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Abstract: Green marketing has been a growing trend in recent years as companies aim to align
their business practices with environmental sustainability. This research aimed to examine the
impact of green marketing strategies—including green advertisement, brand loyalty, equity, and
innovativeness—to enhance consumer repurchase intention while also investigating the moderating
effects of green awareness on these relationships and examining how green satisfaction influences the
connection between green marketing and loyalty Research gaps include the unexplored integrated
effects of green marketing on consumer repurchase intentions and the moderating roles of green
awareness and green satisfaction in these relationships. Using Smart PLS 3.3.3, this study used
structural equation modeling (SEM) to test the direct and moderating effects of green satisfaction and
awareness. This study used a non-probabilistic sampling technique to target 371 final consumers on
social media. The results suggest that green marketing positively impacted all green outcomes and
that green advertising, brand loyalty, brand equity, and brand innovativeness positively impacted
repurchase intention. However, this study found no significant moderating effects of green satisfac-
tion and green awareness on the relationships between the green outcomes. The findings provide
important insights for companies looking to implement green marketing strategies and offer potential
avenues for future research.

Keywords: green marketing; green repurchase intention; green brand awareness; green brand equity;
green brand innovativeness; green satisfaction; green advertisement; green brand loyalty

1. Introduction

Green marketing has emerged as a vital strategy in the ever-evolving marketing world,
driven by the increasing concerns over environmental sustainability and consumer prefer-
ences for eco-friendly products and services [1,2]. By adopting green marketing practices,
companies aim to reduce their environmental impact, enhance their corporate image, and
cater to the needs of the green consumer segment [3]. One key aspect of green marketing
involves understanding how it influences consumers’ repurchase intention toward environ-
mentally friendly products and services [4]. The importance of green consumer repurchase
intention lies in its potential to boost brand loyalty, drive sustainable consumption, and
foster long-term customer relationships [5,6]. The green consumer behavior literature
has identified various factors that influence repurchase intention, including consumers’
environmental attitudes, perceived product value, and perceived quality of green prod-
ucts [7,8]. Additionally, research demonstrated the role of green marketing tools, such as
green product labeling, eco-branding, and environmental advertising, in shaping consumer
repurchase intention [4,9].

Green marketing has become an essential strategy for organizations seeking to reduce
their environmental footprint, respond to consumer demands for sustainable products and
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services, and maintain a competitive edge [10,11]. Green marketing encompasses various
elements, including green advertisement, brand loyalty, green equity, and green brand
innovativeness, which play critical roles in shaping consumer behavior and repurchase
intentions [12–14]. For example, green advertisement is a vital component of green mar-
keting, as it communicates the eco-friendliness and sustainability of a brand’s offerings
to consumers [15]. Research showed that green advertisements foster positive consumer
attitudes and drive preference for green products and services [15,16]. However, studies
also highlight the potential for greenwashing, where brands overstate or misrepresent
their environmental commitment, potentially undermining consumer trust and repurchase
intention [17,18].

In addition, green brand loyalty refers to a consumer’s preference for and commit-
ment to eco-friendly brands, even in the face of competitors [8,19]. Research indicates that
green brand loyalty is fostered through consumer satisfaction, perceived environmental
responsibility, and the emotional connection customers develop with green brands [20,21].
Meanwhile, green equity represents the benefit that a brand acquires due to its eco-friendly
practices and reputation, which enhances its perceived quality, trustworthiness, and re-
purchase intentions [22,23]. Studies demonstrated that green equity positively influences
consumer repurchase intention and the willingness to pay premium prices for green prod-
ucts and services [5,23]. Green brand innovativeness refers to a brand’s ability to develop
and introduce novel, eco-friendly products or processes that address environmental chal-
lenges [24,25]. Green brand innovativeness contributes to a competitive advantage, creates
positive consumer perception, and enhances repurchase intention [23,26].

On the other hand, green awareness refers to consumers’ understanding and knowl-
edge of environmental issues, eco-friendly products, and sustainable practices [27–29].
Studies suggested that green awareness significantly affects consumer preferences and
behaviors, including their response to green marketing strategies [27,30]. The moderating
role of green awareness in the relationships between green advertisement, green brand
loyalty, green equity, green brand innovativeness, and consumer repurchase intention is an
area that requires further exploration to understand better how different levels of green
awareness may affect these associations. Green satisfaction, defined as consumers’ positive
evaluation of their experience with eco-friendly products or services, is another potential
moderating factor [2,5]. The relationship between green marketing and green loyalty,
which refers to a consumer’s commitment to environmentally responsible brands [8,19], is
influenced by the extent to which consumers are satisfied with their green purchases.

As a contemporary approach, green marketing has significant implications for con-
sumers’ perceptions and behavioral tendencies. Ottman [1] underscored the evolving
strategies in green marketing, emphasizing its potential for sustainable branding. Rahbar
and Wahid [8], who highlighted the impact of green marketing tools on purchase behavior,
reinforced the effectiveness of green advertisement in fostering positive consumer per-
ceptions. Regarding brand loyalty, Nagar [15] and Lin, Lobo, and Leckie [14] argued that
green advertising and brand innovativeness positively influence brand loyalty, encouraging
repeat purchases. Chen et al. [12,13] and Huang et al. [22] emphasized the vital role of
green brand equity in shaping repurchase intentions. They posited that green brand effects
and trust significantly underpin green brand equity, which, in turn, drives repurchase be-
havior. Lastly, Lin, Lobo, and Leckie [14] argued that green brand innovativeness enhances
loyalty, especially when consumers are well-informed about environmental matters, further
augmenting the chances of green repurchase. While there is an increasing body of literature
on green marketing and its influence on consumer behavior, several gaps still need to be
addressed. First, the integrated effects of green marketing, advertisement, brand loyalty, eq-
uity, and innovativeness on consumer repurchase intention still need to be explored [13,31].
Second, the potential moderating role of green awareness in strengthening or weakening
the relationship between green advertisement, brand loyalty, equity, innovativeness, and
repurchase intention needs to be researched more [5,27]. Lastly, while green satisfaction is
recognized as pivotal in influencing consumer behavior [21], its moderating effect warrants
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further empirical investigation, specifically in the linkage between green marketing and
green loyalty.

Although the direct impact of green marketing on a green advertisement, green brand
loyalty, green equity, green brand innovativeness, and consumer repurchase intention has
been studied, the potential moderating effects of green awareness and green satisfaction
on these relationships still need to be explored. Understanding these moderating effects
is crucial for businesses looking to optimize their green marketing strategies and foster
stronger consumer loyalty toward environmentally responsible brands. Thus, this study
identified the gaps in the moderating role of green awareness in the relationships between
green advertisements, green brand loyalty, green equity, green brand innovativeness,
and consumer repurchase intention that need to be better understood. There is a need
to examine how different levels of green awareness influence these linkages to inform
marketing strategies so that they are better targeted at repurchase intentions. In addition,
the influence of green satisfaction as a moderating factor in the relationship between green
marketing and green loyalty has yet to be thoroughly investigated. Gaining insights into
this relationship can help businesses to understand how consumer satisfaction with eco-
friendly products or services enhances green loyalty. Therefore, this study developed the
following research objectives:

1. To examine the effects of green marketing, green advertisement, green brand loyalty,
green brand equity, and green brand innovativeness to enhance consumer repurchase
intention.

2. To investigate the moderating effect of green awareness on the relationships between
green advertisements, green brand loyalty, green equity, green brand innovativeness,
and consumer repurchase intention.

3. To examine the moderating role of green satisfaction in the relationship between green
marketing and green loyalty.

2. Literature Review and Hypotheses Creation
2.1. Theory of Planned Behavior (TPB) and Theory of Reasoned Action (TRA)

The theory of planned behavior (TPB) has been widely used in the context of green
marketing and consumer behaviors [32]. The TPB posits that an individual’s intention to
perform a behavior is determined by their attitude toward the behavior, subjective norms,
and perceived behavioral control [33]. In the context of green marketing, the TPB can be ap-
plied to explain how various green marketing components influence consumer repurchase
intention (for example, green advertisement, green equity, and green brand innovativeness)
were shown to shape consumers’ attitudes toward green products or services [21,34]. In
addition, Ansar [35] (2013) found that the effectiveness of green advertising depends on
green marketing, suggesting how advertisements influence consumers’ attitudes toward
green products. Chen [21] demonstrated that green brand equity positively influences con-
sumers’ attitudes, leading to increased repurchase intentions. Furthermore, Lin, Lobo, and
Leckie [14] showed that green brand innovativeness contributes to a company’s competitive
advantage, influencing consumer attitudes and repurchase intentions.

On the other hand, subjective norms (for example, green brand loyalty) are related
to TPB, as consumers loyal to green brands are likely to perceive social pressure or sup-
port for their eco-friendly purchasing decisions [8,19]. Meanwhile, perceived behavioral
control (for example, green awareness) is linked with perceived behavioral control, as
consumers who are more knowledgeable about environmental issues and sustainable prac-
tices feel more capable of making informed decisions when choosing green products or
services [36]. Mahasuweerachai and Suttikun [37] discovered that individuals with higher
green awareness and satisfaction were likelier to engage in pro-environmental behaviors,
such as purchasing eco-friendly products. Similarly, Chen et al. [38] found that green
awareness positively influenced consumers’ ecological behavior intentions, including their
repurchase intentions.
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Drawing from the literature studies, Mahasuweerachai and Suttikun [37] employed
the theory of reasoned action (TRA) to predict green product consumption, suggesting that
foundational cognitive processes drive green consumption decisions. Similarly, Biswas
and Roy [39] highlighted that emerging economies are increasingly receptive to green
products, hinting at an underlying rational decision-making process. Chen et al. [38], when
studying Belt and Road countries, underscored that consumers’ intention to buy green
products is driven by a complex interplay of factors, which the theory of reasoned action
aptly captures, especially when considering green awareness, repurchase intentions, and
brand innovativeness.

2.2. Green Marketing and Green Repurchase Intention

According to Lee [40], green marketing has three phases. The beginning of the first
stage of green marketing may be traced back to the 1980s when the concept of green
marketing was first introduced to the business world [41]. The 1990s marked the beginning
of the second stage of green marketing, which coincided with the distinct backlash that
marketers faced throughout this decade [42]. According to Schrum et al. [43], as time went
on, marketers gradually realized that consumers’ concerns and good attitudes toward the
environment and green products did not translate into purchase behavior. Since 2000,
green marketing has progressed to the third stage of its evolution. At this point, green
marketing passed through a period of new vigor once again due to the application of
more modern technology, greater government regulation, and increased environmental
awareness. According to Ginsberg and Bloom [44], there is not a single marketing tool that
would be ideal for use by all different types of businesses. Instead, multiple tactics are
developed based on the various markets and the extent to which customers are concerned
about the environment.

In this study, three green marketing methods were investigated as potential ways to boost a
consumer’s understanding of environmentally friendly products. Currently, these tools are also
utilized to assist customers in differentiating between green products. The eco-brand, the eco-
label, and environmental advertising are all examples of these instruments. Applying eco-labels
to products that are favorable to the environment is an essential component of green marketing.
According to D’Souza et al. [45], more and more businesses are turning to environmental
labeling to encourage the easy identification of environmentally friendly products. According
to Rahbar and Wahid [8], eco-labeling is a powerful instrument for alleviating knowledge
asymmetry between customers and sellers. Second, an eco-brand is a name, symbol, or design
attached to goods that are not harmful to the surrounding ecosystem. Consumers may find it
easier to distinguish eco-brands from other types of items by utilizing the traits that distinguish
eco-brands from other types of products.

According to Chatterjee [46], customers will be more motivated to choose environ-
mentally friendly alternatives to products with a high level of environmental impact than
those with a low level of environmental impact. According to a survey conducted in the
past by Rahbar and Wahid [8], customers in Malaysia regard product categories made of
glass, household cleaning products, aerosols, chemicals, and plastic as non-green product
classes that have a high level of damage to surroundings. Third, according to Baldwin
(1993) [47], commercials about the environment contribute to the formation of a consumer’s
values and convert those values into the purchasing of environmentally friendly items.
According to the findings of Chase and Smith [16], environmental signals contained in
commercials and product labeling sometimes influence the purchasing choices of 70 percent
of the respondents. Therefore, this study offered the following research hypothesis:

H1. Green marketing significantly and positively influences green repurchase intention.

2.3. Green Marketing and Green Advertisement, Brand Loyalty, Brand Equity, and Brand Innovativeness

The impact of green marketing, which encompasses the eco-brand, eco-label, and
environmental advertising, has been a subject of growing interest in recent literature.
Research emphasizes the influence of these factors on green advertisement, brand loyalty,
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brand equity, and brand innovativeness. First, an eco-brand represents a product or service
designed with environmental sustainability [2]. Research by Leonidou et al. [3] shows that
consumers’ eco-brand perceptions significantly influence their preferences and purchasing
behavior. The study found that eco-brands positively influence green brand loyalty, green
brand equity, and green brand innovativeness. Second, eco-labels are certification marks
indicating that a product or service meets specific environmental standards. According
to Dangelico and Vocalelli [11], eco-labels contribute to green advertisement effectiveness
by enhancing consumer trust and providing a clear signal of a product’s environmental
performance. Furthermore, Thøgersen et al. [48] found that eco-labels positively influence
green brand loyalty and green brand equity, as consumers view labeled products as being
more environmentally responsible.

Lastly, environmental advertising encompasses promotional messages focusing on
products or services’ environmental benefits. Research by Nyilasy et al. [49] demonstrated
that environmental advertising significantly influences green brand loyalty, green brand
equity, and green brand innovativeness. The study found that effective environmental
advertising increases consumer trust in a brand’s environmental commitment, leading to
stronger loyalty and higher brand equity. Overall, green marketing components, including
eco-brand, eco-label, and environmental advertising, play a crucial role in shaping green
advertisement, brand loyalty, brand equity, and brand innovativeness [2,6]. Understanding
the impact of these green marketing elements on consumer behavior is essential for organi-
zations seeking to cater to the growing environmentally conscious consumer segment. By
incorporating eco-brands, eco-labels, and environmental advertising into their marketing
strategies, companies can enhance their brand image, foster customer loyalty, and promote
sustainable consumption. Based on the literature explored, this study offered the following
multiple research hypotheses:

H2. Green marketing significantly and positively influences green advertisement.

H3. Green marketing significantly and positively influences green brand loyalty.

H4. Green marketing significantly and positively influences green brand equity.

H5. Green marketing significantly and positively influences green brand innovativeness.

2.4. Green Advertisement, Brand Loyalty, Brand Equity, Brand Innovativeness, and
Repurchase Intention

The impact of green marketing on consumer repurchase intention has become a focal
point in recent literature as businesses aim to appeal to environmentally conscious con-
sumers. Recent research highlights the importance of green advertisements in shaping
consumer perceptions and repurchase intentions. For example, Parguel et al. [50] found
that the effectiveness of green advertisements depends on the credibility of environmental
claims and the fit between the product category and the green message. Similarly, Lin and
Chang [9] discovered that advertisements emphasizing corporate social responsibility and
environmental commitment positively influence consumer attitudes, which can lead to in-
creased green repurchase intention. In addition, green brand loyalty represents consumers’
allegiance to eco-friendly brands based on their positive experiences and attitudes. Rahman
et al. [51] revealed that green brand loyalty positively correlates with green repurchase
intention, and environmental concern is a significant predictor of green brand loyalty.

Similarly, Jaiswal and Kant [52] found that consumers with higher environmental
consciousness are likelier to exhibit loyalty toward green brands, resulting in increased
repurchase intention. Green equity also refers to the value consumers associate with a
brand’s environmentally friendly attributes. According to Ho et al. [31], green brand equity
positively influences consumer intention. Furthermore, green brand equity was shown
to mediate the relationship between green marketing efforts and consumer repurchase
intention, as Chen et al. [12] demonstrated. In addition to previous literature, green brand
innovativeness is the extent to which a brand is perceived as creative and novel in its
approach to environmental sustainability. Hartmann and Apaolaza-Ibáñez [20] found
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that green brand innovativeness positively influences consumer repurchase intention.
Moreover, innovative green brands are often perceived as more valuable and reliable,
increasing consumer loyalty and repurchase intention [53]. Based on the given literature,
this study offered the following multiple research hypotheses:

H6. Green advertisement significantly and positively influences green repurchase intention.

H7. Green brand loyalty significantly and positively influences green repurchase intention.

H8. Green brand equity significantly and positively influences green repurchase intention.

H9. Green brand innovativeness significantly and positively influences green repurchase intention.

2.5. Moderating Role of Green Awareness

The moderating role of green awareness in the relationship between green advertise-
ment, brand loyalty, brand equity, brand innovativeness, and green repurchase intention
was proposed. Green awareness reflects consumers’ knowledge and understanding of
environmental issues and sustainable consumption practices [27,28]. A previous study
claimed that consumers with higher green awareness are more likely to respond positively
to green advertisements and exhibit a stronger repurchase intention [54]. Additionally,
green awareness enhances the perceived credibility and effectiveness of green advertise-
ments [55]. In addition, Rahbar and Wahid [8] stated that consumers with a high level
of green awareness exhibit stronger loyalty toward green brands and are more likely to
repurchase eco-friendly products. Green awareness also increases consumers’ willingness
to pay a premium for environmentally responsible brands [39].

On the other hand, Akturan [56] stated that consumers with higher green awareness
attribute more value to a brand’s environmental efforts, leading to increased brand equity
and subsequent green intention. A previous study also showed that when consumers
possess high green awareness, they are likelier to appreciate and value innovative green
brands, leading to increased green repurchase intention [57]. Therefore, green awareness
may moderate the relationship between green advertisements, brand loyalty, brand equity,
brand innovativeness, and green repurchase intention. By understanding the influence of
green awareness, companies can develop effective green marketing strategies to target envi-
ronmentally conscious consumers and promote sustainable consumption practices. Based
on the literature evidence, this study offered the following multiple research hypotheses:

H10. Green awareness moderates the relationship between green advertisement and green
repurchase intention.

H11. Green awareness moderates the relationship between green brand loyalty and green
repurchase intention.

H12. Green awareness moderates the relationship between green brand equity and green
repurchase intention.

H13. Green awareness moderates the relationship between green brand innovativeness and green
repurchase intention.

2.6. Moderating Role of Green Satisfaction

Green satisfaction represents consumers’ contentment with a brand’s environmental
performance and sustainable practices [21,22]. In a study by Suki [58], green satisfaction
emerged as a significant moderator, demonstrating that highly satisfied consumers with a
brand’s green marketing efforts are more likely to develop loyalty toward that brand. Green
satisfaction enhances consumers’ trust and emotional attachment to eco-friendly brands,
ultimately fostering loyalty [59]. Furthermore, research by Haws et al. [60] supported the
notion that green satisfaction significantly influences the effectiveness of green marketing
efforts in fostering brand loyalty. Consumers who derive satisfaction from a brand’s
environmental initiatives are more likely to perceive the brand as authentic and trustworthy,
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strengthening brand loyalty. Brands that successfully implement green marketing strategies
and deliver satisfactory green experiences to consumers are likelier to cultivate loyal
customer bases. Finally, this study offered the following research hypothesis:

H14. Green satisfaction moderates the relationship between green marketing and green brand loyalty.

Finally, this study developed a conceptual model that collects the proposed research
hypotheses (Figure 1) based on the previous literature evidence.
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3. Research Methodology
3.1. Research Method

This study employed a quantitative research method using a cross-sectional design to
investigate the influence of green marketing antecedents on green repurchase intention.
Quantitative research methods are appropriate when the goal is to examine relationships
between variables and generalize findings across populations [61]. Quantitative research
allows for precisely measuring variables using established scales [62]. Quantitative research
methods facilitate hypothesis testing, enabling researchers to assess the relationships
between variables and test the significance of their findings [61]. Therefore, this study
used a quantitative approach to test the influence of green marketing tools on green
repurchase intention.

3.2. Data Collection Procedure

Our study’s use of a survey questionnaire as a research methodology was firmly
grounded in prior research on green behaviors and marketing. For instance, Akturan [56]
employed empirical methods to understand the implications of greenwashing on brand
equity and purchase intentions. Similarly, Alamsyah et al. [27] relied on quantitative meth-
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ods to decipher the role of environmental knowledge and perceived quality in shaping
green awareness, emphasizing the ability of structured surveys to pinpoint determinants
of green behavior. Furthermore, Ansar [35] highlighted the impact of green marketing on
consumer purchase intention through direct surveys, underscoring their utility in extracting
actionable insights from consumers about their green purchase behaviors. Data for this
study were collected from consumers of green products in Croatia using an online survey
distributed through Google Forms. The study targeted the consumers of 9 companies
that market green products in the market, such as Patagonia, IKEA, Hershey, Johnson &
Johnson, Nike, Seventh Generation, Lego, The Body Shop, and Imperfect Foods. According
to the study, Patagonia leads with sustainable apparel, emphasizing eco-friendly materials
and ethical production. IKEA offers eco-friendly furniture and practices sustainable sourc-
ing. Hershey focuses on sustainable cocoa farming, while Johnson & Johnson champions
environmentally responsible product formulations. Nike incorporates recycled materi-
als into their footwear and apparel. Seventh Generation delivers eco-friendly household
products, while Lego is transitioning to sustainable plastic materials. The Body Shop
promotes cruelty-free and naturally sourced beauty products, and Imperfect Foods tackles
food waste by selling ‘imperfect’ but edible produce. The population of the study was
unknown; therefore, this research used a non-probabilistic sampling technique known as
convenience sampling to recruit participants, with the survey link shared through social
media platforms, online forums, and email invitations. Google Forms is a widely used
and efficient tool for creating and distributing surveys and facilitating data collection and
analysis [63]. The survey link was shared through various channels, such as social media
platforms, online forums, and email invitations, to reach a diverse sample of respondents.
Additionally, a permission letter was attached to the survey to enhance the response rate
further. The letter provided information about the purpose of the study, ensuring the
respondents that their participation was voluntary and that their responses would be kept
confidential and used solely for research purposes [64]. By addressing potential concerns
and establishing trust, the permission letter aimed to encourage a higher level of participa-
tion among the targeted population [65]. The data collection process took place over an
extended period to ensure a good response rate, with multiple reminders sent to potential
respondents. Following recommendations from Dillman et al. [66], multiple reminders
helped to increase survey response rates by encouraging participation among those who
may have initially overlooked or forgotten to complete the survey. In total, this study
received 371 responses through Google Forms.

3.3. Measurement Scales and Ratings

This study adapted the measurement scales and items from the previously done
research. This study adopted a scale of green marketing from the study of Rahbar and
Wahid [8]. Green marketing includes three dimensions, including 3 items for the perception
of eco-brand, 2 for the perception of eco-label, and 3 for environmental advertisement.
This study adapted 7 items of green repurchase intention and 4 items of green brand
loyalty from the study of Panda et al. [67]. Green marketing, also called ecological or
environmental marketing, involves promoting products or services that are presumed to
be environmentally friendly or produced in an environmentally responsible manner [67].
Green repurchase intention denotes a consumer’s intent to buy or favor eco-friendly
products or services again in the future based on past purchasing experiences or satisfaction
with a particular green product [67]. This study also adopted 4 items of green brand equity,
3 items of green satisfaction from the study of Chen [21], and 3 items of green brand
innovativeness from the study of Lin, Lobo, and Leckie [14]. Finally, this study adapted
5 items of green awareness and 3 items of green advertisement from the study of Rahmi
et al. [68]. All measurement scales were measured on 5-point Likert scales, as was done in
the previous studies.
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3.4. Data Analysis

The study used Smart PLS (partial least squares) structural equation modeling (SEM)
for data analysis, which is an advanced statistical technique to test research hypotheses
involving complex relationships between multiple variables [69]. PLS-SEM focuses on
predicting latent variables using variance [70], while CB-SEM (covariance-based SEM)
estimates the covariance/correlation matrix to assess the relationships between variables.
Therefore, this study used PLS-SEM due to its suitability for analyzing complex models
with small sample sizes and non-normal data. PLS-SEM is particularly suited for small-to-
medium sample sizes [71–73]. It is a non-parametric technique and does not require the
same stringent assumptions as covariance-based SEM, such as multivariate normality [69].
Given that this study received 371 responses, Smart PLS-SEM was an appropriate choice
for the data analysis. PLS-SEM is a prediction-oriented method that explains variance in
the dependent variables [73]. Smart PLS-SEM involves using a PLS algorithm to estimate
the model parameters, followed by bootstrapping to assess the significance of the path co-
efficients and interaction effects [74], bootstrapping is a resampling technique that allows for
calculating robust standard errors and confidence intervals, providing a reliable assessment
of the statistical significance of the relationships under investigation. Therefore, this study
used Smart PLS-SEM 3.3.3 to test the proposed hypotheses.

4. Findings of the Study
4.1. Demographic Information

Table 1 presents the demographic information of the sample of 371 individuals, includ-
ing their gender, occupation, age, buying interest, and education. In terms of gender, the
sample was predominantly male, comprising 88.7% of the total respondents, while females
accounted for the remaining 11.3%. The sample included 37 students, representing 10%
of the total participants. When examining the occupation, it was found that civil servants
comprised the largest group, with 36.9% of the respondents, followed by those working
in private jobs (29.1%) and entrepreneurs (24.0%). The cumulative percentage reached
100%, indicating that all participants belonged to one of these three occupational categories.
The age distribution of the sample shows that the majority of respondents (41.8%) were
above 40 years old, with 32.9% aged between 31 and 40 years and 20.2% aged between
21 and 30 years. The smallest age group was those under 20 years, comprising only 5.1%
of the sample. Regarding buying interest, a slight majority (54.7%) of the respondents
preferred services, while the remaining 45.3% were more interested in products. Lastly,
the education level of the respondents shows that the majority (66.6%) had completed
graduate or master’s study (16–17 years of education), followed by those with a bachelor’s
or similar education (19.1%) and a PhD or postgraduate studies (12.7%). A very small
proportion of the sample (1.6%) had high school completion (12 years of education) as their
education level.

4.2. Assessing the Measurement Model

Table 2 presents the results of this study after examining several constructs related to
green marketing, including green satisfaction, green advertisement, green brand loyalty,
green brand equity, green brand innovativeness, green awareness, and green repurchase
intention. The findings of validity (convergent validity) and reliability (Cronbach alpha
and composite reliability) are provided for each construct, along with factor loadings for
the individual items. The convergent validity was assessed using the average variance
extracted (AVE) values, which should be greater than 0.5 to indicate adequate convergent
validity [72,73,75]. All constructs in the study met this threshold, with the AVE values
ranging from 0.615 (green brand loyalty) to 0.774 (green advertisement), suggesting that
the measures were valid and well-represented by their respective items. In addition, the
factor loadings of the items are also provided, which ideally should be greater than 0.7, for
adequate convergent validity [76–78]. One item from green marketing (PEB1) and one item
from green repurchase intention (GRI1) were deleted from the model due to lower factor
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loadings. The remaining items all had factor loadings greater than 0.7, further supporting
the convergent validity of the measures (Appendix A).

Table 1. Demographic information.

Demographic Information Frequency Percent Valid Percent Cumulative
Percent

Gender
Male 329 88.7 88.7 88.7

Female 42 11.3 11.3 100.0
Total 371 100.0 100.0

Students 37 10.0 10.0 10.0
Occupation Civil servants 137 36.9 36.9 46.9

Private job 108 29.1 29.1 76.0
Entrepreneurs 89 24.0 24.0 100.0

Total 371 100.0 100.0
<20 years 19 5.1 5.1 5.1

Age 21–30 years 75 20.2 20.2 25.3
31–40 years 122 32.9 32.9 58.2
>40 years 155 41.8 41.8 100.0

Total 371 100.0 100.0
Products 168 45.3 45.3 45.3

Buying interest Services 203 54.7 54.7 100.0
Total 371 100.0 100.0

High school 6 1.6 1.6 1.6
Education Bachelor’s or similar 71 19.1 19.1 20.8

Master’s degree or similar 247 66.6 66.6 87.3
Postgraduate studies or PhD degree 47 12.7 12.7 100.0

Total 371 100.0 100.0

Table 2. Validity and reliability.

Scales Items Factor
Loadings

Cronbach
Alpha

Composite
Reliability AVE

Green marketing

0.791 0.802 0.632
PEB2 0.860
PEB3 0.829
PEL1 0.838
PEL2 0.838
EA1 0.818
EA2 0.771
EA3 0.825

Green satisfaction 0.843 0.905 0.761
GS1 0.856
GS2 0.886
GS3 0.875

Green advertisement 0.854 0.911 0.774
GAD1 0.914
GAD2 0.901
GAD3 0.823

Green brand loyalty 0.790 0.864 0.615
GL1 0.805
GL2 0.817
GL3 0.806
GL4 0.704
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Table 2. Cont.

Scales Items Factor
Loadings

Cronbach
Alpha

Composite
Reliability AVE

Green brand equity 0.814 0.877 0.642
GBE1 0.766
GBE2 0.797
GBE3 0.834
GBE4 0.806

Green brand innovativeness 0.820 0.893 0.735
GBI1 0.848
GBI2 0.880
GBI3 0.843

Green awareness 0.900 0.926 0.717
GA1 0.759
GA2 0.885
GA3 0.867
GA4 0.872
GA5 0.843

Green repurchase intention GRI2 0.785 0.883 0.911 0.632
GRI3 0.742
GRI4 0.855
GRI5 0.798
GRI6 0.810
GRI7 0.776

Notes: AVE—average variance extracted.

On the other hand, Cronbach alpha and composite reliability ensure construct reliabil-
ity [76,79]. The literature suggests that these values should be greater than 0.7 to indicate
adequate reliability [76–78]. In this study, all constructs met this criterion. The Cronbach
alpha values ranged from 0.790 (green brand loyalty) to 0.900 (green awareness), while the
composite reliability values range from 0.802 (green marketing) to 0.926 (green awareness).
These results indicate that the measures were reliable and consistent. Finally, the findings of
this study demonstrate that the constructs used in this study had good convergent validity
and reliability.

According to the literature, for adequate discriminant validity, the cross-loadings
for the items should load higher on their respective constructs than on other constructs’
cross-loadings [76,79]. In other words, each item should have a stronger correlation with
its construct than any other construct in the model (Table 3). A common rule of thumb is
that the cross-loadings should be at least 0.1 lower than the item loading on its respective
construct. The cross-loadings in the table show that most items loaded higher on their
respective constructs than on the other constructs, indicating good discriminant validity.

Table 3. Cross-loadings.

Items 1 2 3 4 5 6 7 8 9 10

EA1 0.818 0.336 0.433 0.381 0.465 0.475 0.391 0.496 0.493 0.589
EA2 0.771 0.318 0.339 0.308 0.370 0.321 0.377 0.369 0.452 0.457
EA3 0.825 0.449 0.426 0.485 0.464 0.531 0.483 0.507 0.533 0.552
GA1 0.409 0.443 0.759 0.433 0.455 0.440 0.498 0.415 0.395 0.494
GA2 0.393 0.478 0.885 0.459 0.519 0.489 0.483 0.447 0.401 0.420
GA3 0.393 0.505 0.867 0.483 0.557 0.480 0.477 0.459 0.399 0.417
GA4 0.485 0.511 0.872 0.531 0.530 0.504 0.548 0.468 0.419 0.439
GA5 0.418 0.457 0.843 0.484 0.498 0.456 0.489 0.470 0.351 0.412

GAD1 0.453 0.914 0.551 0.526 0.696 0.473 0.669 0.486 0.388 0.531
GAD2 0.373 0.901 0.504 0.493 0.671 0.482 0.668 0.471 0.399 0.455
GAD3 0.383 0.823 0.434 0.412 0.564 0.344 0.553 0.295 0.321 0.429
GBE1 0.363 0.414 0.403 0.766 0.379 0.308 0.439 0.283 0.342 0.386
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Table 3. Cont.

Items 1 2 3 4 5 6 7 8 9 10

GBE2 0.384 0.427 0.498 0.797 0.489 0.376 0.515 0.374 0.369 0.441
GBE3 0.377 0.442 0.462 0.834 0.459 0.385 0.510 0.398 0.389 0.403
GBE4 0.445 0.462 0.448 0.806 0.506 0.471 0.468 0.531 0.417 0.424
GBI1 0.478 0.586 0.494 0.430 0.848 0.428 0.514 0.406 0.402 0.452
GBI2 0.503 0.646 0.528 0.548 0.880 0.555 0.640 0.534 0.448 0.503
GBI3 0.407 0.656 0.534 0.493 0.843 0.423 0.613 0.449 0.359 0.486
GL1 0.482 0.389 0.453 0.414 0.420 0.805 0.451 0.567 0.533 0.448
GL2 0.430 0.395 0.450 0.392 0.429 0.817 0.511 0.559 0.520 0.404
GL3 0.430 0.385 0.473 0.353 0.454 0.806 0.442 0.641 0.469 0.482
GL4 0.401 0.389 0.379 0.356 0.426 0.704 0.390 0.560 0.381 0.344
GRI2 0.433 0.649 0.480 0.497 0.573 0.546 0.785 0.464 0.458 0.484
GRI3 0.326 0.461 0.368 0.410 0.456 0.367 0.742 0.277 0.299 0.302
GRI4 0.462 0.629 0.502 0.505 0.561 0.496 0.855 0.524 0.424 0.514
GRI5 0.433 0.496 0.482 0.438 0.521 0.423 0.798 0.400 0.370 0.469
GRI6 0.431 0.626 0.533 0.509 0.597 0.458 0.810 0.476 0.428 0.482
GRI7 0.377 0.532 0.438 0.508 0.566 0.420 0.776 0.425 0.394 0.435
GS1 0.519 0.382 0.448 0.435 0.416 0.613 0.461 0.856 0.429 0.447
GS2 0.476 0.409 0.463 0.402 0.497 0.671 0.517 0.886 0.476 0.455
GS3 0.505 0.465 0.488 0.468 0.507 0.655 0.451 0.875 0.499 0.456
PEB2 0.536 0.336 0.420 0.414 0.419 0.550 0.438 0.495 0.860 0.539
PEB3 0.499 0.378 0.364 0.386 0.376 0.477 0.410 0.410 0.829 0.430
PEL1 0.517 0.466 0.456 0.453 0.446 0.503 0.522 0.485 0.535 0.838
PEL2 0.597 0.435 0.410 0.413 0.494 0.398 0.433 0.385 0.431 0.838

Note: 1—environmental advertisement, 2—green advertisement, 3—green awareness, 4—green brand equity,
5—green brand innovativeness, 6—green brand loyalty, 7—green repurchase intention, 8—green satisfaction,
9—perception of eco-brand, 10—perception of eco-label. Bold values show the higher cross-loadings of the same
construct than the blurred cross-loadings of another con-struct.

The heterotrait–monotrait (HTMT) ratio is a criterion for assessing the discriminant
validity in variance-based SEM. According to Henseler et al. [80], the value of the HTMT
ratio should be below 0.90 for adequate discriminant validity. Looking at the provided
HTMT values in Table 4, all the ratios are below the threshold of 0.90. This indicates good
discriminant validity between the constructs in the model.

Table 4. Heterotrait–monotrait (HTMT) ratio.

1 2 3 4 5 6 7 8 9 10

Environmental
advertisement

Green marketing 0.892
Green advertisement 0.578 0.639

Green awareness 0.609 0.652 0.643
Green brand equity 0.630 0.685 0.650 0.659

Green brand
innovativeness 0.695 0.728 0.874 0.704 0.697

Green brand loyalty 0.725 0.796 0.601 0.663 0.600 0.681
Green repurchase intention 0.641 0.701 0.816 0.657 0.708 0.803 0.679

Green satisfaction 0.726 0.746 0.559 0.613 0.598 0.648 0.809 0.623
Perception of eco-brand 0.725 0.860 0.589 0.631 0.678 0.669 0.881 0.683 0.752
Perception of eco-label 0.820 0.616 0.764 0.716 0.754 0.814 0.794 0.789 0.744 0.876

Note: 1—environmental advertisement, 2—green advertisement, 3—green awareness, 4—green brand equity,
5—green brand innovativeness, 6—green brand loyalty, 7—green repurchase intention, 8—green satisfaction,
9—perception of eco-brand, 10—perception of eco-label.

4.3. Assessing the Path Model

This study applied structural equation modeling (SEM) to test the research hypotheses.
This study ran two models, namely, model 1 to represent the direct effects and model 2
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to represent the moderating effects of green satisfaction and green awareness. This study
used a 5% significance level with a 95% confidence interval, and thus, the t-value should
be higher than +1.96 and the p-value should be less than 0.05 to accept the alternative
hypotheses [77–79].

Based on the results of the path analysis presented in Table 5, several direct effects
and moderating effects could be concluded. The results indicate a positive effect of green
marketing on green repurchase intention (beta = 0.120, t-value = 1.992, p-value = 0.046), and
thus, hypothesis H1 was accepted. This suggests that the more a company engages in green
marketing, the more likely consumers are to have a positive intention to repurchase the
company’s products. The results also show a strong positive effect of green marketing on
green advertisement (beta = 0.545, t-value = 13.960, p-value = 0.000), and thus, hypothesis
H2 was also accepted. This implies that companies that engage in green marketing are
more likely to invest in green advertising, which can help increase awareness and improve
the company’s image. The results reveal a significant positive effect of green marketing on
green brand loyalty (beta = 0.655, t-value = 16.451, p-value = 0.000), and thus, hypothesis H3
was accepted. This suggests that companies that engage in green marketing are more likely
to build a loyal customer base, as consumers are more likely to continue to support the com-
pany due to its commitment to environmental sustainability. The results indicate a strong
positive effect of green marketing on green brand equity (beta = 0.571, t-value = 14.160,
p-value = 0.000), and thus, hypothesis H4 was accepted. This implies that companies that
engage in green marketing are more likely to have a positive brand image, which can
positively affect the company’s reputation and financial performance. The results also show
a significant positive effect of green marketing on green brand innovativeness (beta = 0.608,
t-value = 15.940, p-value = 0.000), and thus, hypothesis H5 was accepted. Companies that
engage in green marketing are more likely to be perceived as innovative, which can help to
differentiate the company from its competitors and attract new customers.

Table 5. Path analysis.

Hypotheses Beta Values t-Value p-Value

M1 M2

H1 Green marketing -> green repurchase intention 0.120 1.992 0.046

H2 Green marketing -> green advertisement 0.545 13.960 0.000

H3 Green marketing -> green brand loyalty 0.655 16.451 0.000

H4 Green marketing -> green brand equity 0.571 14.160 0.000

H5 Green marketing -> green brand innovativeness 0.608 15.940 0.000

H6 Green advertisement -> green repurchase intention 0.372 6.686 0.000

H7 Green brand loyalty -> green repurchase intention 0.184 3.797 0.000

H8 Green brand equity -> green repurchase intention 0.196 4.266 0.000

H9 Green brand innovativeness -> green repurchase intention 0.204 3.672 0.000

Green satisfaction -> green brand loyalty 0.537 11.242 0.000

Green awareness -> green repurchase intention 0.062 1.187 0.235

H10 Green awareness × green advertisement -> green
repurchase intention −0.015 0.255 0.798

H11 Green awareness × green brand loyalty -> green
repurchase intention 0.017 0.433 0.665

H12 Green awareness × green brand equity -> green
repurchase intention −0.056 1.445 0.148

H13 Green awareness × green brand innovativeness -> green
repurchase intention 0.003 0.041 0.967

H14 Green satisfaction × green marketing -> green brand loyalty −0.016 0.634 0.526
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In addition, green advertisement had a positive effect on green repurchase intention
(beta = 0.372, t-value = 6.686, p-value = 0.000), and thus, hypothesis H6 was accepted. This
suggests that green advertising positively affects consumer behavior, as it can increase the
likelihood of consumers intending to repurchase products from a company that engages in
green advertising. There was a positive effect of green brand loyalty on green repurchase
intention (beta = 0.184, t-value = 3.797, p-value = 0.000), and thus, hypothesis H7 was
accepted. This implies that companies with a loyal customer base are more likely to see
an increase in repurchase intention, as consumers are more likely to continue supporting
the company. There was also a positive effect of green brand equity on green repurchase
intention (beta = 0.196, t-value = 4.266, p-value = 0.000), and thus, hypothesis H8 was
accepted. This suggests that companies with a positive brand image are more likely to see
an increase in repurchase intention, as consumers are more likely to trust and support the
company. Finally, the results indicate a positive effect of green brand innovativeness on
green repurchase intention (beta = 0.204, t-value = 3.672, p-value = 0.000), and thus, hypoth-
esis H9 was also accepted. This implies that companies that are perceived as innovative
are more likely to see an increase in repurchase intention, as consumers are more likely
to be attracted to and support the company. The results show a positive and significant
effect of green satisfaction on green brand loyalty (beta = 0.537, t-value = 11.242, p-value
= 0.000). This suggests that consumers who are satisfied with a company’s commitment
to environmental sustainability are more likely to have higher brand loyalty, as they are
more likely to continue supporting the company. Unfortunately, the direct effect of green
awareness on green repurchase intention was not significant (beta = 0.062, t-value = 1.187,
p-value = 0.235).

On the other hand, the results indicate no significant moderating effect of green aware-
ness on the relationship between green advertisement and green repurchase intention (beta
= −0.015, t-value = 0.255, p-value = 0.798), and thus, hypothesis H10 was rejected. This
suggests that the level of green awareness does not significantly affect the relationship
between green advertisement and green repurchase intention. There was also no significant
moderating effect of green awareness on the relationship between green brand loyalty
and green repurchase intention (beta = 0.017, t-value = 0.433, p-value = 0.665), and thus,
hypothesis H11 was rejected. This implies that the level of green awareness does not signif-
icantly affect the relationship between green brand loyalty and green repurchase intention.
There was also no significant moderating effect of green awareness on the relationship
between green brand equity and green repurchase intention (beta = −0.056, t-value = 1.445,
p-value = 0.148), and thus, hypothesis H12 was rejected. This suggests that the level of
green awareness has little impact on the relationship between green brand equity and green
repurchase intention. There was also no significant moderating effect of green awareness
on the relationship between green brand innovativeness and green repurchase intention
(beta = 0.003, t-value = 0.041, p-value = 0.967), and thus, hypothesis H13 was rejected.
This implies that the level of green awareness does not significantly affect the relationship
between green brand innovativeness and green repurchase intention. Finally, there was
also no significant moderating effect of green satisfaction on the relationship between green
marketing and green brand loyalty (beta = −0.016, t-value = 0.634, p-value = 0.526), and
thus, hypothesis H14 was rejected. This suggests that the level of green satisfaction has
little impact on the relationship between green marketing and green brand loyalty.

Delving into the intricacies of green consumer behavior, the study’s outcomes paint a
fascinating picture. Green marketing exerts a notable influence on myriad facets, spanning
from green repurchase intention and advertisement to brand loyalty, equity, and innovative-
ness. Yet, surprisingly, the commonly vaunted pillars of green awareness and satisfaction
did not highlight their expected moderating prowess in these relationships. Such insights
beckon a more profound examination and serve as a testament to the evolving dynamics of
sustainable consumer behavior.
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4.4. Assessing the Model Fitness

The R-squared values, which measure the proportion of variation in the dependent
variable explained by the independent variables, indicate that the model had a good fit
overall [76,79]. The R-squared values ranged from 0.297 to 1.000, with the highest values
observed for the green marketing variable. The high R-squared values suggest that the
independent variables in the model explained a significant amount of the variation in the
dependent variable [76]. The findings showed that green marketing explained 29.7% of
the variation in green advertisement, 32.6% in green brand equity, 36.9% in green brand
innovativeness, and 60.8% of the total variance in green brand loyalty highest effect by
green marketing. In turn, all four constructs explained 63.5% of the total variance in
green repurchase intention. Overall, the R-squared values suggest that the model had
a good fit and was used to predict the dependent variable based on the independent
variables. However, it is essential to consider other measures of model fit, such as the root
mean squared error, to ensure that the model is not overfitting and accurately predicts the
dependent variable.

5. Discussion

The results of this study provide insights into the influence of green marketing an-
tecedents on green repurchase intention. The findings support previous research that
suggests that companies that engage in green marketing are more likely to have a posi-
tive impact on various aspects of green consumer behavior, including green repurchase
intention, green advertisement, green brand loyalty, green brand equity, and green brand
innovativeness [3,8,40]. The results of this study also support the findings of previous
research that suggest that green advertisement can have a positive impact on consumer
behavior [2,3,11] and that companies with a positive brand image are more likely to see an
increase in repurchase intention [49].

Additionally, the results of this study suggest that green brand loyalty and equity posi-
tively impacted green repurchase intention, which is consistent with previous research [2,6].
The results also support previous research findings suggesting that companies perceived as
innovative were more likely to see an increase in repurchase intention [9,50]. Furthermore,
the results of this study suggest that consumers who were satisfied with a company’s
commitment to environmental sustainability were more likely to have higher brand loyalty,
which is consistent with previous research [20,31]. Unfortunately, the results of this study
indicate that the level of green awareness had little impact on green repurchase intention
and did not significantly moderate the relationship between green marketing and other
green consumer behavior variables. These findings are inconsistent with previous research
that suggests that green awareness can positively affect consumer behavior [81]. However,
these results may have been due to the limitations of this study, such as the use of a non-
probabilistic, convenience-sampling technique and the limited demographic diversity of
the sample.

The analysis provided insights into the interplay between green marketing and various
facets of consumer behavior. Green marketing exhibited a robust direct influence on
consumer attributes such as repurchase intention, advertisement receptivity, brand loyalty,
equity, and innovativeness, highlighting its integral role in shaping sustainable consumer
mindsets. Notably, the profound impact on green brand loyalty and innovativeness stood
out, highlighting the importance of brands embracing sustainability in their narrative and
innovation strategies. However, an intriguing dimension arose when introducing green
awareness as a potential moderator. Contrary to expectations, an individual’s level of green
awareness did not magnify or attenuate the impact of green marketing on their repurchase
intentions. The narrative here prompts businesses and policymakers to delve deeper into
understanding the multifaceted nature of green consumerism.

The findings reveal that green marketing is pivotal in influencing various green brands,
echoing Ottman’s [1] emphasis on sustainable branding and Sharma’s [2] insights on green
marketing shaping purchase behaviors. Particularly noteworthy is the potency of green
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advertisement in determining repurchase intentions, aligning with Rahbar and Wahid’s [8]
and Nguyen et al.’s [7] studies. The positive linkages between green brand loyalty, equity,
and repurchase intentions further resonate with Chen’s [21] explorations on green brand
equity and its foundational elements. However, the unexpected non-significant interactions
of green awareness with certain brand attributes contrast with the importance highlighted
by Alamsyah et al. [27], suggesting potential contextual variations. Additionally, the
limited influence of green satisfaction combined with green marketing on brand loyalty
offers a distinct perspective from Hartmann and Apaolaza-Ibáñez’s [20] study, pointing to
intriguing avenues for future research.

Therefore, the results of this study provide valuable insights into the influence of
green marketing antecedents on green repurchase intention. The findings support previous
research suggesting that companies that engaged in green marketing were more likely to
affect various aspects of green consumer behavior positively. However, the results also
suggest that the level of green awareness had little impact on green repurchase intention
and did not significantly moderate the relationship between green marketing and other
green consumer behavior variables.

5.1. Theoretical Implications

The theoretical implications are based on the path analysis for Croatian green market-
ing companies. Green marketing significantly influences various green branding elements,
like repurchase intention, advertisement, brand loyalty, brand equity, and brand innova-
tiveness. This implies that green marketing strategies are crucial for shaping consumer
perceptions and behavior in the green sector. Green advertisement significantly impacts
green repurchase intention, indicating that advertisements effectively communicate envi-
ronmental benefits and motivate repeated purchases. Both green brand loyalty and green
brand equity underscore the importance of building strong brand loyalty and equity in
the green market to ensure continued customer engagement and purchases. Green brand
innovativeness suggests that Croatian companies need to continually innovate and update
their green offerings to retain and attract customers.

Green awareness, on its own, had a marginal and statistically insignificant influence on
green repurchase intention. This means that merely being aware of green initiatives may not
translate directly into purchasing behavior. The interactions between green awareness and
other variables (like advertisement, brand loyalty, brand equity, and brand innovativeness)
generally did not significantly influence green repurchase intention. This might indicate
that the combination of awareness with these factors did not provide an additive effect
on repurchase intentions. Satisfaction plays a significant role in determining green brand
loyalty, which means ensuring customer satisfaction can directly enhance loyalty toward a
green brand.

5.2. Managerial Implications

Based on the study’s findings, several managerial implications were derived for companies
looking to engage in green marketing and build a green brand. Green marketing positively
impacted green repurchase intention, green advertisement, green brand loyalty, green brand
equity, and green brand innovativeness. This implies that companies that engage in green
marketing can expect an increase in consumer intention to repurchase their products, invest
more in green advertising, build a loyal customer base, have a positive brand image, and be
perceived as innovative. Managers should therefore prioritize and invest in green marketing
strategies to foster customer loyalty and boost sales. Surprisingly, green awareness alone did
not significantly amplify the effects of green advertisement or branding on repurchase intention.
Managers should consider this when allocating resources toward solely raising green awareness,
suggesting it might be more beneficial to integrate awareness campaigns with other marketing
tactics. The relationship between green and brand loyalty suggests customer satisfaction is
crucial for fostering loyalty. Therefore, ensuring product quality and aligning it with green
marketing messages can be a game-changer.
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Green advertising had a positive impact on green repurchase intention. Companies
that engage in green advertising can expect an increase in consumer intention to repur-
chase their products. Green brand loyalty and green brand equity had positive effects on
green repurchase intention. This implies that companies with a loyal customer base and
a positive brand image can expect an increase in consumer intention to repurchase their
products. Green brand innovativeness had a positive effect on green repurchase intention.
Companies perceived as innovative can expect an increase in consumer intention to repur-
chase their products. Green satisfaction had a positive effect on green brand loyalty. This
implies that consumers who are satisfied with a company’s commitment to environmental
sustainability are more likely to have higher brand loyalty. The level of green awareness
did not significantly affect the relationship between green advertisements, brand loyalty,
brand equity, brand innovativeness, and green repurchase intention. This suggests that
companies can focus on something other than increasing green awareness to improve their
brand and increase consumer intention to repurchase their products. These findings can
help companies to develop more effective green marketing strategies, improve their brand,
and increase consumer intention to repurchase their products.

5.3. Limitations and Future Directions

Some limitations to this study should be considered. First, the study was conducted in
a specific geographic location and cultural context (Croatian markets), which may limit
the generalizability of the results to other regions. The study found limited significant
moderating effects of green awareness on several key relationships. It might need to
capture the complete picture or nuances of real-world scenarios. Second, the study relied
on self-reported data, which was possibly subject to social desirability bias. Finally, the
study used cross-sectional data, which limited the ability to establish causal relationships.
Future research could address these limitations by conducting similar studies in different
cultural contexts and using more advanced research methods, such as experiments or
longitudinal data analysis, to establish causal relationships. Future research could also
examine the effect of other moderating variables, such as consumer attitudes toward the
environment, on the relationships between green marketing and brand equity variables. It
would be interesting to see whether these findings are consistent across different cultures
and regions, given varying green awareness levels and global perceptions.

6. Conclusions

Green marketing is pivotal in influencing key consumer behaviors, particularly brand
loyalty and innovativeness. However, an individual’s level of green awareness did not
significantly moderate the relationship between green marketing and their green repur-
chase intentions. This suggests that while green marketing strategies are crucial, green
awareness alone may not be the sole determinant in amplifying or tempering consumer
behavior toward sustainable products. The findings underscore a significant positive effect
of green marketing on various facets of green consumer behavior, such as repurchase
intention, advertisement, brand loyalty, equity, and innovativeness. Interestingly, when
interacting with other factors, green awareness did not influence green repurchase intention
significantly. On its own, green satisfaction robustly affected green brand loyalty. However,
the interaction of green satisfaction with green marketing on brand loyalty yielded an
inconclusive result.
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