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ABSTRACT

The purpose of this research is to examine the mediation effect of brand credibility on the relationship
between brand familiarity and brand attitude towards green product. Moreover, this research studied the effect

of brand familiarity and brand credibility on attitude towards green product. The 830 data was collected in AA
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University (AAU) by convenience sampling. The results of the study indicate that brand familiarity has direct

effect on brand credibility and brand credibility has positive relationship on brand attitude. Furthermore, brand

credibility has partial mediation effect on relationship between brand familiarity and brand attitude significantly.

KEYWORDS: brand credibility, brand familiarity and brand attitude towards green product.
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fathy wanveAeuaANRgIUT 4 WUl Anaiideti
AensIAUALTUMLUTIMSNMdouLUUUNSEIU (Partial
mediate) ARAUFUNUTTENIN AUAULALFBATIAUA

[
o o v v =

LavViAUARREASIAUA penelidudAy A9l F9nanale

o

Idulumuaunfigiun 4

aAUs8Na
navosnsiseluadeivaglidladenudusiug
srine auAULAY AsBetio wazsirunRden saLAN
Fadumuusilunguinsaui WesnemAdedlng
ffinns@nwludszndlng Tnagvinisiesisiianie
ANUENITUSN N TITENINANUAWASIUAINIITNNG
sensAufnty dsliresunnghiemiAdeiivhnisine
Tudesnuduinssensaudiifldoriauafdonsidudi
warlnglanizegednddetuilladnvnuindede
v0in513uA ludnuarvesnsiusuusunsniidun
USUUTIAMUFURUS T8 NINAUAUATABATIAUA LA
vimuafnons1dudiliaeedfideliauaulouay
nsAnwnilatn Taeanizluusunvesdudiie
Aswandoudu liusingihiinisinuiseluedi
Tumsidendedl lgvhmanaseulnemsldnsaudn
ﬁﬁ%mﬁmaeﬂiué’a fo Superwear 7ifideldnuazainy
Fenmglunsudemanaiin vihnsiFeuiisutunsdus
Afuslanaliineidnunney Ae Bottled me Tunsuan
nszueminiledwaindesens e Weldvihnsinset
MaBunudn kan15imsnzives Superwear fifiade
YosmuAuIAsLAT AN TeiogenimsAud Bottled
me FsrnuduiAsuarAILLToTefiuINnI1 Adanadis
VirueRTiRRensTUaNT L AIngeY Superwear 41NN
Bottled me 8nee sethunan1sidedvsnaniemsdlundeil

wuhmnuAuAsensAuAInase Aniidede way
viruafvesffuslnafifsensdudiioduinden G591
NT8vee gnins Aanlvewadl (2547) uasening
yudl wagIniuan wsanandy (2557) finsAnwnizes
Msfuinauiiinasonisaiunuansidud lindan
Judlefuilaafanisiuslunsdudn fuilnafasiia
AruduapfunsAusEu SeivdmaliAnaulinga
arandefio uazhnsdadulatedudluiian (osaud
iledawndeuduaudlmiludeslneg fuslandilines
Funeanniin Snislaeunfivhuds dudussnniaziisn
unentrdudund Snfedafinunmiiliuueu fuslan
Feflanmidsdlunisdeduduszani dadulunisfiay
FmunvAudiiedanindeuaisozyiliguilaaiia
AnuduiRgiuRsAUAieY uazynAudilodaindon
fndnuazdmnielneuisniifidedusluriomanogud
msagimssmedudiedsndonlunsdud i
vosuiEmiiuslanidniduodied Jeazarelifusland
Anuidnidestiurensduiuazidudiiiedandon
tunnBeiy wavdmaronnuAnfiumauinvesiuilae
sedufiliodunden eannguilanaziiniundesiu
TesAudfinuesdindursdeninuevosdud g
autosltiuey Judunisananudsdlunisdndulaves
;EU%Iﬂﬂadeéf (George & Chalmers, 2004)
SnviamavesmAfeifindiinsfianuindete
yosnsduiluiudsunsnnisdeu (Partial mediation)
FENINANUAUNUTVRIANUAUAE AL TIALARFDAT LA
Fefvaneanuinguilaalisuduiiesfesinnuiediose
miﬂﬁuﬁﬂfmﬂLﬂuﬁﬁmﬁmaﬂummﬁmauﬁwLﬁ"a?mmé'am
iesanmsiiguilanduineiuasdudilansidudnis
anunsafiasilugviruaiindensAudduls wwnin
uonanguilanazAuinsiunsaududs asfiaing
autdetiensaudndunsdusiifinnnudeang
fagdadamaliguslnaiiimunfronsduduas dudifss
JulUdn Inelamzaudifiodaunndeuiivededdisnisly
AsHARTIRARU Uawvietumeun TAUMUNR pranhidedto
srdaflanuddyseviauafiia

Uil 17 adudl 1 wns1ax - Squeu 2560 79



v v
a a

Ja31nlun1sivenselae uITeTullavii

nsidennguiindnwidunguiieduiteligindaves
drounvuasunuiianuuandaiuliosiign Tun1s3ide
adssioly 9199¥nNsAnINNguAIeE il giindsdiil
ATukAneeY wazilenumanvaneuntu delinaues
mavannsathivldifiodadsldeunhananndeiu

URIGITEINTE
snuanmsiteluaded] ideideiauouurdolui
AsasANLAuAsiensduiuiguslaa lid
wfunslimnufiiertunsiduin nslewannsaud
Tudesinag 1wy wilsdedant Iny Insvimi videvomnasiien
dislEfuslnaliBudouar Sunsuimansiieriuasaudn
Tvhnnilan Seazdsnasevirundifnensidud deaziily
drnusiiladedudnsoly
msassmmdetiofensnaudn Tnsmsthiaue
su'nmilﬁmﬁ’mmmL%Ensmzgmaw%@’ﬂumslﬂuﬁmﬁm
dufn wazazdesUftRnudyalunisizseunmenli
fugnéndsfinsaudlidyanly Wegniiinanudedio
m'ammmmimaw%ﬁﬂumilﬂu@ﬁmsmmv Aozdina
soauAnulugauinuesgnditueunan
ANAuIABUazAI e feRens AR DY
AafislenudAnyronsuinarvenanaud dau v
AsTagduunmseugiull Tnsassanuduinendonia
Amndeiiouinsaudvesutn lnsiamzaudlungs
vosdudlval maldesaudnlimstideyatmansifeiu
prdufuaziandusilusgiuin ioaiennuduiag
wazmdoTiorions dud wivnnusemldnsidudiiu
gnffazdinnuduaeiunsdumegud dnnsaanafises
T¥anumeelunisairennudedeliunguilaady
U%ﬁmLﬂu;:iﬁmmsﬁﬂmzglumamﬁmsﬁﬁaﬁqG]
legnénlenuduiay wazenuidetiedensnaud
uéh gnénaziienumousiensAudi wasdnnuRaiuh
p91Aufetintud uasilugnismaaeddndntasluiian

80  eSuvuUsvien] atuuywernansuazdinurans

LN

Andil yudl warinuan wanalv. 2557, “avsna
YosAAAMIIAUAMIaTEILUTEANTIN1TAAT
frengAnssumsnslatoaudundilunduauna
widuileuesngaunmuesguslaaluuangamm
WAUAS”. @1913NTANISNTReANS09ANS
ALETANSAARS WY AoaTINATY UV TINeNdY
SITUANANS.

gnsis Aanluenaydl. 2567, “HANUTBINITINNERSTDW
dofuilaa  unnumudosdu’. 213813
Uwmaaand anzlinaaians Iwiasnsal
NININYIAY, 22(4), 12-31. LIulas.

Baron, R. M., & Kenny, D. A. 1986. The moderator-media
tor variable distinction in social psychological
research: Conceptual, strategic, and statistical
considerations. Journal of personality and
social psychology, 51(6), 1173.

Bentler, P. M. 1992. On the fit of models to covariances
and methodology to the Bulletin.
Psychological bulletin, 112(3), 400.

Biswas, A., & Roy, M. 2016. Impact of Social
Media Usage Factors on Green Choice
Behavior Based on Technology Acceptance
Model. Journal of Advanced Management
Science, 4(2).

Bolton, L. E., & Reed, A. I. 2004. Sticky Priors: The
Perseverance of Identity Effects on Judgment.
Journal of Marketing Research, 41(4), 397-410.

Brinol, P., Petty, R. E., & Tormala, Z. L. 2004. Self-
validation of cognitive responses to
advertisements. Journal of consumer
research, 30(4), 559-573.

Byrne, B. M. 2013. Structural equation modeling
with AMOS: Basic concepts, applications,

and programming: Routledge.



Chen, H.-Y., & Boore, J. R. P. 2010. Translation and
back-translation in qualitative nursing research:
methodological review. Journal of Clinical
Nursing, 19(1-2), 234-239.

Erdem, T., & Swait, J. 2004. Brand credibility,
brand consideration, and choice. Journal of
consumer research, 31(1), 191-198.

George, M., & Chalmers, J. 2004. Preface. Vibrational
Spectroscopy, 35(1-2).

Gregory, A. 1997. An examination of the long run
performance of UK acquiring firms. Journal of
Business Finance & Accounting, 24(7-8),
971-1002.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R.
E.2010. Multivariate data analysis: Prentice Hall.

Herrera, C. F., & Blanco, C. F. 2011. Consequences of
consumer trust in PDO food products: the role
of familiarity. Journal of Product & Brand
Management, 20(4), 282-296.

Hu, L. t., & Bentler, P. M. 1999. Cutoff criteria for fit
indexes in covariance structure analysis:
Conventional criteria versus new alternatives.
Structural equation modeling: a multi-
disciplinary journal, 6(1), 1-55.

Kapferer, J.-N. 2004. The new strategic brand
management : creating and sustaining
brand equity long term. London: Kogan Page.

Keller, K. L., & Lehmann, D. R. 2006. Brands and
branding: Research findings and future
priorities. Marketing science, 25(6), 740-759.

Kotler, P. 2011. Reinventing Marketing to Manage
the Environmental Imperative. Journal of
Marketing, 75(4), 132-135.

Lynch, J. G. 1999. Theory and External Validity. Journal
of the Academy of Marketing Science,
27(3), 367-376.

Maathuis, O., Rodenbure, J., & Sikkel, D. 2004.
Credibility, emotion or reason? Corporate
Reputation Review, 6(4), 333-345.

Marsh, H. W., & Hocevar, D. 1985. Application of
confirmatory factor analysis to the study of
self-concept: First-and higher order factor
models and their invariance across groups.
Psychological bulletin, 97(3), 562.

Merchant, A., & Rose, G. M. 2013. Effects of advertising-
evoked vicarious nostalgia on brand heritage.
Journal of Business Research, 66(12),
2619-2625.

Nunnally, J. C. 1978. Psychometric theory: McGraw-Hill.

Olson, E. L. 2013. It’s not easy being green: the effects
of attribute tradeoffs on green product preference
and choice. Academy of Marketing Science.
Journal, 41(2), 171-184.

Paco, A., Alves, H., Shiel, C,, & Filho, W. L. 2013.
Development of a green consumer behaviour
model. International Journal of Consumer
Studies, 37(4), 414-421.

Schreiber, J. B., Nora, A., Stage, F. K, Barlow, E. A, &
King, J. 2006. Reporting structural equation
modeling and confirmatory factor analysis
results: A review. The Journal of educational
research, 99(6), 323-338.

Sperber, A. D. 2004. Translation and validation of
study instruments for cross-cultural research.
Gastroenterology, 126, S124-5128.

Steenkamp, J., Batra, R., & Alden, D. L. 2003. How
perceived brand globalness creates brand
value. Journal of International Business
Studies, 34(1), 53-65.

Swait, J., & Erdem, T. 2007. Brand effects on choice
and choice set formation under uncertainty.
Marketing Science, 26(5), 679-697.

Ul 17 adufl 1 uns1e - fquaeu 2560 81



Wang, X., & Yang, Z. 2010. The effect of brand

credibility on consumers’ brand purchase
intention in emerging economies: The
moderating role of brand awareness and brand
image. Journal of Global Marketing, 23(3),
177-188.

White, K. J. 1992. The Durbin-Watson test for

82

e

autocorrelationin nonlinear models. The Review
of Economics and Statistics, 370-373.

aa X
Wsugn NN

YDULAU

Xue, F., & Muralidharan, S. 2015. A Green Picture is

Worth A Thousand Words?: Effects of Visual
and Textual Environmental Appeals in
Advertising and the Moderating Role of
Product Involvement. Journal of Promotion
Management, 21(1), 82-106.

Zhang, S., & Schmitt, B. H. 2001. Creating local

brands in multilingual international markets.
Journal of Marketing Research, 38(3), 313-325.

MasfnwseAuIgaien NANEUIISEIAY unTinendedesivd aunsnwisedu
Uiy iv anvnmseans lagszauUiages a1wmslsslsuuasnsvisaiiey 9numningnay

Tagtumsaiumls Usesrumangnsanyinnmnain augRaumansuagingn1sinnis

UPNINYDUNEATANERNT INYUIARAUNTLALTH I InFNaUAT

aUayd NI deLTedll

599ANENT19158 ATNYIN AURUIZAN
JuMIANYISEAUUIQYLEN @1v1n159a1n 910 New Mexico State University Useine
ansgelusni seAuUTygln @19IN158U INPRNTAUUNINGTRE wasERUUSYInT

TagUumsainuie vthnAyN1sRann AMEUSINIESNY unanendeidedlny

ANENTINTE ATV AUy

v A

=N
>

#19IN1INANA NN ReLTelnl
Uoptuluenasdnaivnisnann aaruimsgsia uninedededdl

UNNIANYITEAUUTYYILEN @1UIN159819 910 Oklahoma State University Useine
ansgelisni seRuUSaIv 90 Wichita State University Useinaansgalasni uaeseaul3yans
210 William Smith College UsineansgaLisni wendue19158Usedndi Washington State
University UseinAansgoisn kazn1a3znn1snann AnguImIgsna umingtaedesinal

A3.95M 3N
-e UNSANBITEAUUIYY DN @1UIN30aIm 90 The University of New South Wales
o o

Uselneeoansiay seauUsqe v @1w1nmsenan 910 The University of Sydney WagseauU3gaes



