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Abstract 

 

Increased consumer awareness of environmental issues has driven a shift in preference 

and loyalty to environmentally friendly products. This research intends to investigate 

how green trust acts as a mediating factor in the link between green brand image and 

green products in relation to customer loyalty, particularly among Avoskin skincare 

users in Malang City. The methodology applied is quantitative, involving 186 

participants chosen via non-probability sampling methods. The analysis of the data was 

carried out using the Structural Equation Modeling (SEM) technique through SmartPLS 

4.0. The outcomes reveal that the green brand image and green product significantly 

influence both green trust and customer loyalty. Furthermore, it is confirmed that green 

trust serves as an important mediator in the impact of green brand image and green 

products on customer loyalty. These results highlight the critical nature of trust and 

enduring loyalty among environmentally conscious consumers. This research adds 

value to the establishment of sustainable marketing initiatives within Indonesia's 

skincare sector. 
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INTRODUCTION 

The rapid growth of the business sector in Indonesia, marked by industrial expansion 

and increasing public consumption, has indirectly contributed to the emergence of various 

increasingly complex environmental problems, especially in terms of waste management. 

According to information collected from SIPSN in 2022, plastic waste is the second largest 

type with a proportion reaching 18.08% of the total national waste generation, just below 

food waste which dominates with a figure of 40.64% (SIPSN, 2022; DataBoks, 2024). This 

is exacerbated by the lack of awareness to sort waste based on its type. Thus, the process of 

waste management and waste decomposition in the landfill becomes ineffective, which not 

only hinders recycling efforts and the composting process, but can also increase the risk of 

water and soil pollution. 

As consumer awareness of environmental sustainability issues increases, there has 

been a significant shift in preferences and actions taken when purchasing goods, especially 

those related to environmentally friendly goods. Product quality not only influences 

consumer purchase intentions but also has a direct impact on their level of satisfaction, 

making quality an important factor in the decision to purchase green products. In a theoretical 

framework, the concept of green brand image refers to consumer perceptions of the extent to 

which a brand shows concern and commitment to environmental sustainability. Chen  (2010) 

said that green brand image is a brand image that is built from the customer's perspective 

towards a company's environmental initiatives. This includes the use of environmentally 

friendly materials, sustainable production practices, and transparent communication about 

environmental impacts. When consumers decide to purchase a product based on various 

factors, including consumer environmental awareness, perceived product quality, 

competitive product prices, and green marketing approaches, such as product labeling and 

communication. Consumers will tend to choose products that implement sustainability 

principles and environmentally friendly practices. The results suggest that products must 

create effective marketing strategies that highlight their green attributes and sustainable 

values to attract more environmentally conscious customers. By improving product quality, 

setting competitive prices, and raising awareness of environmentally friendly initiatives, a 

brand can increase the desire to make a purchase (Armalwaln et al., 2023). Then, this positive 

perception then forms green trust, namely consumer trust in the authenticity and consistency 

of sustainable claims as stated by (Sinwadana, 2017). In this study, green trust acts as an 

important mediating variable in strengthening the relationship between green brand image 

and consumer loyalty. A study by Diana, (2020) and Ratih et al., (2022) found that consumer 

trust and loyalty to the brand were positively correlated with their perception of the brand's 

green image. When a brand can offer a valuable consumer experience through the use of 

effective green marketing that includes the use of environmentally friendly materials, 

sustainable production processes, promotional approaches that emphasize environmental 

concerns, and prices that reflect green values, customers not only like the brand, but also tend 

to build long-term loyalty and frequently purchase goods with the brand (Yasari et al., 2025). 

This is because the customer's personality, especially those related to environmental 

concerns, is consistent with the values carried by the brand, thus creating a strong emotional 

bond and trust with the brand. 

Furthermore, the Theory of Planned Behavior framework (Ajzen, 1991) provides a 

basis for understanding how consumers form an intention and build loyalty towards green 
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products. where, positive attitudes towards green brands and products can support a 

sustainable lifestyle. The Trust Commitment Theory, which emphasizes that trust and 

commitment are the basis for long-term relationships between customers and brands, 

reinforces this. For Avoskin users, who believe in the concept of sustainability, trust is very 

important. Where, it can determine whether positive perceptions of brand image and green 

products can drive real loyalty. In other words, even though consumers have a good 

assessment of the brand and its products, real loyalty will only be formed if they feel 

confident that the sustainability claims are actually implemented. In the context of green 

marketing, it can affect customer loyalty. It has been found that green marketing initiatives 

can increase customer satisfaction and their loyalty to environmentally friendly products 

(Dewi et al., 2023). This is due to the fact that customers tend to feel more emotionally and 

morally involved with brands that are in line with their sustainability principles. 

Avoskin is a local skincare brand under PT AVO Innovation & Technologi, which is 

the implementation of the sustainability concept in the beauty industry. Luo et al., (2023), 

Avoskin has started implementing the pantal beauty concept by using natural and safe 

ingredients, and prioritizing environmentally friendly packaging such as glass bottles, 

recycled plastic and also packaging made from sugarcane. The content in Avoskin products 

is also formulated without potentially harmful ingredients such as SLS, parabens, fragrances, 

silicon, and is not tested on animals (Avoskin, 2024). Through the #LoveAvoskinLoveEarth 

campaign and the digital take-back program in collaboration with Waste4Change, Avoskin 

invites consumers to return used packaging so that it can be recycled. The Profit, People, 

Planet philosophy carried by Avoskin can directly strengthen the green brand image and build 

green trust in the minds of consumers. This trust will be a strong foundation in creating 

kinsmen loyalty, especially amidst the increasingly tight competition in the skincare industry. 

In the context of this green product innovation, researchers want to study how 

Avoskin products contribute to increasing awareness of sustainable products by looking at 

the image that is highlighted. This study aims to increase understanding of the skincare 

industry, so that it can be a reference for other brands in developing sustainable marketing 

strategies. 

 

REVIEW OF LITERATURE 

Green Brand Image 

Chen, (2010) argues that green brand image is a customer perception of a brand that is 

closely related to the brand's commitment and concern for environmental preservation 

starting from the environmentally friendly production process, the use of sustainable 

materials, to marketing strategies that support sustainability. This green image reflects the 

extent to which the brand instills a responsible identity in the minds of consumers. Mourad 

et al., (2012) added that green brand image not only functions to meet the expectations of 

consumers who are increasingly concerned about environmental issues, but can also be an 

advantage in business competition when a brand consistently shows a commitment to 

sustainability through environmentally friendly products. Thus, green brand image is not 

only a strategy, but also a strategic step that increases competitiveness and builds long-term 

loyalty in the minds of consumers. 

According to the views of the experts above, it can be concluded that green brand image 

is a view formed by customers towards a brand that shows a real commitment to 
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environmentally friendly practices. The environmentally friendly brand image is an 

important added value, because it not only creates a positive perception, but also encourages 

consumer trust, satisfaction, and loyalty in the long term. The indicators include a) 

environmental reputation, b) Environmental professional c) Environmental concern d) 

Environmental successful e) Environmental trustworthy. 

Green Products 

Green products are products that are made to minimize negative impacts on the 

environment throughout their life cycle, from production, distribution, to disposal with non-

hazardous and safe materials. Meanwhile, according to (Susilo, 2012) green product is a 

reflection of a company's strategic efforts in designing, offering, promoting and distributing 

products that are oriented towards environmental sustainability. In other words, 

environmentally friendly products do not only prioritize the end result that is free from 

pollution, but also emphasize the entire underlying process. The indicators are a) Product 

hazard level b) Product packaging c) Raw material composition d) Eco label certificate 

Customer loyalty 

Customer loyalty can be defined as the level of consumer attachment and 

commitment to a brand or company, as demonstrated by repeat purchases and customer 

recommendations. According to Kotler & Keller, (2016), customer loyalty is defined as a 

deep commitment from consumers to continue to repurchase a product or service in the 

future. This occurs despite many marketing influences and efforts that can change consumer 

behavior, but customer loyalty reflects an emotional connection and trust in the brand, which 

keeps customers loyal even in the midst of similar business competition. The indicators used 

in customer loyalty are: (1) Repeat Purchase (2) Retention (3) Referrals. 

Green Trust 

Green trust encompasses the trust that customers have in a company's commitment to 

implementing sustainable and environmentally friendly practices. Green trust is defined as 

consumer beliefs and expectations that are formed based on competition and a company's 

commitment to environmentally friendly products, which will ultimately influence their 

desire to trust the product.(Luo et al., 2023) Thus, it can be said that green trust reflects the 

extent to which consumers feel that the product contributes to environmental 

preservation.Research indicators for the green trust variable are: (1) Environmental claims 

(2) Environmental reputation (3) Environmental performance (4) Environmental 

commitments. 

Research Hypothesis 

H1: Green Brand Image has a significant positive impact on green trust. 

H2: Green products have a significant positive influence on green trust. 

H3: Green Brand Image has a positive and significant impact on customer loyalty. 

H4: Green products have a  positive influence on customer loyalty. 

H5: Green trust has a positive and significant impact on customer loyalty. 

H6: Green Brand Image has a positive and significant role in increasing customer loyalty 

through green trust. 

 H7: Green products have a positive and significant impact on customer loyalty through green 

trust. 

Based on the objectives and hypotheses. it consists of four variables, namely green 

brand image as the independent variable (X1), green product as the independent variable 
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(X2), customer loyalty as the dependent variable (Y), and the intervening variable, namely 

green Trust (Z). The interaction between these variables can be illustrated in the figure below: 

 

 
Figure 1 

Research Design 

Source: processed by researchers, 2025 

 

RESEARCH METHOD 

This study applies quantitative methods to measure the extent of the relationship or 

impact between independent variables and dependent variables. Creswell (2014) states that 

quantitative research is a type of research that focuses on collecting and evaluating data in 

the form of numbers, where variables are measured systematically through scores, values, 

and can be organized in the form of rankings or frequencies to be tested statistically.This 

study applies descriptive analysis methods and explanatory studies using a quantitative 

approach. Descriptive research aims to provide a systematic description of the phenomenon 

being studied. Descriptive research is used to explain problems related to green brand image, 

green products, customer loyalty, and green trust. Explanatory research is a type of research 

that aims to show the position of variables and the impact of variables. In this study, 

explanatory research applies a survey approach by taking samples from the population 

through the use of questionnaires to identify the relationship and effects of environmentally 

friendly brand image and environmentally friendly products on customer loyalty, where trust 

in the environment functions as a mediating variable in users of Avoskin skincare products. 

Meanwhile, the descriptive method focuses on information in the field regarding the 

phenomenon being studied. 

The researcher then used the multiple linear regression SEM-PLS method with 

SmartPLS 4.0 for data analysis. This research model aims to examine how green brand image 

and green products impact customer loyalty; green trust is an intervening variable. This 

model consists of a structural model and a measurement model. 

In this study, the population is categorized as an unknown population or infinite 

population, where the population studied is unknown, namely, students who use Avoskin 

skincare in Malang City. Due to the limitations of researchers in knowing the population of 

students who use Avoskin skincare in Malang. The population in this study consists of 
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respondents who have purchased and used Avoskin products. Then to determine the sample, 

a sample size calculator was used, so that 186 respondents were found. In this study, using a 

non-probability sample, where each individual in the population does not get an equal 

opportunity to be selected as part of the sample. According to Creswell, (2014)on probability 

sampling refers to the process of selecting samples based on certain considerations, such as 

the availability of data or specific research objectives. 

 

RESULTS AND DISCUSSION 

SEM-PLS Analysis 

Partial Least Square (PLS) analysis is used by researchers to test and analyze direct 

and indirect influences between research variables. This PLS analysis is used to determine 

whether there is a positive and significant impact of various variables. The impact is 

considered significant if the p-value is less than 0.01 (p < 0.01). 

 
Source: Data Processed (2025) 

Structural Model Testing (Inner Model) 
Predictive Relevance (Q2) 

Predictive relevance (Q²) analysis aims to measure the extent to which a model has 

predictive ability against observational data. According to (Hair et al., 2017), if the Q² value 

exceeds 0, this indicates that the model has significant predictive ability. Conversely, a Q² 

value below 0 indicates that the model has low predictive ability. In terms of interpretation, 

a Q² value reaching 0.02 is considered small, 0.15 is medium, and 0.35 is large. 

In this study, blindfolding analysis has been conducted using cross-validated 

redundancy and cross-validated communality methods. The results are as follows: 

Table 1 

Results of Construct Cross-Validated Redundancy Data Processing 

Variables Q² (=1-SSE/SSO) Information 

Customer Loyalty (Y) 0.272 Moderate 

Green Trust (Z) 0.537 Strong 

Source: Processed data, 2025 
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It can be seen from table 4.15, that the Q-Square Predict value is greater than 0, which 

indicates that the Customer Loyalty variable has a value of 0.272 and thus shows moderate 

predictive relevance. Furthermore, the Green Trust variable gets a value of 0.537 which 

indicates strong predictive relevance. Based on these results, all endogenous constructs, 

namely Customer Loyalty and Green Trust, show a Q² value> 0, even exceeding 0.35.This 

shows that the model used in this study has significant predictive relevance in predicting the 

relationship between variables. Therefore, it can be concluded that the approach applied in 

this study is valid and has the ability to predict the phenomenon being analyzed, namely the 

relationship between green brand image and green products to customer loyalty with Green 

Trust as an intervening variable. 

R Square (R²) 

  The coefficient of determination (R²) is used to assess the extent to which independent 

variables can explain changes that occur in dependent variables in a study. The R² value can 

range from 0 to 1; the higher this value, the more effective the model is in explaining data 

variation. R square, based on Like (2017), has a value of 0.67 for the strong category, 0.33 

for the moderate category, and 0.19 for the weak category. 

Table 2 

Results of R Square Data Processing 

Variables Q² (=1-SSE/SSO) 

Customer Loyalty (Y) 0.367 

Green Trust (Z) 0.676 

Source: Processed Data, 2025 

Based on the estimation results using the PLS Algorithm on SmartPLS as shown in 

the image above, the R² value for the Customer Loyalty variable has an R² value of 0.367, 

and the Green Trust variable has an R² value of 0.676. The R² value of 0.367 for Customer 

Loyalty indicates that the model is able to explain 36.7% of the variation in Customer Loyalty 

through Green Brand Image, Green Product, and Green Trust. This value is included in the 

moderate category, so it can be said that the model has a fairly good level of predictive ability 

for customer loyalty. Meanwhile, the R² value of 0.676 for Green Trust indicates that the 

model is able to explain 67.6% of the variation in Green Trust through Green Brand Image 

and Green Product. This value is included in the strong category, so it can be concluded that 

the model has a very good ability to predict Green Trust. Overall, the findings of this study 

indicate that the proposed structural model is feasible and relevant for use in assessing the 

relationships between the variables studied. 

F Square 

The F square value analysis in this study was carried out to understand the influence 

of independent variables on dependent variables. This value shows data on the relative 

contribution of an independent variable in explaining changes that occur in the dependent 

variable. Based on the criteria of Hair (Hair et al., 2017), if the F square value of the 

exogenous value is >0.02 then it is included in the small effect, if >0.15 then it is included in 

the medium or moderate, and if the value is >0.35, then it is included in the large effect. 

Below is a data processing table obtained by smartPLS analysis to see the F square. 
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Table 3 

Effect Size Data Processing Results 

 
Source: Processed by Researchers, 2025 

Based on the table above,it can be seen that f square shows that the green brand image 

variable (GBI) has an effect size of 0.020 on customer loyalty, which is included in the small 

effect category, indicating that the direct influence of GBI on customer loyalty is relatively 

small. The green product variable (GP) has an effect size value of 0.060 on customer loyalty, 

but it is still small. On the other hand, the influence of GBI on GT has an f2 value of 0.271, 

which is categorized as a medium effect, indicating that an environmentally friendly brand 

image can foster stronger green trust. The influence of GP on GT has an effect size value of 

0.142, which is still categorized as a small effect, but is quite close to a medium effect. The 

results show that both GBI and GP contribute significantly to the formation of Green Trust, 

which then acts as a mediating variable in forming customer loyalty. 

Outer Model Analysis 

Convergent Validity 

Convergent validity aims to ensure that each indicator in a construct actually has the 

ability to measure the desired latent variable. According to (Subhaktiyasa et al., 2024), if the 

external loading value is greater than 0.70, the indicator meets convergent validity. This value 

indicates that more than half of the variation in the indicator can be caused by the structure 

it represents. 
Table 3  

Results of Outer Loadings data processing 
No Variables Indicator Outer Loadings 

1 Green Brand Image (X1) 

GBI1 0.802 

GBI2 0.852 

GBI3 0.880 

GBI4 0.894 

GBI5 0.885 

2 Green Products (X2) 

GP1 0.865 

GP2 0.851 

GP3 0.907 

GP4 0.903 

3 Green Trust (Z) 

GT1 0.882 

GT2 0.898 

GT3 0.903 

GT4 0.906 

4 Customer Loyalty (Y) 

CL1 0.876 

CL2 0.912 

CL3 0.885 

Source: Processed data, 2025 
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Based on these findings, it can be concluded that all indicators in this study meet the 

convergent validity standards, because all outer loading values exceed 0.70. Therefore, each 

indicator applied in this study is empirically valid in describing each independent variable. 

Discriminant Validity 

Discriminant validity aims to ensure that each construct in the model really has a clear 

difference from other constructs. This test is carried out using the Fornell-Larcker criteria, 

which are explained as follows: 

Table 4  

Results of Fornell-Larcker Criterion data processing 

Variables 
Customer 

Loyalty (Y) 

Green Brand 

Image (X1) 

Green 

Products (X2) 

Green 

Trust (Z) 

Customer Loyalty (Y) 0.891    

Green Brand Image (X1) 0.521 0.864   

Green Products (X2) 0.517 0.806 0.882  

Green Trust (Z) 0.598 0.794 0.767 0.897 

Source: Processed data, 2025 

The results of the Fornell-Larcker Criterion test show that the AVE square root value 

listed on the diagonal of the table is a higher number compared to the relationship between 

constructs. For example, the AVE square root value for Customer Loyalty is 0.891, which is 

higher than the relationship between Customer Loyalty and Green Brand Image (0.521), 

Green Products (0.517), and Green Trust (0.598). The same thing also applies to other 

constructs. This proves that each construct in this model is more closely related to its own 

indicators than to other constructs, so that the discriminant validity based on the Fornell-

Larcker Criterion is met. 

Composite Reliability (Cronbach's Alpha and AVE) 

Discriminant validity Construct reliability indicates the extent to which indicators in a 

construct can consistently measure the same concept. Reliability is analyzed by considering 

the Composite Reliability (CR) value and Cronbach's Alpha. Based on research by Hair et 

al. (2017), a construct is considered reliable if the CR value reaches 0.70 or more and 

Cronbach's Alpha is 0.60 or more. Average Variance Extracted (AVE) evaluates the total 

variance captured by the construct compared to the variance caused by measurement errors. 

In accordance with the standards set by (Hair et al., 2017),  an adequate AVE value should 

be at least 0.50. 

Table 5  

Results of Construct Reliability and Validity Dalltall Processing 

Va llriallbles Cronba l lch's ALLlpha ll rho_A
LL Composite Reliability ALLVE Ca llption 

Customer Loyalty (Y) 0.872 0.895 0.920 0.794 Va l llid & Relia llble 

Green Bra llnd Imallge (X1) 0.915 0.922 0.936 0.746 Va l llid & Relia llble 

Green Products (X2) 0.905 0.933 0.933 0.778 Va l llid & Relia llble 

Green Trust (Z) 0.919 0.943 0.943 0.805 Va l llid & Relia llble 

Source: Processed dal ltal l, 2025 

ALLll ALLVE valllues exceed 0.50, indical lting thallt more thal ln hal llf of the indical ltor val lrial lnce 

cal ln be explal lined by their respective la l ltent constructs. These val llues indical lte thal lt al lll constructs 

in this model hallve very high reliability, so thallt the indical ltors in eallch construct cal ln be trusted 

to meal lsure the construct. This indica l ltes thal lt the constructs in this model ha l lve solid 

convergent val llidity, while strengthening the evidence of discrimina l lnt valllidity. 
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Hypothesis Results 

Hypothesis testing in this study wa l ls conducted using the Pa l lrtialll Leallst Squallre 

Structural ll Equalltion Modeling (PLS-SEM) allpproallch through the bootstral lpping process. This 

method wal ls alldopted becal luse PLS-SEM does not require the a l lssumption of da l ltall normalllity 

(Hair et al., 2017). Hypothesis al lssessment wal ls callrried out bal lsed on the t-stal ltistic al lnd p-valllue 

numbers, where the criteria l l stallte thallt the hypothesis is al lccepted if the t-stal ltistic val llue ≥ 1.96 

al lnd p-valllue ≤ 0.05. 

Table 6  

Hypothesis Testing Results 
Hypothesis Pa llth Coefficients P Va lllues Ca llption 

H1: Green Bra llnd Imallge (X1) -> Green Trust (Z) 0.501 0,000 ALLccepted 

H2: Green Product (X2) -> Green Trust (Z) 0.363 0,000 ALLccepted 

H3: Green Bra llnd Imallge (X1) -> Customer Loya l llty (Y) 0.066 0.276 Rejected 

H4: Green Product (X2)-> Customer Loya l llty (Y) 0.111 0.121 Rejected 

H5: Green Trust (Z) -> Customer Loya lllty (Y) 0.461 0,000 ALLccepted 

H6: Green Bra l lnd Imallge (X1) -> Green Trust (Z)-> 

Customer Loya l llty (Y)  
0.231 0,000 ALLccepted 

H7: Green Product (X2)-> Green Trust (Z)->  

Customer Loya l llty (Y)  
0.167 0,000 ALLccepted 

Source: Processed da l ltall, 2025 

Ballsed on the da l ltall allnal llysis shown in the figure a l lbove, the test results for hypothesis 

H1 indical lte thallt Green Bral lnd Imal lge halls all positive al lnd significal lnt impallct on Green Trust, 

with all coefficient val llue real lching 0.501, t-stal ltistic 6.648, al lnd p-valllue 0.000. Since the t-

stalltistic is higher thalln 1.96 al lnd the p-val llue is lower thal ln 0.05, hypothesis H1 is allccepted. In 

testing hypothesis H2, Green Products a l lre alllso proven to hallve all positive al lnd significallnt 

impallct on Green Trust, where the coefficient va l llue is 0.363, t-stalltistic 4.871, a l lnd p-val llue 

0.000. By meeting the significal lnce requirements, hypothesis H2 is al llso allccepted. Eval llual ltion 

for hypothesis H3 regal lrding the impal lct of Green Bral lnd Imal lge on Customer Loyal llty produces 

al l coefficient val llue of 0.066, t-stal ltistic 0.597, al lnd p-val llue 0.276. Since the t-sta l ltistic is lower 

thal ln 1.96 al lnd the p-val llue is higher thal ln 0.05, hypothesis H3 is rejected. Furthermore, testing 

for hypothesis H4 rela l lted to the impallct of Green Products on Customer Loya lllty shows all 

coefficient val llue of 0.111, t-stal ltistic of 1.172, al lnd p-val llue of 0.121. Becal luse it does not meet 

the significal lnce criteriall (t-stal ltistic <1.96 allnd p-valllue> 0.05), hypothesis H4 is a lllso rejected. 

Meal lnwhile, hypothesis H5 which tests the effect of Green Trust on Customer Loya l llty 

produces al l coefficient val llue of 0.461, t-stal ltistic of 4.251, a l lnd p-val llue of 0.000. By meeting 

the estal lblished significal lnce criterial l, hypothesis H5 is al lccepted. In the indirect effect a l lnalllysis, 

the eval llual ltion for hypothesis H6 shows tha llt Green Bral lnd Imal lge halls al ln impal lct on Customer 

Loyal llty through Green Trust, with a l ln indirect effect va l llue of 0.231, t-stalltistic of 3.326, a l lnd 

p-val llue of 0.000. Beca lluse the significal lnce criterial l allre met, hypothesis H6 is a llccepted, 

indical lting thallt Green Trust a llcts alls all significallnt medial ltor in the relalltionship between Green 

Bral lnd Imal lge allnd Customer Loyal llty. Likewise, the test for hypothesis H7 shows tha l lt Green 

Product influences Customer Loya l llty through Green Trust, with a l ln indirect effect va l llue of 

0.167, t-stal ltistic of 3.377, a l lnd p-valllue of 0.000. Due to these significa l lnt results, hypothesis 

H7 is al lccepted, indical lting thal lt Green Trust al llso functions al ls al l medial ltor in the rela l ltionship 

between Green Product a l lnd Customer Loyal llty. 
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The Influence of Green Bra llnd Imallge on Green Trust 

The results of the study show tha l lt green bral lnd imal lge allffects Green Trust. In other 

words, the stronger ALLvoskin's environmenta lllly friendly ima llge, the more customers trust the 

product. Consumers believe tha l lt the products they use truly support the principles of 

sustallinallbility allnd environmental ll friendliness. The trust formed from this bra l lnd imallge is very 

importallnt becal luse it ca lln strengthen customer rela l ltionships with the bral lnd. In al lddition, it 

provides al l positive signal ll for ALLvoskin to mal lintallin al lnd improve its reputalltion alls all green brallnd 

so thal lt customer trust rema l lins high allnd mallintal lined in the long term. The results of the study 

by Armawan et al., (2023) show thal lt there is all positive allnd significallnt relalltionship between 

Bral lnd Imal lge allnd brallnd trust. The results of previous reseal lrch found thal lt green bral lnd imal lge 

hal ls all significallnt influence on green trust. (Tan et al., 2022) al lnd reseal lrch from (Novitasari, 

2024) al llso emphallsized tha l lt green bral lnd imallge halls al l direct influence on Green Trust, which 

then hal ls al ln impallct on purchal lsing intentions. 

Influence Green Product a l lgallinst Green Trust 

The second hypothesis suggests tha llt green products hal lve all positive impallct on Green 

Trust becal luse it shows thal lt products thallt al lre truly environmental llly friendly, both in terms of 

mal lterial lls allnd mallnufallcturing processes, cal ln increal lse customer trust in ALLvoskin al lnd mal lke 

them believe thal lt the product is not just al l promise, but truly supports sustal linal lbility. The trust 

general lted from this product is very importa l lnt to mal lintallin good relal ltionships with customers. 

If the product is of high qua l llity al lnd environmental llly friendly, customers tend to feel more 

confident al lnd comfortal lble to continue using it. Therefore, the mal lin thing thal lt ALLvoskin must 

pal ly allttention to is the qua l llity of environmenta lllly friendly products. Resea l lrch thallt is in 

al lccordal lnce with (Rahayu et al., 2023) which sta l ltes thal lt environmentalllly friendly products 

thal lt meet sustallinallbility criterial l will strengthen consumer trust perceptions, beca l luse they allre 

considered to hal lve integrity, honesty, a llnd allpproprial lte ethical ll valllues. 

Influence Green Bra l lnd Ima llge on Customer Loya l llty   
The results of the study show tha lt Green Bralnd Imalge hals al positive effect on 

Customer Loyallty, but this effect is not significa lnt. ALlthough the green bralnd imalge is good 

in the eyes of consumers, it is not enough to ma lke customers loyall. ALdditionall falctors thalt 

encouralge customer loya llty to malke customers continue to buy the sa lme goods repealtedly 

alre needed. Therefore, ALvoskin must reallize thalt crealting al green bralnd reputaltion is not the 

only waly to malke customers loya ll. Compalnies must ta lke other alpproalches, such als 

improving customer experience alnd growing deeper trust so thalt customers alre truly loyall to 

their products.The results of this study a lre in line with the findings of (Ratih et al., 2022)  

which stalte thalt Green Bralnd Imalge does form a l positive perception, but does not directly 

result in loyallty without media ltion such als trust or customer sa ltisfalction. Resea lrch by This 

difference maly be calused by the resealrch context, respondent cha lralcteristics, or the level of 

depth of green bralnding implementaltion of ealch bralnd studied. 

Influence Green Product towa l lrds Customer loya l llty 
The effect of green products on customer loya l llty wal ls al llso found to be positive, but 

not significal lnt. This meallns thal lt alllthough environmental llly friendly products a l lre considered 

importallnt by consumers, it does not necessa l lrily mal lke them loyalll customers. Other fa l lctors 

such al ls salltisfallction allnd trust mal ly plally all greal lter role in forming loyal llty. Therefore, ALLvoskin 

should prioritize the qual llity of green products besides other a l lspects to increal lse customer 

loyal llty. Providing good service a l lnd mal lintallining customer trust ca l ln be the key to ma l lking 
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customers loyal ll to ALLvoskin in the long term.  These results allre in line with reseal lrch conducted 

by (Rahmayani et al., 2021), which stal ltes thallt Green Product al lttributes alllone al lre not enough 

to drive loyal llty without the media l ltion of consumer trust in the bra l lnd.ALLccording to several ll 

journal lls, the influence of green products is not al llwal lys significallnt on customer loyal llty. Other 

fal lctors such al ls price, perception of direct benefits, a l lnd product feal ltures tha l lt al lre eal lsier for 

customers to understa l lnd al lffect customer loyal llty. Green products a l llone allre not enough to 

build customer loyal llty if not followed by the right ma l lrketing al lnd educalltion stral ltegies. 

Influence Green Trust towa l lrds Customer loya lllty 

The results show tha l lt Green Trust ha l ls al l positive a l lnd significa l lnt impa l lct on 

customer loya l llty. This shows tha l lt the grea l lter the customer's trust in A LLvoskin a lls a lln 

environmental llly conscious bra l lnd, the grea l lter the customer's loya l llty to the product. 

This trust shows customers tha l lt ALLvoskin's commitment to susta l linallbility is not just al l 

promise but is rea l ll in pra l lctice. Customers' emotiona l ll involvement in A LLvoskin is 

getting stronger, which is reflected in repurcha llse beha l lvior, regula l lr product use, a l lnd 

the desire to recommend others to use it. The ma l ljority of respondents from Gen Z a l lre 

very critica l ll allnd selective a llbout sustal linal lbility cla llims, so building this trust is very 

importal lnt to ma llintallin their loya l llty in the long term. Reseal lrch conducted by (Mourad 

et al., 2012), which concluded tha l lt bra llnds tha l lt al lre allble to build trust through 

commitment to the environment will ga l lin consumer loya l llty in the long term. 

Therefore, the results of this study confirm tha l lt Green Trust is one of the key fa l lctors 

in building customer loya l llty to green products, a llnd is a lln importallnt founda l ltion for 

sustal linallbility stralltegies. 

The influence of Green Bra l lnd Imallge on Customer loya l llty through Green Trust 

The results of the study a l llso show tha l lt green bra l lnd imal lge allffects customer 

loyal llty through Green Trust. In fa l lct, ALLvoskin's environmenta l llly friendly ima l lge is not 

enough to ma l lke customers loya l ll; ra l lther, consumers must believe tha llt the compa l lny 

implements environmenta l llly friendly va l llues consistently. This trust lea l lds to loya l llty, 

such al ls repea l lt purcha llses al lnd recommenda l ltions. With ALLvoskin's val lrious commitments 

allnd al lctivities, the bra l lnd imal lge will be stronger if customers believe tha l lt the business 

real llly pal lys allttention to the principles of susta l linal lbility. Therefore, Green Trust is a l ln 

importal lnt component tha l lt connects bral lnd ima llge with customer loya l llty, especia l llly for 

the younger genera l ltion who highly va l llue bra llnd integrity in terms of susta l linal lbility. 

ALLccording to resea l lrch conducted by (Tu et al., 2024), green bra l lnd ima l lge plal lys al ln 

importal lnt role in ma l lrketing to foster strong customer loya l llty 

The influence of Green Products on Customer loya lllty through Green Trust 
The relal ltionship between green products a l lnd customer loyal llty through Green Trust 

yields significallnt findings. This shows thal lt ALLvoskin's eco-friendly feal ltures do not al llwallys 

mal lke customers loyal ll without giving strong trust in the product's susta l linallbility cla llims. This 

trust is whallt drives customers to continue using a l lnd recommending the product. A LLvoskin 

creal ltes al l positive perception by using sal lfe nalltural ll ingredients al lnd eco-friendly pallckal lging. 

However, consumers will be more loya l ll if they allre truly convinced tha l lt allll these promises 

al lre true al lnd not just ma llrketing tallctics. The role of Green Trust is very importa l lnt to ensure 

thal lt green product commitments ca l ln general lte ongoing loya l llty, especia l llly for Gen Z 
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customers who demal lnd tral lnspal lrency allnd real ll evidence. Wahyumar et al., (2023) explal lins 

thal lt green products ha l lve al ln importallnt role in ma l lrketing to strengthen strong customer 

loyal llty. 

 

CONCLUSION 

This study alims to investiga lte alnd understalnd the significalnt contribution of eco-

friendly bralnd imalge alnd eco-friendly products in building consumer trust in sustalinalble 

goods, alnd how these beliefs a lffect customer loya llty to the ALVoskin skincalre bralnd. The 

findings of this study indica lte thalt eco-friendly bralnd imalge hals al positive alnd significalnt 

impalct on eco-friendly trust a lnd customer loyallty, mealning thalt positive perceptions from 

consumers regalrding al bralnd's environmentall commitment caln increalse trust alnd loyallty. On 

the other halnd, eco-friendly products a llso show al positive alnd significalnt influence on eco-

friendly trust alnd customer loya llty, indicalting tha lt the sustalinalbility element in a l product is 

aln importalnt consideraltion in building customer trust. Eco-friendly trust is allso proven to be 

alble to medialte the relaltionship between eco-friendly bralnd imalge alnd eco-friendly products 

on customer loyallty. This confirms tha lt consumer trust is al key falctor in chalnging perceptions 

albout sustalinalbility into customer loyallty. 

The implicaltions of this study alre to emphalsize the importalnce of malrketing straltegies 

thalt caln strengthen the green bralnd imalge alnd the quallity of environmenta llly friendly 

products to build strong green trust in the minds of consumers. A Lvoskin Compa lny needs to 

improve tralnspalrency alnd educaltion relalted to environmentall commitments in the production 

alnd distribution processes so tha lt other industry plalyers caln implement sustalinalble pralctices. 

The limitaltions of this study alre.This study only covers al limited salmple of ALvoskin product 

users, which maly alffect the generallizaltion of findings to other bra lnds. In alddition, daltal 

collection for this study wa ls only calrried out through questionna lire distribution, which will 

limit the depth of daltal alnd direct interalction with palrticipalnts. Future resealrch is expected to 

include al lalrger salmple.to be alble to cover valrious community groups, in order to obta lin 

better generallizaltion of results. 
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