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Abstract
This study examines the influence of eco-friendly product innovation, brand
equity, and marketing communication on consumer loyalty, with purchase
decisions as a mediating variable. The research object comprises Samsung
smartphone users in the Gresik and Sidoarjo regions. Using a quantitative
approach, data were collected through Likert scale questionnaires completed
by 153 respondents selected via purposive sampling. Data processing was
conducted using SmartPLS version 3.2.9 to test the relationships between
variables. The results indicate that eco-friendly product innovation, brand
equity, and marketing communication have a positive and significant
influence on both purchase decisions and consumer loyalty. Additionally,
purchase decisions are found to play an essential role in mediating the
relationships between these variables and consumer loyalty. These findings
highlight the importance of marketing strategies that incorporate
sustainability and brand equity in fostering consumer loyalty.
Keywords: Brand Equity, Consumer Loyalty, Green Product Innovation,
Marketing Communication, Purchase Decision

INTRODUCTION

In the Society 5.0 era, technology is central to daily life, requiring
individuals to be tech-savvy (Purnama & Chairina, 2023). Advanced technology
enables global business operations but also increases environmental issues like
global warming and pollution (Frianto et al., 2023; Majali et al., 2022). As a result,
consumers are shifting towards eco-friendly products. Green product innovation
helps businesses reduce environmental impact and align products with sustainable
values, offering added consumer appeal (Putri et al., 2023). In Indonesia,
smartphone usage grew from 28.6% in 2015 to 63.3% in 2019, with increasing
electronic waste projected to reach 110 million tons by 2050. Green innovations in
smartphones can reduce this damage.

Consumers are also influenced by brand equity, as strong brand equity
builds trust and boosts consumer confidence (Ramadhan et al., 2023; Firdaus et al.,
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2023). With many smartphone brands available, Samsung, the leading brand in
Indonesia, demonstrates the importance of brand equity (Sya’idah, 2020; Shrestha
et al. 2023). Additionally, marketing communication is crucial for differentiating
products and influencing consumer perceptions (Mihaela, 2015; Parameswaran,
2023). Effective marketing communication boosts sales, while poor
communication harms performance (Salim et al., 2022; Ramadhayanti, 2021).
Samsung, leading the global smartphone market with a 20% share as of Q3 2023,
shows how marketing can drive purchase decisions and company growth (Subagya
et al., 2022).

Consumer loyalty is closely linked to meeting expectations and
environmental awareness (Widianto et al., 2023; Santosa et al., 2020). Green
product innovation, strong brand equity, and effective marketing communication
all contribute to fostering long-term loyalty, as consumers who recognize a
product's value are likely to remain loyal (Syaifudin Syukri et al., 2023)

Marketing Management

Marketing management involves planning, execution, supervision, and
control to help businesses achieve their goals (Hendrayani & Siwiyanti, 2021).
Its main aim is to establish beneficial relationships between producers and
consumers, ultimately generating profit by offering products or services that
meet consumer needs (Ariyanto et al., 2023).

Green Product Innovation

Green product innovation, as defined by Xie et al. (2019), focuses on
improving product design to reduce environmental impact using non-toxic or
biodegradable materials. Christian & Alhazami (2023) state it meets market
demands by creating environmentally conscious products. Dangelico (2016)
highlights benefits like cost reduction, increased turnover, and improved
reputation. According to Putri et al.(2023), it is measured through eco-friendly
product development, eco-labels, recycling waste, and eco-friendly packaging.

Brand Equity

Ahiabor et al. (2023) describe brand equity as a crucial intangible asset.
Tores (2020) defines it as the added value a product gains through customer
perceptions, pricing, market share, and profitability. Agustini and Suasana
(Marlius & Darma, 2023) note that strong brand equity helps companies
outperform competitors by making products more attractive to customers.
According to Qalby et al. (2023), brand equity is measured through brand
awareness, perceived quality, brand association, and brand loyalty.

Marketing Communication

Marketing communication refers to the methods businesses use to
inform, persuade, or remind consumers about their products and brands, either
directly or indirectly (Ramadhayanti, 2021). It is vital to ensure consistent
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understanding between marketers (communicators) and potential consumers
(communicators), even in simple market structures (Ramadhayanti, 2021).
Sinambela et al. (2019) explain that marketing communication enables
companies to build relationships with their customers.

According to Aurelia & Hidayat (2023), marketing communication
consists of five indicators, advertising, personal selling, sales promotion, public
relations, and direct marketing

Purchase Decision

A purchase decision results from a decision-making process in which
consumers determine whether a product or service is necessary and then find,
evaluate, and choose among competing brands (Larika & Ekowati, 2020).
According to Tjiptono (Gunarsih et al., 2021) a purchase decision involves a
series of steps, beginning with the consumer identifying their problem, seeking
information about specific brands or products, and evaluating them based on
how well they meet their needs. Samad et al. (2023) outline four indicators of
purchase decisions: deciding to buy after obtaining product information,
choosing to buy due to a preferred brand, buying a product that meets needs and
desires, and purchasing based on recommendations from others.

Consumer Loyalty

According to Tjiptono (Syukri & Sos, 2018) consumer loyalty is the
commitment of customers to a brand, characterized by repeat purchases. Kotler
and Keller (Busra & Dahmiri, 2022) define it as a high level of customer
commitment reflected in repeated purchases or subscriptions. Taylor (in
Ummah, 2019) sees loyalty as a valuable asset for businesses, reducing
marketing costs, attracting clients, and protecting against competitors. Primakov
(2023) identifies three indicators: repeat purchases, resistance to negative
influences, and recommending the product to others.

METHOD

This study uses a quantitative explanatory approach, focusing on Samsung
smartphone users in Gresik and Sidoarjo. It examines green product innovation,
brand equity, marketing communication, purchase decisions, and consumer loyalty.
A sample of 153 respondents was selected through purposive sampling. Data was
collected via online Likert scale questionnaires. Structural Equation Modeling
(SEM) was used for analysis, including measurement model analysis, validity and
reliability tests, model evaluation, and hypothesis testing.

RESULTS AND DISCUSSION
Descriptive Analysis

Based on the data collected via Google Forms, 60.1% of respondents reside
in Gresik, while 39.9% live in Sidoarjo. The mean scores indicate that brand equity
(4.49) is the most influential factor, followed by purchase decision (4.38) and
consumer loyalty (4.31). Green product innovation (4.29) and marketing
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communication (4.25) also show positive impacts, with all variables viewed
favorably.

PLS Model Scheme

The figure below shows that all indicators within the variables have loading
values greater than 0.7, indicating strong relationships between the indicators and
their respective variables.

Figure 1. Partial Least Squares (PLS) Model Scheme
Source: Research Results (2024)
Validity Test
Table 1 shows that the validity test results indicate all constructs are
considered valid, as all the r Count Values exceed the critical threshold of 0.159,
confirming their statistical validity.
Table 1. Validity Test Result
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Reliability Test

Table 2 shows that all variables have a Cronbach's Alpha value greater than

0.70, so they are considered reliable.
Table 2. Reliability Test

Var:abl Itesem Cronbach's Alpha  Critical Value Notes
“ 5 0.889 070 Relei:abl
“ g 0891 070 Releiabl
X3 12 0.938 0.70 Releiabl
, § 0871 070 Releiabl
Y 5 0915 070 Reliabl

[S

Source: Research findings (2024)
Outer Model Evaluation or Measurement Model

Convergent Validity

Based on Table 3, the correlation between the constructs and variables is

greater than 0.5, indicating validity.
Table 3. Convergent Validity Test

Green Marketing
. . o, Purchase Consumer
Product Brand Equity Communicatio . .
I . Decision Loyalty
nnovation n
XI1.1. 073 X21. 073 Z1. 072 Y.1. 071
1 3 1 9 X3.1.1  0.721 1 ) 1 6
XI1.1. X2.1. 0.73 Z2. 074 Y.1. 079
2 0.76 ) 9 X3.1.2 0.735 1 4 5 6
X1.2. 071 X22. 0.75 Z3. 083 Y.1. 078
1 3 1 5 X3.2.1 0.76 1 7 3 7
X1.2. 073 X22. 0.79 Z3. 076 Y2. 075
2 9 2 9 X322 0711 2 6 1 ]
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Green Marketing Purchase Consumer
Product Brand Equity Communicatio .
I . Decision Loyalty
nnovation n
X1.3. 077 X22. 0.79 Z3. Y.2. 081
1 4 3 6 X3.3.1  0.791 3 0.88 > 5
X1.3. 076 X23. 0.73 Z4. 072 Y2
> 5 1 9 X332 0.788 1 ] 1 0.85
X14. 073 X23. 071 Y3. 082
1 2 7 X34.1 0.776 2 7
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6 | 5 X342 0.785 3 |
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X3.52  0.788
X3.53  0.792

Source: Research findings (2024)

Discriminant Validity
Based on Table 4, all variables have good discriminant validity with AVE
values above 0.50.

Table 4. Discriminant Validity Test

Variable AVE Notes
Green Product Innovation 0.563 Valid
Brand Equity 0.567 Valid
Marketing Communication 0.595 Valid
Purchase Decision 0.611 Valid
Consumer Loyalty 0.629 Valid

Source: Research findings (2024)

Composite Reliability

Based on Table 5, all variables are consistently reliable with composite

reliability scores above 0.70.

Table 5. Composite Reliability Test

Variable Composite Reliability Notes
Green Product Innovation 0912 Valid
Brand Equity 0.913 Valid
Marketing Communication 0.946 Valid
Purchase Decision 0.904 Valid
Consumer Loyalty 0.931 Valid

Source: Research findings (2024)

Cronbach's Alpha

As shown in Table 6, all variables have Cronbach's Alpha values greater
than 0.70, indicating reliability. This concludes the validity, reliability, and outer
model evaluation based on the collected data for the study.
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Table 6. Cronbach's Alpha Test

Variabl  Item Cronbach's Alpha Notes

(Y S
X1 8 0.889 Reliabl
X2 8 0.891 Releiabl
X3 12 0.938 Reliabl
z 6 0.871 Reliabl
v 8 0915 Reliabl

[S

Source: Research findings (2024)
Evaluation of the Inner Model

Coefficient of Determination (R-Square) R?

Based on Table 7, the influence of green product innovation, brand equity, and
marketing communication on purchase decisions yielded a value of 0.663, which is
considered moderate. Additionally, the R-square was used to observe the effect of
the same variables on customer loyalty, yielding a value of 0.697, which is regarded
as high.

Table 7. R-Square Test

R- R Square
Square (R?) Adjusted
Purchase Decisions 0,663 0,656
Consumer Loyalty 0,697 0,689
Source: Research findings (2024)
Goodness Off Fit
Q Square =1-[(1-R?1)x(1-R?2)]

=1-[(1-0,663) x (1-0,697) )
=1-(0,337x 0,303)
=1-0,102
=0,90
From the calculation above, a Q-Square value of 0.90 or 90% was obtained.
This indicates that the research model can explain 90% of the variance in the
research data, while the remaining 10% is explained by other factors outside this

study.Path Analysis
Table 8. Path Analysis Test

Unstan Coefficients Standa t Sig
dardized B Std. Error rdized Coe
fficients Beta
Constant 1.616 1.517 1.065 0,288
X1 0,176 0,051 0,228 3461 0,000
X2 0,297 0,050 0,382 5.980 0,000
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X3 0,155 0,034 0,323 4.555 0,000
Source: Research Results (2024)

Based on the data in Table 8, the standardized coefficients beta for the influence of
independent variables on the mediating variable indicate an el value of 0,351.

Table 9. Sub-Structural Path Analysis

Unstandard Coefficients StandardizedCo t Sig
ized B Std. Error efficients Beta
Constant  -0,364 1,982 -0,184 0,854
X1 0,206 0,069 0,192 2.985 0,003
X2 0,211 0,072 0,196 2,931 0,004
X3 0,151 0,047 0,226 3,176 0,002
Z 0,477 0,107 0,344 4.470 0,000

Source: Research Results (2024)

Based on the data in the table, the standardized coefficients beta for the influence
of independent variables on the mediating variable indicate an el value of 0.308.

Hpypothesis Testing
Table 10. Direct Effect Hypothesis Test

Relationship O) ™M) (STD T P
EV) Statist Value

ic s
X1>Z 0.225 0225  0.064 3.535 0.000
X2>Z 0.185 0.186  0.076 2421 0.016
X3>Z 0.387 0389  0.061 6304 0.000
X1>Y 0.201 0202  0.071 2853 0.005
X2>Y 0.328 0329  0.061 5369 0.000
X3>Y 0.228 0234  0.097 2355 0.019
>Y 0.345 0338 0.096 3.589 0.000

Source: Research Results (2024)

Based on the table, the influence between the independent and dependent variables
is significant if the t-statistic > 1.975 and the p-value < 0.05. In this case, HO is
rejected, and Ha is accepted.

Table 11. Indirect Hypothesis Testing
Relationship ) ™M) (STDEV) T Statistic P Values

X1>Z>Y 0.078  0.076 0.032 2,451 0.015
X2>7>Y 0,133  0.132 0.045 2.959 0.003
X3>7>Y 0.113  0.110 0.036 3.165 0.002

Source: Research Results (2024)

Table 11 shows that green product innovation, brand equity, and marketing
communication positively impact consumer loyalty through purchase decisions,
with influence values of 0.078, 0.133, and 0.113, respectively. The t-values exceed
1.975 and p-values are below 0.05, confirming their significance. Green product
innovation (t-value: 2.421), brand equity (t-value: 2.853), and marketing
communication (t-value: 2.355 for loyalty and 3.589 for purchase decisions) all
significantly influence consumer loyalty. These results support previous research
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highlighting the importance of these factors in driving consumer behavior,
especially in the context of eco-conscious choices.

CONCLUSION

The research concludes that green product innovation, brand equity, and
marketing communication all positively and significantly impact purchase
decisions and consumer loyalty. Additionally, these factors influence consumer
loyalty indirectly through purchase decisions as a mediator. Future research should
explore other variables related to consumer loyalty and expand the sample scope.
For companies, it’s recommended to increase R&D investment in eco-friendly
technology, enhance product quality to meet consumer expectations, boost brand
equity, and improve marketing communication through appealing reward
programs.
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