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ARTICLE INFO ABSTRACT

The implementation of green advertising is relatively low for credibility but has an impact
on green customer behavior. Based on the phenomenon, the purpose of this study is to
examine factors affecting green advertising development, which is based on experienced
customers towards products and advertisements and environmental issues. This research
focuses on customers to create an implementation model for green advertising among
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Iéey WOZI;,S'. . companies. The study was conducted through a survey of 215 customers in West Java

reen Advertis mg (Indonesia) who experienced green advertising and bought environmental-friendly products.
Customer Behavior Data were collected through a quantitative questionnaire and processed with SmartPLS to
Environmental Issue

test and evaluate Confirmatory Factor Analysis (CFA). In emphasizing the study results, a
fit test of the research model and research hypotheses were also being carried out by valuing
the KMO. Research findings show several dimensions involved in developing green
advertising, such as experience, theme, message, claim, emotion, interaction, and impact.
The dimensions of green advertising were plotted in the CFA model so that the priority scale
from the implementation of green advertising measurement can be detected. Customers
assume green advertising as advertising that takes environmental issues of “global
warming,” and this issue can adopt by companies in implementing the green marketing
Strategy.

1. Introduction

Customer behavior has led to environmental sustainability; it
is assessed from the increasing level of customer awareness of
companies'  environmental-friendly  products [1].  This
phenomenon provides opportunities for companies to adopt
environmental-based advertising [2]. Advertisement can
influence a customer to choose environmental-friendly products.
Environmental-based advertising activities which also known as
green advertising, is a marketing strategy that tackle the issue of
environmental sustainability and health impacts among users [3].
The implementations of green advertising become important
because customers have started to care about the environment
with various movements, such as “green consumerism” [4],
whereby the activities put forward to customer behavior in
consuming and recommending environmental-friendly products
[5]. Green customer behavior becomes an essential part of the
company’s attention in implementing marketing strategy today
[6]. The issue of “green product” has become a world issue;
people’s behavior is changing in every country to be more
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concerned about the environment as an effort to face the issue of
“global warming” [5]. The efforts made by creating
environmental-friendly products and decreased the production of
goods and services that use chemical materials [7]. The
development of environmental issues occurs in several
sustainability concepts, including the concept of green living,
which is an effort to live a healthier life with the attention and the
use of environmental-friendly products [8]-[10].

Green advertising is part of the green marketing strategy that
companies used to create awareness of green products [11].
However, the credibility of green advertising is considered low by
customer. This is because customer behavior towards advertising
is influence by extensive propaganda of mass media [12].
Therefore, the study of customer behavior in assessing advertising
is necessary because previous research has demonstrated that the
attitudes towards advertising has provided opportunities for brand
attitudes changes [7]. In Indonesia, the green advertising concept
was started in 2004 and has been implemented by the government
to educate the environmental issue, while companies used it for
corporate image [13]. The consumer's perceived value of green

833


http://www.astesj.com/
http://www.astesj.com/
https://dx.doi.org/10.25046/aj060192

D.P. Alamsyah et al. / Advances in Science, Technology and Engineering Systems Journal Vol. 6, No. 1, 833-841 (2021)

advertising focuses on 3R issue (reduce, reuse, recycle), no plastic
day, and earth hour. The impacts of green advertising on green
lifestyle and green products is still low, even though this issue is
essential for companies to achieve green advertising
implementation [14]. The essence of green advertising is a
campaign on environmentally friendly products which support
sustainability [15]. The concept of sustainability is undoubtedly
considered necessary by various parties, such as the government,
companies, and society [16]. The education of advertising seems
to involve environmental issues in green advertising [17]. Green
advertising appears to change customer behavior who cares about
the environment. Indonesian government starts to implement the
sustainability concept, which was started in 2012 through a
regional regulation on Green Building in Jakarta [18]. As the
government concern about the environment, it has become a part
of green advertising which has been carried out by the government,
to serve public service advertisements about the global warming
issue [19]. The regulations issued by the government certainly
have an impact on marketing strategy whereby companies tackle
environmental issues through the concept of green advertising
[20]. The characteristics of green advertising are difference with
the advertising concept in general; because companies has a goal
towards the image and reputation on social responsibility [21].
Hence, companies prioritize green advertising concept, not only
for educating environmental-friendly products but also
strengthening the company’s image and reputation.

Realizing the importance on reviewing the implementation
issue of green advertising in Indonesia and its impact on customer
behavior, this study focuses on factor analysis that forms green
advertising performance from a customer’s perspective. This
study intends to put forward the green advertising concept, so that
it can be references by companies to campaign environmental
issues, through symbols or images that are valuable to society
towards sustainability concept.

2. Literature Review

2.1. Green Customer Behavior

Green customer behavior refers to customer behavior in using
healthy, environmentally friendly products, and it can protect
environmental sustainability [22]. Green customer behavior has a
level of concern; the higher is the extraordinary impact on loyal
behavior for all the environmental issues [23] and trying to
recommend to others [24]. The customer’s awareness of the
environment prioritizes green products and campaigns for healthy
lifestyles [25]. However, green customer behavior is not easy to
develop [26]; it is influence by the internal situation of customers
such as knowledge and self-awareness [27], and external situation
of customers such as the environment [28]. Environmental factor
has an important role [29] because it has greater level of
interaction with customers.

2.2. Green Customer Behavior

Technological developments and environmental issues
provide a new perspective for companies in marketing strategies
through advertising media, by adopting green advertising, both
offline and online [30]. Due to stiff competition, companies have
started to find more creative advertising alternatives through
unexpected places, unconventional methods, or unusual
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communication delivery [31]. It seems clear that the company’s
efforts are to provide awareness through advertising media, which
is easy to remember and provides value for customers and the
company [32]. Green advertising is believed to be a strategy that
also provides opportunities to increase company’s value both
from the viewpoint of the product and its image [33]. It considers
that green advertising has a concept that is not much different
from advertising in general. However, environmental issues
provide other opportunities that can be interpreted by a customer
today [7]. Media in green advertising is delivered online, like
social media or the internet, and offline like newspapers or
billboards [34]. The previous concept states that “green
advertising are advertisements that promote products, services,
ideas or organizations’ ability to help or reduce environmental
harm” [5]. There are two elements discussed in green advertising,
namely education on products or services and a positive impact
on the environment [1]. The implementation of green advertising
for companies is considered successful if it can provide a
company's environmental image. At the same time, customers are
assessed through understanding and practicing green living [7].

Green advertising is genuinely delivered by companies or the
government to increase customer awareness of the environment
[20]. It is undoubtedly in line with government and companies'
views, which is trying to deal with the issue of “global warming”
and environmental sustainability [35]. Customer care is captured
in a consistent attitude that considers good or bad towards a
product in the environment to recommend it to others. It seems
clear that green advertising is considered effective if it can
influence customers' perceptions and customer behavior in the
environment [17]. In the previous studies, it has been known that
the impact of green advertising on customer behavior such as
concern [5], perception [17], attitude [12] to company’s image
[36]. However, the essential green advertising concept is the
consequence of growing customer awareness of the environment
[20]. There are many green marketing strategy research indicated
the impact of environmental knowledge and the awareness on
customer behavior towards the environment [37]. Several media
become customer’s references in examining the concept of green
advertising, such as television, website, media social, radio,
newspaper or magazine, billboards, banner dan brochure [5].
However, each media certainly provides a different level of
preference; it depends on the level of persuasion given. In the end,
the concept of green advertising needs to meet three main criteria,
namely explicit or implicit about the correlation between products
and environment [12], promoting a green lifestyle with or without
products [38], and it explains company image that cares to
environment [20].

2.3. Measurements of Green Advertising

Green advertising's implementation contains two prominent
elements; informational claims and effective claims [3].
Informational claims are related to the use of environmentally
friendly products advertised, while effective claims are the
experiences relate to the environment. Indeed, informational and
effective claims provide a positive view of customers in assessing
green products [12]. There are many criterias in assessing and
evaluating green advertising; several previous studies have
explained that there is no definite measure that can represent green
advertising [3]. All criteria depend on the objectives of green
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advertising and customer’s goals that determine the success or the
failure of advertising done [2], [5], [11]. Some experts’ opinions
explained the measurement of green advertising. Firstly, it starts
with green impact, which is the importance of advertising media
that takes to environmental issues into a biophysical environment,
green lifestyle, and an image of environmental responsibility [21].
Secondly is a green message, where advertising is assumed
necessary to give a clear message related to ecological,
environmental sustainability, or nature-friendly messages [39].
The third is a green theme, where advertising needs to provide an
attractive theme to be enjoyed by customers on green products
that are pleasant, convincing, believable, favorable, and goods
[12].

Fourthly is green emotions, where advertising can conveye the
emotional values for customers in terms of environment-
protection emotion [2], [40]. Customer emotion in advertising is
related to moral emotion, social emotion, and ecological fear
related to climate change [2]. The fifth is related to customer’s
experience; it is undoubtedly essential; it is related to the green
experience. Advertising is assumed as necessary to provide an
experience that is assessed from the perspective of knowledge,
perceived comfort, and information obtained by customers [41].
Next is assessed from green interaction related to the level of
interaction that customers will feel on advertising, such as appeal,
issue proximity, and environmental consciousness [42]. Finally,
the measurement based on the previous studies is assessed to
green claims. This measure puts forward the recognition of
environmental friendly products that can meet customers’
expectations in terms of degradable, recycled, recyclable, ozone
friendly [43].

3. Research Methodology

The research method was conducted by surveying customers
who purchased environmentally friendly products through a set of
questionnaires. Customer were chosen from products categories
that is convenient to customers, such as food and beverages. Data
were carried out through online questionnaire among customer in
West Java Province. The answers had been determined through
Likert Scale approach, from “1” for strongly disagree and “7” for
strongly agree. The questionnaire was distributed within three
months, from August to October 2020, with a target of 300
respondents. This research was also included in experimental
research where the respondents were given a treatment, which was
the knowledge related to green advertising at the beginning of the
questionnaire to find out their views regarding green advertising
in Indonesia.

The data from respondents were processed through the
Confirmatory Factor Analysis (CFA) technique; it intended to
find-out the factors that determine the creation (or development?)
of green advertising proposed by the research model. Meanwhile,
the analysis tools used were SmartPLS, considering the ease of
analyzing CFA on data below 300. Based on the previous theory
study, several elements would be studied in determining green
advertising, such as green impact, green message, green theme,
green emotion, green experience, green interaction, and green
claim. Each dimension was measured by an indicator as shown in
Figure 1. Data analysis stages were started from data tabulation,
research model fit test, and research hypothesis test. Considering
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that this research used the CFA approach, only a fit model test
through Outer Model would be conducted. It was tested for
convergent validity, composite reability, average variance
extracted, and discriminant validity [44], [45]. Meanwhile, the
research hypothesis test was conducted by evaluating the value of
Kaiser-Mayer-Olkin Measure of Sampling Adequacy (KMO
MSA), where it must be more than 0.5, and the value of Bartlett's
Test of Sphericity (Sig.) was smaller than 0,05 [46]. The final
objective of the analysis was to find the determinant factors to
develop green advertising that provide customers' value of
customers’concern for environmentally friendly products.

From previous research studies, it appeared that several
measurements can be assessed from green advertising. However,
all of them have one goal: to increase customer awareness of
green advertising implementation. In this study, the
measurements that have been tested,were green impact, green
message, green theme, green emotion, green experience, green
interaction, and green claim [2], [21], [39], [41], [43], [47]. The
essence of some of these measurements provide the same
opportunity as a determining factor in assessing green advertising;
before the Confirmatory Factor Analysis (CFA) is carried out, the
assumptions are conveyed in the form of research hypothesis
based on the CFA model as follows.

Hypothesis 1 (H1) Green impact is a dimension that can
developed green advertising.

Hypothesis 2 (H2) Green message is a dimension that can
developed green advertising.

Hypothesis 3 (H3) Green theme is a dimension that can developed
green advertising.

Hypothesis 4 (H4) Green emotion is a dimension that can
developed green advertising.

Hypothesis 5 (H5) Green experience is a dimension that can
developed green advertising.

Hypothesis 6 (H6) Green interaction is a dimension that can
developed green advertising.

Hypothesis 7 (H7) Green claim is a dimension that can developed
green advertising.

4. Result and Discussions

Confirmatory Factor Analysis (CFA) research relates to green
advertising; it starts by distributing an online questionnaire for
three months (August, September, October).

Data from the questionnaire spread to 215 respondents who
filled in the data correctly, then data was tabulated, and the
research model was tested through SmartPLS. Data analysis
begins with the research instrument test, research hypothesis test,
and analysis of Confirmatory Factor Analysis test result.

4.1. Validity and Reliability Test

Before conducting data analysis through CFA, validity, and
reliability tests were examined. Considering that analysis is
carried out through CFA, the tests are conducted only using the
outer model test for convergent validity, composite reliability,
average variance extracted, discriminant validity, and outer
weight. If all the outer model test results are adequate, it is stated
to be fit, and a CFA study can be carried out.
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Convergent validity test is assessed by evaluating the
correlation of outer loading results, which is more than 0.50 for
the correlation. Furthermore, the discriminant validity test shows
whether the measured variable has acceptable reliability.
Discriminant validity has known through the evaluation of the
composite reliability value, which must be above 0.8. The next
test is the Average Variance Extracted (AVE) value, which is
stated to be fair, and it fulfills the criteria when the value is more
significant than 0.5. The next evaluation studied Cronbach’s
Alpha's value, which is one of the recommended discriminant
validity measures to have a value above 0.7. The final test is
carried out the outer weight, which is stated to fulfill the
requirements if the outer weight value is above 0.20. The results
of the first outer model test are summarized in Table 1, which

indicated that from all the previous tests, composite reliability,
AVE, and discriminant validity are fulfill the requirements.

The second outer model test results which related to outer
weight are summarized in Table 2, which evaluation of sample
original value is above 0,20. It is stated to be fit, or it means that
it fulfills the requirements. Finally, the results of the outer model
test reviewed from convergent validity, where the results are
summarized in Table 3 with all of the outer loading value are
accepted because the correlation value is above 0.50. Based on all
of the test results of the outer model, it can be stated that the
research instrument can be accepted, and it can be analyzed
further for CFA.

Tabel 1: Construct Validity and Reliability

Cronbach's rho A Composite Average Variance
Alpha - Reliability Extracted (AVE)

Green Impact 0,924 0,926 0,939 0,688

Green Message 0,843 0,844 0,905 0,761

Green Theme 0,825 0,827 0,878 0,590

Green Emotion 0,796 0,796 0,880 0,710

Green Experience 0,747 0,747 0,856 0,665

Green Interaction 0,775 0,784 0,870 0,691

Green Claim 0,773 0,785 0,868 0,688

Tabel 2: Outer Weight Values
Original Sample S?U;:;Zﬁ T Statistics P Values

Sample (O) | Mean (M) (STDEV) (|O/STDEV))
Biophysical Environment 0,368 0,369 0,017 21,769 0,000
Green Lifestyle 0,387 0,387 0,016 24,088 0,000
Environmental Responsibility 0,391 0,391 0,016 24,600 0,000
Pleasant 0,242 0,242 0,015 16,551 0,000
Convincing 0,276 0,276 0,016 17,230 0,000
Believable 0,270 0,271 0,014 18,720 0,000
Favorable 0,254 0,253 0,017 15,269 0,000
Good 0,259 0,259 0,016 15,899 0,000
Ecological 0,400 0,401 0,015 27,331 0,000
Environmental Sustainability 0,401 0,400 0,017 22,947 0,000
Nature-Friendly 0,386 0,386 0,015 25,172 0,000
Moral 0,421 0,420 0,022 18,967 0,000
Social 0,393 0,395 0,015 26,166 0,000
Climate Change 0,413 0,414 0,021 19,750 0,000
Knowledge 0,440 0,440 0,017 25,158 0,000
Comfortable 0,375 0,374 0,017 22,605 0,000
Information 0,386 0,386 0,017 23,110 0,000
Appeal 0,440 0,442 0,020 22,460 0,000
Issue Proximity 0,345 0,345 0,022 15,632 0,000
Environmental Consciousness 0,416 0,417 0,021 20,084 0,000
Degradable 0,256 0,256 0,016 16,240 0,000
Recycled 0,303 0,304 0,015 19,858 0,000
Recyclable 0,304 0,304 0,011 26,755 0,000
Ozon Friendly 0,308 0,308 0,014 21,757 0,000
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Tabel 3: Outer Loading Values

Instruments Green Green Green Green Green Green Green
Impact | Message | Theme | Emotion | Experience | Interaction | Claim
Biophysical Environment 0,848
Green Lifestyle 0,887
Environmental Responsibility 0,882
Pleasant 0,748
Convincing 0,835
Believable 0,820
Favorable 0,721
Good 0,708
Ecological 0,848
Environmental Sustainability 0,858
Nature-Friendly 0,821
Moral 0,826
Social 0,835
Climate Change 0,784
Knowledge 0,878
Comfortable 0,775
Information 0,838
Appeal 0,862
Issue Proximity 0,779
Environmental Consciousness 0,845
Degradable 0,793
Recycled 0,890
Recyclable 0,860
Ozon Friendly 0,862
Table 4: Values of KMO
Hypotheses KMO Sig. Result
Green Impact <« Green Advertising H1 0,772 0,000 Accepted
Green Message < Green Advertising H2 0,791 0,000 Accepted
Green Theme «— Green Advertising H3 0,705 0,000 Accepted
Green Emotion < Green Advertising H4 0,674 0,000 Accepted
Green Experience «— Green Advertising HS5 0,674 0,000 Accepted
Green Interaction «— Green Advertising H6 0,694 0,000 Accepted
Green Claim « Green Advertising H7 0,826 0,000 Accepted

4.2. Factor Analysis of Green Advertising

This research focuses on green advertising, which is assessed
from several criteria, including green impact, green message,
green theme, green emotion, green experience, green interaction,
and green claim. Based on the result in Table 3, it showed that all
outer-loading values are accepted; with the value above 0.70.
Outer loading values explained the level of closeness between the
indicator and its dimensions because the determining indicator is
better when it close to 1. The result indicated that several factors
supported the creation of dimensions on green advertising. The
first dimension is green impact with a sequence of determinants,
which starts from green lifestyle, environmental responsibility to
the biophysical environment. The green impact is a dimension for
green advertising and can motivate customers who accept
advertising [48]. The first measurement, which becomes a
customer’s attention, is green lifestyle, where customers assume
that green advertising is expected to provide a new lifestyle for
healthier customers. The next dimension is green message;
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several supporting indicators with a sequence are convincing,
believable, pleasant, favorable, and goods. Green messages can
be a dimension that forms green advertising; it considers that
advertising is full of messages; customers will receive
advertisements recipients [39]. Customers prioritize convincing
message or giving confidence because the advertisement is
trustworthy and not an imaginary advertisement. Another
dimension that becomes the determining factor of green
advertising is green theme with indicators formed from
environmental, ecological sustainability, and nature friendly. A
green theme is related to a theme in online or offline advertising,
considering that a theme will stimulate customers to understand
the meaning of advertising [12]. In this case, a green theme that
becomes the primary concern of customers is environmental
sustainability issue. This is because the themes have more impact
on customers' understanding in conveying the advertisement.

The next dimension is green emotion, which is formed from
several indicators, such as climate change, social, and moral.
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Green emotion is considered as dimension that represent green
advertising related to customers' emotional level when look at the
advertisement. These emotions are positively natural-friendly,
and aim to believe more in advertising behind green advertising
[2]. Based on loading factor value survey, it has been revealed that
the size of climate change is the most important indicator that can
change customers' emotional value because green advertising
relates indirectly to the issue of climate change. Green advertising
lead to the assumption of customers involvement; which is stated
in the green experience dimension [7]. Green experience is
assessed from information, knowledge, and comfortable.
Customers certainly hope that in assessing green advertising, they
can improve their experience, and this experience is considered
essential when it comes to the information they need. The next
dimension that becomes the determining factor for green
advertising is green interaction; it is formed by several indicators,
such as appeal, environmental consciousness, and proximity
issues. Green interaction is related to customers' interactions with
the advertisements [42]; the outer loading appeal stated that it is
the most influencing indicators. It means that green advertising
will be able to invite interaction from customers if the
advertisement is attractive. It is the reason why people said that to
create content of green advertising is quite challenging because it
requires special attention that relates to the environment. The last
dimension is related to green claims, which consist of recycled,
ozone friendly, recyclable, and degradable. It means that green
claims relate to customers’ recognition for the advertisements
[43]. This recognition is considered as the most important
recognition, because it need to ensure environmental-friendly
product to be easy recycled.

A hypothesis test surely to tests the analysis results of
determinants factors of green advertising; it was intended to
emphasize that all the dimensions have been determined, and it
can be a measurement for green advertising. The hypothesis test
results are conducted by evaluating the value of KMO presented
in Table 4. All “accepted” dimensions can be dimensions for
green advertising. It considers that the value of KMO is above
0.5, and the value of Bartlett's Test of Sphericity (Sig.) is smaller
than 0,05. Therefore, the result stated that the indicator factors
which consist of green impact, green message, green theme, green
emotion, green experience, green interaction, and green claim can
develop green advertising.

4.3. Model of CFA Green Advertising

In the research finding of the analysis factor, there are seven
dimensions of green advertising; green impact, green message,
green theme, green emotion, green experience, green interaction,
and green claim. However, these dimensions certainly have a
different standard value informing to green advertising assessed
by customers. Therefore, to determine the highest and lowest
standard in green advertising, value extractions based on
commonalities process [49] has been conducted, as illustrated in
Figure 2.

Based on Figure 2, it is clear that the highest extraction value
is green experience, and the lowest extraction value is green
impact. The extraction value determines the impact’s size of
dimensions in determining green advertising. The findings show
a composition of dimensions that can develop green advertising,
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which is started from experience, theme, message, claim, emotion,
and interaction to impact. The dimensions need to be conducted
priority scale by companies if companies decided to adjust green
marketing to green advertising. These research findings explain
the importance of adjusting green advertising implementation as
part of marketing strategy.

Green Impact

Green Message

0,585
1\0,735
0,752

€——0,652
0,772

Green Theme

Green Emotion Green Advertising

Green Experience 0,650
0,668

Green Interaction

Green Claim

Figure 2: Model of Green Advertising

This study focuses on the behavior of customer who have
purchased environmentally friendly products in Indonesia (West
Java), which means that companies can utilise the model of green
advertising (Figure 2) in promoting pure environmentally friendly
products. All green advertising dimensions have meaningful
content, so it would be better to develop green advertising.
However, if the dimensions are to be reduced, it is advisable to
start from the dimensions that have the lowest impact in
developing green advertising. It means that the green advertising
model's use of dimensions is adjusted to dimensional load in
forming green advertising. The goal of green advertising can be
achieved, namely product education that is friendly to the
environment. The finding of this research can provide input for
the government in advertising policies, for company in
implementing green marketing and for society as customer who
needs to get information related to a sustainable environment.

4.4. Customer Perceived of Green Advertising

Green advertising can give impacts on customer behavior by
providing the assumptions and responses to environmental
sustainability [1], [5]. In this case, customers of products and
services offered by the company certainly need to understand the
advantages and disadvantages of products they will choose,
particularly for products that have a positive impact on the
environment. Therefore, it is essential for company to implement
green advertising. However, the implementation of green
advertising needs to consider several dimensions which can
develop the right customer’s perception. In this study, a series of
dimensions has been stated, namely: experience, theme, message,
claim, emotion, and interaction. These findings are based on
customers’ assessment in evaluating green advertising received
by them until now, and it refers to the evaluation on
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environmentally friendly products. Based on green advertising
results, it can be argued that a customer’s experience of green
products is controls by the customer perceived value of green
advertising; the theme of the conveyed advertisement; the
message of the conveyed advertisement; the advertisement claim
which can change customer’s confidence; customer emotion is
positive after seeing the advertisements; customer interaction is
optimistic after seeing the advertisements; and the impact of
advertising which motivates to customers to live a healthy life.

The research findings depicted in Figure 2 can be
implemented by companies to educate customer on
environmentally friendly products and the government in
educating the importance of environmental sustainability to
society. However, the model of green advertising is not suitable
when used in educating conventional products or is not purely
environmentally friendly because the dimensions used in this
study focused on green products and the selected consumers have
an environmentally friendly concern. So it is necessary to consider
green advertising that companies use is not only for
environmental issues, but also for the products created. This
research findings explained the importance of understanding
customer behavior in supporting the implementation of marketing
strategies; mainly, it takes environmental issues as green
advertising. There is essential information for stakeholders such
as the government, companies, and society in promoting green
advertising.

5. Conclusions

This study aims to analyze the determining factors in deciding
green advertising, in which there are several measurements have
been presented by the previous studies. This study provides the
appropriate measurement for green advertising which can be
utilized to educate customers. Seven dimensions were tested in
determining green advertising, namely: experience, theme,
message, claim, emotion, interaction to impact. The
implementation of green advertising has impacted customers’
points of view; and it considered several customers’ attention.
Customers’ attention means experience, which consist of
information, knowledge, and comfort issues. A model of green
advertising through Confirmatory Factor Analysis was developed
in this research. Through this model, it can provide some input to
the government in evaluating the policies to deal with “global
warming” issues, as well as to companies in implementing green
marketing.

This research, however, has certain limitations. It applied CFA
based on each dimension and does not study the impact of green
advertising implementation on customer behavior, for instance
customer care. Therefore, future research should emphasizes on
the utilization of exploratory factor analysis (EFA) and the impact
of the study on customer behavior. In addition, this research does
not examine the technology used in green advertising, so it is
recommended that further research to examine the technical
support in green advertising, taking into consideration that that the
advertising model is utilizing electronic and digital media, which
are related to the latest technology.
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