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ABSTRACT
Due to terrible environmental destructions around the world, more and more people pay
attentions to environmental concern. The concept of “green marketing” has emerged as a
competitive weapon to win the customers from the market place. However, the interrelationships
between customer value, green marketing and social responsibility green brand equity are
largely ignored. Through a survey of 236 obtained questionnaires, this study examines how the
effects of customer value on brand equity are enhanced by the moderators of green marketing
(green promotion and green marketing awareness) and green brand loyalty. This study also
verifies how the effects of brand equity on customer behavioral intentions are enriched by
self-expressive benefit ad social responsibility. The results from this study revealed that the
moderating effects from green marketing and green brand loyalty on the positive influences of
customer value toward brand equity are significant. The moderating effects of self-expressive
benefit and social responsibility for the influence of brand equity on behavioral intention are
significant. The results of this study could be very important for both academicians and
practitioners to engage in green marketing activities.
Keywords: Brand Equity, Customer Behavioral Intentions, Customer Value, Green Brand
Loyalty, Green Marketing, Moderating Effects.
INTRODUCTION
In the late 1960s and the 1970s, the Western people started to recognize that natural
resources had been exhausted and inhabitants were coming to a serious deprivation. Against
horrible environmental disasters, consumer’s behaviors change toward an increasingly aware of
the environmental concerns and wishes of environmental protection (Chen, 2008a; Hartmann &
Apaolaza-Ibáñez, 2012; Matthes et al., 2014; McIntosh, 1991). In the late 1980s, the conception
of “green market” has emerged and gradually swept all over the world over the few decade,
after the idea of “green marketing” also occurred accordingly has transformed through several
stages from the late 1980s, in recent year, because of a vast amount of environmental pollution
which obviously linked to industrial manufacturing in the world, the society recognized that the
environmental issues have being increased steadily (Chen, 2008a) to integrate every.
Consequently, the Kyoto Protocol was adapted in Kyoto, Japan, on 11th December, 1997, which
is an international agreement associated with the United Nations Framework Convention on
Climate Change (UNFCCC), is also an international treaty that to reduce emissions of
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Greenhouse Gases (GHG) by framing binding obligations on industrialized countries, as well as
which commits its parties by setting internationally binding emission reduction targets.
Subsequent to Kyoto Protocol, public awareness of “carbon offset” and “carbon neutrality” has
attracted people’s attention. Carbon offsetting becomes a popular topic in public. To reduce
GHG emissions elsewhere via paying someone else, the aim of buying carbon offsets is to
compensates for or “offset” their own emission. Companies purchase large antiquities of carbon
offsets to “neutralize” their carbon footprint or that of their products for their so called
“eliminate neutrality”, while individuals look for offset their travel emissions (Kollmuss et al.,
2008). That is to say, “carbon offset” and “carbon neutrality” are the kind the transformed
“green marketing” strategies. Environmental considerations into all aspects of traditional
marketing. Subjected to green marketing, environmental issues should be balanced with primary
customer needs (Ottman, 2008: 2011).
The first and primary purpose of this study is to propose and investigate the moderating
effects of green marketing on the relationship between customer value and brand equity. In fact,
the relationship between customer value and brand equity is generally proved to be significantly
positive (Faircloth et al., 2001; Hoeffler & Keller, 2002). However, the emergence of green
marketing certainly implied a lot of changes arising from the relationship in it, when the
environmental aspects are taken into account. The concept of customer value will be changed, its
influences on the brand equity cannot be exactly the same as before and of course the moderating
effects of green marketing on this relationship are in need of further investigations.
Customer value, the difference of what you get from what you give in buying and
consuming a good and service, is now developed toward the “green” aspects. The value used for
measurement by customer should take into account the environmental issues no matter what the
value’s dimensions: emotional, social and or functional (Sweeney & Soutar, 2001). The
influences of customer value on brand equity which is defined as the value of having a
prominently good brand name will therefore be moderated differently. The green marketing
which is considered as the moderator of the above relationship is now included two more factors:
the green promotion (offsetting and neutralizing contamination) and green marketing awareness
(better recognition and understanding of environment friendly products). All of those changes
are taken into account within this study analytical framework.
Another moderator is brand loyalty. Previous studies asserted that brand loyalty is an
important factor to create long-term benefits for the organization (Chi et al., 2009; Shirazi &
Karimi, 2013). Several previous studies have confirmed the moderating effect of brand loyalty in
facilitating the relationship between brand equity and service quality (Ha, 2009). Brand loyalty is
enhanced by the trust and commitment toward certain brand. However, there is still a shortage of
research discussing brand loyalty as a moderator, especially the brand loyalty in a green market.
Thus, this study takes an effort to propose that green brand loyalty should reinforce the
relationship between customer value and brand equity. This is in nature another analysis of an
old relationship under a new circumstance of environmental factors.
To get a more comprehensive viewpoint of brand equity in a green market, the study
extends its analysis to the influences from brand equity on customer behavioral intentions which
are represented by purchase intentions and word of mouth intentions. This relationship is actually
investigated by a few studies before (Chen & Chang, 2008; Moradi & Zarei, 2011). Thus besides
reconfirmation, this study also aims to investigate related moderators of the relationship.
Self-expressive benefits and brand social responsibility are taken into account as two major
moderators of the relationship between brand equity and customer intentions. Baek et al. (2010)
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indicted that consumers tend to focus on brand when they purchase high self-expressive products
rather than low self-expressive products. Thus, in the case of green purchase, self-expressive
benefits could be significant moderating variables. In addition, a company’s Corporate Social
Responsibility (CSR) can affect customer’s intention to purchase (Sen & Bhattacharya, 2001).
This study takes on step further to evaluate the moderating effects if brand social responsibility
for the influence of brand equity on behavioral intention.
It expected that the study results can provide some managerial implications for the
companies to conduct their green marketing strategy. It is not just the issue of making profit but
also sustaining the profitability through practically applying CSR in their operations.
In summary, based on the above research motivations, this study is centered on the four
interacted researched issues:
1.
2.
3.
4.

To investigate the relationship between customer values and brand equity
To investigate the relationship between brand equity and customer behavioral intentions.
To examine the moderating effects of green marketing and green brand loyalty on the effect of
customer values and on brand equity.
To examine the moderating effects of self-expressive benefits and brand social responsibility for effect
of brand equity and on customer behavioral intentions.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
Definition of Research Constructs
Customer value
Brand image includes the perceptions of a brand as reflected by the brand associations run
in customer memory (Aaker, 1991; Dobni & Zinkhan, 1990; Farquhar, 1989; Keller, 1993;
Richardson et al., 1994) and represented the brand concept is functional, symbolic and experiential
(Park et al., 1986). Furthermore, brand image performs a key role in the markets where it is
difficult to distinguish product and service in tangible quality features (Mudambi et al., 1997).
Moreover, green brand image as a set of perceptions of a brand in consumer’s mind that linked to
environmental commitments and environmental concerns, and the customers are willing to pay
more money for purchasing green products (Chen, 2010).
Perceived quality can be identified a product’s overall excellence or superiority through
the consumer’s judgment (Zeithaml, 1988), and also can be defined as the customer’s perception
of the overall quality, or superiority or excellence of a product or service regarding its intended
purpose, compared to alternatives (Aaker, 1991), and it influences customer’s purchasing decision
process (Garretson & Clow, 1999). Furthermore, perceived quality is a higher level abstraction
instead of a specific attribute of a product (Zeithaml, 1988). Based on the former discussion above,
perceived quality is also one of consumers’ comprehensive perceived values of the product or
service, by extension, so is green perceived quality. According to the definition of customer
perceived value by Sweeney & Soutar (2001), green perceived quality is categorized as functional
value for this study.
Altruism can be defined as helping others via changing the agent’s individual behavior
(Haltiwanger & Waldman, 1993), while Altruism model argued social norm is the social behavior
standard which is expected by social group, when the social norm has been accepted; individual
behavior would be affected by social norm accordingly, and furthermore, the social norm becomes
individual norm (Hopper & Nielsen, 1991). In addition, personal environmental behavior and
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attitude are affected by the norm of social groups; for instance family and friends e.g. (Granzin &
Olsen, 1991; Jackson et al., 1993; Oskamp et al., 1991). Moreover, Kotchen (2009), Lee & Wang
(2009) demonstrated the influence of altruism on Taiwan people’s attitudes toward green
consumption. We can say that altruistic value is also one of consumers’ comprehensive perceived
values of the product or service, and it is grouped as social value for this study, in light of the
definition of customer perceived value by Sweeney & Soutar (2001).
Smith & Brynjolfsson (2001) asserted that brand is an important attribute affecting
consumers’ selection, and brands assist customers to choose a given service or product from a
vendor. Brand relationship theory proposes that brand acts as a bridge between suppliers and
consumers both (Chang & Chieng, 2006; Davis et al., 2000). Choi et al. (2011) found that brand
prestige has been affected directly by brand experience and brand personality, which leads to
influence attitudinal brand loyalty and brand relationship quality
Profits can be yielded from price premium, even more, provided resources with which to
reinvest in the brand. Furthermore, those resources can be used in such brand-building activates,
for example enhancing the product of associations or awareness, or to upgrade the product via
research & design activities. A price premium not only provides resources, but can also reinforce
the perceived quality (Aaker, 1991). Ailawadi et al. (2003) proposed to measure consumer based
brand equity by using a revenue premium measure as an agent. In addition, Aaker (1996) argued
the perceived price premium associated with the brand, the attitude toward the brand, or purchase
intentions. Therefore, the price premium those consumers are willing to pay for the brand (Park &
Srinivasan, 1994).
Brand equity
Lee & Back (2010) asserted significance of brand concept leads competitive advantages. In
addition, Yoo & Donthu (2001) brand equity for the customers to differentiate a focal brand and an
unbranded product while both have the same standard of product attributes and marketing stimuli.
Aaker (1996) identified and developed a valid brand equity measurement system, which dubbed as
“The Brand Equity Ten”, and it could be applied across markets and products to enhance firm’s
capability. This study defined brand equity as the consumers’ perceived value to distinguish the
particular brand from others in marketing campaigns.
Customer behavior intention
Yoshida & Gordon (2012) focused on the aspects of behavioral consequences: repeat
purchase intention, word-of-mouth intention, and share-of-wallet, while Cronin et al. (2000)
highlighted on the indicators of consumer behavioral intention: repeat purchase and
word-of-mouth intention. According to the previous literatures above, this study defined customer
behavioral intentions, which consists of purchase intention and word-of-mouth intention, as the
customers’ purchasing behavior in marketing campaigns.
As to purchase intention for this study, Ko et al. (2013) asserted that the customer would
like to buy the particular product rather than others, even the quality and price are similar with
others, meanwhile, they identified word-of-mouth intention which is the customer is willing to
recommend this particular product to other people.
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Green marketing
Green marketing is a much broader concept, one that can be applied to consumer
commodity, industrial goods and even services (Polonsky, 1994). In addition, Ottman et al. (2006)
suggested that green marketing strategies can be run successfully and effectively after the planners
to distinguish the inherent consumer value of green product attributes or tie desired consumer
value to green products, and to draw marketing attention to this consumer value. Furthermore,
consumers who are care about environmental issues should already have motivation to look for
green products and use it, and are probably paying more attention to green promotional activities
(Davari & Strutton, 2014). Based on Davari & Strutton (2014) who defined green promotion
containing messages to encourage customers to “go-green” benefits the environment this study
clearly defined “carbon offset” and “carbon neutrality” under the category of green promotion
for green marketing strategies.
Self-expressive benefit
O’cass & Frost (2002) indicated that consumers prefer brands to improve their social
standing and self-image in some way which may influence on consumer’s purchasing. Baek et al.
(2010) suggested that consumers tend to focus on both brand credibility and brand prestige when
they purchase high self-expressive products.
Green brand loyalty
Aaker (1996) asserted brand loyalty is the core attribute of brand equity. Moreover, a price
premium is associated with the brand. Chaudhuri & Holbrook (2001) identified the brand affects
customer repurchasing consists of behavioral, or purchase, loyalty, whereas attitudinal brand
loyalty includes a degree of dispositional commitment in the light of some unique value linked to
the brand. In addition, the customer trusts the brands high and affects are related by both attitudinal
and purchase loyalty, it contributes to greater market share and premium prices in the marketplace.
This study defined green brand loyalty, which leads the customer to buy the particular green
product rather than others, and furthermore keep purchasing it, as the consumers’ brand loyalty
intention to green products in marketing campaigns.
Brand social responsibility
A company’s CSR efforts can affect consumers’ intentions to purchase it products (Sen &
Bhattacharya, 2001). Blumenthal & Bergstrom (2003) founded that polymerization of both
“branding” and “corporate social responsibility” (CSR) become a key role for organization.
Furthermore, Yan (2003) summarized CSR marks the difference between the brands that have
captured the imagination of tomorrow’s consumers and those that are proving to be casualties.
Based on previous literatures above, those approved the correlations among brand equity, CSR,
and purchase intention, while in green marketing; we assumed brand social responsibility might be
relevant to purchase intention too. This study defined brand social responsibility as the consumers’
brand perceived value of the green products in marketing campaigns.
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The Influences of Customer Values on Brand Equity
Customer value can be conceptualized as a difference between what you get from what
you give (Heskett et al., 1994). To some extent, it is like a cost benefit analysis when a consumer
decides to buy and consume specific goods and services. Customer value has become a critical
concept to understand consumer behavior, for example, shopping behavior and product choice
(Matthes et al., 2014). In retailing markets, customer may value goods and services on different
aspects, such as product specifications, brands, price and/or quality (Chen, 2010).
Table 1 also presents a stable structure of four dimensions of customer perceived value,
which is proposed by Sweeney & Soutar (2001). Almost literature reviews are consensus to use
this framework for analyzing the customer value.

Dimensions
Emotional value

Table 1
A STABLE STRUCTURE OF FOUR DIMENSIONS
Definition
the utility derived from the feelings or affective
states that a product generates

Social value
(enhancement of social
self-concept)

the utility derived from the product’s ability to
enhance social self-concept

the utility derived from the product due to the
reduction of its perceived short term and longer term
costs
Functional value
the utility derived from the perceived quality and
(performance/quality)
expected performance of the product
Source: Sweeney & Soutar (2001).
Functional value
(price/value for money)

Proxies
Ex: brand image,
relationship quality
Ex: altruistic value

Ex: price premium
Ex: perceived quality

Brand equity is a marketing phrase used to describe the value that a company can achieve
from having a well-known brand name, basing on the idea that customers are willing to pay
higher for an identical product just because of the product’s brand name (Aaker, 1991 & 1996).
Brand equity is often believed to contribute to a company’s long-term profitability, as well as,
customer purchase intention (Chen & Chang, 2008; Moradi & Zarei, 2011).
From the concepts presented above, the relationship between customer value and brand
equity is normally considered significantly positive. In fact, prior studies demonstrated that brand
image (a proxy for emotional value) has a positive influence upon brand equity (Faircloth et al.,
2001; Hoeffler & Keller, 2002). However, green brand image and green perceived quality are
hardly been discussed. Although Chen (2010) addressed that green brand image is associated
with green brand equity, the study’s scope of work limited to electronic products in Taiwan
rather than green products in general. In addition, the previous study demonstrated the
relationship among brand-related and cause-related features on consumer responses to
cause-Related Marketing (CRM) (Nan & Heo, 2007), as well as, in light of Aaker (1996), “price
premium may be the best single measure of brand equity available”, and satisfaction-relationship
quality-retention link (Hennig‐Thurau & Klee, 1997). However, all of which much less address
about altruistic value, price premium and relationship quality which are related with green
products might influence the effects of a brand equity. Consequently, the hypothesis about the
relationship between customer value and brand equity is developed as follows:
H1: Customer values (green brand image, green perceived quality, altruistic value, relationship quality, price
premium) have positive influences on brand equity.
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The Influence of Brand Equity on Customer Behavioral Intentions
Over the past decades, brand equity concept has grown rapidly (Moradi & Zarei, 2011)
and has become a key strategic asset which required be monitoring and nurturing by a company
pursuing to maximized long-term performance (Sriram et al., 2007). The link between brand
equity and behavioral intentions is originated from Theory of Reasoned Action-TORA,
emphasizing those customer attitudes and subjective norms are important factors in determining
the behavioral intention and ultimate action. Generally, consumer is willing to pay more for just
the brand name but not anything else attached to a product (Bello & Holbrook, 1995). The
measures of favorable behavioral intentions are categorized in customers: 1) willingness to
recommend the service provider to others; 2) repeat purchase intentions; 3) pay price premiums; 4)
spend more with the company; and 5) remain loyal (Zeithaml et al., 1996; Cronin et al., 2000).
Previous studies have shown that brand equity has significant influences on consumer’s
brand preference and purchase intentions (Chen & Chang, 2008; Moradi & Zarei, 2011).
Hoeffler & Keller (2002) maintained that stronger brands give customers confidence in purchase
decisions. Strong brands reduce consumption and financial risk and give cognitive and emotional
trust in decisions. And many other studies have actually examined the relationship between brand
equity and purchase intention in different dimensions such as customer switching or word of
mouth (De Matos & Rossi, 2008).
In the context of green marketing, Chen (2010) asserted that green image, green brand
trust and green brand satisfaction effect on green brand equity. Hence, this study adopted Cronin
Jr et al. (2000)’s positive measurable aspects of behavioral consequences: purchase intention and
word-of-mouth intention, to expand exploration further for the relationship between brand
equity→ purchase intention; brand equity→ word-of-mouth intention. Hence, the hypothesis
about the relationship between brand equity and customer behavioral intentions is developed as
follows:
H2: Brand equity has positive influences on customer behavioral intentions (purchase intention, word-of-mouth
intention).

The Moderating Effect of Green Marketing
This study proposed three variables of green marketing, which consists of green
promotion (including carbon offset and carbon neutrality) and green marketing awareness.
Polonsky (1994) demonstrated that green marketing is generally a broad concept which can be
applied to consuming commodities, industrial goods and/or even services. Once the green
products with its special attributes are distinguished to be able to bring customer benefits,
increasing the inherent customers value, marketing attention is drawn to this consumer value and
leads to the fact that green marketing strategies should be successful and effective (Ottman et al.,
2006). In recent years, people prefer to purchase green products which are generated to shrink
environment damages. When society has been paying more and more attention on the natural
environment, green promotion activities are of the special public interests companies have to
alter their marketing strategies attempting the above society’s concerns (Davari & Strutton, 2014;
Polonsky, 1994; Vandermerwe & Oliff, 1990). A growing body of literature has focused on
green marketing, and previous literature mainly concentrated on the relationship between
psychological brand benefits and environmental concern (Hartmann & Apaolaza-Ibáñez, 2012),
green marketing and corporate image (Ko et al., 2013), green advertising between brand attitude
7
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and environmental concern (Matthes et al., 2014). However, there is still a lack of research on
“carbon offset” or “carbon neutrality”, two aspects of green promotion, which might affect the
influences of customer value on brand equity. Carbon offset provides opportunities to individuals
and institutions that can make direct donations to help reducing emissions elsewhere. Since they
are concerned with their emissions of carbon dioxide which had changed the environment and
climate dramatically (Kotchen, 2009). “Carbon offset” and “carbon neutrality” are both
researched for revising the policy and trading (Kollmuss et al., 2008). However, Larceneux et al.
(2012) examined the moderating effect of the brand on organic label effects, the result showed
that brand equity is associated positively with organic label, in spite of the brand equity level; an
organic label makes the impression to the customer that it’s the environmentally friendly
attribute salient, which has definitely a positive impact on perceived quality. By extension, thus,
this study proposes that when customers recognize the brand having high green promotion
(including high carbon offset and high carbon neutrality), and that brand has high perceived
value to customers, it will enhance customers’ perceived value on brand equity. So, when
customer perceived higher degree of green promotion (including carbon offset and carbon
neutrality) perceived value toward the brand equity should be higher.
Rashid (2009) stated that the higher the awareness of eco-label the stronger the
relationship between attitude toward environmental protection and intention to purchase a
product with environmental friendly features. In other words, customers who have higher
environmental awareness will have higher perceived value on the brand of the green product. By
extension, thus, this study states that customers who have high green marketing awareness tend
to focus on higher level of customer value, so when the customers’ green marketing awareness is
high, they will have higher perceived value toward the brand equity. Specifically, the following
hypotheses are developed:
H3a: High green promotion (including high carbon offset and high carbon neutrality) customers will strengthen
the positive effect of customer value on brand equity.
H3b: High green marketing awareness customers will strengthen the positive effect of customer value on brand
equity.

The Moderating Effect of Green Brand Loyalty
This study proposes that green brand loyalty will moderate the effects of customer values
on brand equity. Brand loyalty is the core attribute of brand equity (McIntosh, 1991). The brand
influences customer repeated purchase including behavioral, or purchase, loyalty, whereas
attitudinal brand loyalty includes a degree of positional commitment, according to some unique
value relate to the brand. In addition, the customer trusts the brands high and affects are related
by both attitudinal and purchase loyalty, it contributes to greater market share and premium
prices in the marketplace (Aaker, 1996; Oliver, 1999). So it can be seen that how important of
brand loyalty on brand equity. Ha (2009) addressed that brand loyalty was a key moderators to
facilitate the relationship between brand equity and service quality. However, there is a lack of
research on studying in green market. Based on Chen (2010) s’ framework, green brand image,
green satisfaction, and green trust impact positively on green brand equity. Thus, this study
proposes that when customers have high green brand loyalty in that brand, and that brand has
high perceived value to customers, it will enhance customers’ perceived value on brand equity.
Consumers who have high green brand loyalty tend to focus on higher level of customer value,
so when the customers’ green brand loyalty is high, they will have higher perceived value toward
the brand equity. Consequently, it is hypothesized that:
8
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H4: High green brand loyalty customers will strengthen the positive effect of customer value on brand equity.

The Moderating Effect of Self-Expressive Benefit
This study proposes self-expressive benefit as psychological moderator, which will
moderate the relationship between brand equity and purchase intention. The brand personality
can provide a link to the brands emotional and self-expressive benefit, and furthermore, brand
personality is one part of brand equity (Aaker, 1996). Since brand equity influence consumers
brand preference and purchase intentions. Chen & Chang (2008), so there are the links among
those variable shown follow as, self-expressive benefit→ brand personality; brand personality→
brand equity, brand equity→ purchase intention. In addition, consumers tend to focus on both
brand credibility and brand prestige when they purchase high self-expressive products (Baek et
al., 2010). Thus, this study addresses that when customers have high self-expressive benefit with
a brand and that brand has high equity, it will enhance their intention to buy that brand.
Consumers who have high self-expressive benefit tend to focus on higher level of brand equity,
so when the brand equity is high, they will have higher purchase intention toward the brand.
Therefore, this study proposes the following hypothesis:
H5: High self-expressive benefit customers will strengthen the positive effect of brand equity on customer
behavioral intentions (purchase intention, word-of-mouth intention).

The Moderating Effect of Brand Social Responsibility
This study addresses brand social responsibility as relational moderator, which will
moderate the relationship between brand equity and purchase intention. Yan (2003) identified
CSR marks the difference between the brands that have captured the imagination of tomorrow’s
consumers and those that are proving to be casualties. Moreover, a company’s CSR efforts can
affect consumers’ intentions to purchase it products (Sen & Bhattacharya, 2001). Blumenthal &
Bergstrom (2003) founded that polymerization of both ‘branding’ and ‘corporate social
responsibility (CSR)’ is a driver for firms to firm brand management. Based on previous
literatures above, those approved the correlations among brand equity, CSR, brand social
responsibility, and purchase intention, so there are the links among those variable shown follow
as, brand social responsibility→ corporate social responsibility; branding & corporate social
responsibility→ brand equity; brand equity→ purchase intention. Consequently, this study
proposes that when customers recognize the brand having high brand social responsibility, as
well as, that brand has high equity, it will enhance their intention to buy that brand. Consumers
who identify high brand social responsibility tend to focus on higher level of brand equity, so
when the brand equity is high, they will have higher purchase intention toward the brand. Thus,
it is hypothesized that:
H6: High brand social responsibility customers will strengthen the positive effect of brand equity on customer
behavioral intentions (purchase intention, word-of-mouth intention).

RESEARCH DESIGN AND METHODOLOGY
The Conception Model and Hypotheses
From the above Hypothesis development presented in section II, the conceptual model of
the research is consolidated in Figure 1 below:
9

1939-6104-18-4-399

Academy of Strategic Management Journal

Volume 18, Issue 4, 2019

FIGURE 1
THE CONCEPTION MODEL OF THIS STUDY
Constructs Measurement and Questionnaire Design
For the purpose of the examining the hypotheses, the study formulates eight major
constructs, which are (1) customer values; (2) brand equity; (3) customer behavioral intentions;
(4) green marketing; (5) green brand loyalty; (6) psychological moderator; (7) relational
moderator, and (8) demographic moderators. The measurement scales of constructs were
developed in accordance with the definitions and concept provided within this study. The detail
of measurements formulation is presented below in the Table 2.
Table 2
SUMMARY OF QUESTIONNAIRE DEVELOPMENT
S. No
Variables
Sources of Questions
Number of questions
Customer Value
Green brand image
Chen (2009)
5
Green perceived quality
Anselmsson et al. (2014)
3
1.
Altruistic value
Albayrak et al. (2013)
3
Relationship quality
Garbarino et al. (1999); Hennig-Thurau et al. (1997)
8
Price premium
Anselmsson et al. (2014)
3
2.
Brand Equity
Ha (2009); Sheng & Teo (2012)
8
Customer behavioral intentions
3.
Purchase intention
Ko et al. (2013)
3
Word of mouth intention
Ko et al. (2013); Kim et al. (2001)
3
Green marketing
4.
Green promotion
Davari & Strutton (2014)
5
Green marketing awareness
Ko et al. (2013)
5
5.
Green brand loyalty
Ko et al. (2013); Kim et al. (2001)
6
6.
Self-expressive Benefit
Kim et al. (2001); Anselmsson et al. (2014)
6
7.
Brand social responsibility
Anselmsson et al. (2014)
4

Sampling Plan and Sample Characteristics
At the beginning of the questionnaire survey includes six green tissue brands. The
respondents were asked to pick up only one of six green tissue brands, and to answer our
questionnaire referring to their experience about green marketing and green consuming of the
10
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tissue brand that they have chosen. All the six green tissue brands’ name and logo image
(including Kleenex, Dandelion, Bai-Hua, Andante, Flower language and Bai Ji Pai) were
presented on the questionnaire survey to the respondents who have previous purchasing green
products experience on at least one of the six tissue brands above. Two hundred fifty (250)
respondents filled in the questionnaire, based on their experiences of purchasing tissue brand.
However, 14 answers were invalid. Therefore, only 236 valid questionnaires are used for further
analysis. The number of samples in each brand of the questionnaire for respondents is shown in
Table 3, and the characteristics of the respondents are shown in Table 4.
Table 3
NUMBERS OF SAMPLE IN EACH BRAND
Items
Description
Frequency
Please specify which brand below that you purchased
Kleenex
159
most often before.
Dandelion
5
(Please ONLY pick one brand)
Bai-Hua
7
Andante
57
Flower language
4
Bai Ji Pai
4

Percentage (%)
67%
2%
3%
24%
2%
2%

Table 4
CHARACTERISTICS OF THE RESPONDENTS
Items
Description
Frequency Percentage (%)
Male
108
46%
Gender
Female
128
54%
Under 25
113
47.9%
25 to 34 Years Old
87
36.9%
35 to 49 Years Old
31
13.1%
Age
50 to 54 Years Old
3
1.3%
55 to 64 Years Old
1
0.4%
More than 65 Years Old
1
0.4%
High school or less
11
4.7%
College
27
11.4%
Education
University
176
74.6%
Master
21
8.9%
Doctorate
1
0.4%
Less than $10,000
97
41%
$10,001-$20,000
34
15%
$20,001-$30,000
61
26%
Monthly Disposable Income (NTD)
$30,001-$40,000
22
9%
$40,001-$50,000
10
4%
More than $20,000
12
5%
Primary Industry
8
3.4%
Public Sector
4
1.7%
Information Sector
5
2.1%
High-Tech Industry
9
3.8%
Financial Industry
4
1.7%
Occupation (or Sectors Belonged)
Service Sector
47
19.9%
Communication Industry
5
2.1%
Self-employed
33
14%
Housekeeper
7
3%
Student
106
44.9%
Other
8
3.4%
Note: 1USD =30NTD.
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RESULT AND DISCUSSION
Reliability of the Research Constructs
To verify the dimensionality and reliability of the constructs, purifications, including
factor analysis, correlation analysis, and coefficient alpha analysis were conducted in this study.
According to Hair et al., (2011), to achieve reliability of the construct, factor loading should be
higher than 0.6, item-to-total correlation should be higher than 0.5, and all Cronbach’s alpha
coefficient should be higher than 0.7. The result as shown in Table 5 suggested that all factor
loadings are ranged between 0.661-0.960, which has achieved the criteria of 0.6. All item-to-total
correlations are ranged between 0.532-0.908, which are higher than the criteria of 0.5. All
Cronbach’s alpha coefficients are ranged 0.828 to 0.960, which are higher than criteria of 0.7.
Table 5
RELIABILITY OF THE RESEARCH CONSTRUCTS
Constructs / Factors
No. of Items Factor Loading Item to total Correlation
Green Brand Image
5
0.849-0.916
0.770-0.863
Green Perceived Quality
3
0.932-0.952
0.848-0.889
Altruistic Value
3
0.920-0.955
0.823-0.893
Relationship Quality
8
0.818-0.912
0.770-0.878
Price Premium
3
0.751-0.937
0.532-0.818
Brand Equity
8
0.661-0.881
0.585-0.829
Purchase Intention
3
0.906-0.921
0.791-0.819
Word-of-mouth Intention
3
0.945-0.960
0.877-0.908
Green Promotion
5
0.890-0.922
0.830-0.872
Green Marketing Awareness
5
0.845-0.903
0.760-0.841
Green Brand Loyalty
6
0.703-0.910
0.606-0.846
Self-expressive Benefit
6
0.878-0.930
0.826-0.898
Brand Social Responsibility
4
0.873-0.930
0.778-0.870

Cronbach Alpha
0.936
0.937
0.926
0.957
0.828
0.927
0.904
0.947
0.944
0.926
0.920
0.960
0.924

The Relationship between Customer Values, Brand Equity, and Behavioral Intention
Hypothesis 1 proposes that customer values, which consist of green brand image, green
perceived quality, altruistic value, relationship quality and price premium, have positive
influences on brand equity. Therefore, Table 6 presents the results of the regressions analyses for
customer value as an independent variable and brand equity as dependent variable. However, 2
of 5 factors of customer values are significant, one is green perceived quality, it has significantly
positive effect toward brand equity (β=0.157, R2=0.681, p=0.000); the other is relationship
quality, which also has significantly positive effect toward brand equity (β=0.445, R2=0.681,
p=0.000). Another 2 of 5 factors, namely price premium (β=0.094, p<0.1), and green brand
image (β=0.128, p<0.1) have marginally influence on brand equity. These results support the
studies of Zeithaml (1988), Aaker (1991), and Garretson & Clow (1999). They explained that
perceived quality has positive effect on customer’s mind to brand equity. In addition, it also
supports the studies of Aaker (1996), Hennig‐Thurau & Klee (1997), and Sweeney & Soutar
(2001). In this study, altruistic value does not show a significant influence on brand equity
(β=0.094, p>0.1). They explained that relationship quality has positive impact on customer’s
mind to brand equity. Hence, Hypothesis 1 is partially supported.
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Table 6
REGRESSION ANALYSES FOR CUSTOMER VALUE AND BRAND EQUITY
Dependent Factors“Brand Equity”
Independent Factors“Customer Value”
Model 1
Beta (β)
Altruistic Value (CVav)
0.094
Price Premium (CVpp)
0.094+
Green Brand Image (CVgbi)
0.128+
Green Perceived Quality (CVgpq)
0.157*
Relationship Quality (CVrq)
0.445***
R2
0.681
Adj-R2
0.674
Model F-value
98.223
Model p-value
0.000
VIF
2.215 - 3.766
D-W
1.899
Note: *** p< 0.001, ** p< 0.01, * p< 0.05, + p<0.1.

Hypothesis 2 proposes that brand equity has positive influences on customer’s purchase
intention and word-of-mouth intention. Table 7 presents and suggests that brand equity has
significantly positive effect toward purchase intention (β=0.754, R2=0.568, p=0.000), moreover,
brand equity also has significantly positive effect toward word-of-mouth intention (β=0.763,
R2=0.582, p=0.000). These results support the study of Yoshida & Gordon (2012), who
explained that brand equity has positive effect on customer behavioral intentions (purchase
intention and word-of-mouth intention). Hence, Hypotheses 2 is supported.
Table 7
REGRESSION ANALYSES FOR BRAND EQUITY AND CUSTOMER BEHAVIORAL
INTENTIONS
Independent FactorsDependent Factors“Brand Equity”
“Customer Behavioral Intentions”
Purchase Intention
Word-of-Mouth
Intention
Model 2
Model 3
Beta (β)
Beta (β)
Brand equity (BE)
0.754***
0.763***
R2
0.568
0.582
Adj-R2
0.566
0.580
Model F-value
307.758
325.292
Model p-value
0.000
0.000
VIF
1.000
1.000
D-W
1.751
1.822
Note: *** p< 0.001, ** p< 0.01, * p< 0.05, + p<0.1

The Moderating Effects of Green Marketing
Hypothesis 3a addresses that customers perceiving a high green promotion (consisting of
high carbon offset and high carbon neutrality) customers will strengthen the positive effect of
customer value on brand equity. Still, hypothesis 3b proposes that customer perceiving high
green marketing awareness customers will strengthen the positive effect of customer value on
brand equity.
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The result of ANOVA is shown in Table 8 and Figure 2. Taking customer value as an
independent variable, brand equity as a dependent variable and green promotion as a moderating
variable. It indicates that individuals with higher green promotion concept (having high carbon
offset and high carbon neutrality) will lead to have higher customer value which will have
positive influences on brand equity (F=71.675, p=0.000). Figure 2 shows that under high
customer value, consumers have more positive attitude toward the brand equity, when consumers
have high green promotion concept (5.6474) than low green promotion concept (5.2300).
These results are supported by Larceneux et al. (2012). They explained that moderating
effect of the brand on organic label an effect, which has definitely a positive impact on perceived
quality. However, the result also supports the previous studies that people might pay more
attention to green promotional movements, when they favor to purchase green products with
high environment concerns (Davari & Strutton, 2014; Polonsky, 1994; Vandermerwe & Oliff,
1990). Therefore, hypotheses 3a is supported.
Table 8
RESULTS OF CLUSTER AND ANOVA FOR GREEN PROMOTION
Low Customer Value High Customer Value
2. High
3. Low
4. High
Name of Factor 1. Low
F-Value (p) Duncan
GP(n=99) GP(n=45) GP(n=25) GP(n=67)
Brand Equity
3.9836
4.1472
5.2300
5.6474 71.675 (0.000) (12,3,4)
Brand Equity
3.9790
4.2379
5.2652
5.6843 73.120 (0.000) (12,3,4)
Brand Equity
3.9561
4.6641
5.1650
5.6716 80.440(0.000) (1,2,3,4)

FIGURE 2
THE INTERACTION EFFECT BETWEEN CUSTOMER VALUE AND GREEN
PROMOTIONS
Table 8 also shows that taking customer value as an independent variable, brand equity as
a dependent variable and green marketing awareness as a moderating variable, it indicates that
individuals with higher green marketing awareness will result in have higher customer value
which will have positive influences on brand equity (F=73.120, p=0.000). Figure 2 shows that
under high customer value, consumers have more positive attitude toward the brand equity, when
consumers have high green marketing awareness (5.6843) than low green marketing awareness
(5.2652). These results are supported by Rashid (2009), who stated that the higher the awareness
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of eco-label the stronger the relationship between attitude toward environmental protection and
intention to purchase a product with environmental friendly features. In other words, customers
who have higher environmental awareness, they will have higher perceived value on the brand of
the green product. In summary, a hypothesis 3b is supported.
Hypothesis 4 addresses that high green brand loyalty customers will strengthen the
positive effect of customer value on brand equity. The result of ANOVA is shown in Table 8, for
customer value as an independent variable, brand equity as a dependent variable and green brand
loyalty as a moderating variable. Based on the result shown below in Table 8, it shows that
individuals with higher green brand loyalty will lead to have higher customer value which will
have positive influences on brand equity (F=80.440, p=0.000). Then, for Duncan value in Table
8, it shows that 1, 2, 3 and 4 are different to each other. Figure 2 shows that under high customer
value, consumers have more positive attitude toward the brand equity, when consumers have
high green brand loyalty (5.6716) than low green brand loyalty (5.1650). These results are
supported by Chen (2010). It asserted that green trust is positively related to green brand equity.
In other words, the customers with higher green brand loyalty will result in higher perceived
value on the brand. In conclusion, a hypothesis 4 is supported.
The Moderating effects of Self-Expressive Benefit (Psychological Moderator)
Hypothesis 5 proposes that high self-expressive benefit customers will strengthen the
positive effect of brand equity on customer behavioral intentions (purchase intention and
word-of-mouth intention). The result of ANOVA is shown in Table 9; it shows that for brand
equity as an independent variable, customer behavioral intentions as a dependent variable, and
self-expressive benefit as a moderating variable. The result presents that individuals with higher
self-expressive benefit will result in have higher brand equity which will have positive influences
on customer behavioral intentions (F=73.112, p=0.000). Then, for Duncan value in Table 9, it
shows that 1, 2, 3 and 4 are different to each other. Figure 3 shows that under high brand equity,
consumers have more positive attitude toward customer behavioral intentions, when consumers
have high self-expressive benefit (5.5020) than low self-expressive benefit (4.7333). These
results are supported by Baek et al. (2010). They explained that high self-expressive benefit
customers will strengthen the positive effect of brand equity on customer behavioral intentions.
Hence, a hypothesis 5 is supported.
Table 9
RESULTS OF CLUSTER AND ANOVA FOR SELF-EXPRESSIVE BENEFIT
Low Brand Equity
High Brand Equity
F-Value
Name of Factor
1.Low SEB 2. High SEB 4. Low
5. High
Duncan
(p)
(n=79)
3. (n=35) SEB(n=40) SEB(n=82)
73.112
Customer Behavioral Intentions
3.6308
4.0905
4.7333
5.5020
(1,2,3,4)
(0.000)
67.436
Brand Social Responsibility
3.9841
4.3719
4.8062
5.5228
(1,2,3,4)
(0.000)

Hypothesis 6 addresses that high brand social responsibility customers will strengthen the
positive effect of brand equity on customer behavioral intentions (purchase intention and word-of-mouth
intention). The result of ANOVA is shown in Table 9; it shows that for brand equity as an independent
variable and customer behavioral intentions as a dependent variable, and brand social responsibility as a
moderating variable. Based on the result shows that individuals with higher brand social responsibility
will lead to have higher brand equity which will have positive influences on customer behavioral
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intentions (F=67.435, p=0.000). Then, for Duncan value in Table 9, it shows that 1, 2, 3 and 4 are
different to each other.

FIGURE 3
BRAND EQUITY AND SELF-EXPRESSIVE BENEFIT
Figure 3 shows that under high brand equity, consumers have more positive attitude
toward customer behavioral intentions, when consumers have high brand social responsibility
(5.5228) than low brand social responsibility (4.8062). These results are supported by Sen &
Bhattacharya (2001). They asserted that a company’s Corporate Social Responsibility (CSR)
efforts can affect consumers’ intentions to purchase it products. Still, Blumenthal & Bergstrom
(2003) founded that both “branding” and “Corporate Social Responsibility (CSR)” is
polymerization to brand management. In other words, consumers who identify high brand social
responsibility tend to focus on higher level of brand equity, so when the brand equity is high,
they will have higher purchase intention toward the brand. Therefore, a hypothesis 6 is
supported.
CONCLUSION AND SUGGESTIONS
Research Conclusions
The major objectives of this study are to empirically investigate: (1) the relationship
between green customer values, green brand equity, and customer behavioral intentions, (2) the
moderating effects of green marketing and green brand loyalty on the relationship between
customer value and brand equity, (3) the moderating effects of self-expressive benefit, brand
social responsibility on the relationship between brand equity and customer behavioral
intentions.
Several conclusions could be drawn from the results of this study. First, Individuals
having higher value of green perceived quality and relationship quality will have positive impact
on brand equity (Aaker, 1991; Garretson & Clow, 1999; Hennig‐Thurau & Klee, 1997; Sweeney
& Soutar, 2001). Second, brand equity influence consumer’s brand preference and purchase
intentions (Chen & Chang, 2008; Moradi & Zarei, 2011). These results also are in agreement
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with the results of previous studies indicating that green brand equity has positive impact on
behavioral intentions.
Third, customers perceiving higher green promotion (including higher carbon offset and
higher carbon neutrality) will strengthen the positive effect of customer value on brand equity.
This result is in line with Larceneux et al. (2012), which examined the moderating effect of the
brand on organic label effects. These results are supported that people who prefer to purchase
green products with high environment concerns tend to pay more attention to green promotional
activities (Davari & Strutton, 2014). In addition, the study results also indicate that customers
who have higher green marketing awareness tend to focus on higher level of customer value, so
when the customers’ green marketing awareness is high, they will have higher perceived value
toward the brand equity.
Fourth, the results are also supported by Rashid (2009) green trust are positively related
to green brand equity, which further confirm that consumers who have higher green brand
loyalty tend to focus on higher level of customer value, so when the customers’ green brand
loyalty is high, they will have higher perceived value toward the brand equity. Fifth, these results
confirmed the study result of Chen (2010) that consumers who have higher self-expressive
benefit tend to focus on higher level of brand equity, so when the brand equity is high, they will
have higher purchase intention toward the brand (Baek et al., 2010).
Sixth, consumers who identify high brand social responsibility tend to focus on higher
level of brand equity, so when the brand equity is high, they will have higher purchase intention
toward the brand. This result is also supported by the study of Sen & Bhattacharya (2001), which
indicated that a company’s CSR efforts can affect consumers’ intentions to purchase. Blumenthal
& Bergstrom (2003) founded that the polymerization of both “branding” and “CSR” is a key to
brand management.
Managerial Implications
Several managerial implications can be inferred from the conclusions of this research.
First, customers perceiving higher values do really help company’s brand in customers’
impression. Green promotion and green brand loyalty will enhance customer values on
company’s brand. Therefore, companies could think over how to increase green perceived
quality and relationship quality of customer values. Furthermore, how to run green promotions
and build-up green brand loyalty to enrich customer values, which further strengthen brand in
customers’ mind, become the important tasks for firms to grow.
In addition, customers who have higher self-expressive benefit will strengthen the
positive effect of brand equity on customer behavioral intentions. Still, customers who identify
higher brand social responsibility tend to focus on higher level of brand equity. So when the
brand equity is higher, customers will have higher purchase intention toward the brand. Hence,
company also could take into account that how to improve customers’ self-expressive benefit, as
well as, to enrich company’s brand social responsibility to customers, those movements will
enhance brand equity in customers’ mind, and then to influence positively customer behavioral
intentions (purchase intention and word-of-mouth intention).
Future Research Directions
Even though the results demonstrated in this study provide a new perception into the
antecedents, moderators, and consequences of brand equity for green marketing, the findings
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maybe confounded by the following issues which merit for further investigation.
Firstly, the limitation could be caused by the respondents. Those respondents of this
study are conveniently investigated from e-mail invitation, web-based and paper-based
questionnaire survey via the Internet link to the questionnaire, such as LINE Messenger. Those
clusters could have quite high similarities, in terms of culture, environment, etc. Although
according to Calder et al. (1981) the validity and reliability of the results might be affected by a
few limitations as follow: The used of indigenous samples are acceptable if the study required
highly internal validity, especially during theoretical development. Even though, convenience
sampling is appropriate for this study; we cannot refute the fact that 236 respondents are
insufficient to represent the whole population. Because of that, a larger sample and further
research are needed.
Besides, altruistic value is not significantly influence on brand equity in this study. Those
factors may subject for further validation. Moreover, future research can also add more
moderating variables in the research framework, for example, characteristics of consumers,
consumers’ life style, product involvement, personal demographic variables etc.
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