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and a strong brand image. Consumers are more likely to trust brands that are transparent
and avoid deceptive environmental claims. The research highlights the challenge of green-
washing in developing economies.

Keywords: Green Brand Trust; Green Advertising; Purchase Intention; Greenwashing;
Green Brand Image.

There is a growing public concern about the environment, which puts pressure
on businesses to enhance their public image by meeting the needs of environ-
mentally sensitive clients (Sun et al., 2020). Although many companies have
started to incorporate sustainability into their operations, there are a few that
have failed to live up to their claims, which has led to the practice known as
"greenwashing” (Bingaman et al,, 2022). A company’s marketing strategy that
makes it seem like it’s helping the environment while serving the interests of its
customers is known as “greenwashing”'. The detrimental effects of greenwashing
on firms have been proven by (Sun et al., 2020). It not only makes consumers and
companies enemies, but it also thwarts customers’ efforts to reduce their environ-
mental impact through consumption. It should come as no surprise, then, that
companies pour billions of dollars into research into customer trust and loyalty
programs. For instance, according to Plant with Purpose (2021), the biggest oil
firms in the world, including BP, Chevron, ConocoPhillips, Exxon, and Shell,
collectively spent more than $3.6 billion on reputation management.

Fashion companies like Zara and H&M, water bottle companies like Spring,
Evian, and Deer Park, automakers like Volkswagen, and FMCG companies like
Nestle and Coca-Cola are just a few examples of the many global organizations
that have been found guilty of greenwashing.

People are starting to notice when companies try to pass themselves off as
environmentally conscious, thanks to the growth of sustainable consumption.
The fact that a company is honest with its customers is significant to over 90%
of buyers, according to the research. Meanwhile, businesses that are contribut-
ing to the planet’s warming are exposing consumers to tremendous deceit.
Companies who try to boost their reputation by capitalizing on environmental
trends are finding that their customers view them with suspicion (Wang et al.,
2020). Consumers are now more perplexed regarding the veracity of compa-
nies’ environmental promises, which has reduced their trust and prevented
them from making informed purchases (Topal et al., 2020; Thegersen, 2021).
Consequently, consumers’ growing mistrust has undermined the credibility of
companies’ eco-friendly advertising campaigns (Szabo, Webster, 2021). This is
why the following research question was set out to be answered:

! The sins of greenwashing: Home and family edition 2010. URL: https://www.twosides.
info/wp-content/uploads/2018/05/Terrachoice_The_Sins_of Greenwashing -_
Home and_Family_Edition_2010.pdf

Coca-Cola sued for false advertising over sustainability claims. Earth Island Journal.
2021. Jun 08. URL: https://www.earthisland.org/journal/index.php/articles/entry/coca-
cola-sued-for-false-advertising-over-sustainability-claims/ (accessed: 20.04.2022).
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What is the mediating role that green brand trust plays in enhancing the
relationship between green marketing motivating factors and consumers’ pur-
chase intention?

The primary objective of this study is to:

« based on previous studies conducted by Bashir et al. (2020), De Jong et al.
(2020), Do Paco et al. (2019), Konuk (2018), Lavuri et al. (2022), which examined
specific variables related to environmentally conscious consumers’ trust and the
improvement of green marketing strategies, it has been observed that there is
insufficient focus on linking this trust to the development of green marketing
strategies and consumers’ purchase intentions. Therefore, the current study aims
to address this gap by examining the role of green brand trust in enhancing green
marketing tactics and its relationship with consumers” purchase intentions;

« green advertisement reception and the formation of a positive brand image
are examples of green marketing tactics that can assist consumers in evaluating
companies’ environmental promises. However, current studies present inconclu-
sive results and are based on speculation (Hwang, Lyu, 2020; Lin, Zhou, 2022).
Therefore, this research aims to explore the role of green advertisement reception
and the formation of a positive brand image in enhancing green brand trust.

Scientific method: the nature of the research topic requires us to rely on the
inductive approach using a social survey through a questionnaire tool to de-
scribe and analyze the data according to the research problem.

GREEN MARKETING

Green marketing involves developing and marketing green products, with con-
sumers willing to pay a premium price for products with environmental benefits
(Dangelico, Vocalelli, 2017). Green marketing involves greening products and
firms, promoting them by making claims about their environmental attributes
and understanding public policy processes (Prakash, 2002). However, green mar-
keting involves different approaches than non-green products, with few consum-
ers willing to pay more for green products and a disconnect between green pur-
chasing intention and actual green purchasing behavior (Groening et al., 2018).
Green marketing is a responsible approach to the environment that attracts new
customers or strengthens the loyalty of existing ones, benefiting socially respon-
sible brands (Nadanyiova et al., 2020). Additionally, green marketing involves
informing, raising awareness, educating, and changing consumer behavior to-
wards sustainability and ecopreneurship (Kardos et al., 2019). Several researchers
such as Jacquelyn (2011), Polosky (2003), Makower (2008), and Esty (2006) have
agreed that green advertising reception, non-deception, transparency, and the
image of the green brand are fundamental factors in promoting green marketing.
This means that when companies and brands adopt these factors, they contribute
to convincing customers of the environmental benefits of green products or ser-
vices, thereby enhancing the effectiveness of sustainable marketing strategies and
promoting environmental awareness among the target audience.
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CONSUMERS PURCHASE INTENTION

Purchase intention is the likelihood that a customer is willing to buy a specific
product (Giri et al.,, 2020). It denotes a customer’s desire to purchase a particular
product or service, defined as the level at which consumers have a positive attitude
toward the brand and intend to continue purchasing specific branded products in
the future (Pradana, 2021). This reflects brand loyalty and the desire to maintain
ongoing business with it. Many researchers such as Yu (2023), Lei et al. (2022), and
Qi (2024) argue that purchase intentions are influenced by a variety of internal and
external factors among consumers, such as price, brand trust, product quality, and
consumer perception. Sun and Wang (2019) also indicate that consumer purchase
intentions are positively influenced by attitudes, self-standards, perceived control,
product knowledge, and perceived consumer effectiveness (PCE). Additionally, in
the field of green marketing, Zhuang et al. (2021) found that perceived green value,
attitude, trust, behavioral control, consumer effectiveness, self-standards, social
grouping, and perceived risks all significantly impact consumers’ purchase inten-
tions towards green products. This suggests that several factors significantly affect
consumers purchase intentions for green products.

GREEN BRAND TRUST

Green brand trust is defined as the level of trust in a green brand among stake-
holders, based on sustainable development goals (Pimonenko et al., 2019). It re-
fers to the level of confidence and reliance that consumers have in a brand that
demonstrates a strong commitment to environmental sustainability and green
practices. Research by Salehzadeh et al. (2021) indicates that green brand trust is
related to the reduction of environmental impact and is influenced by factors
such as brand image, attitude, and trust. Furthermore, Chen (2010) highlights
that green brand trust is positively related to green brand equity, and this relation-
ship is partially mediated by green brand image and satisfaction. Additionally,
Wang et al. (2022) found that green trust acts as a moderator for the relationship
between green brand positioning and green customer value with green purchase
intention. Moreover, in the energy sector, Guo et al. (2017) found that Green
Energy Brand Trust (GEBT) is the relationship between the Green Promise
(DEBG) and Green Energy Brand Trust (GEBT), influenced by brand legitimacy
and brand loyalty. This means that for a green energy brand to build strong con-
sumer trust, its environmental promises must be credible and legitimate, and it
must be able to foster sustainable loyalty among its customers.

GREENWASHING

The term greenwashing is defined as when companies mislead stakeholders by
promoting various products, including different types, involving both company-
level implementation and claims, as well as product-level implementation and
claims (Netto, 2020). This can have societal and environmental impacts, as dis-
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cussed by Nemes et al. on how greenwashing leads to deception and misleading
claims in commercial sectors, affecting trust in climate and environmental solu-
tions. This is achieved through public deception, false claims, and its impact on
environmental, climate, and sustainability policies. Greenwashing can also impact
public health and ethical marketing practices, as Dahl (2010) argues that mislea-
ding advertisements and labels promise false environmental benefits, potentially
causing harm to health and violating marketing ethics. This means exposing con-
sumers and the environment to unknown health risks and depriving them of in-
formed consumption decisions. Delmas et al. (2011) indicate that greenwashing
affects consumer and investor confidence by misleading them about the actual
performance and benefits of environmental products, negatively impacting rela-
tionships with consumers and investors and their ability to attract sustainable and
reliable investments. Aragon-Correa & Bowen (2014) explain how selectively dis-
closing positive information without full disclosure of negatives creates an overly
positive image of the company, distorting the truth and creating a false reputation.

THEORETICAL FRAMEWORK

The Stimulus-Organism-Response (SOR) theory (Jacoby, 2002) provides the the-
oretical foundation for this study’s proposed conceptual framework, which aims to
explain behavioral differences caused by various marketing stimuli and cognitive
elements (Sultan et al., 2021). Prior research on environmentally conscious pur-
chasing practices has made use of SOR theory to clarify the chain reaction that
begins with customers’ subjective experiences and ends with their planned actions
Nguyen-Viet, (2022). The SOR hypothesis postulates that this study’s reaction is
influenced by the organism’s cognitive and emotional judgments, which in turn
are influenced by a stimulus (Jacoby, 2002). The variables that motivate are Green
Brand Image, Transparency, Green Advertising Reception, and Non-Deception.
More specifically, the SOR architecture uses the Green Brand Trust variable as an
organism item and the Purchase Intention variable as a response item.

Green Advertising Reception and Green Brand Trust. Companies should
cut back on greenwashing and give customers all the information they need to
make informed purchases if they want to keep their customers from being con-
fused (Chen, Chang, 2013). One or more of the following must be true for an
advertisement to be considered environmentally friendly (Yoon, Kim, 2016):

« examining the relationship between a product and its surrounding envi-
ronment;

« promoting an environmentally friendly lifestyle with or without high-
lighting the product;

« creating an image of the company as environmentally responsible.

As to the findings of Baily et al. (2016), the reception of green commercials
is an indication of how much attention people give to, favor, and react to adver-
tisements that incorporate environmentally friendly messages to promote
items or the firm. Therefore, the inclusion of green commercials decreases the
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level of confusion in promotions and has a more significant impact on the con-
sumer’s purchasing choice (Sun et al., 2020).

Studies have demonstrated the significance of precise and truthful communi-
cation in advertising, as it plays a crucial role in establishing confidence and cre-
dibility in the brand (Nguyen-Viet, 2022). Consumers develop affect and know-
ledge when they are exposed to commercials, which in turn shape their views
about the brand (Nagar, 2015). Green advertisements convey information regar-
ding the ecological consequences of commercial operations, primarily focusing on
aspects such as sourcing of materials, production methods, transportation pro-
cesses, and post-consumption activities (Leonidou et al., 2011).

The Green Advertising Reception further enhances the correlation bet-
ween the appeal of environmentally friendly practices and the trust customers
have in a company, positively impacting their confidence in the firm’s commit-
ment to sustainability (Nguyen-Viet, 2022).

The Relationship between Receiving Green Advertisements, Lack of De-
ception, and Green Brand Trust. Several sources have pointed to consumers’
views of corporations’ irresponsible behavior as a cause of greenwashing (Man-
soor, Paul, 2022; White et al., 2019). According to Roman (2007), consumers
have faith in businesses that they do not engage in deceptive sales tactics that
influence their purchasing decisions. They also believe that the organizations
they do business with will not use deceptive tactics to make them buy something
they do not want (Cheung, To, 2021). The Role of Deception has been unco-
vered in earlier studies, Kangun et al. (1991) and Schmuck et al. (2018) are two of
the few studies that have looked at green marketing research with an eye on non-
deception. According to recent studies, customers’ impressions of stores’ envi-
ronmental consciousness are significantly impacted by their degree of candor.
The articles (Cheung, To, 2021; Szabo, Webster, 2021; Rahman et al., 2015) disco-
vered that customers have more faith in environmentally conscious businesses
when they are not led to believe otherwise.

Prior studies have shown that advertisements, in general, might be per-
ceived as untrustworthy owing to worries about disinformation and deceit and
that Green Advertising Reception is no exception (Johnston, 2008). Contrary
statements mislead buyers into thinking the offered products are better than
they are (Chaouachi, Rached, 2012; Schmucket, 2018).

Green Brand Image and Green Brand Trust. Customers are more inclined
to buy a company’s products if they have a positive impression of the brand, ac-
cording to a phenomenon called “brand image” (Chen et al, 2020). In a green set-
ting, picture According to Chen (2012) and Martinez (2015), “green branding”
refers to how customers perceive a brand concerning its environmental commit-
ments and concerns. Given the growing environmental consciousness of consu-
mers and the stringent international legislation aimed at protecting the environ-
ment, organizations must cultivate a green brand image (Delafrooz, Goli, 2015).

According to Khandelwal et al. (2019), consumers’ expectations for a more
environmentally conscious brand are met, and the difficulties that arise as a
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result are minimized. As a result, consumer confidence is boosted as perceived
dangers are reduced. As previously stated by Chen in 2010 Trust and environ-
mentally conscious brand perceptions have been the subject of prior studies
(Bashir et al., 2020).

The Correlation Between Trust in Green Brands, Transparency, and
Brand Image. When discussing environmental issues, "transparency” means
that eco-friendly companies are forthright about their environmental initia-
tives. Being open and honest about the environmental implications of a com-
pany’s manufacturing process is a sign of transparency (Lin et al., 2017). Repu-
table eco-friendly companies don’t limit themselves to measuring impact. How
well they explain their company policies and the long-term environmental
benefits of their products (Bhaduri, Ha-Brookshire, 2011). According to Kang
and Hustvedt (2014), for companies to have a positive relationship with con-
sumers, transparency is essential.

Trust and a positive perception of a brand can be enhanced by environmen-
tal transparency, according to recent studies (Deng, Yang, 2022). Customers have
more faith in environmentally conscious companies when they are open and
honest with them (Chun, 2021). Conversely, studies have revealed that custo-
mers’ perceptions of companies value and utility improve when they are well-
informed about the effects of products on the environment. According to Cope-
land and Bhaduri (2020), this results in a solid bond between brands and their
consumers. Similarly, confidence in a brand is positively correlated with its per-
ceived environmental friendliness and transparency helps to foster that image
(Lee, Chen, 2019). Busser & Shulga (2019) asserts that customers have more faith
in brands when they perceive those brands to be trustworthy and open.

Green Brand Trust and Purchase Intention. According to Chen (2010),
when consumers have trust in a brand, they are very likely to expect favorable
feedback about the brand. When consumers have faith in a brand, it’s because
they think the brand is reliable, trustworthy, competent, and responsible (Do-
ney, Cannon, 1997). According to Martinez (2015), in a green context, trust
refers to customers’ readiness to depend on a brand because they believe it is
reliable, accountable, and environmentally conscious. According to research
(Kahraman, Kazangoglu, 2019), consumers’ trust in environmentally friendly
brands can enhance their inclinations to buy. Consumers’ trust in green brands
has a positive effect on their intention to buy green products, according to re-
cent research Amin & Tarun (2020) and Gil & Jacob (2018), which supports
previous research by Nguyen-Viet (2022).

The mediating role of Green Brand Trust. Organizations use consumer
trust as a metric for quality evaluation because they place importance on the
emotional components of trust (Martinez, 2015). Green organizations employ
advertising, trust-building techniques, and image to communicate the utility, ef-
ficiency, and dependability of their green products and increase consumer confi-
dence by Cheung & To (2021), Lavuri (2022) and Wang (2020). People have good
intentions to purchase enterprise products because they believe that consumers’
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Source: prepared by authors based on Study Hypotheses.

trust is based on the company’s good intentions and behavior (Wang, 2011). Cus-
tomers’ faith in a products ability to address environmental issues is a major mo-
tivator for their purchase of eco-friendly goods. As previously stated by Chen in
2010 Green brand confidence affects the link between the antecedents of green
purchase goals and purchase intention, according to Chen & Chiang (2013). Sim-
ilarly, Bhaduri & Ha-Brookshire (2011) found that consumers’ views and intent
to purchase are more strongly correlated when they have faith in the transpa-
rency initiatives of organizations. Consumers’ reactions to and views of ethical
businesses’ transparency in dealing with them should be investigated, according
to recent studies (Cheung, To, 2021). Green Advertising Reception, green brand
image, and purchase intention are all favorably correlated with green brand trust,
according to research (Lavuri et al., 2022).

Study hypotheses: in response, this study proposes that variables like Green
Advertising Reception, Non-Deception, Green Brand Image, and Transparency
could contribute to the development of Green Brand Trust, which in turn could
affect Purchase Intention (Tewari et al., 2022).

Furthermore, this study postulates that in the interaction between Green
Advertising Reception, Non-Deception, Green Brand Image, and Transparency
and consumers’ Purchase Intention, the Green Brand Trust may act as a mediator
(Lavuri et. al, 2022; Szabo, Webster, 2021; Wang et al., 2020).

The goal of this research is to determine how Non-Deception and Transpa-
rency, respectively, moderate the relationship between Green Advertising Recep-
tion and Green Brand Trust and Green Brand Image, Green Brand Image and
Green Brand Trust.
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Accordingly, we formulated the study hypotheses as follows:

H1: Green Advertising Reception positively affects Green Brand Trust.

H2: Non-Deception positively affects Green Brand Trust.

H2a: Non-Deception moderates the relationship between green advertis-
ing reception and Green Brand Trust.

H3: Green Brand Image positively affects Green Brand Trust.

H4: Transparency positively affects Green Brand Trust.

H4a: Transparency moderates the relationship between Green Brand
Image and Green Brand Trust.

H5: There is a positive effect of Green Brand Trust on green Purchase In-
tention.

Hé6: Green Brand Trust plays a mediating role between:

Hé6a: Green Advertising Reception and Purchase Intention.

H6b: Green Brand Image and Purchase Intention.

Hé6c: Non-Deception and Purchase Intention.

Hé6d: Transparency and Purchase Intention.

As shown in Fig., the proposed relationships illustrate the interplay be-
tween the various constructs and their influence on Purchase Intention through
Green Brand Trust.

APPLIED FRAMEWORK

Based on the SOR (Stimulus-Organism-Response) model perspective, this study
examines the relationship between green marketing motivation factors and Alge-
rian consumers’ purchase intention through trust in green brands in Maghnia, a
city on the western border of Algeria, specifically within Tlemcen. This study is
conducted within the Algerian context for the following reasons: (i) the majority
of current studies are conducted in advanced economies, where understanding
how green marketing practices influence Algerian consumers’ purchase inten-
tions for products and services is expected; (ii) understanding how green market-
ing impacts the consumer market in Algeria, and thereby understanding its influ-
ence on purchasing patterns and product choices based on sustainable criteria;
(iii) identifying how green marketing motivation factors stimulate Algerian con-
sumers response to green brands, such as transparency, product quality, price
competitiveness, and brand trust.

To test the proposed hypotheses, data were collected through a structured
questionnaire. The questionnaire consisted of three parts: the first part began
with demographic characteristics of the sample; the second part included ge-
neral items to assess the independent variables representing Stimulus (S) accor-
ding to the SOR model, which included 04 sub-variables representing the main
variable of green marketing stimulus: GAR with 4 items, GBI with 6 items, GBT,
and ND with 5 items; the third part focused on the mediator variable represen-
ting Organism according to the SOR model between the dependent and inde-
pendent variables, which included the variable of trust in green brand with
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5 items. The fourth part was allocated to Response according to the SOR model,
which included the variable of purchase intention measured with 5 items.

This study investigated the impact of green marketing in Maghnia, a city lo-
cated near the Moroccan border, providing a unique perspective on environmen-
tal and economic influences. A survey conducted in December 2023 initially tar-
geted 250 consumers, but ultimately yielded 500 responses. After thorough data
cleaning, 262 complete responses were analyzed. Participants were selected
through purposive sampling, ensuring a large and diverse dataset was collected
efficiently. The sample size, calculated using the Krejcie and Morgan formula
(1970), guaranteed statistical significance for estimating coeflicient C, allowing
for robust analysis of green marketing effects. Data analysis was conducted using
SPSS and PLS-Smart4, employing a 5-point Likert scale-based research tool.

Study Variables. This study includes the following variables:

« green Advertising Reception: this variable was coded as GAR. This variable
was measured using four scale items taken from the study (Tewari et al. 2022);

« non-deception: this variable was coded as ND, where the scale items for
this variable were formulated based on the study (Cheung, To, 2021);

o green brand image: this variable was coded as GBI, where this variable
was measured using four scale items taken from the study (Lin, Zhou 2022);

o transparency: this variable was coded as TR, where the transparency scale
items were adapted from the study (Lin et al. 2021);

« green brand trust: this variable was coded as GBT and four measures were
taken for it (Konuk et al. 2018);

o purchase intention: this variable was coded as PI, and four measures were
taken for it (Konuk et al. 2018).

Statistical Description of the Population and Study Sample According to
Personal and Occupational Data. To put the theories to the test, researchers used
an online survey in a field investigation. Furthermore, a non-probability cross-sec-
tional sampling technique was employed, which has proven to be effective in stu-
dies examining consumers’ experiences buying environmentally friendly products
(Suki, 2016). This method was chosen because it is likely that the respondents will
have purchased and consumed a sustainable product at least once in the previous
six months (Tewari et al., 2022). Thus, a pre-test was carried out among 50 partici-
pants to guarantee the validity and structure of the questionnaire. Respondents
were asked to fill out the survey by remembering a brand they had bought and
considering the brand’s reputation, advertising, and claims. They were also in-
formed of the datas goals. This was done to prevent non-response bias. Google
Forms was used to create the survey and generate the link to it. Alternatively, out of
500 participants, 262 (or about 52.4%) provided responses that were useful for data
analysis. Structural equation modeling (SEM) is a suitable method for data analysis
because the sample size is greater than 200 respondents (Bagozzi, Yi, 2012).

Frequencies and percentages were calculated to identify the personal cha-
racteristics of the study sample. The detailed analysis of the characteristics and
attributes of the study sample is presented below, as shown in Table 1.
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Through this table 1, it can be analyzed as follows:

« gender: most of the participants are female;

« age: most participants are between 18 and 35 years old;

« marital status: most of the participants are Bachelor.

Statistical Technology. The model’s fit and expected correlations were veri-
fied using structural equation modeling (SEM). For data analysis, this study used
Smart PLS 3.0, a software application that supports the partial least squares (PLS)
methodology. This statistical program for variance-based structural equation
modeling (SEM) makes use of the PLS path modeling method and has a graphi-
cal user interface. Structured equation modeling (SEM) is a good fit for studies
that have a large number of variables and multiple constructs since it allows for
the joint estimate of relationships (Hair et al., 2010).

Evaluation of the Measurement Model:

Convergent validity is crucial to ensure that the indicators measuring a la-
tent construct are closely related. Assessing convergent validity helps researchers
ensure that the indicators are reliable measures, ultimately enhancing the strength
and accuracy of the PLS-SEM model;

Loading coefficient also called the reliability of the indicator, refers to the
extent to which the indicators share the common variance of the construct, hel-
ping in the accurate representation of the construct’s characteristics (Hair et al.
2015). By examining the outer loadings of construct indicators, one can assess the
level of convergence and the degree to which these indicators collectively capture
the essence of the reflective construct. The items representing indicators of a par-
ticular reflective construct must converge and share a high proportion of varian-

Table 1. Personal and functional characteristics of the study sample members

Variable Status Frequency Percentage, %

Sex Male 109 41.60
Female 153 58.40

Marital Status Married 82 31.30
Bachelor 175 66.79

Absolute 4 1.53

Widower 1 0.38

The Age 18—20 114 43.51
25—21 29 11.07

30—26 46 17.56

35—31 30 11.45

40—36 14 5.34

45—41 10 3.82

50—46 9 3.44

55—51 5 1.91

60—56 5 1.91

Source: prepared by authors based on the results of statistical processing using SPSS.
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ce, underscoring the significance of shared variance in evaluating the reflective
measurement model;

High loading coefficients, specifically when they are greater than 0.7, indi-
cate that the observed variable explains a significant portion of the variance in the
latent variable. This ensures that approximately 50% of the variance in the ob-
served variable is explained by the latent variable (Geminiani et al., 2021). Based
on the results in the table below, we note that all indicators have a loading coeffi-
cient greater than 0.7. This indicates that the variance between the latent variable
and its indicators is greater than the variance of measurement errors.

Cronbach Alpha (CA) is a measure of internal consistency reliability com-
monly used in (PLS-SEM) to assess the reliability of a scale or set of items (Ge-

Table 2. Construct validity of the items of the scales using SEM-PLS

Scales items Factorial Weight CA CR
Green Advertising Reception
GAR1 0.715
GAR2 0.923
GAR3 0.842 0.781
GAR4 0.856 0.832
Green Brand Image
GBIl 0.874
GBI2 0.846
GBI3 0.792
GBI4 0.815 0.819
GBI5 0.785 0.873
GBI6 0.789
Green Brand Trust
GBT1 0.888
GBT2 0.843
GBT3 0.704 0.756
GBT4 0.846 0.900
GBT5 0.791
Non-Deception
ND1 0.886
ND3 0.782 0.789
ND4 0.822 0.875
ND5 0.733
Purchase Intention
PI1 0.768
PI2 0.843 0.706
PI3 0.887 0.917
PI4 0.703
PI5 0.765
Transparency
T1 0.812
T2 0.723 0.781
T3 0.746 0.893
T4 0.802
T5 0.857

Source: prepared by authors based on PLS-Smart outputs.
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miniani et al., 2021). There is strong evidence of good internal consistency
from the table findings that show Cronbach’s alpha values higher than 0.7. This
strengthens the validity of the measurement model and provides evidence that
the items reliably assess the same construct.

Comporsite Reliability (CR) is a measure that assesses the reliability of a la-
tent construct by considering the internal consistency of its indicators. Greater
values of this coefficient (which ranges from 0 to 1) signify increased reliability.
A composite reliability value of 0.7 or higher is generally considered acceptable,
indicating good internal consistency among the indicators of the latent construct.
(Hair et al., 2014, p. 136). Composite reliability is a crucial metric in PLS-SEM
because it provides a robust measure of the reliability of latent constructs, consid-
ering the magnitude of the correlations between variables and the accompanying
inaccuracies in measurement.

From Table 2 below, it can be observed that all composite reliability (CR)
coeflicients are statistically acceptable, as they exceed the threshold of 0.7. This
indicates that the construct items are internally consistent when measuring the
latent variables, providing evidence that the measurement model is reliable.

Discriminant Validity is a criterion for assessing the extent to which latent
constructs (factors) in the model are distinct from one another. The assessment
determines whether the correlations between the items or indicators used to
measure a specific construct and that construct are more pronounced in com-
parison to other constructs within the model. Establishing discriminant vali-
dity in PLS-SEM ensures that the measurement model precisely differentiates
among distinct constructs, precluding any overlap or ambiguity between them.

We examined all structures of the research to identify missing values, includ-
ing outlier checks and addressing normality issues. Pearson correlation was used
to observe relationships between variables. To verify the reliability and validity of
convergent data, we calculated Average Variance Extracted (AVE), Cronbach’s
Alpha, and Composite Reliability (CR). Adequate discriminant validity was en-
sured by confirming that the square root of AVE is greater than the correlation
coeflicients between corresponding structures (see Table 3). All factor loadings
demonstrated sufficient convergent validity, indicating internal consistency abo-
ve the recommended threshold of 0.50 (Fornell, Larcker, 1981). Moreover, to
confirm discriminant validity following Henseler et al’s (2015) suggestion.

It was necessary to evaluate common method variance since the model data
was derived from a single-country survey with participants from a single event.
Following the process and statistical method proposed by (Podsakoff, 2003), we
were able to adjust for any common method bias in the model. Confidentiality
was assured to participants concerning the procedural procedure. Also, to make
sure people couldn't draw any conclusions about causation and effect, we gave
each variable and statement in the survey a random assignment. Our statistical
analysis focused on VIFs, or variance inflation factors, that emerged from a
PLS-SEM completely linear test (Kock, 2015). According to this process, multicol-
linearity, or a common method bias, is indicated if the VIF result is more than 3.3.
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The VIF readings were found to be below the threshold value of 3.3, ranging from
1.090 to 3.169, according to our research. These rules out multicollinearity and
the common technique bias as serious issues in this study.

Structural Model Evaluation is a comprehensive process of analyzing and
assessing the structural model (PLS-SEM) or any other structural statistical
model. This evaluation aims to assess the models' validity and appropriateness
for the data and research conditions. It includes several aspects such as:

The Coefficient of Determination (R?). For each dependent variable in the
model, the amount of variance explained by the independent variables is ex-
pressed as the coefficient of determination (R?). The statistic represents the pro-
portion of the variability in the dependent variable that can be accounted for by
the independent variables included in the model.

According to the R? values presented in Table 4, green trust accounts for 29%
of the variance in purchase intention whereas independent factors account for
57% of the variance in green trust. These numbers are greater than the 10% re-
commended cut-off value put forth by Hair et al. (2010) in a marketing study,
especially the green trust rate.

Effect size f>. Within the structural model, effect size is a metric that expres-
ses how much of an impact or influence one construct has on another. It aids in
determining the relevance or practical significance of the connections between
latent variables. Cohen (1988) offered the following recommendations for inter-

Table 3. Coorelation, discrimant validity, reliability and internal consistency

Variables | GAR GBI TR GBT ND PI CR | AVE o
GAR | (0.862) 0.832]0.744 | 0.732
GBI 0.631** | (0.892) 0.873 | 0.795 | 0.807
TR 0.531** | 0.729** | (0.912) 0.900 | 0.832 | 0.852
GBT | 0.592** | 0.709** | 0.582** | (0.893) 0.975 | 0.797 | 0.808
ND 0.114* | 0.243* | 0.268* | 0.106* | (0.925) 0.917 | 0.856 | 0.846
PI 0.580** | 0.629** | 0.607** | 0.542** | 0.135** | (0.926) | 0.893 | 0.857 | 0.820

N o t e s: values of the square root of AVEs are shown diagonally in parentheses;
** —P>0.05*—P<0.01; GAR — green advertising reception; GBI — green brand
image; TR — trust; GBT — green brand trust; ND — non-deception; PI — purchase
intention and transparency; CR — is equal to the square of the total factor loadings
times the square of the sum of the error variances (square of the square of the sum of
the factor loadings); AVE is equal to the sum of squared factor loadings divided by the
sum of error variances; o — a Cronbach’s Alpha.

Source: prepared by authors based on PLS-Smart outputs.

Table 4. Structural Model Evaluation

Relations R R* Adjusted VIF Q
GBT 0.569 0.553 3.169 0.3510
PI 0.287 0.302 1.090 0.210 0.270

Source: prepared by authors based on PLS-Smart outputs.
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pretation: f* = 0.02 denotes a little effect, f* = 0.15 denotes a medium effect, and
f?=0.35 denotes a significant effect.

The data presented in Table 4 clearly indicates that there is a modest impact,
or impact size of 0.270, between consumers’ Purchase Intention and Green
Brand Trust. This highlights how crucial these basic variables are to the model.

Predictive relevance (Q?%). Q7 is a measure of the predictive relevance or
predictive power of the structural model for a particular endogenous construct.
It assesses the model’s ability to predict the data points of the indicators related
to that construct. The model is predictively relevant if Q* > 0, whereas it is not
predictively significant if Q* < 0 (Vincenzo et al., 2010).

Based on the results in Table 4, the estimated Q* value is 0.35 for green
brand trust and 0.21 for purchase intention, indicating significant predictabi-
lity of the model. This demonstrates a good fit (Henseler et al., 2015).

Paths and Hypothesis Testing. During this stage, the significance of the as-
sumed paths of the structural model is tested, where the path coefficients are es-
timated via the multiple regression equation, where multiple regression is used to
obtain the standard regression parameters, which represent the standard path
parameters, and Weak correlations are shown by calculated coefficients that are
around zero. Values very near to zero, or extremely low, typically do not deviate
much from zero. The relationship is significant and statistically significant when
the error rate (P-value) is less than 5% (Hair et al., 2014, p. 206). Therefore, comes
as a second stage to verify the Significance of the path values. Thus, a student test
is performed based on the Bootstrapping method with an error rate of 5%. The
results are in the Table 5.

It is clear from the above table that all path values are significantly signifi-
cant, which are:

Direct effect: the Green Advertising Reception variable significantly affects
brand trust, which supports H1 (B = 0.224, P-value < 5%). This study’s findings,
however, contradict the second hypothesis (H2) because non-deception has a

Table 5. Testing the significance of path coefficients using “Bootstrapping”

Hypothesis Relationship Beta t-value | P-value Decision
H1 GAR- > GBT 0.224 | 4.102 0.00 | Supported
H2 ND- > GBT -0.137 1.713 0.07 | Not Supported
H3 GBI- > GBT 0.485 | 7.473 0.00 | Supported
H4 TR- > GBT 0.122 | 1.692 0.09 | Not Supported
H5 GBT- > PI 0.543 | 9.901 0.00 | Supported
Hé6a GAR->GBT->PI | 0.121 3.654 0.00 | Supported
Hé6b GBI- > GBT- > PI 0.270 5.559 0.00 Supported
Héc ND->GBT->PI | -0.039 | 1.696 0.09 | Not Supported
Hed TR- > GBT- > PI 0.065 1.646 0.10 | Not Supported
H2a GARxND->GBT | 0.172 | 3.879 0.00 | Supported
H4a GBI x TR- > GBT 0.005 | 0.085 0.93 | Not Supported

N o te: p<0.05 (based on a one-tailed test with 5000 bootstrapping).
Source: prepared by authors based on PLS-Smart outputs.
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negative effect on the Green Brand Trust brand trust variable (f = -0.137,
P-value > 5%). Regarding the third hypothesis H3. According to the study’s
findings, the green brand image influences the Green Brand Trust brand trust
variable because (B = 0.485, P-value < 5%), however, the effect of transparency
on Green Brand Trust brand trust is not significant because (f = 0.122, P-value
< 5%) Therefore, the results of this study do not support the data H4.

Mediating effect: Having faith in the Green Brand Trust brand has a positive
impact on purchase intention, according to the studys findings because
(B =0.534, P-value < 5%), so we accept the results of the fifth hypothesis H5. The
study results also show that Green Brand Trust brand trust fully mediates be-
tween GAR-PI (Hé6a) Because ( = 0.121, P-value < 5%) and between GBI-PI
(Heéb) Because (B = 0.270, P-value < 5%) However, Green Brand Trust does not
mediate the ND-PI relationship (H6c), because p = -0.039, P-value > 5%, and
between TR-PI (H6d), because = 0.065, P-value > 5%.

Moderating effect: The findings presented in the table indicate that the non-
deception variable effectively altered the association between brand trust Green
Brand Trust and receptivity of Green Advertising Reception, which supported
H2a, but the results of the study did not support the moderating effect of trans-
parency on the relationship between green brand image and brand trust Green
Brand Trust Hence, we reject H4a.

Results Analysis of the Study. Our research shows that eco-friendly compa-
nies hide important details about their environmental impact from consumers.
Consumers become more suspicious of certain companies Romani et al. (2016),
Nguyen et al. (2019).

Considering the function of green brand trust as a link between independent
and dependent variables, it was determined that Green Brand Trust brand trust
plays a significant mediating role in the relationships between Green Advertising
Reception (H6a), green brand image (H6b), and purchase intention. Having said
that, there is no statistically significant correlation between the Green Brand
Trust brand trust variable and either the non-deception variable (H6c) or the
transparency variable (H6d). Lavuri et al. (2022) found that this is a significant
discovery that backs up earlier research.

Green Advertising Reception and a positive public perception of environ-
mentally conscious companies are two other ways in which green brands could
win over customers. Consumers who have a favorable impression of green firms
and their advertising tend to be more confident, leading them to intend to buy
green items. Findings like these corroborate those of earlier studies (Cheung, To,
2021; Bashir et al,, 2020). Consumers do not trust green businesses due to the
widespread belief that Green Advertising Reception and the green business ima-
ge fall short of consumers’ expectations, as demonstrated by the function of in-
tangible brand trust Green Brand Trust in the association between non-deception
and transparency with purchase intention. Thus, green businesses deceive cus-
tomers and exaggerate the negative effects of their eco-friendly policies and pro-
cedures on the planet (Tewari et al., 2022). Curiously, the association between
Green Advertising Reception and Green Brand Trust brand trust was shown to
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increase when non-deception was investigated as a moderating variable. Provi-
ding the essential production and manufacturing information can improve ho-
nesty, say Cheung and To (2021). Therefore, shoppers will verify their faith in
eco-friendly labels using non-deception. As a result, consumers’ perceptions of
not being misled might increase in correlation with the level of trust they have in
green businesses, which in turn increases the uptake of green advertising.

Additionally, Transparency, the second moderating variable, did not affect
the GBI-GBT link. Consumers’ reduced focus on transparency when assessing
green brand image is indicative of this outcome. The correlation between Green
Brand Image and Green Brand Trust is not strongly influenced by Transpa-
rency, according to Nguyen & Dekhili (2019).

The study’s findings provide credence to the notion that greenwashing is a seri-
ous issue in developing nations, including Algeria, which has significant implica-
tions for the country. Nguyen et al. (2019) and Yang et al. (2020) indicate that com-
panies in these countries may face less pressure to implement transparent and hon-
est environmental policies, thereby increasing the risk of greenwashing. This neces-
sitates that policymakers and practitioners focus on developing regulatory controls
and enhancing transparency to strengthen credibility and trust in green marketing.

Even though their actions have negative effects on the environment, oppor-
tunistic businesses in Algeria can convince Algerian consumers through green
advertising.

Since Algerian consumers are aware of which institutions participate in
misleading tactics and which do not reveal information on their environmental
impact, they can make informed green purchasing decisions (Testa et al., 2018).
This study found that environmental awareness and greenwashing awareness
are present among Algerian consumers, assuming that developing-world insti-
tutions say one thing and do another and that most developing-world consu-
mers are unaware of the term.

Limitation of the Study. Environmental repercussions are more likely to hit
weaker nations since people there are less likely to be aware of greenwashing. This
makes it easy for businesses to mislead their customers by pretending to be environ-
mentally conscious. To further understand how consumers view greenwashing, it
would be interesting to test these studies in a cross-national or cross-cultural set-
ting. Further research can compare and contrast the various theories by drawing on
various theoretical frameworks, such as self-determination theory and social ex-
change theory. Additionally, chemical-free items are frequently associated with sus-
tainable consumption motivation since they are beneficial to health, society, and the
environment. Research on consumers’ sustainable consumption choices can bene-
fit from including varied variables. Aspects like perceived value, product quality,
practical benefits, the environment, and society can all be improved upon theoreti-
cally and practically as a result of this. Finally, there can be issues with the researchs
methodology, sample size, operationalization of constructs, or respondent charac-
teristics. These could be addressed in future studies by employing other analytical
methods, testing data based on respondent characteristics, performing studies with
larger samples, and operationalizing constructs differently.
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CONCLUSION

This research, conducted in the context of Algeria, provides a comprehensive
understanding of the intricate relationship between green marketing strategies,
consumer trust, and purchase intentions, with a particular focus on the threat of
greenwashing. The findings highlight the crucial role of green brand trust in me-
diating the impact of green marketing motivating factors on consumers’ pur-
chase behavior.

Analyzing data from 262 consumers in Maghnia, Algeria, using Partial Least
Squares Structural Equation Modeling (PLS-SEM), this study revealed that green
brand trust serves as a critical mediator between green marketing factors and
purchase intentions. Positive reception of green advertising and a strong green
brand image significantly enhance green brand trust, which in turn, strongly in-
fluences consumers’ intentions to purchase green products.

Further analysis demonstrates that while non-deception and transparency do
not directly impact green brand trust, they act as important moderators, enhancing
the link between green advertising reception and trust. Notably, the study high-
lights the pervasive issue of greenwashing in Algeria, demonstrating how mislead-
ing environmental claims undermine consumer trust and purchase intentions.

These findings underscore the need for companies to prioritize genuine en-
vironmental efforts and ethical marketing practices to build lasting consumer
relationships. Furthermore, the research emphasizes the importance of promo-
ting environmental awareness among consumers through education programs
and awareness campaigns, as well as strengthening environmental legislation to
prevent deceptive practices. By understanding the complex relationship between
green marketing factors, green brand trust, and purchase intentions, this study
offers valuable insights for developing sustainable consumption patterns in deve-
loping economies while mitigating the negative effects of greenwashing.

To counter the threat of greenwashing, this research advocates for prioriti-
zing genuine environmental efforts and ethical communication to foster sustai-
nable consumer relationships. Increasing environmental awareness among con-
sumers through educational programs and awareness campaigns is also crucial.
Strengthening environmental legislation to prevent greenwashing is essential, as
is supporting research and studies on green marketing to develop more effective
marketing strategies. Employing influential environmental advertisements that
resonate with Algerian consumers’ values, adopting sustainable production prac-
tices that support the Algerian environment, and obtaining accredited environ-
mental certificates from international and local organizations will further con-
tribute to promoting responsible green marketing practices, protecting the envi-
ronment, and enhancing Algerian consumers’ awareness of the importance of
sustainable consumption. This research serves as a valuable guide for marketers
and policymakers seeking to foster sustainable consumption patterns in develo-
ping economies while mitigating the detrimental effects of greenwashing.
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BIUIVMIB MOTUBALIIMHMX YMHHMKIB 3EJIEHOIO MAPKETMHIY
HA KYTIIBEJIbHI HAMIPY CIIO>KMBAUIB 3A ITIOCEPETHUIIBKOT POJII
TOBIPY 1O 3EJIEHOT'O BPEH/IY /IS ITPOTU/AIT TPIHBOIIIHTY

PosrnanyTo BIIMB MOTMBALIIHMX YMHHMKIB 3€JIEHOTO MAapKETMHIY Ha KYIiBe/lIbHi Ha-
Mipy a/DKMPCHKIX CIIOKMBAYiB, OCOOMVBY yBary IpujiyieHo IoCcepeHULbKIN pori 10Bi-
P¥ 10 3e7leHOro OpeHLy B IIOM SIKIIEHH] BIIIMBY «3€/I€HOTO BiIMIBaHHA» — I'PiHBOLLIHTY.
Y paMKax JOCTiKeHH:, IIPoBefieHoro B MarHil, 6y/10 ommTaHo 262 CHO>XUBadi 3 BUKO-
PUCTaHHAM CTPYKTYpOBaHOI aHKeTH. AHai3ylouM flaHi 3a JOIIOMOIOI MOJE/TI0BaHHA
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CTPYKTYPHVMM PiBHAHHAMM 32 YaCTKOBMMM HaiiMeHImMu kBagpatamu (PLS-SEM), mo-
Ka3aHo, IJ0 JJOBipa [0 3€/IEHOr0 OpeHy BUCTYIIAE KPUTUIHMIM ITOCEPEFHIKOM MDK UMH-
HUKaMJ 3€/IEHOTO MAapKETMHIY i KyIiBebHUMM HaMipamu. BuABIeHO, O NO3UTUBHE
CTIPUIHATTA 3€/I€HOI PEK/IaMM 1 IIOTY>KHMI IMIK 3€/1eHOTO 6peHny 3HAYHO IiIBAIIYIOTh
TOBipY 10 OCTaHHbBOTO, 1110, y CBOIO YePTy, iCTOTHO BIUIMBA€E HAa HAMIPH CIIOXKMBaYiB KYIIy-
BaTY €KOJIOTiYHi ITPOMYKTI.

[Tomasnpimit aHasi3 OKa3ye, 1110, X04a BifICyTHICTb 0OMaHy i po3opicTb 6e3mnoce-
PenHbO He BIUIMBAIOTD Ha JIOBIPY /10 3e/IeHOro OpeHy, BOHY JIIOTh K BaXK/IMBI MOfiepa-
TOPY, IOCKTIOIYH 3B 130K MDK CHPUITHATTSM 3e/IeHol pek/iamu i joBiporo. BucsitreHo,
30KpeMa, NOIVIPeHY IIPOo0/IeMy I'PiHBOLIIHTY B AJDKUPI I IIPOIEMOHCTPOBAHO, K OMaH-
JIVBi €KOJIOTiYHi 33BN IiIPUBAIOTH IOBIPY CIIOXKMBAYiB Ta IXHi KymiBenbHi Hamipn. ITig-
KPEC/IEHO, 1110 IPIOPUTETOM JIsl KOMITaHiil MatoTh Oy TV peasbHi 3yCH/UIs 3 OXOPOHM Ha-
BKOJIVIIIHBOTO CEPEOBMINA i €TUYHI MapKETVHIOBI HMPAKTUKI IS TIOOYHOBU CTIMKMX
3B’sI3KIB 31 criokmBadamy. HarosonreHo Ha BaXX/IMBOCTI CIIPVSTHHSI €KOJIOTIYHil 06i3Ha-
HOCTI cepeJ; CHO>KMBAYiB 4epe3 OCBiTHI IIporpaMu Ta iHpopMaliliHi KaMIIaHii, a TAKOX
HOCHTIEHHSI €KOTIOTIYHOTO 3aKOHOABCTBA [/ 3aM00iraHH MIaxpaiicTBy. 3aBAAKY PO3Y-
MIHHIO CKJTQ[HOTO B3a€MO3B SI3KY MK UMHHVKAMI 3€/IEHOTO MapKeTVHIY, JOBIpOIO /10
3e/IeHOro OpeHay i KyTiBenbHIMM HaMipaMmyt OTPYMAaHO LiiHHY iHhOpMaLliio /i1 po3po6-
KI MOJ[eJIell CTaIoro CO>KMBAHHS B €KOHOMIKAX, 1[0 PO3BUBAIOTHCS, 1 IIOM SIKILIEHHS He-
TaTVBHMX HAC/iJKiB IPiHBOIIIHTY.
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