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Abstract

This is a research paper that is focused on assessing issues relating to green brand image influences on
high-school students and its implications sustainability.

An interpretive methodology was utilised in order to help understand high-school student perceptions of Brand
Image in terms of Sustainability. The scope for this research were high-school students with the population of
interest made up of 11 private schools, located at independent school sites, situated in Bangkok, Thailand.

Findings: The research outcomes comprised of Five (5) Main Themes: Emotional Engagement, Green Brand
Trust, Green Brand Loyalty, Functional Benefits, Sustainable Corporate Image; and Twelve (12) sub-themes
created through the focused analysis of 133 conversation targets.

The paper addresses the raised issues and implications for managing Green Brand Image and Sustainability.
These indications are synthesised from major research actors in the field that show that socio-political strategies,
economics and marketing Brand developments that should be made clearer and a paradigm shift made to
strengthen strategies to engage younger people in positive Brand Image management.
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1. Introduction

Climate change awareness is the use of green branding as a global underpinning mechanism (Lin, Lobo, &
Leckie, 2017) supporting Product-consumer engagement. Subsequently, green brand images have emerged as a
powerful tool for marketers to engage climate change through a prominent focus on gaining consumer purchaser
attention (Adams, Smith, & Straume, 2012). This has led to transformative green marketing practices (Polonsky,
2011), highlighting the possibilities of green brands through images associated with sustainability outcomes
(Yadav, Kumar, & Pathak, 2016) and inspire consumers to behave as “advertised”. Hansen (2002) suggested that
advertising gains were possible with the developing relationship of brand image and climate change issues as a
way to create strong connections to issues considered by individuals—who had clear opinions and intentions
surrounding climate change. Thus, making the connections of brand image through advertising and connecting
this to climate change has been a powerful move in the advertising industry. However, this has been tried many
times previously. For example, Benneton in the early 80’s introduced shock images to connect the brand to social
justice orientations (Barela, 2003). Today, high-school students are seen as viable groups worthy of directing
specific brand messages and images in order to influence their buying power—especially through myriad digital
channels.

Presently, brand image and climate change issues are connected through advertising to high-school student to
make them actively aware of a brand’s eco-friendly products and services through a resource-based orientation
(Barney, 2001). This leads to the building of green brand equity (Adner & Zemsky, 2006). Sustainability is
therefore a related consideration, but the posit of the brand image appears to be a much more focused
underpinning to sustainability notions of brand imaging (Aaker, 1997). Developing a brand to match company
intent (Schmitt, 2012) also poses problems for both the company (Lievens & Highhouse, 2003), and the targeted
group in this case high-school students.
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1.1 Brands and Climate Change Communications Strategy

Brands are considered by many groups as instruments to build a better world (Grubor & Milovanov, 2017).
Brands appear to follow symbolic connections to their targeted groups through brand identity (Kotler & Keller,
2006) and many appear to follow sustainability trends to ensure their visibility (Horlings, 2010). This engagement
of the consumer with the brand rests on reference points such as social image, self-image (Lee, Su, & Yang,
2016), representing personal attitude, brand preference and brand loyalty (Miller, 1988). The complex
engagement of brand awareness (Esch el al., 2006) within a collective competition (Heath, 2009) makes these
other reference points of less importance, and the primary mode for connection—hence brand image through
advertising gaining brand recognition (Zhou, Yim, & Tse, 2005) and ensuring heightened brand personality
(Lucia et al., 2011).

Connecting with the targeted consumer requires for high-school students who for many, are adept with specific
kinds of technology channels and appear to be bombarded through multi-channels and influenced faster through
advertising yield and where such targets are influenced by group/peer pressures (Nandan, 2005). However,
research provides some understanding that at different stages of the purchase process, high-school students are
more focused on the social aspects of being a consumer. There is however, a paucity of research underpinning
high-school students express their engaged consumer orientation (Bunce, Baird, & Jones, 2017). This is the focal
point for many brand awareness programmes. Subsequently, consumer socialisation patterns serve to give
high-school student confidence in making appropriate choices between brands offset by their social grouping
influences. This coupled to potential or real expected environment messages (Hartmann, Ibanez, & Sainz, 2005)
suggest that high-school students become really tuned into adjusting their responses to such marketing
presentations. Further, personal products would appear to become a major connection to the high-school group
as their personalities are developing and they become more focused on products that match their internal green
brand attitudes (Raska & Shaw, 2012). It would also appear that high-school students are conditioned to accept
or reject brand images according to their own internal green constructs based on their peer grouping and their
channel sponsors notions of green brand images (Chen & Chang, 2012) resulting in brand consciousness and
attachment (Park et al., 2010).

Brand image that works with this group appears to be a combination of attributes seen in the product or services
that uphold issues such as visible activism, local position/focus, and subsequent efforts of the company to
rationalise the greening product/service supply chain. This means making the whole supply chain visible and
ensuring that there is no violation of the greening requirements surrounding this target groups climate change
orientation.

Many high-school students appear to focus on the notion that they will inherit the world’s climate change
problems and issues and thus show conclusively that they have a right to have their views made known and
understood by companies who supply them with product/services. This builds on a mantra from McDonalds
marketing—*"“get them while their young and they will be a customer all of their life”. Enabling such groups
requires companies to engage in a sustainable strategy and generate appropriate data surrounding the relevance
of that strategy to the high-school student’s group. However, today with severe issues surrounding child-relevant
data management, it is difficult in some countries to actually generate such data demands, and this leaves the
group considered as an outlie—when in fact they want to be treated the same as any other group for marketing
purposes.

What is it that high-school students want from products and services? and does this change?

In order for a brand image to be successful it must translate its brand message so that it is relevant to its target
group and influence its buying behaviour (McAlister & Cornwell, 2010). This message is often now directed
specifically to high-school student through technology (Hudders et al., 2017), rather than through their parents
affecting the child’s consumer socialization (Dotson & Hyatt, 2005). However, today more sophisticated
messages that are more personal engage each child is considered more important and this is often through digital
components, such as the mobile phones. Successful brands do this through specific and distinct offerings such as
goods that are produced on-demand to their specification and wants. This leads primarily to good business
engagement because of repeat business. In this respect, a good brand image creates product/service demands and
ensures the business survival and profit. Companies must embed green DNA in all operational pursuits and this
takes imagination, time and effort to change the company culture. The company must then transform how it
engages with customers, and in this case conduct appropriate and measured marketing research related to finding
out what high school students want, but also deliver this consistently through the brand image.

Being green and being accepted by the high-school student group is a complex problem that is difficult to engage
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with and that signifies a continuing issue for marketers—how to engage those that will be important to your
business operating model?

The literature on brand image and high-school student’s views are very rare as the extant literature of brand
image has mainly focused on competitive advantage and financial performance of adult populations. Further, a
customer orientation is required by using brand image capabilities to continuously update their brand image to
match changing consumer demands (Han, Kim, & Srivastava, 1998). This is especially important in this type of
group. Consequently, this raises some necessary and informed issues (Househ, 2011), and produces the context
for the research question, /n what ways are high-school students influenced by Green Brand Image and

Sustainability?
2. Method

Examining green brand image and sustainability developments for a target group with so little derived data,
demands a qualitative study to help distinguish between the many raised climate concerns (Walsh, White, &
Young, 2008). The target respondents for inclusion in the research study are high-school students whose opinions
are considered authentic and authoritive as ‘knowledge agents’ (Benn et al., 2008; Sbaraini et al., 2011)
reflecting distinctive personal and continuing climate change experiences. These knowledge agents are focused
on the research concerns (Cassell & Symon, 2004) by offering material observations regarding important topical
“expert” opinion in relation to green brand image and sustainability perceptions (Hansson & Bryngelsson, 2009).

The interview process employed semi-structured interviews underpinned by a subjective “knowledge” viewpoint
(Kvale, 1996) designed to ensure the safety of the high-school students and necessary to ensure their
security/protection and confidentiality of their opinions (Williamson & Burns, 2014), as well as being conducted
from a known safe location—school (Sturges & Hanrahan, 2004). Parental, student, and school manager
informed consent was provided in writing. No video was recorded, but the interview audio was recorded, and
additional non-identifiable notes were made according to appropriate and purposeful qualitative practices
(Nowell et al., 2017). No high-school student was interviewed alone, and no student was without a school
representative present. The research method was also reinforced by utilising an inductive/theory building
approach (Glaser & Strauss, 1967). This methodology is devised for constructing useful contextual data
outcomes (Qu & Dumay, 2011) which informs richer theory development (Cayla & Eckhardt, 2007) and
underpinned through reflexivity (Malterud, 2001).

2.1 Participant Characteristics

Eleven (11) high-school students associated with independent schools interested in climate change, located at a
variety of separate and in-scope private schools, were randomly targeted and engaged through distributed online
video linkages as part of taught Climate Change online sessions. This work is focused on the material issues
raised associated with high-school student opinions. This materially impacts on the purposeful actualisation and
provision of future developments of high-school students relating to environmental effects by informing this
aspect of climate change discussion. The students provided the data during the Covid-19 pandemic.
Consequently, the targeted closed population of eleven (11), were all contained within an identified research
frame (Ritchie & Lewis, 2003; Fink, 2000), which was made up of all high school students who had on-going
climate change experiences thus informing empirical adequacy (Spanos, 1990).

2.2 Pilot Study

A pilot study was carried out with one (1) respondent—chosen at random (James & James, 2011)—from the
population and excluded from the main interview process following Maxwell (2013)—Ileaving 10 high-school
students as a focus for the main interviews. The outcome of the pilot study validated changes to language and the
logic of the probing questions to respondents (Kim, 2011).

2.3 Interviews

All interviews were conducted in English and took approximately 45 minutes (Ward et al., 2015; Sbaraini et al.,
2011), and recorded with permission (Duranti, 2006). An identical set of prepared open questions for each
individual was used (Gray & Wilcox, 1995; James, 2014; Kvale, 1996) and modified through the use of
conditional probing questions (Balshem, 1991; Punch, 2014; Meurer et al., 2007). Whole-process validity
(Denzin & Lincoln, 1994) underpinning methodological coherence (Denzin, & Lincoln, 2018) was preserved by
connecting the main research question to the data outcomes (Stenbacka, 2001).

2.4 Data Analysis

In terms of the data analysis procedure, each interview was independently and manually coded (Dey, 2005)
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leading to the thematic and sub-theme analysis and outcomes using NVivo 11 (Glaser, 1992; Walsh, White, &
Young, 2008; Charmaz, 2006). The analysis fully represented the respondent’s views (Buston, 1999; James,
2015). The outcome was based on employing ‘credibility’ (Johnson, 1997) and ‘dependability’ (Lincoln & Guba,
1985) as a replacement for ‘reliability’ (Strauss & Corbin, 1990). Therefore, this supports a rational outcome as
“best explanation” (Achinstein, 1992) recreating through grounded theory towards the most valuable outcome
(Noble & Mitchell, 2016; James & James, 2011). Finally, this research focus exploits authentic opinion
reflecting the narrative and experience level of the high-school students through robust rigour (Seale &
Silverman, 1997) and were designed to help construct an analysis committed to the ‘interests of the public good’
(Sinzdak, 2008).

3. Results
3.1 Figures and Tables—Illustrating the Data Outcomes

The research outcomes as shown in Figure 1 below is provided as a layered, considered choice (Reissmann,
2008). The outcomes are illustrated below in Table 1 and comprises of Five (5) main themes: Emotional
Engagement, Green Brand Trust, Green Brand Loyalty, Functional Benefits, Sustainable Corporate Image; and
Twelve (12) sub-themes underpinned by 133 conversation targets as in Table 1, below.

Functona Bnefts
 Emotonal Engagoment
Green Brand Image and Sustainability  Sustainable Corporate Image |
)
o oy
[ Reinforcement ) ( Recognition ]
Figure 1. Research outcomes
Table 1. Primary outcomes—Research question, themes, sub-themes and conversation targets
Research Question
In what ways are high-school students influenced by Green Brand Image and Sustainability?
Main Themes Sub-Themes Conversation Targets
Emotional Engagement Attitude 11
Social Responsibility 09
Total 20
Green Brand Trust Reliable Performance 10
Environmental Reputation 15
Total 25
Green Brand Loyalty Reinforcement 13
Recognition 07

Information Flow 06
Total 26
Functional Benefits Climate Engagement 10
Cheaper Sustainable Goods 08
Repurchasing 11
Total 29
Sustainable Corporate Image Influencers 15
Eco-friendly Perceptions 18
Total 33 (133
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The discussion focuses on the main-theme elements, where the respondent’s voice is revealed by the stated
ad-verbatim dialogue, reflecting the respondent’s opinion (Cassell & Symon 2004), where the reporting format is
directly informed/derived from Gonzalez (2008) and Daniels et al. (2007). Consequently, the explanations that
are presented are considered internally coherent (Coombs, 2017) adding to the value of the consequent analysis
whilst maintaining respondent confidentiality (Kaiser, 2009). The amount of numbers do not carry any weight in
the analysis, but numbers are included to give some breadth to the stated theme development.

3.2 Data Discussion Reporting Process

The discussion focuses on the main-theme elements, where the respondent’s voice is revealed by the stated
ad-verbatim dialogue, reflecting the respondent’s opinion (Cassell & Symon, 2004), where the reporting format
is directly informed/derived from Gonzalez (2008) and Daniels et al. (2007). Consequently, the explanations that
are presented are considered internally coherent (Coombs, 2017) adding to the value of the consequent analysis
whilst maintaining respondent confidentiality (Kaiser, 2009). The amount of numbers do not carry any weight in
the analysis, but numbers are included to give some breadth to the stated theme development.

The primary outcomes are presented below (after Gonzalez, 2008), using isolated data abstraction layers (Cassell
& Symon 2004). Consequently, by considering the research question—In what ways are high-school students
influenced by Green Brand Image and Sustainability, the outcomes are stated here as (5) Main-Themes, and (12)

sub-themes as indicated in Table 1 above, where each sub-theme is located and examined within each respective
associated Main-Theme.

3.3 Main Themes

This paper targets the opinions of high-school students who have an interest in climate change and how this
influences their opinion of Green Brand Image and Sustainability. The relevant statements made by respondents
are presented and each main theme is then immediately discussed.

3.3.1 Main Theme—Emotional Engagement
In terms of Attitude respondent (02/09) suggested that:

“...Yes, we have used the Greta effect because everyone has heard of her. However, she does not represent
us, we don’t agree with what she says, cos we need to do it differently for adults to take us seriously...”

“...We feel empowered now to go out and take the climate change message to people. It is about making
sure that people hear, see us and be moved by our message of hope...”

In terms of Social Responsibility respondents (04/07) suggested that:

“...We expect all consumers to be SR. But they are not. Rich people are the worst. They can do something,
but don’t. We together respect others who like us think in the same way—and that goes for the
producers...”

“...It is something we are taught here, but as soon as you go outside the school, it isn’t seen—especially for
multi-nationals here...”

The high-school students appear to understand very well the effects of an emotional engagement, as this is
espoused through a group rational and modified reinforcement of localised group norms. Emotional positioning
through green brand imaging has not been readily assessed in the literature and its impact is essentially unknown.
However, the presence and perceived attributes of the target consumer provide an important level of emotional
engagement and resulting attitude. Further, it would appear that high-school students understand their needs and
make choices associated with the perceived green intentions of the green positioning strategy (Roozen & De
Pelsmacker, 1998). Positioning of the brand and subsequent imaging effects is essential in competitive markets
(Hooley, Saunders, & Piercy, 1998). However, in the high-school student group the level of emotional
engagement is unstated, or ignored by the product producer, and thus, an essential outcome of the greening
narrative through brand imaging is left out and can lead to perceptions of ambiguous greening claims (Pickett
Kangun, & Grove, 1995).

The high-school students appeared to recognise the heightened need to see and experience the way in which
product/service providers complied with business norms associated with social responsibility and more closely
with environmental responsibility. They appear to be sceptical of larger businesses and multi-nationals who are
thought to be less accountable than expected. The high-school students appeared to exhibit a narrow focus on
assessing green corporate producer capability and orientation towards altruistic outcomes and to a larger extent a
moral responsibility to do something good (Rodin, 2005). This appears to define their experiences and
subsequent buying actions and also has raised their perceptions of how well companies show through green
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brand imaging, their level of targeted emotional engagement with the producers through differentiation (Jamali
& Mirshak, 2007) according to their stated social responsibility remit (Habek & Wolniak, 2016; Andayani, 2021).

3.3.2 Main Theme—Green Brand Trust

In terms of Reliable Performance respondent (07) suggested that:

“...I trust certain brands because they deliver. We trust the same brands because we think the same and we
support each other through the purchase and use of it...”

In terms of Environmental Reputation respondent (01) suggested that:

“...I don’t think that brands that have been going for more than 20 years can show that they are green
brands, because they didn’t do it in the beginning and are just jumping on the climate-change
bandwagon...”

Green branding has only been a delivery strategy for most producers for a very short-period of time (Leonidou &
Skarmeas, 2015) and high-school students expressed little confidence about brands that only just appear to have
gone “green”. This appears to be coherent with the high-school students group norms, as it is perceived as new,
logical and dynamic to support. To the high-school students, underpinning green brand trust requires a
continuing longer-term narrative (Hollebeek & Macky, 2019). The student perceptions result from their own
experiences and in this case also indicate that for trust development this would take a much longer time to enact.
The sense of differentiation therefore polarises consistent messages associated with newer product strategy
(Delgado-Ballester & Munuera-Aleman, 2005), from those brands that should have done something “green”
previously but didn’t. This issue is very relevant to high-school students, as such younger consumers have been
treated as indifferent to historical data, as many consumers and corporates ignore their ability to make such
marketing decision outcomes. Further, the data suggests that the high-school students act within a focused
associated network, with functional and emotional entanglements (Lin, Lobo, & Leckie, 2017), and levels of
restricted group trust and authenticity (Phung, Ly, & Nguyen, 2019) that openly and powerfully direct their
consumer actions and reinforce green brand trust perceptions through group norms (Kong & Zhang, 2014).

3.3.3 Main Theme—Green Brand Loyalty

In terms of Reinforcement respondent (08) suggested that:

“...We all agree on a product (mostly) that meets our needs. We buy this product as it matches our attitudes
and to show eco-signals to others...”

In terms of Recognition respondent (10) suggested that:

“...The products we like, are also seen by others, who tell us how much we support good eco-products.
This helps with our ego and also shows that other recognise our good choices...”

In terms of Information Flow respondent (06) suggested that:

“...It is our thinking that sustainability, information flow and knowing what is right with a green product
that helps us differentiate between products and groups of products - whether sold by the same company or
not. It is confusing sometimes...”

It would appear that the high-school students group concentrate on moving from innovative products (green
imaging) that get their immediate attention and move towards more sustainable products (Engardio, 2007). This
results from recognition of such innovative products within discernible levels of learned sustainability
differentiation (Armstrong & Lehew, 2011). This is a significant outcome. This also shows an increase in
pressure from independent stakeholders (Kumar et al., 2018) and a subsequent response to the differentiated
communication of the brand imaging (Aaker & Joachimsthaler, 2000) and underpins a readiness to accept brand
imaging messages and green claims (Peattie, 1999) that “connect” to them (Bashir et al., 2020) through
image/message reinforcement measures offered through consistent information flows.

Green brand loyalty appears to be important to student group cohesion (Carron & Brawley, 2000). In this respect,
the high-school students show their cohesion and the linkage to green brand loyalty through in-group
reinforcement processes that share green data across digital channels/platforms. There is no evidence of one
following the other, and this is instrumental in that the high-school students seem to execute their group roles
and experience interdependent relationships within the group, whilst having similar dispositions creating
entitativity (Lickel et al., 2000).

3.3.4 Main Theme—Functional Benefits

In terms of Climate Engagement respondent (01) suggested that:
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“...Our future requires us to act morally and ensuring product we buy are ethically produced and green. We
wear such products to show others our concept too...”

In terms of Cheaper Sustainable Goods respondent (06) suggested that:

“...products supposed to last. We think though that this means weeks or a few months because we know we
will change our minds soon. We accept that. So, we expect these products should be the same functionally
for this time...”

In terms of Repurchasing respondent (03) suggested that:

“...It is better to buy products you know from information and experience. Many times we have moved to
another product only to come back again. We consistently buy products that match our green needs...”

The core of the brand is functionality and how this enhances the perception of climate engagement and what it
does for the purchaser. Subsequently, from the high-school student responses, this has implications, as major
brands do not focus on their requirements, as this segment is considered an outlier or inferior to the main purpose
of the brand rationale - despite the obvious imperative that young consumers become main consumers as they get
older. Therefore, the lack of priority and focus, becomes a risk to the sustainability of the brand image. Green
messages without the associated functionality lead to short-term involvement. Further, Grant (2008) indicates
that the greening perspective associated with brand eco-image development is a short-term priority where
features such as an eco-advantage is predominantly short-lived (S6derholm, 2020) as competitors see the
outcomes of marketing strategy and change according to the merits (for the producer) relative to the level of
gained profit. The coherence of high-school student consumer benefits associated with the producer stated
corporate green brand imaging, results in enhanced trust that is subsequently reinforced for any subsequent
repurchases. However, this needs to be viewed in the context of requiring cheaper products over time, that are
consistently sustainable along with the measures adopted by the producer. Given that green products often cost
more than products that are not considered green, indicates that the high-school students perspectives will
quickly forget products that do not match their approach to product sustainability requirements.

Subsequently, consumers change and so must the green brand image narrative. Changes to language ensure
focused connections to consumer tribes, but this is driven by the producer. Further, the high-school students view
brand image sustainability to be a reactive measure, associated with dropping demand and requires increased
attention to manage the consumer market share.

3.3.5 Main Theme—Sustainable Corporate Image
In terms of Influencers respondents (05/07/03) suggested that:

“...We read and test like any other buyers. Overtime we see what is sustainable and what is not. We make
very quick decisions if they don’t do it, we drop them as a group. Check out TikTok. The net is great for
that...”

“...I know that we follow companies that show some sustainability outcomes. We follow and show what is
important to us. I hope they see it too...”

“...We see companies supporting climate change and we are influenced to buy products that are green that
they sell. It is that simple...”

In terms of Eco-friendly Perceptions respondent (02/04) suggested that:

“...Being eco-friendly requires their commitment. When we see that, we commit too—with our money...”

“...The key is in the consistent message of their advertising. They make mistakes, but if there is green
consistency, we can support them...”

Corporate image issues embedded in contemporary advertising (Martinez, 2015) that now emphasise and
integrate with client perceptions of green brand trust (Berry & Rondinelli, 1998) are also likely to discover a
larger section of society wanting to support and trust such stated advertising outcomes (Chang & Fong, 2010).
Influencing corporate image changes are the data corresponding to rational inquiry during marketing research
activities (Reinartz, Wiegand, & Imschloss, 2019) indicating consumer preferences related to purchase intentions
for eco-products (Namkung & Jang, 2013). This is signalled by the high-school students as being represented by
“innovative methods” for eco-message reinforcement (Porter & van der Linde, 1995). Further, digital channels
provide a quick means to encapsulate green corporate image development and communication capability and
these can be done very quickly (Reinartz, Wiegand, & Imschloss, 2019). This coupled with the predominant
digital culture of “online at all times”, means that product producers can engage with appropriate apps and
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thereby influence the main actors associated with the student groups (Shrum, McCarty, & Lowrey, 1995). In
return, the high-school students also showed that they have some element of control over purchasing behaviour,
which appears to be moderated by the group, as the purchasing behaviour can be assessed across the variety of
digital touchpoints resulting in a buy or no buy situation (Lemon & Verhoef, 2016). Eco-friendly according to
the high-school students suggests a continuing engagement of the corporate image which remain as stated by the
producer consistently over time—where there is a congruency between eco-innovation in the production and
process innovations.

Since research has indicated that sustainable corporate image has a significant impact on customer satisfaction
and loyalty (Martenson, 2007), then a sustainable green corporate image may have the ability to widen the scope
of the production, realise standardisation of the production process to meet consistent and controlled criteria and
green image development to meet levels of competitiveness against the competition (Hart, 1995).

4. Conclusions

It would appear that there are different types of brand image that “connect” to specific groups of consumers
(Nguyen & Leblanc, 2001) and these have powerful implications especially for material green consciousness
(Connolly & Prothero, 2010) of consumers including high-school students (Lee, 2010; Lee, 2008). The
attractiveness between brand loyalty and brand reinforcement appears to be posited within their retention
decision capability. Further, high-school students act as brand reinforcers to their group through the technology
channels that are utilised which reflect their short time-frame of psychological engagements thus fostering brand
loyalty (Calvert, 2001). Further, the evidence points to visible brand reinforcement accompanying environmental
knowledge (Lee, 2010) through consumer group led socialisation patterns of engagement (John, 1999).
Subsequently, such groups operate to continuously reinforce themselves using social-trust processes that operate
openly and visibly within the group architecture. In this respect brand personality is personified in the brand
positioning strategy and brand attributes of the company (Hartmann, Ibanez, & Sainz, 2005) and may be
perceived as different by between differentiated groups.

The high-school participants appeared to understand that one product-one message could not be utilised
effectively and that there are multiple consumer segments that can be satisfied with exactly the same product
(Pomering & Johnson, 2009). Thus, mutually exclusive product messages do not appear to work with
multi-segment product types and where no one is happy at the outcome, as messages become weakened through
inadvertent attention to meanings and possibilities. Using digital connections/channels without understanding
weakens the message and waters-down the capability of the brand. The data suggest that this is a major area of
concern and unqualified differentiated messages may not provide the high-school consumer with an authoritive
understanding that their needs are being met despite the group reinforcement mechanisms. Thus green-washing
is an issue However, claims by producers/marketers weren’t always understood by the high-school students and
this may reflect on their lack of knowledge of the production processes associated with the product manufacture
and delivery, as well as the technical terminology utilised in advertising or the image presented affecting the
perception of the brand personality (Shrum, McCarty, & Lowrey, 1995).

High-school students appeared to encourage themselves to purchase products that were seen as green above all
other products but still required to have products that matched their egos and the group purchasing norms (Lee,
2010; Barnett, Jermier, & Lafferty, 2006). Searching for products and data about such products become a normal
purchasing behaviour. The difference was the level of engagement in such searches. Outlier students were not
seen as trustful and therefore only had short connections to the group. Whereas, those that purchased products
that were accepted by all members as meeting the green conditions and the wider element of reinforcement of
group norms were acceptable.

With brands so “everyday” that are perceived by the consumer as saturated and tired, where young consumers
have begun to switch off from such company messages and ignore the associated products. However, the
younger element of consumers cannot be ignored as indifferent or misunderstood, as these are the individuals
who have pestered their parents for products that appear to have been important to them. In this way, much
consumerism has been lost due to the inadequate understanding by the product manufacturers and even the
marketers building consumer demand through climate change and product association (Ahearne et al., 2010).
This research shows that high-school students already have the ability to make “political” decisions and
disengage with products that do not provide the level of engagement necessary for them to use as a part of their
“connected” experiences within the groups that they discuss, assess, decide and reinforce products to match their
particular orientations as depicted by Straughan and Roberts (1999).

High-school students who demand and purchase green products do so, not only to satisfy their group influences
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but also to reinforce themselves as visible and responsible consumers (Moisander, 2007) to their connected group
and raising a consistent open attitude to green brand image and sustainability (Chen & Chai, 2010).

References
Aaker, D., & Joachimsthaler, E. (2000). Brand Leadership. London, UK: The Free Press.

Aaker, J. (1997). Dimensions of brand personality. Journal of Marketing Research, 34(3), 347-356.
https://doi.org/10.1177/002224379703400304

Achinstein, P. (1992). Inference to the Best Explanation: Or, Who Won the Mill-Whewell Debate? Studies in the
History and Philosophy of Science Part A, 23(2), 349—-364. https://doi.org/10.1016/0039-3681(92)90039-9

Adams, S., Smith, J., & Straume, 1. (2012). Political Imaginaries in Question. Critical Horizons, 13(1), 5—11.
https://doi.org/10.1558/crit.v13il.5

Adner, R., & Zemsky, P. (2006). A demand-based perspective on sustainable competitive advantage. Strategy
Management Journal, 27(3), 215-239. https://doi.org/10.1002/smj.513

Ahearne, M., Rapp, A., Hughes, D., & Jinal, R. (2010). Managing sales force product perceptions and control
systems in the success of new product introductions. Journal of Marketing, 47(4), 764-776.
https://doi.org/10.1509/jmkr.47.4.764

Andayani, W. (2021). Disclosure of Corporate Social Responsibility, Company Performance, and Corporate
Reputation as the Mediating Role: Indonesian Context. Journal of Accounting and Investment, 22(3),
581-601. https://doi.org/10.18196/jai.v22i3.12190

Armstrong, C., & Lehew, M. (2011). Sustainable apparel product development: In search of a new dominant
social paradigm for the field using sustainable approaches. Fashion Practice: The Journal of Design
Creative Process and the Fashion, 3(1), 29-62. https://doi.org/10.2752/175693811X12925927157018

Balshem, M. (1991). Cancer, Control and Causality: Talking about Cancer in a Working-Class Community.
American Ethnologist, 18(1), 152—172. https://doi.org/10.1525/a¢.1991.18.1.02a00070

Barela, M. (2003). United Colors of Benetton: From Sweaters to Success: An Examination of the Triumphs and
Controversies of a Multinational Clothing Company. Journal of International Marketing, 11(4), 113—-128.
https://doi.org/10.1509/jimk.11.4.113.20152

Barnett, M., Jermier, J., & Lafferty, B. (2006). Corporate reputation: The definitional landscape. Corporate
Reputation Review, 9(1), 26—-38. https://doi.org/10.1057/palgrave.crr.1550012

Barney, J. (2001). Is the resource-based “view” a useful perspective for strategic management research? Yes.
Academy of Management Review, 26(1), 41-56. https://doi.org/10.5465/amr.2001.4011938

Bashir, S., Khwaja, M., Rashid, Y., Turi, J., & Waheed, T. (2020). Green Brand Benefits and Brand Outcomes:
The Mediating Role of Green Brand Image. SAGE Open, 10(3). https://doi.org/10.1177/2158244020953156

Benn, N., Buckingham, S., Domingue, J., & Mancini, C. (2008). Ontological Foundations for Scholarly Debate
Mapping Technology. In 2nd International Conference on Computational Models of Argument
(COMMA °08), Toulouse, France.

Berry, M., & Rondinelly, D. (1998). Proactive Corporate Environmental Management: A New Industrial
Revolution. Academy of Management Executive, 12(2), 38—49. https://doi.org/10.5465/ame.1998.650515

Bunce, L., Baird, A., & Jones, S. (2017). The student-as-consumer approach in higher education and its effects
on academic performance. Studies in Higher  Education, 42(11), 1958-1978.
https://doi.org/10.1080/03075079.2015.1127908

Buston, K. (1999). NUD*IST in action: its use and its usefulness in a study of chronic illness in young people. In
A. Bryman & R. Burgess (Eds.), Analysis and Interpretation of Qualitative Data. London, UK: Sage
Publications.

Calvert, S. (2001). Future Faces of Selling to Children. In D. Singer & J. Singer (Eds.), Handbook of Children
and the Media. Thousand Oaks, California: Sage Publications.

Carron, A., & Brawley, L. (2000). Cohesion: Conceptual and Measurement Issues. Small Group Research, 31(1),
89-106. https://doi.org/10.1177/104649640003100105

Cassell, C., & Symon, G. (2004). Essential Guide to Qualitative Methods in Organizational Research. London,
UK: Sage Publications. https://doi.org/10.4135/9781446280119

89



ijjms.ccsenet.org International Journal of Marketing Studies Vol. 14, No. 1; 2022

Cayla, J., & Eckhardt., G. (2007). Asian Brands without Borders: Regional Opportunities and Challenges.
International Marketing Review, 24(4), 444—456. https://doi.org/10.1108/02651330710761017

Chang, N., & Fong, C. (2010). Green product quality, green corporate image, green customer satisfaction, and
green customer loyalty. African Journal of Business Management, 4(13), 2336-2344.

Charmaz, K. (2006). Constructing Grounded Theory A Practical Guide Through Qualitative Analysis. London,
UK: Sage Publications.

Chen, T., & Chai, L. (2010). Attitude towards the environment and green products: Consumers’ perspective.
Management Science and Engineering, 4(2), 27-39. https://doi.org/10.1.1.854.725

Chen, Y., & Chang, C. (2012). Enhance green purchase intentions: The roles of green perceived value, green
perceived risk, and green trust. Management Decision, 50(3), 502-520.
https://doi.org/10.1108/00251741211216250

Connolly, J., & Prothero, A. (2003). Sustainable consumption: Consumption, consumers and the commodity
discourse. Consumption Markets & Culture, 6(4), 275-291. https://doi.org/10.1080/1025386032000168311

Coombs, C. (2017). Coherence and transparency: Some advice for qualitative researchers. Production, 27, 1-8,
€20170068. https://doi.org/10.1590/0103-6513.006817

Daniels, J., Bradley, M., Cramer, D., Winkler, A., Kinebrew, K., & Crockett, D. (2007). The Successful
Resolution of Armed Hostage/Barricade Events in Schools: A Qualitative Analysis. Psychology in the
Schools, 44(6), 601-613. https://doi.org/10.1002/pits.20250

Delgado-Ballester, E., & Munuera-Aleman, J. (2005). Does brand trust matter to brand equity? Journal of
Product and Brand Management, 14(2-3), 187—-196. https://doi.org/10.1108/10610420510601058

Denzin, N., & Lincoln, Y. (1994). Handbook of Qualitative Research. Thousand Oaks, CA.: Sage Publications.

Denzin, N., & Lincoln, Y. (2018). Handbook of Qualitative Research (5th ed.). Thousand Oaks, CA.: Sage
Publications.

Dey, L. (2005). Qualitative Data Analysis. London, UK: Routledge.

Dotson, M., & Hyatt, E. (2005). Major influence factors in children’s consumer socialization. Journal of
Consumer Marketing, 22(1), 35-42. https://doi.org/10.1108/07363760510576536

Duranti, A. (2006). Transcripts, like Shadows on a Wall. Mind, Culture, and Activity, 13(4), 301-310.
https://doi.org/10.1207/s15327884mcal304 3

Engardio, P. (2007). Beyond the Green Corporation. Business Week, January 29, 50-64, The McGraw-Hill
Companies.

Esch, F., Langner, T., Schmitt, B., & Geus, P. (2006). Are brands forever? How brand knowledge and
relationships affect current and future purchases: Journal of Product & Brand Management, 15(2), 98—105.
https://doi.org/10.1108/10610420610658938

Fink, A. (2000). The Role of the Researcher in the Qualitative Research Process. A Potential Barrier to Archiving
Qualitative Data. Forum: Qualitative Social Research, 1(3), article 4. https://doi.org/10.17169/fgs-1.3.1021

Glaser, B. (1992). Basics of Grounded Theory Analysis. Mill Valley, CA.: Sociology Press.

Glaser, B., & Strauss, A. (1967). The Discovery of Grounded Theory: Strategies for Qualitative Research.
Chicago: Aldine. https://doi.org/10.1097/00006199-196807000-00014

Gonzalez, C. (2008). Conceptions of, and approaches to, teaching online: A study of lecturers teaching

postgraduate distance courses. Higher Education, 57(3), 299-314.
https://doi.org/10.1007/s10734-008-9145-1
Grant, J. (2008). Green Marketing. Strategic Direction, 24(6), 25-217.

https://doi.org/10.1108/02580540810868041
Gray, J., & Wilcox, B. (1995). Good Schools, Bad Schools. Milton Keynes, UK: Open University Press.

Grubor, A., & Milovanov, O. (2017). Brand Strategies in the Era of Sustainability. Interdisciplinary Description
of Complex Systems, 15(1), 78—88. https://doi.org/10.7906/indecs.15.1.6

Habek, P., & Wolniak, R. (2016). Assessing the quality of corporate social responsibility reports: The case of
reporting practices in selected European Union member states. Quality and Quantity, 50(1), 399-420.
(https://doi.org/10.1007/s11135-014-0155-z

90



ijjms.ccsenet.org International Journal of Marketing Studies Vol. 14, No. 1; 2022

Han, J., Kim, N., & Srivastava, R. (1998). Market orientation and organizational performance: Is innovation a
missing link? Journal of Marketing, 62(4), 30-45. https://doi.org/10.1177/002224299806200403

Hansen, A. (2002). Discourses of Nature in Advertising. Communications, 27(4), 499-511.
https://doi.org/10.1515/comm.2002.005

Hansson, A., & Bryngelsson, M. (2009). Expert opinions on carbon dioxide capture and storage—A framing of
uncertainties and possibilities. Energy Policy, 37(6), 2273-2282.
https://doi.org/10.1016/j.enpol.2009.02.018

Hart, S. (1995). A Natural-Resource-Based View of the Firm. Academy of Management Review, 20(4), 986—1014.
https://doi.org/10.2307/258963

Hartmann, P., Ibanez, V., & Sainz, J. (2005). Green branding effects on attitude: Functional versus emotional
positioning strategies. Marketing Intelligence & Planning, 23(1), 9-29.
https://doi.org/10.1108/02634500510577447

Heath, R. (2009). The rhetorical tradition: Wrangle in the marketplace. In R. Heath, E. Toth & D. Waymer (Eds.),
Rhetorical and critical approaches to public relations II (pp. 17-47). New York, NY: Routledge.
https://doi.org/10.4324/9780203874929

Hollebeek, L., & Macky, K. (2019). Digital content marketing’s role in fostering consumer engagement, trust,
and value: Framework, fundamental propositions, and implications. Journal of Interactive Marketing, 45,
27-41. https://doi.org/10.1016/j.intmar.2018.07.003

Hooley, G., Saunders, J., & Piercy, N. (1998). Marketing Strategy and Competitive Positioning (2nd ed.). Hemel
Hempstead, UK: Prentice-Hall.

Horlings, S. (2010). Marketing Sustainability—Bridging the gap between branding, sustainability and consumer
demands. Utrecht, Holland: IDH — Dutch Sustainable Trade initiative.

Househ, M. (2011). Sharing sensitive personal health information through Facebook: The unintended
consequences. Studies in Health Technology and  Informatics, 169, 616—-620.
https://doi.org/10.3233/978-1-60750-806-9-616

Hudders, L., De Pauw, P., Cauberghe, V., Panic, K., Zarouali, B., & Rozendaal, E. (2017). Shedding new light on
how advertising literacy can affect children’s processing of embedded advertising formats: A future research
agenda. Journal of Advertising, 46(2), 333-349. https://doi.org/10.1080/00913367.2016.1269303

Jamali, D., & Mirshak, R. (2007). Corporate Social Responsibility (CSR): Theory and Practice in a Developing
Country Context. Journal of Business Ethics, 72(3), 243-262. https://doi.org/10.1007/s10551-006-9168-4

James, P. (2014). Project Financial Management and Modern Financial Slavery: The Case of a KSA Metro
Project Start-up.  Asian  Journal  of  Finance &  Accounting, 6(2), 278-300.
https://doi.org/10.5296/ajfa.v6i2.6297

James, P. (2015). James, P. (2015). Management Practices in a Formal Design Process for a Metro Project in
Doha, Qatar. Journal of Management Research, 7(4), 1-20. https://doi.org/10.5296/jmr.v7i4.7513

James, P., & James, T. (2011). Qualitative Research Methods for Health Services. London, UK: Megellan UK
Press.

John, D. (1999). Consumer socialization of children: A retrospective look at twenty-five years of research.
Journal of Consumer Research, 26(3), 183—213. https://doi.org/10.1086/209559

Johnson, B. (1997). Examining the validity structure of qualitative research. Education, 118(2), 282-292.

Retrieved from
http://www.link.gale.com/apps/doc/A20479505/AONE?u=anon~df7ee9a6&sid=bookmark-AONE&xid=7b
12ee89

Kaiser, K. (2009). Protecting Respondent Confidentiality in Qualitative Research. Qualitative Health Research,
19(11), 1632—1641. https://doi.org/10.1177/1049732309350879

Kim, Y. (2011). The Pilot Study in Qualitative Inquiry: Identifying Issues and Learning Lessons for Culturally
Competent Research. Qualitative Social Work, 10(2), 190-206. https://doi.org/10.1177/1473325010362001

Kong, Y., & Zhang, L. (2014). When does green advertising work? The moderating role of product type. Journal
of Marketing Communications, 20(3), 197-213. https://doi.org/10.1080/13527266.2012.672335

Kotler, P., & Keller, K. (2006). Marketing Management (12th ed.). Upper Saddle River, NJ: Prentice-Hall.

91



ijjms.ccsenet.org International Journal of Marketing Studies Vol. 14, No. 1; 2022

Kumar, A., Mangla, S., Luthra, S., Rana, N., & Dwivedi, Y. (2018). Predicting changing pattern: building model
for consumer decision making in digital market. Journal of Enterprise Information Management, 31(5),
674-703. https://doi.org/10.1108/JEIM-01-2018-0003

Kvale, S. (1996). The 1,000-Page  Question. Qualitative  Enquiry,  2(3), 275-284.
https://doi.org/10.1177/107780049600200302

Lee, C., Su, C., & Yang, H. (2016). The Effects of Sport Star Endorser Credibility on Brand Identification and
Purchase Intention—A Case Study of NIKE in 2014 FIFA. Journal of Sport and Recreation Research, 10(3),
15-26. https://doi.org/10.15728/edicaoesp.2016.1

Lee, K. (2008). Opportunities for green marketing: Young consumers. Marketing Intelligence & Planning, 26(6),
573-586. https://doi.org/10.1108/02634500810902839

Lee, K. (2010). The Green Purchase Behavior of Hong Kong Young Consumers: The Role of Peer Influence,
Local Environmental Involvement, and Concrete Environmental Knowledge. Journal of International
Consumer Marketing, 23(1), 21-44. https://doi.org/10.1080/08961530.2011.524575

Lemon, K., & Verhoef, P. (2016). Understanding customer experience throughout the customer journey. Journal
of Marketing, 80(6), 69-96. https://doi.org/10.1509/jm.15.0420

Leonidou, C., & Skarmeas, D. (2015). Gray shades of green: Causes and consequences of green skepticism.
Journal of Business Ethics, 144, 401-415. https://doi.org/10.1007/s10551-015-2829-4

Lickel, B., Hamilton, D., Wieczorkowska, G., Lewis, A., Sherman, S., & Uhles, A. (2000). Varieties of groups
and the perception of group entitativity. Journal of Personality and Social Psychology, 78(2), 223-246.
https://doi.org/10.1037/0022-3514.78.2.223

Lievens, F., & Highhouse, S. (2003). The relation of instrumental and symbolic attributes to a company’s
attractiveness as an employer. Personnel Psychology, 56(1), 75-102.
https://doi.org/10.1111/j.1744-6570.2003.tb00144 .x

Lin, J., Lobo, A., & Leckie, C. (2017). Green brand benefits and their influence on brand loyalty. Marketing
Intelligence & Planning, 35(3), 425-440. https://doi.org/10.1108/MIP-09-2016-0174

Lincoln, Y., & Guba, E. (1985). Naturalistic Inquiry. Newbury Park, CA.: Sage Publications.
https://doi.org/10.1016/0147-1767(85)90062-8

Lucia, M., Harley, K., Wayne, D., & Bettina, N. (2011). Emotional brand attachment and brand personality: The
relative importance of the actual and the ideal self. Jowrnal of Marketing, 75(4), 35-52.
https://doi.org/10.1509/jmkg.75.4.35

Malterud, K. (2001). Qualitative research: Standards, challenges, and guidelines. Lancet, 358(9280), 483—-488.
https://doi.org/10.1016/S0140-6736(01)05627-6

Martenson, R. (2007). Corporate brand image, satisfaction and store loyalty: a study of the store as a brand, store
brands and manufacturer brands. International Journal of Retail Distribution Management, 35(7), 544-555.
https://doi.org/10.1108/09590550710755921

Martinez, P. (2015). Customer loyalty: Exploring its antecedents from a green marketing perspective.
International ~ Journal  of  Contemporary  Hospitality =~ Management,  27(5), 896-917.
https://doi.org/10.1108/IJCHM-03-2014-0115

Maxwell, J. (2013). Qualitative Research Design: An Interactive Approach. London, UK: Sage Publications.

McAlister, A., & Cornwell, T. (2010) Children’s brand symbolism understanding: links to theory of mind and
executive functioning. Psychology & Marketing, 27, 203-228. https://doi.org/10.1002/mar.20328

Meurer, W., Frederiksen, S., Majersik, J., Zhang, L., Sandretto, A., & Scott, P. (2007). Qualitative Data
Collection and Analysis Methods: The INSTINCT Trial. Academic Emergency Medicine, 14(11),
1064—1071. https://doi.org/10.1197/j.aem.2007.05.005

Miller, D. (1988). Relating Porter’s business strategies to environment and structure. Academy of Management
Journal, 31(2), 280-308. https://doi.org/10.2307/256549

Moisander, J. (2007). Motivational complexity of green consumerism. [nternational Journal of Consumer
Studies, 31(4), 404—409. https://doi.org/10.1111/j.1470-6431.2007.00586.x

Namkung, Y., & Jang, S. (2013). Effects of restaurant green practices on brand equity formation: Do green
practices really matter? International Journal of Hospitality ~Management, 33, 85-95.

92



ijjms.ccsenet.org International Journal of Marketing Studies Vol. 14, No. 1; 2022

https://doi.org/10.1016/1.ijhm.2012.06.006

Nandan, S. (2005). An exploration of the brand identity-brand image linkage: A communications perspective.
Journal of Brand Management, 12,264-278. https://doi.org/10.1057/palgrave.bm.2540222

Noble, H., & Mitchell, G. (2016). What is grounded theory? Evidence-Based Nursing, 19, 34-35.
https://doi.org/10.1136/eb-2016-102306

Nowell, L., Norris, J., White, D., & Moules, N. (2017). Thematic Analysis: Striving to Meet the Trustworthiness
Criteria. International Journal of Qualitative Methods, 16(1). https://doi.org/10.1177/1609406917733847

Nguyen, N., & LeBlanc, G. (2001). Corporate image and corporate reputation in customers retentions decisions
in services. Journal of  Retailing and Consumer  Services, 8(4), 227-236.
https://doi.org/10.1016/S0969-6989(00)00029-1

Park, C., Maclnnis, D., Priester, J., Eisingerich, A., & Iacobucci, D. (2010). Brand attachment and brand attitude
strength: Conceptual and empirical differentiation of two critical brand equity drivers. Journal of Marketing,
74(6), 1-17. https://doi.org/10.1509/jmkg.74.6.1

Peattie, K. (1999). Trappings versus substance in the greening of marketing planning. Journal of Strategic
Marketing, 7(2), 131-148. https://doi.org/10.1080/096525499346486

Phung, M., Ly, P., & Nguyen, T. (2019). The effect of authenticity perceptions and brand equity on brand choice
intention. Journal of Business Research, 101(C), 726—736. https://doi.org/10.1016/j.jbusres.2019.01.002

Pickett, G., Kangun, N., & Grove, S. (1995). An examination of the conserving consumer: implications for public
policy formation in promoting conservation behaviour. In M. Polonsky & A. Mintu-Wimsatt (Eds.),
Environmental Marketing: Strategies, Practice, Theory, and Research (pp. 77-99). New York, NY: The
Haworth Press.

Polonsky, M. (2011). Transformative green marketing: Impediments and opportunities. Journal of Business
Research, 64(12), 1311-1319. https://doi.org/10.1016/j.jbusres.2011.01.016

Pomering, A., & Johnson, L. (2009). Advertising corporate social responsibility initiatives to communicate
corporate image: Inhibiting scepticism to enhance persuasion. Corporate Communications: An
International Journal, 14(4), 420—439. https://doi.org/10.1108/13563280910998763

Porter, M., & van der Linde, C. (1995). Green and Competitive: Ending the Stalemate. Harvard Business Review,
73(5), 120—134. https://hbr.org/1995/09/green-and-competitive-ending-the-stalemate

Punch, K. (2014). Introduction to Social Research: Quantitative and Qualitative Approaches. London, UK: Sage
Publications.

Qu, S., & Dumay, J. (2011). The qualitative research interview. Qualitative Research in Accounting &
Management, 8(3), 238-264. https://doi.org/10.1108/11766091111162070

Raska, D., & Shaw, D. (2012). When is going green for company image? Management Research Review, 35(3),
326-347. https://doi.org/10.1108/01409171211210190

Reinartz, W., Wiegand, N., & Imschloss, M. (2019). The impact of digital transformation on the retailing value
chain. International Journal of Research in Marketing, 36, 350-366.
https://doi.org/10.1016/j.ijresmar.2018.12.002

Reissmann, C. (2008). Narrative Methods for the Human Sciences. Thousand Oaks, CA.: Sage Publications.

Ritchie. J., & Lewis, J. (2003). Qualitative Research Practice: A Guide for Social Science Students and
Researchers. London, UK: Sage Publications.

Rodin, D. (2005). What’s wrong with business ethics. UNESCO, Oxford, UK: Blackwell Publishing.
https://doi.org/10.1111/j.1468-2451.2005.00571.x

Roozen, 1., & De Pelsmacker, P. (1998). Attributes of environmentally friendly consumer behaviour. Journal of
International Consumer Marketing, 10(3), 21-41. https://doi.org/10.1300/J046v10n03 03

Sbaraini, A., Carter, S., Evans, R., & Blinkhorn, A. (2011). How to do a grounded theory study: A worked
example of a study of dental practices. BMC Medical Research Methodology, 11, 128.
https://doi.org/10.1186/1471-2288-11-128

Schmitt, B. (2012). The consumer psychology of brands. Journal of Consumer Psychology, 22(1), 7-17.
https://doi.org/10.1016/j.jcps.2011.09.005

93



ijjms.ccsenet.org International Journal of Marketing Studies Vol. 14, No. 1; 2022

Seale, C., & Silverman, D. (1997). Ensuring rigour in qualitative research. European Journal of Public Health,
7(4), 379-384. https://doi.org/10.1093/eurpub/7.4.379

Shrum, L., McCarty, J., & Lowrey, T. (1995). Buyer Characteristics of the Green Consumer and Their
Implications for Advertising Strategy. Journal of  Advertising, 24(2), 71-82.
https://doi.org/10.1080/00913367.1995.10673477

Sinzdak, G. (2008). An Analysis of Current Whistleblower Laws: Defending a More Flexible Approach to
Reporting Requirements. California Law Review, 96(6), 1633—1668. https://doi.org/10.15779/238C70G

Séderholm, P. (2020). The green economy transition: The challenges of technological change for sustainability.
Sustainable Earth, 3(6). https://doi.org/10.1186/s42055-020-00029-y

Spanos, A. (1990). Towards a Unifying Methodological Framework. In Modelling Economic Series: Readings in
Econometric Methodology. In C. William & J. Granger (Eds.), Readings in Econometric Methodology.
Oxford, UK: Clarendon Press.

Stenbacka, C. (2001). Qualitative research requires quality concepts of its own. Management Decision, 39(7),
551-556. https://doi.org/10.1108/EUM0000000005801

Straughan, R., & Roberts, J. (1999). Environmental segmentation alternatives: A look at green consumer
behavior in the new millennium. Journal of Consumer Marketing, 16(6), 558-575.
https://doi.org/10.1108/07363769910297506

Strauss, A., & Corbin, J. (1990). Basics of Qualitative Research: Grounded Theory, Procedures and Techniques.
Sage Publications, Newbury Park, Chicago, USA

Sturges, J., & Hanrahan, K. (2004). Comparing telephone and face-to-face qualitative interviewing: A research
note. Qualitative Research, 4(1), 107-118. https://doi.org/10.1177/1468794104041110

Walsh, S., White, K., & Young, R. (2008). Over-Connected? A Qualitative Exploration of the Relationship
between Australian Youth and Their Mobile Phones. Journal of Adolescence, 31(1), 77-92.
https://doi.org/10.1016/j.adolescence.2007.04.004

Ward, P., Rokkas, P., Cenko, C., Pulvirenti, M., Dean, N., Carney, S., Brown, P, ... Meyer, S. (2015). A
qualitative study of patient (dis)trust in public and private hospitals: The importance of choice and
pragmatic acceptance for trust considerations in South Australia. BMC Health Services Research, 15(1),
297-308. https://doi.org/10.1186/s12913-015-0967-0

Williamson, A., & Burns, N. (2014). The safety of researchers and participants in primary care qualitative
research. British Journal of General Practice, 64(621), 198—200. https://doi.org/10.3399/bjgp14X679480

Yadav, R., Kumar, A., & Pathak, G. (2016). The influence of green marketing functions in building corporate
image: Evidences from hospitality industry in a developing nation. International Journal of Contemporary
Hospitality Management, 28(10), 2178-2196. https://doi.org/10.1108/IJCHM-05-2015-0233

Zhou, K., Yim, C., & Tse, D. (2005). The effects of strategic orientations on technology- and-market-based
breakthrough innovations. Journal of Marketing, 69(2), 42—60. https://doi.org/10.1509/jmkg.69.2.42.60756

Copyrights
Copyright for this article is retained by the author, with first publication rights granted to the journal.

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/4.0/).

94



