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ABSTRACT 
The speedy process of globalization continues in the world that has brought many issues 

also.  Environmental issues are one of the critical issues that affects all the livings in the world. 
Nowadays, consumers have worried about the future of the world and as results of this, they mostly 
prefer environment friendly products. Green or environment-friendly products can be a win-win 
situation today. The benefits of green products include helping the organisation stand out in a 
competitive market. Building and maintaining the Green Branding has become one of the vital 
issues for the organizations in the present dominance of consumer environmentalism.  

 
Therefore, this study is conducted to analyse the perception of consumers on the 

components of green brand equity, overall green brand equity and their impact on purchase 
intention towards sustainable apparel products in Chennai.This study is based on a sample of 110 
consumers who are buying sustainable apparel products with green features in Chennai district.  
After the data collection by using structured questionnaire, Descriptive and inferential analysis 
are employed to analyse the data.  Independent Sample “t” Test, Correlation and Multiple 
Regression are applied to test the hypotheses. The study revealed that demographic variables of 
the consumers(Gender and Years of usage) have influence on the Green Brand Equity and 
Purchase Intention. It is also found that there is a strong positive relationship between the Green 
Brand Equity and Purchase Intention towards sustainable apparel products.  Out of five 
components, ‘Perceived Green Brand Quality’ has contributed more to the ‘Overall Green Brand 
Equity’ (OGBE) and ‘Purchase Intention’ towards Green branded sustainable apparel products. 
Based on the results of the study, it is suggested that the manufacturers, brand managers, 
marketers of the sustainable apparel products should take more appropriate steps to formulate 
green marketing strategies and build strong green brand equity which would lead to more 
purchase intention of consumers towards their products and sustainability of their business 
performance. 
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INTRODUCTION 

As the increasing escalation of the natural global warming issues due to the industrial 
products which cause the significant environmental contamination worldwide, people now, focus 
their attention more on the environmental protection and nature conservation. The speedy process 
of globalization continues in the world that has brought many issues also.  Environmental issues 
is one of the critical issues that affects all the livings in the world. Because of the increasing growth 
of the natural global warming crisis, pollution, degradation, etc. now, the people focus their 
attention on the environmental protection more and more. Nowadays, consumers have worried 
about the future of the world and as results of this, they mostly prefer environment friendly 
products. The organizations, in return to these attitude of the consumers, have started to formulate 
their marketing strategies in order to utilize the increasing awareness of the people on the 
environmental friendly products. These marketing strategies otherwise called Green Marketing 
Strategies includes green brand building strategies, offer eco-advantage and competitive advantage 
as the products are different and better than those of their competitors.  

 
Nowadays, brands are powerful instruments in bringing more revenues and profitability to 

the organizations and are tightly connected with consumers. Green or environment-friendly 
products can be a win-win situation today. The benefits of green products include helping the 
organisation stand out in a competitive market. Building and maintaining the Green Branding has 
become one of the vital issues for the organizations in the present dominance of consumer 
environmentalism. Building and maintaining the Green branding has become one of the vital issue 
for the organizations in the present dominance of consumer environmentalism. The strong green 
brand equity provides many advantages, such as more awareness of brand, energy efficient, easy 
acceptance of brand, increase of the market share, sales, etc. Thus, many organizations have taken 
steps to build a strong green branding strategy which provides more competitive advantage as the 
products are different and better than those of competitors. This would not only increase the image 
of the brand but also increase the image and popularity of the organizations. Therefore, this study 
is an attempt to analyze the components of the Consumer Based Green Brand Equity (CB-GBE) 
and their impact on Overall Green Brand Equity and Purchase Intention of consumers towards 
Green branded Sustainable Apparel products in Chennai. 

 
FORMULATION OF RESEARCH PROBLEM 

In recent times, the consumers and manufacturers have shown more concerns on the 
environmental impact of products. Consumers and business people have directed their attention 
toward environment friendly products which are assumed to be “Green” or “Environment friendly” 
like organic apparels, hemp fabrics, low power consuming or energy-efficient electrical and 
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electronic products, recyclable paper, organic foods, lead free paints, etc.  Marketing personnel in 
India are also realizing the importance of the green marketing concept. Organizations are now 
involving in the formulating green marketing strategies.  These strategies have environmental 
conscience and are relating from the processes of product designing, producing, packaging, 
advertising and distributing the same to the ultimate consumers. Environmentally friendly or Green 
brands are inevitable element of sustainable marketing strategy and sustainability concept, given 
that its implementation requires changes that will activate mass rather than individual consumers. 
But, irrespective of positive opinion about socially responsible practice on the market, there is an 
attitude – behavior gap that is widely present among consumers, making segment of green 
consumers just a market niche. Therefore, the most challenging task for marketing and brand 
managers is to find interest for consumers in a sustainable way of life and to make it easy accessible 
and attractive for them.  

 
The task for marketing and brand managers in this new environmental era is to identify 

opportunities to supplement their products’ environmental credentials in order to strengthen their 
brand equity (Chen, 2010). Undeniably, the prevalent environmental consciousness among 
consumers, means that organizations are, nowadays, forced to pay more attention to their 
environment friendly practices. Apart from these, the increasing popularity of eco-friendly 
products has prompted intense competition in the eco-friendly industry and its markets, with 
various brands now manufacturing eco-friendly products and organizations specifically 
introducing green brands to stimulate customers. Nevertheless, the intense nature of competition 
in the eco-friendly market means that organizations can no longer just focus on the eco-friendly 
functional attributes to secure consumer satisfaction and purchase intention. Subsequently, the 
organizations which produce eco-friendly products (here sustainable apparels) are focusing their 
attention on green branding and green brand management to differentiate their products effectively 
and efficiently. 

 
OBJECTIVES OF THE STUDY 
 The objectives of the present study are as follows: 
 To study the demographic and purchase pattern of consumers with respect to green branded 

Sustainable Apparel products in Chennai. 
 To analyse the consumers’ perception on the various components of Green Brand Equity of 

Sustainable Apparel productsin Chennai. 
 To evaluate the impact of Green Brand Equity on the Purchase Intention of consumers towards 

green branded Sustainable Apparel productsin Chennai. 

 
THEORETICAL& LITERATUREREVIEW 
GREEN MARKETING 

Population Growth, Global Warming, exhaustion of Natural Resources are threatening the 
future of human beings, develops and revealed the concept of “Green Marketing”. With the ‘triple 
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bottom line’ or the three pillars of business - People, Planet and Profit; gaining more attention day 
by day, and green is becoming the new mantra of success in any business. Green Marketing is the 
marketing of products that are presumed to be environmentally safe. Thus, green marketing 
incorporates a broad range of activities, including product modification, changes to the production 
process, packaging changes, as well as modifying advertising.  

 
Green Marketing concept is developed in order to reduce pressure on the environment, get 

competitive advantage, improve the image of the organization, explore opportunities to gain new 
markets, and increase the value of the product. Organizations are adopting green marketing 
strategies and understand that if they supply products and services that satisfy their customers’ 
environmental concerns, then those customers are more likely to favor their products or services. 
In the sustainable literature field, green marketing applies to functions, policies, and marketing 
mixes that concern the natural environment, making income and gathering results, which leads to 
fulfilling the individual and organizational goals in terms of a product or product line 
(Constantinos, Constantine, & Neil, 2012).  Green marketing is also termed as environmental 
marketing or ecological marketing. According to American Marketing Association, marketing of 
products that are presumed to be environmentally safe is called as Green Marketing. 
 
GREEN BRAND 

Brand is important for any organization and establishing and maintaining the proper 
position in the minds of customers is one of the important goals of marketers. Consumers purchase 
brands not products, in other words, brand is something that customer purchases and the products 
are something which are produced in the manufacturing units. Products can be imitated by 
competitors but brand is unique and cannot be imitated by anyone. A green product refers to a 
product that does not harm the natural environment (Chen, 2010). A green brand is defined as a 
brand that offers a significant eco-advantage over the incumbents and which appeals to those who 
are willing to take greenness as a high priority. 
GREEN BRAND EQUITY 

Among the most important concepts in business activities is brand equity and the 
measurement thereof, and remains a vital and challenging issue for managers and academic 
researchers.Aaker (1996) suggests that brand equity is an asset term, symbol, logo, or brand on it; 
according to which the value created by a brand, product, or service company increases or 
decreases in the mind of the customer. Chen (2010) defines GBE as “a whole range of impressions, 
conceptions and apprehensions towards a brand in the customers’ memory which is correlated to 
the sustainability and eco-friendly concerns.” It is plausible that when a firm proclaims to deliver 
environmentally friendly products, the existing quality perceptions in consumer mind may 
positively influence to enhance a greener brand image (Aaker & Jacobson, 2001). The main 
advantage of creating GBE is the definite increase in environmental awareness, which companies 
can exploit for competitive advantage through the deployment of their products in different 
markets (Ailawadi & Keller, 2004).  Based on the definitions of the brand equity, green brand 
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equity is described as a set of brand assets and liabilities about green commitments and 
environmental concerns linked to a brand, its name and symbol that add to or subtract from the 
value provided by a product or service (Chen, 2010). 
 
COMPONENTS OF GREEN BRAND EQUITY 
GREEN BRAND AWARENESS (GBA) 

Green Brand awareness is defined as “the ability for a buyer to recognize and to recall that 
a brand is environmental friendly” (Akar,1992).The purchasing decision of the consumers who 
have environmental concerns, is positively affected by green product, price awareness and brand 
image awareness. Hence the role of marketers is providinginformation relating tothe greenproducts 
in order to get familiar the consumers with green brands. 
 
PERCEVED GREEN BRAND QUALITY(PGBQ) 

Today, customers expect better quality more than before, and, hence, quality is a powerful 
competitive weapon. Perceived quality is an interesting subject to practitioners and researchers, 
since it has a beneficial impact on the view of marketing performance. Perceived quality provides 
value to customers through buying and distinguishing the brand from other competing brands 
(Chang & Chen, 2013), as consumers often judge the overall value of a product or service in 
accordance with the intended objectives that have been defined. 
PERCEVED GREEN BRAND VALUE(PGBV) 

Customers always pay the costs for products and compare them with the benefits of their 
brand products otherwise called brand value. Based on the concept of Patterson and Spreng (1997), 
and Chen and Chang (2013), green brand is an overall assessment of the perceived value of a 
product or service by the customer, and the net profit between what is perceived and what 
customers are offered based on environmental concerns, expectations, and needs of a sustainable 
green product (Ng et al., 2013). 
PERCEVED GREEN BRAND IMAGE (PGBI) 

According to Kotler (1991), brand image is the spirit of the product or service, which is 
usually passed on to consumers, thus causing them to believe in a certain level of production and 
helping them to make a purchase decision.According to Chen (2010), “The consumer’s perception 
about the environmental concerns and commitments of the brand” is termed as green brand image” 
(Chen, 2010, p. 312).  Chen (2010) states that Green Brand Image is a whole range of perceptions, 
concepts and get their customers to the brand in memory associated with sustainability and 
environmental concerns (Ng et al., 2013). Brand image encompasses the symbolic meanings 
related to specific features of the brand and is defined as a consumer's mental picture of a brand in 
the consumer's mind that is linked to an offering. Another definition says that brand image is 
referred to as a set of perceptions regarding a brand reflected by brand associations for consumers. 
PERCEVED GREEN BRAND TRUST(PGBT) 

Trust is considered a significant factor in establishing a relationship in relational marketing 
literature (Delgado-Ballester and Munnuera-Aleman, 2005).Considering the companies that offer 
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green products, green trust can be designated as a willingness to depend on a product or service 
based on the belief or expectation resulting from its credibility, benevolence, and ability about 
environmental performance (Chen, 2013).  According to Chen (2010), “The willingness to depend 
on a product, service or brand based on the belief or expectation resulting from its credibility, 
benevolence and ability about its environmental performance is labelled as green trust” (Chen, 
2010, p. 312). 
PURCHASE INTENTION  

The personal action tendencies of a consumer towards a brand are termed as purchase 
intentions (Bagozzi &Burnkrant, 1979). It is different from the purchase decision. In simple words, 
it may be regarded as a future plan to buy a product. We can also say it might be a person’s plan 
of making the required effort to buy a specific product in the near future (Spears & Singh, 
2004).Favorable intentions are only formed when a consumer has enough resources to determine 
purchase behaviour. Moreover, the attributes of a product also play an influential part. In this case, 
environmental aspects of a product play a vital role in generating purchase intention. 

 
SUSTAINABLE APPARELS 

The Collins dictionary defines ‘Sustainability’ as ‘Avoidance of the depletion of natural 
resources in order to maintain an ecological balance.’ ‘Sustainable Apparel’ refers to garments or 
dresses that have been made in a way that is mindful of the many environmental issues the apparel 
industry touches upon. Water consumption & contamination, Energy emissions, Chemical usage 
and Waste creating are the main four issues to consider when it comes to sustainable apparels.It 
takes into account the full lifecycle of the apparel product, right from the design, sourcing and 
production processes.Sustainable apparel brands create apparels in a way which is most 
considerate of humanity and the environment, reducing the environmental impact wherever 
possible andare amazing sustainable alternatives. 

 
RESEARCH METHODOLOGY 

The study is exploratory and descriptive in nature and the mixed research approach i.e., 
combination of qualitative and quantitative research approach is followed in this study. The 
population and samples of this study are Consumers who are buying Green branded sustainable 
apparels in retail stores in Chennai. By adopting Convenience Sampling method, the primary data 
was collected through a structured questionnaire (by adopting survey method) from 110 
Consumers buying green branded sustainable apparel products from the retail stores in Chennai. 
The researcher applied descriptive and inferential statistical tools for data analysis.  
 
DATA ANALYSIS AND RESULTS 
1. DEMOGRAPHIC PROFILE OF THE CONSUMERS 
 

TABLE 1: DEMOGRAPHIC PROFILE OF THE CONSUMERS 
                                                                                                 (Sample Size = 110) 
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VARIABLES OPTIONS FREQUENCIES (%) 
Gender Male 

Female 
69 
41 

62.73 
37.27 

Age 21 – 40 Years 
41 – 63 Years 

Open ended 
Question (Scale 

Variable) 

62.60 
37.40 

Marital Status Married  
Unmarried 

74 
36 

67.27 
32.73 

Qualification School / Diploma 
UG / PG 
Professional / Ph.D. 

41 
54 
15 

37.27 
49.09 
13.64 

Monthly 
Family Income 
(INR) 

Upto Rs.25,000 
Rs.25,001 – Rs.50,000 
Rs.50,001 – Rs.75,000 
Above Rs.75,000 

22 
47 
25 
16 

20.00 
42.73 
22.73 
14.55 

Occupation Salaried 
Business / Professional 
Student 
Home maker / Retired 

44 
37 
12 
17 

40.00 
33.64 
10.91 
15.45 

  Source: Primary Data 
 

From the above table, it is inferred that Male respondents (62.73%) are more than female 
respondents (37.27%). In terms of Age of the respondents, majority of them (62.60%) belong to 
the age group of 21 – 40 Years. 67.27% of the respondents are married. 49.09% of the respondents 
have UG / PG Qualification and 42.73% of the respondents are earning monthly income of 
Rs.25,001 to Rs.50,000. 40% of the respondents are Salaried employees followed by Business / 
Professionals (33.64%). 
 
2. GREEN BRANDED SUSTAINABLE APPAREL PRODUCTS DATA    

TABLE 2:GREEN BRANDED SUSTAINABLE APPAREL PRODUCTS DATA    
                 (Sample Size = 110) 

VARIABLES OPTIONS FREQUENCIES (%) 

Type of green branded 
Sustainable Apparel 
products purchased 
recently 

Shirts/Pants 
Skirts/Tops 
Kurtas 
Jumpsuits 
Sarees 

58 
27 
10 
9 
6 

52.73 
24.55 

9.09 
8.18 
5.45 
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Knowledge about green 
branded Sustainable 
Apparel Products 

Media Sources (Print 
media, TV, Social-media, 
etc.) 
Non-media Sources 
(Parents, Friends, 
Salesman, etc.) 

 
68 

 
42 

 
61.82 

 
38.18 

Years of buying/using 
Green branded Sustainable 
Apparel Products 

Less than3 Years  
3 - 5 Years 
More than 5 Years  

21 
53 
36 

19.09 
48.18 
32.73 

 Source: Primary Data 
 

From the above table, it is inferred that 52.73% of the respondents purchase Sustainable 
Green branded Shirts/Pants followed by Skirts/Tops (24.55%).61.82% of the respondents came to 
know about the green branded sustainable apparel products through Media Sources (Print media, 
TV, Social-media, etc.). As far as years of buying / using the Green branded sustainable apparel 
products is concerned, 48.18% of the respondents buy/use the same for 3 - 5 years. 
 
3. PERCEPTION ON COMPONENTS OF GREEN BRAND EQUITY AND OVERALL 
GREEN BRAND EQUITY (OGBE)   
H0:  There is no significant difference between the Male and Female respondents with respect 
to the Perception on the Components of Green Brand Equity and Overall Green Brand 
Equitywith respect to sustainable apparel products.    
 

TABLE 3: INDEPENDENT SAMPLE ‘t’ TEST 
GENDER – PERCEPTION ON COMPONENTS OF GREEN BRAND EQUITY  

AND OVERALL GREEN BRAND EQUITY (OGBE)   
 

VARIABLES 
GENDER – PERCEPTION ON 

GBE/OGBE 
 

t - 
valu

e 

 
p –  

value MALE FEMALE 
N Mea

n SD 
N 

Mean SD 
Perception on Components 
of Green Brand Equity  

69 51.06 
8.16

0 
41 

43.2
0 

6.581 
5.53

0 
0.000*

* 
Overall Green Brand 
Equity  

69   9.61 
2.11

6 
41 

  
8.39 

1.515 
3.50

5 
0.001*

* 
Source: Primary Data    (**1% Level of Significance) 

 
An independent-samples t-test was conducted to compare the difference between the Male 

and Female respondents with respect to the consumers’ perception on the Components of Green 
Brand Equity and Overall Green Brand Equity (OGBE).   As the P value is lesser than Sig. Value 
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(0.01) in the Perception on the components of Green Brand Equity and Overall Green Brand Equity 
(OGBE) Scores, the Null Hypotheses are rejected.  Based on the mean Scores, we can say that the 
mean score of Male respondents (M = 51.06) is more than the Female respondents (M= 43.20). 
This indicates that the Male respondents have perceived more on the various components of Green 
Brand Equity with respect to sustainable apparel products than the female respondents.   

 
Based on the mean Score of the Overall Green Brand Equity, we can say that the mean 

score of Male respondents (M = 9.61) is more than the Female respondents (M= 8.39).  This 
indicates that the Male respondents have more perception on Overall Green Brand Equitywith 
respect to sustainable apparel products than the female respondents.     
 
H0: There is no significant difference among the Years of Usage of Green branded 
Sustainable Apparel Products with respect to the Perception on the Components of Green 
Brand Equity and Overall Green Brand Equity (OGBE)with respect to sustainable apparel 
products. 
 

A one-way between-groups analysis of variance (ANOVA) was conducted to explore the 
significant difference among the Years of Usage of Green branded Sustainable Apparel Products 
with respect to the Perception on the Components of Green Brand Equity and Overall Green Brand 
Equity (OGBE)with respect to sustainable apparel products.    

 
TABLE 4: ONE-WAY ANOVA 

YEARS OF USAGE – PERCEPION ON GBE& OGBE 

VARIABLES 

YEARS OF USAGE OF GREEN 
SUSTAINABLE APPARELS  

F –  
value 

 
p – 

value 
Less than 3 
Years (21)  

3 – 5 
Years  
(53)  

More than 
5 Years 

(36)  
Perception on the 
Components of 
Green Brand Equity  

44.10 45.04 55.03 
25.912 0.000** 

7.252 5.804 8.426 

Overall Green 
Brand Equity 
(OGBE) 

8.19 8.40 10.83 
28.640 0.000** 

1.750 1.261 1.993 

Source: Primary Data (No. of respondents are shown in brackets) 
(**1% Level of Significance) 

 
As the P values are lesser than Sig. Value (0.01) in the Perception on the Components of 

Green Brand Equity and Overall Green Brand Equity (OGBE) Score, the Null Hypotheses are 
rejected.  Apart from reaching statistical significance, the actual difference in the mean score 
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among the Years of Usage of Green branded Sustainable ApparelProduct groups is also large (M 
= 44.10 to 55.03) and (M = 8.19 to 10.83).   The Mean score of the Perception on the Components 
of Green Brand Equity and Overall Green Brand Equity in case of the ‘More than 5 Years’ usage 
period (M = 55.03 & M = 10.83) is more than others. Hence, it is inferred that the respondents 
who are using Green branded Sustainable Apparel products for 5 to 10 Years have more Perception 
on the Components of Green Brand Equity and Overall Green Brand Equity (OGBE)with respect 
to sustainable apparel products than others. 
 
H0: There is no significant relationship between the Components of Green Brand Equity and 
Overall Green Brand Equity (OGBE) with respect to sustainable apparel products. 
 

A Pearson product-moment correlation was run to determine the relationship between the 
Perception on the components of Green Brand Equity and Overall Green Brand Equity 
(OGBE)with respect to sustainable apparel products.   

 
TABLE 5: CORRELATION ANALYSIS 

COMPONENTS OF GREEN BRAND EQUITY AND OVERALL GREEN BRAND 
EQUITY  

VARIABLES N 
‘r’ 

VALUE 
P - 

VALUE 

RELAT
IONSHI

P 

REMARKS 
SIGNIFICAN

T 
RESULT 

Green Brand 
Awareness – 
Overall Green 
Brand Equity   

110 
0.850*

* 
0.000 Positive Significant REJECTED 

Perceived Green 
Brand Quality – 
Overall Green 
Brand Equity  

110 
0.896*

* 
0.000 Positive Significant REJECTED 

Perceived Green 
Brand Value – 
Overall Green 
Brand Equity   

110 
0.799*

* 
0.000 Positive Significant REJECTED 

Perceived Green 
Brand Image – 
Overall Green 
Brand Equity   

110 
0.846*

* 
0.000 Positive Significant REJECTED 

Perceived Green 
Brand Trust – 

110 
0.629*

* 
0.000 Positive Significant REJECTED 
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Overall Green 
Brand Equity   

 **. Correlation is significant at the 0.01 level (2-tailed). 
 

As the P values are lesser than Sig. Value (0.01) in all the above cases, the Null Hypotheses 
are rejected. There are high positive and significant correlation between the components of Green 
Brand Equity and Overall Green Brand Equity (OGBE).Out of five components, Perceived Green 
Brand Quality (r = 0.896) has more relationship with Overall Green Brand Equity.  Perceived 
Green Brand Trust (r = 0.629) has less relationship with Overall Green Brand equity with respect 
to Green branded sustainable apparel products when compared with others.  

 
MULTIPLE REGRESSION ANALYSIS 

Multiple Regression was conducted to determine the best linear combination of the 
Components of Green Brand equity and the Overall Green Brand Equity (OGBE)with respect to 
Green branded sustainable apparel products. 

 
TABLE 6 : MULTIPLE REGRESSION ANALYSIS 

COMPONENTS OF GREEN BRAND EQUIY - OVERALL GREEN BRAND EQUITY  

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. 
Error 

Beta 

1 

(Constant) -1.015 .401  -2.528 .013 

Green Brand Awareness .200 .055 .205 3.661 .000 

Perceived Green Brand 
Quality 

.355 .064 .344 5.566 .000 

Perceived Green Brand Value .193 .042 .223 4.632 .000 

Perceived Green Brand Image .266 .058 .256 4.610 .000 

Perceived Green Brand Trust .050 .051 .042 .979 .330 

Dependent Variable: OVERALL GREEN BRAND EQUITY (OGBE) 
 
The combination of all the components of Green Brand Equity (Independent variables) 

except one significantly predicts the dependent variable i.e., Overall Green Brand Equity (OGBE) 
with respect to sustainable apparel products, F (5, 104) = 194.269,   p values are lesser than .001 
(Sig. Value 2-tailed) and Adjusted R Square is 0.899 or 89% which is large effect according to 
Cohen.  Out of five independent variables, Perceived Green Brand Quality (0.344) is the strongest 
influencing component which predicting the Overall Green Brand Equity (OGBE) with respect to 
sustainable apparel products.  
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From the unstandardized coefficient, it is found that the one unit increase in the Perceived 
Green Brand Quality would increase the Overall Green Brand Equity (OGBE) by 0.355 units. 
Perceived Green Brand Image (0.256), Perceived Green Brand Value (0.223) and Green Brand 
Awareness (0.205) also contribute to Overall Green Brand Equity (OGBE) but lesser than 
Perceived Green Brand Quality.  Perceived Green Brand Trust (0.042) does not contribute to 
Overall Green Brand Equity (OGBE)with respect to sustainable apparel products significantly.  

 
4. PURCHASE INTENTION TOWARDS GREEN BRANDED SUSTAINABLE APPAREL 
PRODUCTS 
H0:  There is no significant difference between the Male and Female respondents with respect 
to the Purchase Intention towards Green branded Sustainable Apparel products.     
 

An independent-samples t-test was conducted to compare the difference between the Male 
and Female respondents with respect to the Purchase Intention towards Green branded Sustainable 
Apparel products. 

 
TABLE 7: INDEPENDENT SAMPLE ‘t’ TEST 

GENDER – PURCHASE INTENTION TOWARDS GREEN BRANDED  
SUSTAINABLE APPAREL PRODUCTS 

 
VARIABLES 

GENDER – PURCHASE INTENTION 
TOWARDS GREEN BRAND 

PRODUCTS 

 
t - 

value 

 
p –  

value 
MALE FEMALE 

N Mean SD N Mean SD 
Purchase Intention 
towards Green 
Brands  

69 9.97 1.940 41 8.51 1.416 4.535 0.000** 

Source: Primary Data (**1% Level of Significance) 
 

 
As the P value is lesser than Sig. Value (0.01) in the above case (0.000), the Null 

Hypothesis is rejected. From the above table, we can say that the Mean score of the Purchase 
Intention towards Green branded Sustainable Apparel products is more for Male respondents (M 
= 9.97) than the Female respondents (M = 8.51).  This indicates that the Male respondents have 
more Purchase Intention towards Green Branded sustainable apparel products than the Female 
respondents.       
 
H0: There is no significant difference among the Years of Usage with respect to the Purchase 
Intention towards Green Branded Sustainable Apparel Products.     
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A one-way between-groups analysis of variance (ANOVA) was conducted to explore the 
significant difference among the Years of Usage with respect to the Purchase Intention towards 
Green Branded Sustainable Apparel Products.   

 
TABLE 8 

ONE WAY ANOVA 
PURCHASE INTENTION TOWARDS GREEN BRANDED  

SUSTAINABLE APPAREL PRODUCTS 

VARIABLES 

YEARS OF USAGE OF GREEN 
SUSTAINABLE APPARELS  

F –  
value 

 
p – 

value 
Less than 
3 Years 

(21)  

3 – 5 
Years  
(53)  

More than 
5 Years  

(36)  
Purchase Intention 
towards Green 
BrandSustainable 
Apparels 

8.71 8.79 10.78 

17.825 0.000** 
1.901 1.276 1.973 

Source: Primary Data (No. of respondents are shown in brackets) 
(**1% Level of Significance) 

 
As the P value is lesser than Sig. Value (0.01) in the Purchase Intention towards Green 

Branded Sustainable Apparel Score, the Null Hypothesis is rejected.  Apart from reaching 
statistical significance, the actual difference in the mean score among the Years of Usage of Green 
branded Sustainable Apparel Product groups is also moderate (M = 8.71 to 10.78).   The Mean 
score of the Purchase Intention towards Green branded Sustainable Apparel products in case of 
‘More than 5 Years’ Usage group (M = 10.78) is more than others. Hence, it is inferred that the 
respondents who are using Green branded Sustainable Apparels for more than 5 years have more 
Purchase Intention towards Green branded Sustainable Apparel products than others. 

 
H0: There is no significant relationship between the Components of Green Brand Equity and 
the Purchase Intention towards Green branded Sustainable Apparel Products.   
 

A Pearson product-moment correlation was run to determine the relationship between the 
Components of Green Brand Equity and the Purchase Intention towards Green branded 
Sustainable Apparel products.  

 
TABLE 9 

CORRELATION ANALYSIS 
PERCEPTION ON THE COMPONENTS OF GREEN BRAND EQUITY AND  

PURCHASE INTENTION TOWARDS GREEN BRANDED APPAREL PRODUCTS 
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VARIABLES N 
‘r’ 

VALU
E 

P - 
VALU

E 

RELATIO
NSHIP 

REMARKS 
SIGNIFICA

NT 
RESULT 

Green Brand 
Awareness – 
Purchase Intention 
towards Green 
Brand 

110 
0.837*

* 
0.000 Positive Significant 

REJECTE
D 

Perceived Green 
Brand Quality – 
Purchase Intention 
towards Green 
Brand 

110 
0.907*

* 
0.000 Positive Significant 

REJECTE
D 

Perceived Green 
Brand Value  –  
Purchase Intention 
towards Green 
Brand 

110 
0.808*

* 
0.000 Positive Significant 

REJECTE
D 

Perceived Green 
Brand Image  –  
Purchase Intention 
towards Green 
Brand 

110 
0.859*

* 
0.000 Positive Significant 

REJECTE
D 

Perceived Green 
Brand Trust  –  
Purchase Intention 
towards Green 
Brand 

110 
0.582*

* 
0.000 Positive Significant 

REJECTE
D 

 **. Correlation is significant at the 0.01 level (2-tailed). 
 

As the P values are lesser than Sig. Value (0.01) in all the above cases, the Null Hypotheses 
are rejected. There are high positive and significant correlation between the components of Green 
Brand Equity and the Purchase Intention towards Green branded Sustainable Apparel Products.Out 
of five components, Perceived Green Brand Quality (r = 0.907) has more relationship with the 
Purchase Intention towards Green Brand and Perceived Green Brand Trust (r = 0.582) has less 
relationship with the Purchase Intention towards Green branded Sustainable Apparel products 
when compared with others.  

 
H0: There is no significant relationship between the Overall Green Brand Equity (OGBE) 
and the Purchase Intention towards Green branded Sustainable Apparel Products.  
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TABLE 10 
CORRELATION ANALYSIS 

OVERALL GREEN BRAND EQUITY - PURCHASE INTENTION  

VARIABLES N 
‘r’ 

VALUE 

P - 
VALU

E 

RELAT
IONSHI

P 

REMARKS 
SIGNIFICAN

T 
RESULT 

Overall Green 
Brand Equity 
(OGBE)  – 
Purchase Intention 
towards Green 
Brand 

110 
0.965*

* 
0.000 Positive Significant REJECTED 

 **. Correlation is significant at the 0.01 level (2-tailed). 
 

A Pearson product-moment correlation was run to determine the relationship between the 
Overall Green Brand Equity (OGBE) and the Purchase Intention towards Green branded 
Sustainable Apparel Products.   As the P value is lesser than Sig. Value (0.01) in the above case, 
the Null Hypothesis is rejected. There is a stronger positive and significant correlation (r = 0.965) 
between the Overall Green Brand Equity (OGBE) and the Purchase Intention towards Green 
branded Sustainable Apparel products.  

 
MULTIPLE REGRESSION ANALYSIS 

Multiple Regression was conducted to determine the best linear combination of the 
Perception on the Components of Green Brand equity and the Purchase Intention towards Green 
Branded Sustainable Apparel Products. 

TABLE 11 
MULTIPLE REGRESSION ANALYSIS 

COMPONENTS OF GREEN BRAND EQUIY   - PURCHASE INTENTION  

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. 
Error 

Beta 

1 

(Constant) .153 .347  .439 .661 

Green Brand Awareness .142 .047 .153 2.998 .003 

Perceived Green Brand Quality .389 .055 .398 7.060 .000 

Perceived Green Brand Value .176 .036 .215 4.887 .000 

Perceived Green Brand Image .333 .050 .338 6.688 .000 

Perceived Green Brand Trust -.064 .044 -.057 -1.466 .146 
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Dependent Variable: PURCHASE INTENTION TOWARDS GREEN 
BRANDEDSUSTAINABLE APPAREL PRODUCTS 

 
The combination of all variables except one significantly predicts the dependent variable 

i.e., Purchase Intention towards Green branded Sustainable Apparel Products, F (5, 104) = 
237.964,   p values are lesser than .001 (Sig. Value 2-tailed) and Adjusted R Square is 0.916 or 
91% which is large effect according to Cohen.  Out of five independent variables, Perceived Green 
Brand Quality (0.398) is the strongest influencing component which predicting the Purchase 
Intention towards Green branded Sustainable Apparel Products.  

 
From the unstandardized coefficient, it is found that the one unit increase in the Perceived 

Green Brand Quality would increase the Purchase Intention towards Green branded Sustainable 
Apparels by 0.389 units. Perceived Green Brand Image (0.338), Perceived Green Brand Value 
(0.215) and Green Brand Awareness (0.153) also contribute to the Purchase Intention towards 
Green branded Sustainable Apparels but lesser than Perceived Green Brand Quality.  Perceived 
Green Brand Trust (-0.057) does not contribute to the Purchase Intention towards Green branded 
Sustainable Apparel products. It is negative but insignificant. 

 
SUGGESTIONS AND CONCLUSION 

The results manifest that more perceived green brand quality, the more valuable the brand 
is. The positive green brand quality that the company maintaining, increases the green brand image 
and overall green brand equity and this helps the brand be preferred more than its competitors and 
leads to more purchase intentions. The marketing Personnel should emphasize on constant 
communication, providing information and public relation to create awareness and improve the 
green brand trust, build the green brand image and green brand perceived valueand achieve overall 
green brand equity. 

 
This study was conducted on the consumers who were buying selected Green branded 

sustainable apparel products in Chennai. Therefore, the results can be restricted to these products 
and the area (Chennai). Therefore, it is suggested that further studies can focus on the green brand 
equity and purchase intention of other products like organic foods, electronic products, furniture, 
battery, fast moving consumer goods, etc. in other parts of the India and compare with this study. 
This study would be useful for the manufacturers, brand managers and marketers to formulate 
suitable strategies for increasing the consumers’ perception on green brand awareness and green 
brand trustwhich would improve the overall green brand equity and purchase intention of 
consumers towards green branded sustainable apparel products. This would also build up a long-
term relationship in the context of environmental management.  It is hoped that the results of this 
study are helpful to manufacturers, brand managers, academicians, researchers, practitioners, 
Government,Policy makers, and contribute to future researchers as reference. 
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