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FACTORS THAT AFFECT BRAND LOYALTY AND CUSTOMER
ADVOCACY: THE MODERATING ROLE OF GREENWASHING

Fathur Rosi, Ayu Ekasari
Faculty of Economics and Business, Universitas Trisakti

fathurrozy993@gmail.com, ayu.ekasari@trisakti.ac.id

ABSTRACT

This study aims to determine and analyze the influence of green perceived value and altruistic value on
customer engagement behavior, the influence of customer engagement behavior on brand loyalty and
customer advocacy, test the role of mediation between green perceived value and altruistic value on brand
loyalty and test the role of moderation greenwashing perception between green perceived value and
altruistic value towards brand loyalty. The data collection technique method uses nonprobability sampling
with a purposive sampling method. The data was collected directly from a sample that had adjusted the
criteria and disseminated through a questionnaire to 120 respondents using a Likert scale of 1-5 where 1
indicated strong disapproval, while 5 indicated strongly agreed. The statements in this study consist of 20
statements obtained from six variables, namely the variables green perceived value, altruistic value, brand
loyalty, customer advocacy, customer engagement behavior, and greenwashing perception. The
questionnaire was distributed through a google form to respondents who had consumed Aqua and Le
Minerale bottled drinking water (AMDK). The analysis method used in this study is the Structural Equation
Model (SEM). The results showed that green perceived value has a positive effect on customer engagement
behavior, altruistic value has a positive effect on customer engagement behavior, customer engagement
behavior has a positive effect on brand loyalty, customer engagement behavior has a positive effect on
customer advocacy, Customer Engagement Behavior Mediates the Influence Between Green Perceived
Value on Brand Loyalty, Customer Engagement Behavior Mediates the Influence Between Altruistic
Value and Brand Loyalty, Greenwashing Perception Moderates the Influence of Green Perceived Value
on Brand Loyalty and Greenwashing Perception Results moderating the influence of altruistic values on
brand loyalty.

Keywords: green perceived value, altruistic value, brand loyalty, customer advocacy, customer
engagement behavior, greenwashing perception

This article is licensed under CC BY-SA 4.0 @

INTRODUCTION

Indonesia is the country with the 4th largest population in the world. Based on data from
the Directorate General of Population and Civil Registration of the Ministry of Home Affairs
of the Republic of Indonesia in 2021, which is 272,229,372 people. The high population of
Indonesia makes Indonesia a country with a high level of consumption. Based on statistical
data the level of consumption in Indonesia increased by 3.17% from 2020, based on the details
of expenditure items, 2021 the Indonesian population spent an average of IDR 622.8 thousand
per month on food consumption, then IDR 641.7 thousand for non-food consumption, while
based on the area of residence, the consumption expenditure of residents in urban areas was
IDR 1.48 million per month and for residents in rural areas the consumption value was only
born at an average of IDR 971.4 thousand per month (Vika Azkiya Dihni, 2022).

The high level of consumption and the large number of types of products from various
kinds of raw materials in Indonesia will certainly have the potential to produce high waste, this
is proven to put Indonesia in second place as the country with the largest plastic pollution in
the world after China (Pentingnya Pengolahan Sampah Plastik Di Indonesia, 2021).
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Coronation as a country with plastic waste pollution is not only caused by industry players
who use plastic as their product packaging, the high waste in Indonesia is also caused by the
lack of attention and enthusiasm of the public towards environmentally friendly products.
Plastic waste generated by product wrap waste such as plastic bags and plastic bottles can
cause damage to ecological and socioeconomic sustainability (Leckie et al., 2021).

It is known that statistical data in 2021 explains that plastic waste in Indonesia has a total
of 64 million tons per year, this amount consists of 3.2 million tons of waste that is collected
from plastic polluted into the waters and plastic waste that is polluted the community
environment amounting to 10 M pieces every year or as many as 85 tons of plastic bags
(Pentingnya Pengolahan Sampah Plastik di Indonesia, 2021).

Based on Word Bank data in 2020, shows that major cities in the world are producers and
pollutants of plastic waste, namely 1.3 billion tons per year, the amount of waste in 2025 is
also still predicted to continue to grow to 2.2 billion tons (Fajar Pebrianto, 2019).

In recent decades there has been an increase in public concern regarding environmental
damage (Abdelhadi et al., 2014). Products that are not environmentally friendly will produce
waste that is harmful to ecological sustainability because the product waste cannot be recycled
or waste that is difficult to decompose so it will have an impact on environmental damage and
consumer health, this encourages consumers to switch to environmentally friendly and
recyclable or environmentally friendly products, other studies show consumers who know
about the environment affect interest and purchasing behavior of environmentally friendly
brands (H. Li et al., 2020). So companies need to change their mindset and marketing strategy
by producing environmentally friendly products in order to create a good perception of value
in society. Consumer behavior towards business has changed. Consumers show a greater
willingness to adopt sustainable consumption behaviors (Leckie et al., 2018), consumers have
realized the environmental damage caused by the impact of business activities should be a
serious concern so that companies can no longer sit on the sidelines of the environmental
impacts that have been caused by their business activities or ignore the major changes in the
behavior of people who have realized a lot of concern for the environment.

However, in the midst of consumer concern for environmentally friendly products.
Consumer expectations are often undermined by the perception of greenwashing, where
consumers feel that companies' claims about the environmental functioning of their products
are unprovable (D. Li et al., 2012). The perception of greenwashing will increase consumer
skepticism and perceived risks about green products or eco-friendly brands as well as the
attributes of green products. Academic researchers have called on governments and
organizations to provide more accurate and transparent information to increase the perceived
trust and value of eco-friendly products and services among consumers (Leckie et al., 2021).

Seeing the phenomenon of public awareness of environmentally friendly products, the
company realizes this as a challenge to innovate its marketing form and produce
environmentally friendly brands to be more accepted by the public. In 2019 at least five
Indonesian companies have achieved Corporation certification by the global non-profit
organization B Lab from the United States, the certification is given to 5 (five) companies
because they are considered to have high standards in their companies, this certification is
carried out as a form of appreciation to individuals and companies because they are considered
to pay attention to the impact on the surrounding community. The high-standard assessments
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conducted by B Lab to companies are public transparency, accountability, social
performance/corporate social goals, and verified environmental aspects. The companies
receiving certification from B Lab are the Aqua brand of bottled drinking water (AMDK),
Beachgold brand, Mycotech brand, Innate Motion brand, and Indosole brand (Fajar Pebrianto,
2019).

A large number of bottled water products (AMDK) industries in Indonesia adds to the
large list of brands in the bottled water (AMDK) industry, making it a challenge for companies
to win the hearts of consumers. Based on the Top Brand Award, lists the five (5) be best
bottled water products in 2022:

Table of Best Quality in Bottled Water Categories in 2022

BRAND TBI 2022
Bottled water 57.2%

Le Minerale 12.5%
Ades 6.4b%
Cleo 4.2%
Club 3.8%

Source: (Amjad, 2021) JPPN.com(Amjad, 2021)

Based on the results of the Katadata Insight Center (KIC) 2021 survey, which was
conducted on the Sustainability Action for the Future Economy (SAFE) agenda in 2021,
bottled drinking water products (AMDK) released that Aqua as an environmentally friendly
product and the most remembered by the public, in the perception of being environmentally
friendly even in this case Aqua's score far beats its competitor brands such as Le Minerale and
Ades. In its release, the Katadata Insight Center (KIC) also showed that 20.3% of consumers
pay attention to the environmental impact of society and health, one of the consumer factors
in their decision to buy products, in the results of its survey KIC there are also 62.9% of
consumers who have bought environmentally friendly products, and 60.5% for the reason that
they want to preserve the environment while as many as 51.1% because they feel like and are
satisfied when using environmentally friendly brands (Amjad, 2021).

Aqua's commitment in the problem of plastic waste or in contributing to protecting the
environment is evidenced by the launch of the Aqua Life program, a bottle packaging
innovation that uses packaging made from recycling which began to be launched in Bali in
2018 and in Jakarta in 2019, the Aqua Life program or the use of recycled plastic bottle
packaging elements up to 25%, The recycled plastic content element will continue to be
increased to 50% of the recycled material content, even Aqua targets to use 100% of its
product bottle packaging from recycled materials by 2025.

The commitment to protecting the environment in the world of bottled drinking water
(AMDK) industry was also launched by the bottled drinking water brand Le Minerale which
also claims that its products are environmentally friendly brands, this is explained through its
advertisement which calls disposable gallons "more hygienic and practical” Le Minerale also
claims that its brand is a 100% eco recyclable product and free from harmful PBA, with PET-
based packaging, Le Minerale also collaborates with the Indonesian Plastic Recycling
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Association (ADUPI) and the Indonesian Waste Pickers Association (IPI) in order to
encourage the circular economy movement and as a form of its brand responsible for the
environment (Yohana Artha Uly, 2021).

Plastic bottles are a tool for packaging mineral drinking water or ready-to-eat drinks that
are widely used by business actors besides being cheap, which is considered to give a practical
impression. But it also has a harmful impact on the environment and the sustainability of
nature, this is because plastic waste is a waste that is difficult to decompose, which means that
it takes up to 450 years to decompose properly, not only that the impact of plastic waste can
also have a bad impact on soil, water, sea, and air (Nur Hadi, 2020).

Aqua and Le Minerale are bottled drinking water (AMDK) brands that have a high level
of popularity and are mostly consumed by the Indonesian people. However, it’s packaging
products that are claimed to be environmentally friendly, namely Aqua life and Le Minerale
Eko 100% recyclable bottle are relatively new environmentally friendly brand programs.
Agua and Le Minerale must try to create customer engagement so that consumers are willing
to be loyal to Aqua and Le Minerale and are willing to do advocacy, as well as the more an
environmentally friendly product provides green perceive value and altruistic value, the more
loyal consumers will be. The result of research conducted by (Leckie et al., 2018), is that the
more an environmentally friendly product provides Green perceived value and Altruistic
values, the customer engagement (CE ) for an environmentally friendly brand will be higher
and the higher the customer engagement (CE), the more loyal consumers will be and
consumers will advocate.

Green marketing is a strategy in which there is the development of all marketing activities
in increasing consumer loyalty (Amin et al., 2014), this is a strategy that most consumers
expect about environmentally friendly brands as a way to market and increases consumer
loyalty.

Green marketing strategy includes several things such as:

a. Production
b. Price

c. Promotion
d. Distribution

In determining an environmental-based marketing strategy, it is necessary to look at the
factors that affect brand loyalty and customer advocacy in environmentally friendly brands.
According to Leckie et al (2021), there are several factors that affect brand loyalty (brand
loyalty) and advocacy factors are green perceived value variables, altruistic values variables,
and customer engagement behavior variables.

Worsening environmental damage caused by products that are not environmentally
friendly so as to produce waste that causes damage to the environment such as polluting the
air, water, and soil, thus making consumers aware of the importance of caring for the
environment by consuming environmentally friendly products, this also makes marketers or
companies have to be able to adapt to produce environmentally friendly products in order to
be able to create brand loyalty and advocacy on its products through customer engagement
behavior (CEB).

The purpose of this study is to find out the effect of green perceived value on customer
engagement behavior. To find out the effect of altruistic values on customer engagement
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behavior. To find out the influence of customer engagement behavior on brand loyalty. The
benefit of this research is that this research is expected to be an information and basis for
companies in determining marketing strategies and decision-making related to brand loyalty
and advocacy through customer engagement behavior (CEB) in strengthening the position
of environmentally friendly products in the community. This research is also expected to
increase knowledge for academics in the community in encouraging environmentally friendly
products and in order to maintain the environmental sustainability.

METHOD

The design used in this study is hypothesis testing (Hypothesis Testing) (Sugiharto, 2017),
aimed at testing the influence of green perceived value and altruistic values on customer
engagement and how the influence of customer engagement in mediating the relationship
between green perceived value, altruistic values, and brand loyalty and to test the influence of
greenwashing perception in moderating the influence of green perceived value, altruistic
values on brand loyalty. The design of this study consists of several components, namely the
research strategy used is a survey that uses a google form and is given to respondents and does
not involve researchers in the survey. Furthermore, this research is a field study (non-
contrived), namely a field study by providing questionnaires to respondents, an analysis used
by consumers who have used or consumed environmentally friendly brands, namely bottled
drinking water (AMDK) Aqua and Le Minerale with a cross-sectional data collection time
which means that the data is taken once (Sekaran & Bougie, 2016a).
Variables and Measurements

In this study, 6 (six) variables were used, namely green perceived value, altruistic values,
environmental identity, customer engagement behavior, brand loyalty, customer advocacy, and
Greenwashing. This study uses statement items as a measuring tool of the above variables
and uses the Likert scale technique of 1 to 5 for measurements, namely 1 = Strongly Disagree,
2 = Disagree, 3 = Agree Enough, 4 = Agree and 5 = Strongly Agree. Then this is a statement
item to measure the measured variables.

- Green Perceived Value (GPV)

- Altruistic Value (AV)

- Customer Engagement Behavior (CEB)

- Brand Loyalty (BL)

- Customer Advocacy (CA)

- Greenwashing (GW)
Data Collection Methods

Data collection in this study used primary data, where data was obtained which was
obtained directly by the researcher without going through an intermediary. In the collection
technique, researchers use google forms digitally, where the data is questionnaire data that
contains statements from indicators of research variables.
Sampling Methods

The method for sample collection carried out by researchers is non-probability sampling,
which is a procedure that means that all respondents cannot be given the same opportunity. The
withdrawal technique carried out by the researcher is purposive sampling, namely by sampling
technique by previously establishing criteria for the sample studied (Sekaran & Bougie,
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2016b). Respondents who can be used as samples are consumers who consume
environmentally friendly brand products, namely bottled drinking water (AMDK) Aqua and
Le Minerale. The number of samples required by researchers is 5 to 10 times the number of
indicators (Da Silveira et al., 2019).

RESULTS AND DISCUSSION
Descriptive Statistics

Descriptive statistical testing aims to provide an overview of a variable used in research.
The main parameters used in descriptive statistical testing are the values of the mean and
standard deviation of each variable indicator. The mean value is the overall average value of
the respondent against a variable under study and is used to describe the average value of the
results of the variable indicator. Standard deviation describes the magnitude of the variation of
the respondent's overall answer.

The following is the result of descriptive statistical calculations of each variable described
through the average value and standard deviation in each variable indicator.
Green Perceived Value

Descriptive statistics of the Green Perceived Value variable can be seen in Table 4.1 below:

Table 4.1
Green Perceived Value Descriptive Statistics

Green Perceived Value N Mean S.t d'.
Deviation

The brand has contributed to the environment by 120 4.28 0.81
producing recycled packaging

This brand has more environmental benefits than other 120 4.17 0.83
brands.

This brand is more environmentally friendly than other 120 4.09 0.84
brands

Average value 120 4.18 0.83

Source: Data processed using SPSS (attached)

Based on the results of the descriptive statistics above, the respondent's answer to the green
perceived value variable above has a mean or average value of 4.18. Based on the value of the
mean, it can be seen that almost all respondents feel that this brand has contributed to the
environment by producing recycled packaging. Based on the standard deviation value, it shows
that respondents' answers to this indicator are quite variable.

This variable is composed of 3 indicators, where the first indicator has a mean value of 4.28.
This value shows that in this indicator, the average respondent states that this brand has
contributed to the environment by producing recycled packaging. In the second indicator shows
a mean value of 4.17. The average value shows that this brand has more environmental benefits
than other brands. The third indicator shows a mean value of 4.18 where the value also still
shows that in general respondents feel that this brand is more environmentally friendly than
other brands.
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Altruistic Value
Descriptive statistics of the Altruistic Value variable can be seen in Table 4.2 below:
Table 4.2
Descriptive Statistics of Altruistic Value

Std.
Altruistic Value N Mean Deviation
| think plastic waste harms many people in the world 120 4.49 0.80
The effects of plastic waste on public health are worse than 120  4.55 0.73
we realize.
Environmental protection will help people have a better 120  4.57 0.77
quality of life.
Average value 120 454 0.77

Source: Data processed using SPSS (attached)

Based on the results of descriptive statistics above, respondents' answers to the altruistic
value variable above have a mean or average value of 4.54. Based on the value of the mean, it
can be seen that almost all respondents feel that the effect of environmental protection will help
people have a better quality of life. Based on the standard deviation value, it shows that
respondents' answers to this indicator are quite variable.

This variable is composed of 3 indicators, where the first indicator has a mean value of 4.49.
This value shows that in this indicator the average respondent states that plastic waste harms
many people in the world. In the second indicator shows a mean value of 4.55. The average
value suggests the effect of plastic waste on public health is worse than we realize. The third
indicator shows a mean value of 4.57 where the value also still shows that in general
respondents feel that environmental protection will help people have a better quality of life.
Customer Engagement Behavior

Descriptive statistics of customer engagement behavior variables can be seen in Table 4.3
below:

Table 4.3
Descriptive Statistics of Customer Engagement Behavior

Customer Engagement Behavior N Mean  Std. Deviation

| say positive things about this brand to others. 120 3.95 0.90

I encourage friends and relatives to buy and use

this brand.

I recommend this brand to someone who asks

me for advice.

Average value 120 3.85 0.94
Source: Data processed using SPSS (attached)

120 3.75 0.97

120 3.85 0.96
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Based on the results of the descriptive statistics above, respondents' answers to the customer
engagement behavior variable above have a mean or average value of 3.85. Based on the value
of the mean, it can be seen that almost all respondents say positive things about this brand to
others. Based on the standard deviation value, it shows that respondents’ answers to this
indicator are quite variable.

This variable is composed of 3 indicators, where the first indicator has a mean value of 3.95.
This value shows that in this indicator, the average respondent stated that they would say
positive things about this brand to others. The second indicator shows a mean value of 3.75
The average value shows that consumers encourage friends and relatives to buy and use this
brand. The third indicator shows a mean value of 3.85 where the value also still shows that in
general consumers recommend this brand to someone who asks for advice.

Brand Loyalty
Descriptive statistics of the brand loyalty variables can be seen in Table 4.4 below:

Table 4.4
Descriptive Brand Loyalty Statistics
Me  Std.
Brand Loyalty N an Deviation
Compared to other brands, this is the only 12 36 096
brand | will buy. 0 5
If this brand is not available, | will postpone 12 31 124
the purchase. 0 2
| will still buy this brand, not any other brand 12 34 1.09
0 7
Average value 12 34 1.10
0 1

Source: Data processed using SPSS (attached)

Based on the results of the descriptive statistics above, respondents' answers to the brand
loyalty variable above have a mean or average value of 3.41. Based on the value of the mean,
it can be seen that almost all respondents feel that compared to other brands, this is the only
brand they will buy. Based on the standard deviation value, it shows that respondents' answers
to this indicator are quite variable.

This variable is composed of 3 indicators, where the first indicator has a mean value of 3.65.
This value shows that in this indicator, the average respondent says positive things about this
brand to others. The second indicator shows a mean value of 3.15 The average value indicates
that if this brand is not available, the respondent will postpone the purchase. The third indicator
shows a mean value of 3.41 where the value also still shows that in general respondents will
continue to buy the brand, not other brands.
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Customer Advocacy
Descriptive statistics of the customer advocacy variables can be seen in Table 4.5 below:
Table 4.5
Descriptive Customer Advocacy Statistics

Std.
Customer Advocacy N Mean Deviation
I would recommend this brand to my friends and 120 3.86 0.86

family

when the opportunity presents | will explain the 120  3.68 0.87
positive aspects of this brand

When | hear people criticize the brand, | try to 120 355 094

defend it

I want my family and friends to use an eco- 120 4.20 0.76
friendly brand

Average value 120 3.82 0.86

Source: Data processed using SPSS (attached)

Based on the results of the descriptive statistics above, respondents' answers to the customer
advocacy variables above have a mean or average value of 3.82. Based on the value of the
mean, it can be seen that almost all respondents will recommend this brand to friends and
family. Based on the standard deviation value, it shows that respondents' answers to this
indicator are quite variable.

This variable is composed of 4 indicators, where the first indicator has a mean value of 3.86.
This value shows that in this indicator, the average respondent will recommend this brand to
friends and family. The second indicator shows a mean value of 3.69 The average value shows
when there is an opportunity for respondents to explain the positive aspects of this brand. The
third indicator shows a mean value of 3.55 where the value also still shows that in general, the
respondent stated that when he heard people criticize this brand, the respondent tried to defend
it. The fourth indicator shows a mean value of 4.20, where the fan value also shows that in
general, the respondent feels that when he hears people criticize this brand, the respondent will
defend him.

Greenwashing
Descriptive statistics of greenwashing variables can be seen in Table 4.6 below:
Table 4.6
Greenwashing Descriptive Statistics

Std.
Greenwashing N  Mean Deviation
The brand's claims about its concern for the 120 1.99 0.93
environment are misleading.
The visualization of this brand in its 120 1.90 0.81
advertisement stating that the bottle / gallon
comes from recycled plastic is misleading
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The brand's eco-friendly claims are unclear 120 2.37 0.91

Information about the brand's environmental 120 2.55 0.95

concerns is not fully presented, so its

environmentally friendly claims seem to be

true.

Average value 120 2.20 0.90
Source: Data processed using SPSS (attached)

Based on the results of the descriptive statistics above, respondents’ answers to the
greenwashing variable above have a mean or average value of 2.20. Based on the value of the
mean, it can be seen that almost all respondents feel that the brand is environmentally friendly
and information about the brand's environmental concerns is presented in full. Based on the
standard deviation value, it shows that respondents' answers to this indicator are quite variable.

This variable is composed of 4 indicators, where the first indicator has a mean value of 1.99.
This value shows that in this indicator, the average respondent stated that the brand's claims
about its concern for the environment are not misleading. The second indicator shows a mean
value of 1.90 The average value shows that the visualization of this brand in its advertisement
stating that the bottle/gallon comes from recycled plastic is not misleading. The third indicator
shows a mean value of 2.37 where the value also still shows that in general respondents feel
that the brand's environmentally friendly claims are quite clear. The fourth indicator shows a
mean value of 2.58, where the value also shows that in general respondents feel that
information about the brand's environmental concerns is presented in full and the
environmentally friendly claims are correct.

Hypothesis Testing
After conducting Goodness of Fit testing, it can be seen that the model used in this study is
feasible to proceed to the next stage, namely hypothesis testing. Testing the appropriate
hypothesis for this study, namely with statistical methods using Structural Equation Model
(SEM) analysis, (Sekaran & Bougie 2016) said that this method can predict changes inbound
variables (dependents) that are associated with changes that occur in unbound (independent)
variables. In this study, there are 8 (eight) hypotheses that refer to previous studies conducted
by Leckie et al (2018). The fault tolerance limit is 5% (a= 0.05) on the basis of decision-making
as follows:
1. If the p-value < 0.05 then Ho is rejected meaning, there is a significant influence of the two
variables. The conclusions drawn, and the decision of the hypothesis is supported.
2. Ifthe p-value > 0.05 then Ho is accepted meaning, there is no significant influence of either
variable. The conclusions drawn, the straightness of the hypothesis is rejected.
The following is a table of hypothesis test results:
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Table 4.7
Hypothesis Testing Results 1 - 6
Hypothesis Estimate V;JUG Decision
H1: There is a positive influence of 0,704 0,000
Green perceived value (GPV) on H1
Customer engagement behavior Supported
(CEB).
H2: There is a positive influence of 0,091 0,045
- H2
Altruistic value (AV) on Customer Supported
engagement behavior (CEB).
H3: There is a positive influence of 0,125 0,000 H3
Customer engagement behavior
Supported
(CEB) on Brand loyalty (BL).
H4: There is a positive influence of 0,104 0,000
Customer engagement behavior H5
(CEB) on Customer Advocacy Supported
(CA).
H5: Customer engagement 4,334 0,000
behavior (CEB) mediates the effect H5
of Green perceived value (GPV) on Supported
Brand loyalty (BL).
H6: Customer engagement 2,121 0,017
behavior (CEB) mediates the H6
influence of Altruistic value (AV) Supported

on Brand loyalty (BL).
Source: Results of AMOS 21 data processing (attached)

Hypothesis 1

The first hypothesis tests the positive influence of green perceived value on customer
engagement behavior. The sounds of the null hypothesis (Ho) and the alternative hypothesis
(Ha) are as follows:

Ho: There is no positive influence of green perceived value (GPV) on customer engagement
behavior (CEB).

Ha: There is a positive influence of green perceived value (GPV) on customer engagement
behavior (CEB).

The results of the first hypothesis test show an estimated value of 0.704 p-values of 0.000 >
0.50 which can be interpreted to mean that the green perceived value variable affects supported
customer engagement behavior (Ho rejected). Therefore, it can be concluded that green
perceived value has a positive influence on customer engagement behavior.
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Hypothesis 2

The second hypothesis tests the positive influence of altruistic value on customer
engagement behavior (CEB) The sound of the null hypothesis (Ho) and the alternative
hypothesis (Ha) is as follows:

Ho: There is no positive influence of altruistic value (AV) on customer engagement
behavior (CEB).

Ha: There is a positive influence of altruistic value (AV) on customer engagement behavior
(CEB).

The results of the second hypothesis test show an estimated value of 0.01 p-value of 0.045
> (0.50 which can be interpreted as an altruistic value (AV) variable positively affects customer
engagement behavior (CEB).

Hypothesis 3

The third hypothesis tests the positive influence of customer engagement behavior on brand
loyalty The sound of the null hypothesis (Ho) and the alternative hypothesis (Ha) is as follows:

Ho: there is no positive influence of customer engagement behavior (CEB) on brand loyalty
(BL).

Ha: there is a positive influence of customer engagement behavior (CEB) on brand loyalty
(BL).

The results of the third hypothesis test show an estimated value of 0.125 p-values of 0.000
> (.50 which can be interpreted to mean that the customer engagement behavior variable has
a positive effect on brand loyalty. So it can be concluded that there is a positive influence of
Customer engagement behavior (CEB) on Brand loyalty.

Hypothesis 4

The fourth hypothesis tests the positive influence of customer engagement behavior on
customer advocacy The sound of the null hypothesis (Ho) and the alternative hypothesis (Ha)
is as follows:

Ho: there is no positive influence of customer engagement behavior (CEB) on customer
advocacy (CA).

Ha: there is a positive influence of customer engagement behavior (CEB) on customer
advocacy (CA).

The results of the fourth hypothesis test show an estimated value of 0.104 p-values of 0.000
> 0.50 which can be interpreted to mean that the variable has a positive influence on customer
engagement behavior (CEB) and has a positive effect on customer advocacy (CA). It can be
concluded that there is a positive influence of customer engagement behavior (CEB) on
customer advocacy (CA).

Hypothesis 5

The fifth hypothesis tests customer engagement behavior mediating the influence of breen
perceived value. to brand loyalty The sound of the null hypothesis (Ho) and the alternative
hypothesis (Ha) is as follows:

Ho: Customer engagement behavior (CEB) does not mediate the effect of green perceived
value (GPV) on brand loyalty (BL).

Ha: Customer engagement behavior (CEB) mediates the effect of green perceived value
(GPV) on brand loyalty (BL).
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The results of the fifth hypothesis test show the amount of calculated t value of 4,334 >
1,658 which can be interpreted as a customer engagement behavior variable has a mediating
role in influencing green perceived value to brand loyalty. This is further strengthened by
seeing the sig value of 0.000 < 0.05, which means that there is an influence of green perceived
value on brand loyalty mediated by customer engagement behavior.

Hypothesis 6

The sixth hypothesis tests customer engagement behavior mediating the influence of
altruistic value on brand loyalty the sound of the null hypothesis (Ho) and the alternative
hypothesis (Ha) is as follows:

Ho: Customer engagement behavior (CEB) does not mediate the effect of altruistic value
(AV) on brand loyalty (BL).

Ha: Customer engagement behavior (CEB) mediates the influence of altruistic value (AV)
on brand loyalty (BL).

The results of the sixth hypothesis test showed a calculated t value of 2.121 > 1.658 which
can be interpreted to mean that the variable customer engagement behavior has a mediating
role in influencing altruistic value against brand loyalty. This is further strengthened by
looking at the sig value of 0.017 < 0.05 which means that there is an influence of altruistic
value on brand loyalty mediated by customer engagement behavior.

Table 4.8
Hypothesis Testing Results 7

Hypothesis Estimate V;Iue Decision
H7: Greenwashing Low Group 0,873 0,000 47
The Effect of Green Perceived Supported
Value on Brand Loyalty
H7: Greenwashing Group High 0,648 0,000 Y7
The Effect of Green Perceived

Supported

Value on Brand Loyalty
Source: AMOS 21 data processing results (attached)

Hypothesis 7

The intended hypothesis tests whether greenwashing perception moderates the influence of
green perceived value on brand loyalty The sound of the null hypothesis (Ho) and the
alternative hypothesis (Ha) are as follows:

Ho: Greenwashing perception does not moderate the effect of green perceived value (GPV)
on brand loyalty (BL).

Ha: Greenwashing perception moderates the effect of green perceived value (GPV) on
brand loyalty (BL).

Based on the table of the results of the seventh hypothesis test above, it is generally known
that the magnitude of the probability level value is 0.008 < 0.05. This suggests that there is a
difference between the two groups of low and high greenwashing. To see in detail the
magnitude of the influence of green perceived value on brand loyalty, the p-value in the low
and high groups of 0.000 < 0.05 respectively then the hypothesis is considered supported,
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where greenwashing the group Low predominates more in influencing green perceived value
against brand loyalty.

Table 4.9
Hypothesis Testing Results 8
Hypothesis Estimate Value Decision
H8: Effect of Low Group 0,035 0,004
Greenwashing 48
Altruistic Value to Brand Loyal
ruistic Value to Brand Loyalty supported

H8: Greenwashing Group High 0,085 0,165
Altruistic Value to Brand Loyalty
Source: AMOS 21 data processing results (attached)

Hypothesis 8

The eighth hypothesis tests whether greenwashing perception moderates the indirect
influence of altruistic value on brand loyalty. The sounds of the null hypothesis (Ho) and the
alternative hypothesis (Ha) are as follows:

Ho: Greenwashing perception does not moderate the influence of altruistic value (AV) on
brand loyalty (BL).

Ha: Greenwashing perception moderates the influence of altruistic value (AV) on brand
loyalty (BL).

Based on the table of the eighth hypothesis testing results, there is a difference in influence
between the high and low groups, the magnitude of the influence of altruistic value on brand
loyalty in the low group has a p-value of 0.004 < 0.05. P there is a high group, the sig value
becomes insignificant which is 0.165 > 0.05, so overall the hypothesis is considered supported,
where greenwashing moderates the influence of altruistic value on brand loyalty.

Discussion of Research Results
H1: There is a positive influence of green perceived value (GPV) on customer
engagement behavior
The first hypothesis in this study tested the positive influence of green perceived value on
customer engagement behavior. Based on the results of hypothesis 1 testing, it shows that green
perceived value has a positive influence on customer engagement behavior. The results of this
study show that the more consumers feel that this brand contributes to the environment by
producing recycled packaging, feel that environmentally friendly brands have more benefits
for the environment than other brands, and consumers feel that this brand is more
environmentally friendly than other brands, consumers will say more positive things about this
brand to others, and consumers will also encourage friends and relatives to buy and use eco-
friendly brands. These results are also in line with the study (Leckie et al., 2018). that green
perceived value significantly positively affects customer engagement behavior.
H2: There is a positive influence of altruistic value (AV) on customer engagement
behavior (CEB)
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The second hypothesis in this study tested the positive influence of altruistic value (AV) on
customer engagement behavior (CEB). Based on the results of hypothesis 2 testing, it shows
that altruistic value has a positive influence on customer engagement behavior. This means
that the more consumers are aware that plastic waste harms many people in the world,
consumers feel that the effect of plastic waste on public health is worse than we realize and
environmental protection will help people have a better quality of life then consumers will say
positive things about this brand to others, encourage friends and relatives to buy and use eco-
friendly brands and will recommend eco-friendly brands to others, encourage friends and
relatives to buy and use eco-friendly brands and will recommend eco-friendly brands to
someone who asks him for advice. These results are also in line with research (Leckie et al.,
2018), that altruistic value significantly positively affects customer engagement behavior.

H3: There is a positive influence of customer engagement behavior (CEB) on brand
loyalty

The third hypothesis in this study examines the positive influence of customer engagement
behavior (CEB) on brand loyalty. Based on the results of hypothesis 3 testing, shows that
customer engagement has a positive influence on brand loyalty. This means that the more
consumers say positive things about this brand to others, encourage friends and relatives to buy
and use this brand and recommend this brand to someone who asks for advice, the more loyal
consumers will be to environmentally friendly brands compared to other brands so that
consumers will make the only brand to buy and will continue to produce environmentally
friendly brands, Not another brand even if the eco-friendly brand is not available, it will delay
its purchase. These results are also in line with research (Leckie et al., 2018), that customer
engagement behavior significantly has a positive effect on brand loyalty.

H4: There is a positive influence of customer engagement (CEB) on customer advocacy

The fourth hypothesis in this study tested the positive influence of customer engagement
behavior (CEB) on customer advocacy. Based on the results of hypothesis 4 testing, it shows
that customer engagement has a positive influence on customer advocacy. This means that the
more consumers feel part of and involved in an environmentally friendly brand such as saying
positive things about this brand to others, encouraging friends and relatives to buy and use this
brand, and recommending this brand to someone who asks for advice, the consumer will then
the consumer will recommend this brand to their friends and family, Consumers will explain
the positive aspects of this brand and if anyone criticizes the brand, consumers will also defend
it and even consumers will also recommend their family and friends to use an environmentally
friendly brand. These results are also in line with research Moliner-Tena (2019), that customer
engagement behavior significantly affects customer advocacy.

H5: Customer engagement behavior (CEB) positively mediates the effect of green
perceived value (GPV) on brand loyalty (BL))

The fifth hypothesis in this study examines customer engagement behavior (CEB)
mediating the influence of green perceived value (GPV) on brand loyalty (BL). Based on the
results of hypothesis 5 testing, shows the results that customer engagement behavior mediates
the influence of green perceived value (GPV) on brand loyalty (BL). This means that the more
consumers think that the brand contributes to the environment by producing recycled
packaging, has more environmental benefits than other brands and consumers feel that this
brand is more environmentally friendly than other brands, the more consumers will say positive
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things about this brand to others, encouraging friends and relatives to buy and use this brand,
recommend this brand to someone who asks him for advice. Furthermore, consumers will be
more loyal by making the only brand to buy, consumers will still choose environmentally
friendly brands, not other brands and even if this brand is not available, consumers will
postpone their purchase. These results are also in line with research by Leckie et al (2018) that
customer engagement behavior significantly mediates the influence of green perceived value
on brand loyalty.

H6: Customer engagement behavior (CEB) positively mediates the influence of

altruistic value (AV) on brand loyalty (BL)

The sixth hypothesis in this study examines customer engagement behavior (CEB)
mediating the influence of altruistic value (GPV) on brand loyalty (BL). Based on the results
of hypothesis 6 testing, shows the results that customer engagement behavior mediates the
influence of green perceived value (GPV) on brand loyalty (BL). This means that the more
consumers are aware that plastic waste is harming many people in the world, aware that the
effects of plastic waste on public health are worse than we realize, and consumers are
increasingly aware that environmental protection will help people have a better quality of life,
the more consumers will say positive things about this brand to others, encouraging friends
and relatives to buy and use the brand, recommending the brand to someone who asks them for
advice. Then consumers will be more loyal by making the only brand to buy, consumers will
still choose environmentally friendly brands, not other brands and even if this brand is not
available, consumers will postpone their purchases. These results are also in line with research
(Leckie et al., 2018), that customer engagement behavior significantly mediates the influence
of altruistic value on brand loyalty.

H7: The effect of green perceived value (GPV) on brand loyalty (BL) moderated by
greenwashing perception

The seventh hypothesis in this study tests greenwashing perception moderating the
influence of green perceived value (GPV) on brand loyalty (BL). Based on the results of
hypothesis 7 testing, it was found that both in the group of consumers who have a greenwashing
perception of "low" and "high", consumers who think that a brand has contributed to the
environment by producing recycled packaging and feel that the brand has many benefits for
the environment, consumers will be more loyal to the brand. These results are also in line with
research (Leckie et al., 2018), that greenwashing perception moderates the influence of green-
perceived value on brand loyalty.

H8: The effect of altruistic value (GPV) on brand loyalty (BL) is moderated by
greenwashing perception

The eighth hypothesis in this study examines greenwashing perception moderating the
influence of altruistic value (AV) on brand loyalty. Based on the results of hypothesis 8 testing,
it was found that in people with a "high™ level of greenwashing perception, consumers' concern
for others does not encourage them to be loyal to environmentally friendly brands. Meanwhile,
consumers with a "low™ level of greenwashing perception of consumers' concern for others
encourage them to be loyal to environmentally friendly brands. These results are also in line
with research (Leckie et al., 2018) that greenwashing perception moderates the influence of
altruistic value on brand loyalty.
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CONCLUSION

The conclusion is that Green’s perceived value has a positive effect on customer
engagement behavior. Altruistic value positively affects customer engagement behavior.
Customer engagement behavior positively affects brand loyalty. Customer engagement
behavior has a positive effect on customer advocacy. Customer engagement behavior mediates
the influence of green perceived value on brand loyalty. Customer engagement behavior
mediates the influence of altruistic value on brand loyalty. Greenwashing perception
moderates the influence of green perceived value on brand loyalty. Greenwashing perception
moderates the influence of altruistic values on brand loyalty.
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ABSTRACT
This study aims to determine and analyze the influence of green perceived value and altruistic value on
customer engagement behavior, the influence of customer engagement behavior on brand loyalty and
customer advocacy, test the role of mediation between green perceived value and altruistic value on brand
loyalty and test the role of moderation greenwashing perception between green perceived value and
altruistic value towards brand loyalty. The data collection technique method uses nonprobability sampling
with a purposive sampling method. The data was collected directly from a sample that had adjusted the
criteria and disseminated through a questionnaire to 120 respondents using a Likert scale of 1-5 where 1
indicated strong disapproval, while 5 indicated strongly agreed. The statements in this study consist of 20
statements obtained from six variables, namely the variables green perceived value, altruistic value, brand
loyalty, customer advocacy, customer engagement behavior, and greenwashing perception. The
questionnaire was distributed through a google form to respondents who had consumed Aqua and Le
Minerale bottled drinking water (AMDK). The analysis method used in this study is the Structural Equation
Model (SEM). The results showed that green perceived value has a positive effect on customer engagement
behavior, alrruistic value has a positive effect on customer engagement behavior, customer engagement
behavior has a positive effect on brand loyalty, customer engagement behavior has a positive effect on
customer advocacy, Customer Engagement Behavior Mediates the Influence Between Green Perceived
Value on Brand Loyalty, Cusromer Engagement Behavior Mediates the Influence Between Alrruistic
Value and Brand Loyalty, Greenwashing Perception Moderates the Influence of Green Perceived Value
on Brand Loyalty and Greenwashing Perception Results moderating the influence of altruistic values on
brand loyalty.

Keywords: green perceived value, altruistic value, brand loyalty, customer advocacy, customer
engagement behavior, greenwashing perception

This article is licensed under CC BY-5A 4.0

INTRODUCTION

Indonesia is the country with the 4th largest population in the world. Based on data from
the Directorate General of Population and Civil Registration of the Ministry of Home Affairs
of the Republic of Indonesia in 2021, which is 272,229 372 people. The high population of
Indonesia makes Indonesia a country with a high level of consumption. Based on statistical
data the level of consumption in Indonesiaincreased by 3.17% from 2020, based on the details
of expenditure items, 2021 the Indonesian population spent an average of IDR 622.8 thousand
per month on food consumption, then IDR 641.7 thousand for non-food consumption, while
based on the area of residence, the consumption expenditure of residents in urban areas was
IDR 148 million per month and for residents in rural areas the consumption value was only
born at an average of IDR 971.4 thousand per month (Vika Azkiya Dihni, 2022).

The high level of consumption and the large number of types of products from various
kinds of raw materials in Indonesia will certainly have the potential to produce high waste, this
is proven to put Indonesia in second place as the country with the largest plastic pollution in
the world after China (Pentingnya Pengolahan Sampah Plastik Di Indonesia, 2021).
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Coronation as acountry with plastic waste pollution is not only caused by industry players
who use plastic as their product packaging, the high waste in Indonesia is also caused by the
lack of attention and enthusiasm of the public towards environmentally friendly products.
Plastic waste generated by product wrap waste such as plastic bags and plastic bottles can
cause damage to ecological and socioeconomic sustainability (Leckie et al., 2021).

It is known that statistical data in 2021 explains that plastic waste in Indonesia has a total
of 64 million tons per year, this amount consists of 3.2 million tons of waste that is collected
from plastic polluted into the waters and plastic waste that is polluted the community
environment amounting to 10 M pieces every year or as many as 85 tons of plastic bags
(Pentingnya Pengolahan Sampah Plastik di Indonesia, 2021).

Based on Word Bank data in 2020, shows that major cities in the world are producers and
pollutants of plastic waste, namely 1.3 billion tons per year, the amount of waste in 2025 is
also still predicted to continue to grow to 2.2 billion tons (Fajar Pebrianto, 2019).

In recent decades there has been an increase in public concern regarding environmental
damage (Abdelhadi et al., 2014). Products that are not environmentally friendly will produce
waste that is harmful to ecological sustainability because the product waste cannot be recycled
or waste that is difficult to decompose so it will have an impact on environmental damage and
consumer health, this encourages consumers to switch to environmentally friendly and
recyclable or environmentally friendly products, other studies show consumers who know
about the environment affect interest and purchasing behavior of environmentally friendly
brands (H. Li et al., 2020). So companies need to change their mindset and marketing strategy
by producing environmentally friendly products in order to create a good perception of value
in society. Consumer behavior towards business has changed. Consumers show a greater
willingness to adopt sustainable consumption behaviors (Leckie et al., 2018), consumers have
realized the environmental damage caused by the impact of business activities should be a
serious concern so that companies can no longer sit on the sidelines of the environmental
impacts that have been caused by their business activities or ignore the major changes in the
behavior of people who have realized a lot of concern for the environment.

However, in the midst of consumer concern for environmentally friendly products.
Consumer expectations are often undermined by the perception of greenwashing, where
consumers feel that companies' claims about the environmental functioning of their products
are unprovable (D. Li et al., 2012). The perception of greenwashing will increase consumer
skepticism and perceived risks about green products or eco-friendly brands as well as the
attributes of green products. Academic researchers have called on governments and
organizations to provide more accurate and transparent information to increase the perceived
trust and value of eco-friendly products and services among consumers (Leckie et al., 2021).

Seeing the phenomenon of public awareness of environmentally friendly products, the
company realizes this as a challenge to innovate its marketing form and produce
environmentally friendly brands to be more accepted by the public. In 2019 at least five
Indonesian companies have achieved Corporation certification by the global non-profit
organization B Lab from the United States, the certification is given to 5 (five) companies
because they are considered to have high standards in their companies, this certification is
carried out as a form of appreciation to individuals and companies because they are considered
to pay attention to the impact on the surrounding community. The high-standard assessments
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conducted by B Lab to companies are public transparency, accountability, social
performance/corporate social goals, and verified environmental aspects. The companies
receiving certification from B Lab are the Aqua brand of bottled drinking water (AMDK),
Beachgold brand, Mycotech brand, Innate Motion brand, and Indosole brand (Fajar Pebrianto,
2019).

A large number of bottled water products (AMDK) industries in Indonesia adds to the
large list of brands in the bottled water (AMDK) industry, making it a challenge for companies
to win the hearts of consumers. Based on the Top Brand Award, lists the five (5) be best
bottled water products in 2022:

Table of Best Quality in Bottled Water Categories in 2022

BRAND TBI 2022
Bottled water 57 2%

Le Minerale 12.5%
Ades 6.4b%
Cleo 42%
Club 38%

Source: (Amjad, 2021) JPPN.com(Amjad, 2021)

Based on the results of the Katadata Insight Center (KIC) 2021 survey, which was
conducted on the Sustainability Action for the Future Economy (SAFE) agenda in 2021,
bottled drinking water products (AMDK) released that Aqua as an environmentally friendly
product and the most remembered by the public, in the perception of being environmentally
friendly even in this case Aqua's score far beats its competitor brands such as Le Minerale and
Ades. In its release, the Katadata Insight Center (KIC) also showed that 20.3% of consumers
pay attention to the environmental impact of society and health, one of the consumer factors
in their decision to buy products, in the results of its survey KIC there are also 62.9% of
consumers who have bought environmentally friendly products, and 60.5% for the reason that
they want to preserve the environment while as many as 51.1% because they feel like and are
satisfied when using environmentally friendly brands (Amjad, 2021).

Aqua's commitment in the problem of plastic waste or in contributing to protecting the
environment is evidenced by the launch of the Aqua Life program, a bottle packaging
innovation that uses packaging made from recycling which began to be launched in Bali in
2018 and in Jakarta in 2019, the Agua Life program or the use of recycled plastic bottle
packaging elements up to 25%, The recycled plastic content element will continue to be
increased to 50% of the recycled material content, even Aqua targets to use 100% of its
product bottle packaging from recycled materials by 2025.

The commitment to protecting the environment in the world of bottled drinking water
(AMDK) industry was also launched by the bottled drinking water brand Le Minerale which
also claims that its products are environmentally friendly brands, this is explained through its
advertisement which calls disposable gallons "more hygienic and practical" Le Minerale also
claims that its brand is a 100% eco recyclable product and free from harmful PBA, with PET-
based packaging, Le Minerale also collaborates with the Indonesian Plastic Recycling
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Association (ADUPI) and the Indonesian Waste Pickers Association (IPI) in order to
encourage the circular economy movement and as a form of its brand responsible for the
environment (Yohana Artha Uly. 2021).

Plastic bottles are a tool for packaging mineral drinking water or ready-to-eat drinks that
are widely used by business actors besides being cheap, which is considered to give a practical
impression. But it also has a harmful impact on the environment and the sustainability of
nature, this is because plastic waste is a waste that is difficult to decompose, which means that
it takes up to 450 years to decompose properly, not only that the impact of plastic waste can
also have a bad impact on soil, water, sea, and air (Nur Hadi, 2020).

Aqua and Le Minerale are bottled drinking water (AMDK) brands that have a high level
of popularity and are mostly consumed by the Indonesian people. However, it’s packaging
products that are claimed to be environmentally friendly, namely Aqua life and Le Minerale
Eko 100% recyclable bottle are relatively new environmentally friendly brand programs.
Aqua and Le Minerale must try to create customer engagement so that consumers are willing
to be loyal to Aqua and Le Minerale and are willing to do advecacy, as well as the more an
environmentally friendly product provides green perceive value and altruistic value, the more
loyal consumers will be. The result of research conducted by (Leckie et al., 2018), is that the
more an environmentally friendly product provides Green perceived value and Altruistic
values, the customer engagement (CE ) for an environmentally friendly brand will be higher
and the higher the customer engagement (CE), the more loyal consumers will be and
consumers will advocate.

Green marketing is a strategy in which there is the development of all marketing activities
in increasing consumer loyalty (Amin et al., 2014), this is a strategy that most consumers
expect about environmentally friendly brands as a way to market and increases consumer
loyalty.

Green marketing strategy includes several things such as:

a. Production
b. Price

¢. Promotion
d. Distribution

In determining an environmental-based marketing strategy, it is necessary to look at the
factors that affect brand loyalty and customer advocacy in environmentally friendly brands.
According to Leckie et al (2021), there are several factors that affect brand loyalty (brand
loyalty) and advocacy factors are green perceived value variables, altruistic values variables,
and customer engagement behavior variables.

Worsening environmental damage caused by products that are not environmentally
friendly so as to produce waste that causes damage to the environment such as polluting the
air, water, and soil, thus making consumers aware of the importance of caring for the
environment by consuming environmentally friendly products, this also makes marketers or
companies have to be able to adapt to produce environmentally friendly products in order to
be able to create brand loyalty and advocacy on its products through customer engagement
behavior (CEB).

The purpose of this study is to find out the effect of green perceived value on customer
engagement behavior. To find out the effect of altruistic values on customer engagement
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behavior. To find out the influence of customer engagement behavior on brand loyalty. The
benefit of this research is that this research is expected to be an information and basis for
companies in determining marketing strategies and decision-making related to brand loyalty
and advocacy through customer engagement behavior (CEB) in strengthening the position
of environmentally friendly products in the community. This research is also expected to
increase knowledge for academics in the community in encouraging environmentally friendly
products and in order to maintain the environmental sustainability.

METHOD

The design used in this study is hypothesis testing (Hypothesis Testing) (Sugiharto, 2017),
aimed at testing the influence of green perceived value and altruistic values on customer
engagement and how the influence of customer engagenient in mediating the relationship
between green perceived value, altruistic values, and brand loyalty and to test the influence of
greenwashing perception in moderating the influence of green perceived value, altruistic
values on brand loyalty. The design of this study consists of several components, namely the
research strategy used is a survey that uses a google form and is given to respondents and does
not involve researchers in the survey. Furthermore, this research is a field study (non-
contrived), namely a field study by providing questionnaires to respondents, an analysis used
by consumers who have used or consumed environmentally friendly brands, namely bottled
drinking water (AMDK) Aqua and Le Minerale with a cross-sectional data collection time
which means that the data is taken once (Sekaran & Bougie, 2016a).
Variables and Measurements

In this study, 6 (six) variables were used, namely green perceived value, altruistic values,
environmental identity,,customer engagement behavior, brand loyalty, customer advocacy, and
Greenwashing. This study uses statement items as a measuring tool of the above variables
and uses the Likert scale technique of 1 to 5 for measurements, namely 1 = Strongly Disagree,
2 = Disagree, 3 = Agree Enough, 4 = Agree and 5 = Strongly Agree. Then this is a statement
item to measure the measured variables.

- Green Perceived Value (GPV)

- Altruistic Value (AV)

- Customer Engagement Behavior (CEB)

- Brand Loyalty (BL)

- Customer Advocacy (CA)

- Greenwashing (GW)
Data Collection Methods

Data collection in this study used primary data, where data was obtained which was
obtained directly by the researcher without going through an intermediary. In the collection
technique, researchers use google forms digitally, where the data is questionnaire data that
contains statements from indicators of research variables.
Sampling Methods

The method for sample collection carried out by researchers is non-probability sampling,
which is a procedure that means that all respondents cannot be given the same opportunity. The
withdrawal technique carried out by the researcher is purposive sampling, namely by sampling
technique by previously establishing criteria for the sample studied (Sekaran & Bougie,
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2016b). Respondents who can be used as samples are consumers who consume
environmentally friendly brand products, namely bottled drinking water (AMDK) Aqua and
Le Minerale. The number of samples required by researchers is 5 to 10 times the number of
indicators (Da Silveira et al., 2019).

RESULTS AND DISCUSSION
Descriptive Statistics

Descriptive statistical testing aims to provide an overview of a variable used in research.
The main parameters used in descriptive statistical testing are the values of the mean and
standard deviation of each variable indicator. The mean value is the overall average value of
the respondent against a variable under study and is used to describe the average value of the
results of the variable indicator. Standard deviation describes the magnitude of the variation of
the respondent's overall answer.

The following is the result of descriptive statistical calculations of each variable described
through the average value and standard deviation in each variable indicator.
Green Perceived Value

Descriptive statistics of the Green Perceived Value variable can be seen in Table 4.1 below:

Table 4.1
Green Perceived Value Descriptive Statistics

Green Perceived Value N Mean S,td',
Deviation

The brand has contributed to the environment by 120 428 0.81
producing recycled packaging

This brand has more environmental benefits than other 120 4.17 0.83
brands.

This brand is more environmentally friendly than other 120 4.09 0.84
brands

Average value 120 4.18 0.83

Source: Data processed using SPSS (attached)

Based on the results of the descriptive statistics above, the respondent's answer to the green
perceived value variable above has a mean or average value of 4.18. Based on the value of the
mean, it can be seen that almost all respondents feel that this brand has contributed to the
environment by producing recycled packaging. Based on the standard deviation value, it shows
that respondents' answers to this indicator are quite variable.

This variable is composed of 3 indicators, where the first indicator has a mean value of 4.28.
This value shows that in this indicator, the average respondent states that this brand has
contributed to the environment by producing recycled packaging. In the second indicator shows
amean value of 4.17. The average value shows that this brand has more environmental benefits
than other brands. The third indicator shows a mean value of 4.18 where the value also still
shows that in general respondents feel that this brand is more environmentally friendly than
other brands.
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Altruistic Value
Descriptive statistics of the Altruistic Value variable can be seen in Table 4.2 below:
Table 4.2
Descriptive Statistics of Altruistic Value

Std.
Altruistic Value N Mean Deviation
Lthink plastic waste harms many people in the world 120 449 0.80
The effects of plastic waste on public health are worse than 120  4.55 0.73
we realize.
Environmental protection will help people have a better 120  4.57 0.77
quality of life.
Average value 120 454 0.77

Source: Data processed using SPSS (attached)

Based on the results of descriptive statistics above, respondents' answers to the altruistic
value variable above have a mean or average value of 4.54. Based on the value of the mean, it
can be seen that almost all respondents feel that the effect of environmental protection will help
people have a better quality of life. Based on the standard deviation value, it shows that
respondents' answers to this indicator are quite variable.

This variable is composed of 3 indicators, where the first indicator has a mean value of 4.49.
This value shows that in this indicator the average respondent states that plastic waste harms
many people in the world. In the second indicator shows a mean value of 4.55. The average
value suggests the effect of plastic waste on public health is worse than we realize. The third
indicator shows a mean value of 4.57 where the value also still shows that in general
respondents feel that environmental protection will help people have a better quality of life.
Customer Engagement Behavior

Descriptive statistics of customer engagement behavior variables can be seen in Table 4.3
below:

Table 4.3
Descriptive Statistics of Customer Engagement Behavior

Customer Engagement Behavior N Mean  Std. Deviation
Lsay positive things about this brand to others. 120 3.95 0.90

I encourage friends and relatives to buy and use
this brand.

I recommend this brand to someone who asks 120 385 0.96

120 3.5 097

me for advice.
Average value 120 385 094
Source: Data processed using SPSS (attached)
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Based on the results of the descriptive statistics above, respondents' answers to the customer
engagement behavior variable above have a mean or average value of 3.85. Based on the value
of the mean, it can be seen that almost all respondents say positive things about this brand to
others. Based on the standard deviation value, it shows that respondents' answers to this
indicator are quite variable.

This variable is composed of 3 indicators, where the first indicator has a mean value of 3.95.
This value shows that in this indicator, the average respondent stated that they would say
positive things about this brand to others. The second indicator shows a mean value of 3.75
The average value shows that consumers encourage friends and relatives to buy and use this
brand. The third indicator shows a mean value of 3.85 where the value also still shows that in
general consumers recommend this brand to someone who asks for advice.

Brand Loyalty
Descriptive statistics of the brand loyalty variables can be seen in Table 4.4 below:
Table 4.4
Descriptive Brand Loyalty Statistics
Me  Std.
Brand Loyalty N an Deviation
Compared to other brands, this is the only 12 36 096
brand I will buy. 0 5
If this brand is not available, [ will postpone 12 3.1 1.24
the purchase. 0 2
I will still buy this brand, not any otherbrand 12 34 1.09
0 7
Average value 12 34 1. 10

Source: Data processed using SPSS (attached)

Based on the results of the descriptive statistics above, respondents' answers to the brand
loyalty variable above have a mean or average value of 3.41. Based on the value of the mean,
it can be seen that almost all respondents feel that compared to other brands, this is the only
brand they will buy. Based on the standard deviation value, it shows that respondents’ answers
to this indicator are quite variable.

This variable is composed of 3 indicators, where the first indicator has a mean value of 3.65.
This value shows that in this indicator, the average respondent says positive things about this
brand to others. The second indicator shows a mean value of 3.15 The average value indicates
that if this brand is not available, the respondent will postpone the purchase. The third indicator
shows a mean value of 3.41 where the value also still shows that in general respondents will
continue to buy the brand, not other brands.
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Customer Advocacy
Descriptive statistics of the customer advocacy variables can be seen in Table 4.5 below:
Table 4.5
Descriptive Customer Advocacy Statistics

Std.

Customer Advocacy N Mean Deviation

I would recommend this brand to my friends and 120 386 0.86

family

when the opportunity presents I will explain the 120  3.68 0.87
positive aspects of this brand
When I hear people criticize the brand, I try to 120 355 094

defend it

I want my family and friends to use an eco- 120 420 0.76
friendly brand

Average value 120 382 0.86

Source: Data processed using SPSS (attached)

Based on the results of the descriptive statistics above, respondents' answers to the customer
advocacy variables above have a mean or average value of 3.82. Based on the value of the
mean, it can be seen that almost all respondents will recommend this brand to friends and
family. Based on the standard deviation value, it shows that respondents' answers to this
indicator are quite variable.

This variable is composed of 4 indicators, where the first indicator has a mean value of 3.86.
This value shows that in this indicator, the average respondent will recommend this brand to
friends and family. The second indicator shows a mean value of 3.69 The average value shows
when there is an opportunity for respondents to explain the positive aspects of this brand. The
third indicator shows a mean value of 3.55 where the value also still shows that in general, the
respondent stated that when he heard people criticize this brand, the respondent tried to defend
it. The fourth indicator shows a mean value of 4.20, where the fan value also shows that in
general, the respondent feels that when he hears people criticize this brand, the respondent will
defend him.

Greenwashing
Descriptive statistics of greenwashing variables can be seen in Table 4.6 below:
Table 4.6
Greenwashing Descriptive Statistics
Std.
Greenwashing N  Mean Deviation

The brand's claims about its concern for the 120 199  0.93
environment are misleading.

The visualization of this brand in its 120 190  0.81
advertisement stating that the bottle / gallon

comes from recycled plastic is misleading
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The brand's eco-friendly claims are unclear 120 237 091

Information about the brand's environmental 120 255 0.95

concerns is not fully presented, so its

environmentally friendly claims seem to be

true.

Average value 120 220  0.90
Source: Data processed using SPSS (attached)

Based on the results of the descriptive statistics above, respondents' answers to the
greenwashing variable above have a mean or average value of 2.20. Based on the value of the
mean, it can be seen that almost all respondents feel that the brand is environmentally friendly
and information about the brand's environmental concerns is presented in full. Based on the
standard deviation value, it shows that respondents’ answers to this indicator are quite variable.

This variable is composed of 4 indicators, where the first indicator has a mean value of 1.99.
This value shows that in this indicator, the average respondent stated that the brand's claims
about its concern for the environment are not misleading. The second indicator shows a mean
value of 1.90 The average value shows that the visualization of this brand in its advertisement
stating that the bottle/gallon comes from recycled plastic is not misleading. The third indicator
shows a mean value of 2.37 where the value also still shows that in general respondents feel
that the brand's environmentally friendly claims are quite clear. The fourth indicator shows a
mean value of 2.58, where the value also shows that in general respondents feel that
information about the brand's environmental concerns is presented in full and the
environmentally friendly claims are correct.

Hypothesis Testing
After conducting Goodness of Fit testing, it can be seen that the model used in this study is
feasible to proceed to the next stage, namely hypothesis testing. Testing the appropriate
hypothesis for this study, namely with statistical methods using Structural Equation Model
(SEM) analysis, (Sekaran & Bougie 2016) said that this method can predict changes inbound
variables (dependents) that are associated with changes that occur in unbound (independent)
variables. In this study, there are 8 (eight) hypotheses that refer to previous studies conducted
by Leckie et al (2018). The fault tolerance limit is 5% (a= 0.05) on the basis of decision-making
as follows:
1. If the p-value < 0.05 then Ho is rejected meaning, there is a significant influence of the two
variables. The conclusions drawn, and the decision of the hypothesis is supported.
2. If the p-value > 0.05 then Ho is accepted meaning, there is no significant influence of either
variable. The conclusions drawn, the straightness of the hypothesis is rejected.
The following is a table of hypothesis test results:
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Table 4.7

Hypothesis Testing Results 1 - 6
Hypothesis Estimate Va;lue Decision
H1: There is a positive influence of 0,704 0,000
Green perceived value (GPV) on H1
Customer engagenient behavior Supported
(CEB).
H2: There is a positive influence of 0,091 0,045 o
Altruistic value (AV) on Customer Supported
engagement behavior (CEB).
H3: There is a positive influence of 0,125 0,000 03
Customer engagement behavior Supported
(CEB) on Brand loyalty (BL).
H4: There is a positive influence of 0,104 0,000
Customer engagement behavior H5
(CEB) on Customer Advocacy Supported
(CA).
HS: Customer engagement 4,334 0,000
behavior (CEB) mediates the effect H5
of Green perceived value (GPV) on Supported
Brand loyalty (BL).
H6: Customer engagement 2,121 0,017
behavior (CEB) mediates the Ho6
influence of Altruistic value (AV) Supported

on Brand loyalty (BL).
Source: Results of AMOS 21 data processing (attached)

Hypothesis 1

The first hypothesis tests the positive influence of green perceived value on customer
engagement behavior. The sounds of the null hypothesis (Ho) and the alternative hypothesis
(Ha) are as follows:

Ho: There is no positive influence of green perceived value (GPV) on customer engagement
behavior (CEB).

Ha: There is a positive influence of green perceived value (GPV) on customer engagement
behavior (CEB).

The results of the first hypothesis test show an estimated value of 0.704 p-values of 0.000 =
0.50 which can be interpreted to mean that the green perceived value variable affects supported
customer engagement behavior (Ho rejected). Therefore, it can be concluded that green
perceived value has a positive influence on customer engagement behavior.
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Hypothesis 2

The second hypothesis tests the positive influence of altruistic value on customer
engagement behavior (CEB) The sound of the null hypothesis (Ho) and the alternative
hypothesis (Ha) is as follows:

Ho: There is no positive influence of altruistic value (AV) on customer engagement
behavior (CEB).

Ha: There is a positive influence of altruistic value (AV) on customer engagement behavior
(CEB).

The results of the second hypothesis test show an estimated value of 0.01 p-value of 0.045
> 0.50 which can be interpreted as an altruistic value (AV) variable positively affects customer
engagement behavior (CEB).

Hypothesis 3

The third hypothesis tests the positive influence of customer engagement behavior on brand
loyalty The sound of the null hypothesis (Ho) and the altemative hypothesis (Ha) is as follows:

Ho: there is no positive influence of customer engagement behavior (CEB) on brand loyalty
(BL).

Ha: there is a positive influence of customer engagement behavior (CEB) on brand loyalty
(BL).

The results of the third hypothesis test show an estimated value of 0.125 p-values of 0.000
= 0.50 which can be interpreted to mean that the customer engagement behavior variable has
a positive effect on brand loyalty. So it can be concluded that there is a positive influence of
Customer engagement behavior (CEB) on Brand loyalty.

Hypothesis 4

The fourth hypothesis tests the positive influence of customer engagement behavior on
custonier advocacy The sound of the null hypothesis (Ho) and the alternative hypothesis (Ha)
is as follows:

Ho: there is no positive influence of customer engagement behavior (CEB) on customer
advocacy (CA).

Ha: there is a positive influence of customer engagement behavior (CEB) on customer
advocacy (CA).

The results of the fourth hypothesis test show an estimated value of 0.104 p-values of 0.000
> 0.50 which can be interpreted to mean that the variable has a positive influence on customer
engagement behavior (CEB) and has a positive effect on customer advocacy (CA). It can be
concluded that there is a positive influence of customer engagement behavior (CEB) on
custonter advocacy (CA).

Hypothesis 5

The fifth hypothesis tests customer engagement behavior mediating the influence of breen
perceived value. to brand loyalty The sound of the null hypothesis (Ho) and the alternative
hypothesis (Ha) is as follows:

Ho: Customer engagement behavior (CEB) does not mediate the effect of green perceived
value (GPV) on brand loyalty (BL).

Ha: Customer engagement behavior (CEB) mediates the effect of green perceived value
(GPV) on brand loyalty (BL).
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The results of the fifth hypothesis test show the amount of calculated t value of 4,334 >
1,658 which can be interpreted as a customer engagement behavior variable has a mediating
role in influencing green perceived value to brand loyalty. This is further strengthened by
seeing the sig value of 0.000 < 0.05, which means that there is an influence of green perceived
value on brand loyalty mediated by customer engagement behavior.

Hypothesis 6

The sixth hypothesis tests customer engagement behavior mediating the influence of
altruistic value on brand loyalty the sound of the null hypothesis (Ho) and the alternative
hypothesis (Ha) is as follows:

Ho: Customer engagement behavior (CEB) does not mediate the effect of altruistic value
(AV) on brand loyalty (BL).

Ha: Customer engagement behavior (CEB) mediates the influence of altruistic value (AV)
on brand loyalty (BL).

The results of the sixth hypothesis test showed a calculated t value of 2.121 > 1.658 which
can be interpreted to mean that the variable customer engagement behavior has a mediating
role in influencing altruistic value against brand loyalty. This is further strengthened by
looking at the sig value of 0.017 < 0.05 which means that there is an influence of altruistic
value on brand loyalty mediated by customer engagement behavior.

Table 4.8
Hypothesis Testing Results 7

Hypothesis Estimate Value Decision
HT: Greenwashing Low Group 0.873 0,000 7
The Effect of Green Perceived

Supported
Value on Brand Loyalty
HT7: Greenwashing Group High 0.648 0,000 e
The Effect of Green Perceived

Supported

Value on Brand Loyalty
Source: AMOS 21 data processing results (attached)

Hypothesis 7

The intended hypothesis tests whether greenwashing perception moderates the influence of
green perceived value on brand loyalty The sound of the null hypothesis (Ho) and the
alternative hypothesis (Ha) are as follows:

Ho: Greenwashing perception does not moderate the effect of green perceived value (GPV)
on brand loyalty (BL).

Ha: Greenwashing perception moderates the effect of green perceived value (GPV) on
brand lovalty (BL).

Based on the table of the results of the seventh hypothesis test above, it is generally known
that the magnitude of the probability level value is 0.008 <0.05. This suggests that there is a
difference between the two groups of low and high greenwashing. To see in detail the
magnitude of the influence of green perceived value on brand loyalty, the p-value in the low
and high groups of 0.000 < 0.05 respectively then the hypothesis is considered supported,
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where greenwashing the group Low predominates more in influencing green perceived value
against brand loyalty.

Table 4.9
Hypothesis Testing Results 8
Hypothesis Estimate \l::;lue Decision
H8: Effect of Low Group 0,035 0,004
Greenwashing s
Altruistic Value to Brand Loyalty supported
HS8: Greenwashing Group High 0,085 0,165

Altruistic Value to Brand Loyalty
Source: AMOS 21 data processing results (attached)

Hypothesis 8

The eighth hypothesis tests whether greenwashing perception moderates the indirect
influence of altruistic value on brand loyalty. The sounds of the null hypothesis (Ho) and the
alternative hypothesis (Ha) are as follows:

Ho: Greenwashing perception does not moderate the influence of altruistic value (AV) on
brand loyalty (BL).

Ha: Greenwashing perception moderates the influence of altruistic value (AV) on brand
loyalty (BL).

Based on the table of the eighth hypothesis testing results, there is a difference in influence
between the high and low groups, the magnitude of the influence of altruistic value on brand
loyalty in the low group has a p-value of 0.004 < 0.05. P there is a high group, the sig value
becomes insignificant which is 0.165 > 0.05, so overall the hypothesis is considered supported,
where greenwashing moderates the influence of altruistic value on brand loyalty.

Discussion of Research Results
H1: There is a positive influence of green perceived value (GPV) on customer
engagement behavior
The first hypothesis in this study tested the positive influence of green perceived value on
customer engagement behavior. Based on the results of hypothesis 1 testing, it shows that green
perceived value has a positive influence on customer engagement behavior. The results of this
study show that the more consumers feel that this brand contributes to the environment by
producing recycled packaging, feel that environmentally friendly brands have more benefits
for the environment than other brands, and consumers feel that this brand is more
environmentally friendly than other brands, consumers will say more positive things about this
brand to others, and consumers will also encourage friends and relatives to buy and use eco-
friendly brands. These results are also in line with the study (Leckie et al., 2018). that green
perceived value significantly positively affects custonier engagement behavior.
H2: There is a positive influence of altruistic value (AV) on customer engagement
behavior (CEB)
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The second hypothesis in this study tested the positive influence of altruistic value (AV) on
customer engagement behavior (CEB). Based on the results of hypothesis 2 testing, it shows
that altruistic value has a positive influence on customer engagement behavior. This means
that the more consumers are aware that plastic waste harms many people in the world,
consumers feel that the effect of plastic waste on public health is worse than we realize and
environmental protection will help people have a better quality of life then consumers will say
positive things about this brand to others, encourage friends and relatives to buy and use eco-
friendly brands and will recommend eco-friendly brands to others, encourage friends and
relatives to buy and use eco-friendly brands and will recommend eco-friendly brands to
someone who asks him for advice. These results are also in line with research (Leckie et al.,
2018), that altruistic value significantly positively affects customer engagement behavior.

H3: There is a positive influence of customer engagement behavior (CEB) on brand
loyalty

The third hypothesis in this study examines the positive influence of customer engagement
behavior (CEB) on brand loyalty. Based on the results of hypothesis 3 testing, shows that
customer engagement has a positive influence on brand loyalty. This means that the more
consumers say positive things about this brand to others, encourage friends and relatives to buy
and use this brand and recommend this brand to someone who asks for advice, the more loyal
consumers will be to environmentally friendly brands compared to other brands so that
consumers will make the only brand to buy and will continue to produce environmentally
friendly brands, Not another brand even if the eco-friendly brand is not available, it will delay
its purchase. These results are also in line with research (Leckie et al., 2018), that customer
engagement behavior significantly has a positive effect on brand loyalty.

H4: There is a positive influence of customer engagement (CEB) on customer advocacy

The fourth hypothesis in this study tested the positive influence of customer engagement
behavior (CEB) on customer advocacy. Based on the results of hypothesis 4 testing, it shows
that customer engagement has a positive influence on customer advocacy. This means that the
more consumers feel part of and involved in an environmentally friendly brand such as saying
positive things about this brand to others, encouraging friends and relatives to buy and use this
brand, and recommending this brand to someone who asks for advice, the consumer will then
the consumer will recommend this brand to their friends and family, Consumers will explain
the positive aspects of this brand and if anyone criticizes the brand, consumers will also defend
it and even consumers will also recommend their family and friends to use an environmentally
friendly brand. These results are also in line with research Moliner-Tena (2019), that customer
engagement behavior significantly affects customer advocacy.

HS: Customer engagement behavior (CEB) positively mediates the effect of green
perceived value (GPV) on brand loyalty (BL)

The fifth hypothesis in this study examines customer engagement behavior (CEB)
mediating the influence of green perceived valiue (GPV) on brand loyalty (BL). Based on the
results of hypothesis 5 testing, shows the results that customer engagement behavior mediates
the influence of green perceived value (GPV) on brand loyalty (BL). This means that the more
consumers think that the brand contributes to the environment by producing recycled
packaging, has more environmental benefits than other brands and consumers feel that this
brand is more environmentally friendly than other brands, the more consumers will say positive
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things about this brand to others, encouraging friends and relatives to buy and use this brand,
recommend this brand to someone who asks him for advice. Furthermore, consumers will be
more loyal by making the only brand to buy, consumers will still choose environmentally
friendly brands, not other brands and even if this brand is not available, consumers will
postpone their purchase. These results are also in line with research by Leckie et al (2018) that
custonier engagement behavior significantly mediates the influence of green perceived value
on brand loyalty.

He6: Customer engagement behavior (CEB) positively mediates the influence of

altruistic value (AV) on brand loyalty (BL)

The sixth hypothesis in this study examines customer engagement behavior (CEB)
mediating the influence of altruistic value (GPV) on brand loyalty (BL). Based on the results
of hypothesis 6 testing, shows the results that customer engagement behavior mediates the
influence of green perceived value (GPV) on brand loyalty (BL). This means that the more
consumers are aware that plastic waste is harming many people in the world, aware that the
effects of plastic waste on public health are worse than we realize, and consumers are
increasingly aware that environmental protection will help people have a better quality of life,
the more consumers will say positive things about this brand to others, encouraging friends
and relatives to buy and use the brand, recommending the brand to someone who asks them for
advice. Then consumers will be more loyal by making the only brand to buy, consumers will
still choose environmentally friendly brands, not other brands and even if this brand is not
available, consumers will postpone their purchases. These results are also in line with research
(Leckie et al., 2018), that customer engagement behavior significantly mediates the influence
of altruistic value on brand loyalty.

H7: The effect of green perceived value (GPV) on brand loyalty (BL) moderated by
greenwashing perception

The seventh hypothesis in this study tests greenwashing perception moderating the
influence of green perceived value (GPV) on brand loyalty (BL). Based on the results of
hypothesis 7 testing, it was found that both in the group of consumers who have a greenwashing
perception of "low" and "high", consumers who think that a brand has contributed to the
environment by producing recycled packaging and feel that the brand has many benefits for
the environment, consumers will be more loyal to the brand. These results are also in line with
research (Leckie et al., 2018), that greenwashing perception moderates the influence of green-
perceived value on brand loyalty.

H8: The effect of altruistic value (GPV) on brand loyalty (BL) is moderated by
greenwashing perception

The eighth hypothesis in this study examines greenwashing perception moderating the
influence of altruistic value (AV) on brand loyalty. Based on the results of hypothesis 8 testing,
it was found that in people with a "high" level of greenwashing perception, consumers' concern
for others does not encourage them to be loyal to environmentally friendly brands. Meanwhile,
consumers with a "low" level of greenwashing perception of consumers' concern for others
encourage them to be loyal to environmentally friendly brands. These results are also in line
with research (Leckie et al., 2018) that greenwashing perception moderates the influence of
altruistic value on brand loyalty.
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CONCLUSION

The conclusion is that Green's perceived value has a positive effect on customer
engagement behavior. Altruistic value positively affects customer engagement behavior.
Customer engagement behavior positively affects brand loyalty. Customer engagement
behavior has a positive effect on customer advocacy. Customer engagement behavior mediates
the influence of green perceived value on brand loyalty. Customer engagement behavior
mediates the influence of altruistic value on brand loyalty. Greenwashing perception
moderates the influence of green perceived value on brand loyalty. Greenwashing perception
moderates the influence of altruistic values on brand loyalty.

REFERENCES

Abdelhadi, A., Shakoor, M., Abdulmalek, F. A., Rajgopal, J., Acemoglu, D., Verdier, T.,
Adams, L., Adams, R. B, Mehran, H_, Afolabi, M. O., Ola-Olorun, O. J., Agrawal, A_,
Knoeber, C.R., Ahmed, P.,Nanda. S., Alberts, W. W_, McTaggart,J. M., Allen, F., Qian,
J., & Zidel, T. G. (n.d.). Corruption and China’s economic reform in the early 21st century.
Journal of Financial Economics.

Amin, L., Azad, M. A. K., Gausmian, M. H., & Zulkifli, F. (2014). Determinants of public
attitudes to genetically modified salmon. PLoS ONE.
https://doi.org/10.1371/journal .pone 0086174

Amjad, M. (2021). Hasil Survei: AQUA Merek Ramah Lingkungan yang Paling Diingat
Konsumen Artikel ini telah tayvang di JPNN.com dengan judul “Hasil Survei: AQUA
Merek Ramah Lingkungan yang Paling Diingat Konsumen ",
https ://www_jpnn.com/news/hasil-survei-aqua-merek-ramah-ling . JPNN.COM.
https://www jpnn.com/news/hasil-survei-aqua-merek-ramah-lingkungan-yang-paling-
diingat-konsumen

Da Silveira, S. P., Moita, S. R. U., Da Silva, §. V., Rodrigues, M. F. §. D., De Fatima Teixeira
Da Silva, D., & Pavani, C. (2019). The role of photobiomodulation when associated with
microneedling in female pattern hair loss. Medicine (United States).
https://doi.org/10.1097/MD 0000000000014938

Fajar Pebrianto. (2019). Lima Perusahaan Dinilai Peduli Lingkungan, Termasuk Air Aqua.
Tempo.Co. https://bisnis.tempo.co/read/128027 1/lima- perusahaan-dinilai-peduli-
lingkungan-termasuk-air-aqua

Leckie, C., Nyadzayo, M. W., & Johnson, L. W. (2018). Promoting brand engagement
behaviors and loyalty through perceived service value and innovativeness. Journal of
Services Marketing, 32(1), 70-82. https://doi.org/10.1108/JSM-01-2017-0035

Leckie, C.,Rayne, D., & Johnson, L. W. (2021). Promoting customer engagement behavior for
green brands. Sustainability (Switzerland), 13(15), 1-22.
https://doi.org/10.3390/sul13158404

Li,D., Tsang,J.Y.S.,Peng,J.,Ho,D.H.H.,Chan, Y.K.,Zhu, J.,Lui, V.C.H., Xu, A, Lamb,
J.R.,Tam,P.K_.H_, & Chen, Y. (2012). Adiponectin Mediated MHC Class II Mismatched
Cardiac  Graft Rejection in Mice [Is IL-4 Dependent. PLoS ONE.
https://doi.org/10.1371/journal .pone 0048893

Li, H., Tramow, D., Wang, T., Wang, C., & Hu, L. (2020). User-friendly computer programs
s0 econometricians can run the a priori procedure. Frontiers in Management and Business.
https://doi.org/10.25082/fmb.2020.01.002

Moliner-Tena, M. A., Monferrer-Tirado, D., & Estrada-Guillén, M. (2019). Customer
engagement, non-transactional behaviors and experience in services: A study in the bank
sector. International Journal of Bank Marketing.

1185 2,4.,March 2023




Factors that Affect Brand Loyalty and Customer Advocacy: the Moderating Role of Greenwashing

Nur Hadi. (2020). Berapa Lama Plastik Terurai? Alva.
https://alvawater.co.id/2021/05/16/berapa-lama-plastik-terurai/

Pentingnya Pengolahan Sampah Plastik di  Indonesia. (2021). Bijak Berplastik.
https://bijakberplastik.aqua.co.id/publikasi/edukasi/pentingnya-pengolahan-sampah-
plastik-di-indonesia/

Sekaran, U., & Bougie, R. (2016a). Research methods for business: A skill building approach.
john wiley & sons.

Sekaran, U., & Bougie, R. (2016b). Research methods for business: A skill building approach.
john wiley & sons.

Sugiharto, T. (2017). Pengujian Hipotesis. 1-9.

Vika Azkiya Dihni. (2022). Berapa Rata-rata Pengeluaran Konsumsi Masyarakat Tiap Bulan?
Katadata Media Network. https://databoks katadata.co.id/datapublish/2022/06/21/berapa-
rata-rata-pengeluaran-konsumsi-masyarakat-tiap-bulan#:~:text=Menurut data Badan
Pusat Statistik , Rp1%2C22 juta per bulan

Yohana Artha Uly. (2021). Kurangi Sampah Plastik, Le Minerale Gandeng Industri Daur
Ulang dan Asosiasi Pemulung. Kompas.Com.
https://amp kompas.com/money/read/2021/02/24/090339126/kurangi-sampah-plastik-le-
minerale-gandeng-industri-daur-ulang-dan-asosiasi

1186 2,4.,March 2023




FACTORS THAT AFFECT BRAND LOYALTY AND CUSTOMER
ADVOCACY: THE MODERATING ROLE OF GREENWASHING

ORIGINALITY REPORT

20, 106 1% 7«

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

Nayab Javed, Syed Haider Khalil, Amir

Ishaque, Syed Majid Khalil. "Lovemarks and

beyond: Examining the link between
lovemarks and brand loyalty through
customer advocacy in the automobile
industry", PLOS ONE, 2023

Publication

(K

=)

Submitted to Midlands State University

Student Paper

(K

e

researchbank.swinburne.edu.au

Internet Source

(K

-~

repository.uinjkt.ac.id

Internet Source

(K

c

Submitted to Universitas Muhammadiyah

Semarang
Student Paper

(K

repository.mua.ac.ke

Internet Source

(K

=

ejournal.undip.ac.id



Internet Source

(K

B aws.sbp-journal.com 1 o
0

Internet Source

n Submitted to Ho Chi Minh University of 1 o
0

Technology and Education
Student Paper

Jose Antonio Roman-Augusto, Camila Garrido- 1 o
Lecca-Vera, Manuel Luis Lodeiros-Zubiria, ’
Martin Mauricio-Andia. "Green Marketing:

Drivers in the Process of Buying Green
Products—The Role of Green Satisfaction,
Green Trust, Green WOM and Green
Perceived Value", Sustainability, 2022

Publication

Harrie Lutfie, Dandy Marcelino. "Consumer 1 o
Trust to Buy Green Product: Investigation of ’
Green Perceived Value with Green
Satisfaction Mediation", 2020 8th
International Conference on Cyber and IT
Service Management (CITSM), 2020

Publication

repository.unimal.ac.id

Inte&etSoucmy 1%
ialing Lin, Zhimin Zhou. "The positioning of

Jialing P e 1w

green brands in enhancing their image: the
mediating roles of green brand



innovativeness and green perceived value",
International Journal of Emerging Markets,
2020

Publication

dspace.uii.ac.id

InterpnetSource <1 %

Submitted to Catholic University of <1 o
Parahyangan ’
Student Paper
jurnal.uwp.ac.id

{nternetSourcep <1 %
enrichment.iocspublisher.or

Internet Source p g <1 %
Silas Gontur, Paul Dung Gadi, Esther Bagobiri.

18 | N <l%
"The moderating effect of positive word-of-
mouth between service quality and customer
loyalty in the hospitality sector: A PLS-SEM
approach”, Journal of Economics and
Management, 2022
Publication

Submitted to Universitas Islam Internasional <1 o
Indonesi ’
Student Paper

Guruh Taufan Hariyadi, Purwanto, R Rizal <1 o

0

Isnanto, Adi Wibowo, Budi Warsito.
"Prediction of Consumer Purchase Intention
on Green Product", 2021 International



Seminar on Application for Technology of
Information and Communication (iSemantic),
2021

Publication

Jahyun Song, Hailin Qu, Xiang (Robert) Li. "It <1 o
Takes a Village!: Customer Value Co-Creation ’
Behavior in Restaurant Social Media-Based
Brand Community", Journal of Hospitality &

Tourism Research, 2022
Publication
Submitted to Universiteit van Amsterdam

Student Paper <1 %
Submitted to Online Education Services

Student Paper <1 %

Vu Thi Mai Chi, Widya Paramita, Tran Ha Minh <1

. %

Quan. "Does Customer Experience Always

Benefit Company? Examining Customers’

Epistemic Motivation and Interaction With

Service Contexts", Australasian Marketing

Journal, 2021

Publication

dba.nkust.edu.tw
Internet Source <1 %
Ching-Fu Chen, Lee-Ting Cheng. "A study on <1 o

mobile phone service loyalty in Taiwan", Total
Quality Management & Business Excellence,
2012

Publication



Miguel Angel Moliner-Tena, Diego Monferrer- <1 o
Tirado, Marta Estrada-Guillén. "Customer ’
engagement, non-transactional behaviors
and experience in services", International
Journal of Bank Marketing, 2019
Publication

Submitted to Universitas Wijaya Kusuma <1 o
Surabaya
Student Paper

Jialing Lin, Antonio Lobo, Civilai Leckie. "The <1 o
role of benefits and transparency in shaping ’
consumers’ green perceived value, self-brand
connection and brand loyalty", Journal of
Retailing and Consumer Services, 2017
Publication
Submitted to PSB Academy (ACP eSolutions

Student Paper y ( ) <1 %
minds.wisconsin.edu

Internet Source <1 %

Pinar YUruk-Kayapinar. "chapter 15 <1 o
Examination of Empirical Studies on ’
Customer Engagement, Online Engagement,
and Social Media Engagement”, IGI Global,

2022
Publication
repository.mercubuana.ac.id
InteIanet Sourcl;y <1 %




Ratni Lita, Novita Putri, Meuthia, Ranny Faisal.

"ANTECEDENTS OF GREEN PURCHASE
BEHAVIOR: A STUDY OF ORGANIC FOOD
PRODUCT IN INDONESIA", International
Journal of Business Research, 2017

Publication

<1%

W
03

dspace.lboro.ac.uk

Internet Source

<1%

W
(0))

repository.president.ac.id

Internet Source

<1%

W
B

Submitted to Suan Sunandha Rajabhat

University
Student Paper

<1%

B
(00

Submitted to CSU, Chico

Student Paper

<1%

W
O

K.B. Mulyono, W. Murtini, A. Hindrayani, S.A
Totalia, S.H. Ningsih. "The Way to Save

Environment from Green Consumer Behavior:

The Role of Advertising, Media, and Lifestyle",
IOP Conference Series; Earth and
Environmental Science, 2023

Publication

<1%

B
o

Submitted to Universitas Negeri Semarang
Student Paper

<1%

B

lup.lub.lu.se

Internet Source

<1%




Submitted to Universiti Teknologi MARA

Student Paper g <1 %
The 19th International Conference on

43 . . . . : <%
Industrial Engineering and Engineering
Management, 2013.
Publication
Submitted to University of Leeds

Student Paper y <1 %
derqgipark.orq.tr

Interngt Spource g <1 %
theses.qgla.ac.uk

Internet Sourgce <1 %
Www.iieta.or

Internet Source g <1 %

Deepak Sangroya, Jogendra Kumar Nayak. <1 o
"Factors influencing buying behaviour of °
green energy consumer", Journal of Cleaner
Production, 2017
Publication
digibug.ugr.es

Integrnet So%rceg <1 %
feb.studenttheses.ub.ruq.nl

Internet Source g <1 %
media.neliti.com

Internet Source <1 %




repository.ub.ac.id <1 o
0

Internet Source

www.ashdin.com
53 Internet Source <1 %
www.atlantis-press.com
Internet Source p <1 %
Artificial Intelligence-Augmented Digital <1 o

Twins", Springer Science and Business Media
LLC, 2024

Publication

Ahmed Hassan Abdou, Hossam Said Shehata,
Hassan Marzok Elsayed Mahmoud, Azzam
Ibrahem Albakhit, Muhanna Yousef
Almakhayitah. "The Effect of Environmentally
Sustainable Practices on Customer Citizenship
Behavior in Eco-Friendly Hotels: Does the
Green Perceived Value Matter?",
Sustainability, 2022

Publication

<1%

Ashish Kalra, Raj Agnihotri, Elten Briggs. "The <1 o
Role of Frontline Employees’ Competitive ’
Intelligence and Intraorganizational Social

Capital in Driving Customer Outcomes",

Journal of Service Research, 2020

Publication

Jiseon Ahn, Toney K. Thomas. "The role of <1
) : : %
customers’ perceived values of integrated



resort brands in destination", Journal of
Destination Marketing & Management, 2020

Publication

Mohamad Reza Pahlevi, Dwi Suhartanto. "The <1 o
integrated model of green loyalty: Evidence ’
from eco-friendly plastic products"”, Journal of

Cleaner Production, 2020

Publication

Nguyen Dac Thanh. "The Impact of Media <1 o
Publicity and Online Product Reviews on ’
Consumers’ Purchase Intentions of Energy-

Efficient Appliances", VNU University of

Economics and Business, 2023

Publication

Exclude quotes Off Exclude matches Off

Exclude bibliography On



FACTORS THAT AFFECT BRAND LOYALTY AND CUSTOMER
ADVOCACY: THE MODERATING ROLE OF GREENWASHING

GRADEMARK REPORT

FINAL GRADE GENERAL COMMENTS

/0

PAGE 1

PAGE 2

PAGE 3

PAGE 4

PAGE 5

PAGE 6

PAGE 7

PAGE 8

PAGE 9

PAGE 10

PAGE 11

PAGE 12

PAGE 13

PAGE 14

PAGE 15

PAGE 16

PAGE 17

PAGE 18




