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ABSTRACT 

	Aims: This study seeks to ascertain the mediating role of brand image in the impact of green products on consumer purchasing decisions for Fore Coffee in Makassar.
Study design:  This study employs quantitative research utilising a descriptive methodology.
Place and Duration of Study: This research will be conducted in Makassar from June to September 2025.
Methodology: The population in this study is undetermined, and the sample comprises 100 respondents. The employed sample approach is purposive sampling. Data collection was conducted by observational and questionnaire methodologies. The employed data analysis method is Partial Least Squares (PLS) utilising SmartPLS software.
Results: The research findings demonstrate that green products exert a positive and significant impact on Fore Coffee consumer purchase decisions in Makassar. Furthermore, green products positively and significantly affect Fore Coffee's brand image in the same locale. Additionally, brand image positively and significantly influences Fore's purchase decisions in Makassar, and it effectively mediates the relationship between green products and Fore Coffee consumer purchase decisions in this city.
Conclusion: The approach of utilising green products and establishing an appropriate brand image could impact customer purchasing decisions. Moreover, brand image has affected the connection between green products and consumer purchasing decisions.
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1. INTRODUCTION 

Green marketing is a strategy that emphasises ecologically sustainable products and company practices, addressing increasing worldwide concerns over ecological degradation and sustainability challenges. As customer knowledge of environmental preservation increases, corporations are more compelled to integrate green marketing innovations and practices in their product and service offerings, including the use of biodegradable materials, energy conservation, and the implementation of recycling systems. Green marketing methods offer organisations a competitive edge while increasing brand image, fostering consumer loyalty, and reinforcing enduring relationships with an ecologically aware audience (Genoveva & Samukti, 2020; Kewakuma et al., 2021; Putri & Riyanto, 2023; Alnasser & Alhijris, 2025).

The adoption of green marketing among Indonesian enterprises demonstrates a favourable trend, as numerous company entities are commencing the integration of sustainability principles into their operational practices. This implementation includes the complete green marketing mix: green product, green price, green site, and green promotion, aimed at satisfying the expectations of contemporary customers who are increasingly discerning regarding the environmental consequences of consumption activities. Empirical research has demonstrated that green marketing methods significantly influence consumer purchasing interest and loyalty towards environmentally friendly items (Barbu et al., 2022; Mazwan et al., 2023; Prayitno, 2024; Yuniasih et al., 2024). In addition to the consumer dimension, the execution of green marketing substantially enhances product value, competitive advantage, and long-term business sustainability for organisations (Luo et al., 2025). 

The food and beverage industry represents a highly dynamic and competitive sector within the business landscape. Intense competition compels brands to perpetually innovate across product development, packaging, and marketing strategies. In this context, brand image serves as a critical differentiating factor that affects consumer evaluation and product selection. Brand image functions as both a visual identity and a representation of the values, personality, and commitments a company extends to its consumers.

Current consumer trends demonstrate that purchasing decisions are significantly shaped by the values represented by a brand. Consequently, food and beverage companies must strategically manage their brand image to stay pertinent to evolving consumer behaviour. This encompasses visual consistency, genuine communication messaging, and a favourable customer experience at all touchpoints. A well-managed brand image attracts attention and fosters sustainable differentiation in a competitive and dynamic market.

This research was conducted at Fore Coffee, which is one of the players in the F&B industry in Makassar. They have implemented the concept of green marketing in their product marketing and sales, and this has become their brand image. However, the green marketing concept they are implementing seems contradictory. This is caused by the fact that when consumers decide to order for takeaway, they are given plastic containers. The continuous use of plastic in consumer consumption is a concern that can harm the environment because it is difficult to recycle. Inconsistency in the execution of green product strategies can undermine the brand image cultivated over time, engendering a negative perception that may lead to a decline in consumer numbers and adversely affect business sustainability.

2. LITERATURE REVIEW 

Brand Image
Brand image refers to the comprehensive perception established in consumers' thoughts about a brand, including the impressions, associations, and values linked to it (Yazid & Kawiryan, 2023). Brand image encompasses not just visual representation but also embodies customers' cognitive and emotional assessments of quality, trust, and experiences (Wijaya, 2013; Afiftama & Nasir, 2024). The perception of brand image is established by consumers' encounters with products, service experiences, and brand communications they encounter.

Brand image comprises diverse associations organised within consumers' minds, encompassing product features, functional advantages, and symbolic values (Zhang, 2015). Du and Tham (2024) assert that visual elements, including logos and packaging, along with digital communication, continually underpin the establishment of an effective brand image in contemporary society. Currently, brand image is shaped by digital marketing content that is emotive, informational, and personalised (Asvina et al., 2025).

Green Products
Green products, or eco-friendly products, are engineered to reduce adverse environmental effects across their whole life cycle, encompassing manufacture, usage, and disposal (Barbu et al., 2022). The notion of green products seeks to minimise waste and optimise resource efficiency. With the growing consumer awareness of environmental concerns, the demand for eco-friendly products is markedly increasing in the global market (Premi, Sharma, & Dangayach, 2021).

Green products possess several essential traits that differentiate them from traditional items. These attributes encompass potentially elevated costs, superior product quality, environmentally sustainable packaging, utilisation of recycled materials, and the existence of eco-labels or certifications (Barbu et al., 2022). The quality and legitimacy of products significantly impact customer purchase decisions about green products (Kumar & Ghodeswar, 2015). Eco-labels can enhance consumer confidence in the veracity of a product's environmental assertions (Ulva & Hartono, 2022).

Purchase Decision
The purchase choice is a crucial term in the analysis of consumer behaviour and marketing. The term purchase decision denotes the cognitive and behavioural process that customers engage in to identify and acquire products or services that fulfil their requirements and desires (Santuso et al., 2024). The process commences with requirement recognition, followed by information search, alternative evaluation, and decision-making, concluding with post-purchase evaluation (Kotler et al., 2021). Kotler and Armstrong (2012) emphasise that a purchase choice refers to the actions customers undertake in acquiring and selecting products or services within the decision-making process. Tjiptono (2014) asserts that a purchase decision constitutes consumer behaviour in the act of buying, shaped by habitual patterns and contextual elements.

The purchasing decision process comprises numerous significant and interrelated stages. Kotler et al. (2021) delineate five principal steps in this process: need awareness, information search, alternative appraisal, purchase decision-making, and post-purchase behaviour. During the need recognition phase, consumers identify a disparity between their current state and their intended or unfulfilled requirements.

3. RESEARCH METHODS

The study employed is quantitative with a descriptive approach, utilising statistical analysis to deliver a clear and comprehensive picture of the obtained data, hence aiding interpretation and decision-making based on the available information. The selected research area is Makassar City. This study had 100 respondents, recruited by purposive sample techniques in accordance with the Lemeshow formula. Primary data were acquired by surveys.

The variables established in this study are latent variables, comprising the independent variable, which is green products; the dependent variable, which is purchase decisions; and the mediating variable, which is brand image. Data collection in this study was conducted by questionnaires disseminated online, specifically via Google Forms. The questionnaire's closed-ended questions utilised a 5-point Likert scale to quantify the research variables by assigning scores to each response. The gathered data was subsequently analysed to assess the impact of the independent variables on the dependent variable via the mediating variable.

4. RESULTS AND DISCUSSION
4.1. RESULTS
Convergent Validity
Table 1. Outer Loading
	
	Green Product (X)
	Brand Image (Z)
	Purchase Decision (Y)

	X.1
	0.919
	
	

	X.2
	0.881
	
	

	X.3
	0.933
	
	

	X.4
	0.917
	
	

	X.5
	0.878
	
	

	X.6
	0.741
	
	

	Z.1
	
	0.885
	

	Z.2
	
	0.917
	

	Z.3
	
	0.865
	

	Z.4
	
	0.915
	

	Z.5
	
	0.843
	

	Z.6
	
	0.885
	

	Z.7
	
	0.866
	

	Z.8
	
	0.787
	

	Z.9
	
	0.857
	

	Z.10
	
	0.870
	

	Y.1
	
	
	0.848

	Y.2
	
	
	0.894

	Y.3
	
	
	0.910

	Y.4
	
	
	0.913

	Y.5
	
	
	0.890

	Y.6
	
	
	0.915

	Y.7
	
	
	0.907

	Y.8
	
	
	0.934



Based on the results of the convergent validity test with outer loading (Table 1), it can be seen that each statement item for each indicator has a loading factor value > 0.7. Therefore, it can be concluded that all statement items can be declared convergently valid. This proves that each statement item is capable of explaining the latent variables in the study.




Table 2. Average Variance Extracted (AVE)
	
	Average Variance
Extracted (AVE)
	Result

	Green Product
	0.776
	Valid

	Brand Image
	0.756
	Valid

	Purchase Decision
	0.813
	Valid



Based on the AVE values for the Green Product variable of 0.776, Brand Image of 0.756, and Purchase Decision of 0.813, each of which is > 0.05, it can be concluded that the measurement indicators for each variable are convergently valid.

Discriminant Validity
Table 3. Fornell-Larcker
	
	Brand Image
	Green Product
	Purchase Decision

	Brand Image
	0.870
	
	

	Green Product
	0.695
	0.881
	

	Purchase Decision
	0.819
	0.816
	0.901



Based on Table 3, it shows that all variables have AVE values that are higher than their correlations with other variables. Therefore, it can be concluded that the results of the discriminant validity test using the Fornell-Larcker criteria for latent constructs have acceptable or valid discriminant validity values.

Composite Reliability
Table 4. Composite Reliability
	
	Composite Reliability

	Brand Image
	0.969

	Green Product
	0.954

	Purchase Decision
	0.972



Based on Table 4, the Composite Reliability values for the Green Product variable are 0.954, Brand Image is 0.969, and Purchase Decision is 0.972 > 0.7, indicating that each statement item in the questionnaire can produce reliable or consistent answers.

Cronbach Alpha
Table 5. Cronbach Alpha
	
	Cronbach’s Alpha

	Brand Image
	0.964

	Green Product
	0.941

	Purchase Decision
	0.967



Based on Table 5, it shows that the Cronbach Alpha value for all Green Product variables is 0.941, Brand Image is 0.964, and Purchase Decision is 0.967 > 0.6, which indicates that the statement items in the questionnaire can produce reliable or consistent answers.




R-Square Test
Table 6. R-Square
	
	R Square
	R Square Adjusted

	Green Product
	0.484
	0.478

	Purchase Decision
	0.788
	0.784



Based on Table 6, the value of the coefficient of determination indicates the contribution of each exogenous variable to the endogenous variable. The coefficient of determination for the Brand Image variable is 0.484 or 48.4%, which represents the contribution of the Green Product variable to Brand Image at 51.6%, influenced by variables outside this study. The coefficient of determination for the Purchase Decision variable is 0.788 or 78.8%, which represents the contribution of the Green Product and Brand Image variables to Purchase Decision, while the remaining 21.2% is influenced by variables outside this study.

Q-Square Test
Table 7. Q-Square
	
	Q² (=1-SSE/SSO)

	Brand Image
	0.354

	Purchase Decision
	0.621



Based on the Q2 results in the table above, the Q2 value obtained for the Brand Image variable is 0.354 and for Purchase Decision is 0.621. This result indicates that the model has good predictive relevance, as all the Q2 values are greater than 0, showing that the level of predictive relevance is improving.

Goodness of Fit (GoF)
Table 8. Goodness of Fit (GoF)
	
	𝐀̅̅𝐕̅̅𝐄̅̅
	𝐑̅

	
	0.782
	0.636

	GoF
	0.705



Based on the GoF test results in the table above, the GoF value is 0.705, which leads to the conclusion that the research model's suitability level is approximately 70.5%, indicating a significant level of suitability.

Hypothesis Testing of the Influence of Green Products on Purchase Decisions
Table 9. Results of Hypothesis Testing on the Effect of Green Products on 
Purchase Decisions
	Construct
	Original Sample (O)
	Sample Mean
(M)
	Standard Deviation
(STDEV)
	T Statistics
(O/STDEV)
	P Values

	Green Product
→
Purchase Decisions
	
0.478
	
0.498
	
0.132
	
3.612
	
0.000



Based on Table 9, the t-statistic value for Green Product is 3.612, which is greater than the t-table value of 1.96. This indicates that Green Product has an influence on Purchase Decisions. The probability value (p-value) is 0.000, which is less than the significance level of 0.05 or 5%. This indicates that the relationship between the variables is significant, so H1 is accepted. This can be interpreted to mean that Green Product has a significantly positive influence on Purchase Decision, so it can be concluded that the better the Green Product of a product is for consumers, the better the consumers' Purchase Decision will be for that product.

Hypothesis Testing of the Influence of Green Products on Brand Image 
Table 10. Results of Hypothesis Testing on the Influence of 
Green Products on Brand Image
	Construct
	Original Sample (O)
	Sample Mean
(M)
	Standard Deviation
(STDEV)
	T Statistics
(O/STDEV)
	P Values

	Green Product
→
Brand Image
	
0.695
	
0.686
	
0.092
	
7.579
	
0.000



Based on Table 10, the t-statistic value for Green Product is 7.579 > the t-table value of 1.96, which means that Green Product has an effect on Brand Image. The probability value (p-value) is 0.000 < the significance level of 0.05 or 5%, indicating that the relationship between the variables is significant, so H2 is accepted. This can be interpreted as meaning that Green Products have a significantly positive impact on Brand Image, so it can be concluded that the better a product's Green Products are for consumers, the better the product's Brand Image will be.

Hypothesis Testing of Brand Image Influence on Purchase Decisions 
Table 11. Results of Hypothesis Testing on the Influence of 
Brand Image on Purchase Decisions
	Construct
	Original Sample (O)
	Sample Mean
(M)
	Standard Deviation
(STDEV)
	T Statistics
(O/STDEV)
	P Values

	Brand Image →
Purchase Decisions
	
0.486
	
0.467
	
0.143
	
3.405
	
0.001



Based on Table 11, the t-statistic value for Brand Image is 3.405, which is greater than the t-table value of 1.96. This indicates that Brand Image has an influence on Purchase Decisions. The probability value (p-value) is 0.000, which is less than the significance level of 0.05 or 5%. This indicates that the relationship between the variables is significant, so H3 is accepted. This means that the better the Brand Image of a product for consumers, the better the consumers' Purchase Decisions for that product will be.

Hypothesis Testing of the Influence of Green Products on Purchase Decisions Mediated by Brand Image 
Table 12. Results of Hypothesis Testing on the Influence of Green Products on Purchase Decisions Mediated by Brand Image
	Construct
	Original Sample (O)
	Sample Mean
(M)
	Standard Deviation
(STDEV)
	T Statistics
(O/STDEV)
	P Values

	Green Product
→
Brand Image →
Purchase Decisions
	

0.338
	

0.319
	

0.105
	

3.231
	

0.001



Based on Table 12, the original sample value is 0.338, indicating a positive relationship. The t-statistic value for Green Product is 3.231 > the t-table value of 1.96, indicating that Green Product has an effect on Purchase Decision thru the mediating variable of Brand Image. The probability value (p-value) is 0.001 < the significance level of 0.05 or 5%, which shows that there is a significant effect, so H4 is accepted. Therefore, it can be concluded that Green Products have a positive and significant effect on Purchase Decisions through Brand Image as a mediating variable.

4.2. DISCUSSION
The Influence of Green Products on Purchase Decisions
The results of the hypothesis test indicate a positive and significant influence of Green Product on consumer purchasing decisions for Fore in Makassar City. This suggests that the better Fore implements Green Product practices, the more consumer purchasing decisions for Fore products in Makassar City will increase. This indicates that consumers consider the application of Green Product when making purchasing decisions for Fore products. This is in line with research conducted by Manullang & Siregar (2025), Aprilia et al., (2023) and Syamsuddin & Nawir, (2021) 

Consumers' evaluation of green products in their purchasing decisions indicates an increasing awareness and preference for ecologically sustainable items. This behaviour is shaped by various reasons, such as the perceived social and personal advantages of purchasing green products, favourable attitudes towards environmental conservation, and the conviction that green purchases benefit society and the earth at large (Zhang & Dong, 2020; Amin & Tarun, 2021; Sharma, 2021; Sun et al., 2022;). Consumers often prefer companies that adopt green marketing strategies and demonstrate corporate social responsibility, hence increasing brand confidence and the propensity to endorse green products. The belief that green products mitigate environmental damage, utilise sustainable materials, and ensure safety further influences customer decisions (Qiu et al., 2020; Barbu et al., 2022; Chen, 2024). Moreover, labelling and certifications that convey a product's environmentally friendly characteristics bolster consumer confidence and perceived purchasing efficacy. These variables collectively render green products a crucial element in consumers' purchasing decisions, indicating a transition towards more sustainable consumption behaviours. 

The Influence of Green Products on Brand Image
The hypothesis test results indicating a positive and significant impact of Green Product on Brand Image correspond with an expanding corpus of research that underscores the essential function of green product qualities in influencing consumer perceptions and brand equity. The findings of this study align with the studies undertaken by Ariningrum (2020), Genoveva & Berliana (2021) and Putri et al., (2023)

When a firm like Fore uses green product strategies well, such using sustainable raw materials, eco-friendly packaging, and lowering its influence on the environment, it makes its brand look good to people who care about the environment. This improved brand image shows that customers recognise and value the company's dedication to being environmentally responsible. This can greatly improve the brand's reputation and provide it an edge over its competitors (Pritchard & Wilson, 2018; Alam & Islam, 2021; Hengboriboon et al., 2022; Tran, 2023). Moreover, when customers recognise a brand as environmentally responsible due to its green products and marketing initiatives, they are likely to cultivate enhanced emotional ties, trust, and loyalty towards the brand (Jang et al., 2015; Nuttavuthisit & Thøgersen, 2017; Mohd Suki, 2017). This enhances the brand's reputation and positively affects purchasing intentions and overall consumer behaviour.

The Influence of Brand Image on Purchase Decisions
The hypothesis test results demonstrate a substantial positive correlation between Brand Image and Purchase Decision, indicating that an enhanced Brand Image by Fore will lead to an increase in consumer purchase decisions for Fore products. This signifies that buyers evaluate and regard the Brand Image of Fore items when making purchasing decisions. The findings of this study are consistent with research undertaken by Ningsih & Pradanawati (2021), Hariyanto& Wijaya (2022), and Rihayana et al., (2022).

Consumers regularly examine and factor in a product's brand image when making purchasing decisions, since it impacts their perception and faith in the product. A great brand image creates an initial impression that drives consumer engagement and builds trust, which is essential for loyalty and repeat purchases. Additionally, it has the potential to impact the value of a company's brand (Haeruddin, 2021). According to research, customers choose companies with strong, favourable images because they identify them with quality, reliability, and consistency, resulting in higher buy intentions (Angeline et al., 2023; Reynaldi & Nuvriasari, 2024). The brand image facilitates consumer decision-making by establishing emotional connections and perceived value, thereby enabling people to rationalise paying higher prices for products they consider superior or congruent with their identity (Barreda et al., 2020).

The Influence of Green Products on Purchase Decisions Mediated by Brand Image
The hypothesis test results demonstrate a positive and significant mediating effect of Brand Image on the relationship between Green Product and Purchase Decision, suggesting that the company's introduction of Green Products will enhance consumer Purchase Decisions for Fore products in Makassar City through Brand Image as a mediating variable. This indicates that the Brand Image established in consumers' minds concerning Fore influences their purchasing decisions by factoring in the application of Green Products. This finding aligns with Zuhdi et al.'s (2024) research on how brand image mediates the impact of green products on purchase intentions, which in turn influence decisions to buy. The brand image will be established through existing green products offered by companies that can enhance consumer purchasing interest. Companies that adopt green product strategies are perceived as capable of establishing a positive brand image, thereby garnering customer support for environmentally friendly products and stimulating consumer interest in purchasing them.

An affirmative and trustworthy brand image that highlights environmental responsibility and sustainability serves as a crucial intermediary between customers' recognition of green marketing initiatives and their subsequent purchasing behaviour. A company can increase consumer trust and encourage them to choose green products over traditional ones by effectively communicating an eco-friendly brand image through consistent green marketing strategies like sustainable packaging, environmental messaging, and ethical sourcing. The brand image not only improves consumers' perceptions of product quality and corporate responsibility but also mitigates consumer scepticism by reinforcing the credibility of environmental claims. Consequently, the establishment of a robust green brand image aligns consumer values with purchasing choices, thereby enhancing sales and loyalty for green products.

5. CONCLUSION

a. The Green Product substantially influences Fore consumer purchasing decisions in Makassar City. This suggests that the brand image cultivated in consumers' thoughts regarding Fore products influences their purchasing decisions, particularly through the consideration of Green Product applications. 
b. The Green Product substantially enhances the Fore Brand Image in Makassar City. This signifies that Brand Image constitutes a consumer response and perception regarding Fore products, shaped by the implementation of Fore's Green Product in its offerings.
c. Brand image exerts a substantial beneficial influence on Fore consumer purchasing decisions in Makassar City. This suggests that consumers, when making purchasing decisions, examine and account for the brand image of Fore items.
d. Brand image mediates the impact of Green Product on Fore consumer purchasing decisions in Makassar City. This suggests that the brand image associated with Fore products influences consumers' purchasing decisions, particularly in relation to the use of Green Products.



COMPETING INTERESTS DISCLAIMER:
Authors have declared that they have no known competing financial interests OR non-financial interests OR personal relationships that could have appeared to influence the work reported in this paper.




REFERENCES

Afiftama, I., & Nasir, M. (2024). The effect of brand image, brand trust and customer experience on brand loyalty.
Alam, S. S., & Islam, K. Z. (2021). Examining the role of environmental corporate social responsibility in building green corporate image and green competitive advantage. International Journal of Corporate Social Responsibility, 6(1), 8.
[bookmark: _heading=h.22o44ub8ip8e]Alnasser, A. N., & Alhijris, A. A. (2025). Influence of Strategic Green Marketing on Green Corporate Image: Mediating Effects of Green Brand Positioning and Green Innovation Strategy. Journal of Information Systems Engineering and Management, 10, 407-418.
Amin, S., & Tarun, M. T. (2021). Effect of consumption values on customers’ green purchase intention: a mediating role of green trust. Social Responsibility Journal, 17(8), 1320-1336.
Angeline, C., Suparna, G., & Dana, I. M. (2023). The Role of Brand Image Mediates the Influence of Promotion on Purchase Decisions. Journal of Law and Sustainable Development, 11(10), e869-e869.
Aprilia, N. A. I., Widiawati, D., & Hardiani, S. (2023). Pengaruh Green Product dan Green Marketing Terhadap Keputusan Pembelian Produk the Body Shop. Business Management Research, 2(2), 103-111.
Ariningrum, A. I. (2020). Analisis Pengaruh Green Product dan Brand Ambassador terhadap Keputusan Pembelian Produk Oriflame dengan Brand Image sebagai Variabel Intervening (Studi pada Masyarakat di Kabupaten Kebumen) (Doctoral dissertation, Universitas Putra Bangsa).
Barbu, A., Catană, Ș. A., Deselnicu, D. C., Cioca, L. I., & Ioanid, A. (2022). Factors influencing consumer behavior toward green products: A systematic literature review. International journal of environmental research and public health, 19(24), 16568.
Barreda, A. A., Nusair, K., Wang, Y., Okumus, F., & Bilgihan, A. (2020). The impact of social media activities on brand image and emotional attachment: A case in the travel context. Journal of hospitality and tourism technology, 11(1), 109-135.
Chen, C. W. (2024). Utilizing a hybrid approach to identify the importance of factors that influence consumer decision-making behavior in purchasing sustainable products. Sustainability, 16(11), 4432.
Du, G., & Tham, J. (2024). Optimize Brand Culture Positioning to Improve Customer Perception of Brand Image and Purchase Intention. International Journal of Social Sciences and Public Administration, 4(1), 207-218.
Genoveva, G., & Berliana, W. (2021). Pengaruh green marketing mix terhadap brand image produk Tupperware. Journal of Management and Business Review, 18(1), 60-76.
Genoveva, G., & Samukti, D. R. (2020). Green Marketing: Strengthen the brand image and increase the consumers’ purchase decision. MIX JURNAL ILMIAH MANAJEMEN, 10(3), 367. 
Haeruddin, M. I. W. (2021). The Influence of Brand Equity on Consumer's Purchase Decision: A Quantitative study. PINISI Discretion Review, 4(2), 211-220.
Hariyanto, R. C., & Wijaya, A. (2022). Pengaruh Brand Ambassador, Brand Image dan Brand Awareness terhadap Purchase Decision. Jurnal Manajerial Dan Kewirausahaan, 4(1), 198-205.
Hengboriboon, L., Naruetharadol, P., Ketkeaw, C., & Gebsombut, N. (2022). The impact of product image, CSR and green marketing in organic food purchase intention: Mediation roles of corporate reputation. Cogent Business & Management, 9(1), 2140744.
Jang, Y. J., Kim, W. G., & Lee, H. Y. (2015). Coffee shop consumers’ emotional attachment and loyalty to green stores: The moderating role of green consciousness. International Journal of Hospitality Management, 44, 146-156.
Kewakuma, A. S., Rofiaty, R., & Ratnawati, K. (2021). The effect of green marketing strategy on customer loyalty mediated by Brand Image. JBTI : Jurnal Bisnis : Teori Dan Implementasi, 12(1), 1–11. 
Kotler, P., & Armstrong, G. (2011). Principles of marketing (14th ed.). Prentice hall.
Kotler, P., Bowen, J., & Maken, J. (2021). Marketing for Hospitality and Tourism 8th Edition. New Jersey: Prentice Hall.
Kotler, P., Keller, K.L & Alexander, N.(2021). Marketing Management 16th Edition. Pearson Education Limited (Global Edi). Pearson Education Limited.
[bookmark: _heading=h.jf9vo9nhrmlw]Kumar, P., & Ghodeswar, B. M. (2015). Factors affecting consumers’ green product purchase decisions. Marketing Intelligence &amp; Planning, 33(3), 330–347. https://doi.org/10.1108/mip-03-2014-0068 
Kurniawan, M. A., Panjaitan, D., & Nisa, K. (2025). Analyzing The Role of Content in Building Brand Image The Digital Era: a Systematic Literature Review. Journal of Business and Behavioural Entrepreneurship, 9(1), 47-68.
Luo, S., Sun, Z., & Zhang, X. (2025). Does Green Marketing improve corporate performance? International Review of Economics &amp; Finance, 97, 103762. 
Manullang, A., & Siregar, O. (2025). Pengaruh Green Product Dan Green Brand Terhadap Keputusan Pembelian. Jurnal Ilmiah Wahana Pendidikan, 11(5.A), 16-27
Mazwan, M. Z., Windiana, L., Mahdalena, G., & Widyastuti, D. E. (2023). Green marketing attributes of coffee shops, purchasing interests, lifestyles: What really affects consumer satisfaction? Agro Ekonomi, 34(2), 84. 
Mohd Suki, N. (2017). Green products usage: structural relationships on customer satisfaction and loyalty. International Journal of Sustainable Development & World Ecology, 24(1), 88-95.
Ningsih, S., & Pradanawati, S. L. (2021). The Influence Of Brand Image, Price And Promotion On Purchase Decision (Case Study on Gea Geo Store). International Journal of Economics, Business and Accounting Research (IJEBAR), 5(3), 1769-1780.
Nuttavuthisit, K., & Thøgersen, J. (2017). The importance of consumer trust for the emergence of a market for green products: The case of organic food. Journal of business ethics, 140(2), 323-337.
[bookmark: _heading=h.52pqkqfb0kf6]Prayitno, S. B. (2024). The influence of green marketing on consumer purchase interest. Jurnal Ekonomi, 13(01), 1530–1539
Premi, H., Sharma, M., & Dangayach, G. S. (2021). Green marketing: A systematic literature review. Indian Journal of Marketing, 51(8), 39-57.
Pritchard, M., & Wilson, T. (2018). Building corporate reputation through consumer responses to green new products. Journal of Brand Management, 25(1), 38-52.
Putri, T. A. N. R., Lindawati, T., & Handayani, Y. I. (2023). Pengaruh green product innovation dan green marketing terhadap brand image dalam purchase decision produk Avoskin pada konsumen di Surabaya. Jurnal Ilmiah Mahasiswa Manajemen, 12(1), 47-59.
Putri, V. P., & Riyanto, D. W. U. (2023). Green Innovation and Green Competitive Advantage Mediate the Influence of Green Marketing Orientation on Green Marketing Performance in SME Indonesia. International Journal of Economics, Business and Accounting Research (IJEBAR), 7(4).
Qiu, L., Jie, X., Wang, Y., & Zhao, M. (2020). Green product innovation, green dynamic capability, and competitive advantage: Evidence from Chinese manufacturing enterprises. Corporate Social Responsibility and Environmental Management, 27(1), 146-165.
Reynaldi, R., & Nuvriasari, A. (2024). The influence of brand image and perceived value on purchasing decisions with brand trust as mediation. Research Horizon, 4(3), 179-188.
Rihayana, I. G., Salain, P. P., Rismawan, P. E., & Antari, N. M. (2022). The influence of brand image, and product quality on purchase decision. International Journal of Business Management and Economic Review, 4(06), 342-350. 
Santuso, W., Al Musadieq, M., & Hidayat, K. (2024). A Systematic Literature Review: Determinants Analysis of Purchase Decision. KnE Social Sciences, 183-207.
Sharma, A. P. (2021). Consumers’ purchase behaviour and green marketing: A synthesis, review and agenda. International Journal of Consumer Studies, 45(6), 1217-1238.
Sun, Y., Li, T., & Wang, S. (2022). “I buy green products for my benefits or yours”: understanding consumers' intention to purchase green products. Asia Pacific Journal of Marketing and Logistics, 34(8), 1721-1739.
Syamsuddin, N., & Nawir, M. (2021). Pengaruh Green Product Terhadap Keputusan Pembelian Pada Produk Air Minum Di Kota Banda Aceh. Jurnal Sociohumaniora Kodepena (JSK), 2(2), 250-263.
Tjiptono, F. (2014). Pemasaran Jasa - Prinsip, Penerapan, dan Penelitian. Andi Offset.
Tran, N. K. H. (2023). Enhancing green brand equity through environmental reputation: The important of green brand image, green brand trust, and green brand loyalty. Business Strategy & Development, 6(4), 1006-1017.
Ulva, A., & Hartono, A. (2022). The effect of eco-label and perceived consumer effectiveness toward Green Purchase. International Journal of Research in Business and Social Science (2147- 4478), 11(9), 57–66.
[bookmark: _heading=h.nhoc94gzxpvn]Wijaya, B. S. (2013). Dimensions of brand image: A conceptual review from the perspective of brand communication. European Journal of Business and Managemrnt, 5(31), 55-65.
Yazid, Y., & Kawiryan, H. (2023). How to improve brand image: The role of customer attitude, brand familiarity, brand awareness, and brand extension. Asian Management and Business Review, 199-209.
Yuniasih, I., Aisyah, N., & Suryani, R. (2024). Sustainable consumerism: How green marketing strategies influence brand loyalty. Journal of Economic, Bussines and Accounting (COSTING), 7(6), 10025–10034. 
Zhang, X., & Dong, F. (2020). Why do consumers make green purchase decisions? Insights from a systematic review. International journal of environmental research and public health, 17(18), 6607.
Zuhdi, S., Gendalasari, G., Ningrum, I., Riwoe, F., Mulyana, M., & Nurendah, Y. (2024). The effect of green marketing on purchase intention mediated by brand image. International Journal of Progressive Sciences and Technologies, 45(2), 181-193.



image1.png




