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The Effect of Consumer Perception of Environmental Sustainability
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Abstract This study attempted to test the relationship between the perception of consumer environmental
sustainability and green brand recognition (trust, identification, evangelism), and ultimately to find their
effect on the loyalty of a cosmetic brand (LUSH). This study employed an online survey to collect data
from Jan. 13th to 25th, 2021, and used structural equation modeling to test the above relationship
among female consumers. As the the results, first, the perception of consumer environmental
sustainability was likely to influence the green brand trust and identification positively. Second, the
green brand trust was verified to have a positive effect on green brand identification, and green brand
identification was verified to have a positive effect on evangelism, while the effect of green brand trust
on evangelism was not significant. Third, green brand evangelism was verified to have a positive effect
on loyalty for a cosmetic brand, while green brand trust and identification were verified not to have a
significant effect on loyalty for a cosmetic brand. Finally, the mediating effect of green brand evangelism
was found to have a significant effect on the relationship between green brand trust and loyalty for a
cosmetic brand. Since this study attempted to explore the relationship between consumer awareness for
green brands and loyalty for a cosmetic brand, it may be of interest in the relevant fields such as the
cosmetic industry and could provide useful consumer information for establishing marketing strategies.
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Table 1. Definition of measurement variables

Variables Measurements
vl I am aware about the growing pressure to change the way of living to combat the deterioration of the
Environmental environment.
Sustainability | v2 || am aware about the personal responsibility towards environmental changes.
Perception -
(ESP) v3 | I am aware that individuals can influence the overall environmental awareness levels.
v4 |1 am aware that societal influence can increase individuals' environmental awareness.
v5 | I trust the green brand.
Green Brand |6 | The green brand is trustworthy.
Trust
(GBT) v7 | The green brand is safe.
v8 | The green brand is honest.
v9 | The brand successes are my success.
Green Brand v10 | When someone praises the green brand, it feels like a personal compliment.
Identification | v11 | When I talk about the green brand, I usually say “we” rather than “they’.
(GB v12 | If a story in the media criticizes the green brand, I would feel embarrassed.
v13 | When someone criticizes the green brand, it feels like a personal insult.
v14 | I would refer, endorse and spread good words once I have used an eco-friendly and sustainable product.
Green Brand | 15 My enthusiasm is high for green and sustainable products.
Evangelism
(GBE) v16 | I will wait for the green product to be available in the market before switching preferences/interest.
v17 |1 love to give feedback for green products so as to co-create value for it.
v18 | I will recommend that others visit Lush brand store.
Cosmetic
Brand v19 | I will speak positively about the Lush brand.
L(oyalt)y v20 | I will participate in Lush brand next time.
CBL -
v21 | I am satisfied with my participation in Lush brand.
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Table 2. Demographic features of the participants

Table 3. Result of confimatory factor analysis and
Cronbach’s @ of constructs

Variables Freqliency
0 Std Const c
s . td. ron
20's 72(38.5) Variables ESt[lm Bstim EStd. CR éuft bach’s| Mean
Age 30's 80(42.8) ate ate rror bieli:f @
40’s 27(14.4) vl 1 0.865
More than 50 8(4.3) v2 [0.998 | 0.791 | 0.080 | 12.548
Annual Less than 3000 43(23.0) ESP ¥3 1 0.879 | 0.837 | 0.065 | 13.532 |0-874 0.856| 4.05
income 3000~5999 87(46.5) T '
(10000 . v4 | 0.753 | 0.683 | 0.073 | 10.248
KRW) 6000~7499 27(14.4) w1 1 lo792
More than 7500 30(16.0) v6 | 0.641 | 0.554 | 0.087 | 7.407
Occupation/Officer 127(67.9) GBT | v7 | 1.090 | 0.823 | 0.095 | 11.486 0.835] 3.69
Self-employed/Service 12(6.4) : : : : 0.840] ™ ‘
Job - . v8 | 1.168 | 0.826 | 0.101 | 11.518
Housewife/Others 46(24.6) w9 1 o786
On-site engineer 201.1) v10] 0.788 | 0.653 | 0.090 | 8.799
' High school 15@8.0) op 11109900735 |0.094 [10041| | |
Fducation Bachelor's degree 145(77.5) v12] 0986 | 0.697 | 0.104 | e | >5[ 3
More than graduate school 27(14.4) v13|0.840 | 0.655 | 0.095 | 8.828
More than twice a month 5(2.7) vi4| 1 |0.770
Frequency of | \jore than once a mouth or 2 51(27.3) v15]0.751 | 0.729 | 0.078 | 9.596
brand(Lush) GBE 0.797|0.765 | 3.59
store visits More than once a 6 months 68(36.4) v16| 0.668 | 0.638 | 0.080 | 8.342
More than once a year 63(33.7) v17|0.755 | 0.673 | 0.085 | 8.839
v18 1 0.667
v19|1.128 | 0.633 | 0.143 | 7.866
JH4E EfEM 9l A 2o CBL 0.855| 0.865 | 3.47
4.2 718 Bigd % dEE =4 v20| 1.786 | 0.877 | 0.172 | 10.357
o|24 HjAolA =&H 7Hdol| 23 FEEY] v21[1.730 | 0.933 | 0.163 | 10.596

3}lo] A
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Fe BAS F3sielon, 84 Zi= Table 39 AA
b=

g1 Ry Ay AYPEAFE x
2=355.212(df=179, p=000), TLI=0.901, IFI=0.913,
CFI=0.911, RMR=0.048, RMSEA=0.072 et} A
oz £8 rlssk mdlg mwdEch Chronbach’s
gk 0.765~0.856=2 AFEE%l o, HdEETE9 Y
2 AB{AS &A% /N FA=E = (Construct Reliability)
9] k2 5719 8]l BF Alg4Eo] 0.75014 08 &&
el

tgog E
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o
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2°=355.212(df=179, p=000), TLI=0.901, IFI=0.913, CFI=0.911,
RMR=0.048, RMSEA=0.07

Table 4. Corelation analysis

Variables AVE 1 2 3 4 5
ESP 0.933 | 0.965

GBT 0.928 | 0.369 | 0.963

GBI 0.897 | 0.446 | 0.625 | 0.947

GBE 0.899 | 0.619 | 0.515 | 0.786 | 0.948

CBL 0.934 | 0.133 | 0.245 | 0.276 | 0.37 | 0.966

Diagonal bold numbers: VAVE

4.3 7tH2ds 21t

oj2H oI =Ed HES AP A8 7=
4 Bge of8sio] #A% Aik(Table 5) A7F
AT A 222352.442(df=197, p=000), TLI=0.913,
IFI=0.927, CFI=0.926, RMR=0.05, RMSEA=0.065%
et ARt oR 8 st wdE o,



Table 5. The result of testing research hypotheses

H Paths Estimates] S.E C.R p Result
H1 ESP—GBT .366 .070 | 3.875 .000 | Accept
H2 ESP—GBI .393 103 | 4.321 .000 | Accept
H3 GBT—GBI 461 164 | 4.343 .000 | Accept
H4 GBT—GBE -.034 137 | -.383 | .744 | Reject
H5 GBI—GBE .908 152 | 6.034 | .000 |Accept
H6 GBT—CBL =134 | 269 | 1.189 | .289 | Reject
H7 GBI—-CBL -.327 489 | -1.035| .317 | Reject
H8 GBE—CBL 576 | 0.453 | 1.945 | 0.046 | Accept

I2=352.442(df=197, p=000), TLI=.913, IFI=.927, CFI=.926,

RMR=.05, RMSEA=.065
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Table 6. The result of mediating effects

Paths Total Result

p2 GBT—GBE—~CBL .011 | .049 | Accept

p4 GBT—GBI—~CBL -.051 | .111 | Reject

p7 GBT—GBI—~GBE—~CBL .021 | .033 | Accept

Total effect is a standardized value

ol .
Iz g

M2
=
Iy
)
=
et
=)
i

o o

e ol 238 ol [T o
=
(o]

o
= o
T o
L o, ot
Twoﬁﬁ
(o)
.

rr
jink

e o

[©)

)

3950 A 1—*4011*1 & % 9ol 1
E A9Es S BAE FHE 7k0) AN o
ez uif @ A9 W94 BA=S ARG 5
R AAG LolAE0] S02 WAL S
4% Base] F4170] B 4 9 ofmldt.

ool A E 2 G chesh 2o ANH

S ASE 5 QA A, ARbQl Anjap Fmet 2
S BEHE oibdz|go] Higt a9 eyl =

il

1

[19,50,52] A A7} Hi-$-
=2

g

FE9 Ao}, wt
AL 2&7153t Shgol gk Anlxp Akt A

7 SPgEe B FAE ko] BAE Ay 9L
ow 2] 7HA9F Herh PEA S| AAEE

ol 2@ BASe] i 914 tele Bae
MrALZS AL PP FlH ol A

3ok g 4 9k
E7), B= he] T 1 oA FEWE a4 F Sis
81739] A|27F5AIE(50], A ARSIl Thee] 4]

828

QlAlsH= 7k Bl ofubd
g Qlnk aEREE A
_aLH_Eoﬂ i8] ZHelst Bae A

, ARl Eeal Lyl HEd

S,
el &’MH 3 o
o Bt Aol uﬂ

]

méz_a_i
%% ]E E75112[50,57] BRHE of
P9 780 A4 U3
ERER NS BED
& et e
e g

=

S}
iy

oJ5lo

aa

- %171 ‘Iﬂroﬂ 011‘*2“?4%«1 Ub’ﬂ‘%}
of SlojAl %134 BT Shikat AH|QI4o]
AY seto] 2 Aol

Bog 2 Ave EHE@ A E 7o
AHHE 2419 AlE= AHREE dPdeR 5t
of A77F Y] wZol FF Ul HE BEiE
AET vlaEAe] Eesgdo] A7ldEnt. Eet & A7t
APAHAE o= FRPEW7] dizel 22 501 9
=2of| Filo] ITIBIL e B AHAE o=
D AFl tik AEAF RS 7S % F7HAR]
HAISS) "ol A7Id. © UobbA £ A7olA
e HlE AlFEel Xeg sHgE HilE 4%
o) PAle FoHA &2 ZAer Ued=d|, ol

w1 A

Oil

\ZIL_

21

%

A7) 5t ¥lo] BME Fr1Foz ASHQI AL
9] "a Aol A7\t
References

[11 J. C. Park, M. Prashant, S. J. Hong, “The effects of
corporate environmental responsibility activities on
corporate image: focusing on dimension of
environmental responsibility”, Journal of the Korea
Industrial Information Systems Research, Vol.19,
No.5, pp. 91-102, Oct. 2014.

DOI: https://doi.org/10.9723/]KSIIS.2014.19.5.091

[21 W. Y. Baek, H. R. Kim, “The effects of sports brand




9 A&TFsAdel Hie &HA Q14o] SE HAE IAH=AuAE FF B4

]

(3]

(4]

(5]

(0]

(71

(8]

(9]

(10]

(11]

(12]

image creation through
cause-related marketing: moderating effects of
consumer ethnocentrism”, 7he Korean Journal of
Physical Education, Vol.53, No.3, pp.371-387, 2014.

globalness on brand

J. H. Kim, “Effect of the eco-friendly management
activities of the restaurants on brand image and
purchase intention”, Tourism Institute of Northeast
Asias, Vol.12, No.2, pp.213-232, 2016.

S. J. Kim, S. L. Lee, ‘The effects of green consumers'
characteristics on company Image and purchase
intention of green marketing sport products
companies’, The Korean Society of Sports Science,
Vol.25, No.1, pp.739-759, 2016.

K. R. Chang, M. C. Kim, “Persuasion effects of
corporate sports marketing strategy on the corporate
image : focused on the moderating effect of origin
perception and corporate reputation”, 7he Korean
Journal of Physical Fducation, Vol.54, No.4,
pp.347-361, 2015.

Y. Inoue, A. Kent, ‘Investigating the role of corporate
credibility in corporate social marketing: A case study
of environmental initiatives by professional sport
organizations”, Sport Management Review, Vol.15,
No.3, pp.330-344, 2012.

DOI:  https://doi.org/10.1016/j.smr.2011.12.002

J. C. Park, G. S. Ryu, “The effects of corporate ability
and social responsibility associations on customer
attitudes: the mediating role of credibility- and
benevolence-based trust”, Korea Marketing Review,
Vol.27, No.1, pp.1-25, 2012.

J. Hur, “The effect of corporate ability and corporate
social  responsibility  association of  outdoor
sportswear corporate on brand loyalty”, Korean
Journal of Sports Science, Vol.26, No.3, pp.591-601,
2017.

DOI: https://doi.org/10.35159/kiss.2017.06.26.3.591

H. B. Oh, Good packaging products for greensumer
who even thinks about throwing it away, Woman
Donga, 2020, [cited 2020 Dec 16], Available From:
https://woman.donga.com/3/all/12/2303965/1
(accessed July. 23, 2021).

E. Robinot , A. Corne , N. Peypoch, L. Trespeuch,
“Environmental actions and consumer participation:
which impacts on brand relationship? The multiple
realities of the hospitality sector”, [nternational
Journal of Hospitality Management, Vol.92, 2021.
DOI: https://doi.org/10.1016/j.ihm.2020.102713

H. J. Park , M. W. Nam, “Consumers perception of
corporates sustainability and the environmental
friendly cosmetics consumption behavior’, 7he
Korean Society of Science and Art, Vol.37, No.2,
pp.157-172, 2019.

J. I. Oh, Proactive eco-friendly moves for cosmetic
industry, Sobilife, 2021, [cited 2020 Feb 16]
http://www.sobilife. com/news/articleView. html?idxno=29581,
(accessed July. 23, 2021).

829

(13]

[14]

[15]

[16]

(171

[18]

[19]

[20]

[21]

[22]

[23]

A. M. Ritter, M. Borchardt, G. L. R. Vaccaro, G. M.
Pereira, F. Almeida, “Motivations for promoting the
consumption of green products in an emerging
country: exploring attitudes of Brazilian consumers”,
Journal of Cleaner Production, Vol.106, pp.507-520,
2015.

DOI: https://doi.org/10.1016/i.iclepro.2014.11.066

M. F. Y. Cheung, W. M. To , “An extended model of
value-attitude-behavior to explain Chinese
consumers green purchase behavior”, Journal of
Retailing and Consumer Services, Vol.50, pp.145-153,
2019.

DOI: https://doi.org/10.1016/j.iretconser.2019.04.006

M. Esmaeilpour, E. Bahmiary, “Investigating the
impact of environment attitude on the decision to
purchase a green product with the mediating role of
environmental concern and care for green products”,
Management and Market, Vol.12, No.2, pp.297-315,
2017.
DOL doi.or;

https: 10.1515/mmcks-2017-0018

E. P. Becerra, V. Badrinarayanan, “The influence of
brand trust and brand identification on brand
evangelism”, Journal of Product and Brand
Management, Vol.22, No.5/6, pp.371-383, 2013.
DOI: https://doi.org/10.1108/]PBM-09-2013-0394

A. Chaudhuri, M. Holbrook, “Product-class effects on
brand commitment and brand outcomes: the role of
brand trust and brand affect’, Journal of Brand
Management, Vol.10 No.1, pp.33-58, 2002.

DOI: https://doi.org/10.1057/palgrave.bm.2540100

A. S. Dick, K. Basu, “Customer loyalty: toward and
integrated conceptual framework”, Journal of the
Academy of Marketing Science, Vol.22, No.2,
pp.99-113, 1994.

DOI: https://doi.org/10.1177/0092070394222001

D. Scarpi, “Does size matter? An examination of small
and large web-based brand communities”, Journal of
Interactive Marketing, Vol.24 No.1, pp.14-21, 2010.
DOI: https://doi.org/10.1016/j.intmar.2009.10.002

Y. Chen, Y. Liu, J. Zhang, “When do third-party
reviews affect firm value and what can firms do? The
case of media critics and professional movie reviews”,
Journal of Marketing, Vol.76 No.2, pp.116-134, 2012.
DOI: https://doi.org/10.1509/im.09.0034

G. Prendergast, D. Ko, S. Y. V. Yuen, “Online word of
mouth and consumer purchase intentions’,
International Journal of Advertising, Vol.29 No.5,
pp.687-708, 2010.

DOI: https://doi.org/10.2501/S0265048710201427

F. Zhu, X. Zhang, “Impact of online consumer reviews
on sales: the moderating role of product and
consumer characteristics”, Journal of Marketing,
Vol.74 No.2, pp.133-148, 2010.

DOIL: https://doi.org/10.1509/im.74.2.133

J. Ryan , R. Casidy , “The role of brand reputation in
organic food consumption: A behavioral reasoning



SHEARSH| &38| =2 A A2238 Al11%, 2021

[24]

[25]

[26]

(27]

(28]

[29]

(301

311

(321

(33]

(34]

(35]

(36]

perspective”, Journal of Retailing and Consumer
Services, Vol.41, pp.239-247, 2018.
DOI: https://doi.org/10.1016/j.iretconser.2018.01.002

H. J. Kim, H. Z. Lee, “The effect of the well-being
consumer value orientations, the perceived value and
brand preference on purchase intention of the
environment-friendly cosmetic’, Journal of The
Korean Society of cosmetology, Vol.15, No.l,
pp.327-341, 2008.

S. Bom, J. Jorge, H. M. Ribeiro, J. Marto, “A step
forward on sustainability in the cosmetics industry: A
review”, Journal of Cleaner Production, Vol.225,
pp.270-290, 2019.

DOI: https://doi.org/10.1016/j.iclepro.2019.03.255

G. Michel, Au coeur de la marque : les clés du
management de la marque. Paris. Dunod, 2010.

P. Kotler, A. Gary, Principles of Marketing(14th ed.),
Boston: Pearson Prentice Hall, 2012.

E. G. Han, J. H. Yu, “Articles : A study on the
development of index on emotion and relationship
for brand equity evaluation”, The Korean Journal Of
Advertising, Vol.14, pp.37-66, 2003.

S. Fournier, “Consumers and their brands: developing
relationship theory in consumer research’, Journal of
Consumer Research, Vol.24, No.4, pp.343-373, 1998.
DOI: https://doi.org/10.1086/209515

P. Aggarwal, “The effects of brand relationship norms
on consumer attitudes and behavior’, Journal of
Consumer Research, Vol.31, No.1, pp.87-101, 2004.
DOI: https://doi.org/10.1086/383426

A. M. Muniz, T. C. O'Guinn, “Brand community”,
Journal of Consumer Research, Vol.27, No.4,
pp.413-422, 2001.

DOI: https://doi.org/10.1086/319618

H. Park , Y. Kim, “Proactive versus reactive apparel
brands in sustainability: Influences on brand loyalty”,
Journal of Retailing and Consumer Services, Vol.29,
pp.114-122, 2016.

DOI: https://doi.org/10.1016/j.jretconser.2015.11.013

R. M. Morgan, S. D. Hunt, “The commitment-trust
theory of relationship marketing”, Journal of
Marketing, Vol.58, pp.20-30, 1994.

DOI: https://doi.org/10.2307/1252308

Y. J. Lee, S. A Ra, “Brand personality-brand
identification-brand asset model: an exploratory
study of differences between users and non-users’,
Marketing Research, Vol.17, No.3, pp.1-33, 2002.

S. H Kim, S. H. Lee, T. S. Lim, ‘The effect of
self-brand image congruity and functional congruity
on brand love, brand attitude and consumers'
responses’, Korean Strategic Marketing Association,
Vol.22, No.4, pp.1-19, 2014.

A. Belén del Rio, R. Vazquez, V. Iglesias, “The effects
of brand associations on consumer response”, Journal

830

1371

[38]

1391

[40]

[41]

[42]

[43]

[44]

[43]

[46]

of Consumer Marketing, Vol.18 No.5, pp.410-425,
2001.
DOI: https://doi.org/10.1108/07363760110398808

C. W. Lee, S. H. Lee. “The relation among
consumption values of luxury brands, brand
identification, brand attachment, consumer happiness
and self construal’, Korea Research Academy of
Distribution and Management Review, Vol.16,
pp.29-42, 2013.

DOI: https://doi.org/10.17961/idmr.16.6.201312.29

J. Y. Park, I. H. Choi, G. S. Jang, “A study on the
influence of the unification of brand personality and
self-image on brand attitudes”, Asia Marketing
Journal, Vol.3, No.2, pp.92-114, 2001.

S. Lam, M. Ahearne, Y. Hu, N. Schillewaert,
“Resistance to brand switching when a radically new
brand is introduced: a social identity theory
perspective”, Journal of Marketing, Vol.74, No.6,
pp.128-146, 2010.

DOL: https://doi.org/10.1509/imkg.74.6.128

L. Simdo, A. Lisboa, “Green marketing and green
brand: the Toyota case”, Procedia Manutacturing,
Vol.12, pp.183-194, 2017.

DOI: https://doi.org/10.1016/j.promfg.2017.08.023

M. Laroche, J. Bergeron, G. Barbaro-Forleo,
“Targeting consumers who are willing to pay more for
environmentally friendly products’, Journal of
Consumer Marketing, Vol.18, No.63, pp.503-520,
2001.

DOI: https://doi.org/10.1108/EUM0000000006155

H. Y. Kim, J. E. Chung, “Consumer purchase intention
for organic personal care products’, Journal of
Consumer Marketing, Vol.28, pp.40-47, 2011.

DOI: https://doi.org/10.1108/07363761111101930

D. Gadenne, B. Sharma, D. Kerr, T. Smith, “The
influence of consumers environmental beliefs and
attitudes on energy saving behaviors”, Energy Policy,
Vol.39, No.12, pp.7684-7694, 2011.

DOI: https://doi.org/10.1016/i.enpol.2011.09.002

T. Bech-Larsen, “Danish consumers' attitudes to the
functional and environmental characteristics of food
packaging”, Journal of Consumer Policy, Vol.19,
pp-339-363, 1996.

DOI: https://doi.org/10.1007/BF00411413

M. Bergami, R. Bagozzi, “Self-categorization, affective
commitment, and group self-esteem as distinct
aspects of social identity in the organization”, The
British journal of social psychology, Vol.39, No.4,
pp.555-77, 2001.

DOI:  https://doi.org/10.1348/014466600164633

S. Kuenzel, V. Halliday, “Investigating antecedents and
consequences of brand identification”, Journal of
Product and Brand Management, Vol.17, No.5, pp.293
-304, 2008.

DOI: https://doi.org/10.1108/10610420810896059




9 A&TFsAdel Hie &HA Q14o] SE HAE IAH=AuAE FF B4

(471

(48]

(49]

(50]

(511

(52]

(53]

(54]

(55]

(56]

(571

(58]

(591

R. W. Pimentel, K. E. Reynolds, “A model for
consumer devotion: affective commitment with proactive
sustaining behaviors”, Academy of Marketing Science
Review, Vol.5, No.1, pp.1-45, 2004.

E. Kemp, C. Y. Childers, K. H. Williams, Place
branding: creating self-brand connections
and brand advocacy”, Journal of Product and Brand
Management, Vol.21, No.7, pp.508-515, 2012.

DOI: https://doi.org/10.1108/10610421211276259

K. T. Lee, M. O. Kwon, ‘The Influence of one or
two-sided eWOM on attitude toward brand and
message”, Journal of Marketing Studies, Vol.22, No.4,
pp.63-83, 2014.

K. Matzler, E. A. Pichler, A. Hemetsberger, “Who is
spreading the word? The positive influence of
extraversion on consumer passion and brand
evangelism”, Proceedings of the American Marketing
Association Winter Conference, AMA, Chicago, USA,
pp.25-32, Winter 2007.

G. Kawasaki, Selling the dream: How to promote your
product, company, or ideas and make a difference
using everyday evangelism, p.352, Harper Business,

1991.

K. R. Lee, J. A. Choi , J. J. Kim, “Study on the Effect
of Brand Characteristic and Consumer Personality on
Identification and Brand Evangelism : Focus on Cult
Brand Users”, Journal of Marketing Studies, Vol.23,
No.3, pp.179-208, 2015.

E. Keller, J. Beery, “Word-of-mouth: the real action is
offline”, Advertising Age, Vol.77, pp.20, 2006.

C. H. Kim, U. R. Hwang, ‘Relationship between oral
information characteristics and oral effects”, Korean
assosation of AD and PR, Vol.35, pp.55-77, 1997.

H. S. Kim, A Study on the Spirituality of oral
information according to the variable of consumer
characteristics, Master's thesis, Hankuk University of
Foreign Studies, Seoul, Korea, pp.20-22, 1995.

J. M. Bristor, ‘Enhanced explanations of word of
mouth communications: The power of relationships”,
Research in Consumer Behaviour, Vol.4, pp.51-83,
1990.

N. Meiners, S. Ulf, B. Seeberger, “The renaissance of
word-of-mouth marketing: A ‘new’ standard in 21st
century marketing management?’, International
Journal of Economic Sciences and Applied Research,
Vol.3, No.2, pp.79-97, 2010.

A. Chaudhuri, M. Holbrook, “The chain of effects
from brand trust and brand affect to brand
performance: the role of brand loyalty”, Journal of
Marketing, Vol.65, No.2, pp.81-93, 2001.

DOI: https://doi.org/10.1509/jmkg.65.2.81.18255

E. D. Ballester, J. M. Aleman, M. Y. Guillen,
“Development and validation of a brand trust scale”,
International Journal of Market Research, Vol.45,
No.1, pp.35-76, 2003.

831

[60]

[61]

[62]

[63]

[64]

[65]

(60l

(671

[68]

(691

[70]

[71]

R. Elliott, N. Yannopoulou, “The nature of trust in
brands: a psychosocial model’, European Journal of
Marketing, Vol.41, No.9/10, pp.988-998, 2007.

DOI: https://doi.org/10.1108/03090560710773309

F. F. Reichheld, “The one number you need to grow”,
Harvard Business Review, Vol.81, No.12, pp.46-55,
2003.

B. E. Ashforth, F. Mael, “Social identity theory and the
organization”, Academy of Management Review,
Vol.14, No.1, pp.20-39, 1989.

DOI: https://doi.org/10.2307/258189

S. E. Beatty, P. Homer, L. R. Kahle, “The
involvement-commitment  model: theory  and
implications”, Journal of Business Research, Vol.16,
No.2, pp.149-167, 1988.

DOI: https://doi.org/10.1016/0148-2963(88)90039-2

K. R. Lee, J. A. Choi , J. J. Kim, “Study on the effect
of brand characteristic and consumer personality on
identification and brand evangelism : Focus on cult
brand users’, Journal of Marketing Studies, Vol.23,
No.3, pp.179-208, 2015.

R. L. Oliver, “Satisfaction-A behavioral perspective on
consumer: Review, criticism and contribution”,
International  Journal —of Research Studies in
Management, Vol.3, No.1, pp.75-82, 1997.
DOI: https://doi.org/10.5861/iirsm.2013.406

D. A. Aaker, Managing Brand Equity; Capitalizing on
the Value of a Brand, p.331, The Free Press, New
York, NY, 1991.

Y. Xie, S. Peng, ‘How to repair customer trust after
negative publicity: The roles of competence, integrity,
benevolence, and forgiveness’, Psychology and
Marketing, Vol.26, pp.572-589, 2009.

DOI: https://doi.org/10.1002/mar.20289

K. L. Keller, “Building Customer-Based Brand Equity :
What makes a strong brand? How do you build a
strong brand?”, Marketing Management, Vol.10, No.2,
pp.14-19, 2001.

J. Eelen, P. Ozturan , P. Verlegh, “The differential
impact of brand loyalty on traditional and online
word of mouth: The moderating roles of self-brand
connection and the desire to help the brand”,
International Journal of Research in Marketing,
Vol.34, pp.872-891, 2017.

DOL: https://doi.org/10.1016/j.ijresmar.2017.08.002

Y. J. Lee, M. Kim, E. H. Kim, “A Study on the
Environmentally-friendly Farm Produce consumer
behaviour on General Characteristics”, 7he Korean
Food Service Association, Vol.5, No.2, pp.103-126,
2009.

M. Mostafa, “Gender differences in Egyptian
consumers green purchase behaviour: The effects of
environmental knowledge, concern and attitude”,
International Journal of Consumer Studies, Vol.31,
No.3, pp.220-229, 2007.




SHEARSH| &38| =2 A A2238 Al11%, 2021

DOI https://doi.org/10.1111/i.1470-6431.2006.00523.x

S. Riorini, C. Widayati, “Brand relationship and its
effect towards brand evangelism to banking service”,
International Research Journal of Business Studies,
Vol.8, 2015.

DOI: https://doi.org/10.21632/irjbs.8.1.78.33-45

S. S. Kim, J. Y. Choi, J. F. Petrick, “The effect of
celebrity on brand awareness, perceived quality, brand
image, brand loyalty, and destination attachment to a
literary festival®, Journal of Destination Marketing and
Management, Vol.9, pp.320-329, 2018.

DOI: https://doi.org/10.1016/j.idmm.2018.03.006

[72]

(73]

Xt2Zt0KBatjargal Jargalmaa)

+ 20139 8€ : AFstm Ui
el Bsprlasht (Bs1&estAp

+ 20154¢ 9 ~ @A : 9]
gkt st 5

£ 201349 89 © Aot
319 At (YA

+ 20154 9¥ ~ A : A&
A9s Ast &

832

2 A 0|(So-Ye You) (M3

+ 1992¢ 89 : AEtigtw theh
EABA T (BASAD

+ 19994 59 @ YAFA FHUYSH
B o 2Rt (2]
R3S A

20029 39 ~ 20034 8¢
AgATL T A7

+ 20039 8¢ ~ @A : AEASty AT w

i

ez
)

1__

FAER

BAFOAY, LS



