Rp.

2.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
21:38:09 21 2.000.001 -
tahun Rp.
3.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
21:42:54 21 3.000.001 -
tahun Rp.
4.000.000
12/04/2026 | Ya Ya Ya Perempuan | 22- SMA/SMK | Pelajar/Mahasiswa Rp.
21:46:26 26 2.000.001 -
tahun Rp.
3.000.000
12/04/2026 | Ya Ya Ya Laki-Laki | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
21:50:25 21 4.000.001 -
tahun Rp.
5.000.000
12/04/2026 | Ya Ya Ya Laki-Laki | 22- Sarjana Pelajar/Mahasiswa Rp.
21:58:52 26 3.000.001 -
tahun Rp.
4.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
22:03:22 21 2.000.001 -
tahun
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Rp.

3.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
22:39:47 21 1.000.001 -
tahun Rp.
2.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- Sarjana Pelajar/Mahasiswa Rp.
22:45:48 21 4.000.001 -
tahun Rp.
5.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- Sarjana Pelajar/Mahasiswa Rp.
22:59:07 21 4.000.001 -
tahun Rp.
5.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
23:03:27 21 2.000.001 -
tahun Rp.
3.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
23:04:30 21 2.000.001 -
tahun Rp.
3.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
23:05:28 21 2.000.001 -
tahun
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Rp.

3.000.000
12/04/2026 | Ya Ya Ya Laki-Laki | 22- SMA/SMK | Pelajar/Mahasiswa Rp.
23:27:57 26 2.000.001 -
tahun Rp.
3.000.000
12/04/2026 | Ya Ya Ya Perempuan | 17- Sarjana Pelajar/Mahasiswa Rp.
23:37:39 21 1.000.001 -
tahun Rp.
2.000.000
12/04/2026 | Ya Ya Ya Laki-Laki | 22- SMA/SMK | Pelajar/Mahasiswa Rp.
23:48:02 26 1.000.001 -
tahun Rp.
2.000.000
12/04/2026 | Ya Ya Ya Laki-Laki | 22- SMA/SMK | Pelajar/Mahasiswa Rp.
23:48:07 26 3.000.001 -
tahun Rp.
4.000.000
12/04/2026 | Ya Ya Ya Laki-Laki | 22- Sarjana Pelajar/Mahasiswa Rp.
23:51:18 26 1.000.001 -
tahun Rp.
2.000.000
13/04/2026 | Ya Ya Ya Perempuan | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
03:09:41 21 1.000.001 -
tahun
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Rp.

2.000.000
13/04/2026 | Ya Ya Ya Perempuan | 22- Sarjana Pelajar/Mahasiswa Rp.
06:14:07 26 2.000.001 -
tahun Rp.
3.000.000
13/04/2026 | Ya Ya Ya Perempuan | 22- Pasca Karyawan Swasta > Rp.
06:55:05 26 Sarjana 5.000.000
tahun
13/04/2026 | Ya Ya Ya Perempuan | 22- Sarjana Pegawai Magang Rp.
07:17:53 26 2.000.001 -
tahun Rp.
3.000.000
13/04/2026 | Ya Ya Ya Perempuan | 22- Sarjana Karyawan Swasta Rp.
08:04:10 26 4.000.001 -
tahun Rp.
5.000.000
13/04/2026 | Ya Ya Ya Perempuan | 17- SMA/SMK | Pelajar/Mahasiswa Rp.
09:50:01 21 2.000.001 -
tahun Rp.
3.000.000
13/04/2026 | Ya Ya Ya Perempuan | 22- SMA/SMK | Pelajar/Mahasiswa Rp.
10:15:27 26 2.000.001 -
tahun Rp.
3.000.000
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13/04/2026 | Ya Ya Ya Perempuan | 22- SMA/SMK | Pelajar/Mahasiswa > Rp.
15:16:15 26 5.000.000
tahun
13/04/2026 | Ya Ya Ya Perempuan | 22- Diploma Wiraswasta/Freelancer | > Rp.
17:15:39 26 5.000.000
tahun

14/04/2026 | Ya Tidak
01:57:53
14/04/2026 | Ya Ya Ya Perempuan | 22- SMA/SMK | Pelajar/Mahasiswa Rp.
02:01:03 26 2.000.001 -
tahun Rp.
3.000.000
14/04/2026 | Ya Ya Ya Perempuan | 22- Sarjana Karyawan Swasta > Rp.
15:48:01 26 5.000.000
tahun
Jawaban Pertanyaan
G|G|G|G|G|G|G|Cc|jCc|jc|jc|jc|Cc|CcC|C|G|G|G|G|G|N|[N|N|N|N
MMM M M MM S|S|S|S|S|S|(S(S BB/ B/ B|B|P|P|P|P|P
1(2|3|4(5|6 |7 | RIR|{R|R|R|{R|R|R|I [I |[I |I |I |H|H|H|H|H
1 /2 (3[4 |56 |7 |8 |12 3|4 |51 ]2 |3 |45
4141414141414 |5|5]|4|4 |54 (4|4 |5]4|4[4]|4|4(3 (4|44
SIS5|S5|5 (5|4 |5(5|5|5|5|5|4|4|5|4|5|5|5|5|5|5]|51|4]5
51555444555 |5|4 |44 |5|5|5|5|5|5|5|5]|5]|5]5
SIS5|S|5|5|5|5|5[5|[5|5|5|5|5|5|5|5|5|5|5|5|5]|5]|5]5
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Lampiran 4 Hasil Olah Data Statistik

1. Olahan Data Statistik

Indicators: | Indicator Correlations = Raw File
No. Missing Mean
GM1 1 0 4319
GM2 2 0 4341
GM3 3 0 4.348
GM4 4 0 4.400
GM5 5 0 4415
GM6 6 0 4363
GM7 7 0 4356
CSR2 8 0 4.385
CSR3 9 0 4.385
CSR4 10 0 4407
CSR5 11 0 4378
CSR6 12 0 4459
CSR7 13 0 4.370
CSR8 14 0 4.400
GBI1 15 0 4148
GBI2 16 0 4363
Indicators: I Indicator Correlations | Raw File
No. Missing Mean
CSR4 10 0 4.407
CSR5 11 0 4.378
CSR6 12 0 4.459
CSR7 13 0 4.370
CSR8 14 0 4.400
GBI 15 0 4.148
GBI2 16 0 4.363
GBI3 17 0 4.356
GBl4 18 0 4.385
GBI5 19 0 4.459
NPH1 20 0 4333
NPH2 21 0 4.341
NPH3 22 0 4.289
NPH4 23 0 4.370
NPH5 24 0 4.407

Median Min Max Standard ...
4.000 1.000 5.000 0.674
4.000 1.000 5.000 0.668
4.000 1.000 5.000 0.692
5.000 1.000 5.000 0.742
4.000 1.000 5.000 0.693
5.000 1.000 5.000 0.776
4.000 1.000 5.000 0.694
4.000 2.000 5.000 0.644
4.000 2.000 5.000 0.644
4.000 3.000 5.000 0.624
4.000 3.000 5.000 0.665
5.000 2.000 5.000 0.641
4.000 2.000 5.000 0.664
4.000 2.000 5.000 0.658
4.000 2.000 5.000 0.775

_4.000 2.000 5.000 0.651

Median Min Max Sta;dard
4.000 3.000 5.000 0.624
4.000 3.000 5.000 0.665
5.000 2.000 5.000 0.641
4.000 2.000 5.000 0.664
4.000 2.000 5.000 0.658
4.000 2.000 5.000 0.775
4.000 2.000 5.000 0.651
4.000 2.000 5.000 0.638
4.000 1.000 5.000 0.655
4.000 3.000 5.000 0.568
4.000 2.000 5.000 0.699
4.000 2.000 5.000 0.722
4.000 2.000 5.000 0.687
4.000 1.000 5.000 0.728
4.000 3.000 5.000 0.587
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Excess Ku...
3.790
4.082
3.448
3.134
4.604
2.627
3.450
1.276
0.325

-0.591
-0.660
0.632
0.155
0.286
0.363
0.220

Excess Ku...
-0.591
-0.660

0.632
0.155
0.286
0.363
0.220
0.294
4797
-0.760
-0.173
0.278
-0.184
3.287
-0.684

Skewness
-1.223
-1.279
-1.271
-1.463
-1.583
-1.411
-1.287
-0.909
-0.741
-0.567
-0.610
-0.954
-0.741
-0.809
-0.748
-0.699

Skewness
-0.567
-0.610
-0.954
-0.741
-0.809
-0.748
-0.699
-0.654
-1.403
-0.452
-0.701
-0.861
-0.589
-1.405
-0.409



Lampiran 5 Olahan Data Mentah SEM PLS

1. Hasil Outer Loading

Outer Loadings

| Matrix
Corporat... Green Bra... Green Ma... Niat Pem...
CSR2 0.771
CSR3 0.734
CSR4 0.775
CSR5 0.725
CSR6 0.730
| CSR7 0.757
CSR8 0.827
GBI 0.815
GBI2 0.836
GBI3 0.827
GBI4 0.791

Outer Loadings

= Matrix

l Corporat... Green Bra... Green Ma... Niat Pem...
GBI5S 0.835

GM1 0.878

GM2 0.871

GM3 0.817

GM4 0.831

GM5 0.846

GM6 0.780

GM7 0.851

NPH1 0.836
NPH2 0.773
NPH3 0.825
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Outer Loadings

— | Matrix

Corporat... Green Bra... Green Ma... Niat Pem...

GM2 0.871
GM3 0.817
GM4 0.831

Cons idity ‘
Matrix ﬂi Cronbach's Alpha {;i A {;}; Composite Reliability ﬂi Average Variance Extract...

ronbach... rho A Composi... Average ...

0.930
0.858

0.931
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3. Hasil Cross Loading

Discriminant Validity

|=| Fomnell-Larcker Criter... | 2| Cross Loadings

CSR2 0.771
CSR3 0.734
CSR4 0775
CSR5 0.725
CSR6 0.730
CSR7 0.757
CSR8 0.827
GBI 0.565
GBI2 0.692
GBI3 0.646
GBl4 0.677
Discriminant Validity

|| Fornell-Larcker Criter...

0.659
0.634
0.629
0.561
0.517
0.593
0.666
0.815
0.836
0.827
0.791

Corporat... Green Bra.. Green Ma...

0.551
0.492
0.428
0.357
0.384
0.416
0.520
0.528
0.606
0.567
0.610

|2 Heterotrait-Monotrait ... |15 #

Niat Pem...
0.641
0.621
0.536
0.518
0476
0.564
0.624
0.582
0.697
0.610
0.577

Heterotrait-Monotrait ...

GM1
GM2
GM3
GM4
GMS5

| GMs

| GM7
| NPH1
NPH2
NPH3

|
|
|
GBIS

Discriminant Validity

0.710
0.494
0.516
0.514
0.510
0.476
0.522
0.484
0.631
0.572
0.578

0.835
0.596
0.613
0.576
0.604
0.603
0.563
0.616
0.600
0.595
0.580

|el Cross Loadings E Heterotrait-Monotrait ...

Corporat... Green Bra.. Green Ma...

0.598
0.878
0.871
0.817
0.831
0.846
0.780
0.851
0.423
0.383
0441

|- Fornell-Larcker Criter... ||| Cross Loadings

GM2
GM3
GM4
GM5
GMé
GM7
NPH1
NPH2
NPH3
NPH4
NPH5

0.516
0.514
0.510
0.476
0.522
0.484
0.631
0.572
0.578
0.659
0.559

0.613
0.576
0.604
0.603
0.563
0.616
0.600
0.595
0.580
0.659
0.567

Corporat... Green Bra.. Green Ma...

0.871
0.817
0.831
0.846
0.780
0.851
0423
0.383
0.441
0.492
0.358
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Niat Pem...
0.617
0.452
0483
0.388
0.436
0416
0.455
0467
0.836
0.773
0.825

4| Heterotrait-Monotrait ... 115

Miat Pem...
0.483
0.388
0.436
0.416
0.455
0.467
0.836
0.773
0.825
0.808
0.749

Heterotrait-Monotrait ...

Heterotrait-Monotrait ...



4. Hasil HMTM

Discriminant Validity

|=] Fornell-Larcker Criter... || =] Cross Loadings |=] Heterotrait-Monotrait ...

Corporat... Green Bra... Green Ma... Niat Pem...

Corporat...

Green Bra... 0.907

Green Ma... 0.655 0.784

Niat Pem... 0.859 0.863 0.588

5. Hasil Adjusted R square dan F Square

R Square
[ \ A
i'_j Matrix |15 R Square Eﬁ R Square Adjusted |
‘ R Square R Square ...

Green Bra... 0.729 0.725

Niat Pem... 0.629 0.621
|
f Square

1

| Matrix 1% fSquare

Corporat... Green Bra... Green Ma... Niat Pem...

Caorporat... 0.828 0.167
Green Bra... 0.143
Green Ma... 0.302 0.002
Niat Pem...
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6. Tabel Indirect Effects

Indirect Effects
| Total Indirect Effects || =] Spedcific Indirect Effects

Corporat... Green Bra... Green Ma... Niat Pem...

Corporat... 0.261
Green Bra...
Green Ma... 0.158
Niat Pem...

7. Tabel Path Coefficients

Path Coefficients

) [
| Mean, STDEV, T-Values, P-... d Confidence Intervals j Confidence Intervals Bias ... ld Samples
| -

Original ... Sample .. Standard .. T Statistic... P Values

Corporat... 0.591 0.578 0.085 6.985 0.000
Corporat... 0.419 0.394 0.118 3.554 0.000
Green Bra... 0.442 0.435 0.133 3.320 0.000
Green Ma... 0.357 0.369 0.074 4.812 0.000
| Green Ma... -0.037 0.001 0.125 0.297 0.383
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8. Kerangka SEM PLS

oF *SKRIPSI 2... 2
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role of green brand image
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Abstract

Consumers around the globe are concermed abouwt the emvironment and want to purchass

Wenzhou-Kean Untversity, Wenzhau, China

Corresponderce

ashif Ullah Khan, College of Business and from businesz=s that are more concerned about socisty and the environment. Therefore,
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1 | INTRODUCTION

businesses need to develop theirimage a= socizlly responsible entities and build their green
imzge throush green marketing tactics to enhance the green purchase intentions of their
consumers. The study is quantitative, and 2 convenience sampling technigus is us=d to
collect primary data through 2 zelf-administered guestionnzire comprised of the
In this &3, consumer's knowledge of poflution dermographic profile of the respondents and adopted scales of all the constructs of the study.
The population of the study is students of different universities in the Punjab province of

Pakistan. Statistical tests are performed with the help of SPS5 w20 and PLS_v4 [variance

conarol, strict governance, and demand for
gresn  buying is  increasing  substantizlhy]
{Poltzrygkhin et al., 2008; Wu & Uy, 2022). Mow|  based) on 722 usezble responsas. Green marketing [GM) and corporate socizl responsibility
are more s2nsitve about the social
of businessasg

towards society and expect the whols business|

OONEUMmE:

[C=R) are the independent variables, while green brand image (GBI} is mediating, and green
purchase intention (GPl) is the dependent variable of the study. The results indicate that GM
and C5R improved the GEl =nd built GPIl. This study contributes to the social and

and ethical consideraBons

ogerations to be in faver of society and the i i _
K K environmentzl literature. It may help manzsgers to formulate strategies to enhance the
emdironment. Consumers  sse  businessss
today not only as profit centers but also zs
institutions practical for the problems of the
stzksholders and sodsty and prefer to

purchase from businesses that consider the

‘Green Purchase Intentions of customers by building a Green Brand Image.

REYWORDS
corporate sacial responsibility, green brand image, green marketing, green purchase intentions

nesses [Lee et al., 2013; Rivera 2t al, 2016) 25 now Donsumers are maors mindful

of environment friendly production and green opsrations (Lakatos et al, 2021).

List ol Abbraviations: GBL Green Brand image; GM, Grees Markering: C38, Congenite Socil Such Eresner concerns of consumers snd
Besgensbiily; GH, Graes Parchase imestion; 5F5S, Sutistical Package lor the Sedal Scances; HS, E =

Bus Strat Dew, 2033;6:303-318. wileyaniinelibrary.com/fjowrnal fbed2 @1 2023 ERP Enviranment and John Wiley & Sons Lid. I 503

environment {Ha, 2017). Experts describe “Green Purchase Inteniion™ (GPI)
as the consumer's intention to choose a product whaosz manufacturers
adhere to emvironmentzllyfriendly production practices by putting
emvironmentzl influences of several types (Nur et al., 2021). In other words,
emvironmentzl  duties, ecologically gresnsr  management  and
developmental methods of businesses help to enhance consumer's
attitudes towards the busibusinesses all around the globe spur the crestion

of greener products (Bailey =t al, 2046; Tan et al., 2022).
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From this perspective, the strength of marketing has emerged a5 a
fundamental element in chamging government laws in favor of green
businesses (Shabhbir et al., 2020). This ecologically beneficial strategy gave
rise to green marketing (Bokil & Sinha, 2021; khan et al, 2019). Green
Marketing (GM) is the strategic attempt of businesses to provide
environmentally sustsinable or green products and services (Dangelico &
wincalelli, 2007) to reduce the harmful scological effects by incorporating
numerous gresn practioss into creating and producing eco-friendly goods
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and szervices (Sukhu & scharff, 2018). Green marketing tasks involve
developing, diversifying, s=lling, and advertising schivities that suit the
customer's ecological requirements. It helps to enhance the brand's image
to differentiate products and services and create and achiewe value that
fulfills customer's demands and desires (Mursandi et al, 2020] who are
concerned zbout environmental problems.

In consurmer behavior litersture, conporate socisl responsibility (C5R) is
a dominant and wide-range domain {kKraus =t al., 2022} invalving the issues
relating to legal comgliance, corporate governance, community, workforce
rights, environmeantal suitzhility, welfare practices, philanthropy and market
relations (Pfajfar et al, 2022). vet more imvestizations are required on this
topic in 2vohving nations [waheed et al., 2020).

Dus 0 growing interast in CER, sustzinabality, and other topics, more
and mare businesses are beginning to see the value in integrating green
practices into various commercial duties. Conssquently, it is thought that
societal marketing is from where the idez of green marketing originated
[wang et al., 2020). Other than 3 gresn marksting strategy, conporate socizl
responsibility is also a vital gateway that helps businesses to maximize their
long-term goodwill, helpful to influence socety and stakeholders [Hashim
et al., 2019; Mahr et al, 2001), establish corporate image, credibility, and
customer trust (Bzhta et al., 2021; Fandos-Roig et al., 2020]. italso helpsto
meet Consumers expectstions to remain a well-functioning and st=ble
sconomic unit (Eahta et al, 2021; Maten, 2015). Additionzlly, CSR has
developed o take into account emvironmental and sustsinahbility issues,
bringing it closer to the Circular Economyy (CE| spproach. Circulsr economy
is an sconomic systemn based on the reuse and renewal of materials or
products, especially s a means of continuing production in a sustzinable or
ecodogically friendly way. Cinculzr economy is based on reduce, reuss and
recycle (3R] principles (Su et al., 2013). Simply explzined, the cincular
sConomy is @ cutting-edge economic approach that aims to accomplish
business objectives by boosting the utilizaton of recycled resources and
reducing ecological strain. According to (Ghissfllini et 31, 2018), the “take-
make-consume-dispose” paradigm, which anby considers the life opde of
the products and ignores what has to happen when that Iz oycle is over, is
the foundation of the classic lingar economic modsl. Conseguenthy, some

acgdemics have urged & switch from the conventional linear conomy to the

circular economy (Kuo & Chang, 2021).5ome reszarchers have recantly
combined the concept of CER and circular economy. When it comes to
responsible consumption and production, Agenda 2030

JAEEEM rTaL

emphasizes the need to mowe towards a drcular economy through resource
efficiency and the adoption of & fresh, madern economic medel. It also
addreszas the planet, human prosperity, and people on the issues of
responsible consumption and production. Over time, 3 growing number of
organizations hawe begun to make the shift to 2 drculer economy that is
efficient with resources (Domenech & Bahnwalkowiak, 2019). Consumers'
pro-environmental behavior is still 3 complicated sulbject for study. 1t has
been examined using 3 renge of framewaorks that describe links between
various aspects, including those that are behaviorsl, psychographic and
socioeconamic (Sharma & Foropon, 2008).
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The theory of planned bshavior proposed by (ajzen, 2041), is an
gxtension of theary of reasoned action is & trustworthy and fundamentz!
model of intentions to purchase goods that are environmentally frisndly
[Kalafatis et &l., 1953). It is frequently utilized theoretical modsl to describe
the factors that influence and precede purchasing intention (Maichum et
al., 2046). Environmentzl warensss and concerns have 2 significant role in
making the choice to purchzse gresn ttems (Yadasv B Pathak, 2015).
Businesses are frequently engaging in CSR and green marketing activities,
therefore, creating the better brand image in the minds of the customers
and spurring the green purchase intentions. Yadav and Fathak (2045)
applied theory of planned behavior to green food consumption in Malaysiz,
‘demanstrating that consumers' desire to consume greener foods is 2 crucizl
factor in the sdoption of green products. Green products sre popular and
widely regarded a= an efficient way to protect the environment (Yadav &
Fathak, 2046). Previously considered to be basic and sffordable organic
products, green products have now evolved into & status and luxury symbol.
Environmental concemns are impartant in green purchase decisions (Scott &
wigar-Ellis, 2014). Thersfore, this study adopted the theory of planned
behavior a5 the theorstical foundstion and illustrate that green marketing
efforts and CSR achvities are the two important variables to Planned
Behavior Theoretical model and are the antecedents of creating green
brand image in the minds of consumers and spur the green purchase
intentions.

The study aims to achizve specific goals by contributing to the litersture
through & multidimensional approach of CSR, &M, GBI and GPI. The first
objective of the study is to examine the dirsct impact of green marketing
and corporste sadal responsibility on green purchass intentons in the
Fakizstani markst. The second objective of the study is to x@mine the dirsct
relationzhip between GM and GBI 3nd C5R and GBI The thind aim of the
study is o uncover the medisting role of the green brand image between
&M and GPI and CSR 2nd GFI.

2 | THEORETICAL BACKGROUND AND HYPOTHESES
DEVELOPMENT

21 Green purchase intention

Green purchase intention [GPI) refers to a customer's desire to purchase
green brands that meet their specific needs (auling &

yuligti, 2007, GPI ks getting wider interest from worldly scholars since
customers are now more aware to purchase the products created under
green operations or environment-friendly production procedures and the
fawvorzble attitudes of customers towards green products increase the
peobahbility of cresting & green purchase intention (Amaoako et al, 2020;
Lakstos et al., 2021; Situmorang et al., 2021). Wumerous ressarchers
throughout the world have warked on green purchase attention across a
wariety of sectors and issues (Hou & Sarigdllo, 2022; Mehraj & Cureshi,
2022). The perceptions of individuzls 25 & cognitive assessment process
changes from individuzl to individual on the different basis such as gender,
age, cultwrs, educetion, and so forth. (Sresn et al, 201EL when
determining consumears' intentions to purchase green products, thers are
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some factors to comsider, including belisfs, nesds, walues, drive,
understanding, demographics, and attitudes (Choi & Johnson, z018).
Consumers who are concemed about the emvironment may decide to
partcipate in the way to solve emvironmental issues by modifying their
consumption behavior (Rehman & Dost, 2013). Customers who identify the
properties in 2 brand before making 3 purchase decizion are classified as
green [Harmzsh & Tanwir, 2021; Oliver & Lee, 2010 and responsible
consumers beczuse they use their purchasing power to contribute to the
emironment (Moisander, 2007). Customers with a favorable opinion of
green products or services might b= more focused on green purchasing
(Huang =t al, 2014; “Wang =t sl, 2022} and inclined to purchase
emdronmentzlly friendly zocds and sendoss. According to (Mohd Sukd,
2015}, businesses must focus on green brand positioning to expand and
accomplish their goals. Previoushy, severs| studies have found that green
positioning causes an increase in ConsUmErs green purchase intentions
|Situmorang et al., 2021). Gresn brand postioning and customer value are
positively associzted with green purchase imtentions (Auling & yuliat, 2017;
L3 et al., 2020).

22 |
intention

Green marketing and green purchase

The American Marketing Association [AMA) has defined green marketing as
a marketing technigue for businesses thzt are presumed to be
emdronmentzlly zafe (Kewskuma et al, 2021). Gresn marketing
ENCOMmpasses every oompany's commercal ectivity, from  product
manufacturing, advertizing, pricing, and s=Mling emvironmant-friendly goods
and services to customers. Enviranment-friendly praducts are considered
as zafe, dursble, recyclable, or made from recyded mater
add value to & product, such efforts of organizatons and marketers add

walue to the products and show their interest in environmental issues
|¥artewinats =t &l, 2020). Gresn  marketing  emphasizes  the

emdronmentzlly friendly attributes of products built on the fouwr

compaonents of the marketing mix (4Ps): green products, green pricing,

green place, and gresn promaotions (KarmEwinat et 3l, 2020). Green

marketing becomes 3 premeditzt bl to determing its influences on
customers’ purchase intenfions about gresn or environmentzlly friendly
products (EartEwinata et al, 2020). Customers' intentons and atfitudes
serve 35 an important variable becauss the Theory of Planned Behavior
{(&jzen, 2011) supports that & customer's mindset drives the intentions and
=haviors of customers buying some products (Mostafa, 2007; Petersen et
al., 2018). Grounded on the sbove debate, the study postulated that the
green marketing efforts of the business derive customers’ atention to

purchase green products.

H1. Green Marketing has significant and positive impact on Green
Purchase Intentions.
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23 ] CSR and green purchase intentions

Positive C3SR percephions are more likely to emerge when specific green
[rands deliver adegquate information well about the ingredients and eco-
labeling, as well 35 an asswrance sbout the high quality and preservation
from harm or damage to the individusls, society, or the enwvironment
|Greaves t al., 2013; Mursandi et al., 2020). According to this perspective,
green brands elicit positive purchasing decisions in the minds of their
consumers by aligning the environmental benefits of green brands
Furthermaore, (Dutta & Singh, 2013 also highlighted that significant brand
knowiledge and brand image is strongly and positively ingrained in the
minds, attitude, and intention of consumers to purchase that particular
brand. Scholars have added that positive perceptions about & specific brand
mcrease the [ikelihood of deweloping posiove purchase intention
|Christopher & Luke, 2013; Wang et al., 2021). A reszarch study conducted
in China examined the impact of CER on green purchase intentions with
mediating role of customer green psychology. The findings revezled that
(C5R positively and directly impacts green purchase intention, and customer
green paychology medistes between them (Ahrmad et al, 2023). In 3 similar
manner, reseanchers proposad that C5R is linked with purchase intenfions
and green buying behavior. This iz because the green products intreduced
inta the market serve a5 a too! for developing 3 positive percephion of CSR
activities and |eads to 3 positive purchase intentdon of that products. This
investigation will also look into this ressarch topic. This reasening has not
yet been empirically tested.

HZ. C5R has significant and positve impact on Green Purchase
Intenticns.

24 | Green marketing and green brand image

In 15375, Hennion and Kinnear providad first definition of Green Marketing
as “concerned with all marketing activitis that have served to help cause
environmentzl problems and that may serve to provide 3 remedy for
ervironmental problems” [Dangelico & vocslelli, 2017). Green marketing
has & favorable and substantial influence on purchase decizions and brand
image (Dwipamurtd et al, 201E. Green marketing repressnts a
fundamenizl transformation in 2n organization's working paredigm. it a
type of social marketing that requires collaborative efforts with supplisrs,
rokers, stekeholders, and rivals to obtain ecologically sustainable growth
across the whole value chain and then accomplish the best afternative
which canincrease profitability. it also tries to contribute significantly to the
acosystam with the collaborative sfforts of a1l business cperstions (Skatari”
c et al, 2021). Previously, scholzrs have underaken empinical rezzarch on
the relationship bebween green marksting and brand image and found that
green marketing significantly influences customer's opinions of corporate
image (Mambung & Jang, 2013).

keller defines Brand Image (BI) 35 “brand recognition connected with
brand connections established in customer's memory” The concept of a
good service that customers use, enjoy and reczll 2lmost is referred 1o as
brand image (Suhartini & Pertiwi, 2021). Busineszss use 3 vansty of
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technigques to develop 3 brand image, such as packaging or Izbeling, brand
name, logo, cobor, promotion, and marketing strategies (Keller et al., 2011).
According to Premono et al. (2021), the corporstion must implement a
decent and right spproach in order to gain customers” interest and maintzin
3 competitive advantage ower other compesiors. ConsUMEr trust is
increased through lknowladge about the environmentally friendhy product;
hence influences green brand value to the company (Waitss et al., 2020).
The goal of marketing strategy is to elevate the value of 2 company through
brand image (hukonza & Swarts, 2020). Researchers have also found that
marketing strategies help businesses to achisve environmentzlly friendly
products and comg=titive advantage (Alamsyah et al., 2020). 50, baszd on
supporting literature, the study postulates that green marketing efforts of

businesses affect brand image.
H3. Grean Marketing has significant 2nd positive impact on Green

Brand Image.

25 |
brand image

Corporate social responsibility and green

Corporate Social Responsibility (CSA] is when a company considers it's
social, economic, and environmental impact and develops activities to
ensure 2n overall positive effect (Carroll, 1991; Ruonan & Hong, 2013). Both
C5R =nd circular economy fall within the identical scope of business
endezvors to atsin 3 level of sustsinability (Ghisellini et al,, 2021; Sharma
& Foropon, 2018). CSA activities stiract customers’ sthtudss and feslings
and develop 3 favorable brand image or reputation over time |Bhattachanya
E: Sen, 2004 by differentizting their goods and services. This method
int=grates CSR into business differentiation strategy as an equally crucial
imezstment alongside RED and sdvertising [Gardberg & Fombrun, Z008).
CS5R improves brand image significently (Armandz er sl 20AT;
wiakaturnpias 2t al, 2018; Phan et al., 2021 resulting & positive impact on
purchase intentions. In this er3, public zwareness asbout the socizl
responsibility of businesses to environmentzl protection issues is growing
sustzinability, and resultantly businesses are paying more atention to build
their corparate image as sociafy responsible business to improve their
rand image [Dwipamurti et al., 2018). Companies that sell green products
portray an emvironmentzlly friendly image to their customers, which helps
them gain a large number of loyal customers

[wilsan, 2022). Zo, the following hypothesis is formulated:
JABEEN [Ta

H4. Corporste Sociel Responmsibility has significant and positive
impact on Brand Image.

26 |
intentions

Green brand image and green purchase

Brand image significantly influences consumer green purchasing behavior
as it affects the consumer green perception (Sukd, 2043). Brand image
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contributes signifi@ntly to consumer gresn perception, leading to its green
purchasing atitude. Similarly, another researcher, [Martinez & De
Chernatony, 2004] ststed that brand imzge significantly influences
consumer perception, which consequenthy sffects its green purchasing
attitude. It has been highlighted (Manistis, 2016) that 2 green brand image
allows conzumers to think that purchasing sustzinable and environmentally
friendly products will lead 1o more significant enviranmental protection
outcomes and will do good for society in general. The green brand image
strengthens consumers’ belisfs sbout the sustainable benefits of wsing
green products. The paositive attitude of consumers will liksly lead 1o the
development of positive purchase intentions for the green product
(sicwiliams & Siegel, 2004). In light of this view, it is notable that when
consumers hold a8 positive view of the brand based on the gresn brand
image, they will develop positive purchass intention to gain the conssnsus
of their social group (L== et al, 20M2). & gresn brand image creates
consumer trust and a positive image of the business. (Rahbar & wahid,
2041} zaid that brand image ako depends on consumers” trust in specific
brands. If this level of trust is higher, thers are more chances that 2 positive
orand image will be formed, which will positively influence the green
purchase intenton. Trust fosters the stbtude of consumers towsrds a
particular behavior; as mentonad in the theory of planned behavior and
the presence of the green brand image, the sttitude is mast likely to be
positive, thus fostering positive purchase intentions of consumers {Joshi,
2046). & study invohing 100 visitors st Ciputra Mall Semarang studied the
influence of brand image, environmentzl concern, and ervironmentz
awareness on gr2en purchase intemtions while controlling for perceived
price and product guality. The study demonstrated that green brand image
significantly and positvely affects green purchase intentions (Joshi &
Rahman, 2015). Businesses may strengthen customers green purchase
intentions by creating & sustainable gre=n brand imags in the minds of the
customers. 5, the study postulates the desined link.

H5. Green Brand Image has & significant and positive impact on
Green Purchase Intentions.

27 1 Mediating role of green brand image

Brand image is linksd to the name or symbol a5 well a5 comprizes brand
equity such that if they are altered, brand equity will likewise change
|Rianta, 204E). The brand image repressnts an individual's, communitiss, or

society’s beliefs, ideas, parceptions, and opinions

Greenidarkeing
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FIGURE 1 Research framewaork.
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about a brand and is an essentizl component in the marketing industry
|Dirsehan & Kurtulus,, 2018). According to the empirical research by
\Pratiwi & Ekawat, 2020; Venessa & Arifin, 2017), brand image impacts
purchase intentions. Customers form an opinion about 3 brand based on
their active or passive enoounter with goods or services. Customers are
more likely to prefer @ company's products/ services ower its rivals when
they build favorable views of its products/services [Yung-Chuan Huang &
Liu, 2017). Furthermore, 2 brand image might impact consumer intent, and
severzl studies have proposed different technigues for improving brand
image. In particular, when customers' knowledge of and interest in the
emyironment grows, the company's ecofriendly actions may boost the
corporats image (Teng et al., 2018; Wang et al., 2020). The company's green
brand imags helps foster a good relationship between stakeholders, sttracts
imwestors, and enjoys positive media reviews that increase the company's
brand credibility and reputstion. The successful adoption of green
marketing strategies and CSR policies positively increzses the green brand
image and enhances the green purchase intentions of the customers. In
condusion of litersture reviewed, following hypotheses are formed [see
Figure 1]z

HEa. Gre=n brand image significantly medistes the
relztionship betwsen green marketing and green purchase
intentions of the customers.

HEb. Green brand image significantly mediates the
relzticnzhip betwsen corporate social responsibility and
green purchase intentions of the customers.

£

| RESEARCH METHODOLOGY

31 Sample and data collection

Research design is the spproach or strategy that directs aninvestigation and
shows how data was collected and what analytic approach is used to reach
the conclusion {Sekaran & Bougie, 2003 ). The nonprobability, comvenience
sampling technigue was ussd to acquire the required data. Mostly
researcher prafer this technigue (Wwahead et al., 2020) becauss it saves
rasources and time, gives original responses (Karminsks & bymn, 2047} and
help to bring symmetry in dats (Kotrlik & Higgins, 2001). 4 quantitative
reseanch design is adopted in this study [MMalhotrz et al., 2007).

For the study, 3 unit of analysiz is the consumer level. Fakistani
customers who hawe purchased green products or who hawe been
particularly concerned or pleased by particular gresn brands or items are
the swdy's research object. The target populstion for this stedy was
university students in the Province of Punjsl, Pakistan. University students
are selected &5 3 target population becsuss they have good knowledze
about the green practices, production, environmental concerns, and CSR
activides of the businesses as compared to other consumers of the
products. As young and educated consumers, they are mindful sbout
envirenment-friendly praduction and green operations of the businesses.
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The primary dasta was collected wsing two approaches. &n online
Questionnairs was 5ent 1o university students approached through different
=ocizl madia platforms and groups. Personal visits were also done to some
universities to gensrate genuine responses.

A total of 1000 responses were collected, of which 782 were us=able
for analysis representing a 78.2% response rate. All respondents were users
of reputed brands. Ten universities were targeted, including University of
Agriculture Faisalabad, University of Punjab, University of Health Scences
Lahare, University of Engineering and Technology Lehare, The University of
Lshors, University of Sargodhs, University of Gujret, University of
Education, Ghazi University, and Bahauddin Zakariya Univarsity.

32 | Measurement

Electronic Questionnaire was developed to collect datz based on already
developed scales. In the first step of the pretest, five experts from academia
and industry were requested to identify ambiguities in terms, or meanings
1o ensure the content walidity of the guestdonnaire. In the s=cond stage of
pretesting, quUestionnaires Were 20t o consumers randomly on different
social media platforms. The Quesbonnaine comprized two sections. Section
“a* included questions related to demographic information. Section “B*
includes guestions about the wariables of the study. Five items measured
green Brand Image [e.g., “To implement gresn practices, green firms are
professional,” “To implement gresn practices, gresn firms are sucoessful”
“To implemsant green practices, green firms are having a good reputation,”
et |; Green Marketing was measured by eight items {2.g., “Manufacturing
Eco-friendly Product” “Manufacturing  products through  ecofriendly
process® “Promoting  products  through  ecofriendly  modes  of
communication” eic.). TSR was measured using eight items (e.g., “Froducts
offered by firm mest the demand of function of the target us=rs ar address
an existing problem of society,” “Products provided by firm used ecofriendly
mzterizl resources or renswable resources," “Products guality is consistent
with firm stated commitment™ etc.). GPI is measured by five items |22, 1
choose to buy products that are environment friendhy” *1 intend to buy
green products next Ome because of itz posiove emvironmentsl

contribution,” “I buy green products even if they are more expensive
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TABLE 1 Catz collection instruments.
& Variabls Items
1 GBI 5
2 GM a
3 TSR a
4 GPI 5

JHBEEN rTaL

Source Seale

{Chen, 20000 5- Paint Likert Scale

{Bhatia & Jain, 2013} 5-Paint Likert Scale
{Tiep Le etal, 2021) 5-Puaint Likert Scale

{Mlaichum et al, 2017) 5-Paint Lik=rt Scale

Abbreviations: CSR, corporate social respensibility; GBI, green brand image: GM, gresn marketing; GPI, green purchase intention.

TABLE 2 Description of constructs.
Canstruct Type of madel Indicator Predefined reliability
GEl Fartar 5 1.oo
GM Fartar a Lo
CER Factar a 1.oo
&Pl [Factar 5 1.00

Abbreviations: C5R, corparate social responsibility; GBI, green brand image; GM,

green marketing; GPI, green purchase intention.

than the non-green ones” etc ). All components were measursd Using 8 5-
Likert scale ranging from 1 = Strongly Disagree to 5 = Strongly Agree. Detail
is prasentzd in Table 1.

33 | Data analysis and technigues

Eratistical Package for the Socizl Scences (SPS5 w20| and Partal Lzast
Squanss [PLS-w3.28, variancs-basad) software tools were employed to get
the findings from the dsta set. Following technigues wers wsed to produce
the results in line with the study's objectives. First, researchers have applied
the descriprive statistics approach to gather and interpret the respondent's
profiles. Further measuremant and structural models weres proceeded using
Smart FLS.

4 | RESULTS AND DISCUSSION

41 | Descripticn of constructs

Table 2 depicts the description of the varisbles of the study. The study is
based on four variables, of which two are independent variables [EM, C3R)
one is mediating varizble (G8I1) and one is independent variable [GP1).

42 | Respondent's characteristics

The demographic detsils of the respondsent is given in Tebls 3. Out of totzl
respondents, 70.7% of respondents were Mals, and 28.3% wers Femals.
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55.62% of the respondents belong to the age group 23-27 years. The
majority of the respondents, 52.9%. have the gualification of graduston.

TABLE 3 sendsr and qualification.
Characteristics Detsil Fraguency Percant
Gender Misle &3 07
Female 21 M3
Ape 18 ta 22 47 .01
23t 17 435 55.62
2B ta 37 230 28041
Abaue 32 70 a9
Cualification Graduation 414 519
Mlaster 2R 2B4
MPhil 14 135
PRD a7 47
42 ] Descriptive statistics

& descriptive analysis of predictor and outcome varizbles is assessed and
presented in Table 4. The mean valuss reveal the central tendency of
respondent's replies, while the standard deviation values asszist in the
explanztion of deviatons from the average position. Comelation anzlysis
axplains the relstonship ameong variables. According to (Morgan et al,
2004), & velus 3bove 0.7 shows 2 strong positive relstionship. Results show
that =l vanisbles of the study have 3 strong posttive correlation [see Table
4).

44 | Correlation analysis

To cabculate the relztionship betwsan the adopted warizbles, Pearson's
correlaton approsch was used. Based on Taylor (1991) dedisional criverion
rangs of "1" to “+1" for analybical spproach greater walues validate a
stronger positive effect, whereas lesser valuss show a weaker relstionship

(ses Table 4).
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45 | Confirmatory factor analysis

The purpose of the study i= to examine the connections between GM, C5R,
28], and EP1. Smart LS was used to undertake the analysis since PLS route

modeling iz an established technigue for estimating complicated causs-and-
affect connection models in organizational studies. The ocutcomes of
confirmatory factor analysis (CFRA| ars
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el
correlztion an:

SR 39640 59416 1

GPl 38485 Py JG3E 1

GM 38776 JEEL4T 525 B3 1

GEl 39144 4528 Kol 5EGT BOD 1

rand image; GM, green marketing; GPI,
Ablireviations: CSR, corparate sacial responsibility; GBI, graen b

PNV JA Y4

Abhr AN, average entracted; CR, reliability; VIF, variance inflation facter; o, Cronbach's alpha.
pressnted in Table 5, including AVE, FL (Factor Loadings) valuss. Construct avaluated. First, &l of the item factor koadings of the madsel are higherthan
reliability a5 measured by composits reliability (CR) is also given in the Table the minimum acceptable level of 0.50 (Hair Jr et al., 2004); however, loading
5. To ensure construct validity and reliability, the measurement modsl was abowe 0.7 iz preferred [vinzi et al, 2000). This study had higher reliability
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This study highlights how customer gresn psychology contributes to
the conwersion of C3R and Green Marketing initiatives into suocessful
Economic results 25 determined by Green Purchass Intentions. acconding to

GBI GBL2

L
0.7%0

?

8|8 8 £ 8 2 2

8

T~ 0783
! ! 0738
l—‘ < 0892
CR —om

— 0,857
I_GRS | 0735

0.73%
.

0
—'4

the findings, CSR and Gresn Marketing initiztives will FIGURE 2

Measurement model.

TABLE 7 B sgquare.
Canstruct R sguare R sguare adjusted
GBI 3.476 0474
&Pl 0518 0.516

Abbreviations: GBI, green brand image; G, gresn purchass intentian.

niot hawe the desired effect if the company is unabls to provide its customers
with green products. The results of the study are also consistent with the
previous studies in the following manners. Previous studies confirm that
CSR activities improve the trust level of customers on that business and
consumers prefer those businesses that remain engaged in G5R activities.
Thesz concerns towards the society and emvironment affect consumer's
purchase decizsions. 5o, the results of the study ako infer that businesses
green initiatves in term of green marketing and CSR built the green image
of the business in the minds of consumears and build the specific purchase
intentions in terms of green purchases.
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The results also offer insights into a3 circular economy, showing how
corporations can promote green purchase intentions in this current
‘competitive environment by emphasizing several merging aspects such as

GEM

/ nm/ GBIS

21

GEB
+
0630
0.8

0127

GPIL
.-""
079" GPI2
0531
0.783—F GPB
0.756
orss ¥ G
0341 - ~a
GFIS

C5SA, @M, GBI and circulsr economy. Since numerous ressarchers have
examined the benefits of the drcular economy globally (Liv et a1, 2022; Pan
etal, 2022; walker 2t al, 2022). 5o, prganizations are now focusing heavily
onit

CONCLUSION AND RECOMMENDATION

6.1 | Conclusion

This study examines the impact of Green Marketing and Corporste Socizl
mesponsibility (independent variables] on Green Purchase Intemtions
\dependent variable) through Green Brand Image (medisting varizble]
Primary data is collected from university students in the Punjab province of
Pakistan. The sample size was 782, and data were analyzed with the help of
SPSE and PLS. Descriptive statistics and Correlstion amalyses were
performed to check the relationship among varisbles. & mezsursment
muodel was performed to check the relizbility and validity. The values of VIF
showed that there is no issue of collinearity. & structursl model was
performed to check the hypothesis. Hypothesis HL confirmed that CSR
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positively and significandy impacts Gresn Purchazs Intenton (H1
accepted). Results sko

l__q: teops

mmm

_|“-n

nmm

0.735 .

0.721 {0.000)

LJ

FIGURE 3

Canstruct

C5R —» GBI

R —= GM

GBI —=GPM

GM —= GBI

G —=GRI

Structural model.
Bwalue ]
0.432 0.043
0.410 0.045
Q160 0.041
0.327 0.046
0.373 0.051

T statistics

10.08%

9.012

3945

7173

7.2E9

0432 (0.000)

P values

000
000
000
000

000

0321 {0.000)

0.160 (9.000)

Mbbresiations: BCE, bootstrap confidence interval; C5R, corparate social responsibility; GBI, grean brand image; G,

green marketing; GPI, green punchase intention; 50, standand deviation, LL, kower limit; UL upper limit.

TABLE 9 mledigtion analysis.
Tatal effect Direct effect
[ T ]
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Hypthesis

0,341 (0.000)
act TABLE B
L uL
0.349 0.514
@.317 0.494
0.082 0.241
1.236 0.412
0.273 0.471

Indinact affect
T
B s

nmmmua*
0,831 (0.000)

0.783 (0.000) %
?SMUEW}*

Total effacts.

0.785 {0.000)
T
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0373 7.289 0 0321 E.454 000 Hea

0411 2.012 0 0341 7.161 000 Heb

0.052 0.0E 3253 001 0.025 0.088
0.069 Q.05 3646 000 0.035 0111

Abbreviations: BCE, bootstrap confidenos interval; LL, Iower Bmit; P, p value; S0, standard desiation; T, £ statistics; UL, upper lmit; B, beta valus,

TABLE 10 Decision on hypothesis.

Hypathesi Stabement Decision

H1 G has positive and significant impact Supportad
an GM

H2 (SR has pasitive and significant impact Supportad
an GP

H3 G has positive and significant impact Supported
an GBI

H4 CER has pasitive and significant impact Supportad
an GEI

HE GBI has pasitive and sgnficant impact Supportad
an GP

Hea GBI mediates between the relationship of Supported
G and GPI

Hed GBI madiates betveen the relationship of Supported
CER and GM

Abbreviations: (3R, carporate sodal resporsibility; GM, green marketing: GPI,

green purchase intention; GBI, green brand image.

revealad that there is 3 positive and significant impact of Gresn Marketing
on Green Purchase Intention (H2 accepted).

The study highlights a positive and significant impact of Green
Marketing on Green Brand Image (H3 accepted). Firms should focus on
Green Marketing in order to increase Brand Imzge. Results indicste that
there is a positive and significant impact of Corporate Socizl Responsibility
an Green Brand Image [H4 accepted). Orgenizations should focus on CSR
practices to compate in the market, achisve sustzinzhility and enhance their
Brand Image. The resufts revealed 3 positive and significant impact of Green
Brand Imzage on Green Purchase Intention [HS soospted). The medisting
effect of Green Brand Imags between the relztionship of Green Marketing
and Grzen Purchase Intention was also significant (H. & sccepted). The
medizting =ffect of Green Brand Im3gs betwesn the relationship of C5R and
Green Purchase Intention was also significant (H.b accepted).

Moreover, organizstions and brands rust focus on socizl green
marketing strategies to access potential customers and create & green brand
imags. Im research, we have focused on Fakistani busineszes. Pakistani
businesses are facing many emvironmentzl challenges. The Pakistan
Environmental Protection Agency (PEPA| incorporates strict laws regarding
environmental challengss. Thus businesses should focws on their CSR
activides and marketing to enhance their green brand image and purchase
imtention.

TABLE 11 Effect size of the model and predictve relevance.
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Canstruct TSR GBI GM GPI oF_predict
O5R 0.209 a7

o] 0.028 0.468

G 0.119 0,112

G 0.496

Abbrevistions: C5R, corparate social responsibility; GBI, green brand imags; GM,

green marketing: GPI, green purchase intention.

6.2 | Managerial implications

The study confirms that there is 3 strong positive relstionship between CER,
gresn innowvation, green marketing, and brand image. Managers can use
these results as input to formulzte strategies that will help toincrease green
purchase imtentions. Regardless of promotonal actvities, there are other
factors that can help to enhance brand image. People are conscious of the
envinonment. 5a, there is much importance on green marketing, which will
noft just increase green brand imags but also helps to achisve sustainable
development goals. This study revezled that managers should foous on CSR
activities, which helps to inorease reputation and brand image. Customers
rely on the comments of people while making 3 purchass decision. So,
marketers should focus on onling platforms with great client activity to
mcrease potential customers. This study providas 3 guidsfine to managers
on how to increase Green Brand Image and Green Purchase Intenton. The
study could be beneficizl for managers in decisionmaking regarding CSR
activities and green marketing practicss to improve brand image. Managers
must design maore enficing C3R and green marketing programs for these
chients because many Eresn CONSUMES 2re more interested in businessas
that practice C5R.

6.3 | Theoretical implications

The current study has significant importance due to its contribution ta socizl
and ervironmentsl litersture in the emerging economy of Pakistan. From
theoretical standings, the study identfied the aspects that affect the green
purchase intertions of the censumers. The study has also developed a new
and rigorous spproach for testing and establishing the inter relztionship
betwesn C3R, GM, G81 and GPI The study adds to the body of litersture on
C5R, GM, GBI and GPI in the deweloping country. In the sophisticated
business settings Gm and CSR activitiss may be used as an effective route
between the businesses and the consumers to enhance gresn brand image
im order to increase green purchass intentions. According to this reseanch,
C5R may be 2 useful tool to encourage the adoption of 3 circular economy,
and it iz preferzble for businesses to start with C3R and green marketing
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effiorts befors designing & circular ecanomy model. This stedy's conceptual
framework  [nexwus  betwsen  Green  Marketing, Corporste Social
Responsibility, Brand Imags, and Green Purchase Intention] provides 3 new
confribution to the literature becsuss scant litersture is available on this
relationship.

64 | Limitations

Some shortcomings of the study are explained here. Limitations provide an
opportunity for researchers to prove their efficiency and effectiveness in the
future. Time and rescurces were the first imitations of this study. The
framework of the current study contains two independents, one mediating
and one dependent variable. There was no moderation wariable used in the
framework. The comeenisnce sampling technique was applied for the
current study. This cross-sectional study worked on 3 small zample size of a
single populetion source, students of universities.

65 | Recommendations for future

The same reseanch model can be applied to a different context. The study
muodel can be replicated for future reseanch. In the future, the current study
muodel c3n be wsed in different populations. The sample size can b= changed
for further study. This study did not integrat= any moderating varizble.
Mioderating variables can be used in the future with the same modal. Future
researchers can use other independent wvarisbles in terms of greening
aspects such as green innovation, green practices, and so forth. Future
researchers can wse different mediating veriables [ike environmental
performance, and so forth. Future studies could also wse longitudinal
ivwestigation designs to explore the relstionships. Future research can use
other data-oollection sampling techniques, like a focus group and interview,
o conduct qualitative reseanch. A comparative study can also be performed
in the future. This empirical study shows the current picture of Pakistani
customers’ purchass intentions regarding brands influsnced by the brands'
C5R and Green marksting activitiss.

toreover, due to the quantitative research design of the study, the
‘desired phanomenon is not fully explored. Thersfore, the combinztion of
‘quangtatve and qualitstive research design may help o investigate and
explore the proposed relationships in the framework. Further, the proposed
framework can be extendad by 2dding green innovation and practices.
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APPENDIX &

We assure you that your responss will remain anonyrmous for the research
on the topic of “MNexus betwssn Green Marketing, Corporate Socizl
mesponsibility, Green Brand Image and Gresn Purchase Intention: Evidence
from Pakistan® your responsz will be used for research purpose
accomplishment. In this regard your co-operstion will be  highly
apprecisted.
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Graen Purchase Intention 1 2 3 4 5
GPIL | chease to buy products that are enviranment friendly.
GPIZ Tintend to buy green products next ime because of its pasitive envirenmental contribution.

GRI3 | By green products even if they an M-EreEn anes.

Manufacturing Ceo-friendly Product.

GM2 Manufacturing products through ecofriend|

GMA

G Branding product associating with green m

GME Medifying products ta make them environmentally Friendly

GME Modifying product packaging to suit enviranment

GMT o e in Friendly mannar
GME Using green supply chain for pracurement and distribution.
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