model has been approved, it can be 
used to test the hypotheses of the study. Tab. 5 
shows the fi ndings regarding the relationship 
between each of the variables of the study.

The results of this research suggest that 
perceived brand quality has a signifi cant and 
positive infl uence on the Green brand perceive 
value (H1), overall Brand credibility (H2), and 
Green brand image (H3). Similarly, the Green 
perceived value signifi cantly infl uences Brand 

credibility (H4) and Green brand equity (H5). 
Also, brand credibility has a positive infl uence 
on the Green brand image (H6) but fails to have 
any signifi cant direct effect on Green brand 
equity (H7). Furthermore, Green brand image 
signifi cantly infl uences green brand equity 
(H8). Finally, the research fi ndings suggest 
that green brand equity has a signifi cant and 
positive infl uence on green purchase intention 
(H9).

Fig. 2: Determination of R2 coeffi cient and path coeffi cients of variables

Source: own
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5. Discussion
The majority of consumers are increasingly 
changing their views on green products and 
green image of companies, which is also 
accelerated by the global awareness of the 
environment. The consumers are willing to pay 
for eco-friendly products and to adjust their 
habits in order to protect the environment (Kang 
et al., 2012; Chamorro & Bañegil, 2006). Thus, 
it has become a necessity for fi rms to combine 
green philosophy with traditional concepts of 

production and marketing. The contribution 
of this research can be best summarized as 
follows:
 A literature review is presented to enhance 

the concepts and to provide a better 
understanding of the marketing constructs 
concerning the green concept;

 Traditional constructs are presented 
alongside with new constructs;

 A practical model is presented to test 
hypotheses and to set a basis for further 
studies.

Fig. 3: T-statistics for variables

Source: own

Index Value of index Accepted rate

X2/df 2.563 Between 1 to 3

Goodness of Fit Index (GFI) 0.810 GFI > 90%

Adjusted Goodness of Fit Index (AGFI) 0.780 AGFI > 90%

Root Mean Square Error of Approximation (RMSEA) 0.086 RMSEA < 10%

Normed Fit Index (NFI) 0.950 NFI > 90%

NNFI (Non-Normed Fit Index) 0.960 NNFI > 90%

CFI (Comparative Fit Index) 0.970 CFI > 90%

Source: own

Tab. 4: Goodness of fi t tests
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Moreover, in order to develop such a model 
with due regard to the literature on brand and 
brand making the researchers have decided 
to formulate nine hypotheses in the form of 
a conceptual model. The fi ndings have been 
fi tted, and the effect of the perceived quality of 
customers of a brand on elements of a green 
brand’s perceived value, the credibility of the 
brand and green brand image and the effect of 
green perceived value and green brand image 
on green brand equity have been shown. The 
results indicate the conformity of the analysis 
to Ng et al. (2014) in terms of positive effect of 
green brand image on green brand equity and 
to Bekk et al. (2015) which associates higher 
green brand image to green brand equity. In 
addition, the effect of green brand equity on 
the customers’ purchase intention has been 
evaluated positively. Faircloth et al. (2001) also 
indicate that there is a positive relationship 
between green brand image and green brand 
equity, which is mediated by the satisfaction 
and trust of the customers. Furthermore, the 
credibility of the brand does not have any effect 
on brand equity, which is found in the works of 
Ng et al. (2014). These fi ndings are almost in 
line with those of Ng et al. (2014), although in 
his work there is no direct relationship between 
perceived quality and green perceived value, 
while in our study, we observe a great deal 

of the effect of perceived quality on green 
perceived value. The rest of the fi ndings also 
support the views presented in the works of Ng 
et al. (2014).

One should keep in mind that according to 
Aaker (1992), in order to take proactive decisions 
managers of brand equity must know that how 
the value attributed to brand equity is created. 
The fi ndings of this study show that neglecting 
traditional concepts of marketing for companies 
with an interest in green marketing can incur 
them a lot of unwanted expense. A company 
that pays attention only to the environmental 
aspects of marketing and ignores the traditional 
elements of marketing, the credibility of a brand 
and perceived quality will certainly face many 
troubles (Mourad et al., 2012). The companies 
must consider both cases at the same time. 
Another result of this study is that we have 
observed an effect of two elements of perceived 
quality and the credibility of the brand on green 
brand image (hypotheses 3 and 6). The two 
elements have an impressive effect on green 
brand image, which shows that the traditional 
elements have an important effect on green 
brand image, and the companies can use them 
as a lever to enhance green brand image and 
to affect green brand equity. One of the main 
concerns regarding green brand equity could 
be enhanced by the focus of the companies on 

Hypothesis T-Value Path-
-Coeffi cient

Supported 
or Not 

Supported

1 Perceived brand quality → Green brand perceive value 12.89 0.76 supported

2 Perceived brand quality → Brand credibility 7.93 0.65 supported

3 Perceived brand quality → Green brand image 3.63 0.36 supported

4 Green Brand Perceived Value → Brand credibility 2.49 0.19 supported

5 Green Brand Perceived Value → Green brand equity 9.92 0.76 supported

6 Brand Credibility → Green brand image 6.03 0.57 supported

7 Brand Credibility → Green brand equity 0.39 0.04 not supported

8 Green Brand Image → Green brand equity 7.64 0.49 supported

9 Green Brand Equity → Green purchase intention 15.54 0.89 supported

Source: own

Tab. 5: Hypothesis testing
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merging green brand image, green satisfaction, 
and green trust into concepts and taking them 
into account as the main dimensions of the 
strategic planning phase of brand development 
(Chen, 2010).

This study has attempted to fi ll the research 
gap in terms of the relationship between green 
brand constructs and traditional branding 
constructs. This can be best described as 
a mission for the management to pursue 
environmentally green practices, both 
securing market advantages and sustainability 
throughout the market.

Conclusions
Considering the importance of the phenomenon 
in question for the environment, nowadays 
many companies have focused their attention 
on this phenomenon and, by making use of it, 
have turned it into an opportunity. A number of 
companies have missed this opportunity and 
have tried to gain more customers through false 
claims of being environmentally friendly, which 
means that a well-known and trustworthy brand 
for the customers is becoming a necessity. 
However, it is not enough merely to become 
an environmentally friendly brand, because as 
it has already been said, customers have their 
doubts about the function of these companies. 
Therefore, the companies must be aware of the 
quality of the products which are referred to as 
environmentally friendly. In fact, the companies 
should build an image which both identifi es 
green and also the high quality of a product. 
Hence, in this study we have decided to employ 
a model that applies both traditional aspects 
(perceived quality and credibility) and green 
aspects of a brand (green brand image and the 
perceived value of a green brand, special green 
brand) of products and considers the effect of 
these functions on the green purchase intention 
of customers. The promotion of goods and 
services all around the world is bound to green 
brand image which is the underlying constituent 
of green brand equity. Thus, this study 
justifi es the importance of green concepts as 
a marketing tool to adjust and infl uence green 
brand equity of the products. This study argues 
that quality is not an isolated concept, but 
rather thoroughly linked to marketing construct 
to generate positive attitudes toward brands. 
A fi rm must not only focus on delivering high 
quality products and services, but also to justify 
the eco-friendly dimensions of the activities, 

products, and services to gain a higher rate 
of perceived value. To do this, fi rms must take 
signifi cant steps forward to build positive quality 
perception among customers. This involves 
greenness beside good quality. The perception 
of quality is as equally important as products 
or services. The positive effect of perception 
of quality on marketing performance has been 
proved numerously (Sweeney et al., 1999). It 
shoud be noted that fi rms, must pay attention 
on how to build green brand image, green 
brand value and perceived green quality at the 
same time. The promotion of green lifestyle 
can be cnsidered as a way to associate the 
products or services with customers and grasp 
a simultaneous value for the fi rms. This provides 
fi rms with larger market shares and a power to 
sell at higher prices with higher profi t margins 
(Jung & Sung, 2008). Researchers have 
distinguished a critical period in brand analysis 
during economic crisis (Grundey, 2009). The 
analysis provided in this research can be 
improved if tested during economic downturns, 
which has shown a different behavior in terms 
of customers’ perception toward brands and 
it also can be further extended to the green 
brands during a time that only price counts.

On the other hand, we have faced a lack of 
literary sources that would fi t all of these features 
in a single model, thus we have developed 
a model encompassing these features in order 
to fi ll in this gap.

In this study, by combining green and 
traditional constructs in Iran we have concluded 
for the fi rst time that they affect each other as 
well as special green brand value. Another 
innovation of this study has been identifi cation 
of the positive effect of green brand equity 
on green purchase intention, with no track in 
previous studies.

Certainly, this study has its own 
limitations, one of which being the fact that 
we have examined only the industry which is 
recommended for future studies as a multi-
industry. Another limitation of this study is 
related to its variables. In future studies, it is 
advised to investigate other brand state with the 
attitude towards the brand.
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Abstract

EFFECT OF INTEGRATION OF GREEN CONSTRUCTS AND TRADITIONAL 
CONSTRUCTS OF BRAND ON GREEN PURCHASE INTENTION OF 
CUSTOMERS

Ahmad Esmaeili, Akbar Sepahvand, Reza Rostamzadeh, Izolda Joksiene, 

Jurgita Antucheviciene

The urgent concerns for environmental issues and growing demand for green products have made 
companies pay much more attention to green marketing. Although, many companies invest in 
green marketing, but not all of them gain as much as they invest. Most of failures of investments 
in green marketing are rooted in the fact that customers doubt both the real green performance 
of these products and the real intention of companies regarding green products. This research, 
being quantitative in nature, attempts to investigate the impact of traditional branding constructs 
(perceived quality of the brand, credibility of the brand) and green branding constructs (perceived 
value of a green brand, the green brand image, and brand equity) on the green purchase intention of 
customers. The hypotheses have been developed in the form of a conceptual model to investigate 
the relationship of these constructs. The research focuses on consumers of certain liquid washing 
detergent products. All the data were collected using questionnaires and the analysis of the data 
was conducted utilizing LISREL 8 and SPSS 16. The results indicate that perceived brand quality 
has a positive impact on the perceived value of a green brand, brand credibility, and brand image. 
In addition, green brand value and green brand image have a positive impact on brand equity. This 
research can serve as validation of the constructs to fi ll the gap in the investigation of green brand 
dimensions. Further analysis shows that green brand equity has a meaningful impact on the green 
purchase intention of the customers, however the impact of brand credibility on brand equity has 
not been proved.

Key Words: Green brand, traditional branding constructs, green branding constructs, brand 
equity, green purchase intention.
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