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Abstract: Green attributes transparency presents new opportunities and challenges to advertisers.
This study developed a research framework to enhance consumers’ willingness to adopt green
cosmetics from several green constructs, such as corporate transparency, corporate social responsibility
(CSR), green brand image, green brand trust, and green brand equity, and showed the green field
strategy implications. This study commissioned a professional survey company to distribute an online
questionnaire of cosmetic using experience to the participants. AMOS statistics software was used
to analyze the measurement reliability and validity, and to examine the research hypotheses using
structural equation modeling. The contribution of the study aimed to provide a correct standpoint
for new concepts of green strategy in accordance with environmental trends, activities, and positive
enterprise image to increase the consumers’ willingness to adopt green cosmetics from five constructs.

Keywords: green attributes transparency; Willingness to Adopt (WTA); Corporate Social
Responsibility (CSR); green brand; Structural Equation Modeling (SEM)

1. Introduction

Market transparency affects product differentiation. Firms can complete their market transparency
by providing the information related to prices and their products through advertising [1].
Transparency products are interpreted as differentiated goods, in comparison with all existing market
products. There is transparent value in building brands that are perceived by consumers to be authentic
and trusted. Transparency can be viewed as one of the advertising tools in the toolbox.

Green marketing with environmental consciousness is a critical development in the phenomenon
of emerging economies. Green marketing has positive impacts on environment, consumers, the general
public, and economies [2]. Due to rising environmental consciousness, consumers increasingly choose
those green products which are harmless to our environment which drives consumers to consider and
purchase the product with the green attributes transparency. Green attributes transparency has become
so necessary that it drives contemporary, environment-friendly policy [3,4]. The environment issue has
become mainstream in the world. Therefore, the goods and services provided by enterprises should also
meet the needs of the mainstream, and environmentally friendly products are one of these conditions [5].
The awareness of environmental subjects is increasing [6] and environmental values tend to improve
pro-environmental behavioral intentions [7,8]. Previous studies have explored the positive relationship
between consumers’ involvement and willingness of buying environment-oriented products [6,9].
Attitudes toward the brand engaged in green marketing communications directly and positively affect
green brand support intentions and green brand purchase intentions [10]. CSR-relevant information
disclosure improves a sense of environment-oriented responsibility [11]. Therefore, if consumers have
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positive attitudes towards environmental subjects, they tend to be willing to pay excess prices to ensure
the product quality [6].

Corporate transparency has been discussed within several fields of prior literature. Being a
type of a moral issue [11], transparency influences not only environmental behavior but also
company–stakeholder relationships [4,12]. The proprietary directors think that those companies
which are highly visible will have the opportunity to increase value for their shareholders [13]. There is
a direct relationship between industrial manufacturing and environment pollution. Green cosmetics
companies have emphasized their concern about environmental conditions and the use of minimal
amounts of packaging. However, while previous studies have explored and paid attention to the
issues of company strategy to their products [11,14], few of them explored strategies related to green
attributes transparency. A few studies discuss corporate green transparency and green management,
but they fail to examine green brand equity [4]. Green brand equity can be added to or subtracted from
the value provided by a product or service [5]. Companies that implement environmentally friendly
initiatives and convey their eco-ideas are able to increase consumer purchasing intention toward green
products [15]. An exhaustive search of the archival literature clearly suggests a research gap. We aim
to fill this gap and explore the influence on WTA of green attributes transparency variables with CSR
and green brand concepts.

This study concerns the level of green attributes transparency and focuses on the sharing of
sufficient information and its explanation to allow consumers to evaluate the corporate transparency
of the green cosmetic business. The purpose of this study is to explore the relationship between green
attributes transparency and its outcome. Despite the importance of the subject and its consequences,
there is little empirical evidence about the green cosmetics industry. We aim to understand whether
green strategy, the one which is used for implementation in the green businesses and engaged in the
green activities, will affect consumer willingness to adopt green cosmetics; however, this study is based
on six dimensions to develop a research framework and to explore the relationship between each of
them. We develop a theoretical framework about green transparency and draw out new implications
of the literature on CSR and green branding. We offer a correct standpoint of new concepts about green
attributes transparency, which in compliance with environmental trends should increase the role of
related constructs, such as CSR image, green brand image, green brand trust, green brand equity and
consumer WTA green cosmetics.

2. Theoretical Background and Hypotheses Development

2.1. Relationship between Green Attributes Transparency and CSR

Corporate Social Responsibility (CSR) involves the self-regulation of enterprises to compliance
with public rules and social norms [16]. The issue has been discussed and developed all over the
world [17,18], and is increasingly a topic of concern for both academics and practitioners [19]. If a
firm’s credibility is seen as a more socially responsible one, it should devote more social responsibility
perceptions of it in public [13] and thus consumers will accept it [20,21].

Inferred from the definition of general transparency, green transparency can be described as a
construct implying availability, openness or green information disclosure [22]. Green transparency
policy is important for supporting industry level modifications which aim at improving the environment;
it is an essential requirement to foster CSR. Information disclosure in this view has a stimulating
influence on consumer image of and attitude toward CSR. Green transparencies allow consumers to see
through the product’s natural ingredients, add support to protect the environment, and so on; it leads
consumers to have a moral conscience which may promote the CSR image [11,23]. Customers would
like to understand the detailed information related to their contributions as consumers on the
provision of social responsibility initiatives [4]. Transparency can help firms to improve allocative and
dynamic efficiency, as well as innovation to engender a superior CSR image compared to others [11].
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Consequently, customers will use the available information they receive to evaluate the CSR image
toward the firms [4].

In general, it appears that enterprises’ transparency execution of their green performance is
a critical factor in their attempt to discriminate their CSR image from other companies without
transparency performance [11]. A successful green product innovation depends on proactive CSR [24].
Thus, the enterprise that presents higher green corporate transparency will tend to acquire a greater
image of CSR. The following hypothesis is proposed:

H1. The green attributes transparency is positively associated with CSR.

2.2. Relationship between Green Attributes Transparency and Green Brand Image

When it is hard to find the tangible quality or characteristic to differentiate products or services,
brand image itself plays a quite important role in the market [5,25,26]. Brand image is defined as “the
perception about a brand as reflected by the brand association evoked in the consumer memory”.
With regard to the brand associations, they are the appearances connecting with the brand held
in consumers’ memories [27] Thus, the brand image is the brand association with the particular
brand’s symbolic attributes [5,28]. It appears in the consumers’ mind when a brand name is simply
mentioned [29]; in Keller’s typology there are three symbolic components of a brand image: favorability,
strength, and uniqueness of brand association [28]. The brand image has been discussed in terms of
three key perspectives—corporate image, social image, and product image [30,31]. Corporate image
involves the consumer’s image regarding the corporation that produces the specific good or supplies the
specific service. Social image is the way a particular brand is accepted within society as representative
of a certain status. Product image refers to the image associated with the product or service [31].

Enterprises with great attitudes toward their brand can create positive associations about their
brand and achieve a good brand image [28,29]. In general, an enterprise’s success invariably strongly
relies on consumers and prestige relations [32,33]. At the present time, people are paying more and
more attention to the issue of environmental protection. If enterprises are going to thrive they cannot
ignore the pressure of environmental trend; contrarily, they have to make efforts to cultivate their green
brand image. A green enterprise’s brand image and prestige are established by their transparency,
information, communication, and procedures [33]. Consumers loyal to them expect more transparency
from them in order to respond favorably in the enterprise’s operation [12]; that transparency will
improve the brand image when consumers know they comply with formal regulations [12].

The argument being made is that when a green enterprise displays higher green corporate
transparency, consumers have a higher regard for the enterprise’s green brand image. Thus,
the following hypothesis is proposed:

H2. The green attributes transparency is positively associated with green brand image.

2.3. Relationship between CSR and Green Brand Trust

Trust encompasses three basic viewpoints: integrity, ability, and benevolence [5,34]. For our
purposes, trust refers to the customer relying on the company’s integrity, ability, and benevolence
which assures it in performing the function this brand states [35–37]. Brand trust is a brand with a
high degree of customers’ confidence resulting from belief in its integrity and trustworthiness [37,38].
Furthermore, brand trust implies that the brand embodies and instills positive and credible beliefs;
it can be defined as “the willingness of the average consumer to rely on the ability of the brand
to perform its stated function” [36,39]. That is, green brand trust is “a willingness to depend on a
product, service, or brand, based on the belief or expectation resulting from its credibility, benevolence,
and ability about its environmental performance.” This idea has been very fruitful and is widely used
in current research.
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Green brand trust can be instilled by CSR. Corporations can utilize a CSR strategy to reinforce
their brand trust and reputation by demonstrating their ethical obligations and commitment to the
various stakeholders [40]. In addition to bringing the enterprise’s merits to the foreground, CSR also
influences the customers’ response. CSR can effectively generate positive attitudes toward the company,
reducing consumer suspicion about the enterprise, and in turn achieving establishment of green brand
trust [21]. Numerous studies claim that there is positive link between CSR, environmental performance,
and competitive advantages. Therefore, the CSR concept of building enterprise competitive advantage
(brand image) will help attribute green brand trust to the enterprise [41].

We have argued that when an enterprise presents an impression of higher CSR it will attract
consumers oriented towards an enterprise’s higher green brand trust. The following hypothesis
is proposed:

H3. The CSR is positively associated with green brand trust.

2.4. Relationship between CSR and Green Brand Equity

Brand equity is an intangible brand asset and an implicit internal value in a celebrated brand
name [5,42]. Aaker defines brand equity as “a set of brand assets linked to a brand’s name or symbol
that added to the value provided by a product or service” [43]. Keller proposes a customer-based
notional brand equity concept, defined as “differential effect of brand knowledge on consumer response
to the marketing of the brand” [29]. Brand equity to the enterprise is also often bifurcated into
two perspectives, seen and understood from either a financial-based [5,44] or a consumer-based
perspective [29,43]. Brand equity is the representative property and invisible characteristic of the brand
in the marketing domain [45,46], conveying value [43] and communicating the brand knowledge to
the customer [47]. Customer-based brand equity appears when a consumer is familiar with a brand
and associates the brand with the virtue of being favorable, strong, and unique [48]. This latter idea is
adopted in this research.

CSR is an excellent tool for firms to enhance their legitimacy among consumers [49]. Using CSR
as a discriminating element distinguishes themselves as a successful green company within their
industries [50,51]; for example, an emphasis upon discrimination becomes a way to achieve competitive
advantages [41]. This pattern is evidenced in previous studies of companies devoted to providing
green products. It was found that they engage in green marketing, which may be associated with their
CSR image and in turn promotes their equity [40,51].

We have argued that when an enterprise presents a higher CSR impression, the consumers’
perception on enterprise green brand equity is enhanced higher. This leads to proposing the
following hypothesis:

H4. CSR is positively associated with green brand equity.

2.5. Relationship between Green Brand Image, Green Brand Trust, and Green Brand Equity

In general, the attitudes of consumers are affected by the brand images of companies. When that
brand image is distinctly positive it can alter consumer attitudes toward the brands/products [8].
A company with brand image representing high consumer product quality perceptions [52,53] bestows
a number of advantages on a firm.

Brand trust is the quality of the brand helping to meet the satisfaction of prevention targets [54].
Outstanding brands are distinguished by success, confidence, leadership, expertise, and efficiency.
The vast strength of their brand image of such good brands typically involves strong brand associations
with high levels of credibility and trust [55]. Trust has been widely regarded as an important brand
element; heritage brands especially concern about and try hard to maintain trust because they have
more to lose [56]. Because the brand image may simultaneously reduce consumers’ risk perception
and improve the feasibility of purchase, brand image and consumer trust have a positive relation [5].
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Brand equity is customer-based and is constructed of brand image and brand knowledge [29].
Keller proposes that corporate brand equity results from the amount of action of the corporation
and its brand [57]. Corporate brand image is referred to an operation of the organization and the
way in which it communicates. Furthermore, an organization’s operations and communications are
involved in affecting brand image, and in turn enhance brand equity [47]. Thus, an enterprise’s brand
image establishes and affects its brand equity. Prior studies have shown that when consumers have a
positive association to a brand, this brand will acquire strong brand equity and demand a premium
price [58]. Therefore, it is not unreasonable to argue that a more positive brand image can help develop
brand equity [59]. There is a positive relation between green brand image and green brand equity.
The relation is partially mediated by green satisfaction and green trust [60].

Our claim is that when an enterprise is perceived to have a higher green brand image, it will
promote itself to consumers regarding the enterprise’s higher green brand trust and brand equity.
Thus, this study proposes the following hypotheses:

H5. The green brand image is positively associated with green brand trust.

H6. The green brand image is positively associated with green brand equity.

2.6. Relationship between Green Brand Trust and WTA

Consumers tend to develop a singular positive belief (and attitude) about the recycling of products
and purchase green products to express their sense of social responsibility [6,61]. The WTA research
related to green products documents generally how consumers would like to protect the environment
and display a willingness to adopt environmentally friendly products [62]. The objectives of WTA
research concern the moral implication that people care about—whether the products they consume
are the output of a producing process which is sustainable and responsible. Often, the requirements are
green products, fair trade, products not made by child labor, and those from companies with CSR [63].
Those consumers that participate more in protecting environment events tend to adopt green products
more [6,9]. The crucial point of green product WTA is being willing to pay more to adopt the green
product to replace and substitute the current product [64].

The concept of brand trust means that consumers have positive and credible beliefs in one
brand, and on the basis of that trust will decide to make their purchase. Brand trust can lead to the
customers’ brand commitment and loyalty, creating a close relationship between the customer and
the corporation [37,38]. Brands with trust are frequently purchased, have a high degree of identity,
and enjoy comparatively more market share and premium prices [36,37]. Moreover, brand trust often
results in positive behavioral outcomes. Customers will shift the parent brand trust to other product
purchases when they believe in this brand and consider it risk free [65]. Thus, brand trust can generally
affect a customer’s purchase decision-making regarding the brand or product [24]. This indicates that
brand trust reflects the intention of trust and plays a critical role in the transaction process [66]. If the
capacity, reliability and credibility exist to meet customers’ special interests and brand trust, then the
customers will commit to the brand because of psychological stratification [39].

Prior studies of the green product phenomenon have suggested participants express the view that
they possibly choose a brand in the main because it is attached to a manufacturer committed
to an environmental harm reduction process [8]. Based on this, it can be inferred that when
consumers purchase green cosmetics, they will normally depend on the green brand trust to make
their adoption decision.

We have argued that when the enterprise presents an impression of higher green brand trust,
it will promote consumers’ higher willingness to adopt enterprise’s green products. The following
hypothesis is thus proposed:

H7. The green brand trust is positively associated with WTA.
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2.7. Relationship between Green Brand Equity and WTA

The chief marketing research topics focus on brand equity generalization, units of measurement,
management to perform the brand market outcome, and helping the company’s decision making [65].
Speaking of a company’s success or failure, brand equity is the critical factor of a brand’s
success, [67] since strong brands can help obtain competitive advantages [29,48,57]. Keller points out
that brand equity is the added value attached to a product [29]; it can create brand knowledge to affect
a differential customer brand marketing response [5]. Keller also relates the customer-based brand
equity model to product-market outcomes [29], suggesting that higher brand equity may generate
better price flexibility and more positive brand performance [48]. A company having higher brand
equity can gain higher consumer’s brand perception and brand loyalty, less competitive vulnerability
and negative response regarding price increases, higher middlemen’s support, greater profit margins
and marketing promotion effects, and increases in its opportunities [28].

It has been widely accepted in prior research that purchase intentions are normally based on
brand equity [59]. There is evidence to support those who claim consumer-based brand equity is
generated by the judgment of a brand’s value to consumers which drives their subsequent purchase
behaviors [67]. Therefore, higher brand equity will be advantageous for an enterprise, yielding the
consumer’s willingness to pay more for the product when they are attracted by the brand name
for its quality level [24]. Ottman [68] illustrated how the passive green consumer is willing to pay
more to consume a pro-environmental product while he or she is exposed to the effective marketing
emphasizing environmental brand value [8]. Analyses show significant positive effects of green brand
equity on both brand attitude and positive word-of-mouth communication [60].

We have argued that when the enterprise presents an impression of higher green brand equity,
it will promote the consumers’ higher willingness to adopt enterprise’s green products. The following
hypothesis is thus proposed:

H8. The green brand equity is positively associated with WTA.

2.8. Mediating Effect of CSR Image, Green Brand Image, Green Brand Trust, and Green Brand Equity

As stated above, we expect that the link between green attribute transparency and green outcome
of willing to adopt is mediated by CSR image, green brand image, green brand trust, and green brand
equity. We expect that green attribute transparency is positively related to CSR image, green brand
image, in turn to green brand trust, green brand equity, finally to green brand equity (see Figure 1).
Thus, the following hypothesis is expected:

H9. CSR image, green brand image, green brand trust, green brand equity will mediate the relationship between
green attribute transparency and WTA.
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The relationships implied by the research framework are summarized in Figure 1.



Sustainability 2019, 11, 5258 7 of 15

3. Research Methods

This research develops a framework for testing the hypotheses outlined above. According to
ENS [61], chemicals used in cosmetics have been found to be harmful to human health (e.g., isoprene and
epichlorohydrin are known as human carcinogens) and to poison the environment (e.g., siloxanes D4
and D5). It is well known that many consumers who want to avoid these dangers will tend to use
cosmetics with natural materials and prefer the one produced in a transparent manufacturing process.
Consequently, in this research project we consider it reasonable to select and to zoom-in on green
cosmetics companies as representative of the larger and wider growing green industry movement.
The questions raised in this research are about how the influence of green cosmetics company green
attributes transparency engages on CSR and the customers’ green brand image perception, green brand
trust, and green brand equity. How do these further realize the consumers’ WTA of the friendly
environmental protection products of a green cosmetics company? The respondents had to have
cosmetics use experience, opt for one green cosmetics brand, and then fill in the questionnaire
with the chosen brand bearing in mind. We applied structural equation models (SEM) to evaluate
the hypotheses.

3.1. Measures

Our methodology is straightforward; that is, using reliable construct items adapted from prior
literature to modify and form the original scale measurements. The measurement of green corporate
transparency is modified from the work of Vaccaro and Echeverri [4], comprising four items. Five items
captured from Alcañiz et al. [14] are used to scale measured CSR. Green brand image, trust, and equity
constructs are all measured through a modified version [5] with four, five, and three items respectively.
The modified scales from Jansson et al. [64] measure WTA for green cosmetics, including four items.
The measurements of the questionnaire are measured using a conventional 7-point Likert scale ranging
from 1 (strongly disagree) to 7 (strongly agree).

3.2. Data Collection and Sampling

Before conducting our investigation in Taiwan we were considerably concerned about the
fundamental cross-cultural validation of the questionnaire we wanted to use. It was therefore translated
from English to Chinese, and then translated back into English and compared with the original to
ensure the equivalence. For pretest, in order to make sure of the reliability and local arrangement of
the questions, 21 graduate students in related departments of cosmetics participated. While revising
the questionnaire, we took 21 graduate students’ suggestions and opinions into consideration so as to
improve and strengthen the accuracy and completeness of the questionnaire, culminating in a pretest
confirmation and further revision. Shortly afterwards, a professional online survey company with
large scale representation in Taiwan presented and collected the formal questionnaires. They invited
consumers who had experience with cosmetics to respond to the questionnaire; 868 interviews were
collected, of which 145 were rejected as invalid, which left 723 as usable data for the final analysis.
The response rate was 83.3%.

4. Data Analysis and Results

4.1. Measurement Accuracy Analysis

The criteria for the confirmatory factor analysis (CFA) are assessed to evaluate the fitness of the
model structure in this study context. The criteria related to CFA good fit are as follows: Chi-square/df
lower than 5, Comparative Fit Index higher than 0.9, Incremental fit index higher than 0.9, Normed fit
index higher than 0.90, Tucker-Lewis index higher than 0.9, Root Mean Square Error of Approximation
lower than 0.08, and Standardized root mean square residual lower than 0.1 [69]. As demonstrated
below, all goodness-of-fit values are acceptable. The CFA model has an overall Chi-square/df of 3.62,
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a CFI of 0.96, an IFI of 0.96, a NFI of 0.95, a TLI of 0.96, a RMSEA of 0.06, and an SRMR of 0.029.
Therefore, the model structure achieves a reasonable fit.

Individual reliability and construct reliability are used to test scale reliability. Individual reliability
is based on composite reliabilities (CR) and factor loadings. Composite reliability (CR) values should
exceed 0.6 [69]; all factor loadings higher than 0.5 are significant [70]. The CR values (ranging from
0.89 to 0.95) are all significantly above 0.6; all the factor loadings as well are above 0.5 and significant
(ranging from 0.74 to 0.93), indicating that the individual reliability indicators are within acceptable
ranges. Construct reliability is examined with Cronbach’s α, which should exceed the minimum
threshold of 0.7. Each Cronbach’s α exceeds 0.7 as shown in Table 1, meeting the suggested benchmark
for acceptable construct reliability.

Table 1. Measurement properties.

Construct Factor Loading t-value CR Cronbach’s α AVE

GAT

0.84 * 27.631

0.93 0.93 0.770.92 * 31.883

0.89 * 30.113

0.87 * 28.89

CSR

0.83 * 27.02

0.95 0.95 0.78
0.87 * 29.57

0.91* 31.54

0.93 * 32.98

0.88 * 30.14

GBI

0.87 * 29.41

0.94 0.94 0.790.90 * 31.09

0.88 * 29.58

0.90 * 30.83

GBT

0.91 * 31.86

0.95 0.95 0.80
0.89 * 30.58

0.88 * 30.10

0.88 * 30.07

0.90 * 31.02

GBE

0.88 * 29.222
0.91 0.91 0.780.92 * 31.60

0.84 * 27.44

WTA

0.90 * 30.08

0.89 0.89 0.680.90 * 30.23

0.74 * 22.36

0.75 * 23.20

Note: * p < 0.001. GAT: Green attributes transparency; CSR: Corporate social responsibility; GBI: Green brand image;
GBT: Green brand trust; GBE: Green brand equity; WTA: Willingness to adopt.

Convergent validity is tested by examining the factor loading of each item (t-values exceeding
1.96) and the average variance extracted (AVE) of each construct exceeding 0.5 [70]. As shown in
Table 1, the AVE scores of every construct ranged from 0.68 to 0.80, and the factor loadings of the
items are significant, satisfying the convergent validity requirement. AVE is also adopted to examine
discriminative validity. The AVE for each construct must be higher than the squared correlations
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between the construct and other constructs in the model [70]. Table 2 shows the AVE for each construct
is higher than the respective squared correlations between the construct and other constructs in the
model, demonstrating evidence for discriminant validity among the constructs.

Table 2. Average variance extracted (AVE) and square correlations between research constructs.

GAT CSR GBI GBT GBE WTA

GAT 0.77
CSR 0.43 0.78
GBI 0.44 0.67 0.79
GBT 0.43 0.56 0.68 0.80
GBE 0.31 0.42 0.47 0.51 0.78
WTA 0.23 0.29 0.33 0.29 0.29 0.68

GAT: Green attributes transparency; CSR: Corporate social responsibility; GBI: Green brand image; GBT: Green brand
trust; GBE: Green brand equity; WTA: Willingness to adopt

The AVE values are underlined and positioned on the diagonal. Factor square correlations are
below the diagonal.

4.2. Structural Model Results

This study uses structural equation modeling (SEM) to verify the research hypotheses’ results.
The ratio of Chi-square/df, CFI, IFI, NFI, TLI, RMSEA, and SRMR values clearly fit the related criterion
values recommended in the literature (5.10, 0.94, 0.94, 0.93, 0.93, 0.075, and 0.09), providing evidence
of an adequate model fit. As hypothesized, green corporate transparency exerts significant positive
effects on CSR image (γ = 0.695, p-value < 0.001) and green brand image (γ = 0.708, p-value < 0.001),
in support of H1 and H2. Furthermore, CSR image exerts significant influences on green brand trust
(β = 0.289, p-value < 0.001) and green brand equity (β = 0.297, p-value < 0.001), in support of H3 and
H4. Green brand image is also found to have a significant positive effect on green brand trust (β = 0.649,
p-value < 0.001) and green brand equity (β = 0.500, p-value < 0.001). Thus, Hypotheses 5 and 6 are
supported. For the consequent result, the brand trust and green brand equity influences on willingness
to adopt (WTA) are as predicted positive, with standardized path coefficients of 0.316 (p-value < 0.001)
and 0.365 (p-value < 0.001), respectively. Thus, H7 and H8 are supported. The squared multiple
correlations (R2) are 0.482 for CSR, 0.501 for green brand image, 0.688 for green brand trust, 0.485 for
green brand equity, and 0.324 for WTA. Table 3 also shows an examination of the proposed hypotheses.

Table 3. The results of the structural equation model.

Hypothesis Proposed Effect Path Coefficient Result

H1 GAT→ CSR + 0.695 * supported
H2 GAT→ GBI + 0.708 * supported
H3 CSR→ GBT + 0.289 * supported
H4 CSR→ GBE + 0.297 * supported
H5 GBI→ GBT + 0.649 * supported
H6 GBI→ GBE + 0.500 * supported

H7 GBT→WTA + 0.316 * supported
H8 GBE→WTA + 0.365 * supported

Note: *p < 0.001. GAT: Green attributes transparency; CSR: Corporate social responsibility; GBI: Green brand image;
GBT: Green brand trust; GBE: Green brand equity; WTA: Willingness to adopt

4.3. Mediating Effect

For testing the 9th hypothesis of mediation effects, we used bootstrapping procedures [71] to
estimate the indirect effects of CSR, green brand image, green brand trust, and green brand equity.
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According to SEM statistical software analysis, the estimated coefficient of direct effect from
green corporate transparency to corporate social responsibility is 0.16 (t-value = 2.23). The estimated
coefficient of direct effect from green corporate transparency to green brand image is 0.18 (t-value =

2.84). The estimated coefficient of direct effect from corporate social responsibility and green brand
image to green brand trust are 0.25 (t-value = 4.43) and 0.66 (t-value = 12.96). The estimated coefficient
of direct effect from corporate social responsibility and green brand image to green brand equity are
0.18 (t-value = 2.51) and 0.57 (t-value = 8.20). The estimated coefficient of direct effect from green brand
trust and green brand equity to willingness to adopt are 0.35 (t-value = 6.16) and 0.36 (t-value = 5.77).

Indirect effect is divided into three parts. First, the estimated coefficient of indirect effect from green
corporate transparency to green brand trust is 0.16 (t-value = 2.84). Second, the estimated coefficient
of indirect effect from green corporate transparency to green brand equity is 0.13 (t-value = 2.85).
Third, the estimated coefficient of indirect effect from green corporate transparency, corporate social
responsibility, and green brand image to willingness to adopt are 0.10 (t-value = 2.78), 0.15 (t-value =

3.75), and 0.44 (t-value = 9.87). Green corporate transparency has indirect effects on willingness to adopt
by these four mediating variables: corporate social responsibility, green brand image, green brand trust,
and green brand equity. Green corporate transparency positively influences CSR and green brand
image, and CSR and green brand image positively influence green brand trust and green brand equity,
which in turn are positively related to WTA. Thus, green corporate transparency has a significant
indirect effect on willingness to adopt. CSR, green brand image, green brand trust, and green brand
equity serve as the mediating variables in this construction between the three antecedent factors and
WTA (see Table 4).

Table 4. The coefficient and t-value of the direct and indirect effect.

From To Direct Effects Coefficient
(t-value)

Indirect Effects Coefficient
(t-value)

Total Effects Coefficient
(t-value)

GCT CSR 0.16 (2.23 *) 0.16 (2.23 *)

CT GBI 0.18 (2.84 **) 0.18 (2.84 **)

GCT GBT 0.16 (2.84 **) 0.16 (2.84 **)
CSR 0.25 (4.43 ***) 0.25 (4.43 ***)
GBI 0.66 (12.96 ***) - 0.66 (12.96 ***)

GCT
GBE

0.13 (2.85 **) 0.13 (2.85 **)
CSR 0.18 (2.51 *) 0.18 (2.51 *)
GBI 0.57 (8.20 ***) 0.57 (8.20 ***)

GCT

WTA

0.10 (2.78 **)
CSR 0.10 (2.78 **) 0.15 (3.75 ***)
GBI 0.15 (3.75 ***) 0.44 (9.87 ***)
GBT 0.35 (6.16 ***) 0.44 (9.87 ***) 0.35 (6.16 ***)
GBE 0.36 (5.77 ***) 0.36 (5.77 ***)

Note: * p-value < 0.05; ** p-value < 0.01; *** p-value < 0.001

5. Conclusions

5.1. Discussion

The production activities of enterprises often have a negative impact on the earth, harming the
environment and causing climate change. The question of how to protect and maintain the earth’s
fragile balance and of how to diminish environmental harm are urgent topics and critical tasks for
enterprises. Given this growing concern, more and more companies have started to engage in green
product development. Designing, manufacturing, and promoting green products is rapidly turning
into a new industrial trend. Simultaneously, more and more consumers are paying attention to the
issue of environmental protection. Corporations know their consumers well, and green attributes
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transparency has become an increasingly important green marketing strategy. This study explores and
discusses the consequence of green attributes transparency on CSR image, brand issues and willingness
to adopt green product provides.

The research findings demonstrate that enterprise performance green transparency has a
significantly positive influence on CSR image [24] and brand image [13]. Proof of green attributes
transparency will encourage consumers to believe corporate CSR performance and develop brand
image. The result also shows that consumer perception toward CSR image and brand image of cosmetic
companies positively influence green brand trust [42] and green brand equity [41,52], and the latter
two constructs in turn affect the WTA for green cosmetics. This significant pattern expresses the fact
that the cosmetics company has higher green brand trust, as well as establishing good brand equity,
both of which will induce the potential consumer to favor this enterprise and be willing to purchase
their products [9,61].

5.2. Theoretical Implication

This study investigates how implementing an enterprise green strategy and brand concepts
affect customer willingness to adopt and clarifies the effect of green corporate transparency of
antecedent variable. Further, this research reveals four intermediary variables: CSR, green brand image,
green brand trust, and green brand equity, which typify the subtle relationship between three antecedent
factors and WTA of green cosmetics products. Previous researchers have discussed enterprise CSR and
brand image regarding enterprise brand trust and equity influence, and their influence on willingness
to adopt products in the general industry [5,14]. Although there has been prior research on enterprise
transparency and the WTA of products [4] as well as green brand management [5], it is sparse and
scattered. This study has been primarily concerned with joining the green concept together with the
CSR variable and integrates related green brand concept variables into the conceptual framework,
pointing towards the essential parameters of a complete theoretical model.

We have confirmed and proven the notion that green transparent information marked as a
natural ingredient will stimulate consumers with moral consciousness, promoting their intention
to purchase green products [12,23]. In addition, this research approach models the mediating
effect of CSR and green brand concepts within a structured research framework, one which
typifies the subtle relationship between green attributes transparency and WTP. Based on the rising
trend of green environmental consciousness, this study combines the green concept with brand,
environmental protection, and corporate social responsibility related variables in the conceptual
framework of green brand trust and green brand equity, providing new theoretical opinions.

5.3. Managerial Implication

It is possible for enterprise marketers to read off some practical implications from our research
findings. First, inasmuch as green attributes transparency is a key success factor of green strategy,
media coverage can help companies clear their green information so as to achieve and promote
their CSR and brand image. Second, with reference to CSR, it is advantageous for green cosmetics
companies to provide customers with information about how their brand functions with society’s
interests in mind. Companies should integrate philanthropic contributions into their business activities,
consumers should learn about their environmental protection policy and socially responsible ways,
thereby achieving and promoting their green brand trust and green brand equity. Third, with reference
to the green brand image issue, green companies may strengthen the consumer belief in their brand
claim, diligently projecting their brand as trustworthy on environmental promises and professional
environmental reputation. Fourth, since the green brand trust performance is frequently relied upon,
the question of whether the green cosmetic brand’s environmental concern meets consumer expectations
appears. Doing so will make consumers feel their promises and commitments for environmental
protection. Consequently, green enterprise managers should emphatically publicize the related
information, so consumers may trust their enterprise experience and green production profession.
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Fifth, when the brand equity is well established on environmental concern and its environmental
promises, it is regarded as the best benchmark of environmental commitments. When the brand
integrates philanthropic contributions into its business activities, these strategies will cause the
consumer to have a forward-looking impression of this enterprise and will more likely engage in
purchase behavior. Sixth, corporate social responsibility and green brand image may have an indirect
effect on the willingness to adopt two mediating variables: green brand trust and green brand
equity. Thus, enterprise managers should clearly emphasize their environmental protection concept,
performance, profession, and social welfare activities to achieve customer WTA via their good brand
trust and brand equity accomplishment. Finally, as a result, green attributes transparency has an
indirect effect on willingness to adopt the mediating variables: CSR image, brand image, green brand
trust, and green brand equity. Hence, it should be noted by marketers whether a significantly large
number of customers are willing to spend a premium to adopt environmentally friendly products [6,72]
and thereby promote their green concepts.

5.4. Limitations and Future Research

The framework of the research project reported above has several limitations that should be
considered in the future while planning further investigations. First, this study asks the respondents
to opt for one green cosmetics brand and then complete a questionnaire. There are many other data
collection methods such as having informants involve themselves in in-game advertising (IGA) or
advergames and then filling in a questionnaire. Second, this research places exclusive emphasis upon
the cosmetics industry in Taiwan. The essential themes and variables discussed should be explored
comparatively in studies of different industries in different countries. Finally, our study is aware of
but does not take other variables into account, such as advertising, environmental material usage,
and green expertise, all of which play an important role in green strategy [4,15]. Their causal role
should be fully examined in future research.
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