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ABSTRACT
The study aims to measure the impact of green brand affect on green
purchase intentions of sustainable electronic products. It investigates the
direct and indirect factors influencing consumers’ green purchase inten-
tions by applying the theory of planned behavior. Surveys were submitted
to non-probabilistic convenience sampling of Pakistani consumers (n=379).
The partial least squares method, a structural equation modeling tech-
nique, was employed using Smart PLS 4.0. The findings reveal that green
brand affect does not directly influence green purchase intention. How-
ever, green brand image and green brand attitude positively mediate the
relationship between green brand affect and green purchase intention,
while green brand trust shows no significant mediating effect. This research
offers valuable insights into the impact of green brand affect on customers’
purchase intentions for sustainable electronic products, marking the first
study of its kind in the context of Pakistan. Future research could extend
this model by incorporating perceived price as a moderating variable, par-
ticularly in middle-income countries, and adopting a longitudinal approach
to explore actual purchase behavior over time.
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1. Introduction
Global warming is a serious and common threat for
consumers, businesses, and policymakers around the
world. The environment is polluted due to the harmful
manufacturing process of goods to fulfill the increasing
demands of consumers. One leading cause of environ-
mental degradation is overconsumption and overpro-
duction. On average, between 30% and 40% of envi-
ronmental pollution is contributed by the unsustain-
able usage behavior of customers (Chanda et al., 2024),
while sustainable goods are environmentally friendly,
non-toxic, organic, and mainly produced from recycled

ingredients (Bingyu, 2024). The environment is affected
by many human activities, such as the rapid depletion
of natural resources, carbon emissions, and exhaustion
of the ozone layer. Sustainable consumption requires
businesses to provide products that minimize damage
to the environment (Waris & Hameed, 2020; Zinkhan
& Carlson, 1995).

Sustainable consumption contributes to achieving
the United Nations’ Sustainable Development Goals,
which are essential to promoting environmentally con-
scious behavior in the market (Chang & Chen, 2013;

mailto:sw_rizvi@hotmail.com
https://crossmark.crossref.org/dialog/?doi=10.51300/JSM-2025-132&domain=pdf
https://orcid.org/0000-0003-1684-1632


Journal of Sustainable Marketing (2025) | 1 – 20 | Afifa et al. (2025)

Nguyen et al., 2019). In this context, the Theory of
Planned Behavior is a widely accepted framework for
explaining how consumer attitudes, subjective norms,
and perceived behavioral control influence green pur-
chase intentions (Ajzen, 1991). Attitudes refer to an
individual’s favorable or unfavorable evaluation of a
behavior, subjective norms represent the perceived
social pressure from significant others to engage or not
engage in a behavior, and perceived behavioral control
reflects the perceived ease or difficulty of performing
the behavior.

The concept of “green brand affect” is defined as the
positive emotional response consumers develop about
a brand based on its eco-friendly practices (Chen
et al., 2020). Green brand affect is likely to play
a role in understanding how a brand’s ecological
efforts influence consumers’ purchase intentions.
Contemporary energy studies have emphasized the
growing importance of consumers’ environmental
values (Ali et al., 2019). A recent study by Waris &
Hameed (2020) examined the purchase intentions
of Pakistani consumers, but green brand affect has
not been studied in this context. In addition, Sharma
(2021) observed that limited research has focused on
relationships between green brands and the buying
intentions of green consumers. Also, as highlighted
by Waris & Hameed (2020), fewer studies have
examined green marketing in Asian countries than in
Western countries. For instance, studies on energy
usage have been carried out in Switzerland Tanner
& Kast (2003), Australia Gadenne et al. (2011), the
US (Niemeyer, 2010), and the UK (Pothitou et al.,
2016). Thus, there is a need to conduct research
studies on sustainability and identify the factors that
influence customer green purchase intentions related
to electronic products (Tahir, 2021), particularly in
Asia.

Consumers’ energy usage contributes to smog and
reduces natural resources, both of which directly dam-
age the environment (Meng et al., 2018; Rafique &
Rehman, 2017). According to Ali et al. (2019), 85%
of total energy usage in Pakistan comes from house-
hold appliances, while Akbar et al. (2023) found that
the housing sector consumes 47% of energy compared

to 29% by the industrial sector. A study by Ha & Janda
(2012) revealed that the leading cause of greenhouse
gas emissions is household appliances like air condition-
ers, washing machines, televisions, refrigerators, and
dishwashers. Another study by Lange et al. (2020) pre-
dicted that Pakistan will rank fifth in terms of air con-
ditioning demand in the future.

The primary purpose of the current study is to focus
on the potential factors influencing purchase intentions
of sustainable electronic home appliances in Pakistan.
Key constructs such as green brand attitude, trust, and
image are critical for specifying the purchase intention
of green products (Moslehpour et al., 2023; Taufique
et al., 2017; Waris & Hameed, 2020). Green brand atti-
tude refers to a consumer’s general positive or neg-
ative assessment of a brand’s green attributes, while
green brand trust reflects the consumer’s belief in the
brand’s reliability as well as ecological claims. Green
brand image refers to the customer’s perception of the
brand’s responsibility to environmental sustainability,
indicating the degree to which customers associate a
business or brand with green values and sustainability.

This paper seeks to describe the policies, challenges,
and results associated with producing and sustaining
green electronic goods and their optimistic effect on
end users (Almrafee & Akaileh, 2024; Nazir & Tian,
2022). Through investigating positive green branding
initiatives, the current study aims to provide insights
that can help and motivate electronic businesses and
brands looking to improve or implement their green
strategies. Finally, the current study hopes to increase
understanding of the role that green brand affect plays
in supporting positive environmental consumption that
results in value to both businesses and consumers.
Thus, the central contribution of the current research
involves investigation of the relationship between
green brand affect and green purchase intention in
Pakistani electronic products, an area that has not
been investigated previously. Moreover, this study
applies the Theory of Planned Behavior in the context
of green marketing, providing a theoretical basis for
understanding green purchase intention and presenting
strategic suggestions for improving environmental
sustainability.
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2. Literature Review and Hypothesis
Development

2.1. Theory of Planned Behavior
The Theory of Planned Behavior (Ajzen, 1991) is an
extension of the Theory of Reasoned Action, devel-
oped to address its limitations.. According to the The-
ory of Planned Behavior, attitudes, perceived behav-
ioral control, and subjective norms impact an individ-
ual’s behavioral intentions. Attitudes reflect and sum-
marize a person’s assessment of a given behavior as
favorable or unfavorable, subjective norms specify the
perceived social pressure to react or not react to the
behavior, and perceived behavioral control indicates
the degree of control an individual believes they have
in terms of performing the behavior (Abeysekera et al.,
2022; Ajzen, 1991; Al-Swidi & Saleh, 2021; Arkorful
et al., 2022). All of these elements are important for
understanding green purchase intention, as both inter-
nal factors (attitudes, perceived behavioral control) and
external factors (subjective norms) impact consumer
choices and decisions (Rozenkowska, 2023).

The Theory of Planned Behavior is potentially useful
in predicting consumers’ environmental behaviors,
with green purchase intention offering insights into
how this theory can be used to improve sustainable
consumption (Paul et al., 2016). Several studies have
effectively employed Theory of Planned Behavior
to examine many aspects of green marketing, e.g.,
green restaurants, sustainable cosmetic products,
eco-friendly hotels, and sustainable energy-efficient
products (Ateş, 2021; Liu et al., 2020; Nawang et al.,
2023; Wojnarowska et al., 2021). However, some
researchers have questioned the effectiveness of the
Theory of Planned Behavior in predicting environ-
mentally responsible purchase intentions (Joshi &
Rahman, 2015; Zaremohzzabieh et al., 2021). Indeed,
research comparing Theory of Planned Behavior with
other theories, such as social cognitive theory, has
shown that Theory of Planned Behavior is a more
effective predictor of green purchase intention (Panda
et al., 2024). Thus, Theory of Planned Behavior was
selected as the theoretical framework for the current
study, integrating green brand affect as an independent
variable and green brand trust, image, and attitude

as mediators of their influence on green purchase
intention.

2.2. Green Brand Affect
The concept of “green” has several meanings, including
”sustainable,” ”environmentally friendly,” ”environ-
mentally responsible” and ”pro-environmental”
consumer behavior (Kazançoğlu & Köse, 2024).
Green brands have attributes that are connected with
minimizing their environmental impact Hassan et al.
(2025). According to Ajander et al. (2023), positive
green brand affect can influence customers’ feelings
and may affect usage and buying decisions. When
consumers are emotionally connected to a brand, they
are more likely to evaluate the brand positively, which
strengthens their brand loyalty (Ajander et al., 2023;
Mizerski & White, 1986).

O′Donohoe (1994) suggested that brand affect
offers a unique opportunity to enhance customer
satisfaction and emotional attachment to a brand.
Positive affect also strengthens consumer loyalty,
increasing long-term benefits such as increased brand
commitment (Gundlach et al., 1995). Similarly, Zajonc
(1980) conceptualized affect as an emotional response
that can either enhance or damage a brand’s image
in consumers’ minds. Berscheid (1983) explained
that business affect and trust often stem from close
interpersonal relationships between consumers and
brands, enhancing emotional attachment and brand
image.

Positive green brand affect also enhances consumer
perceptions of brand trustworthiness (Dick & Basu,
1994; Natasiah & Syaefulloh, 2024). Brands that evoke
emotions such as joy or affection among consumers
are more likely to be chosen, as these emotions
enhance brand attitude and brand image. High levels
of positive affect increase a brand’s market share by
encouraging loyalty (Chaudhuri & Holbrook, 2001).
Consumers are more likely to purchase brands that
make them ”happy” or ”joyful,” enhancing positive
brand perceptions. According to Dick & Basu (1994),
brand affect is essential in forming positive emotional
reactions related to the brand.

Our study uses green brand affect to capture
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consumers’ positive emotional responses toward
sustainable electronic products. Green brand affect
is defined as customers’ positive emotional feelings
about a brand because of its perceived environmental
performance (Chaudhuri & Holbrook, 2001; Chen
et al., 2020). We hypothesize that green brand affect
leads to several positive outcomes as follows:

H1: Green brand affect has a positive effect on green
brant trust.

H2: Green brand affect has a positive effect on green
brand attitude.

H3: Green brand affect has a positive effect on green
purchase intentions.

H4: Green brand affect has positive impacts on
green brand image.

2.3. Green Purchase Intention
Green purchase intention is defined as the willingness
of consumers to buy environmentally friendly prod-
ucts (Wang et al., 2020). Green purchase intention
reflects the degree to which the consumers prioritize
eco-friendly goods over conventional alternatives
based on their perceived ecological effects. In line
with Alghzawi et al. (2020), consumer intention and
actual buying behavior are often positively related,
reflecting the alignment between a consumer’s
intention and their final decision to buy. Consumer
motivation to purchase is driven, in part, by their
attitudes toward or behaviors in regards to a particular
brand (Tarabieh et al., 2020; Wang et al., 2020).

Scholars around the world have studied green
purchase intention in different industries and product
categories (Hou & Sarigöllü, 2022; Mehraj & Qureshi,
2022). Many consumers are interested in choosing
branded products that are produced under green
procedures (Waheed et al., 2020). Research by Han
et al. (2022) found that customer confidence in a
product or brand’s ecological claims positively impacts
their green purchase intention. Thus, Lakatos et al.
(2021) argue that brands should adapt their strategies
to align with the increasing customer knowledge
and demand for ecologically responsible products, as
more customers are now ecologically conscious. In
sum, green purchase intention reflects an individual’s

willingness to give priority to goods or services
that appear to have greener attributes compared
to traditional products. Green purchase intention
also points to the likelihood that consumers have
formed an attachment to certain green products or
services, which increases their commitment to buying
eco-friendly goods (Tarabieh et al., 2020).

2.4. Green Brand Trust
Green brand trust, explained by Chen (2010), refers
to the consumer’s willingness to trust that a brand
actually has ecologically friendly features. Trust, in
general, plays a key role in creating a positive connec-
tion between a brand and its consumers (Kwon et al.,
2021; Pagani et al., 2019; Salehzadeh et al., 2023).
Based on previous research, Foroudi et al. (2020)
note that trust involves acceptance of vulnerability
because one believes that the other party’s intentions
and/or behaviors will result in positive outcomes.
Many researchers have found that brand trust is
strongly related to increased purchase intention, as
customers are more likely to buy from businesses
they trust (Situmorang et al., 2021; Suki & N, 2016).
In addition, when consumers observe that a busi-
ness is ecologically responsible and consistent, their
trust that the business and brand are truly green
increases (Wang et al., 2022). Thus, green brand
trust and green purchase intention have a positive
connection (Chen, 2010; Ha et al., 2022; Natasiah &
Syaefulloh, 2024).

Nevertheless, if negative incidents involving a prod-
uct occur (e.g., a smartphone catching fire), customer
trust can be severely damaged, particularly if such prob-
lems contradict the brand’s claims of being environ-
mentally sustainable. Thus, green product claims that
are contrary to reported or actual experience can
harm a firm’s reputation and reduce green brand trust ,
as well as green purchase intention (Ha et al., 2022). In
the Pakistani context of electronic goods, green trust
refers to consumer confidence that sustainable elec-
tronic products will be produced, used, and disposed
or reused with minimal environmental damage and
low carbon emissions. Recent studies such as Nguyen-
Viet (2022) have reported that green brand trust influ-
ences consumption behavior, specifically by mediating
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the relationship between green brand attitude and the
green purchase intention. Trust-building tactics, such
as effective promotion and a reliable brand image, also
play vital roles in establishing green trust, which in
turn motivates green product purchase (Cheung & To,
2021; Lavuri et al., 2022; Wong et al., 2020), leading to
our next hypothesis.

H5: Green band trust has a positive impact on green
purchase intention.

2.5. Green Brand Attitude
In the context of green marketing, green brand
attitude refers to a consumer’s general positive or
negative assessment of a product or brand based on its
ecological practices. According to Hoa (2022), positive
attitudes toward a good as green or eco-friendly
goods increases consumer intentions to purchase such
goods. According to Salam et al. (2022), eco-friendly
attitudes, which include beliefs about a product’s
environmental safety, play a vital role in shaping
consumer buying behavior. Positive green brand atti-
tudes encourage consumers to buy more sustainable
products and enhance their willingness to support
green businesses through positive word-of-mouth
about these brands (Salehzadeh et al., 2023).

The relationship between consumer attitude
and purchase intention has been studied in several
countries as well as industries. For example, in
Vietnam, Nguyen (2012) found a positive connection
between customer attitudes and purchase intention
for sustainably produced food. The results of another
study also showed that customer attitudes, specifically
those shaped around the brand’s ecological image,
positively influenced purchase intention (Hoa, 2022).
In addition, Zaremohzzabieh et al. (2021) reported
a significant relationship between customer attitudes
regarding ecological goods and green purchase inten-
tion. All these findings highlight the significance of
attitudes, especially green brand attitude, in driv-
ing customers’ intentions to purchase eco-friendly
goods (Aman et al., 2012; Khaola et al., 2014; Paul
et al., 2016). Based on this literature, we hypothesized
that

H6: Green brand attitude has a positive relationship

with green purchase intention.

2.6. Green Brand Image
According to Bashir et al. (2020), based on Kotler
(2001), consumers respond to a product or brand
based on the rational image they form regarding that
product. When the product or object in question
is a brand or business, numerous factors—involving
beliefs, emotions, and feelings about the company’s
products—can influence how consumers react. Brand
image plays a vital role in influencing consumer behav-
ior, as it enables potential buyers to more easily recall
and identify the brand (Errajaa et al., 2020; Natasiah
& Syaefulloh, 2024). Brand image is an important
aspect of success for any brand or business, as it
indicates how consumers observe the brand and its
products (Listyarti et al., 2023; Natasiah & Syaefulloh,
2024). Green brand image, in the context of green
marketing, refers to a brand’s perceived environmental
reputation, which is in line with consumers’ ecological
expectations (Khandelwal et al., 2019; Rahman &
Nguyen-viet, 2023). Moreover Chen et al. (2020) note
that green brand image is positively connected to
ecological purchasing, and many other scholars have
reported that green brand image can provide brands
with an advantage in the marketplace (Zameer et al.,
2020).

Green brand image offers numerous advantages
to brands. Lin et al. (2017) organize these advan-
tages into three categories: functional, symbolic,
and experiential. Functional advantages emphasize
the practical benefits of the business’s ecological
offerings; symbolic advantages mention the emotional
value customers connect to an ecological brand, and
experiential advantages emphasize the physical and
psychological involvements tied to using the specific
brand’s products or services (Zameer et al., 2020).
According to Social Cognitive Theory, customers tend
to favor goods that are generally accepted and tied
to well-known brand images (Majeed et al., 2022). A
strong green brand image strengthens customer trust
in the brand’s ecological responsibility and increases
green purchase intentions. Based on this literature, we
hypothesize:

H7: Green brand image has a positive impact on
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green purchase intention

2.7. Mediating Role of Green Brand Trust
A recent study by Amin & Tarun (2021) confirms the
idea that green brand trust positively affects customers’
intentions to buy ecological goods (Ha et al., 2022).
Furthermore, Cheung & To (2021) examined trust
as a potential mediator and they found that green
brand trust plays an important role in how customers
observe the trustworthiness and ecological responsi-
bility of brands’ practices. Furthermore, Lavuri et al.
(2022) provide evidence suggesting that green brand
trust to mediates the relationship between ecological
advertising and green brand image, as well as green
purchase intention. Similarly, prior studies report that
trust-building advertising strategies regarding a brand’s
ecological initiatives are important for increasing cus-
tomer trust and inspiring green goods purchases (Che-
ung & To, 2021; Lavuri et al., 2022; Wong et al., 2020).
Additionally, Chang & Chen (2013) discovered that
green brand trust mediates the relationship between
green product quality and green purchase intention,
strengthening the concept that trust is a key intermedi-
ate in the customer decision-making procedure. There-
fore, we hypothesize that:

H8: Green brand trust mediates the positive rela-
tionship between green brand affect and green pur-
chase intention

2.8. Mediating Role of Green Brand Attitude
Green brand attitude plays an important role in
shaping customers’ purchasing decisions (Chen et al.,
2020). A literature review by Sarumathi (2014)
reported that various studies indicated that the effects
of antecedents such as environmental knowledge and
concern on green purchase intention were mediated
by mediated by green attitudes. Likewise, Maichum
et al. (2017) also found that attitudes significantly
mediated the effect of green knowledge on green
purchase intention in Thailand and Paul et al. (2016)
noted that attitude mediated the effects of green
concerns on green purchase intention.. These findings
suggest that green brand attitude is likely to be a
key mechanism through which green brand affect
impacts green purchase intention and lead to our next
hypothesis:

H9: Green brand attitude mediates the positive rela-
tionship between green brand affect and green pur-
chase intention.

2.9. Mediating Role of Green Brand Image
Consumer decisions to purchase green products
appears to be positively influenced by green brand
image (Mourad & Ahmed, 2012). A positive green
brand image enhances the possibility that customers
will select the brand’s goods, particularly when they
observe the brand as sincerely ecologically respon-
sible (Mourad & Ahmed, 2012). For a business to
succeed in the long run, a positive brand image and
active marketing strategies are crucial. These strategies
not only help the company attract new customers,
but also help retain existing customers who are
loyal to the brand’s green practices. As suggested by
Social Cognitive Theory, individuals tend to prefer
to purchase products that have widely recognized
and favorable brand images (Majeed et al., 2022).
Furthermore, it is likely that consumers prefer to buy
brands that they trust as leaders in environmental
sustainability. Thus, our final hypothesis states:

H10: Global brand image mediates the positive rela-
tionship between green brand affect and green pur-
chase intention.

3.Methodology
3.1. Description of Study Context for Participants
Questionnaire is used to develop a study that consid-
ers your perception in relation to green brand Affect
that influence green purchase intention. Responding to
it is voluntary, it takes a few minutes to complete, and
information is provided anonymously. Please review
the questionnaire and, for the following items, cir-
cle/tick the number that indicate the most suitable
answers for you. Thank you for your time and coop-
eration. I appreciate your assistance in supporting my
effort to complete this research.

3.2. Sample Size and Data Collection
The target population for this study is electronic
consumers who are concerned with reducing carbon
emissions. The respondents for the current study are
the consumers of electronic brands presently sold in
Pakistan. Although (Kline, 2023) proposes that ten
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responses per item are acceptable, Arrindell & Van
Der Ende (1985) suggest that having twenty study
participants per item is more appropriate. Given that
our model features 20 reflective items for 5 latent
factors, 500 participants (Waris & Hameed, 2020)
were recruited for the study to ensure approximately
400 acceptable respondent surveys. Following prior
research in this area, a non-probabilistic convenience
sample focused on educated, urban consumers was
recruited (Ahmad & Zhang, 2020; Shoukat et al., 2021;
Wahab & and, 2022). The questionnaire was designed
using Google Forms. The URL for the questionnaire
was sent to participants via different platforms such as
email, WhatsApp, and Facebook.

After screening for missing values and remov-
ing invalid questionnaires, 379 valid questionnaires
remained for the analysis. Respondents provided
demographic data such as their education level, annual
income, gender, and age. Table 1 shows that a majority
of respondents had high levels of formal education
with 84.7% completing their undergraduate degree
and 10.6% having graduate level or higher training.
Respondents’ annual income ranged from 3 lakh
(approximately = US $40,000) or more (10.6%) to 2
lakh (10.0%) to less than 1 lakh (79.4%). The sample
was 66.5% female. Almost all respondents were less
than 30 years of age (see Table 1).

3.3. Measures
The scales used in this study are well-established.
Scales from (Chaudhuri & Holbrook, 2001; Chen et al.,
2020) were adopted to measure green brand affect.
Other scales were adopted from previous studies as
follows: green brand trust from Chen (2010); green
brand image from Chen (2010) and Cretu & Brodie
(2007); green brand attitude from (Chen et al., 2017);
and green purchase intention from Nguyen et al.
(2019) and Tarabieh (2021). All study variables and
their corresponding measurement items are listed in
Table 2 . The questionnaire featured five-point Likert
items that ranged from ”strongly disagree” to “agree
strongly.”

4. Results and Analysis
4.1. Measurement Model Assessment
Partial least squares (PLS) using SMART PLS4 (Hair
et al., 2014) was applied to analyze the hypothesized
structural model (see Figure 1 ). Multivariate normality
was investigated using the Kolmogorov Smirnov test.
Convergent validity (reliability) was assessed using
three criteria: composite reliability, average variance
extracted, and individual item reliability (Hair et al.,
2011). All Cronbach’s alphas (α) and composite
reliability values were higher than 0.7 and 0.9 (Hair
et al., 2011; Ursachi et al., 2015). All item factor load-
ings were greater than 0.70 and all average variance
extracted exceed .50 (see Table 3). Discriminant
validity (see Table 6 ) was established as the hetero
trait mono trait (HTMT) 0.12 to 0.87, lower than the
value of 0.90 (Hair et al., 2021).

4.2. Common Method Bias Test
Table 4 and Table 5 present a comparison of results
before and after including the Common Latent Factor
to address common method bias. The results indicate
that common method bias has a minimal effect on the
findings, confirming the robustness of the model. To
assess the impact of common method bias, a chi-square
difference test was conducted to compare the mod-
els with and without the Common Latent Factor. The
test results showed that the inclusion of the Common
Latent Factor did not significantly improve the model
fit (∆χ2 = 10,∆df = 5; critical value = 11.07). This indi-
cates that shared variance among items does not signif-
icantly affect the path coefficients and that the baseline
model without the Common Latent Factor is sufficient.
These findings validate the robustness and reliability of
the reported relationships.

4.3. Structural Equation Model & Hypothesis Testing
SEM is applied widely in consumer research to analyze
relationships among latent constructs (Bollen & Long,
1993; Hu et al., 2019). Ten hypotheses predicted
antecedents and mediators that are related to green
purchase intention, in this case for energy-efficient
products. Bootstrapping was applied to estimate
the path coefficients and assess their significance
level (Hair et al., 2021; Yi & Davis, 2003). According
to Hair et al. (2021) path coefficient values range
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Table 1. Demographic information of respondents

Sr. # Classification Frequency Percent
Education level University (College) 321 84.7%

Graduate School (or above) 40 10.6%
High school (or below) 18 4.7%

Annual Income 300 thousand (3 Lakh) or more PKR 40 10.6%
200 thousand (2 Lakh) PKR 38 10.0%
Less than 100 thousand (1 Lakh) PKR 301 79.4%

Gender Male 127 33.5%
Female 252 66.5%

Age 41 or above 8 2.1%
31–40 27 7.1%
21–30 283 74.7%
Below 20 61 16.1%
Total 379 100%

between -1 and +1. A path coefficient value closer
to +1 indicates a strong positive relationship, while
a value closer to -1 signifies a negative relationship.
Typically, if the t-value exceeds 1.96, the hypothesized
relationship is supported at the 95% confidence level.

R2 indicates the amount of variance in the outcome
construct that is accounted for by the predictor con-
structs (Elliott & Woodward, 2007; Hair et al., 2011).
As a rule of thumb, a coefficireportent of determina-
tion of 0.25 is considered weak, 0.50 is moderate, and
0.75 is strong (Hair et al., 2011; Henseler et al., 2009).
However, in social sciences, especially buyer behav-
ior research, a coefficient of determination value of
0.2 is generally acceptable (Hair et al., 2014, 2011). In
this study, the R2 and adjusted R2 are satisfactory with
a moderate explanatory level of 0.45 (Table 7) (Hair
et al., 2011).

The results in Table 8 support H1 by indicating green
brand affect positively impacts green brand trust (β =
0.57, t = 13.50, p<.001). Similarly, H2, which predicted
that green brand affect positively affects green brand
attitude, was supported (β = 0.71, t = 23.58, p<.001)
as was H4 the effect of green brand affect on green
brand image (β = 0.66, t = 21.33, p < 0.001). However,
H3 was not supported as the hypothesized relation-
ship between green brand affect and green purchase
intention was not statistically significant (β = 0.02, t =

0.37, p>= 0.70). H5, which posited that green brand
trust positively impacts, was not supported green pur-
chase intention (β = 0.006, t = 0.10, p> 0.91). In con-
trast, the effect of green brand image on green pur-
chase intention was significant in the predicted direc-
tion, supporting H6 (β = 0.37, t = 4.71, p <0.001). Last,
H7, which predicted a positive relationship between
green brand attitude and green purchase intention, was
supported (β = 0.43, t = 5.62, p<0.001). Overall, while
most hypotheses were supported, two were not.

The mediating effect of green brand trust between
green brand affect and green purchase intention (H8)
was not supported (β = 0.003, t = 0.10, p>0.91), align-
ing with the findings of Lee (2020), who also reported
an insignificant effect of green brand trust on green pur-
chase intention. However, hypotheses regarding the
mediating effects of both green brand image (H9) and
green brand attitude (H10) on green purchase inten-
tion were supported (β = 0.25, t = 4.36, p<.001; β =
0.30, t = 5.72, p< .001). Thus, green brand trust and
green brand attitude positively mediate the relationship
between green brand affect and green purchase inten-
tion, suggesting that the green brand affect enhances
green brand trust and green attitudes, which in turn
lead to an increase in consumer purchase intentions.
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Table 2. Questionnaire Constructs and Items

Variables Measurement Items Source
Green brand affect The environmental friendliness of the brand makes you feel

good.
Chaudhuri &
Holbrook (2001);
Chen et al. (2020)The brand’s emphasis on environmental protection makes you

feel good.
The brand’s environmental performance makes you happy.

Green brand
attitude

You will like this brand more because the brand is
environmentally friendly.

Chen et al. (2017)

You will prefer the brand because of your concern for the
environment.
You agree that the brand can be more valuable because it is
environmentally friendly

Green purchase
intentions

I will consider purchasing green products as they should be less
harmful to the environment in the coming years.
For safety benefits, I would be moving to environmentally
friendly green products.

Nguyen et al.
(2019); Tarabieh
(2021)In the immediate future, I certainly want to buy green products.

I would even consider purchasing green products for others.
Green Brand Image The brand is considered as the benchmark of environmental

commitment.
(Chen, 2010;
Cretu & Brodie,
2007; Padgett &
Allen, 1997)

The brand’s environmental reputation is outstanding.
The brand’s environmental performance is successful.
The branding is based on its emphasis on environmental
protection.
The brand’s environmental commitment is trustworthy.

Green brand Trust You feel that this brand’s environmental reputation is generally
reliable.

(Chen, 2010)

You feel that this brand’s environmental performance is
generally dependable.
You feel that this brand’s environmental claims are generally
trustworthy.
This brand’s environmental concern meets your expectations.
This product keeps promises and commitments for
environmental protection.
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Table 3. Factor loadings, Cronbach’s alpha, CR, AVE

Variables Item Code Factor Loadings Cronbach’s alpha CR AVE
Green Brand Affect GBAF1 0.83 0.82 0.89 0.74

GBAF2 0.87
GBAF3 0.87

Green Brand Attitude GBAT1 0.91 0.86 0.91 0.78
GBAT2 0.83
GBAT3 0.90

Green Perchase Intention GPI1 0.80 0.78 0.86 0.61
GPI2 0.92
GPI3 0.77
GPI4 0.72

Green Brand Image GBIM1 0.78 0.88 0.91 0.69
GBIM2 0.83
GBIM3 0.85
GBIM4 0.81
GBIM5 0.87

Green Brand Trust GBT1 0.83 0.89 0.92 0.69
GBT2 0.81
GBT3 0.85
GBT4 0.78
GBT5 0.88

Note: AVE = Avarage variance extracted; CR = Composite reliability

Table 4. Path Coefficients Comparison

Path Baseline Coefficient Coefficient with CLF
Green brand affect → Green brand attitude 0.71 0.69
Green brand affect → Green Brand Image 0.66 0.65
Green brand attitude → Green purchase
intention

0.43 0.41

Green Brand Image → Green purchase
intention

0.37 0.34

Green brand trust → Green purchase intention 0.00 0.00
Note: CLF = Common Latent Factor

Table 5. Variance Explained (R2) Comparison

Construct Baseline R2 R2 with CLF
Green brand attitude 0.50 0.47
Green brand image 0.44 0.43
Green purchase intention 0.60 0.57
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Table 6. Discriminant validity Hetero Trait Mono Trait Ratio (HTMT)

Constructs GBAF GBAT GBIM GBT GPI
Green brand affect (GBAF) -
Green brand attitude (GBAT) 0.82
Green Brand Image (GBIM) 0.76 0.84
Green Brand Trust (GBT) 0.64 0.61 0.89
Green purchase intention (GPI) 0.72 0.85 0.86 0.67 -

Table 7. Coefficients of Determination

Variable R2 Adjected R2
Green Brand Attitude 0.50 0.50
Green Brand Trust 0.32 0.32
Green Brand Image 0.44 0.44
Green Purchase Intention 0.60 0.60

Figure 1. PLS-SEM Model

11 | P a g e



Journal of Sustainable Marketing (2025) | 1 – 20 | Afifa et al. (2025)

Table 8. Tests of Hypotheses

H Path O/β M SD T-V P-V Result
Direct effect
H1 Green brand affect → Green brand trust 0.57 0.57 0.04 13.50 0.00 Supported
H2 Green brand affect → Green brand attitude 0.71 0.71 0.03 23.58 0.00 Supported
H3 Green brand affect →Green purchase

intention
0.02 0.02 0.06 0.37 0.70 Rejected

H4 Green brand affect →Green brand image 0.66 0.67 0.03 21.33 0.00 Supported
H5 Green brand trust →Green purchase

intention
0.00 0.00 0.05 0.10 0.91 Rejected

H6 Green brand attitude →Green purchase
intention

0.43 0.42 0.07 5.62 0.00 Supported

H7 Green brand image →Green purchase
intention

0.37 0.38 0.08 4.71 0.00 Supported

Indirect effect
H8 Green brand affect green →brand trust

→Green purchase intention
0.00 0.00 0.03 0.10 0.91 Rejected

H9 Green brand affect →Green brand attitude →
Green purchase intention

0.30 0.30 0.05 5.72 0.00 Supported

H10 Green brand affect →Green brand image →
Green purchase intention

0.25 0.25 0.05 4.36 0.00 Supported

Note: H=Hypothesis, O=Original Sample, M=Sample Mean, SD=Standard Deviation, T-Value, P=Value

5.Discussion
The results indicate that green brand affect significantly
increases green brand trust in green electronic prod-
ucts. These findings align with previous research, which
reported that brand affect has a positive influence
on brand trust among green consumers (Chaudhuri
& Holbrook, 2001). However, the fact that the
mediation effect of green brand trust between green
brand affect and green purchases intention is not
significant suggests that increasing trust alone may not
be sufficient to enhance purchase intentions. These
results are similar to Lee (2020), which reported
that brand trust did not significantly impact purchase
intention of Korean products among Vietnamese Gen
Z customers residing in Korea.

On the other hand, green brand image has a sig-
nificant positive impact on green purchase intention.
Indicating that green business image increases the pur-
chase intention of energy-efficient electronic products
in Pakistan. These results are consistent with the find-

ings of Tan et al. (2022) who noted that the green image
of food products increased customers’ purchase inten-
tions in their study.

Furthermore, we did not find that green brand affect
directly impacts green purchase intention of electronic
products. However, green brand affect did increase,
which in turn increased green purchase intention.
Thus, if an electronic brand enhances green brand
affect and green brand image, consumer motivations
to purchase the brand’s products appear likely to
increase as well. This relationship has not been widely
explored although some. previous research, such
as Zhang et al. (2019) has investigated green brand
image in different contexts, including its influence on
green marketing activities in Chinese industrial orga-
nizations. Given that our findings suggest that green
brand affect contributes significantly to enhancing
green brand image, which enhances green purchase
intention, researchers and managers should seriously
consider the relationship between emotions and brand
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image in terms of green branding strategy theory and
practice.

Our study found that green brand attitude has a pos-
itive impact on green purchase intention. These results
are the same as those reported by Gaspar & Antunes
(2011) and Hu et al. (2019). Green brand attitude
positively mediated the relationship green brand affect
affect and green purchase intention, which means that
an increase in green affect is positively associated with
more positive green brand attitude and that increase in
green brand attitude is associated with increased green
purchase intention. These findings are similar to the
past study of Chen et al. (2020) whose study also noted
that middle-class consumers tend to overuse energy.
However, if brands can increase green brand affect this
is likely to contribute to stronger green brand attitude
and as a result higher green purchase intention, poten-
tially encouraging middle-class consumers to purchase
more sustainable energy products.

5.1. Theoretical Implications
This investigation found overall support for the value
of the Theory of Planned Behavior as a framework for
studying the purchase intentions of consumers regard-
ing electronic sustainable electronic products. In addi-
tion, this study contributes to the literature on green
purchase intention by providing evidence of the impor-
tance of mediating constructs. In particular, we pro-
vide evidence in support of the important mediating
relationships of green brand attitude and green brand
image between green brand affect and green purchase
intentions, but not green brand trust.

As a result, the new model tested in this study
extends the literature by suggesting the potential
importance of green brand affect as an antecedent to
green purchase intention, not directly, but through
the mediating constructs, green brand attitude and
green brand image. It highlights that researchers need
to better understand the role that emotions play
in influencing consumers’ purchase intentions for
sustainable products, thereby extending the findings
of Chen et al. (2020). Thus, a key theoretical impli-
cation lies in the potentially import effect that brand
liking has on consumer decision-making, extending to
increased green purchase intention and possibly, brand

loyalty (Bhattacharyya, 2007). The potential theoretical
implications of green brand affect may extend across
several fields, highlighting its role in shaping green
consumption behavior, influencing business tactics, and
identifying effective social marketing communication
content regarding sustainability.

5.2. Managerial Implications
Industries should expand strategies to enhance their
green brand affect in order to positively impact green
brand attitude and image, thereby enhancing green pur-
chase intention. Companies should systematically iden-
tify the drivers of green purchasing behavior in their
product categories and reinforce these factors. Addi-
tionally, businesses should seek to increase green brand
affect, green brand attitude, and green brand image by
investing in research and development to create sus-
tainable products from eco-friendly materials and con-
duct comprehensive lifecycle assessments to minimize
environmental impact, from production to disposal,
ensuring products are designed for longevity. Com-
panies should also recognize environmental standards
and obtain certifications to build credibility and trust
with consumers. By increasing levels of trust among
more consumers, it is possible that this construct will
join green brand attitude and green brand image as a
mediator between green brand affect and green pur-
chase intention.

Policymakers must highlight environmental issues to
help consumers understand the climate-related prob-
lems caused by electronic products, such as how air
conditioners and refrigerators release harmful gases
that damage the ozone layer. Social media platforms
should be used to raise consumer awareness about
government programs and brand efforts related to
sustainability and provide guidelines on conventional
products to help consumers shift toward sustainable
alternatives that reduce greenhouse gases. Introduc-
ing positive emotional communications (e.g., feeling
good about the environmental harmony of purchasing
green products) along with the practical benefits of sus-
tainable products appears likely to increase consumer
intentions to purchase energy-efficient electronics.

Finally, green brands can provide a competitive
advantage in markets where ecological concerns are a
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priority. Companies that effectively communicate their
sustainability efforts can differentiate themselves from
competitors and attract environmentally conscious
consumers. Marketers should identify the unique
aspects of their green initiatives, including those that
increase positive feelings about the brand, and leverage
them to strengthen their competitive advantage.

6. Limitations and Future Research
The limitations of the current study are primarily
related to its theoretical framework. This study used
aspects of the Theory of Planned Behavior, which
may produce results that could differ if alternative
theoretical models were employed. Another signif-
icant limitation is the cross-sectional nature of the
research as correlation does not mean causation.
Experimental studies would be helpful in the future
in order to further test the primary antecedent role
of green brand affect as found in this investigation.
Additionally, the study’s sample size was limited and
expanding it could provide more generalizable results.
Furthermore, we focused solely on electronic goods,
and testing of the proposed model for other goods
and services would increase confident in its external
validity.

Future researchers can use Stimulus Organism
Response Theory (Rahman & Nguyen-viet, 2023),
which may suggest a new perception on current
model. They may also investigate other variables, such
as green perceived values (Truong & Ngo, 2024),
to better understand green purchase intention for
electronic products. Extending more the research to
involves samples from other countries and cultures
could also offer a clearer understanding of consumers’
green purchase intention. Furthermore, future studies
implementing a longitudinal design could deliver more
precise results by following the same participants
over time. Researchers could also extend this model
by including a perceived price variable as a moder-
ator, especially in middle-income countries, where
customers’ purchase intentions are highly affected by
price.

7. Conclusion
The study’s findings suggest that the hypothesized
model (see Figure 1), based on the Theory of Planned

Behavior, has potential in terms of predicting con-
sumers’ purchase intentions regarding sustainable
electronic products based on both affective and
cognitive antecedents. For example, the results
demonstrate that green brand image and green
brand attitude significantly and positively influence
consumers’ green purchase intention. This result
indicates that a meaningful number of consumers
feel good about sustainable electronic products
which in turn increases their positive attitude toward
the brand and their positive evaluation the brand’s
overall image. However, the lack of support for the
relationship between green brand trust and green
purchase intention suggests that trust alone is not
sufficient to motivate stronger purchase intentions. In
addition, the hypothesis regarding the direct impact
of the green brand affect on green brand affect was
not supported, although the antecedent impacted
both green brand attitude and green brand image,
which in turn increased green purchase intention.
These findings confirmed the results of (Chen et al.,
2020) who reported that green brand affect does
not directly influence consumers’ purchase intentions
about green products. Although preliminary, our
study suggests that companies need to consider both
affective and cognitive factors associated with green
brand purchases in order encourage the adoption
of their sustainable electronic products. As such,
this investigation provides a foundation for future
research on green marketing in developing markets
like Pakistan (Sun et al., 2021).
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Y. Kazançoğlu, S. Karamperidis, S. Jagtap, V. Koval, ...
(Eds.), E3S Web of Conferences.

Khandelwal, U., Kulshreshtha, K., & Tripathi, V.
(2019). Importance of consumer-based green
brand equity: Empirical evidence. Paradigm:
A Management Research Journal, 23(1), 83-97.
https://doi.org/10.1177/0971890719844428

Khaola, P., Potiane, B., & Mokhethi, M. (2014). Environmen-
tal concern, attitude towards green products and green
purchase intentions of consumers in Lesotho. Ethiopian
Journal of Environmental Studies and Management, 7(4),
361-370. https://doi.org/10.4314/ejesm.v7i4.3

Kline, R.B. (2023). Principles and practice of structural equa-
tion modeling, Guilford publications New York: Guil-
ford Publications.

Kotler, P. (2001). Marketing management. Prentice-Hall, Inc.
Kwon, J.H., Jung, S.H., Choi, H.J., & Kim, J. (2021).

Antecedent factors that affect restaurant brand trust
and brand loyalty: focusing on US and Korean con-
sumers. Journal of Product & Brand Management, 30(7),
990-1015. https://doi.org/10.1108/jpbm-02-2020-2763

Lakatos, E.S., Nan, L.M., Bacali, L., Ciobanu, G., Ciobanu,
A.M., & Cioca, L.I. (2021). Consumer satisfaction
towards green products: Empirical insights from roma-
nia. Sustainability, 13(19), 10982-10982. https://doi.org/
10.3390/su131910982

Lange, S., Pohl, J., & Santarius, T. (2020). Digitalization
and energy consumption. Does ICT reduce energy
demand? Ecological economics, 176, 106760-106760.
https://doi.org/10.1016/j.ecolecon.2020.106760

Lavuri, R., Jabbour, C.J.C., Grebinevych, O., & Roubaud,
D. (2022). Green factors stimulating the purchase
intention of innovative luxury organic beauty prod-
ucts: Implications for sustainable development. Jour-
nal of Environmental Management, 301, 113899. https:
//doi.org/10.1016/j.jenvman.2021.113899

Lee, Y.K. (2020). The relationship between green country
image, green trust, and purchase intention of Korean
products: Focusing on Vietnamese. Gen Z consumers.

Sustainability, 12(12), 5098. https://doi.org/10.3390/
su12125098

Lin, J., Lobo, A., & Leckie, C. (2017). Green brand benefits
and their influence on brand loyalty. Marketing Intel-
ligence & Planning, 35(3), 425-440. https://doi.org/10.
1108/mip-09-2016-0174

Listyarti, I., Suryani, T., & Cordova, F.F. (2023). Do social
media marketing activities enhance customer satisfac-
tion and co-creation. Asian Journal of Business and
Accounting, 16(6), 207-230. https://doi.org/10.22452/
ajba.vol16no2.7

Liu, M.T., Liu, Y., & Mo, Z. (2020). Moral norm is the key:
An extension of the theory of planned behaviour (TPB)
on Chinese consumers’ green purchase intention. Asia
Pacific Journal of Marketing and Logistics, 32(8), 1823-
1841. https://doi.org/10.1108/apjml-05-2019-0285

Maichum, K., Parichatnon, S., & Peng, K.C. (2017). The influ-
ence of environmental concern and environmental atti-
tude on purchase intention towards green products:
a case study of young consumers in Thailand. Inter-
national Journal of Business Marketing and Management,
2(3), 1-8. https://doi.org/10.2139/ssrn.3525917

Majeed, M.U., Aslam, S., Murtaza, S.A., Attila, S., & Mol-
nár, E. (2022). Green marketing approaches and their
impact on green purchase intentions: Mediating role
of green brand image and consumer beliefs towards
the environment. Sustainability, 14(18), 11703-11703.
https://doi.org/10.3390/su141811703

Mehraj, D., & Qureshi, I.H. (2022). Does green brand
positioning translate into green purchase intention?:
A mediation-moderation model. Business Strategy and
the Environment, 31(7), 3166-3181. https://doi.org/10.
1002/bse.3069

Meng, Y., Yang, Y., Chung, H., Lee, P.H., & Shao, C. (2018).
Enhancing sustainability and energy efficiency in smart
factories: A review. Sustainability, 10(12), 4779-4779.
https://doi.org/10.3390/su10124779

Mizerski, R.W., & White, J.D. (1986). Understanding and
using emotions in advertising. Journal of Consumer Mar-
keting, 3(4), 57-69. https://doi.org/10.1108/eb008180

Moslehpour, M., Chau, K.Y., Du, L., Qiu, R., Lin, C.Y.,
& Batbayar, B. (2023). Predictors of green pur-
chase intention toward eco-innovation and green
products: Evidence from Taiwan. Economic Research-
Ekonomska Istraživanja, 36(2), 1-22. https://doi.org/10.
1080/1331677x.2022.2121934

Mourad, M., & Ahmed, Y.S.E. (2012). Perception of green
brand in an emerging innovative market. European
Journal of Innovation Management, 15(4), 514-537.
https://doi.org/10.1108/14601061211272402

17 | P a g e

https://doi.org/10.1016/j.jretconser.2021.102894
https://doi.org/10.1016/j.jretconser.2021.102894
https://doi.org/10.3390/sym11030340
https://doi.org/10.3390/sym11030340
https://doi.org/10.1016/j.ism.2015.04.001
https://doi.org/10.1177/0971890719844428
https://doi.org/10.4314/ejesm.v7i4.3
https://doi.org/10.1108/jpbm-02-2020-2763
https://doi.org/10.3390/su131910982
https://doi.org/10.3390/su131910982
https://doi.org/10.1016/j.ecolecon.2020.106760
https://doi.org/10.1016/j.jenvman.2021.113899
https://doi.org/10.1016/j.jenvman.2021.113899
https://doi.org/10.3390/su12125098
https://doi.org/10.3390/su12125098
https://doi.org/10.1108/mip-09-2016-0174
https://doi.org/10.1108/mip-09-2016-0174
https://doi.org/10.22452/ajba.vol16no2.7
https://doi.org/10.22452/ajba.vol16no2.7
https://doi.org/10.1108/apjml-05-2019-0285
https://doi.org/10.2139/ssrn.3525917
https://doi.org/10.3390/su141811703
https://doi.org/10.1002/bse.3069
https://doi.org/10.1002/bse.3069
https://doi.org/10.3390/su10124779
https://doi.org/10.1108/eb008180
https://doi.org/10.1080/1331677x.2022.2121934
https://doi.org/10.1080/1331677x.2022.2121934
https://doi.org/10.1108/14601061211272402


Journal of Sustainable Marketing (2025) | 1 – 20 | Afifa et al. (2025)

Natasiah, U., & Syaefulloh (2024). Brand Image, Brand
Trust, and Brand Ambassador on Purchase Decisions
of Shopee E-Commerce Users in Pekanbaru City. Jur-
nal Manajemen Bisnis, 11(1), 120-134. https://doi.org/
10.33096/jmb.v11i1.702

Nawang, W.R.W., Shukor, S.A., Mursidi, A., & Ismail, A.
(2023). Extending the Theory of Planned Behavior
to Examine Factors Influencing Intention to Purchase
Halal Chocolate Among Malaysian Muslims. Asian Jour-
nal of Business and Accounting, 16(6), 281-311. https:
//doi.org/10.22452/ajba.vol16no2.10

Nazir, M., & Tian, J. (2022). The influence of consumers’
purchase intention factors on willingness to pay for
renewable energy: Mediating effect of attitude. Fron-
tiers in Energy Research, 10, 837007-837007. https:
//doi.org/10.3389/fenrg.2022.837007

Nguyen, H.V., Nguyen, N., Nguyen, B.K., Lobo, A., & Vu, P.A.
(2019). Organic food purchases in an emerging market:
The influence of consumers’ personal factors and green
marketing practices of food stores. International Journal
of Environmental Research and Public Health, 16(6), 1037-
1037. https://doi.org/10.3390/ijerph16061037

Nguyen, T.H. (2012). Personal factors affecting consumer
purchase decision towards men skin care products — A
study in Ho Chi Minh City, Vietnam, 7(2), 44-50. https:
//doi.org/10.18178/ijtef.2016.7.2.497

Nguyen-Viet, B. (2022). Understanding the Influence of
Eco-label, and Green Advertising on Green Purchase
Intention: The Mediating Role of Green Brand Equity.
Journal of Food Products Marketing, 28(2), 87-103.
https://doi.org/10.1080/10454446.2022.2043212

Niemeyer, S. (2010). Consumer voices: Adoption of resi-
dential energy-efficient practices. International Journal
of Consumer Studies, 34(2), 140-145. https://doi.org/10.
1111/j.1470-6431.2009.00841.x

O′Donohoe, S. (1994). Advertising uses and gratifications.
European Journal of marketing, 28(8/9), 52-75. https://
doi.org/10.1108/03090569410145706

Padgett, D., & Allen, D. (1997). Communicating experiences:
A narrative approach to creating service brand image.
Journal of advertising, 26(4), 49-62. https://doi.org/10.
1080/00913367.1997.10673535

Pagani, M., Racat, M., & Hofacker, C.F. (2019). Adding voice
to the omnichannel and how that affects brand trust.
Journal of Interactive Marketing, 48(1), 89-105. https:
//doi.org/10.1016/j.intmar.2019.05.002

Panda, D., Singhal, D., Jena, S., & Tripathy, S. (2024). Assess-
ment of Indian consumers’ green purchase intention:
an integration of theory of planned behaviour and
meta-analysis. Environment, Development and Sustainabil-
ity, 1-22. https://doi.org/10.1007/s10668-024-04897-8

Paul, J., Modi, A., & Patel, J. (2016). Predicting green product
consumption using theory of planned behavior and rea-
soned action. Journal of retailing and consumer services,
29, 123-134.

Pothitou, M., Hanna, R.F., & Chalvatzis, K.J. (2016). Envi-
ronmental knowledge, pro-environmental behaviour
and energy savings in households: An empirical study.
Applied Energy, 184, 1217-1229. https://doi.org/10.
1016/j.apenergy.2016.06.017

Rafique, M.M., & Rehman, S. (2017). National energy sce-
nario of Pakistan-Current status, future alternatives,
and institutional infrastructure: An overview. Renew-
able and Sustainable Energy Reviews, 69, 156-167.
https://doi.org/10.1016/j.rser.2016.11.057

Rahman, S.U., & Nguyen-viet, B. (2023). Towards sustain-
able development: Coupling green marketing strategies
and consumer perceptions in addressing greenwashing.
Business Strategy and the Environment, 32(4), 2420-2433.

Rozenkowska, K. (2023). Theory of planned behavior in
consumer behavior research: A systematic literature
review. International Journal of Consumer Studies, 47(6),
2670-2700. https://doi.org/10.1111/ijcs.12970

Salam, M.T., Smith, K.T., & Mehboob, F. (2022). Purchase
intention for green brands among Pakistani millennials.
Social Responsibility Journal, 18(3), 469-483. https://doi.
org/10.1108/srj-08-2020-0341

Salehzadeh, R., Sayedan, M., Mirmehdi, S.M., & Aqagoli, P.H.
(2023). Elucidating green branding among Muslim con-
sumers: the nexus of green brand love, image, trust and
attitude. Journal of Islamic Marketing, 14(1), 250-272.
https://doi.org/10.1108/jima-08-2019-0169

Sarumathi, S. (2014). Green purchase behavior-a concep-
tual framework of socially conscious consumer behav-
ior. Global Journal of Finance and Management, 6(8), 777-
782.

Sharma, A.P. (2021). Consumers’ purchase behaviour and
green marketing: A synthesis, review and agenda. Inter-
national Journal of Consumer Studies, 45(6), 1217-1238.
https://doi.org/10.1111/ijcs.12722

Shoukat, A., Baig, U., Hussain, D.B., Rehman, N., & Shakir,
D. (2021). An Empirical study of consumption values
on green purchase intention. International Journal of Sci-
entific and Technology Research, 10(3), 140-148.

Situmorang, T.P., Indriani, F., Simatupang, R.A., & Soesanto,
H. (2021). Brand positioning and repurchase intention:
The effect of attitude toward green brand. The Journal
of Asian Finance, Economics and Business, 8(4), 491-499.
https://doi.org/10.13106/jafeb.2021.vol8.no4.0491

Suki, M., & N (2016). Green product purchase intention:
impact of green brands, attitude, and knowledge. British

18 | P a g e

https://doi.org/10.33096/jmb.v11i1.702
https://doi.org/10.33096/jmb.v11i1.702
https://doi.org/10.22452/ajba.vol16no2.10
https://doi.org/10.22452/ajba.vol16no2.10
https://doi.org/10.3389/fenrg.2022.837007
https://doi.org/10.3389/fenrg.2022.837007
https://doi.org/10.3390/ijerph16061037
https://doi.org/10.18178/ijtef.2016.7.2.497
https://doi.org/10.18178/ijtef.2016.7.2.497
https://doi.org/10.1080/10454446.2022.2043212
https://doi.org/10.1111/j.1470-6431.2009.00841.x
https://doi.org/10.1111/j.1470-6431.2009.00841.x
https://doi.org/10.1108/03090569410145706
https://doi.org/10.1108/03090569410145706
https://doi.org/10.1080/00913367.1997.10673535
https://doi.org/10.1080/00913367.1997.10673535
https://doi.org/10.1016/j.intmar.2019.05.002
https://doi.org/10.1016/j.intmar.2019.05.002
https://doi.org/10.1007/s10668-024-04897-8
https://doi.org/10.1016/j.apenergy.2016.06.017
https://doi.org/10.1016/j.apenergy.2016.06.017
https://doi.org/10.1016/j.rser.2016.11.057
https://doi.org/10.1111/ijcs.12970
https://doi.org/10.1108/srj-08-2020-0341
https://doi.org/10.1108/srj-08-2020-0341
https://doi.org/10.1108/jima-08-2019-0169
https://doi.org/10.1111/ijcs.12722
https://doi.org/10.13106/jafeb.2021.vol8.no4.0491


Journal of Sustainable Marketing (2025) | 1 – 20 | Afifa et al. (2025)

Food Journal, 118(12), 2893-2910. https://doi.org/10.
1108/bfj-06-2016-0295

Sun, Y., Luo, B., Wang, S., & Fang, W. (2021). What you see
is meaningful: Does green advertising change the inten-
tions of consumers to purchase eco-labeled products?
. Business Strategy and the Environment, 30, 694-704.
https://doi.org/10.1002/bse.2648

Tahir, A.R. (2021). Impact of green marketing on consumer
purchase intention. Bulletin of Business and Economics
(BBE), 10(2), 76-84.

Tan, Z., Sadiq, B., Bashir, T., Mahmood, H., & Rasool, Y.
(2022). Investigating the impact of green marketing
components on purchase intention: The mediating role
of brand image and brand trust. Sustainability, 14(10),
5939-5939. https://doi.org/10.3390/su14105939

Tanner, C., & Kast, S. (2003). Promoting sustainable con-
sumption: Determinants of green purchases by Swiss
consumers. Psychology & marketing, 20(10), 883-902.
https://doi.org/10.1002/mar.10101

Tarabieh, S., Gil-Pechuan, I., Al-Obaidi, M.G., & Haidous, A.
(2020). The impact of website quality on online impulse
buying behavior: Moderating effects of age and price. In
and others (Ed.), The 2020 WEI International Academic
Conference Proceedings (pp. 11-16). .

Tarabieh, S.M.A. (2021). The impact of greenwash practices
over green purchase intention: The mediating effects
of green confusion, Green perceived risk, and green
trust. Management Science Letters, 11(2), 451-464.
https://doi.org/10.5267/j.msl.2020.9.022

Taufique, K.M.R., Vocino, A., & Polonsky, M.J. (2017). The
influence of eco-label knowledge and trust on pro-
environmental consumer behaviour in an emerging
market. Journal of Strategic Marketing, 25(7), 511-529.
https://doi.org/10.1080/0965254x.2016.1240219

Truong, T.T.T., & Ngo, N.Q.N.Q.N. (2024). Green market-
ing, green perceived value, and green consumer behav-
ior. SSRN. https://doi.org/10.2139/ssrn.4941142

Ursachi, G., Horodnic, I.A., & Zait, A. (2015). How Reli-
able are Measurement Scales? External Factors with
Indirect Influence on Reliability Estimators. Procedia
Economics and Finance, 20, 679-686. https://doi.org/10.
1016/s2212-5671(15)00123-9

Wahab, H.A., & and, D.M.I. (2022). Does Green Brand Posi-
tioning Limit Carbon Emissions in Egypt? New Evidence
from PLS – SEM Method. The Business and Management
Review, 13(02), 198-219. https://doi.org/10.24052/bmr/
v13nu02/art-18

Waheed, A., Zhang, Q., Rashid, Y., Tahir, M.S., & Zafar, M.W.
(2020). Impact of green manufacturing on consumer
ecological behavior: Stakeholder engagement through
green production and innovation. Sustainable Devel-

opment, 28(5), 1395-1403. https://doi.org/10.1002/sd.
2093

Wang, D., Walker, T., & Barabanov, S. (2020). A psy-
chological approach to regaining consumer trust after
greenwashing: the case of Chinese green consumers.
Journal of Consumer Marketing, 37(6), 593-603. https:
//doi.org/10.1108/jcm-06-2019-3257

Wang, Y.M., Zaman, H.M.F., & Alvi, A.K. (2022). Link-
age of green brand positioning and green customer
value with green purchase intention: the mediating and
moderating role of attitude toward green brand and
green trust. Sage Open, 12(2). https://doi.org/10.1177/
21582440221102441

Waris, I., & Hameed, I. (2020). An empirical study of pur-
chase intention of energy-efficient home appliances:
The influence of knowledge of eco-labels and psycho-
graphic variables. International Journal of Energy Sec-
tor Management, 14(6), 1297-1314. https://doi.org/10.
1108/ijesm-11-2019-0012

Wojnarowska, M., Sołtysik, M., & Prusak, A. (2021). Impact
of eco-labelling on the implementation of sustainable
production and consumption. Environmental Impact
Assessment Review, 86, 106505-106505. https://doi.org/
10.1016/j.eiar.2020.106505

Wong, J.Y., Wong, H.S., & Wong, W.P.M. (2020). Green
products purchase intention: A study of Sibu Sarawak.
Journal of Social Sciences and Humanities, 17(1), 62-79.

Yi, M.Y., & Davis, F.D. (2003). Developing and validat-
ing an observational learning model of computer soft-
ware training and skill acquisition. Information systems
research, 14(2), 146-169. https://doi.org/10.1287/isre.
14.2.146.16016

Zajonc, R.B. (1980). Feeling and thinking: Preferences need
no inferences. American psychologist, 35(2), 151-151.
https://doi.org/10.1037//0003-066x.35.2.151

Zameer, H., Wang, Y., & Yasmeen, H. (2020). Reinforc-
ing green competitive advantage through green pro-
duction, creativity and green brand image: implications
for cleaner production in China. Journal of Cleaner Pro-
duction, 247, 119119. https://doi.org/10.1016/j.jclepro.
2019.119119

Zaremohzzabieh, Z., Ismail, N., Ahrari, S., & Samah, A.A.
(2021). The effects of consumer attitude on green pur-
chase intention: A meta-analytic path analysis. Journal
of Business Research, 132, 732-743. https://doi.org/10.
1016/j.jbusres.2020.10.053

Zhang, L., Fan, Y., Zhang, W., & Zhang, S. (2019). Extending
the theory of planned behavior to explain the effects of
cognitive factors across different kinds of green prod-
ucts. Sustainability, 11(15), 4222-4222.

19 | P a g e

https://doi.org/10.1108/bfj-06-2016-0295
https://doi.org/10.1108/bfj-06-2016-0295
https://doi.org/10.1002/bse.2648
https://doi.org/10.3390/su14105939
https://doi.org/10.1002/mar.10101
https://doi.org/10.5267/j.msl.2020.9.022
https://doi.org/10.1080/0965254x.2016.1240219
https://doi.org/10.2139/ssrn.4941142
https://doi.org/10.1016/s2212-5671(15)00123-9
https://doi.org/10.1016/s2212-5671(15)00123-9
https://doi.org/10.24052/bmr/v13nu02/art-18
https://doi.org/10.24052/bmr/v13nu02/art-18
https://doi.org/10.1002/sd.2093
https://doi.org/10.1002/sd.2093
https://doi.org/10.1108/jcm-06-2019-3257
https://doi.org/10.1108/jcm-06-2019-3257
https://doi.org/10.1177/21582440221102441
https://doi.org/10.1177/21582440221102441
https://doi.org/10.1108/ijesm-11-2019-0012
https://doi.org/10.1108/ijesm-11-2019-0012
https://doi.org/10.1016/j.eiar.2020.106505
https://doi.org/10.1016/j.eiar.2020.106505
https://doi.org/10.1287/isre.14.2.146.16016
https://doi.org/10.1287/isre.14.2.146.16016
https://doi.org/10.1037//0003-066x.35.2.151
https://doi.org/10.1016/j.jclepro.2019.119119
https://doi.org/10.1016/j.jclepro.2019.119119
https://doi.org/10.1016/j.jbusres.2020.10.053
https://doi.org/10.1016/j.jbusres.2020.10.053


Journal of Sustainable Marketing (2025) | 1 – 20 | Afifa et al. (2025)

Zinkhan, G.M., & Carlson, L. (1995). Green advertising and
the reluctant consumer. Journal of advertising, 24(2),

1-6. https://doi.org/10.1080/00913367.1995.10673

© The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license. 

You are free to: 

Share — copy and redistribute the material in any medium or format. 

Adapt — remix, transform, and build upon the material for any purpose, even commercially. 

The licensor cannot revoke these freedoms as long as you follow the license terms. 

Under the following terms: 

Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.

You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use. 

No additional restrictions — You may not apply legal terms or technological measures that legally restrict others from 

doing anything the license permits.

2025

20 | P a g e

https://doi.org/10.1080/00913367.1995.10673

	Introduction
	Literature Review and Hypothesis Development
	Theory of Planned Behavior 
	Green Brand Affect 
	Green Purchase Intention 
	Green Brand Trust
	Green Brand Attitude
	Green Brand Image
	Mediating Role of Green Brand Trust
	Mediating Role of Green Brand Attitude 
	Mediating Role of Green Brand Image

	Methodology
	Description of Study Context for Participants
	Sample Size and Data Collection 
	Measures

	Results and Analysis
	Measurement Model Assessment
	Common Method Bias Test
	Structural Equation Model & Hypothesis Testing

	Discussion
	Theoretical Implications
	Managerial Implications 

	Limitations and Future Research
	Conclusion

