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Leveraging green brand equity for organic food brands: the
multifaceted role of green satisfaction

Phillip Dangaiso

Department of Economics, Marketing and Entrepreneurship, Zimbabwe Ezekiel Guti University, Bindura, Zimbabwe

ABSTRACT

Propositions in favor of biophysical environmental sustainability have proliferated
governance, business and academic debates globally. Initiatives promoting consumer
health and environmental preservation have been epitomised through production and
marketing of green products. However, the establishment of green brand equity to
expedite green purchase has been a widely observed obstacle for most green brands.
The study examined the antecedents of green brand equity for organic foods in
Zimbabwe. The paper proposed that green satisfaction stimulates development of
green trust, green brand image and green brand equity. It also hypothesized that green
brand image influences green trust. Green brand image and green trust were modelled
to affect green brand equity. The study targeted green consumers who purchased
organic foods in the upmarket suburbs in Harare (n=319). Model validation through
Confirmatory Factor Analysis (CFA) and covariance based Structural Equation Modelling
(SEM) revealed that green satisfaction positively affected green brand image, green
trust and green brand equity. Green brand image and green trust also positively
influenced green brand equity. The relationship between green brand image and green
trust was also positive and significant. The paper flags the multifaceted role of green
satisfaction in the development of green brand equity. Findings suggest that green
satisfaction provides key leverage for reducing consumer perceived risk and green
phobias through green trust and green brand image. Organic food marketers were
urged to design a two-fold green value proposition that delivers both functional
satisfaction and green fulfilment as drivers for cultivating sustainable green brand
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1. Introduction

Sustainability concerns have overwhelmed governance, business and academic discussions in most recent
decades (Bekk et al., 2016; Butt et al., 2016; Ha, 2021). Global initiatives that promote consumer health
and environmental preservation have been envisaged and operationalised through production and mar-
keting of green products (Shakir et al., 2021; Zia et al., 2021). Central to green marketing obstacles has
been widespread consumer skepticism and low green product uptake (Akturan, 2018; Muposhi et al,,
2015). Most green marketers have faced the challenge of establishing brand equity for their products
(Qayyum et al,, 2022). Notwithstanding, Bekk et al. (2016) and Ha (2021) commend that green brand
equity acts as a lever that green brands can utilize to create a sustainable competitive advantage as
enables them to attract brand preference and charge a premium.

Green brand equity refers to the intangible assets associated with a green brand, arising from the
consumer’s perception of its superior pro-sustainability initiatives (Akturan, 2018; Chen & Chang, 2013;
Ha, 2021). There has been protracted claims of green washing on green products amid green marketing
efforts (Akturan, 2018). Green washing has been defined as consumer misinformation by non green firms
that leads to purchase of products that do not fulfill their pro-life and environmental promises at high
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prices (Chen & Chang, 2013). Whilst green brand equity underpins intangible brand value that attracts
brand preference, green washing and green confusion significantly diminish green brand equity for
green products especially in food markets. This paper examines the key role of green satisfaction in
developing green trust and green brand image as important levers for nurturing green brand equity in
organic food markets.

Organic foods are one category of green brands confronted with the challenge of consumer skepti-
cism and low product uptake (Janssen & Hamm, 2012; Matharu et al., 2022; Van Loo et al., 2013). The
term organic refers to the way that these products are raised and processed. Whilst the parameters vary
from country to country, these products must be produced without the use of synthetic herbicides,
pesticides, fertilisers and bioengineered genes (Wee et al., 2014). Organic food consumption has been
strongly urged in order to preserve consumer health through strengthening the immune system, con-
taining natural nutritional properties, improving metabolic processes, improving digestive efficiency and
suppressing the development of disease causing organisms (Matharu et al, 2022; Rahman et al.,, 2016;
Voona et al., 2011). Wee et al. (2014) support that organic foods have been recommended pursuant to
environmental sustainability, health preservation, better consumer welfare and consumer longevity. Like
other green products, organic foods are recognised with green tags, green packaging, green branding or
eco branding that distinguishes them from generic products as green brands (Akturan, 2018; Ha, 2021;
Polonsky, 1994; Shakir et al., 2021).

At the height of the green revolution, proponents of green marketing have extensively recommended
consumption of organic foods projected to improve consumer health, life expectancy and keeping a safe
physical environment (Misra & Panda, 2017; Papista & Dimitriadis, 2019; Qayyum et al., 2022; Wu et al,,
2016). To expedite purchase and consumption of organic foods amid intense market competition, green
washing, sophisticated, more knowledgeable and health conscious consumers, green brand equity is a
key requisite (Butt et al., 2016; Reisch & Thogersen, 2015). Green brand equity has been cited as a key
source of repeat patronage and premium pricing, enhancing sales, profits and competitive advantage
(Ha, 2021). Consumer purchase preferences towards green brands are enhanced when consumers have
perfect knowledge of green brands that offer a unique value proposition embedded in the fulfillment of
their pro-health and environmental preservation initiatives (Akturan, 2018; Ha, 2021; Janssen &
Hamm, 2012).

Several studies have investigated the antecedents of green brand equity in extant literature (Bekk
et al, 2016; Butt et al, 2016; Esch et al., 2006; Fong et al., 2014; Ha, 2021; Pappu & Quester, 2006).
However, most of the studies examined the direct effects of green trust, green satisfaction and green
brand image on green brand equity. Grounded in the disconfirmation paradigm (Oliver, 1980),
trust-commitment theory (Morgan & Hunt, 1994) and the Consumer Based Brand Equity Model (CBBE)
(Keller, 1993), this study proposed an integrated framework to determine the antecedents of green brand
equity in the context of organic food brands. This study predicted that green satisfaction influences
green brand equity directly and through the mediation effects of green brand image and green trust.
More so, whilst most researchers examined the effect of brand image on green satisfaction, for example,
Shakir et al. (2021) and Wu et al. (2016), this paper proposed that a reciprocal effect of green satisfaction
on green brand image exists in organic food markets.

Fewer studies have been conducted within the organic food domain, a distinct market of a credence
product category associated with high consumer involvement when selecting brands (Rahman et al,
2016). This connotes that consumer behavior in organic food markets may vary relative to other conven-
tional product markets. The objective of this paper was to examine the antecedents of green brand
equity in organic food markets, modelling a multifaceted role of green satisfaction. Whilst proposing a
direct effect on green brand equity, the key proposition in this paper modelled the effects of green
satisfaction on the development of green trust and green brand image.

Amid protracted challenges of green uptake in most consumer markets (Shakir et al.,, 2021; Zia et al.,
2021), this research brings findings of practical and theoretical significance. Firstly, the study can enlighten
green food producers and marketers on the pivotal importance of green value in food products. The
paper reminds green marketing firms that the essence of green consumption remains the uptake of the
green benefits (good health and environmental preservation). This research can educate organic food
marketers on the importance of developing, communicating and fulfilling green value propositions
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within consumer markets, a multifaceted lever on green brand equity. More so, the findings of this
research can be useful to regulators of food products as they seek to scrutinize food quality and enhance
consumer protection.

Further, this research hitherto becomes the first to propose a framework that examines the
multi-dimensional effect of green satisfaction on green trust, green brand image and green brand equity,
through direct and indirect causal relationships. The research connects key theoretical insights from the
disconfirmation theory (Oliver, 1980), trust-commitment theory (Morgan & Hunt, 1994) and the consumer
based brand equity model (Keller, 1993). Thus, the paper advances empirical green literature on the
importance of green satisfaction, green trust, green brand image and subsequent green brand equity in
organic food markets. In an under-researched yet important subject area in subsistence markets, this
study can provide a key impetus for the advancement of green marketing literature and organic food
uptake in subsistence markets. The subsequent sections of this paper cover literature review, materials
and methods, results and discussion, conclusions and implications of the study.

2, Literature review
2.1. Green brand equity

Brand equity refers to the added value with which a given brand endows a product (Rossenbaum-Elliot
et al,, 2011, p. 89). Whilst a product offers functional benefits, a brand is a name, symbol or design that
enhances the value of a product beyond its functional purpose (Biel, 1992). Green brand equity has been
defined as the intangible assets of a green brand in terms the embedded value in its pro-health and
environmental initiatives (Ha, 2021). The added value defines its assets that consumers perceive to be
associated with a green brand (Akturan, 2018; Bekk et al., 2016). Green brand equity reduces consumer
perceived risk, enhances brand preference and loyalty, provides meaningful differentiation, attracts a pre-
mium price and enhances competitive advantage (Butt et al., 2016; Esch et al., 2006).

Marketing literature provides several drivers of brand equity across consumer markets. Common in
most green marketing studies are green brand image, green trust, and green satisfaction as key deter-
minants of green brand equity (Bekk et al., 2016; Butt et al., 2016; Ha, 2021). To demonstrate that green
brand equity and green buying behavior are closely intertwined, the same constructs have also been
operationalized as drivers of green buying behavior (Shakir et al, 2021). Consumer skepticism, green
phobias, lack of trust, green washing and green confusion have been cited as the main reasons for
non-purchase of green brands world over (Chen & Chang, 2013; Muposhi et al, 2015; Rahman et al,,
2016). Thus, the development of green brand equity can help to induce added value and stimulate
brand preference for green brands, especially organic foods. Green brand equity acts as a lever for pro-
moting green product uptake and hence it enhances sales volumes, brand loyalty and adds competitive
advantage (Butt et al, 2016; Ha, 2021).

2.2. Antecedents of green brand equity

Several studies have examined the antecedents of green brand equity in literature (Butt et al, 2016;
Chen & Chang, 2013; Esch et al., 2006; Ha, 2021). This paper evaluates the effects of green satisfaction,
green brand image and green trust in influencing green brand equity of organic foods.

2.2.1. Green satisfaction and green brand image

Green satisfaction refers to the subjective and positive brand judgements by the consumer as a result of
fulfilment of pro-environmental initiatives and health promises by a green brand (Ha, 2021; Shakir et al.,
2021). Learning from the disconfirmation theory (Oliver, 1980), positive disconfirmation evokes feelings
of pleasure, delight, likeness, attachment and preference towards a brand (Chen & Chang, 2013; Muposhi
et al, 2015). Brand performance directly influences customer satisfaction with a brand (Kotler et al.,
2002). Green performance leads to green satisfaction with a green brand and this creates inextinguish-
able brand memories which develop into mental images (Butt et al., 2016).
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Brand experience and brand knowledge are key aspects of brand image (Biel, 1992; Rossenbaum-Elliot
et al,, 2011). Green brand image is composed of all brand memories through experiential learning, that a
consumer holds with respect to a green brand (Ha, 2021; Shakir et al.,, 2021). This includes experiential
effects, functional knowledge, performance and related memories held from previous brand engagements
(Bekk et al., 2016; Keller, 1993). These mental images stimulate brand association and purchase intentions
whenever the consumer has an encounter with the brand (Pappu & Quester, 2006). Thus, green customer
satisfaction is positively associated with the development of green brand image. According to Ha (2021),
green brand image is the mental perception of a green brand from a customer perspective based on its
ability to deliver its green promises. In other words, green brand image is a culmination of green brand
positioning over time because it reflects the mental perceptions held by a customer against a green brand.

It conveys green brand image as an experiential outcome which develops over successive interac-
tions with a green brand (Chen & Chang, 2013; Shakir et al., 2021). Thus, this paper views green brand
satisfaction as a key antecedent of green brand image. As a customer builds positive green memories
with more green fulfillment and green satisfaction with a brand, positive emotions are triggered when
they encounter the green brand and this stimulates purchase intentions (Akturan, 2018). Whilst
Delafrooz and Goli (2015) revealed the effect of green brand quality on green brand image, their con-
clusions supported Upamannyu and Bhakar (2014), who confirmed the positive effect of customer
satisfaction on green brand image. Thus, with successive experiences of green delight and fulfilment
of a green brand’s pro-health promises, favorable green brand memories develop. Given the stand-
point, this paper hypothesized that;

H,: Green satisfaction positively influences the green brand image of organic food brands.

2.2.2. Green satisfaction and green trust

Grounded in the trust-commitment theory of relationship marketing (Morgan & Hunt, 1994), trust is a
key ingredient of any dual value exchange relationship. It is defined as the willingness to commit and a
belief that one party will always perform its obligations despite chances of exploiting an opportunistic
behavior (Delgrado-Ballester & Munuera-Aleman, 2005; Morgan & Hunt, 1994; Williamson, 1986). According
to the social exchange theory (Thibaut, 2017), people act in accordance of expectations of associated
rewards. In Zimbabwe, trust is a key aspect of the Ubuntu or Huntu cultural domain, a native cultural
orientation premised on reciprocation of good deeds and standards of expected behaviors which form
the foundations of social and para-social relationships (Nyathi, 2008). Thus, in both contexts, trust is a
cumulative outcome of past experiences with an object or person. Green trust is a commitment held by
a consumer to a green brand, constantly believing that it will always fulfil its pro-health and environ-
mental promises in good faith (Butt et al., 2016; Ha, 2021).

Based on the transactional cost theory, Williamson (1986) posits that encounters of mutual satisfaction over
time strengthen bonds of trust between two exchange parties as they also attempt to reduce brand switch-
ing and associated transactional costs. Prior experiences with a green brand create important foundations for
the development of green trust (Ha, 2021). Successive positive disconfirmation from past green brand expe-
riences can help to develop green brand trust (Bekk et al., 2016; Chen & Chang, 2013; Ha, 2021). Thus, posi-
tive past encounters with organic food brands have a high propensity to reinforce of green trust towards them.

More so, the popularity of health conscious consumers amid escalating food borne diseases has
invited concerted efforts to improve food safety (De Boeck et al., 2017; Rahman et al., 2016). Given these
trends, consumer sensitivity with food products has been intensified and this suggests that the key role
of green satisfaction in building green trust with organic foods has been heightened. Past studies have
reported the positive effect of green satisfaction on green trust (Bekk et al., 2016; Butt et al., 2016; Chen
& Chang, 2013; Esch et al.,, 2006). Thus, learning from this, the paper also hypothesised that;

H,: Green satisfaction positively influences green trust for organic food brands.

2.2.3. Green satisfaction and green brand equity
Product satisfaction has been the most cited determinant of brand patronage and brand equity (Gronroos,
2002; Ha, 2021; Kotler et al., 2002). Based on the disconfirmation theory (Oliver, 1980, 1997), green
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consumers develop positive or negative emotions when they compare their perceived green perfor-
mance against prior green expectations (Ha, 2021; Shakir et al., 2021). Thus, with positive experiential
effects, green satisfaction can help improve green brand equity. Green satisfaction can help build intan-
gible assets that help reinforce brand favorability through green brand equity (Yasin et al.,, 2007). Against
the background of slowly growing confidence in green brands in consumer markets, green satisfaction
presents a huge opportunity for developing green brand equity (Chang & Fong, 2010; Shakir et al., 2021;
Zia et al.,, 2021).

Studies by Esch et al. (2006), Chen and Chang (2013), Ha (2021) and Wu et al. (2016) have investigated
the influence of green satisfaction on green brand equity. Their findings revealed the positive impact of
green satisfaction on green brand equity. They concurred that green satisfaction is a key antecedent of
green brand equity and hence it promotes green product uptake. Their findings concurred with Bekk
et al. (2016) as well as Pappu and Quester (2006). Based on these claims, green satisfaction can be used
to induce green brand preference through the influence of green brand equity in organic food markets.
Thus, the study also hypothesised that;

H,: Green satisfaction positively influences green brand equity for organic food brands.

2.2.4. Green brand image and green trust

Customers develop brand knowledge and mental images through their positive experiences with a green
brand and they build feelings of trust towards the brand (Padel & Foster, 2005; Shakir et al., 2021). Key
theoretical frameworks, for example, Aaker (1991) and Keller (1993) pinpoint the important role of brand
associations in building brand equity, hence brand associations represent the nexus between green
brand image and green trust. Reisch and Thogersen (2015) postulate that brand image gives an infer-
ence on the magnitude of pleasure, safety and assurance that green customers associate the green
brand with, based on their past experiences. This paper views both green brand image and green trust
as cumulative and experiential outcomes of green satisfaction. Thus, development of green brand image
may be used as a proxy for determining brand positioning over time and customers’ trust with the green
brand (Ha, 2021; Shakir et al., 2021; Voona et al., 2011). In contrast, negative brand image correlates with
brand mistrust (Pivato et al.,, 2008). It is hence imperative to view green brand image as a determinant
of green trust.

The challenge with most green brands has been overcoming green washing by marketers who prom-
ise green products and yet fail to fulfil their green promises (Polonsky, 1994; Qayyum et al., 2022). Given
the premium prices of most green products, the notion further distances the conception of building
green trust even for genuine green brands. Literature suggests organic foods are credence products to
connote the high levels of consumer involvement when selecting amongst competing products (Janssen
& Hamm, 2012; Rahman et al.,, 2016). Thus, credible information is needed prior to consumers purchasing
them. Green brand image also leads to customer recommendations and they are a springboard for build-
ing green trust and reducing consumer perceived risk. Several studies have maintained that lack of trust
impedes consumers’ preference for organic foods (Ha, 2021; Janssen & Hamm, 2012; Van Loo et al., 2013).
Their findings have been confirmatory of the positive effect of green brand image on green trust. As a
result, this paper also hypothesized that;

H,: Green brand image positively influences green trust for organic food brands.

2.2.5. Green brand image and green brand equity

The Consumer Based Brand Equity (CBBE) model identifies the role of brand imagery and brand judge-
ments in building brand resonance (Keller, 1993). Furthermore, several studies suggest that green brand
image is a key antecedent of green brand equity (Fong et al., 2014; Ha, 2021; Lin et al., 2017; Nysveen
et al, 2018). The brand image of the green product is key in determining its green brand equity. Brand
image develops over successive purchases and consumption experiences (Kotler et al., 2002). Green con-
sumers develop a green image profile for a green brand over time (Akbar & Azhar, 2020; Ha, 2021; Shakir
et al,, 2021). This paper views green brand image as the consumers’ subjective perception of an organic
food brand based on its pro-health initiatives and environmental fulfilment.
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The relationship between brand image and brand equity has been reported in a number of contexts
(Buil et al., 2013; Cretu & Brodie, 2007; Delafrooz & Goli, 2015; Faircloth et al., 2001; Fong et al., 2014;
Namkung & Jang, 2013). Their findings supported the positive effect of green brand image on green
brand equity. The findings have also been affirmed by Bekk et al. (2016) and Butt et al. (2016). Green
brand equity can reduce green confusion amid green misconceptions and green washing. Thus, within
an organic food context, green food brands need to possess a positive green image in the minds of
consumers to develop green brand equity. This paper also hypothesized that;

H: Green brand image positively influences green brand equity for organic food brands.

2.2.6. Green trust and green brand equity
Brand trust has been a widely cited determinant and deterrent of brand success (Chen & Chang, 2013;
Ha, 2021). The ultimate goal of marketing is to develop an inseparable bond between the consumer and
the brand, and the main ingredient of this bond is trust (Hiscock, 2001). The influence of trust in cata-
lyzing business relationships has been emphasised in marketing literature (Dwyer et al., 1987; Hunt et al,,
2006). Morgan and Hunt's (1994) theory of trust and commitment epitomizes the key role of trust
between businesses, people and brands. Familiarity is a precondition of trust and this confirms the sig-
nificance of experiential effects with a brand (Rossenbaum-Elliot et al., 2011, p. 33). Although past studies
(Giannakas, 2002; Padel & Foster, 2005; Rahman et al., 2016) have shown that trust influences consumer
behavior on food products, Reisch and Thogersen (2015) contend that trust is still an understudied con-
struct in sustainable consumption despite its effect on the actual uptake of green food brands.
Furthermore, the complexity of trust is that any elements of mistrust along the supply chain can
transcend to affect consumers’ brand preference at the retail outlets (Voona et al., 2011). This suggests
even stronger implications on food products. Green trust acts as a lever that promotes brand equity in
organic brands within consumer food markets (Esch et al., 2006; Ha, 2021). Consumers need the convic-
tion that organic products will always meet their expectations and satisfy their pro health objectives
(Butt et al,, 2016; Ha, 2021). Studies by Akturan (2018), Butt et al. (2016), Chang and Fong (2010) and Ha
(2021) investigated the influence of green trust on green brand equity. Their findings confirmed the
positive effect of green trust on green brand equity. These results support Janssen and Hamm (2012),
Pivato et al. (2008), Van Loo et al. (2013). Based on the empirical evidence, following hypothesis was also
formulated;

Hg: Green trust positively influences green brand equity for organic food brands.

2.3. Conceptual framework

The study developed a research model that proposed the multifaceted effect of green satisfaction as (1)
a direct antecedent of green brand equity, (2) an antecedent through green brand image and (3) an
antecedent via the mediation of green trust. Figure 1 illustrates the hypothesized research model.

Figure 1. The proposed research model.
Source: Developed by author.
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3. Materials and methods
3.1. Design, population and sampling

A cross sectional study was conducted to examine the proposed antecedents of green brand equity in
organic food markets. Consistent with positivism, quantitative approaches through deductive methods
were employed (Saunders et al.,, 2018). The study adopted a causal research design which enabled prop-
osition and examination of the research hypotheses in a structural model. The study targeted green
consumers in Harare’s premier markets who purchased organic food products in the last six months
(June to November 2022). Using convenience sampling and person administered questionnaires, data
was collected in Avondale, Belgravia, Borrowdale, Chisipite, Glen Lorne, Mt Pleasant and Westgate, where
more health conscious consumers are found. Customers were selected for participation outside these
food retail chains; Bon Marche, Food Express, Food Lovers, Food World, OK Zimbabwe, Spar and TM
Pick n Pay.

3.2. Measures

The measurement scales were developed from past studies (Butt et al., 2016; Ha, 2021). Apart from the
demographic questions and constructs’ items, filter questions were used to screen out consumers who
did not reasonably indicate their familiarity and actual purchase of organic foods. The main constructs
were measured on a seven (7) point likert scale from Strongly Disagree (SD = 1) to Strongly Agree (SA
= 7) and these were operationalised as Green Satisfaction (GSA), Green Brand Image (GBI), Green Trust
(GTR) and Green Brand Equity (GBE). A pilot test was conducted with fifteen (15) finalist students at a
local university in Harare.

3.3. Data collection procedures and ethical compliance

The main objective of the study was shared with consumers prior to response solicitation. Participants
were also informed that their participation was voluntary. In line with the Research Council of Zimbabwe’s
ethical guidelines, the study ensured informed consent, information safety, privacy and confidentiality of
participants. Participants were also informed not to disclose their names, addresses and other personally
identifiable information.

3.4. Data analysis methods

Confirmatory Factor Analysis (CFA) was used to assess unidimensionality, construct validity and reliability
of the measurement model. To estimate parameters and examine research hypotheses, covariance based
Structural Equation Modelling (SEM) was used. The model fit indices used in this study were the absolute
and relative fit indices. The absolute fit indices were the Chi Square (CMIN/x?), Normed Chi Square (x?/
df), Goodness of Fit (GFl), Standardised Root Mean Residual (SRMR) and the Root Mean Square Error of
Approximation (RMSEA). The relative or incremental fit indices were the Incremental Fit Index (IFl),
Comparative Fit Index (CFl) and Tucker Lewis Index (TLI).

4, Results
4.1. Sample characterisation

The gender composition of the sample was even as evidenced by 51.1% female participants relative to
48.9% on their male counterparts (n=319). The age distribution showed that 21.3% were between 16
and 20years, 38.9% were in the 21-25years, 18.8% were aged between 26 and 30years, 15.4% were in
the 30-35years group whilst the 36-40 age group had the modest participants (5.6%). This suggests that
the generations Y and Z are more health conscious and prefer organic foods as more consumer aware-
ness and education has been heavily targeted on these groups (Muposhi et al, 2015). In terms of
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education, 19.7% had Master’s degrees and above, 46.7% had Bachelor’s degrees, 24.8% had completed
their professional diplomas, whilst 8.8% had completed their ordinary level education. These results sug-
gest that higher consumer literacy enhances health consciousness and green adoption (Cheng et al,, 2011).

4.2. Assessment of the measurement model

Following the recommendations of Anderson and Gerbin (1988), a two-step procedure was done to
examine the findings. A Confirmatory Factor Analysis (CFA) procedure was used to examine the measure-
ment model and Structural Equation Modelling (SEM) was used to test research hypotheses (Hair et al.,
2010). Confirmatory Factor Analysis involves examining a priori hypothesized factor structure against the
sample variance-covariance factor matrix (Byrne, 2013; Kline, 2016).

On the initial estimation, the CFA model produced a mediocre model fit. The latent factors were
allowed to covary and the model fit improved. After inspection of the Modification Indices (MI), error
terms (e2-e5, el-e2, e8-e11, el4-e15 and el4-e16) between items measuring the same construct were
allowed to covary (Kline, 2016). Inspection of the standardised residual covariance matrix also resulted in
deletion of item GBI5 because it had huge absolute values greater than 1, thus it was a misfit in the
model (Byrne, 2013). The result was a good fitting model within recommended fit thresholds. Table 1
illustrates the Confirmatory Factor Analysis (CFA) model fit before and after respecification.

Using Maximum Likelihood estimation, all factor loadings obtained significant values and t-values
were statistically significant (p<0.001) (Hair et al, 2010). The lowest loading was 0.681 on item GSA5
whilst the highest loading was 0.901 on item GTR3, although Kline (2016) recommends loading of 0.7
and above, GSA5 was retained since it did not affect the Average Variance Extracted (AVE). Hair et al.
(2010) argues that item loadings should be at least 0.5 in the measurement model. The squared multiple
correlations were above 0.5 (Holmes-Smith, 2001), except for item GSA5 (0.462). However, Hair et al.
(2010) recommend deletion only for values below 0.25, thus GSA5 was retained for further analysis.

To examine convergent validity, Average Variance Explained (AVE) was used. According to Hair et al.
(2010), AVE is the mean of squared variances per factor which denotes the amount of variance that is
shared between items measuring one construct. To confirm convergent validity, the scores of AVEs in a
measurement model should be at least 0.5, denoting at least 50% shared variance between the variables
(Anderson & Gerbin, 1988; Hair et al., 2010). The lowest AVE in the model was 0.655 (Green Satisfaction)
whilst the highest was 0.768 (Green Trust). Thus, the requirement of convergent validity was satisfied.

Internal consistency was examined using both Cronbach’s alpha and composite reliability. According
to Kline (2016), composite reliability should be used where Confirmatory Factor Analysis is employed.
Composite reliability is calculated as total score variance minus error variance, thus it gives the true score
variance (Byrne, 2013). The scores for composite reliability ranged from 0.703 (Green Brand Equity) to
0.904 (Green Satisfaction). Thus, using the threshold of 0.7 (Byrne, 2013; Hair et al., 2010), the require-
ments of construct reliability were met. The reliability scores using Cronbach’s alpha were also above 0.7
(Hair et al.,, 2010; Nunnally & Bernstein, 1994), ranging from 0.874 to 0.929. Table 2 shows the psycho-
metric properties of the measurement model.

Discriminant validity was defined as the extent to which measures of different constructs are dissimilar
(Zikmund et al., 2013). This paper examined discriminant validity using the criteria by Fornell and Larcker
(1981). They postulated that to establish distinct constructs, the square root of the AVE of the construct
should be greater than any of its correlations with other variables in the model. All correlations were
below the square roots of their AVE values. The Maximum Shared Variance (MSV) values were also less
than the Average Variance Extracted (AVE) values (Table 2), to confirm that discriminant validity was
present (Hair et al., 2010). Table 3 illustrates the assessment of discriminant validity.

Table 1. Confirmatory Factor Analysis (CFA) model fit.

Fit Criteria X2/df SRMR RMSEA GFI IFI TLI CFI
Recommended 2-5 0.08 0.08 0.9 0.95 0.95 0.95
Before Respecification 3.009 0.059 0.079 0.892 0.944 0.950 0.954
After Respecification 2.547 0.049 0.07 0911 0.960 0.956 0.965
Fit Result Good Perfect Acceptable Good Perfect Good Perfect

Notes: Model fit: According to Byrne (2013), Hu and Bentler (1999) and Kline (2016).
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Table 2. Psychometric properties of the measurement model.

Construct Item Loading SMC AVE MSv CR CA
Green GSA1 0.858 0.736
Satisfaction GSA2 0.834 0.695
(GSA) GSA3 0.820 0.672
GSA4 0.841 0.708
GSA5 0.681 0.463 0.655 0.553 0.904 0.906
Green GTR1 0.869 0.755
Trust GTR2 0.837 0.701
(GTR) GTR3 0.901 0.812
GTR4 0.898 0.806 0.768 0.643 0.864 0.929
Green GBI1 0.870 0.757
Brand GBI2 0.895 0.801
Image GBI3 0.832 0.693
(GBI) GBI4 0.769 0.592 0.710 0.680 0.840 0.904
Green GBE1 0.798 0.637
Brand GBE2 0.870 0.756
Equity (GBE) GBE3 0.817 0.668 0.687 0.680 0.703 0.874

Notes: Loading =Standardised Loading; AVE = Average Variance Extracted; MSV=Maximum Shared Variance; SMC=Squared Multiple Correlation;
CR=Composite Reliability; CA=Cronbach Alpha.
Source: Survey Data.

Table 3. Assessment of discriminant validity.

R Squared (R?) 1 2 3 4
Green Satisfaction (1) N/A 0.809
Green Trust (2) 0.650 0.545 0.876
Green Brand Image (3) 0.351 0.591 0.802 0.843
Green Brand Equity (4) 0.820 0.744 0.755 0.825 0.829
Notes: Square Root of the Average Variance Extracted is bold on the diagonal; Constructs correlations are below the diagonal; N/A means Not

Applicable.
Source: Survey Data.

4.3. Assessment of the structural model

In order to examine the hypothesized theoretical model, Structural Equation Modelling (SEM) was used.
The three criteria were used to evaluate the structural model. The model fit examined how much the
hypothesized model reproduces sample data, the model fit (Anderson & Gerbin, 1988; Hu & Bentler,
1999). Secondly, the path estimates were used to assess the causal effect between variables in the struc-
tural model (Hair et al,, 2010; Kline, 2016). Third, the explanatory power of the model was evaluated (the
variability in the endogenous variables explained by the model) (Al-Fraihat et al., 2020; Hair et al.,, 2010).
Lastly, the nomological validity of the model was also examined in order to assess the relevance of the
structural relationships to established theory (Hagger et al., 2017).

Following the recommendations of Anderson and Gerbin (1988), Byrne (2013) and Kline (2016), the
model fit of the structural model was assessed. Although the Chi Square was significant, the use of the
normed Chi Square (Chi Square normalised by degrees of freedom or x?/df) is normally used. The normed
Chi square was 2.372, a reflection of a good fitting model (Hu & Bentler, 1999). In other absolute fit
indices, the GFl was 0.918, whilst the RMR= 0.049, and RMSEA = 0.067. In incremental fit indices the IFl=
0.970, TLI= 0.954 and CFl= 0.962. As a result, the model reflected a good fit (Byrne, 2013; Hu & Bentler,
1999; Kline, 2016). Figure 2 illustrates the structural model.

Secondly, the parameter estimates between the latent constructs in the model were assessed (Hair
et al, 2010). In order to examine causal effects between variables in the model and test research hypoth-
eses, coefficients estimated using the Maximum Likelihood method were used. Hypothesis H, had pro-
posed a positive relationship between green satisfaction and green brand image. The resulting estimate
(B) was 0.593, with a t-statistic of +9.962, and p<0.001. This confirmed the positive effect of green sat-
isfaction on green brand image. Green satisfaction also positively influenced green trust (3=0.104, t =
+1.996 and p=0.042), confirming the role of green satisfaction in building green trust with organic foods.
Green satisfaction also had a positive and significant direct effect on green brand equity directly (3=0.377,
t = 4+7.550, p<0.001). Results confirm the key role of green satisfaction in the development of green
brand equity in organic food markets, directly and indirectly through green brand image and green trust.
Resultantly, hypotheses H,, H, and H; were supported.
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Figure 2. The structural model.
Notes: *** denotes p <0.001; *denotes p <0.05; Gr=Green.
Source: AMOS Graphics (survey data).

Table 4. Outcomes of hypothesis testing.

Hypothesis Causal path Standardised Unstandardised t-statistic p-value Result
H1 GSA->GBI 0.593 0.749 +9.962 Frx Supported
H2 GSA->GTR 0.104 0.134 +1.996 0.042 Supported
H3 GSA->GBE 0.377 0.422 +7.550 Frx Supported
H4 GBI->GTR 0.741 0.816 +12.356 il Supported
H5 GBI->GBE 0.507 0.448 +6.854 Frx Supported
H6 GTR->GBE 0.143 0.154 +2.136 0.033 Supported

Notes: GSA=Green Satisfaction; GTR=Green Trust; GBl=Green Brand Image; GBE=Green Brand Equity; Standardised and unstandardised are
estimates; p-values denoted by three asterisks (***) were < 0.001.
Source: Survey Data.

The paper had also proposed that green brand image positively influenced green trust with organic
food brands. The results reflected an estimate of 0.741, supported by a t-statistic of +12.356 and p<0.001.
This relationship was confirmed and hypothesis H, received empirical support. More so, the study pro-
posed that green brand image positively affects green brand equity in Hs. This hypothesis was supported
as the path estimate was 0.507, supported by a t-statistic of +6.854, p<0.001. Finally, hypothesis H, had
proposed that green trust positively influences green brand equity. The path estimate between green
trust and green brand equity was 0.143, its t-statistic was +2.136 and p=0.033. The results confirmed
empirical support for the relationship between green trust and green brand equity, thus H, was also
accepted. Table 4 shows the results of hypothesis testing.

The structural model was also assessed based on it explanatory power (Al-Fraihat et al., 2020). Green
satisfaction explained 35.1% variability in green brand image (R Square = 0.351). An R Square (R?) of
0.65 confirmed that green satisfaction and green brand image explained 65% of the variability in green
trust. The structural model also reflected that through effects of green satisfaction, green brand image
and green trust, 82% of the variability in green brand equity (R Square of 0.820) was accounted for. The
model reproduced structural relationships grounded in established theory, thus its nomological validity
was confirmed (Hagger et al., 2017).

4.4. Discussion of findings

The study hypothesized the effect of green satisfaction on green brand image (H,) Interestingly, the
study found that cumulative satisfaction with organic foods enhances development of positive green
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mental images, experiential knowledge about the green brand. As a result, H; gained empirical support
and the influence of green satisfaction on green brand image was confirmed. From the structural model,
35.1% of the variability in green brand image was explained by green satisfaction. Green satisfaction
forms the basis on which customers create memorable mental images which help in the development
of green brand image (Butt et al, 2016; Chen & Chang, 2013). These findings support the claims by
Upamannyu and Bhakar (2014) who also revealed that customer satisfaction influences brand image,
albeit, in generic markets outside green contexts. These findings present important findings especially in
the context of green food brands.

The study also examined the influence of green satisfaction on green trust. This relationship was con-
firmed and H, received empirical support. The results suggest that given marked skepticism and con-
sumer hesitancy to try green foods, green satisfaction provides an opportunity for organic food brands
to build green trust. Green consumers are inclined to develop trust for brands that fulfill their green
promises. Furthermore, green satisfaction helps to cultivate green trust, which however builds over suc-
cessive encounters with a green brand, thus it also confirms the positive role of green brand image in
enhancing green trust (Akturan, 2018; Morgan & Hunt, 1994; Thibaut, 2017) and green buying behavior
(Shakir et al., 2021; Zia et al,, 2021). Amid green washing and green confusion in most green markets,
green satisfaction provides a springboard for developing green trust. The findings concur with several
studies trust (Bekk et al., 2016; Butt et al., 2016; Esch et al., 2006).

More so, the study had hypothesized the direct effect of green satisfaction on green brand equity
within organic food markets (H,). This relationship was supported and H; was accepted. The findings
suggest that green fulfillment through green satisfaction provides important leverage for developing
brand equity, preference and likeness. Green brands are evaluated on their ability to satisfy their
pro-health and environmental promises to consumers, thus confirming this through green satisfaction
provides the rationale for development of brand value through green brand equity. These results also
add a new layer to existing literature from an organic food context. They concur with previous studies
(Bekk et al., 2016; Esch et al,, 2006; Ha, 2021; Pappu & Quester, 2006).

In H,, the study proposed the effect of green brand image on green trust. This hypothesis was sup-
ported and the findings also suggest that green positive mental images created over successive interac-
tions with a green brand help in cultivating green trust. Emotional associations with brands grow out of
experiences and they are linked in memory to those brands, when a memory is recalled, the component
parts of the memory, emotional associations are reunited (Rossenbaum-Elliot et al., 2011). Green trust has
been observed to reduce perceived risk in purchasing green brands. The importance of building green
brand trust has been observed in a number of studies (Ha, 2021; Janssen & Hamm, 2012; Rahman et al.,
2016; Van Loo et al., 2013; Voona et al.,, 2011). Current findings support that green brand image will build
feelings of trust over successive encounters with a green brand. Green brand image and green satisfac-
tion explained 65% of the variability in green trust (R square = 0.65).

The study also hypothesized that green brand image influences green brand equity in H.. This rela-
tionship was observed and H; was confirmed. This paper views green brand image as a proxy of green
brand positioning within organic food markets. Organic food brands that carry positive brand image
positioned themselves in green markets as reliable in fulfilling their green promises. Consumers value the
net benefits on the biophysical environment that a green brand delivers (Zia et al., 2021) and this posi-
tively influence green buying behavior (Shakir et al., 2021). Thus, the findings support that green brand
image positively improves green brand equity for organic food brands. These results concur with a pleth-
ora of studies in literature (Buil et al., 2013; Cretu & Brodie, 2007; Delafrooz & Goli, 2015; Faircloth et al.,
2001; Fong et al., 2014; Namkung & Jang, 2013).

The last hypothesis (H¢) proposed the positive effect of green trust on green brand equity. Interestingly,
this hypothesis was also supported. The findings emphasise the key role of green trust on building green
brand value, especially of food brands. Trust acts as a key lever in most food markets and it serves as a
reliability metric for food brands. Trusted brands earn brand value, consumers tend to share their green
brand experiences with other consumers, and this implies that green trust reduces perceived risk, attracts
new purchases, generates green word of mouth and reinforces green brand equity. The current findings
lean on several studies in extant literature (Esch et al., 2006; Ha, 2021; Janssen & Hamm, 2012; Pivato
et al., 2008; Van Loo et al., 2013). These results suggest that the ability of the green brand to deliver its
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green promises (pro health and pro environmental promises) is critically important for leveraging green
brand equity, hence green buying behavior (Shakir et al.,, 2021). The validated model explained 82% of
the variability (R Square = 0.82) in green brand equity, confirming the multifaceted role of green satis-
faction in organic foods, directly and indirectly through green brand image and green trust.

5. Conclusions, implications and recommendations
5.1. Conclusions

The study sought to evaluate the antecedents of green brand equity in the organic food markets in
Harare, Zimbabwe. The paper examined the key role of green satisfaction in influencing green brand
image, green trust and green brand equity. The key revelation of the study was green satisfaction under-
pins the development of green brand equity directly and indirectly through its positive influence on
green brand image and green trust. Green satisfaction also strengthens the effect of green brand image
on green trust in organic food markets. The study also confirms the importance of brand image and
brand trust especially in food markets where consumer sensitivity, hesitancy and skepticism to green
brands is very high. The paper learns rising consumer awareness in line with sustainable consumption
especially within the generations Y and Z, who represent a substantial consumer segment as well as
important reflections of long-term consumption behaviors. The study brings a key emphasis on using
green satisfaction to leverage green brand equity for organic food brands.

5.2. Theoretical implications

The study brings important implications for theory. Firstly, the study was not based an intuitive research
framework based on a stand-alone theoretical model. An integrated model was proposed in this research
grounded in the disconfirmation theory (Oliver, 1980), trust-commitment theory of relationship market-
ing (Morgan & Hunt, 1994) and the consumer based brand equity model (Keller, 1993). In addition, the
social exchange theory (Thibaut, 2017) and the transactional cost theory (Williamson, 1986) also lent
imperative insights in predicting causal relationships in the proposed model. As shown in Figure 2, the
validated structural model explained 82% of the variability in green brand equity in organic food mar-
kets (R square = 0.82). The study becomes the first to explore a key multifaceted role of green satisfac-
tion in developing brand equity for green brands in the organic food context. Most studies have
operationalized green satisfaction as the outcome variable. However, this study confirmed the key
antecedent role of green satisfaction in the development of green brand image, green trust and subse-
quent green brand equity. It can therefore be drawn that in organic food markets, green satisfaction
precedes the development of green trust and green brand equity, a novel theoretical contribution that
has been overlooked in prior research.

Amid consumer hesitancy on green products, especially food products, the research reveals the impor-
tance of green satisfaction, green brand image and green trust on building green brand equity. Although
these have been examined in prior research, the study also reiterates the key roles of green trust and
green brand image in organic food context. Thus, the study validates a model that can be used to exam-
ine green brand equity in other markets outside Zimbabwe. This research can be a key theoretical
springboard for the development of alternative decomposed frameworks that attempt to evaluate the
antecedents of green brand equity in diverse consumer markets, as a pathway to catalyse the uptake of
green products, especially food products.

5.3. Practical implications

With biophysical environmental concerns proliferating, this research brings important implications for
both green producers and marketers, particularly in the food markets. Given the protracted consumer
hesitancy with green foods in most consumer markets, especially in developing economies, green trust
and green brand image emerge as strong catalysts to expedite the development of green brand equity
in green food markets. The paper demonstrates how green marketers can utilise green satisfaction to
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eliminate consumer skepticism, mistrust and green phobias on green brands. Based on the findings of
this research, green satisfaction presents an opportunity to fulfil both core product or functional perfor-
mance and its embedded pro-health and environmental preservation promises. Green food marketers
can use green satisfaction to build green brand image, green trust and ultimately green brand equity,
hence green buying behavior in consumer markets.

Further, the study connotes key issues for green regulation especially quality control in green food
production and marketing. This can help in mitigating green washing, enhancing environmental preser-
vation and protecting consumer health. When organic food produces and marketers commit to develop-
ing, communicating and fulfilling their green value propositions through green satisfaction, the future
green consumption prospects are enhanced and this can present a milestone success in the quest for
biophysical sustainability.

5.4. Recommendations

This study recommends the development of green food brands that have a unique value proposition in
terms of their functional (primary or core product) satisfaction and fulfilment of its pro-health and envi-
ronmental preservation initiatives. The paper urges green marketers to avoid temptations of green wash-
ing by simply delivering the right green brand, the first time. This may bridge the gap between green
promises and green fulfilment, a key impetus for brand positioning and strengthening green brand
equity. Green washing, the tendency to overpromise on green benefits yet not delivering any, has been
strongly cited as one of the reasons why green adoption has been slower than anticipated in most con-
sumer markets.

5.5. Limitations and future study

Although the objective of the study was accomplished, the study was subject to a few limitations,
which create avenues for future research. Although the effect of green satisfaction on green brand
image was strongly confirmed, this relationship is yet to gain extensive empirical support within con-
sumer markets. Future studies may consider cross validating this model in diverse geographical and
market contexts.

Secondly, the study was conducted in the upmarket urban food markets in Harare, Zimbabwe.
Consumer behavior may vary due to contextual factors. Future studies may investigate the determinants
of green brand equity in rural markets and smaller towns alike. More so, the study was a cross sectional
survey and consumers may change their beliefs, knowledge and behaviors on green food brands. Future
studies may conduct longitudinal studies to evaluate the findings over a protracted period of research.

The paper also presents a limitation on the mono quantitative methods to examine the antecedents
of green brand equity. Future studies may explore qualitative methods that garner deeper insights
about motivations underlying consumer green purchase behaviors and brand value perceptions.
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