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Abstract

Nowadays, green product has gradually gone into people’s
life and work, at the same time, fake green product has penetra-
ted into the market. Brand plays an important role in helping con-
sumers to identify the authenticity of a product. Consumers need
real brand experience, seeking brand authenticity has become a
growing consumer demand. Therefore, it has important theoreti-
cal and practical significance to explore the consumer standards to
distinguish true and false green brand and to research on influence
of green brand authenticity perception on consumer brand choice
behavior.

On the basis of the domestic and international literature, the
conceptual model of influence of green brand authenticity percep-
tion on consumer brand choice behavior is put forward. This dis-
sertation refines the structural dimensions of green brand authen-
ticity perception, excavates influencing factor of green brand au-
thenticity perception, discusses the mechanism of effect of green
brand authenticity perception on consumer brand choice behavior,
analyzes the mediating effect of perceived risk, perceived value

and brand attitude in the mechanism.
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Abstract

Based on theoretical research, this dissertation carries out
three experiments. The first experimental data is used to con-
struct indexes of green brand authenticity perception. The second
survey data is for exploring the direct impact of green brand au-
thenticity perception on brand choice behavior. The third survey
data is used to test the indirect influence of green brand authentic-
ity perception on brand choice behavior. Descriptive statistic a-
nalysis, exploratory factor analysis, confirmatory factor analysis
and mixed structural equation modeling are employed in data a-
nalysis for corresponding empirical tests of theoretical hypothe-
sis. In this dissertation, the main research content and conclu-
sions are as followings:

First, green brand authenticity perception has four dimen-
sions, which are green property, quality commitment, sincerity
and culture heritage. In the four dimensions of brand authenticity
perception of green cosmetics, the three dimensions of green
property, quality commitment and sincerity have positive effect
on brand choice behavior, while the culture heritage has no posi-
tive effect on brand choice behavior.

Second, consumer’ environmental awareness, green con-
sumption cognition and brand credibility are significantly posi-
tively related to green brand authenticity perception. Iconic and
indexical cues have significantly positive correlation with green
brand authenticity perception. The results of one-way analysis of

variance shows that gender and education have a significant effect
s 5w
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on green brand authenticity perception, but age, occupation and
family income have no significant effect on green brand authentic-
ity perception,

Third, perceived value, perceived risk and brand attitude are
mediating variables in the effect mechanism of green brand au-
thenticity perception to brand choice behavior. On one hand ,
green brand authenticity perception indirectly increases the pur-
chase intention by improving perceived value, increasing consum-
er brand preference. On the other hand, green brand authenticity
perception indirectly increases the purchase intention by reducing
the negative feelings of consumers. The direct effect of green
brand authenticity perception on brand choice behavior is weak-
ened without mediating variables.

The research on the relationship between brand authenticity
perception and consumer behavior is still in the initial stage, and
this dissertation expands the existing research results of the rela-
tionship between brand authenticity perception and consumer be-
havior, and has made some progress in theory. Compared with
the existing research, the innovation points of this dissertation
are mainly reflected in the following aspects:

First, it is a new attempt to apply mixed structural equation
modeling to the model of the brand choice behavior. In the mod-
el, green brand authenticity perception is expressed as a manifest
variable. The mixed structure equation modeling simplifies the

complexity of the study, and enriches the content of multivariate
“« 5
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statistical analysis.

Second, . this dissertation explores the factors that affect
green brand authenticity perception. The influencing factors of
green brand authenticity perception is found to be iconic and in-
dexical cues ,gender, educational level, consumer’ environmen-
tal awareness, green consumption cognition through one-way fac-
tor analysis of variance, correlation analysis and confirmatory
factor analysis.

Third. this dissertation develops a research framework of
green brand authenticity perception influencing brand choice be-
havior, In the case of no mediating variable. green brand authen-
ticity perception has a positive effect on the brand choice behav-
ior. With the mediating variable, green brand authenticity per-
ception influences the brand choice behavior indirectly. At the
same time, green brand authenticity perception directly affects
the brand choice behavior, but the direct effect is weakened. This
conclusion shows that the consumer's choice behavior is not stat-
ics but changes with the choice situation.

Keywords: Green brand authenticity perception, Perceived
risk, Perceived value. Brand choice behavior, Mixed structural e-

quation modeling
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