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Abstract 

The purpose of this study is to develop a conceptual model that describes the process of how self-brand congruity affects 
attitudes toward green brand Extention. The integrated model focuses on the green brand perceived value that encourages 
attitude toward green brand Extention. Green brand perceived value furthermore applied to explain how green purchase 
intention and green trust influence attitudes toward green brand Extention. Green brand perceived value and green purchase 
intention have not significantly increase attitude toward green brand extension. Green brand perceived value through green 
brand trust directly affects and positively impacts attitude toward green brand extension. 

Keywords: self-brand congruity; green brand perceived value; green purchase intention; green brand trust; attitude toward 
green brand extension 

JEL Classification: Q57; M31. 

Introduction 

Economic activities have overexploited the earth's natural resources. Production in satisfying consumption needs 
that occurs in meeting the needs of life creates a dangerous effect on the natural environment as stated by Koller, 
Floh, and Zauner (2011). However, in recent years, many companies have carried out more environmentally 
friendly production activities, as mentioned by Chen (2007). Companies and the public have become aware of 
environmental problems, such as the high level of environmental pollution caused by industrial manufacturing 
around the world. Awareness of this environmental pollution problem results in more companies tending to accept 
environmental protection as their social responsibility (Dwyer and Dwyer 2009, Lee and Dwyer 2009). This form 
of environmental concern is carried out by the company by offering different product existence in design, material, 
and production techniques. Established companies are leveraging their brand equity and launching green brand 
expansion to compete in the green market and demonstrate their commitment to the environment through the 
development of environmentally friendly, sustainable products (Hye-Shi Kim 2014). By leveraging the existing 
brand experience to produce self-brand congruity, one of the goals of self-brand congruity is to increase green 
brand perceived value and reduce the risk perception of environmentally friendly products that occur to 
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consumers so that the competitive advantage of environmentally friendly products can be achieved (Chang 
2012).  

1. Literature Review 

1.1 Self-Brand Congruity to Green Brand Perceived Value  

Self-brand congruity represents a consumer's relationship to a brand. The stronger the relationship between 
brands and consumers will increase affective responses, attitudes and behaviours towards brands (Malhotra 
1988, AAKER 1997). This study revolves around the idea that consumers prefer brands with personalities that 
match their self-concept (Escalas and Bettman 2003, Sung and Choi 2010). Consumers respond to brands that 
are in accordance with the actual or ideal self-image for consumers, so that products have high symbolic value, 
product images not only help develop self-concept but also increase self-esteem (Sirgy 1982). M. Joseph Sirgy 
(1991) states that consumers experience a match or conformity between the symbolic images of a particular 
product/store and its self-image which results in self-congruence. self-brand congruity hypothesis is based on the 
premise that consumers use brands to communicate their self-concept and tend to make inferences about other 
people based on the product brands used by others. 

When the self-brand congruity that has been received is supported by the green brand perceived value 
contained in the product. A product can provide value to customers when customers have felt the benefits and felt 
the characteristics of one product that are different from other products so that it affects consumer trust (Zeithaml 
1988, Kim 2008, Zhuang 2010). Green brand perceived value refers to the definition of Patterson and Spreng 
(1997), which is consumers' assessment of the overall benefits of a product or service between what consumers 
receive and what consumers want, sustainable expectations and environmental needs. When consumers 
experience a match with a product brand thus resulting in self-congruence supported by green brand perceived 
value. Based on the aforementioned discussion, the following hypothesis is proposed: 

H1: Self-brand congruity positively influences green brand perceived value  

1.2 Green Brand Perceived Value, Green Brand Purchase Intention, and Green Trust    

Green product innovation shapes the consumer's self-concept, one of which is through product value. 
Entrepreneurs today realize that producing environmentally friendly goods is needed, considering we all need to 
protect this earth. Companies need to create products that are environmentally friendly and stimulate buyers to 
buy green product brands. One way to stimulate consumer purchases is by maintaining the parent brand function 
that has been accepted by previous consumers. Adding parent brand value to green products will help 
entrepreneurs carry out their company goals, namely the sale of green products. With the addition of green value, 
it is expected to increase consumer green purchase intention. Companies must really create green product 
innovations so that the green brand perceived value can be felt and satisfy customers. Some companies try to 
trick consumers by claiming their products are really green products. But in the future, this will cause customers 
to be disappointed and reluctant to buy these products (Kalafatis et al. 1999). Therefore, products that have real 
green value play an important role in both consumers and the environment. This value is a significant factor 
affecting purchase intention (Naalchi Kashi 2019, Ramayah, Lee and Mohamad 2010). When consumers feel the 
value of the product is high and feel able to satisfy it, it will have a positive impact on their purchase intention, on 
the contrary, when the value that is felt is insufficient for consumers, it will cause the loss of consumer purchase 
intention. Companies must be able to maintain and add green value to new products so that they satisfy and even 
exceed customer expectations, consumers will give confidence in these products. Trust is believed to be an 
intention to accept vulnerability based on the positive expectation that consumers see the product. Trust is an 
important factor influencing consumer choice of green products (Ganesan 1994a). Customer trust determines the 
basis of long-term consumer behaviour. Accordingly, the following hypothesis is proposed: 

H2: green brand perceived value positively influences green brand purchase intentions 
H3: green brand perceived value positively influences green trust 

1.3 Green Brand Perceived Value to Attitude Toward Green Brand Extension 

Previous studies have shown that customer value is an effective differentiation tool (Lin, Lobo and Leckie 2017). 
The concept of green perceived value developed by (Chang 2012) is a total consumer understanding of the net 
benefits associated with a product or service based on the need for environmental preservation and good 
expectations regarding environmental preservation in the future. When consumers feel the green brand's 
perceived value makes consumers feel what value the product offers. Several green marketing studies 
emphasize the effects of persuasive strategies and assume that consumers' interactions with environmental 
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issues become higher when environmental awareness increases (Oliver and Lee 2010). Green marketing shows 
that environmental knowledge and awareness clearly influence consumers' environmental attitudes (Mostafa 
2007). Purchase intention will increase along with awareness of supporting a green environment. So it can be 
concluded that when consumers have high environmental awareness, they will increase their attitude toward 
green brand extension. 

H4: Green brand perceived value is positively associated with green brand extension. 

1.4 Green Purchase Intention to Attitude Toward Green Brand Extension 

The existence of 30% -40% of environmental damage is caused by household consumption activities Grunert 
(1993). Several previous studies have suggested that environmental knowledge is a good predictor of green 
environmental attitudes and behaviour (Chan 2008, Mostafa 2007). Therefore, the company tries to educate and 
explore consumers on how green brand factors influence green purchasing attitudes and behaviour (Chen 2009, 
Montoro Rios et al. 2006). Green purchase intention is defined as the desire of consumers to buy products after 
they are aware of green products (Huang, Yang and Wang 2014, Oliver and Lee 2010, Zeithaml 1988). The 
intention is defined as the subjective probability of performing a particular behaviour (Fishbein and Ajzen 1975). 
The role of intention in the attitude-behaviour relationship is a function of the level of effort required to carry out 
behaviour such as buying a product or service (Bagozzi 1990). Purchase intention has been evaluated by asking 
consumers the level of their intention, such as “thinking about buying”, “wanting to buy”, and “likely to buy” 
Zeithaml (1988). Mostafa (2007) found that consumers with positive attitudes towards green products will have a 
stronger intention to buy green products. Teng (2009) found that consumers who have positive attitudes towards 
certain brands will increase purchase intentions associated with certain brands. Therefore, this study proposes 
the following hypothesis: 

H5: Green purchase intention is positively associated with attitude toward green brand extension 

1.5 Green Trust to Attitude Toward Green Brand Extension 

Trust is the level of trust with other parties regarding the behaviour expected by us (Hart and Saunders 1997). 
Trust is also an intention to vulnerability based on positive expectations of other people's behaviour or intentions. 
Research by Ganesan (1994b) reveals that trust is a person's willingness to go to another party with the hope of 
achieving the strengths, abilities, and virtues of the other party. Customer trust really determines the basis of 
consumer behaviour both in the short and long term. Therefore, consumer purchase intentions by consumer trust 
(Harris and Goode 2010). If a consumer has an experience of trust with a seller, the consumer will have a higher 
level of purchase intention, likewise, an experience of unfavourable trust will reduce the consumer's purchase 
intention.  

The need for green products increases consumer confidence in buying green products. Ganesan (1994b) 
states that green trust is a person's willingness to depend on a product, service, or brand based on green trust in 
the hope of gaining credibility, virtue and one's abilities regarding green environmental performance. Trust 
influences attitude toward green brand extension. Attitude toward green brand extension as a reflection of 
consumer preferences and overall evaluation of green brands (Ajzen 1991). The dimension of attitude toward 
green brand extension consists of cognitive and emotional elements with references from several works 
(MacKenzie 1992, Teng 2009). Therefore, this study produces the following hypotheses: 
H6: Green trust is positively associated with attitude toward green brand extension 

This study examined the relationship between SBC, GBP, GPI, GBT and ATG. In this model, the latent 
variable influences the indicators, accounting for their interrelations. 

Figure 1. The Research Model 

 
Source: Authors’ data processing 

SBC  
(R)5i 
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2. Research Methods  

The data analysis technique in this study was using PLS-SEM with Warp PLS version 7.0. For all measures, a 
10-point Likert type scale was used with the anchors ranging from strongly disagree (1) to strongly disagree (10). 

3. Case Studies 

This study uses a survey method, and the population is environmentally friendly fashion users, namely Zara, 
Gucci, and Levi's in Semarang. The sampling technique was done by using the purposive sampling technique. 
The questionnaires distributed in this study were 129 respondents. Of the 145 questionnaires, only 129 were 
returned. Respondents in this study were mobile phone users in Semarang.  

4. Results and Discussion 

4.1 Reliability and Validity 

In this study, the validity test was carried out using the loading factor & average variance (AVE), the AVE value of 
0.5 met the criteria for convergent validity. While the reliability test uses composite reliability, where the 
Composite Reliability value of each variable is above 0.6. Table 1 shows that all sample instruments are declared 
valid and reliable because their values are above the requirements. 

Table 1. Loading Factor Value, Composite Reliability and Average Variance Extract 

Variabel Indicator Loading Factor Composite Reliability AVE 

Self Brand Congruity 
 

SBC1 0.817 

0.892 
 

0.625 
 

SBC2 0.821 

SBC3 0.768 

SBC4 0.859 

SBC5 0.676 

Green Brand Perceived 
Value 
 

GBP1 0.923 

0.945 
 

0.812 
 

GBP2 0.911 

GBP3 0.895 

GBP4 0.877 

Attitude To-ward Green 
Brand Extension 
 

ATG1 0.863 

0.9191 
 

0.695 
 

ATG2 0.855 

ATG3 0.878 

ATG4 0.842 

ATG5 0.722 

Green Purchase Intention 
 

GPI1 0.865 

0.902 
 

0.698 
 

GPI2 0.835 

GPI3 0.767 

GPI4 0.873 

Green Brand Trust 
 

GBT1 0.899 

0.93 1 0.730 

GBT2 0.892 

GBT3 0.863 

GBT4 0.870 

GBT5 0.738 

Source: Authors’ data processing 

To test acceptance of the proposed model and hypothesis, as developed in the previous section, the 
results of the full analysis are presented in figure 2. 

Figure 2 - Full Structural Model Analysis 

 

 
 
 
 

 
 

 

 

Source: Authors’ data processing GBT 
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Based on the full structural model analysis, a summary of the hypothesis testing results is presented in 
Table 2. 

Table 2. Estimated Relationship Results Between Constructions. 

Description Path Path Coefficient P Value R2 Q2 

SBC7GBP 0.459 <0.001 0.211 0.212 

GBP7GPI 0.637 <0.001 0.528 0.527 

GBP7GBT 0.837 <0.001 0.406 0.407 

GBP7ATG 0.098 0.129 0.701 0.698 

GPI7ATG 0.068 0.218 0.211 0.212 

GBT7ATG 0.596 <0.001 0.528  

Source: Authors’ data processing 

Based on the Full Structural Model Analysis above, the value of R squared (R2) is obtained to influence the 
green brand perceived value (GBP) of 0.21, which means the effect of the self-brand congruity (SBC) on the 
green brand perceived value is 21% and the remaining 79% is influenced by other variables outside this research 
model. Green brand trust (GBT) of 0.70 means that variations in this study that affect green brand trust by 79% 
and the remaining 21% are influenced by other variables outside this research model. Whereas green purchase 
intention (GPI) produces R2 value of 0.41 which that the variation in this study that affects green purchase 
intention (GPI) is 41% and 59% is influenced by other variables outside this research model. Then for attitude 
toward green brand extension produces an R2 value of 0.53, which means that variations in GPI and GBT that 
affect attitude toward green brand extension by 53% and 47% are influenced by other variables outside this 
research model. 

4.2 Hypotheses Testing 

Based on the estimation results of the relationship between variables, it can be used to answer the results of 
hypotheses testing in this study.  

4.2.1 Hypothesis 1 

Hypothesis 1 states “self-brand congruity (SBC) will be able to improve the green brand perceived value”. Based 
on the output in Table 2 and Figure 2, it can be seen that variable self-brand congruity (SBC) has a significant 
positive effect on the green brand perceived value (GBP) with a path coefficient of 0.459 and a P-Value <0.001. 
Thus, these results support the hypothesis, it is concluded Hypothesis 1 is accepted.  

4.2.2 Hypothesis 2 

Hypothesis 2 states “green brand perceived value will be able to increase the green purchase intention”. Based 
on the output of Table 2 and Figure 2, it can be seen that the variable green brand perceived value (GBP) has a 
significant positive effect on green purchase intention (GPI), the path coefficient value is 0.637 and the P-Value is 
<0.001. Thus, these results support the hypothesis, it is concluded Hypothesis 2 is accepted. 

4.2.3 Hypothesis 3 

Hypothesis 3 states “green brand perceived value will be able to increase the green brand trust”. Based on the 
output of Table 2 and Figure 2, it can be seen that the variable green brand perceived value (GBP) has a 
significant positive effect on green brand trust (GBT), the path coefficient value 0.837 and the P-Value is <0.001. 
Thus, these results support the hypothesis, it is concluded Hypothesis 3 is accepted. 

4.2.4 Hypothesis 4 

Hypothesis 4 states “green brand perceived value will increase the attitude toward green brand extension”. Based 
on the output in Table 2 and Figure 2 it can be seen that the variable green brand perceived value (GBP) was not 
able to increase the attitude toward green brand extension (ATG), the path coefficient value is 0.098 and the P-
value is 0.129. Thus, hypothesis 4 is rejected. 

4.2.5 Hypothesis 5  

Hypothesis 5 states “green purchase intention will increase the attitude toward green brand extension”. Based on 
the output in Table 2 and Figure 2 it can be seen that the variable green purchase intention (GPI) was not able to 
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increase the attitude toward green brand extension (ATG), the path coefficient value is 0.068 and the P-value is 
0.218. Thus, these results hypothesis 5 is rejected. 

4.2.6 Hypothesis 6 

Hypothesis 6 states “green brand trust will increase the attitude toward green brand extension”. Based on the 
output in Table 2 and Figure 2 it can be seen that the variable green brand trust (GBT) has a significant positive 
effect on the attitude toward green brand extension (ATG) with a path coefficient of 0.596 and a P-value <0.001. 
Thus, these results support the hypothesis, it is concluded Hypothesis 6 is accepted.  

5. Discussions 

The results show that self-brand congruity with the parent brand would transfer to the brand extension. 
Exploratory analysis suggests a strong positive path between self-brand congruity and green brand perceived 
value. Green brand perceived value felt by consumer’s increases consumer awareness of green brand products. 
The green brand perceived value consists of the function of green products that provide value to consumers, 
products that are truly environmentally friendly, and care about the environment in the future and this product 
provides more benefits than previous products. Based on these criteria, these findings also indicate that green 
brand perceived value positive relationship to green purchase intention but green purchase intention was not able 
to increase the attitude toward green brand extension. This is inconsistent with previous research where green 
brand purchase intention affects attitude toward green brand extension (Laroche 2001; Smith 1994). The same 
result shows that green brand perceived value was not able to the attitude toward green brand extension. 

Conclusions and Further Research 

Contrast to green brand perceived value through green brand trust directly affects and has a positive impact on 
attitude toward green brand extension. The results of our study provide important theoretical and practical 
insights into how consumers respond to green initiatives and thus how companies need to demonstrate green 
programs based on corporate objectives. Further research should include moderating variables or control 
variables, such as green brand positioning, green brand knowledge, green brand equity, brand commitment. 
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