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Abstract In the midst of increasing interest in the environmental responsibility of companies, this study investigates
how eco-friendly activities affect the creation of management performance. To this end, the effect of companies'
green marketing on consumers' word-of-mouth intention, the mediating effect of brand reliability, and the moderating
effect of consumers' pro-environmental behavior were verified. The results of the collected data analysis are as
follows. First, companies' green marketing has a positive (+) effect on consumers' word-of-mouth intention. Second,
brand reliability takes a positive (+) mediating role in the relationship between companies' green marketing and
consumers' word-of-mouth intention. Third, consumers' pro-environment behavior has a moderating role between Brand
Reliability and their word-of-mouth intention. Therefore, companies' eco-friendly strategies and their implementation
will help enhance both brand reliability and consumers' word-of-mouth intention.

By revealing the effect of companies' eco-friendly strategies and their implementation on brand reliability and consumers'
word-of-mouth intention it is meaningful to analyze the relationship between green marketing and the possibility of
consumers' spontaneous word-of-mouth intention. The results suggest to companies that it is necessary to establish an
eco-friendly marketing strategy for sustainable growth.
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(Table 1) Operational Definition of Variables

Variable Operational Definition

Marketing activities that reflect
eco-responsibility for all decisions and
activities carried out to create a company’s
performance

Green Marketing

The customer’s belief that the trust that
consumers gain in experiencing the products
Brand Reliability |and services they provide will continue to
provide the best satisfaction for the company
and its brands

Word-of-mouth Communicating the posmve' feelings that
consumers have about a particular brand or

Intention product to others

Consciously practicing what consumers can
do to preserve the environment and protect

Pro-environmental
Behavior

nature in their daily lives
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(Table 6) Mediating effect results according to
bootstrapping method

gt Effect BootLLCI | BootULCI
(Path)
Ha4:6M | Directly 4329 3254 5404
= BR — WI | indirectly 2916 2197 3702




The Effect of Corporate Green Marketing on Consumer Word of Mouth Intention

Rl 9} 59 & Alelo] 2t e AZE 2 Hert ok
Aoz Aeten mehA 7Hd 55 AR HATh 4, 2dvAR ] 4PE 72} alo g 7} HAs
o 7]1e] 4P Mix vHAIE A 72 ARE =9
(Table 7) Results of Moderating Effect Analysis E F JS Aok
Tm—r— AR, TARARG 2 282} e sl 7 vkt wi |
Factor ion Sc t LLCI ULCI W2 323 ATE APshy L n] o)
coefficient H5E ggole] F7F AFE st g& 9wl
PB 1222 0599 | 20303« | 0043 2400 = A7 2 Aot
R2 = .4793, F = 34.6709 (p=.0422)

6. 2= References

B oAM= 7o) aentAEe] 2| 1A [1] “2021 MZ Generation Eco-friendly Practice and C
Tof| n|x= ouky) | BAASA Ao 2AET} Consumption Trend”, Insight Report 2021.
2 oy 98] 1aHAY AFAY 71 adn) https://www.20slab.org/Archives/37982
B aujte] FA v FAA IS nxE= A [2] Hee-Seung Kwak, Jeong—Ah Park, Hyun-hwa Lee,
oz e, o= Add oA A Anpsa 9 “How Do Consumers Perceptions of Brands
el Ao B LAY FES A, Ak Change”, The Research Journal of the Costume
o Zelaks )9S Beo] © Aolat Aztw Culture, Vol. 30, No. 2, pp.189-207, 2022.

[3] Hwa-Hyung Lee, “The Effect of Green Marketing

o on Customer Attitude and Long-Term

i Relationship Intention in Ski Resort”, Tourism

N Research, Vol. 15, No. 1, pp443-464, 2021.

[4] C. Srinivasan, "Evolution of Green Marketing and
Green Marketing Mix Strategies.”, International
Conference on New Dimensions of Commerce in
the Globalised ERA, pp.62-67, 2018.

[5] T. Elsenhart, “There’s Gold in that Garbage”,
Business Marketing, Vol. 19(4), pp.277-298, 1990

[6] Wen-Long Liu, Hyeong-Yu Jang, Su-Sung Jeon,

= “Relationship Structures of Green Marketing Mix

Sx), addupA|Elo] H|x} FALEe A(+)e] Jak
A= &4 = L}E}”Otﬂ 1~ 7191¢] adviAE
AA BolA ¢

W SHIARS EQlel Al Badlsel dist g B2 w Brand Trust, Brand Loyalty and Exploring the role
el Al Asfsh= A& & 4 ATk of brand globality”, Regional industry review, Vol.
A, B AlEEE TRAeAE ) el gt 44, No. 1, pp.303-335, 2021,
WAEAE o= Ao vebdt o) = 719 aRdnt [7 N. Kumar, “The Power of Trust in
AR et BAEAE T e Avlaed 73l Manufacturer-retailer — Relationships”,  Harvard
% A Zoldti= AL & F U Business Review, Vol. 74, No. 6, pp.92-106. 19%.
B A7) ARl Etekal thee] dAIRE 2t [8] Gil-Sang Ahn, Jea-Rock Lee, Kyung-Hyun Min,
a9k AA, B AE BEe A7) At g A “The Structural Relationship of Brand Image,
< 7H & Qlvhar AZtE, 37 AT ERTE Brand Trust, and Brand Loyalty”, Korean
st B FHE dojHE 7M1 BAHSTZE A} association of AD & PR, Vol. 69, pp.115-137, 2005.
B3 AFdoE, AE(AH), AAA 52 55 T [9] Joung-Sil Lee, “The Effects of Brand Experience

Industry Promotion Research | 15



7|9l aZiopH 0] LH|XF THOZ| o|xl= I

on Brand Image, Brand Trust and Brand Loyalty
in Coffee Shop”, Tourism Institute of Northeast
Asia, Vol. 5, pp.167-186, 2019.

[10] J. Arndt, "Role of Product-Related Conversations
in the Diffusion of a New Product”, Journal of
Marketing Research, Vol. 4, No. 3, pp.291 - 2%. 1967.

[11] C. G. Ding, T. H. Tseng, , "On the Relationships
Among Brand Experience, Hedonic Emotions, and
Brand Equity”, European Journal of Marketing,
Vol. 49, No. 7/8, pp.994 - 1015, 2015.

[12] Jae-Yeong Choi, Eun—Jun Park, “The Relationship
Between the Quality of Beauty Salon Service and
Perceived Value and Word of Mouth”, J. Kor. Soc.
Cosmetol. Vol. 28, No. 2, pp.194 - 202, 2022.

[13] Mi-Ra Chung, Choon-Ki Na, “The Mediating
Effects of Environmental Attitudes and Behavioral
Intentions on the Relationship
Environmental Knowledge and Pro-Environmental
Behaviors of Pre-Service Early Childhood
Teachers”, The journal of the Korean association

between

of geographic and environmental education, Vol.
35, No. 1, pp.22-36, 2022.

[14] Eun-Mi Joe, “A Study on Consumers’
Pro-Environmental Behavior-Focusing on
Lifestyle” Business Management Research, Vol. 5,
No. 2, pp49-75, 2012.

[15] Jun-Whai Kim, “A Study on the Effects That
Green Marketing Strategies of Companies Have on
Customers’ Recognition and Purchase”. The Journal
of Eurasian Studies, Vol. 8 No. 3, pp.23-46, 2011.

[16] Z. Tan, B. Sadig, T. Bashir, H. Mahmood, Y.
Rasool, “Investigating the Impact of Green
Marketing Components on Purchase Intention: The
Mediating Role of Brand Image and Brand Trust”,
Sustainability, 2022.
https://doi.org/10.3390/su14105939

[17]1 Eu-Genne Song, Jing Li, Kil-Hong Kim,
Hyun-Jung Yoo, “Consumers' Purchase Behavior
Intention after the Greenwashing Perception”,
Korea Society of Consumer Studies, Vol. 22, No. 1,
pp.315-339, 2011.

16 1 Industry Promotion Research 2022 Jul; 7(3): 9-16

[18] Hee-Seung Kwak, Jeong-Ah Park, and
Hyun-Hwa Lee, “How do consumers’ perceptions
of brands change?”, The Research Journal of the
Costume Culture, Vol. 30, No. 2, pp.189-207, 2022.

[19] Soo-Yeol Lee, Kyung-Ae Kim, Jae-Heum Park,
“ESG Management Quality and Corporate Brand
Performance: A Consumer Cognitive Perspective”,
Korean Society For Quality Management, pp.43, 2022.

[200 A. F. Hayes, PROCESS: A Versatile
Computational Tool For Observed Variable
Mediation, Moderation, And Conditional Process
Modeling. University of Kansas, KS. 2012.

gl 2 & (Park, Ji—Ho)
o shal ubala}
- 20024 3972007 8Y ¢ SvEtu

S0123 19 7 @A) ¢ R ws)
@

c B} 24

2

AGts Ui
- 20206 32 T @A) A 2wA e
Y] wouer: A9, g, aag
=2 E-Mail © again516@naver.com

8} & 4 (Park, Hyeon—Suk)

~Mail : hspark@svu.ac.kr




