Green Loyalty in Eastern Indonesia: The Mediating Role of Brand Image on Coffee Shop Consumers in Makassar
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Abstract: The rapid growth of coffee shops in Makassar has raised environmental concerns, shifting consumer attitudes toward sustainability. However, a gap remains between attitudes and behavior, where high environmental awareness does not always translate into loyalty. This study aims to analyze the determinants of customer loyalty by integrating Environmental Awareness and Sustainability Practices, and positioning Brand Image as a mediating variable. Using a quantitative approach, data were collected from 260 specialty coffee shop consumers in Makassar and analyzed using PLS-SEM. The research results reveal different mechanisms in the formation of loyalty. Although both independent variables had a significant direct influence on loyalty, the mediation analysis showed contrasting results. Sustainability practices were shown to have a significant effect on loyalty through brand image, while environmental awareness had no effect on customer loyalty through brand image, indicating green skepticism. This suggests that for consumers in Eastern Indonesia, operational actions taken by companies are effective in building a credible image rather than mere awareness, which is susceptible to suspicions of greenwashing. These findings provide strategic insight for coffee shop businesses to prioritize tangible evidence of sustainability over superficial branding to gain customer loyalty.
Keywords: Environmental Awareness, Sustainability Practices, Brand Image, Customer Loyalty, Green Skepticism.
Introduction 
The coffee industry in Indonesia has undergone a significant transformation from a mere commodity to an urban lifestyle, marked by the Third Wave Coffee phenomenon [1]. This phenomenon is particularly prominent in Makassar City, the center of economic growth in Eastern Indonesia, where the number of coffee shops has surged along with the increasing characteristics of locations that support people's lifestyles [2]. Data shows that the number of coffee shops has jumped sharply from 628 outlets in 2022 to 855 outlets in 2024. However, this aggressive growth has environmental consequences. The food and beverage industry are reported to contribute significantly to waste [3]. The increasing urgency of this issue has triggered a consumer paradigm shift towards environmental awareness. Modern consumers, especially Generation Z and Millennials, are increasingly demanding transparency and responsible business practices [4].
The increasing urgency of environmental issues has triggered a consumer paradigm shift towards Environmental Awareness. Modern consumers, especially Generation Z and Millennials, increasingly demand transparency and responsible business practices or Sustainability Practices. Theoretically, based on Value Belief Norm (VBN) Theory, [5]. Awareness of environmental values ​​should encourage pro-environmental behavior, including loyalty to Green Loyalty. However, empirical reality often shows an Attitude Behavior Gap [6], or a gap between attitudes and behavior. High consumer environmental awareness does not always convert into real purchasing loyalty. Recent research [7], shows that barriers such as skepticism towards greenwashing and lack of trust in company claims are often the main obstacles.
This is where the urgency of this research lies. This study argues that authentic Brand Image serves as an important mediating mechanism to bridge this gap. Signaling Theory [8], explains that corporate sustainability practices serve as credible signals that form a positive image in the minds of consumers, which in turn builds trust and loyalty. Previous research by [9] and [10], has confirmed the role of brand image in a general context, but exploration of this mechanism in the specific context of coffee shop culture in emerging markets is still limited. 
This study aims to address three key gaps in the green marketing literature. First, theoretically, this study integrates Environmental Awareness and Sustainability Practices into a single mediation model to explain the formation of Customer Loyalty, addressing the limitations of previous studies that often examined these variables separately. Second, contextually, this study offers novelty by taking place in Makassar, Eastern Indonesia. Most of the green marketing literature in Indonesia remains concentrated on Java, thus providing a new geographic perspective on consumer behavior in this rapidly developing yet ecologically vulnerable region. Third, this study predominantly utilizes recent references (2020-2025) to capture the dynamics of post-pandemic consumer behavior, which is more sensitive to sustainability issues.
Practically, this research contributes to providing strategic insights for coffee shop businesses to not only implement green practices as an operational obligation but also manage them as strategic assets that shape Brand Image. Thus, the purpose of this study is to analyze the influence of Environmental Awareness and Sustainability Practices on Customer Loyalty through the mediating role of Brand Image among coffee shop consumers in Makassar City. The systematics of the writing that follows will discuss the literature review and hypothesis development, research methodology, data analysis results, and conclude with a discussion and managerial implications.
LITERATURE REVIEW
This research is built on the integration of two main theoretical perspectives: Value Belief Norm (VBN) Theory and Signaling Theory. From the consumer perspective, VBN Theory [5], explains how altruistic values ​​and awareness form personal moral obligations that drive pro-environmental behavior, such as loyalty to green brands. On the other hand, from the company perspective, Signaling Theory [11] is used to explain the mechanism of Sustainability Practices. In a market with information asymmetry, sustainability practices function as credible signals sent by the company. These signals reveal the invisible qualities and ethical values ​​of the company, which effectively reduce consumer skepticism and form a strong positive brand image.
2.1 Environmental Awareness, Sustainability Practices, and Brand Image.
According to the Theory of Planned Behavior (TPB) [12], environmental awareness shapes attitudes that influence consumer perceptions of brands. Consumers with high Environmental Awareness tend to seek value alignment with the brands they consume. Recent research by [13], confirms that awareness of environmentally friendly products has a significant impact on the formation of Green Brand Image. Meanwhile, Sustainability Practices act as proof points of a company's commitment. Based on Signaling Theory [11], tangible practices such as the use of recycled materials or energy efficiency reduce consumer skepticism. Recent empirical studies by [9] in the food and beverage industry show that green initiatives positively and significantly improve brand image perceptions. 
2.2. Direct Effect on Customer Loyalty
Customer loyalty in a green context is not only transactional but also emotional. [14], In his recent research, he found that sustainable business practices have a direct impact on increasing brand loyalty due to the alignment of ethical values. Likewise, [10], emphasized that satisfaction with green attributes drives customer retention. However, the literature also notes an inconsistency or value-action gap [6], where awareness does not always lead to loyalty without a strong emotional trigger.
2.3. Brand Image as a Determinant of Loyalty
Brand image is an important intangible asset. Referring to the concept of Brand Attachment, [15], a positive image creates a strong emotional bond. In the context of green marketing, [16], found that the perceived value of a green image significantly increases retail consumer loyalty. More specifically in the coffee industry, [17] proved that brand image built through a circular economy has a strong direct impact on customer loyalty.


2.4. The Mediating Role of Brand Image
The main contribution of this study lies in testing the mediating role. Integrating the Signaling Theory perspective and empirical research, Brand Image is positioned as a psychological mechanism that translates awareness and practice into loyalty. Research by [9], confirms that green practices influence loyalty through the mediation of brand image. Similarly, [18] highlights that Green Brand Image mediates the relationship between green benefits and consumer behavioral outcomes.
2.5. Research Hypothesis
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Based on the theoretical framework and empirical review above, this study formulates seven main hypotheses, which are depicted in the following conceptual model:
· H1: Environmental awareness has a positive and significant effect on brand image.
· H2: Sustainability practices have a positive and significant effect on brand image.
· H3: Environmental awareness has a positive and significant effect on customer loyalty.
· H4: Sustainability practices have a positive and significant effect on customer loyalty.
· H5: Brand image has a positive and significant effect on customer loyalty.
· H6: Brand image mediates the relationship between environmental awareness and customer loyalty.
· H7: Brand image mediates the relationship between sustainability practices and customer loyalty.
METHODOLOGY
3.1. Research Design and Context 
[bookmark: _Toc159583313][bookmark: _Toc159943737]This study employs a quantitative approach with an explanatory research design to test the causal hypothesis between the variables studied. This approach was chosen to measure the strength of the relationship between Environmental Awareness and Sustainability Practices on Customer Loyalty through the mediation of Brand Image.
The research context focused on Makassar City, South Sulawesi, which represents the center of economic growth and urban lifestyle in Eastern Indonesia. The location was selected based on the significant growth of coffee shops and the increasing relevance of environmental issues among Makassar's urban consumers. Data collection was conducted cross-sectionally over a specific period.
3.2. Population and Sampling Strategy
The population in this study is specialty coffee shop consumers in Makassar City. Considering the unknown population, this study uses the Non-Probability Sampling technique with a purposive sampling approach [19], [20]. Respondent inclusion criteria are strictly set to ensure the quality of the response, namely: (1) Minimum age 17 years, (2) Domiciled in the Makassar City area, (3) Have visited and purchased products at a coffee shop at least twice in the last month to ensure the formation of consumption experience [21] and (4) Have one main preferred coffee shop. 
To ensure statistical sample adequacy, this study calculated the minimum sample size using G*Power software version 3.1. The calculation was carried out with the F-test parameters (Linear multiple regression: Fixed model, (R2 deviation from zero), using a medium effect size estimate f2 of 0.15, a significance level (α) 0.05, power (1-β) of 0.80, and the number of predictors as many as 3 independent variables [22]. The results of the G*Power calculation show that the minimum sample size required is 77 respondents.
During the data collection process, a total of 302 questionnaire responses were received. However, to ensure data integrity and validity, a data cleaning process was carried out by eliminating respondents who were indicated as giving uniform answers (straight-lining) or outliers. Based on this process, the final valid sample size used in the analysis was 260 respondents. and is in line with the general SEM guideline of 130-260 respondents [23], thus minimizing the risk of Type II errors and providing sufficient statistical power to detect significant effects in the model.
RESULT
4.1 Data Evaluation
Evaluation of the Outer Model measurement model shows that although there is a correlation between Environmental Awareness and Sustainability Practices, discriminant validity tests using the Fornell-Larcker criteria and the Heterotrait-Monotrait Ratio (HTMT) indicate that the two constructs are empirically different [24], [23]. Each indicator clusters (loads) onto its respective latent variable with a value above 0.70 [25], [26]. Therefore, to maintain the depth of analysis and answer specific hypotheses, this study maintains Environmental Awareness and Sustainability Practices as two separate exogenous variables.
The evaluation of discriminant validity shows that although there is a correlation between the independent variables, the square root of the AVE value for each variable is greater than its correlation with other latent variables [24]. This confirms that Environmental Awareness and Sustainability Practices are two empirically different constructs, so the analysis is continued by keeping the two variables separate.

Table 1 Evaluation of Measurement Model
	Variable
	Cronbach Alpha
	Average Variance Extracted (AVE)

	Brand Image
	0,947
	0,760

	Customer Loyalty
	0,945
	0,752

	Environmental Awareness
	0,925
	0,727

	Sustainability Practices
	0,926
	0,731



The data shows that all research variables have Cronbach's Alpha and Composite Reliability values ​​above the threshold of 0.70, which means the instrument has a very good level of reliability [25], [27]. In addition, the AVE value for all variables is above 0.50, confirming that the indicators used can explain construct variance validly [23].
4.2 Hypothesis Test
After ensuring the quality of the data in the measurement model, the next stage is testing the structural model (inner model) to verify the proposed hypothesis. This testing is conducted using a bootstrapping procedure to determine the significance of the relationship between variables through path coefficients, T-statistics, and P-values [23].
This structural model was also evaluated using the coefficient of determination. The analysis results showed a value of 0.935 for the Brand Image variable and 0.932 for Customer Loyalty. These figures indicate that the research model has substantial predictive ability [26]. The Environmental Awareness, Sustainability Practices, and Brand Image variables together were able to explain 93.2% of the variance in customer loyalty.

Table 2 Hypothesis Test Results
	Hypothesis
	Path Coefficient
	P values
	Upsilon (v)

	H1
	0,290
	0,015
	-

	H2
	0,687
	0,000
	-

	H3
	0,282
	0,021
	-

	H4
	0,324
	0,027
	-

	H5
	0,374
	0,004
	-

	H6
	0,108
	0,071
	0,012

	H7
	0,257
	0,009
	0,066


4.3 Analysis and Implications
The following is an analysis and implications of the path coefficient, significance level, and magnitude of indirect influence for the mediating variable.
H1: Environmental Awareness > Brand Image
1. Path Coefficient: 0.290
The path coefficient value for H1 is 0.290, indicating a positive relationship between environmental awareness and brand image. Therefore, this means that consumer environmental awareness has a positive influence on brand image perception [13].
2. P-Value: 0.015
The P-value for H1 is 0.015, indicating a significant relationship since p < 0.05. Therefore, this indicates a significant relationship between environmental awareness and brand image.
3. Implications
Coffee shops in Makassar that align their values ​​with consumers environmental awareness will create a stronger brand image. Consumers with high environmental awareness tend to have more positive image evaluations of brands they perceive as caring. It is recommended that coffee shops be more active in environmental education campaigns to strengthen their brand perception as an environmentally friendly entity. [28].
H2: Sustainability Practices > Brand Image
1. Path Coefficient: 0.687
The path coefficient value for H2 is 0.687 and this indicates a positive and very strong relationship between Sustainability Practices and Brand Image, in line with recent findings. [7]
 
2. P-Value: 0.0000
The P value for H2 is 0.000 and this indicates that the relationship is very significant because p < 0.05.
.
3. Implications:
Tangible sustainability practices, such as the use of recycled materials or energy efficiency, are a dominant factor in forming a positive brand image [18]. Tangible actions are valued more highly by consumers than mere rumors. Coffee shops are advised to prioritize physical evidence of sustainability because this variable has the greatest impact on brand image formation [9]. 
H3: Environmental Awareness > Customer Loyalty.
1. Path Coefficient: 0.282
The path coefficient value for H3 is 0.282 and this indicates a positive relationship between Environmental Awareness and Customer Loyalty.
2. P-Value: 0.021
The P value for H3 is 0.021 and this indicates that the relationship is significant because p < 0.05.
3. Implications:
Environmentally conscious consumers tend to have value-based loyalty. They commit to brands that align with their environmental principles. Coffee shops are advised to build communities based on environmental values ​​to directly strengthen this emotional bond.
H4: Sustainability Practices > Customer Loyalty.
1. Path Coefficient: 0.324
The path coefficient value for H4 is 0.324 and this indicates a positive relationship between Sustainability Practices and Customer Loyalty.
2. P-Value: 0.027
The P value for H4 is 0.027 and this indicates that the relationship is significant because p < 0.05.
3. Implications:
Implementing sustainable business practices provides a rational reason for customers to remain loyal and make repeat purchases. Consistency in green operational practices is highly recommended to prevent customers from switching to competitors.
H5: Brand Image > Customer Loyalty
1. Path Coefficient: 0.374
The path coefficient value for H5 is 0.374 and this indicates a positive relationship between Brand Image and Customer Loyalty.
2. P-Value: 0.004
The path coefficient value for H5 is 0.374 and this indicates a positive relationship between Brand Image and Customer Loyalty.
3. Implications:
A strong brand image serves as an anchor for customer loyalty. Coffee shops that successfully instill a positive image in the minds of customers will enjoy higher retention rates [17]. It is recommended to continue maintaining brand reputation as a strategic asset.
H6: Environmental Awareness > Brand Image > Customer Loyalty
1. Path Coefficient: 0.108
The path coefficient of 0.108 indicates a positive but relatively weak relationship. This figure represents the estimated change in customer loyalty caused by environmental awareness through brand image. This small value indicates that brand image does not function as a strong channel for converting customer environmental awareness into loyalty.
2. P-Value: 0.071
The P-value of 0.071 is above the standard significance threshold. In inferential statistics, this means it is failed to reject the null hypothesis. In other words, statistically, there is insufficient evidence to suggest that brand image mediates this relationship. The observed relationship (0.108) likely occurred due to chance, not a consistent pattern across the population. This explains why this mediation hypothesis was declared insignificant.
3. Upsilon (v): 0.012
The upsilon value (v) is 0.012, which indicates a low mediation effect category. Since the P-Value is not significant (>0.05) and the Upsilon is very low, it can be concluded that the loyalty of environmentally conscious consumers is not formed through brand image but rather is formed directly (Direct Effect H3 is accepted). Environmentally conscious consumers in Makassar are loyal because of their own internal beliefs, not because the coffee shop's brand image is in line with internal theory [5].
4. Implications:
These results indicate that brand image does not play a significant role as a mediator between environmental awareness and customer loyalty. This means that environmentally conscious consumers will be loyal directly due to their own internal values ​​(as demonstrated in H3), not because they are influenced by the coffee shop's brand image. The implication is that for this environmentally conscious consumer segment, coffee shops need not overdo their branding but simply ensure that their core environmental values ​​are met.
This finding emphasizes the limitations of signaling theory in the context of highly environmentally conscious consumers. For consumers with high environmental awareness, brand image is often perceived as a surface attribute that can be manipulated (marketing schizophrenia). Referring to the Value-Belief-Norm (VBN) theory from [5], loyalty in this segment is driven by internalized personal norms, not by external signals such as brand image.
Furthermore, the insignificance of this mediation path indicates the presence of green skepticism. As explained by [29], when consumers only see image claims without strong physical evidence, they tend to ignore the image and base their loyalty directly on their own value beliefs (Direct Effect H3 Significant). This serves as a warning to coffee shops in Makassar that simply building a green image without touching on customers' intrinsic values ​​will not be effective in converting awareness into loyalty.
H7: Sustainability Practices > Brand Image > Customer Loyalty
1. Path Coefficient: 0.257
The path coefficient value of the indirect influence for H7 is 0.257.
2. P-Value: 0.009
The P-value for H7 is 0.009 and this indicates that this mediation relationship is significant because p < 0.05.
3. Upsilon (v): 0.066 
The upsilon value (v) is 0.066, which indicates that the mediation effect category is approaching medium (medium effect).
4. Implications:
In contrast to H6, the significance of the H7 mediation path demonstrates the effectiveness of Signaling Theory when supported by concrete evidence. Sustainability practices (such as the use of biodegradable cups and coffee grounds waste management) function as 'high-cost signals' that are difficult to counterfeit.
In the context of intense coffee shop competition in Makassar, these concrete practices validate the company's ethical claims, which then forms a credible and strong brand image (H2 path coefficient = 0.687, the highest in the model). This image, validated by concrete actions, then becomes an emotional anchor for customer loyalty. This finding aligns with [30], which states that consumer skepticism can only be mitigated through concrete operational evidence, which in turn restores the brand image's function as a driver of loyalty.
CONCLUSION
This study aims to analyze the determinants of customer loyalty in the context of coffee shops in Makassar, using brand image as a mediating variable. Based on the data analysis and discussion, the following conclusions can be drawn:
First, both environmental awareness and sustainability practices directly demonstrate significant drivers of brand image and customer loyalty. These findings confirm that coffee shop consumers in Makassar have shifted toward a value-conscious consumption pattern, where they not only purchase products but also the ethical values ​​offered by the company.
Second, there is an interesting difference in the mediating mechanism of Brand Image. This study found that Brand Image did not mediate the relationship between Environmental Awareness and Customer Loyalty (H6 rejected). This means that consumers with high environmental awareness will be loyal directly due to internal values ​​(self-identity) without being influenced by brand image. In contrast, Brand Image was shown to significantly mediate the relationship between Sustainability Practices and Customer Loyalty (H7 accepted). This suggests that tangible operational practices (such as the use of environmentally friendly materials) serve as credible signals that strengthen brand image, ultimately creating loyalty.
Overall, this study concludes that to build green loyalty in emerging markets, companies must take a dual approach: appealing to consumers' personal values ​​for the environmentally conscious segment, while simultaneously taking concrete operational actions to build a strong brand image for the broader market.
This study has limitations, including the use of a cross-sectional design that only captures perceptions at a single point in time, thus failing to capture long-term behavioral changes. Furthermore, the geographic scope is limited to Makassar City. Future research is recommended to use a longitudinal approach or expand the scope to other cities in Eastern Indonesia to increase the generalizability of the findings. Other variables such as Green Trust or Price Sensitivity could also be added to enrich the research model.

References
[1]	A. Prakosa, “Generasi Third Wave Coffee: Perspektif Milenial Terhadap Kopi Gelombang Ketiga,” Bisman (Bisnis dan Manajemen): The Journal of Business and Management, vol. 2, no. 2, pp. 106–118, Aug. 2019, doi: 10.37112/bisman. v2i2.443.
[2]	A. Asyraf Thufail and L. M. A. Mujahid, “Analisis Karakteristik Lokasi Warung Kopi di Kota Makassar,” / Jurnal WKM, vol. 10, no. 2, pp. 170–176, 2022.
[3]	Widodo, A., Rubiyanti, N., & Madiawati, P. N. (2024). Indonesia's online shopping sector transformation: Analyzing the effects of online shopping app growth, e-commerce user adoption, Generation Y and Z, and shopping app advertising. Pakistan Journal of Life & Social Sciences, 22(2).
[4]	M. B. Basha, A. Ghafar, F. Wahid, G. Al Hafidh, E. Al Shaer, and M. F. Shamsudin, “Consumer Buying Behaviour towards Organic Food - A Case of UAE,” Transnational Marketing Journal, vol. 9, no. 1, pp. 151–165, Apr. 2021, doi: 10.33182/tmj.v9i1.1028.
[5]	Stern Paul C., Dietz Thomas, Abel Troy, Guagnano Gregory A, and Linda Kalof, “A Value-Belief-Norm Theory of Support for Social Movements: The Case of Environmentalism,” Research in Human Ecology, 1999.
[6]	A. Kollmuss and J. Agyeman, “Mind the Gap: Why do people act environmentally and what are the barriers to pro-environmental behavior?” Environ Educ Res, vol. 8, no. 3, pp. 239–260, 2002, doi: 10.1080/13504620220145401.
[7]	W. Zhuang, X. Luo, and M. U. Riaz, “On the Factors Influencing Green Purchase Intention: A Meta-Analysis Approach,” Front Psychol, vol. 12, Apr. 2021, doi: 10.3389/fpsyg.2021.644020.
[8]	B. L. Connelly, S. T. Certo, R. D. Ireland, and C. R. Reutzel, “Signaling Theory: A Review and Assessment,” J Manage, vol. 37, no. 1, pp. 39–67, Jan. 2011, doi: 10.1177/0149206310388419.
[9]	H. J. Lee and T. H. Rhee, “How Does Corporate ESG Management Affect Consumers’ Brand Choice?” Sustainability (Switzerland), vol. 15, no. 8, Apr. 2023, doi: 10.3390/su15086795.
[10]	Kumalasari, A. D., Miftahuddin, A., Pradana, M., Rizaldi, F. M., & Wijaksana, T. I. (2025, May). A social network analysis on Indonesia's halal industry potential. In International Conference on Medical Imaging, Electronic Imaging, Information Technologies, and Sensors (MIEITS 2025) (Vol. 13631, pp. 272-278). SPIE.
[11]	M. Spence, “Job Market Signaling,” Q J Econ, vol. 87, no. 3, p. 355, Aug. 1973, doi: 10.2307/1882010.
[12]	I. Ajzen, “The theory of planned behavior,” Organ Behav Hum Decis Process, vol. 50, no. 2, pp. 179–211, Dec. 1991, doi: 10.1016/0749-5978(91)90020-T.
[13]	D. P. Alamsyah, N. A. Othman, and H. A. A. Mohammed, “The awareness of environmentally friendly products: The impact of green advertising and green brand image,” Management Science Letters, vol. 10, no. 9, pp. 1961–1968, 2020, doi: 10.5267/j.msl.2020.2.017.
[14]	Widodo, A., Rubiyanti, N., & Madiawati, P. N. (2025). Investigating the influence of eco-labels on consumer behavior in Indonesia’s developing green market. Management & Sustainability: An Arab Review.
[15]	Keller, Strategic Brand Management Building, Measuring, and Managing Brand Equity Global Edition, Forth Edition. Pearson, 2018.
[16]	V. Krishnan, D. Nusraningrum, P. N. Prebakarran, and S. D. M. Wahid, “Fostering Consumer Loyalty through Green Marketing: Unveiling the Impact of Perceived Value in Malaysia’s Retail Sector,” Journal of Ecohumanism, vol. 3, no. 8, Dec. 2024, doi: 10.62754/joe.v3i8.5090.
[17]	A. K. Sah, Y. M. Hong, and K. C. Huang, “Enhancing Brand Value Through Circular Economy Service Quality: The Mediating Roles of Customer Satisfaction, Brand Image, and Customer Loyalty,” Sustainability (Switzerland), vol. 17, no. 3, Feb. 2025, doi: 10.3390/su17031332.
[18]	S. Bashir, M. G. Khwaja, Y. Rashid, J. A. Turi, and T. Waheed, “Green Brand Benefits and Brand Outcomes: The Mediating Role of Green Brand Image,” Sage Open, vol. 10, no. 3, Jul. 2020, doi: 10.1177/2158244020953156.
[19]	Sugiyono, Metode Penelitian Kuantitatif, Kualitativ, dan R&D. Alfabeta, 2018.
[20]	I. Etikan, “Comparison of Convenience Sampling and Purposive Sampling,” American Journal of Theoretical and Applied Statistics, vol. 5, no. 1, p. 1, 2016, doi: 10.11648/j.ajtas.20160501.11.
[21]	R. L. Oliver, “Whence Consumer Loyalty?” 1999.
[22]	J. Cohen, Statistical Power Analysis for the Behavioral Sciences. Routledge, 2013. doi: 10.4324/9780203771587.
[23]	J. F. Hair, G. Tomas, M. Hult, C. M. Ringle, and M. Sarstedt, “A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM),” ResearchGate, Jan. 2022, [Online]. Available: https://www.researchgate.net/publication/354331182
[24]	C. Fornell and D. F. Larcker, “Evaluating Structural Equation Models with Unobservable Variables and Measurement Error,” 1981.
[25]	J. F. Hair, J. J. Risher, M. Sarstedt, and C. M. Ringle, “When to use and how to report the results of PLS-SEM,” Jan. 14, 2019, Emerald Group Publishing Ltd. doi: 10.1108/EBR-11-2018-0203.
[26]	W. W. Chin, “The Partial Least Squares Approach to Structural Equation Modeling,” Research gate, 1998, [Online]. Available: https://www.researchgate.net/publication/311766005
[27]	Hendrayati, H., Achyarsyah, M., Marimon, F., Hartono, U., & Putit, L. (2024). The Impact of Artificial intelligence on Digital Marketing: Leveraging potential in a competitive business landscape. Emerging Science Journal.
[28]	M. S. Shamsi, S. Narula, and A. Sharma, “DOES ENVIRONMENTAL AWARENESS VIA SNSS CREATE SUSTAINABLE CONSUMPTION INTENTION AMONG THE MILLENNIALS?” Journal of Content, Community and Communication, vol. 15, no. 8, pp. 100–116, Jun. 2022, doi: 10.31620/JCCC.06.22/08.
[29]	Y.-S. Chen, “The Drivers of Green Brand Equity: Green Brand Image, Green Satisfaction, and Green Trust,” Journal of Business Ethics, vol. 93, no. 2, pp. 307–319, May 2010, doi: 10.1007/s10551-009-0223-9.
[30]	T. Van Nguyen, N. C. Nguyen, and O. J. H. Bosch, “Identifying key success factors in supply chain management for increasing the competitive advantages of Vietnamese coffee,” Competitiveness Review, vol. 27, no. 5, pp. 438–461, 2017, doi: 10.1108/CR-10-2016-0066.
 

image1.png
He, ‘\>

~ [ Brandimage
A @

LW g





