BAB YV

PENUTUP DAN IMPLIKASI MANAJERIAL

Bab ini menyajikan ringkasan hasil penelitian yang mencakup temuan-
temuan utama beserta kendala-kendala yang dihadapi selama pelaksanaan studi.
Selain itu, dijelaskan pula implikasi manajerial yang bisa dijadikan panduan dalam
praktik bisnis berdasarkan hasil penelitian. Peneliti juga memberikan rekomendasi
untuk pembuat kebijakan dan para peneliti selanjutnya sebagai bahan pertimbangan

dan referensi bagi studi-studi mendatang.

5.1. Kesimpulan

1. Pengaruh Persepsi nilai hijau terhadap Citra Merek (H1)

Persepsi nilai hijau berpengaruh positif dan signifikan terhadap citra merek New
Balance. Dengan meningkatnya persepsi akan manfaat lingkungan produk seperti
penggunaan bahan daur ulang dan proses produksi ramah lingkungan konsumen
akan semakin mengasosiasikan New Balance dengan komitmen terhadap
keberlanjutan, sehingga citra merek sebagai perusahaan pendukung lingkungan

hijau menjadi semakin kokoh.

2. Pengaruh Persepsi nilai hijau terhadap Sikap (H2)

Persepsi nilai hijau juga berpengaruh positif dan signifikan terhadap sikap
konsumen. Ketika konsumen merasakan nilai lingkungan dari suatu produk,
misalnya pengurangan jejak karbon atau dampak limbah plastik yang lebih rendah,
mereka cenderung mengembangkan sikap yang lebih mendukung dan antusias

terhadap merek tersebut.

3. Pengaruh Citra Merek terhadap Sikap (H3)

Citra merek terbukti berdampak positif dan signifikan pada pembentukan sikap

konsumen. Konsumen yang telah memiliki gambaran positif tentang reputasi dan
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nilai-nilai merek termasuk kualitas, inovasi, dan tanggung jawab sosial akan
menumbuhkan sikap yang lebih loyal dan terbuka terhadap penawaran dan

komunikasi pemasaran selanjutnya.

4. Pengaruh Corporate Social Responsibility terhadap Citra Merek (H4)

CSR memberikan kontribusi positif dan signifikan dalam memperkuat citra
merek. Program-program sosial, etika, dan kemitraan komunitas yang dijalankan
perusahaan mampu meningkatkan kepercayaan konsumen, sehingga mereka
melihat merek sebagai entitas yang tidak hanya berorientasi pada profit, tetapi juga

peduli pada kesejahteraan lingkungan dan masyarakat.

5. Pengaruh Corporate Social Responsibility terhadap Niat Pembelian (HS)

CSR tidak menunjukkan pengaruh langsung signifikan terhadap niat pembelian
sepatu dengan konsep berkelanjutan New Balance. Meskipun program tanggung
jawab sosial memperbaiki reputasi dan kepercayaan, hal tersebut belum cukup
memicu konsumen untuk membuat keputusan pembelian secara instan tanpa faktor

pemicu lain seperti harga atau kebutuhan mendesak.

6. Pengaruh Konformitas Konsumen terhadap Sikap (H6)

Konformitas konsumen berpengaruh positif dan signifikan terhadap sikap.
Tekanan atau dorongan dari lingkungan sosial misalnya teman sebaya, komunitas
daring, atau tren media sosialmendorong konsumen untuk mengadopsi sikap yang
selaras dengan norma kelompok, sehingga mereka lebih terbuka dan positif

terhadap merek yang sedang populer.

7. Pengaruh Citra Merek terhadap Niat Pembelian (H7)
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Citra merek terbukti mendorong niat pembelian sepatu dengan konsep
berkelanjutan New Balance secara positif dan signifikan. Konsumen yang yakin
bahwa merek memiliki reputasi baik, kualitas terjamin, dan nilai yang sesuai
dengan aspirasi mereka, akan lebih terdorong untuk merencanakan atau berniat

membeli produk dari merek tersebut di masa mendatang.

8. Pengaruh Sikap terhadap Niat Pembelian (HS8)

Sikap konsumen tidak berpengaruh signifikan terhadap niat pembelian dalam data
ini. Hal ini menunjukkan bahwa meski konsumen memiliki sikap positif terhadap
merek atau produk, faktor-faktor lain seperti harga, ketersediaan, atau promosi

khusus lebih dominan dalam menggerakkan keputusan pembelian mereka.

9. Pengaruh Efek Moderasi Kesadaran Lingkungan terhadap Sikap dan Niat
Pembelian (H9)

Kesadaran lingkungan memoderasi hubungan antara persepsi produk hijau
dengan sikap dan niat beli secara positif. Artinya, konsumen dengan tingkat
kesadaran lingkungan tinggi akan menunjukkan sikap yang jauh lebih positif serta
niat membeli yang lebih kuat ketika mereka menilai nilai hijau suatu produk,

dibandingkan konsumen dengan kesadaran lingkungan rendah.

5.2.Implikasi Manajerial

1. Berdasarkan hasil hipotesis 1, maka New Balance dapat menerapkan kode
QR pada setiap produk sepatu yang mengarahkan konsumen ke halaman
berisi berbagai detail fitur ramah lingkungan (asal bahan daur ulang, proses
produksi rendah emisi, sertifikasi), sehingga klaim konsep keberlanjutan
tampil jelas dan kredibel dalam setiap lini sepatu dimana hal ini dapat
meningkatkan kepercayaan serta reputasi New Balance yang akan

meningkatkan citra mereknya.
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2. Berdasarkan hasil hipotesis 2 maka, untuk meningkatkan sikap konsumen,
New Balance dapat menyelenggarakan program experience marketing
berbasis trial berkelanjutan, di mana konsumen dapat mencoba langsung
sepatu New Balance sambil diberikan penjelasan interaktif tentang manfaat
lingkungan produk tersebut, sehingga persepsi keandalan dan nilai hijau
yang lebih besar memperkuat sikap positif dan keyakinan bahwa membeli

sepatu berkelanjutan New Balance adalah pilihan yang tepat.

3. Berdasarkan hasil hipotesis 3 maka, New Balance dapat mengembangkan
sebuah kampanye storytelling terintegrasi yang menonjolkan kisah nyata di
balik inovasi kualitas dan kenyamanan produk New Balance misalnya video
atau artikel singkat yang memperlihatkan proses perancangan dan pengujian
sepatu serta testimoni pengguna sehingga citra merek sebagai inovatif dan
dapat diandalkan langsung membentuk sikap positif konsumen terhadap

produk.

4. Berdasarkan hasil hipotesis 4 maka, New Balance dapat meluncurkan
program penanaman pohon untuk setiap pembelian produk berkelanjutan,
bekerja sama dengan lembaga lingkungan terpercaya, menyediakan
platform digital untuk memantau jumlah pohon yang ditanam, mengajak
konsumen dan karyawan berpartisipasi dalam acara penanaman,
menghitung carbon offset yang dicapai, dan memasukkan capaian ini dalam
laporan sustainability and impact yang dibuat untuk meningkatkan

kredibilitas serta memperkuat citra merek sebagai pilihan sustainable.

5. Berdasarkan hasil hipotesis 5, karena CSR tidak berpengaruh secara
signifikan terhadap niat pembelian, New Balance dapat fokus meningkatkan
kualitas dan fitur produk berkelanjutan, misalnya menggunakan material

daur ulang yang membuat sepatu lebih ringan atau tahan lama, lalu
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komunikasikan manfaat fungsional tersebut secara jelas, sehingga nilai
lingkungan menjadi bagian dari keunggulan produk tanpa menekankan CSR

sebagai pesan terpisah.

. Berdasarkan hasil hipotesis 6 maka, New Balance dapat bisa memamerkan

testimoni dari konsumen atau figur yang dipercaya, yang menyatakan
bahwa sepatu berkelanjutan New Balance terbukti andal dan membuat
mereka dipandang baik oleh orang lain, sehingga calon pembeli merasa
yakin pilithan ini akan memberi kesan positif dan memperkuat sikap

keandalan terhadap merek.

. Berdasarkan hasil hipotesis 7 maka, New Balance dapat memanfaatkan

persepsi kualitas tinggi dengan menegaskan melalui bukti quality assurance
(misalnya perpanjangan warranty) bahwa penggunaan bahan berkelanjutan
(sustainable) justru meningkatkan daya tahan dan performa sepatu,
sehingga memperkuat citra merek New Balance dan mendorong niat

pembelian.

. Berdasarkan hasil hipotesis 8 maka, karena sikap tidak berpengaruh
signifikan terhadap niat pembelian, manajemen sebaiknya mengarahkan
fokus pada aspek yang lebih rasional dan langsung memengaruhi keputusan,
seperti penawaran harga menarik, promosi bundling, atau kemudahan akses
produk, agar konsumen terdorong membeli meskipun sikap mereka belum

sepenuhnya positif..

. Berdasarkan hasil hipotesis 9 maka, karena kesadaran lingkungan

memoderasi secara positif hubungan antara sikap konsumen dan niat
pembelian, manajemen dapat menyampaikan pesan yang bersifat personal

dan menekankan dampak nyata dari keputusan individu seperti jumlah
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sampah plastik yang berhasil dikurangi atau kontribusi terhadap pelestarian
alam melalui pembelian produk sehingga konsumen merasa bahwa sikap
positif mereka benar-benar menghasilkan perubahan, dan hal ini mendorong

niat pembelian secara lebih kuat.

5.3. Keterbatasan Penelitian

Dalam melaksanakan penelitian ini, terdapat beberapa kelemahan yaitu :

1.

Terdapat kesenjangan pada rentang usia 30-35 karena kuesioner tidak
menyediakan kategori tersebut, sehingga responden dalam kelompok usia
ini mungkin tidak terklasifikasi dengan tepat dan mengakibatkan bias pada

hasil demografi usia.

Konsumen seringkali kesulitan menilai secara mendalam upaya
keberlanjutan New Balance karena tidak tersedianya laporan keberlanjutan
publik yang mudah diakses. Konsep keberlanjutan New Balance baru mulai
mendapat sorotan luas sekitar tahun 2021 melalui publikasi laporan tahunan,
sehingga konsumen yang tidak bisa mengakses data publik mengenai aspek
dan upaya keberlanjutan New Balance mungkin belum memahami atau

merasakan manfaat fitur ramah lingkungan pada produk New Balance.

Nilai Adjusted R-square untuk model citra merek dan sikap konsumen
masing-masing adalah 0,563 dan 0,565, yang menunjukkan bahwa sekitar
43,7% dan 43,5% varians dijelaskan oleh variabel lain di luar model saat
ini; hal ini menandakan perlunya memasukkan variabel tambahan dalam

penelitian berikutnya untuk meningkatkan kemampuan prediksi.

5.4. Saran Penelitian

l.

Perbarui instrumen survei agar rentang usia 30-35 tercantum secara

eksplisit atau gunakan pertanyaan usia terbuka yang memungkinkan
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klasifikasi tepat saat analisis. Langkah ini memastikan kelompok usia ini
terwakili secara memadai sehingga distribusi demografis lebih akurat dan
potensi bias dapat diminimalisir. Dengan data yang lebih lengkap,
perbandingan antar kelompok usia menjadi lebih valid, terutama jika

terdapat perbedaan sikap atau preferensi khas di rentang usia tersebut.

Penelitian selanjutnya dapat menggunakan wawancara mendalam atau
diskusi kelompok untuk mengeksplorasi persepsi konsumen tentang
inisiatif keberlanjutan New Balance. Dalam dialog ini, kaji pengalaman
pribadi dengan produk New Balance, imaji emosional yang muncul ketika
mendengar klaim ramah lingkungan, serta bagaimana narasi keberlanjutan
itu resonan atau sebaliknya terasa kurang relevan dengan gaya hidup dan
nilai mereka. Temuan langsung dari konsumen akan mengungkap apakah
pesan dianggap autentik, hambatan pemahaman, dan elemen cerita yang

perlu diperkuat sebelum merancang survei kuantitatif lebih lanjut.

Penelitian selanjutnya dapat mengeksplor maupun menambahkan variabel-
variabel lain seperti brand trust, sustainability literacy, pengalaman dengan
produk hijau, untuk menjelaskan sebagian dari 43,7% dan 43,5% yang tidak

ter-cover.
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Pengaruh Corporate Social Responsibility Niat Pembelian pada Environmentally

Friendly Shoes New Balance
About New Balance

New Balance adalah perusahaan olahraga internasional yang didirikan pada 1906
dengan keyakinan sederhana: "We were born to move." Saat ini, New Balance
mempekerjakan lebih dari 8.000 orang dan mendistribusikan sepatu serta pakaian
olahraga ke lebih dari 120 negara. Dikenal luas atas standar tinggi dalam kualitas,
kenyamanan, dan kesesuaian produk, New Balance terus berinovasi dalam desain

dan teknologi untuk mendukung performa atlet di semua tingkatan.

Sebagai satu-satunya produsen sepatu besar yang masih dimiliki secara privat,
New Balance memiliki kebebasan untuk mengejar visi jangka panjangnya mulai
dari pengembangan bahan ramah lingkungan hingga investasi di fasilitas
manufaktur mutakhir. Di samping komitmen terhadap inovasi, perusahaan ini juga
berfokus pada keberlanjutan dan tanggung jawab sosial, dengan berbagai program

filantropi dan inisiatif untuk memberi dampak positif pada komunitas global.

Aspek Keberlanjutan New Balance Part 1

https://shorturl.at/geslH

Aspek Keberlanjutan New Balance Part 2

https://shorturl.at/gcslH

Pertanyaan Filter 1
Apakah anda mengetahui brand sepatu New Balance?

1. Iya
2. Tidak (jika tidak, maka pengisian formakan berhenti disini)
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https://www.newbalance.com/on/demandware.static/-/Library-Sites-NBUS-NBCA/default/dw87610e36/pdf/New_Balance_Sustainability_and_Impact_Report_2023.pdf
https://www.newbalance.com/on/demandware.static/-/Library-Sites-NBUS-NBCA/default/dw87610e36/pdf/New_Balance_Sustainability_and_Impact_Report_2023.pdf

Pertanyaan Filter 2

Apakah anda mengetahui konsep keberlanjutan (sustainable) sepatu New Balance?

1.

2. Tidak (jika tidak, maka pengisian formakan berhenti disini)

Iya

Demografi Responden

Jenis Kelamin

1. Laki— laki

2. Perempuan
Usia

1. <=20

2. 21-25

3. 26-30

4. >35
Pendidikan Terakhir

1. SMA/SMK

2. Diploma

3. Sarjana

4. Pasca Sarjana

VARIABEL PERSEPSI NILAI HIJAU (GPV)

NO. Pernyataan STS (TS SS
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Fitur ramah lingkungan pada sepatu New
Balance memberikan kualitas yang

sebanding dengan harganya.

Jika diberi kesempatan, saya dengan
senang hati akan membeli sepatu New
Balance dengan konsep keberlanjutan
(sustainable) karena  sepatu  tersebut

ramah lingkungan.

Sepatu New Balance memiliki lebih
banyak manfaat lingkungan dibandingkan

merek sepatu lain.

Sepatu  New Balance memberikan
perhatian yang lebih pada lingkungan

alam dibandingkan merek sepatu lain.

VARIABEL KESADARAN LINGKUGAN

NO.

Pernyataan

STS

TS

SS

Saat membeli berbagai produk, sayal
memilih produk yang paling ramah

lingkungan.

Saya menghindari membeli produk yang

dikemas berlebihan.

Saya lebih memilih produk yang memiliki

label sertifikasi ramah lingkungan.
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Saya peduli terhadap kualitas lingkungan
di daerah tempat saya tinggal.

VARIABEL SIKAP

iyang hebat.

NO. Pernyataan STS (TS SS
1 Sepatu New Balance dengan Kkonsep

keberlanjutan (sustainable) dapat

diandalkan.
2 Membeli sepatu New Balance dengan

konsep keberlanjutan (sustainable) adalah

pilihan yang tepat.
3 Saya memiliki sikap positif terhadap

pembelian sepatu New Balance dengan

konsep keberlanjutan (sustainable)
4 Membeli sepatu New Balance dengan

konsep keberlanjutannya (sustainable)

adalah ide yang baik.

VARIABEL CITRA MEREK

NO. Pernyataan STS TS SS
1 Produk New Balance berkualitas tinggi.
2 Produk New Balance dapat dipercaya.
3 Produk New Balance menawarkan fitur
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New Balance telah meningkatkan fitur

produknya selama bertahun-tahun.

Produk New Balance memiliki desain yang

bagus.

Saya merasa nyaman dengan produk New,

Balance.

VARIABEL KONFORMITAS KONSUMEN

NO.

Pernyataan

STS

TS

SS

Saat membeli produk, saya membeli
produk yang direkomendasikan oleh

orang lain

Sebelum membeli suatu produk, saya ingin
mengetahui jenis produk apa yang dapat
memberikan kesan baik kepada orang

lain.

Saya merasakan rasa kebersamaan
dengan membeli produk yang sama

dengan orang lain.

Untuk memastikan saya membeli produk
yang tepat, saya mengamati apa yang

dibeli dan digunakan oleh orang lain.

Jika saya tidak memiliki pengalaman
dengan suatu produk, saya sering bertanya
kepada teman dan keluarga mengenai

produk tersebut.
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Saya sering meminta bantuan teman dan
keluarga untuk membantu memilih

produk yang paling sesuai.

VARIABEL CORPORATE SOCIAL RESPONSIBILITY(CSR)

untuk penelitian dan pengembangan
bahan ramah lingkungan dalam proses

produksinya

NO. Pernyataan STS TS |N S SS

1 Kinerja CSR lingkungan New Balance
sangat baik.

2 New Balance adalah perusahaan yang
menjalankan tanggung jawab sosialnya
dalam hal perlindungan lingkungan.

3 New Balance berupaya Kkeras untuk
mempromosikan perlindungan
lingkungan.

4 New Balance mendedikasikan upayanya
untuk pelestarian lingkungan alam.

S New Balance telah melakukan upaya
signifikan dalam menjalankan tanggung
jawab sosial lingkungan

6 New Balance sangat memperhatikan daur
ulang dan penggunaan kembali bahan
produksi.

7 New Balance mengalokasikan upaya besar
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VARIABEL NIAT PEMBELIAN

lebih memilih untuk membeli sepatu New

Balance dengan konsep sustainability.

NO. Pernyataan STS TS SS

1 Saya ingin membeli sepatu New Balance|
dengan konsep ramah lingkungannya.

2 Saya ingin membeli sepatu New Balance
dengan konsep ramah lingkungannya di
masa mendatang.

3 Saya lebih memilih untuk membeli sepatu
ramah lingkungan New Balance

4 Saya akan merekomendasikan
sepatu  New Balance dengan konsep
ramah lingkungannya kepada teman dan
keluarga saya..

5 Dibandingkan dengan sepatu biasa, saya
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LAMPIRAN 2. SCREENSHOOT KUESIONER GOOGLE FORM

b
.

Pengaruh Corporate Social Responsibility =
Niat Pembelian pada Environmentally

Friendly Shoes New Balance

Halo .4 , perkenalkan saya Fernando Oscar Julio, mahasiswa dari program studi Manajemen di Fakuitas Bisnis
dan Ekonomika. Saat ini, saya sedang melakukan penelitian untuk menyelesaikan tugas akhir dengan judul
‘Pengaruh Corporate Social Responsibility terhadap Niat Pembelian pada Environmentally Friendly Shoes New
Balance". Untuk mendukung penelitian ini, saya membutuhkan partisipasi dari responden yang memenuhi
kriteria berikut:

1. Telah mengenal produk sepatu New Balance.
2. Mengetahui konsep ramah lingkungan sepatu New Balance.

Jika Anda memenubhi kriteria tersebut, saya sangat mengharapkan kesediaan untuk mengisi kuesioner ini.
Partisipasi anda sangat berarti bagi keberhasilan penelitian saya, dan saya pastikan semua informasi yang
Anda berikan akan dijaga kerahasiaannya dan hanya digunakan untuk keperluan akademik sesuai standar

etika penelitian.

Terima kasih banyak atas perhatian dan partisipasinya, semoga diberikan kesehatan dan sukses selalu :)
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About New Balance

<

New Balance adalah perusahaan olahraga internasional yang didirikan pada 1906 dengan keyakinan
sederhana: "We were born to move.” Saat ini, New Balance mempekerjakan lebih dari 8.000 orang dan
mendistribusikan sepatu serta pakaian olahraga ke lebin dari 120 negara. Dikenal luas atas standar tinggi
dalam kualitas, kenyamanan, dan kesesuaian produk, New Balance terus berinovasi dalam desain dan
teknologi untuk mendukung performa atlet di semua tingkatan.

Sebagai satu-satunya produsen sepatu besar yang masih dimiliki secara privat, New Balance memiliki
kebebasan untuk mengejar visi jangka panjangnya mulai dari pengembangan bahan ramah lingkungan hingga
investasi di fasilitas manufaktur mutakhir. Di samping komitmen terhadap inovasi, perusahaan ini juga
berfokus pada keberlanjutan dan tanggung jawab sosial, dengan berbagai program filantropi dan inisiatif untuk
memberi dampak positif pada komunitas global.

VAAAAAAAAAA

Aspek Keberlanjutan New Balance Part 1
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Aspek Keberlanjutan New Balance Part 2
https://shorturl.at/qcsIH
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Pertanyaan Filter 1

Description {optional)

Apakah anda mengetahui brand sepatu New Balance?

[ ¥a

Tidak
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Filter 2

Description (optional)

Apakah anda mengetahui konsep keberlanjutan (sustainable) sepaty New Balance?
Ya
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Demografi Responden

Description {optional)

Mama

Short answer text

Jeniz Kelamin

Laki-Laki

Parempuan

=20

21-25

26-30

*33

Pendidikan Terakhir

SPMAJSME

Diploma

Sarjana

Pascasarjana

>4
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mengedepankan sspek ngkungan.

Description {optional)

harganya.

Sangat Tidak Setuju . st st () - Sangat Setuju

1 2 3 4 3
Sangat Tidak Setuju L L L L I Sangat Setuju

Sangat Tidak Setuju LJ L] L) L LJ Sangat Setuju

Sangat Tidak Setuju s & et et et Sangat Setuju
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Keszadaran Lingkungan didefinizikan sebagai pemahaman menyelursh tentang isu-isu v
lingkungan yang mencakup pengetahuan, nilai, sikap, keinginan bertindak, dan perilaku
nyata yang mendukung keberlanjutan (sustainable)

Description {optional)

Sast membeli berbagai produk, =2y memilih produk yang paling ramsh lingkungan.

Sangat Tidak Setuju W WA L WA W Sangat Setuju

Sangat Tidak Setuju Q 0 Wt o o Sangat Setuju

Saya lebih memilih produk yang memiliki |abel sertifikazi ramah lingkungan.

A, WA FETEERREE -

Sangat Tidak Setuju L L L 9 L Sangat Setuju

Sangat Tidak Setuju (. ':_:' (. . ':_:' Sangat Setuju

109



Sikap didefinisikan sebagai persepsi atau evaluasi konsumen yang bersifat positif atau ¥ :
negatif terhadap suatu produk.

Description (optional)

Sepatu New Balance dengan konsep keberlanjutan (sustainable) dapat diandalkan.

1 2 3 4 5
) Pt # P P o .
Sangat Tidak Setuju W/ - Q U . Sangat Setuju

Membeli sepatu New Balance dengan konsep keberlanjutan (sustainable) adalah pilihan yang tepat.

s n L o -
Sangat Tidak Setuju O O ( O O Sangat Setuju

Saya memiliki sikap positif terhadap pembelian sepatu New Balance dengan konsep keberlanjutan
(sustainable)

P . P Y
Sangat Tidak Setuju O O O O O Sangat Setuju

Membeli sepatu New Balance dengan konsep keberlanjutannya (sustainable) adalah ide yang baik.

1 2 3 4 5
Yy T |f—\ ) -\I .
Sangat Tidak Setuju L O \J P O Sangat Setuju
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Citra merek adalzh keseluruhan persepsi konsumen tentang suatu mersk yang
miempengaruhi keputusan pembelian dan daya saing.

Description {optional)

Sangat Tidak Setuju L L 9 L L

Produk New Balance dapat dipercaya.

Sangat Tidzak Setuju ) ) () () )

Produk Mew Balance menawarkan fitur yang hebat.

Sangat Tidak Setuju L WA - - L
Mew Balance telah meningkatkan fitur produknys selama berishun-tahun.

T, R, N R A

Sangat Tidak Setuju o @ o o O

Sangat Tidzk Setuju L 9] 9 @] i

B4

Sangat Setuju

Sangat Setuju

Sangat Setuju

Sangat Setuju

Sangat Setuju
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Konformitas didefinisikan ssbagai penyesuaian keyakinan atau perilaku sezeorang agar b4
aesuai dengan pandangan orang lain
Description {optional)
Seat membeli produk, saya membeli produk yang direkomendssiken oleh orang lein
1 2 3 4 3
Sangat Tidak Setuju (J ] (J J L Sangat Setuju

Sebehum membeli suatu produk, saya ingin mengetshui jenis produk ape yang dapet memberiken

e FERFFISEEL SEPEEEL Aery S A A A

keszan baik kepada crang lain.

Sangat Tidak Setuju Wt o L Q 0 Sangat Setuju

Saya merasakan raza kebersamaan dengan membeli produk yang sama dengan orang lain.
i = SENSTEAMAAN TEN9E o SamE SEmdEn

i AR e

Sangat Tidak Setuju W 1§ L o Q Sangat Setuju

Sangat Tidak Setuju L LJ L L I Sangat Setuju

Sangat Tidak Setuju @ 9, @] @) Q) Sangat Setuiu
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Konsep Company Sccial Responsibilify berakar dari interaksi antara organizasi, M
pemerintah, dan masyarakat. Ini merupakan wujud komitmen perusahaan dalam
miendukung pembangunan ekonomi yang sustainable melalui fokus pada aspek ekonomi,
gosial, dan lingkungan
Description {optional)
Kinerja C5R lingkungan New Balance sangat baik.
1 2 3 4 3
Sangat Tidak Setuju Q o o o o Sangat Setuju
New Balance adalah perusahaan yang menjalankan tanggung jawab sosialnya dalam hal
periindungan lingkungan.
1 2 3 4 3
Sangat Tidak Setuju Q o o Qo Q Sangat Setuju
New Balance berupaya keras untuk mempromosikan perfindungan lingkungan.
1 2 3 4 3
Sangat Tidak Setuju L L 9 L LJ Sangat Setuju
New Balance mendedikssikan upayanya untuk pelestarian linghungen alam.
1 2 3 4 3
Sangat Tidak Setuju . ':_:' (. (L L Sangat Setuju
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lingkungan

Sangat Tidak Setuju Q o L Wt o Sangat Setuju

Mew Balance sangat memperhatikan daur ulang dan penggunaan kembali bahan produksi.

T A, (RS AANA NAARI A A A

Sangat Tidak Setuju o 1§ W W 1§ Sangat Setuju

New Balance mengalokasikan upaya besar untuk penelitian dan pengemhangan bahan ramah

At A AR A AT AN, NI NI AI A,

lingkungan dalam proses produksinya

A

Sangat Tidak Setuju D L D '::' . Sangat Setuju
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Sangat Tidak Setuju D ':_:' D D ':_:' Sangat Setuju

Sangat Tidak Setuju o Q L ) Q Sangat Setuju

Sangat Tidak Setuju W WA L WA W Sangat Setuju

Sangat Tidak Setuju D I D D L Sangat Setuju

Dibandingkan dengan sepatu biasa, saya lebih memilih untuk membeli sepatu New Balance dengan
e CINGRAn CEMOEn Bepaty NIAEE, Say s e eI JIus Memnel 2epandd censan

konzep sustsinability.
1 2 3 4 3
Sangat Tidak Setuju O L O O o Sangat Setuju
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C5R1

C5R2

CSR3

C5R4

CSR5

CSRE

CSRT

LAMPIRAN 4. HASIL SCREENSHOOT OLAH DATA

1. Kerangka SEM PLS

B2

A

o762 0763 0799 0889 pgs3

Corporate Social Ih:spor\slhﬂlm

AZ

B3

!

A3

v

0.410
ol Q—KOBT(
‘/ rmitas Konsumen 0'333 03?3 0.365 0?76
/ 0808
0313

M

H7
0413
Citra ek

Niat Pembelian

/
0730
0829
0918—,
0874

—

Kesadaran Lingkungan

EA1

/

00
0730~
0741 —»
0789
0839
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Al
AZ
A3
Ad
Bl

EA4
GPV1
GPV2
6PV
6PV
PI1
Pi2
PI3
Fl4
PIS

Kesadaran Lingkungan x Sikap

2. Outer Loadings

Gitra Merek

Corporate Social Responsibillity

3. Cross Loadings

Al
AZ
A3
Ad
Bl

SRV
GPV2
SRV
6PV
PI1
Pi2
Pi3
Pla
PIS

4. Average Variance Extracted (AVE)

Gitra Merek
Q523
Q637
437
Q430
ave2

Corporate Social Responsibillity
0.096
027
0.185
0258
o241

Green Perceived Value

Green Perceived Value
0320
0427
0378
0306
0474
0336
0433
0422

Kesadaran Lingkungan

Kesadaran Lingkungan
0067
0060
0015
o010
0210
0133
0197
0078
0.004
0076
0.193

Konformitas Konsumen Miat Pembelian

Sikap

Konformitas Konsumen
0204
0243

-0135
-0145

Miat Pembelian
0456
37
0312
0445
fuk
0364
0366
0.615
0435
0.005
[hF-}
Q.100

-0048

074
o7s
083

Kesadaran Lingkungan x Sikap

Sikap
0838
0873
0.865
0776
0447
0493
0530
0573
0.490
a3n
0394
0294
0298
0375
0297
0258
0235
0249
Q.16
0151
0072
0250

0051

0084
0038

-0.060
0255
0505

0345
0.506
0512
0348
0214
0320

Kesadaran Lingkungan x Sikap
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0027
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0.151
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Average variance extracted (A -

Citra Merek

Conporate Sodal Responsibillity
Green Perceived Value
Kesadaran Linglungan
Konformitas Konsumen

Niat Pembelian

Sikan

Cronbach’s Alpha

Cronbach's alpha
Citra Merek 0873
Conporate Socal Responsibillity
Green Perceived Value
Kesadaran Lingkungan
Konformitas Konsumen

Niat Pembelian
Sikap

Fornell-Lacker Criterion

066

Composite reliability (rho_al

Citra Merek  Corporate Sodial Responsibillity Green Perceived Value

Citra Merek 0815

Comporate Sodial Responsibillity 0.486 0812

Green Perceived Value 0499 D148 0.858
Kesadaran Lingkungan -0.0m6 Q222 -03m
Konformitas Konsumen -001s D167 0.085
Niat Pembedian 0.560 0212 0320
Sikap 0622 02 0.449
F Square

Citra Merek  Comporate Social Responsibillity Green Perceived Value Kesadaran Lingkungan

Citra Merek
Corporate Social Responsibillity 0743
Green Perceived Value 0772

Kesadaran Lingkungan
Konformitas Konsumen

Miat Pembelian

Sikap

Kesadaran Lingkungan x Sikap

Q Square+

Q’predict
Citra Merek 0556
Miat Pembelian 0423
Likap 0452

Composite reliability (rho_c)

Kesadaran Lingkungan

0B
0101
0A0%
-0032

Konformitas Konsumen

Konformitas Konsumen

Miat Pembelian
0418

Q041
0843

WD
0831
0918
0805
0929
O
D
0804
Niat Pembedian Sikap
0.827
0067 0811
0402 0475 023

Sikap
0241
0013
0045

0334
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9. Bootstrapping

Original sample (0 T statistics (|OS5TDEV]) F values
Citra Merek -> Niat Pembelian 0.413 2687 0.000
Citra Merek - > Sikap 0487 7173 0000
Corporate Social Responsibillit_. 0572 10581 0.000
Comporate Sodal Responsibillit_. 0.100 1313 0.189
Green Perceived Value -> Citra_ 0584 Sea8 0.000
Green Perceived Value - = Sikap 0.136 2325 0.003
Kesadaran Linghungan -= Miat __ 0382 5739 0.000
Kesadaran Lingkungan x Sikap . 0.586 8793 0,000
Konformitas Konsumen - > Sikap 0410 2318 0000
Silean -= Miat Prmibelian 0178 1.790 (ui74
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1. Introduction

In recent vears, global climate change has stimulated environmental awareness, grad-
ually changing consumers’ purchase decisions [1,2]. Consumers no longer choose products
based solely on price and brand loyalty, but also seek products that mateh their values from
environmental, ethical, and soclal perspectives, o outwardly express their preferences for
sustainable products [3]. In response to the catastrophic environmental pollution caused
by global industrial manufacturing activities, many private companies have become more
environmentally friendly. An increasing number of enterprises ane taking environmental
protection as a core matter of social responsibility [4] to maintain or even enhance their
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brand image [5]. Some companies consider corporate social responaibility (CSR) to be a
steategy for developing a competitive advantage [6].

The footwear iIndustry is one of the major industreies in the world, and the pellution
emitted in production processes can be a substantial burden on the environment. The
carbon footprint in the life cycle of a pair of sneakers is estimated at 14 + 2.7 kg [7].
According to Statista [4] international data, global footwear production totaled 0.5 billion
new pairs of shoes in 20200 I the pollution is not properly managed and alleviated, the
footwear industry will inevitably continue to have a negative impact on the environment.
Among the world's top 100 most valuable brands listed by the global brand consultancy
Interbrand in 2021 [9], Mike ranked 11th and was the only sports brand among the world's
top 20. In recent vears, Mike has committed to sustainable product innovation, investing
heavily in the research and development of sustainable materials. As a result, it is regarded
as one of the most sustainable companies in the world [10,11]. It is clear that Nike not only
supports athletes, but also shows determination to protect the environment as corporate
responsibility and to fulfill C5R in a pragmalic manner.

Previous studies have found that people’s consumption behavior is often influenced
by different social relations, such as family, friends, neighbors, and peers [12]. To conform
to social expectations or align with trends, people may choose to buy the same type or
brand of goods to demonstrate that they fit inte the group. Researchers have called the
phenomenon of individuals conforming o group norms, being easily influenced by a
group, and changing their consumption behavior in reference to the group as consumer
conformity [13,14].

With expanding environmental awareness, those with high environmental awareness
usually pay moere attention to environmental protection and steive to implement environ-
mentally friendly behaviors in their daily lives. In contrast, those with lower environmental
awareness may be less active in environmental protection actions [15]. Sharma and Foro-
pon [16] indicates that although traditional product atteibutes of price, quality, and brand
remain the primary factors influencing sustainable purchase decisions, consumers with
environmental awareness are more likely to purchase green products.

In summary, this study focuses on consumers’ behavior regarding environmentally
friendly sneakers, while investigating whether individuals' level of environmental aware-
ness interacts with consumer purchase intention toward environmentally frendly sneakers.
There has been limited research on the relationship between green perceived value (GPV),
brand image, and consumer attitude [17-20]. Most studies have focused on the direct rela-
tipnship between conformity and behavioral intention or the factors that lead to conformity,
bust have seldom examined the influence of conformity on attitude [21-23]. Considering
the growing trends in sustainable fashion and sustainable sneakers in recent years, this
study aims to investigate the relationships between the GPY of sustainable sneakers and
CSR with brand image and consumer attitude, the influence of conformily on attitude, and
finally whether the above relationships indirectly influence consumer purchase intention.
Ter dov s, this sbudy constructed a new research framework based on the above-related lites-
ature. The research results have both theoretical and practical implications for academics
and practitioners.

2. Literature Review and Hypotheses
2.1, Green Perceived Value

Chen and Chang [4] defines GPV as consumers” overall appraisal of services or prod-
ucts based on environmental desires, sustainability expeclations, green needs, and the
provision of these products” ultimate value. Woo and Kim [15] and Tahir [20] apply a
multidimensional GV construct to explore the relationship between consumer attitude
and purchase intention toward green foods. Lin and Zhou [19] exploved how green brand
positioning connects with nature through utilitarian environmental benefits and builds
brand image through GPY and green brand innovation. Trang et al. [24] demonstrates
that ence consumers perceive that products with green atteibutes have high value, they
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will generate positive attitudes toward them. Chen [25] asserts that if consurmers perceive
a brand to be successful in meeting their green value needs, the brand has fulfilled its
commitment Lo the environmendt.

2.2, Brand Image

Fan [26] defines brand image as consumers” overall perception of a brand, which not
only enhances customers’ memory of a brand, but also influences their purchase behav-
jor [Z7]. According to Yeo et al. [28], brand image can create real and virtual associations in
consumers” minds, which can be used as an evaluation for purchasing products.

The relationship between GPV and brand image is based on the human associative
memory theory proposed by Anderson and Bower [29], which suggests that functional and
emotional benefits may be impaortant in shaping brand image by bramd association [20].
According to Keller [30], brand image represents perceptions regarding a brand and is
stored in consumers’ memory through different brand associations. Since consumers
regard GPV as an important feature of green brands, it can help increase the relevance of
associations and even further influence brand image. Lin and Zhou [19] found thal green
brand innovation positively influences green brand image through GPY, concluding that
GPV s positively correlated with green brand image.

Based on the above, we infer that when consumers have higher GPV, their perceptions
of MNike's brand image will be maore positive. In this regard, Hypothesis 1 is proposed.

HI: Consumers’ green perceived value positively influences Nike's brived image.

2.3 Allitwde

Attitude refers to consumers” favorable or unfavorable perceptions or evaluations
regarding a product [15,31]. According to Dilotsotlhe and Inseng [22], attitude consists of
affective (likes/ dislikes), cognitive (belief and knowledge), and behavioral {wanting to act
in a particular way) elements. Individuals with positive or negative attitudes toward a
particular object may ultimately take action depending on their attitude [35,34].

Kumar et al. [31] found GPV 1o exert a significant influence on consumers” green
attitudes. In addition, researchers such as Tahir [20], Tsekouropoulos et al. [25], and Woo
and Kim [14] demonstrate that GPY positively inflluences consumer attitudes.

Henge, we hypothesize that when consumers perceive more value in Nike sustainable
sneakers, they will have a more positive attitude toward purchasing them. In this regard,
Hypothesls 2 is propased.

H2: Green perceived vilue positively influences consiemer allitude loward purchiasing Nike suslain-
able snenkers.

Fan [26] asserts that building a brand image through CSR can influence consumer
attitude, and consumers are more likely to remember a brand image than product atiributes,
Salehzadeh et al. [26] contends that green brand image influences green brand attitude
and consumer perceptions. Yeo et al. [25] states that the more positive the perceived
brand image, the more positive the consumer's attitude regarding brand products and
their attributes. Lee and Lin [37] argue that consumer perceplion of CSR image positively
infleences their attitude toward the brand.

Based on the foregoing, we infer that consumers” attitude to purchase Nike sustainable
sneakers will be influenced by Nike's own brand image. In this regard, Hypothesis 3
s proposed.

H3: Consumer perceplions of Nike's brand imige positively influence consumer atlibide towrd
puerchising Mike suslainabie sipeakers.
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2.4, Corporate Social Responsibility

The voluntary initiatives that a company undertakes to champion social and envi-
ronmental causes and outwardly communicate to stakeholders Lo garner thelr support
by adopling transparent and ethical processes is defined as CSR [6,38]. Liu et al. [39]
states that CSR s the kind of behavior that demonstrates—through caring for customers or
employess—a company’'s agency in social responsibility.

Rew and Cha [40] assert that companies can use CSR o demonstrate their commilment
toward sociely o consumers, which can improve the recognition and trust in a brand's
image [26,39]. Consumer CSR perceptions can improve brand image [29].

Based on the foregolng, we infer that if consumers perceive that Nike has good CSR
performance, they will have a positive impression regarding Mike's brand image. In this
regard, Hypothesis 4 is propased.

Ha: Mike's CSR perfornuince positively influences its brand inage.

A for the studies on the correlation between CSR and consumer aftitude, Ramesh etal. [41]
found that after people learn about CSR-related activities, their perceplions change and
they form positive brand identification, which leads to positive attitudes and impressions of
the brand. This indicates that consumers will identify with, and develop positive attitudes
toward companies that fulfill their commitment o CSR, and will actively support socially
responsible brands [40 42—44].

Based on the above, we deduce that if Mike is perceived as fulfilling its corporate
social responsibilities on a regular basis, consumets will have positive attitudes toward
purchasing sustainable sneakers of Nike. In this regard, Hypothesis 5 is proposed.

HB5: Consumer perceplions of Nike CSR pasilively infTuerce consiemer allilude toroard purchasing
Nike sustainable sneakers.

2.5, Cansamer Confornmily

According to Martinelli and De Canio [45], conformity is considered a personality
Leail pertaining to the willingness or tendency Lo follow the ideas, values, and behaviors
of others. Conformity causes consumers to likely follow or refer to the values, ideas,
and behaviors of others; such social influence will shape individual awareness, views,
and attitudes.

According to Ou et al. [22], online consumers are influenced by the professional
information, knowledge, or social norms of others o form their own views and behav-
lors. Le et al. [46] indicates that consumers have their own preferences and trust, and
their surrounding friends and Family will influence their attitudes and decisions. Khan-
delwa and Bajpai [47] also demonstrate that consumers” conformity positively influences
comsumer attitude.

Based on the above, we infer that when consumers are influenced by conformity, their
attitude loward purchasing Nike sustainable sneakers should be positively influenced. In
this regard, Hypothesis 6 is proposed.

Heé: Consumer confornuly positively influences consiemer allibwde loward purchising Nike suslain-
able sneikers.

2, Purciese [nfention

Ahmed et al. [45] defines purchase intention as “the likelihood that a consumer will
buy the products or contract the services. Consumers with a higher purchase intention
have stronger urge to pay for products or services”. To apply the coneepl of purchase
intention regarding green products, Chen and Chang [4] defines green purchase inten-
Lion as the possibility thal consumers would be motivated o purchase environmentally
friendly products.
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Ramesh et al. [41] and He and Li [49] also point out that when consumers perceive
a brand to be socially responsible, they will make meaningful brand assoclations and
ultimately support the company’s products. Previous studies have shown thal brand
image positively influences purchase intention [50-52], Therefore, a unique brand image
can be used to differentiate a company and occupy a place in the minds of customers,
thereby guiding consumers’ future consumption decisions [28]. Based on this, we deduce
that Mike's brand image should increase consumers” intention o purchase its sustainable
sneakers. In this regard, Hypothesis 7 is proposed.

HT: Nike's brand image positively inflicences conswmers” intention Lo purclase Nike sistain-
able sneakers.

Rame=sh et al. [41] contends that attitude is the main determinant of behavioral in-
tention. Tahir [20] asserts that GPV directly influences consumer attitude to purchase
green products, and further indirectly influences green purchase intention. According
to Kursan Milakovic et al. [53], when consumers have positive attitudes toward social
media advertisements, they may respond positively o these advertisements and are more
inclined to purchase the advertised products. Furthermore, studies such as Woo and
Kim [158] and Guping et al. [42] also indicate that consumer attitude positively influences
purchase intention.

Based on the above descriptions, we infer that consurmer attitudes toward purchasing
sustainable sneakers from Nike should influence purchase intention toward these sneakers.
Thies, Hypothesis § is proposed in this paper.

Hi: Consumer altitude le purchase the swstainable sneakers of Nike pesitively influences
purchise infentio.

2.7, Enviranmental Aioareness

Ahmed et al. [45] defines enviconmental awareness as sharing knowledge and raising
awareness regarding environmental challenges and solutions. Kusumawati el al. [54]
defines environmental awareness as understanding the importance of the environment and
an attitude toward engaging in attempls to conserve the enviconment.

Wasaya et al. [15] asserts that when consumers have high environmental awareness,
it increases their trust in green products and thele intention to buy them. The research
results of Skallerud et al. [55] differed from those of previous studies, and found that
a high level of environmental awareness may exerl a negative influence on consumer
attitude toward consuming sustainably produced fish, Kusumawati et al. [54] indicates
that environmental awareness strengthens attitudes and interest in environmental behavior
and high eavironmental awareness increases individuals’ revisit intention for sustainable
tourism. Ahmed et al. [45] confirms that consumers with high environmental awareness
are more likely to purchase arganic food.

Based on the foregoing contents, some researchers regard environmental awareness as
a factor affecting purchase intention; however, the purpose of this paper is to investigate
whether the influence of consumer attitude on intention to purchase Nike sustainable sneak-
ers is mediated by environmental awareness. In other words, in this study environmental
awareness s used as an intervening variable affecting the relationship between consumer
attitude and purchase intention. In this regard, Hypothesis 9 s proposed.

H%: Environmental aioareness ias @ mediating effect on consamer atlitide and pierchiese inlention.

3. Materials and Methods
3.1, Research Frvmework

The research framework of the study, which was established based on the above
literature review and hypotheses, is shown in Figure 1. The framework consists of seven
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Brand image
Purchase mbention
HY
¥
—_— e .
Attitudes tovwards Mike
Sustanable Sneakers Enwi tal
AWALENESS

Figure 1. Conceptual framework and hypotheses of the study.

3.2, Research Questionnaire Design

The research tool used in this study was seli-reported questionnaires. In addition
Lo the basic data, actual purchasing experience, and behavior toward Nike products, the
questions on sustainable sneakers were developed based on the literature review. After the
questions were developed, content validation was conducted with experts to ensure that the
questionnaire included clear and complete descriptions te avold misunderstandings among
participants which may lead to them being unable o reflect on the true circumstances
and submit answers that are inconsistent with the faces. In this study, we invited nine ex-
perts and researchers—including educators, sportswear manufacturers, and management
consultants—all of whom had more than 10 years of working experience bo assess the ques-
tionnaize. After oblaining the experts” consent, we disteibuted the questionnalire for them
to complete, review, and revise each question in terms of correctness, appropriateness, and
wording. After the collection of all the experts” opinions, we integrated their suggestions to
revise semantics and add/delete questions, compiling a pre-test questionnaire. A total of 70
questionnaires were distributed in the pre-test, and 62 valid responses were returned. lem
and reliability analyses were immediately conducted o confiem the items and reliability of
each dimension. The formal questionnaire design for this study was finalized according to
this procedure.

This questionnaire was designed to cover eight parts. The first part of the questionnaire
was regarding purchase intention, and was primarily developed referring to the literature
of Darlius and Keni [50] and Nosl et al. [56], with a total of five questions. The second
part examined respondents” environmental awareness, and was developed referring to
Ermolaeva [57] and Skallerud et al. [55] with a total of four questions. The third part covered
attitude, and was developed referring to Woo and Kim [15], Dilotsotlhe and Inseng [32],
and Chen el al. [5E], with a tolal of four questions. The fourth parl explored brand image,
and veferred to Tseng and Lee [21] and Lin et al. [17], with a tolal of seven questions.
The fifth part discussed conformity, and was developed referring to Bearden et al. [59]
and Kang et al. [60], with a tolal of six questions. The sixth part examined CSR, and was
developed referencing Achabou [10], Ho [51], and Zhang and Ahmad [38], with a total of
seven questions. The seventh part covered GPV, and was primarily developed referring
Lo Chen and Chang [4] and Lin and Zhou [19], with a total of four questions. The eighth
part presented respondents’ basic information, including gender, age, education level, and
average monthly income. Excluding the demographic variables, all questions incorporated
a 7-point Likert scale based on respondents’ perceptions or actual situations. A score of
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1 represents the weakest feeling of “strongly disagree” and a score of 7 represented the
strongest feeling of “strongly agree”.

3.3. Sample and Data Collection

This study focuses on Taiwanese consumers” attitudes and intentions to purchase
the sustainable sneakers of Nike, using the domestic population as the study population.
According to Prisa and Sadile [62], Generation Y (1980-2000) consumers are willing to pay
more for green products. Therefore, the research was conducted on an appropriate sample
of young people aged 18 and above and under 30 years old in Taiwan to investigate the
opinions of the national population on the issues of this study.

This study chooses Taiwanese people of 15-24-year-old as the population. After
considering time and cost factors, this study finally adopts convenience sampling, and
employs the online survey to collect the required questionnaire data. There are about
1.9 million people between the ages of 18 and 24 in Taiwan. At the confidence level of

%o and standard error of 0.05, the required ber of samples is 385. Considering the
problems caused by invalid questionnaires, this study decided to increase the number of
required questionnaires to 1.5 times.

A convenience sampling method was chosen g non-probability sampling meth-
ods. A total of 660 questionnaires were distributed through the internet (Google Forms).
After screening and sorting invalid responses, 480 valid and 180 invalid responses were
obtained. The majority of respondents were female (54.4%)—aged 18-24 (51.0%) and 25-30
(28.1%)—and university graduates (66.9°5). As most respondents were young people, their
monthly income was less than NTD 33,000 (60.2%).

Furthermore, according to the survey on the actual behavior of purchasing Nike
sneakers, 301 respondents (62.7°:) were aware of Nike's use of recycled materials to produce
sustainable sneakers, among which 237 (49.4%) had heard about it through social media.
This indicates that online media has become the main channel for consumers to obtain
information. Among the 301 respondents who had heard of Nike using recycled materials
to produce sustainable sneakers, only 64 (13.3%) had purchased Nike sustainable sneakers,
of which 40 (8.3%) primarily based their purchase decision on satisfactory appearance and
function. This indicates that appearance and function remain to be the primary purchase
consideration. Among the 480 respondents, 408 {85%) had purchased Nike sneakers. The
price range of the sneakers purchased was NTD 1,501-3500, for 282 (58.8%) respondents.
Finally, in terms of purchase channels, 309 respondents chose to purchase sustainable
sneakers at one of Nike’s direct-sale stores, constituting 64.4%. This indicates that most
consumers will choose Nike's direct-sale stores to buy environmentally friendly sneakers
in the future.

3.4, Methods of Data Analysis

In this study, we used SPSS25.0 and Smart-PLS 3.3.9 software to examine the relation-
ship between demographic variables and the dimensions investigated, applying structural
equation modeling (SEM) to explore the linear relationship between the variables and test
the overall model, and partial least squares (PLS) to perform the calculation test. Partial
least squares structural equation model (PLS-SEM} has been actively used in various fields
in recent years, including strategic management, intemational management, marketing,
and tourism [63]. The approach is not only suitable for testing theoretical frameworks from
a forecasting perspective [64], but also for measuring the hypothesized relationships in
structural models [65]. According to Tran [66], PLS-SEM is more suitable if the ph
under study is relatively new, and the measurement model is newly developed and has not
been previously validated. Based on the above characteristics, PLS-SEM was chosen for the
model measurement and structural model evaluation since this study focused on predict-
ing consumer purchase intention toward Nike sustainabl kers, the model included
mediating and intervening variables, and the combination of environmental protection and
sneakers is a relatively new topic that has emerged recently.
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4. Resulis
4.1, Tesl Resulls of Mensarement Model Evaliation

A two-stage analysis was adopled for this study. The first stage applied confirmatory
factor analysis (CFA) for scale measurement, and the second stage conducted structural
model analysis for the overall model. After examining the normality of the data, CEA was
performed to test the relationship between the observed variables and latent factors [67].
I gemeral, CFA can be wsed to assess the validity and reliability of unobserved latent
factors [05,69]. Sinee this study adopted questionnaire items developed by other researchers,
we wsed CFA Lo test the appropriateness of our measurement tool for the population of
this study. The Cronbach’s a, factor loading, composite reliability (CR), average variance
extracted {AVE), and discriminant validity values were evaluated referencing Hair et al. [70].

According to Table 1, the factor loadings calculated for each dimension ranged from
(L.539 1o (.%14, which was in line with the standard of more than 0.5 suggested by previous
studies [70]; the Cronbach’s @ values ranged from 0L.767 to 00.956, and the CR ranged from
(L8496 1o (%64, which were all greater than the standard of (.7 suggested by Hair et al_ [70],
indicating that the model had good internal consistency. The AVE values of each dimension
ranged from 0.544 1o 0791, all exceeding the recommended value of 0.5 [70], indicating
that all the dimensions of the study had good convergent validity. According to the
above, the content in Table 1 indicates that all the dimensions of the questionnaire met
the requirements of convergent validity and combined reliability; therefore, the intrinsic
quality of the measurement model is good.

Table 1. (rverview of the measuremaents for reliability test.

Faclar E
imsensions liem Ings Cronbach's & CR AVE  Sources of Adoption
1. Dwould like to bay Nike sustainable e
2. Twould like to buy Nike sustainable [h6ga
sewalkers in the future. :
Purchase ™47} 1d prefer o buy Nike sustainable - N 08 ans D“r:h"“‘ﬁ‘"“ [0
intention i LEN ol etal [54]
4. lwill mecommwnd Nike sustainable sneakers LAEE
o vy frends and relabives. A
5. Compared with ordinary sneakers, [ prefer LA
b buy Mike sustainable sneakers. i
1. When buving a variety of products, | choese .48
the maest erwonmentally friendly products. .
2. lavnid buying overpackaged products. 744 e
Eevvironmgnial 0.757 base  ome  Lmolea bl
AWATCTHSS 3. | prefer produscts with ervironenental 0884 Skallerad et al. [55]
certification labels. :
4. leare about the environmenital quality of the 0839
area where | live. i
1. | think MNike sustamable sneakers are 7
reliable. i
2. Dthink it & the right chaice to buy Mike T Wan & Kim [15];
siastainable sneakers. i Dilatsatihe
Attitude 0572 913 ard & Insemg [22],
3. Thave a pasitive athitude toward buying .80 R L)
Mike sustanable encakers. 4 Chen etal [+]
4. Dthink it & a geod sdea bo buy Mike .66

sistainable sneakers.
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Table 1. Cont.
Dinsenslens e F"u:‘:é' Cranbach's a R AVE Sources of Adepticn
1. 1 think Mike products are of high quality. ILH20
2. 1 think Mike products are insbveethy. ILRS
A 1 think Nike products offer great fosturnes. L. LY
Erand - Tseng, & Lew [21]:
4. | think Mike has been improving it product nar TLEr] {1685 &
Image featuses over th years fax: Unetal [17]
5. 1 think Mike products have gond design. ILH13
. 1 feel comdoetable with Mike produces. ILHAS
7.1 think Mike has a geod reputaban 750
1. When buying products, 1 bay 0.3
products brardds that sthers endorse. :
2. Before buying a product, 1 would like o
kremw what kind of product /brand will make a 744
g imypressian on others.
3. | gain a sense of belonging by buying the DTS
same products  brands as athers. . Boarden et al. [54];
Confoamity 4. To make sure | amn buying the right iLH31 [LE ek Kang et al. [M] ’
et brand, [ abserve what athers ba [LE2
¥
and wse.
5. If | have ni expernence with a
product/brand, [ often ask friends and family iLaSS
far information regarding the product/brard.
f. Laften ask friends and family arcund to help 07
ww chonse the meost suitable product/brand. -
1. [ thank Mike's performance in envinnmsntal .
SR is excellent. .
2. 1 think Mike & a company that fulfills its
secial resporsibility regarding environeental IR
protection.
3. Mike trees hard o promote envisonemental 5T
Comporat protection. Achabou [10];
social 4. Mike devobes st effarts io the preservation of a4 125 ILY964 0791 Hao [51], Zhang &
responsbility the natural enwironment. ’ Ahmad [35]
5. Mike has made considerable effarts to 168
undertake environmental sacial respensability. i
f. MWike attaches inportance o the recycling DA%
and reuse of production materiaks. i
7. Mike devotes corsiderable effort to the
research and develog ¢ af ermvi eally 14491
friendly materiaks far the producion process.
1. The ecoefriendly featares of Nike sneakers 0860
provide good value. .
2. If given the cpporbunity, | wouald gladly buy
Mike sustainable sneakers becanse they are ILH23
Green Chan e Chang 4]
perocved value environmentally frendly 473 913 aFa Lin de Phaw [19]
3. Mike sreakers have misee environmendal DHET
benefits than other brands. A
4. Mike sneakers attach moee invportance to the LA

matural environement than other brands.

To examine the difference between the latent variables in this study, we applied
the Fornell-Larcker [71] test and the Heterotrait-Monoteait ratio of correlations (HTMT),
referencing Henseler el al. [72], to measure the discriminant validity of latent variables. As
suggested by Halr et al. [70], the correlation coefficient between two different constructs

153



Sushainabiling 2022, 14, 14400 Wk 17

in the Farnell-Larcker test should be less than the square root of the AVE by a construct.
Table 2 compares the correlation coeffickents of all the variables in this study with the square
root of the AVE. The square root of the AVE for each variable is greater than the correlation
coefficient between every two variables, in accordance with the criteria suggested by
Hair et al. [70].

Table X. Dhscrimimant valdity:

. Corporale Lrecn
ool el e
Purchase mtenban 0847
Environmental awanersss LT 11765
Consumer altitude il 1525 L6851
Brand imags ik 32 1545 -]
Conformity 015 0:zsr 345 452 738
Corporate sacial responsibility 0de {137 54 153 1434 [LH8Y
Gareen perceived value R4 (1454 ILASE 151& 1408 711 023

Mote: Values in gray present the square meob of the AVE; non-diagenal values present the correlation of each
dimersion with athers.

In addition, the HTMT introduced by Henseler et al. [72] was wsed to test discriminant
validity. The HTMT test is considered the most stringent measure and is highly recom-
mended for the PLS-SEM analysis [73]. Table 3 compares the HTMT values in this study,
revealing values that are all less than the recommended value of 0.85 [72], which indicates
good discriminant validity among the latent variables in this study. Based on the above test
results of the measurement model, we concluded that the measurement model had goo<d
intrinsic and extrinsic qualities.

Table 3. [Mscrimimant vn.lldi.fy“'l'l'MT:l.

. Corporale Lrecn
ool el e
Purchase mtenban
Environmental awanersss 0R2
Consumer altitude i b} 1157
Brand imags (L1 0112 1]
Conformity 0261 iz ILags %512
Carporate secial responsibiline 0445 (e (540 01558 1440
Gareen perceived value T T2 747 155 1r.443 [Ehe

4.2, Stewctural Mudel Analysis

The analysis resulls of the measurement model demonstrated that the model has
good reliability and validity,. We next conducted structural model analysis using the
FLS algorithm to obtain the path coefficient and coefficient of determination (R*) of each
dimension in the model, also analyzing the significance of the structural model wsing
5000 bootstrap resamples [70]. Bootstrapping was applied to measure the structural model
through factor loadings to analyze the significance of the variables and parameter estimates
and confidence intervals to measure the model [70] to determine whether the causal
relationships between the variables hold. The path coefficients and hypothesis validation
are shown in Table 4.
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Table 4. Coefhicients for the structural model.
Standardized Standard
Hypaothesis Coelficlent ———— t=Tatisthes peValues Hesult
H1 Green peroeived value-sbrand image 237 (0wl a544 0 CLIHHI Supported
Hz2 Creen perceived value —+comsumer altibude 1r.452 (105 .45 CUHHI Supported
H3 Brand image -sconsumer attitsde 11333 [l AR CUHHI Supported
Hi Carparate social mesporsibility -sbrand image (L340 il LR il b CLIHHI Supported
H5 Corporate social esponsibility —altibude 023 pillia 3 o4y L] Unsupported
Ha Comfremiby —scorsumer atlinsde [Ilchy LERE T [RLoch ] 0352 Unsupported
H? Brand image-purchase intention (iTh by Tty ikl 04 Unsupported
HH Consumer attitude —vpurchase intention 14368 [y 248617 04 Supported
HY Attitudy 3 gnuirpmmentol owangss 1014 s (267 0750 Unsupported

vpurchise intention

Moo * oo (LS, == p oo (MDD

According to Table 4, GPV pasitively influences brand image and consumer attitude
with coeffickent values of 0277 and 0452 and I-statistics of 4.544 and 6969, respectively;
thus, H1 and H2 are supported. Brand image positively influences consumer attitude
(B = 0333, | = 6.480)%; thus, H3 is supported. CSR positively influences brand image
(B = 034 ¢ = 5.925); thus, H4 is supported.  The coefficient value of CSR influencing
consumer attitude is 0.023 {f = 0.409), and the coefficient value of conformity influencing
consumer attitude is (U037 (1 = 0.931). Both hypotheses failed the test, indicating that H5
and Hé are not supported, and that respondents’ CSR perceplions of Nike and conformity
do not significantly influence their intention to purchase Nike sustainable sneakers. The
coefficient value of brand image influencing purchase indention is -0.017 (0 = 0.366), imply-
ing that brand image does not significantly influence purchase intention; thus, H7 is not
supported. Consumer aftitude positively influences purchase intention (= 0.436; 1 = 2481);
thus, HE is supported. Finally, the t-statistic of environmental awareness on consumer
attitude and purchase intention is 0267, indicating that respondents’ level of environmental
awareness did not affect their intention to purchase Mike sustainable sneakers; thus, H9 is
not supported.

The coefficient of determination B? is a measure of the predictive accuracy of the
model, and indicates the proportion of varance in the dependent varables that is explained
by obwe of more prediclor varlables [65]. Considering the reduction of bias when more
variables are added to the model, Hair et al. [70] suggested that using an adjusted R?
value can be more consistent with the explanatory power of the model. According to
Table 5, the R* value of brand image is 0.324 and 0.321 after adjustment, indicating that
the effective prediction accuracy of GPV and CSR on brand image is 32.1-32.4%. The R
value of attitude ks 0523 and 0.519 after adjustment, revealing that the effective prediction
accuracy of GPV, SR, conformity, and brand image on consumer attitude ks 51.9-52.3%,;
the R? value of purchase intention is 0,488 and 0,484 after adjustment, indicating that the
effective prediction accuracy of brand image and consumer attilude on purchase intention
is 48 4-48.8%. The above results demonatrate that the prediction ability of attitude and
purchase intention is moderate to high. Regarding the prediction ability of GPV and CSK
on brand image of only 32.5%, we speculate that in addition to the above twao variables,
other important factors that influence Nike's brand image were not included in the model.
Thiks line of inquiry is worthy of future investigation.

Table 5. Coefficient of determination for the model.

R: Adjusted R
Brand image 0324 {1321
Attitude 0515 1L51%
FPurchase intentson OL4BS 1484
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PL5-S5EM uses goodness-of-fit {GoF) values to measure the overall quality of the model.
The main purpose is to evaluate whether the theoretical model of this study can adequately
explain the data ebtained from the actual observations, and if theee is a good G i means
that the model is more usable and the estimated parameters are more representative. In
general, GoFsmall = (L1, GoFmedium = 0.25, and GoFlarge = (L.36 [74]. Since no GoF value
was established in PLS-SEM, we performed a seli-calculation, revealing thal the GoF value
of the model was 0535, as shown in Table &, indicating that the model has a good fit
and is appropriate to use as a measurement of people’s purchase intention toward Mike
sustainable sneakers.

Table é. Goodness-of-fit measurement of the research maodel.

Model Fit Measurement Standards
GaFsmall = 0.1
o 0535 GoFmedium = 0.25
GoFlarge = 0.34
SEMR DTS <1105
NFI a0 LB

In this study, the standardized roob mean square residual (SEME] and Bentler—Bonett
normed it index (NF} values were also used to measure the fitness of the model. An SEMERE
value less than (L8 1s generally considered a good fit [75]. The NFI value is between 0 and
1 and a larger MFI value represents a better model fit. According to Table &, the SEME and
NFI values were (L0758 and (.804, respectively; both meel the above criterla and confirm that
the model had a good fit. This means that it is appropriate 1o use this model to measure
people’s purchase intention toward Nike sustainable sneakers.

4.3, Tesl of Medintion and Interference Effects

In this study, the varance accounted for (VAF} value was used to test the mediating
effect. VAF value > 80% indicates a full mediating effect, 80% > VAF value > 20% indicates a
partial mediating effect, and VAF value < 20F% indicates an indivect medialing effect. Table 7
presents the mediating effect test for this study, revealing that GPV and CSR indirectly
Influence consumer attitude through brand image, with VAF values of 30% and B3%,
respectively, indicating partial and full mediating effects. Brand image indivectly influences
purchase intention through consumer attitude with a VAF value of 113%, indicating a full
mediating effect.

Table 7. Mediating effect best.

Latent Yariable

Gireen perceived value
Corporate social
responsibility
Brand image

. : : Direct Indirect Total
Mlediating Variable Dependent Variable Effect Effect Effect VAF
Brand image Consumer attitude 0452 0197 1649 3%
Brand image Consumer attitude 025 0114 1L.137 3%
Consumier attitude Purchass intention —{mz 146 129 113%

In addition, this study examined environmental awareness as an intervening variable
that affects the relationship between attitude and purchase intention. Table 4 reveals a
I-slatistic of environmental awareness on consumer attitude and purchase intention of
0.267, failing the test and indicating that the level of environmental awareness does not
affect purchase intention toward Nike suslainable sneakers.
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5. Discussion
5.1. Relationsieips of Green Perceived Valie and Corporate Social Responsibility with Brand Inuige

The results of the study indicate that GPY and CSR positively influence brand image
significantly, which is consistent with the findings of Trang et al. [24] and Chen [25]. In
other words, when people perceive more green value of Nike sustainable sneakers—such
as environmental protection benefits and symbols—they will more readily recognize Mike's
performance in environmental CSR and regard it as a conscientious company that makes
efforts for the environment and fulfills its commitment to CSE.

5.2 Relationships of Green Perceived Value, Corporite Social Responsibility, Conformity, and
Brand Image with Consuemer Allilude

The results of the study demonstrate thal consumers” attitudes are enhanced when
sustainable sneakers meet their needs for functionality and environmental protection along
with good perceptions and impressions regarding Nike. Additionally, CSR and conformity
do not appear to significantly influence consumer attitude. This paper theorized that CSE
i= not a major factor influencing consumer attitude, as the majority of respondents were
yvoung people, and, as previous studies have determined, this group places less importance
on CSE than older groups [76]. Moreover, some consumers assoclate CSE-related products
with low quality [77]. The result of conformity not significantly influencing consumer
attitude is consistent with Tak's [75] study. The reason may be that young people have
their own ideas and preferences regarding sustainable sneakers, and there s minimal
information on the market through word-of-mouth or social and environmental rorms o
infleence their attitudes.

5.3. Relationships of Consuamer Attitude and Brind Image with Purchase Intention

The results of the study indicate that consumer attitude positively influences purchase
intention in a significant manner and brand image dees not significantly influence purchase
intention, consistent with the resulls of Febrivantoro [79]. Although Nike is a premium
image brand in consumers’ minds, positive perceptions of the brand do rot influence the
intention to purchase Nike sustainable sneakers. According to the previous explanation,
GPV and brand image can be leveraged to increase consumers” positive perceptions of
environmentally friendly sneakers, and thus, their intention to purchase them.

5.4. Effect of Environmental Awvarensss on e Relationship belween Consumer Alitde and
Purchase Intention

The research results indicate that individuals” level of environmental awareness does
not significantly interfere with their purchase intention. Currently, when consumers pur-
chase environmentally friendly sneakers, they primarily focus on function, appearance,
and coloe. It has also been demonstrated that consumers will have less interest in green
consumption if they perceive the green products to be too expensive [30] Based on the
foregoing explanation, environmental awareness does not appear to produce a significant
interference effect in this study.

6. Conclusions
6.1, Minagement Implicetions

From the results of the study, it 1s clear that GFV significantly influences brand image
and consumer attitude. In this regard, Nike needs Lo foster a clear understanding of the
environmental benefits and connolations of sustainable sneakers among consumers. In
contemporary times, as the internet has become the primary source of individuals” infor-
mation acquisition, Nike can enhance the concept and awareness of sustainable sneakers
by broadly sharing information on the internet (video and audio) platforms. In addition,
the brand can also be combined with the road running events favored by Talwanese people
and even provide sustainable sneakers to those who participate in the activities o experi-
ence the function of sustainable speakers. To make people internalize green benelils more
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deeply, in addition to offering various discounts, the company can also eollaborate with
environmental organizations to support public welfare. For example, those who denate
a certain amount Lo a collaborative social cause can get Nike sustainable sneakers as a
donation gift.

Second, voung people are very keen on the fashion value of sneakers. In this regard,
popular fashion elements should be integrated inlo the color and design appearance of
sustainable sneakers with easy-to-match colors as the basis. Colors that are most preferred
by young people can also be incorporated into the design bo creale classic, replica, commerm-
arative, or even co-branded styles to become a trending purchase. Furthermaore, because
voung people do not have high disposable income, price settings should align with their
consumplion capabilities, so that they will be more willing to accept suslainable sneakers.

Nike can also hold events to recycle old shoes, so that consumers can directly par-
licipate in advancing green initiatives and understand all the efforts the company has
made for society. Moreover, through news medla coverage of such events, the company’'s
intentions to promate its CSR commitment can be more fully understood by people, while
simultanecusly publicizing its CSR performance.

6.2 Research Limilations and Futere Research Direclions

In addition to the factors investigated in this paper, many other factors may also
influence people’s intention to purchase Nike sustainable sneakers, such as product knowl-
edge, product invelverment, and brand loyvalty, In this regard, future researchers could
consider a maore expansive arcay of possible factors 1o obtain more comprelensive and
accurate research results. Since environmentally friendly sneakers represent a relatively
new phenomenon and product for many consumers, they are still in the nascent stage
of development and consumers lack enough information about them. Therefore, future
studies could analyze the perceptions and viewpoints of consumers from different cultural
and country backgrounds on enviconmentally friendly sneakers.
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