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The Drivers of Green Brand Equity: Green
Brand Image, Green Satisfaction,

and Green Trust
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ABSTRACT. This article proposed four novel constructs
— green brand image, green satisfaction, green trust, and
green brand equity, and explored the positive relation-
ships between green brand equity and its three drivers —
green brand image, green satisfaction, and green trust.
The object of this research study was information and
electronics products in Taiwan. This research employed
an empirical study by use of the questionnaire survey
method. The questionnaires were randomly mailed to
consumers who had the experience of purchasing infor-
mation and electronics products. The results showed that
green brand image, green satisfaction, and green trust are
positively related to green brand equity. Furthermore, the
positive relationship between green brand image and
green brand equity is partially mediated by green satis-
faction and green trust. Hence, investing on resources to
increase green brand image, green satisfaction, and green
trust is helpful to enhance green brand equity.
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Introduction

In recent years, owing to the enormous amount of
environmental pollution which directly connects with
industrial manufacturing in the world, the society has
noticed environmental issues increasing steadily (Chen,
2008a). Because of the attention of the society, more
and more companies are willing to accept the envi-
ronmental responsibility (Chen et al., 2006). Nowa-
days, environmental concern rapidly emerges as a
mainstream issue for consumers because of global
warming, and many companies are seeking to catch the
opportunity. In turn, green marketing becomes more
important for some kinds of products, such as infor-
mation and electronics products (Chen et al., 2006).

However, not all the companies have enough capa-
bilities to market their green products to their con-
sumers. If companies want to adopt green marketing
successfully, then their environmental concepts and
ideas should be integrated into all aspects of marketing
(Ottman, 1992). If companies can provide products or
services that satisfy their customers’ environmental
needs, then their customers would be more favorable to
their products or services. In the advent of environ-
mental era, companies must find an opportunity to
enhance their products’ environmental performance to
strengthen their brand equities.

Because of more popular environmentalism in the
world, the sales of green products have dramatically
increased nowadays, and, therefore, more consumers
are willing to pay higher price for green products
(Chen, 2008b). There are five reasons for companies to
develop green marketing: compliance with environ-
mental pressures; obtaining competitive advantage;
improving corporate images; seeking new markets or
opportunities; and enhancing product value. There-
fore, this study argued that undertaking green mar-
keting for companies could raise their intangible brand
equities. Although the value of brand equity cannot be
accounted for by current financial accounting meth-
ods for most own branding companies (Neal and
Strauss, 2008), creating a strong brand in the market
is one of their main goals because it can provide ben-
efits for them, including less vulnerability to compet-
itive marketing actions, larger margins, and greater
brand extension opportunities (Delgado-Ballester and
Munuera-Aleman, 2005; van Riel et al., 2005).

Although previous studies have paid great attention
to explore the relevant issues of brand image, satisfac-
tion, trust, and brand equity, none explored them
about green or environmental issues. Therefore, this
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study wanted to fill the research gap. This study pro-
posed four novel constructs — green brand image,
green satisfaction, green trust, and green brand equity —
and discussed their implications in the field of green
marketing. In addition, this study developed a research
framework which can enhance green brand equity
from green brand image, green satisfaction, and green
trust. Furthermore, this study summarized the litera-
ture on green marketing and corporate environmental
management into a new managerial framework.
Therefore, the main contribution of this article is to
propose the four novel constructs — green brand image,
green satisfaction, green trust, and green brand equity —
and to extend brand equity research into the envi-
ronmental context. Another contribution of this study
is to provide a research framework to explore the
relationships among green brand image, green satis-
faction, green trust, and green brand equity and to
further undertake an empirical test. This study focused
on finding the correct standpoint and evaluation for
new concepts of green marketing in compliance with
the environmental trends to increase green brand
equity from three drivers: green brand image, green
satisfaction, and green trust.

The structure of this articleis as follows: A literature
review is discussed in ‘‘Literature review and
hypothesis development” section, and five hypothe-
ses are also proposed in this section. In “Methodology
and measurement’ section, this study described the
methodology, the sample, data collection, and the
measurements of the constructs. Next, the descriptive
statistics, reliability of the measurement, factor anal-
ysis, correlation coefficients between constructs, dis-
criminate validity, convergent validity, and the results
of Structural Equation Modeling (SEM) are shown in
“Empirical results” section. In the end, this study
mentioned the discussions about the findings and
implications, and pointed out possible directions for
future research in ““Conclusion and implications”
section.

Literature review and hypothesis
development
Green marketing

Consumer environmentalism has been more prevalent
in the last two decades while consumers are aware of

the environmental problems in the world because of
the impact of infamous environmental disasters and the
rise of environmental protection activities (Mclntosh,
1991). Eventually, consumers become more willing to
purchase products which are more environmental
friendly (Krause, 1993). Because there are more con-
sumers with responsible and environmental attitudes
since the early 1990s, who prefer purchasing products
which generate a minimum detrimental impact on
the environment, the society becomes more con-
cerned with the environment and, in turn, companies
are forced to change their behaviors with regard to
compliance with the society’s environmental concern
(Ottman, 1992; Peattie, 1992, 1995; Vandermerwe
and OIliff, 1990). The environmental pressure is
impossible to ignore, so the companies should develop
new business models that can secure compliance with
the popular green trends nowadays. In recent years,
green marketing is one of the emerging notions in the
field of marketing, and its concept has been widely
accepted and applied in practice. Companies can utilize
the idea of green marketing to generate and to facilitate
any exchange intended to satisfy customers’ environ-
mental needs or wants (Polonsky, 1994). In addition,
green marketing is a much broader concept which
encompasses all marketing activities that are developed
to stimulate and to sustain consumers’ environmental
friendly attitudes and behaviors (Jain and Kaur, 2004).
Previous studies suggested companies can undertake
green marketing activities to investigate consumers’
green attitudes and behaviors, to identify the market of
green products, to stratify the green market into dif-
ferent segments based on the consumers’ needs, to
develop green positioning strategies, and to formulate a
green marketing mix program (Jain and Kaur, 2004).
Because of the more importance of green marketing in
the future, this study discussed the concept of green
brand equity and proposed a research framework to
explore its positive relationships with its three drivers:
green brand image, green satisfaction, and green trust.

The positive effect of green brand image on green
satisfaction, green trust, and green brand equity

Brand image plays an important role in the markets
where it is difficult to differentiate products or ser-
vices based on tangible quality features (Mudambi
etal., 1997). Brand image includes symbolic meanings
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that associate with the specific attributes of the brand,
and it can be defined as a consumer’s mental picture of
a brand in the consumer’s mind that is linked to an
offering (Cretu and Brodie, 2007; Padgett and Allen,
1997). In addition, brand image is a set of perceptions
about a brand reflected by brand associations for
consumers (Cretu and Brodie, 2007; Keller, 1993).
Therefore, Park et al. (1986) argued that brand image
covers functional benefits, symbolic benefits, and
experiential benefits. Based on the above definition,
this study proposed a novel construct, “green brand
image,” and defined it as “‘a set of perceptions of a
brand in a consumer’s mind that is linked to envi-
ronmental commitments and environmental con-
cerns.”

Satisfaction is a delightful degree of post-con-
sumption evaluation or a pleasurable degree of con-
sumption-related fulfillment (Oliver, 1996; Paulssen
and Birk, 2007; Ruyter and Bloemer, 1999). Thus,
satisfaction is a level of overall pleasure or contentment
perceived by a consumer, resulting from the quality of
the product or service to fulfill the consumer’s
expectations, desires, and needs (Mai and Ness, 1999).
Based on the above definitions, this study proposed a
novel construct, ‘“‘green satisfaction,** and defined it as
“a pleasurable level of consumption-related fulfill-
ment to satisfy a customer’s environmental desires,
sustainable expectations, and green needs.”

Corrigan (1996) demonstrated that Ireland had sig-
nificant growth since the promoting of Ireland’s green
image. Furthermore, Hu and Wall (2005) asserted
that the increase of environmental image can enhance
the competitiveness of tourism. Similarly, green
brand image is more important for companies espe-
cially under the rise of prevalent environmental
consciousness of consumers and strict international
regulations of environmental protection. Companies
can embody the concept of green marketing in their
products to obtain the differentiation advantages of
their products (Chen et al., 2006; Peattie, 1992;
Porter and van der Linde, 1995). In addition, firms
investing many efforts in improving their brand
images can, not only avoid the trouble of environ-
mental protests or punishment but also enable them to
enhance their customer satisfaction about environ-
mental desires, sustainable expectations, and green
needs. Because brand image is an important deter-
minant of customer satisfaction, previous studies
posited that there is a positive relationship between

brand image and customer satisfaction (Chang and
Tu, 2005; Martenson, 2007). According to the argu-
ment above, the more the green brand image is, the
higher the pleasurable level of consumption-related
fulfillment is to satisfy the customers’ environmental
desires, sustainable expectations, and green needs.
Thus, this study proposed the following hypothesis:

Hypothesis 1 (Hy):
associated with green satisfaction.

Green brand image is positively

Trust is a level of the confidence that another party
would behave as expected (Hart and Saunders, 1997).
Rousseau et al. (1998) asserted that trust is the inten-
tion to accept vulnerability based on positive expec-
tations of the behaviors or intentions of another.
Previous studies argued that trust includes three
beliefs: integrity, benevolence, and ability (Blau,
1964; Schurr and Ozanne, 1985). In addition, Gane-
san (1994) argued that trust is a willingness to depend
on another party based on the expectation resulting
from the party’s ability, reliability, and benevolence.
Therefore, customer trust can influence their pur-
chasing decisions (Gefen and Straub, 2004). Because
some companies promote their new products which
embody misleading and confusing green claims, and
exaggerate the environmental value of their products,
customers are not willing to trust their products any
more (Kalafatis and Pollard, 1999). Referring to Blau
(1964), Schurr and Ozanne (1985), and Ganesan
(1994), this study proposed a novel construct, “‘green
trust,” and defined it as “‘a willingness to depend on a
product, service, or brand based on the belief or
expectation resulting from its credibility, benevo-
lence, and ability about its environmental perfor-
mance.” Previous studies showed that the image
perceived by a consumer can significantly aftect his or
her behavior (Dowling, 1986; Ratnasingham, 1998).
In addition, image has a positive influence upon
consumer trust because it can diminish the risk per-
ceived by consumers and simultaneously increase the
probability of purchase at the moment of execution of
transaction (Flavian et al., 2005). Therefore, prior
studies have demonstrated that brand image might
influence decision-making of agents involving in the
exchanges, and therefore argued that there is a positive
relationship between brand image and customer trust
(Flavian et al., 2005; Mukherjee and Nath, 2003).
According to the argument above, the more the green
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brand image, the higher the willingness to depend on
the brand based on the belief or expectation resulting
from its credibility, benevolence, and ability about
environmental performance. Therefore, this study
implied the following hypothesis:

Hypothesis 2 (Hy):
associated with green trust.

Green brand image is positively

Brand equity, the intangible brand property, is the
hidden value inherent in a well-known brand name
(Yasin et al., 2007). Higher brand equity can enable
consumers to be willing to pay more for the same level
of quality due to the attractiveness of the name
attached to the product (Bello and Holbrook, 1995).
Previous studies defined brand equity from two per-
spectives: The first definition from the financial per-
spective stresses the value ofa brand to the firm (Simon
and Sullivan, 1993); the second definition from the
consumer perspective highlights the value of a brand
to the consumers (Aaker, 1991; Keller, 1993; Ran-
gaswamy et al., 1993). Although the classic definition
of brand equity is proposed from the added value of
the brand endowed by its name, recent branding lit-
erature has expanded its definition to include a broad
set of attributes that drive customer choice (Yoo etal.,
2000). Aaker (1991) and Keller (1993) explored brand
equity from the consumer perspective based on con-
sumers’ memory-based brand associations. Aaker
(1991) defined brand equity as ““a set of brand assets
and liabilities linked to a brand, its name and symbol
that add to or subtract from the value provided by a
product or service to a firm and to the firm’s cus-
tomers.”” In addition, Keller (1993) posited that brand
equity can create the differential effect of brand
knowledge on consumer response to the marketing of
a brand. Based on the above definitions, this study
proposed a novel construct, ‘“‘green brand equity,”
and defined it as “a set of brand assets and liabilities
about green commitments and environmental con-
cerns linked to a brand, its name and symbol that add
to or subtract from the value provided by a product or
service.” Previous studies suggested that enhancing
brand image is beneficial for the increasing of brand
equity (Faircloth et al., 2001). In addition, Biel (1992)
postulated that brand equity is driven by brand image.
According to the argument above, this study proposed
the following hypothesis:

Hypothesis 3 (Hj): Green brand image is positively
associated with green brand equity.

The positive effect of green satisfaction on green brand
equity

Satisfaction is the level of pleasurable consumption
which fulfills customers’ needs, desires, goals, or so on
(Oliver, 1994; Olsen, 2002). Customer satisfaction is
one of the most widely discussed topics in the mar-
keting field (Oliver, 1996). For example, previous
studies have demonstrated customer satisfaction can
lead to consumer’s purchase intentions (Mai and
Ness, 1999; Martenson, 2007), and repeat purchase
behavior (Chang and Tu, 2005). Consumers who are
highly satisfied with a brand may recall its name
directly, compared to consumers who are less satisfied
with it. Brand equity can precisely represent the
preference, attitude, and purchase behavior of cus-
tomers for a brand (Yasin et al., 2007). In addition,
brand equity is a set of the associations developed
between the attributes of a brand and the benefits
perceived from its customers (Keller, 1993; Krishnan,
1996). Satisfaction for a brand would impact posi-
tively on the strength and favorability of associations
toward it in its consumers’ minds (Pappu and Quester,
2006). Hence, there exists a positive relationship
between customer satisfaction with a brand and its
brand equity (Pappu and Quester, 2006). Moreover,
Kim et al. (2008) demonstrated that consumers’ sat-
isfaction positively affects brand equity and indicated
that brand equity varies with customer satisfaction.
This study proposed two novel constructs, “green
satisfaction’ and ‘“‘green brand equity” in the prior
hypotheses. In turn, the more the green satisfaction
the more the level of green grand equity. Hence, this
study implied the following hypothesis:

Hypothesis 4 (H,): Green satisfaction is positively
associated with green brand equity.

The positive effect of green trust on green brand equity

The literature of relationship marketing suggested
that trust is the main factor on which a relationship
is based (Delgado-Ballester and Munuera-Aleman,
2005). Trust is one of the topics that have attracted
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major interest in the academic community. This is
due to the fact that trust is thought as a strategic action
in the marketing field and an essential ingredient in
the success of relationships (Flavian et al., 2005;
Moorman et al., 1992). Furthermore, to trust a brand
implicitly implies that there is a high probability or
expectancy for its consumers such that the brand
would obtain positive evaluation. Considering brand
trust as expectancy, it is based on the consumer’s belief
that the brand is consistent, competent, honest, and
responsible (Doney and Cannon, 1997). Social
exchange theory indicated that customer trust would
enhance the social embeddedness of the consumer—
provider relationship to further increase the cus-
tomer’s commitment to the relationship (Grayson and
Ambler, 1999; Moorman et al., 1992; Singh and
Sirdeshmukh, 2000). Brand equity is considered as a
relational market-based asset, and it is attached to a
brand and embeds in the relationships with its
customers (Srivastava et al., 1998). Prior research as-
serted that brand trust is important for the increasing
of brand equity and indicated that brand trust is
positively associated with brand equity (Delgado-
Ballester and Munuera-Aleman, 2005; Ganesan,
1994; Morgan and Hunt, 1994). Therefore, customer
trust is a significant determinant of brand equity
(Ambler, 1997). In turn, customer trust affects brand
equity positively (Jevons and Gabbott, 2000; Kim
et al.,, 2008). Some companies launch their new
products which embody unreliable environmental
promises, and fabricate the environmental functions
of their products, and so customers are not willing to
trust their products with the result that their brand
reputation would be impaired (Kalafatis and Pollard,
1999). This study proposed two novel constructs,
“green trust” and “‘green brand equity” in the prior
hypotheses. Connecting the concept of the relation-
ship marketing with a trust-based approach to brand
equity in the environmental context, this study pro-
posed the following hypothesis:

Hypothesis 5 (Hs):  Green trust is positively associated
with green brand equity.

This study postulated that green brand image, green
satisfaction, and green trust are positively related to
green brand equity. In addition, this study argued that
the positive relationship between green brand image
and green brand equity is partially mediated by green

satisfaction and green trust. The antecedent of the
research framework in this study is green brand image
and the consequent is green brand equity, while green
satisfaction and green trust are partial mediators. The
research framework is shown in Figure 1.

Methodology and measurement
Data collection and the sample

The unit of analysis in this study is the consumer level.
This study applied the questionnaire survey to verify
the hypotheses and research framework. The object
of this research study was information and electronics
products in Taiwan. The questionnaires were ran-
domly mailed to consumers who had the experience
of purchasing information and electronics products.
The study referred to previous studies to design
questionnaire items. Prior to mailing to the respon-
dents, six experts and scholars were asked to modify
the questionnaire in the first pretest. Subsequently,
the questionnaires were randomly mailed to 10 con-
sumers who had the experience of purchasing infor-
mation and electronics products and they were asked
to fill in the questionnaire and to identify the ambi-
guities in terms, meanings and issues in the second
pretest. Therefore, the questionnaire of this study had
a high level of content validity. After the second
pretest, the sample was randomly selected from 2008
Yellow Book of Taiwan In order to heighten the valid
survey response rate, this research team called to each
randomly selected consumer who had the experience
of purchasing information and electronics products,
explained the objectives of the study and the ques-
tionnaire contents, and confirmed the names and
addresses of the respondents prior to questionnaire
mailing. The respondents were asked to return the
completed questionnaires within 2 weeks through
mailing. High content validity is a necessary requisi-
tion for the questionnaire survey in this study.
Information and electronics products face the highly
strict international environmental laws or regulations,
such as Montreal Convention, Kyoto Protocol,
Restriction of the Use of Certain Hazardous Sub-
stances in EEE (RoHS), and Waste Electronics
and Electrical Equipment (WEEE), so that consum-
ers need to purchase information and electronics
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Green Brand Image

Green Brand Equity

Figure 1. Research framework.

products which are environmental friendly to satisty
their environmental needs (Chen et al., 2006). This
study sent 650 questionnaires to the consumers who
were sampled. There were 254 valid questionnaires
and 30 invalid questionnaires, and the effective
response rate was 39.1%.

Definitions and measurements of the constructs

The measurement of the questionnaire items was by
use of “five-point Likert scale from 1 to 5 rating
from “‘strongly disagree” to “‘strongly agree.” This
article proposes four novel constructs — green brand
1mage, green satisfaction, green trust, and green brand
equity — and refers to previous studies about
brand image, satisfaction, trust, and brand equity to
develop the definitions and measurements of the four
constructs. This study asked every respondent to
point out a Taiwanese brand of information and
electronics products which is the most impressive for
her or him. Then, every consumer was requested to
regard this brand as the focal brand to fill in the
questionnaire. The definitions and measurements of
the constructs in this study are as follows:

Green brand image. This study referred to Padgett
and Allen (1997), and Cretu and Brodie (2007), and
defined “green brand image” as ““a set of perceptions
of a brand in a consumer’s mind that is linked to
environmental commitments and environmental
concerns.” The measurement of the green brand
image includes five items: (1) the brand is regarded as
the best benchmark of environmental commitments;

(2) the brand is professional about environmental
reputation; (3) the brand is successful about envi-
ronmental performance; (4) the brand is well estab-
lished about environmental concern; and (5) the
brand is trustworthy about environmental promises.

Green satisfaction. This study referred to Oliver
(1996) and defined ““green satisfaction” as “‘a plea-
surable level of consumption-related fulfillment to
satisfy a customer’s environmental desires, sustainable
expectations, and green needs.” The measurement of
green satisfaction includes four items: (1) You are
happy about the decision to choose this brand because
of its environmental commitments; (2) You believe
that it is a right thing to purchase this brand because of
its environmental performance; (3) Overall, you are
glad to buy this brand because it is environmental
friendly; and (4) Overall, you are satisfied with this
brand because of its environmental concern.

Green trust. Referring to Blau (1964), Schurr and
Ozanne (1985), and Ganesan (1994), this study
defined “green trust” as ““a willingness to depend on a
product, service, or brand based on the belief or
expectation resulting from its credibility, benevo-
lence, and ability about its environmental perfor-
mance.” The measurement of green trust includes
five items: (1) You feel that this brand’s environ-
mental commitments are generally reliable; (2) you
teel that this brand’s environmental performance is
generally dependable; (3) you feel that this brand’s
environmental argument is generally trustworthy; (4)
This brand’s environmental concern meets your
expectations; and (5) This brand keeps promises and
commitments for environmental protection.
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Green brand equity. Referring to Aaker (1991) and
Keller (1993), this study defined ““‘green brand equity”
as “a set of brand assets and liabilities about green
commitments and environmental concerns linked to a
brand, its name and symbol that add to or subtract
from the value provided by a product or service.”
Based on the measurement of overall brand equity
from Yoo et al. (2000), Yoo and Donthu (2001), and
Delgado-Ballester and Munuera-Aleman (2005), the
measurement of green brand equity in this study
includes four items: (1) It makes sense to buy this
brand instead of other brands because of its environ-
mental commitments, even if they are the same; (2)
Even if another brand has the same environmental
features as this brand, you would prefer to buy this
brand; (3) If there is another brand’s environmental
performance as good as this brand’s, you prefer to buy
this brand; (4) If the environmental concern of
another brand is not difterent from that of this brand in
any way, it seems smarter to purchase this brand.

Empirical results

This study utilized SEM to verify the research frame-
work and hypotheses, and applied AMOS 7.0 to
obtain the empirical results. SEM of this study
examined the two levels of analysis, the measurement
model and the structure model, and their results are
shown here below.

satisfaction, green trust, and green brand equity. The
factor analysis of the four constructs is shown in
Table II. Every construct in this study can be classi-
fied into only one factor. The study referred to the
previous studies to design questionnaire items. Before
mailing to the respondents, this study employed two
pretests for the questionnaire revisions. Therefore, the
measurement of this study is acceptable in content
validity. Besides, there are two measurements to
confirm the reliability of the constructs. First, one
measure of the reliability is to examine the loadings of
each constructs’ individual items. With respect to the
quality of the measurement model for the sample, the
loadings (4) of all items of the four constructs listed in
Table III are significant. Second, Cronbach’s o is the
other measure of the reliability. Table III lists Cron-
bach’s o for the constructs. In general, the minimum
requirement of Cronbach’s o coefficient 1s 0.7 (Hair
etal., 1998). It can be observed that the Cronbach’s o
coefticient of “green brand image” is 0.744; that of
“green satisfaction” is 0.724; that of “‘green trust” is
0.768; and that of “‘green brand equity’” is 0.837.
Because the Cronbach’s o coefficients of all four

TABLE II

Factor analysis of this study

Constructs Number Number Accumulation

of items of factors percentage of

explained
variance
The results of the measurement model )
Green brand image 5 1 51.1
.. . G tisfacti 4 1 56.4
The means, standard deviations, and correlation reen satstaction
. . Green trust 5 1 52.5
mat'n'x are shovyn in Table I. In Table' I, there are Green brand equity 4 1 67.4
positive correlations among green brand image, green
TABLE 1
Means, standard deviations and correlations of the constructs
Constructs Mean Standard deviation A B C D
A. Green brand image 3.935 0.601
B. Green satisfaction 4.359 0.471 0.369**
C. Green trust 3.836 0.584 0.394** 0.423**
D. Green brand equity 4.054 0.640 0.418** 0.366** 0.260**

*xp < 0.01.
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TABLE III

The items’ loadings (4) and the constructs’ Cronbach’s « coefficients and AVEs

Constructs Items A Cronbach’s o AVE The square root of AVE
A. Green brand image GBI1 0.771 0.744 0.641 0.801
GBI2 0.790**
GBI3 0.786%*
GBI4 0.804**
GBI5 0.819%*
B. Green satisfaction GS1 0.835 0.724 0.734 0.857
GS2 0.902**
GS3 0.911%*
GS4 0.907**
C. Green trust GT1 0.817 0.768 0.725 0.851
GT2 0.824%**
GT3 0.835**
GT4 0.840**
GT5 0.823%*
D. Green brand equity GBE1 0.803 0.837 0.692 0.832
GBE2 0.834%*
GBE3 0.822**
GBE4 0.839**

*xp < 0.01.

constructs are more than 0.7, the measurement of this
study is acceptable in reliability.

In addition, it is also important to verify whether
the wvalidity of the measurement in this study is
acceptable. There are two measurements to confirm
the validity of the constructs. First, this study applied
Fornell and Larcker’s measure of average variance
extracted (AVE) to access the discriminative validity
of the measurement (Fornell and Larcker, 1981). The
AVE measures the amount of variance captured by the
construct through its items relative to the amount of
variance due to the measurement error. In order to
satisfy the requirement of the discriminative validity,
the square root of a construct’s AVE must be greater
than the correlations between the construct and other
constructs in the model. For example, the square roots
of the AVEs for the two constructs, green brand image
and green trust, are 0.801 and 0.851 in Table III
which are more than the correlation between them,
0.394, in Table 1. This demonstrates that there was
adequate discriminative validity between the two
constructs. The square roots of all constructs’ AVEs in
Table III of this study are all greater than the correla-
tions among all constructs in Table 1. Therefore, the

discriminative validity of the measurement in this
study isacceptable. Second, if the AVE ofa constructis
greater than 0.5, then it means that there is convergent
validity for the construct. As shown in Table III, the
AVEs of the four constructs are 0.641, 0.734, 0.725,
and 0.692, respectively, which are all greater than 0.5.
It indicates that there is convergent validity in this
study. Thus, the measurement of this study is
acceptable in discriminative validity and convergent
validity. According to the several tests of reliability and
validity, it demonstrates that there are adequate reli-
ability and validity in this study.

The results of the structural model

Table IV shows the results of the structural model in
this study. The overall fit measures of the SEM in this
study indicate that the fit of the model is very good
(GFI = 0.880, RMSEA = 0.058, NFI = 0.902,
CFI = 0.906). All of the paths estimated are signifi-
cant, and all hypotheses are supported in this study.
Adding more paths in the research framework would
not significantly improve the fit. The residuals of the
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TABLE IV

The results of the structural model

Hypothesis Proposed effect Path coefticient Results

H, + 0.266* H, is supported
H, + 0.297%* H, is supported
H, + 0.294% Hj is supported
Hy + 0.238* H, is supported
Hs + 0.203* Hs is supported

*p < 0.05, **p < 0.01.

GS1

H;
@i,
[Cazhary
0.

7863

lgs2| [Gs3| [Gs4]

0.907%*

Image

Green Brand

Equity

0.8347*  0.822%* (0.839f+*

|GBE1| |GBE2| |GBE3| |GBE4|

GFI=0.880, RMSEA=0.058, NFI=0.902, CFI=0.906

Figure 2. The results of the full model.

covariance are also small and centered near 0. More-
over, subsequent discussion would focus on every
path.

The results of the full model in this study are
shown in Figure 2. All five paths estimated are sig-
nificant. This study found out that brands with high
levels of green brand image, green satisfaction, and
green trust can not only meet the strict international

environmental regulations and the popular envi-
ronmentalism of consumers, but also enhance their
green brand equities. Besides, this study also verified
green satisfaction and green trust had partial media-
tion effects on the positive relationship between
green brand image and green brand equity. There-
fore, Hy, H», Hj, Hy, and Hj are all supported in this
study.
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Conclusion and implications

Because environment issues have become a main-
stream in the world, the environmentalism of con-
sumers had increased in the early 1990s such that
consumers are willing to purchase products which are
more environmental friendly. Therefore, green
marketing is one of the inevitable trends for compa-
nies, and its concept has been widely accepted and
applied in recent years. Consequently, green mar-
keting often allows the companies to access to new
markets, to increase their profitability, and to enjoy
more competitive advantages. For companies, brand
equity can provide a competitive advantage because it
gives the brand the power to capture a larger market
share and to sell at higher prices with higher profit
margins (Jung and Sung, 2008). Thus, it is necessary to
incorporate the idea of green marketing into the
framework of brand equity.

Although prior researches widely discussed about
branding issues, there has been no study exploring
the concept of green marketing in the branding lit-
erature. In order to fill this research gap, this article
proposed four novel constructs — green brand image,
green satisfaction, green trust, and green brand equity
— and developed a research framework to further
discuss their relationships. This article summarizes the
literature on green marketing and branding man-
agement into a new managerial framework. The
empirical results show that green brand image, green
satisfaction, and green trust are positively related to
green brand equity. In addition, the positive rela-
tionship between green brand image and green brand
equity is partially mediated by green satisfaction and
green trust. All the hypotheses proposed in this article
are supported in this study. Therefore, this study
suggests that companies should invest more resources
in the increasing of green brand image, green satis-
faction, and green trust, because green brand image,
green satisfaction, and green trust are positively
associated with green brand equity.

Nowadays, companies should exploit popular
concerns about environmental issues to position their
brands to obtain new differentiation advantages in
new markets. Hence, the ideas of green marketing can
become a new way of brand positioning. Although
some companies try to formulate long-term strategies

to carry out their green marketing, the huge challenge
for them is incorporating their environmental vision
into their corporate strategies rather than seeking to
promote their green brands alone. The main purpose
of this article is to verify the positive relationships
between green brand equity and its three drivers —
green brand image, green satisfaction, and green trust.
In addition, this study has also identified that the
positive relationship between green brand image and
green brand equity is partially mediated by green
satisfaction and green trust. This article extended
brand equity research into the environmental con-
text, and demonstrated that green brand image, green
satisfaction, and green trust are positively related to
green brand equity. If companies try to enhance their
green brand equity, they should incorporate the ideas
of green brand image, green satisfaction, and green
trust into their long-term environmental strategies in
the stage of strategy planning.

This study was undertaken in the case of infor-
mation and electronics products in Taiwan, so that
further studies can focus on the purchase experience
of other products in other countries and compare
with this study. This study verified the hypotheses
with a questionnaire survey, only providing cross-
sectional data, so that it could not observe the
dynamic change of green brand image, green satis-
faction, green trust, and green brand equity in the
different stages of the environmental regulations in
the world through longitudinal data. Therefore,
future studies can set forth toward the longitudinal
study to find out the differences of green brand image,
green satisfaction, green trust, and green brand equity
in the different stages of the environmental regula-
tions in the world. Finally, this author hopes that the
research results are helpful to managers, researchers,
practitioners, and governments, and provide useful
contribution to relevant studies and future researches
as reference.
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