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ABSTRACT 

 

 

 

 

This study empirically the impact of green attributes on customer loyalty of 

supermarket in Melaka. This study tested four hypotheses on impact of green attributes 

on customer loyalty of supermarket with empirical data from a sample of 384 people 

who lived in Melaka. The framework has been proposed to investigate the impact of 

green attributes on customer loyalty of supermarket in Melaka. Three attribute are 

considered in this research, namely eco advertising, eco label and environmental 

awareness. The results showed that eco advertising, eco label and environmental 

awareness contain positive significant green attributes on customer loyalty of 

supermarket. This study is important in a global context, as supermarket is one of agent 

that preserve environment. 

 

 

Keywords green attributes, customer loyalty, Eco Advertising, Eco Label and 

Environmental Awareness, Melaka 
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ABSTRACT 

 

 

 

 
Kajian ini secara empirikal memberi kesan terhadap sifat-sifat hijau terhadap kesetiaan 

pelanggan pasar raya di Melaka. Kajian ini menguji empat hipotesis mengenai kesan 

sifat hijau terhadap kesetiaan pelanggan pasar raya dengan data empirikal daripada 

sampel 384 orang yang tinggal di Melaka. Rangka kerja ini telah dicadangkan untuk 

menyiasat kesan atribut hijau terhadap kesetiaan pelanggan pasar raya di Melaka. Tiga 

sifat dipertimbangkan dalam penyelidikan ini, iaitu pengiklanan eko, label eko dan 

kesedaran alam sekitar. Hasilnya menunjukkan bahawa pengiklanan eko, label eko dan 

kesedaran alam sekitar mengandungi atribut hijau penting yang signifikan terhadap 

kesetiaan pelanggan pasar raya. Kajian ini penting dalam konteks global, kerana 

pasaraya adalah salah satu agen yang mengekalkan persekitaran. 

 

 

Kata kunci : sifat hijau, kesetiaan pelanggan, Pengiklanan Eco, Label Eco dan 

Kesedaran Alam Sekitar, Melaka 
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CHAPTER 1 

 

 

 

INTRODUCTION 

 

 

 

1.1 Background Study 

 

Based on recent worldwide research and survey range of 17,000 people, 56% 

of them had describing their as green or the one who avoid using product that can harm 

environments. Their also believe themselves as the one who minimize waste, saving 

energy consumption and use environmental product as often as possible (M. Melinda, 

2012). However refer to Y, J., Johns and D. Kilburn, market share of green products 

remain limited to 3% of a whole market even the environmental concern and positive 

attitude of customer on the sustainability and green product are positive. Based L. A. 

Mohr and D. J. Webb, it showed that environmental concern play a negligible role in 

customer loyalty and people will generally overlook ecological effects of their 

purchases.There are few studies like R. Varman and J. A, Costa, 2008 and I., Vermeir 

and W., Verbeke, 2006 reported a difference between good attitudes and real 

purchasing. Meanwhile, the research of the attitude towards organic foods showed that 

many customers showed a favorable attitude towards buying organic food goods, but 

only a tiny amount of customers actually bought those products. (Defra, 2006). The 

same thing goes to .S. Hughner, P. McDonagh (2007) highlighted that although 

customers were concerned about the environment and rarely translated their concerns 
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into green purchases. There is therefore a gap between the thinking of consumers and 

the actual actions. These findings have therefore revealed that the environmental 

attitudes of consumers are not translated into environmental behaviour. Thisxgap 

between the favourable attitude of consumers towards and actual buying behaviour of 

green products is referred to as ' green buying inconsistency ' of ' green behaviour gap’.  

 

Even though consumers have a positive attitude toward one of green products, 

it is obvious that they do not always put that attitude into action or you don't want to 

pay for that item. It is therefore very important to examine why environmental attitudes 

have a weaker or minimal impact on consumer green buying behaviour. Positive 

variables such as price and product accessibility and individual social effect may 

contribute to the discrepancy between customer attitude and buying behaviour. Once 

adequate study determines these variables, measures can be taken to tackle these 

problems and encourage customers to genuinely purchase green products. In view of 

the recent significant contribution to the modern trade sector in Melaka, the present 

study selected the Melaka supermarket sector as the empirical site for empirical 

observation of the links between green attributes and customer loyalty. This study 

therefore focuses on the research issue as to how different supermarket outlets Green 

attributes influence loyalty of it customers. 

.  

 

 

 

 

 

 

 

 

 



3 
 

1.2 Problem Statement 

 

 Nowadays people are more concern about environment and this is one of the 

aspect which supermarket would consider as their daily activities to gain profit and 

customer loyalty. Consumer knowledge of products marketed in green marketing is 

essential to guide their green product buying choice. As indicated by the reference, 

eco-labels, environmental advertising, environmental awareness, green price, green 

product, green promotion and demographics are the variables that affect the green 

brand loyalty of the customer. Another plant that would affect store allegiance is 

according to the reference green picture. In investigating environmental issue as a 

green marketing tool on consumer purchase behaviour, reference found that consumers 

trust in eco label and eco-brand and their perception of eco brand show positive and 

significant relationship with actual purchase behaviour. In addition, these variables are 

tolls to enhance consumer understanding of environmentally friendly products. 

Businesses previously thought that integrating' green' into their business strategy 

would cost cash, but now understand that ignoring adverse environmental effects will 

be expensive in the future (Van de Zee, 2008). Green marketing methods have become 

increasingly crucial for companies that adhere to an extended spectrum of values and 

criteria for assessing such financial, ecological and social performance assessment of 

organisational and societal achievement. Green development procedures are needed to 

meet the expectations of a wide range of stakeholders with unclear and sometimes 

conflicting requirements (Hall & Vredenburg, 2005). Inadequate green marketing 

methods for organisations lead to requirements from appropriate officials for social 

pressure and regulation. 
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1.3 Research Question  

 

• Are thexsupermarketxoutletsxinxMelakaxpossessxgreenxattributes? 

 • Which levelxofxgreenxattributes are being xpossessedxbyxthese supermarket?  

• What was effect of green attribute to customer loyalty?  

• What are the relationshipxbetweenxgreenxattributesxofxSuperxmarketxoutletsxand  

   customerxloyalty? 

 

 

 

1.4 ResearchxObjectives 

 

 • To identifyxwhetherxthe supermarketxoutlets inxMelaka possess GreenxAttributes 

 • Toxdescribexthexpresentxlevel of GreenxAttributes possessed byxthesexoutlets.  

• To describe the most influence of green attribute towards loyalty of customer to        

   supermarket outlets in Melaka. 

• ToxexplainxthexrelationshipxbetweenxgreenxattributesxofxSuperxmarketxoutlets 

andxcustomerxloyaltyxinxthe Melakaxcontext. 

 

 

 

 

 

 

 



5 
 

1.5 Scopexofxthexstudy  

 

 Thisxstudy focused onxgreen attribute thatxaffect customer loyalty toward 

supermarket. The reason this study was carried out because the researcher wants to 

know green attribute that affect the loyalty of customer toward the supermarket. Yale 

University and Columbia University published the 2012 Environmental Performance 

Index at the 132-country World Economic Forum on 25 January 2012.It resulted that 

Malaysia was at rank number 25 of the world based on Environmental Performance 

Index (EPI) . 

 

 The selected area is Melaka, Malaysia which is in South-East Asia for this 

study. The customers of supermarket in the Melaka were choose as respondent. The 

respondent should born at year 2002 and before which mean 17 years and above. Thus, 

the scope of study is the people that went to the supermarket with the range of age 17 

year and above. To be valid the respondent should be a Melaka’s resident so that it 

know the supermarket operation and activities 

 

 

 

1.6xLimitationxof study  

 

Therexarexseveralxlimitations faced by researcher while conduct the research 

paper. The first obstacle is timexconstraint. Thexresearcher only been given a few 

monthsxto complete the research paper. So, it will be difficult to obtain the data within 

the shortxperiodxof time.  

 

Moreover, the researcherxalso face obstacle about people. The study 

respondent is public. Thus, the opinion can be bias because some of them are not really 
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answerxthe research questions. This will affectxthe end result. There a fewxof 

limitation while conduct the research. 

 

 

 

1.7  Significancexofxstudy 

 

 Thisxstudy will improvexthe quality of a environment by applied the green 

practice in the business. The information in this study can help the supermarket in 

Melaka to be more concerned about environment in Melaka. Furthermore, this study 

can help government in making new enact to sustain Melaka environment and solve 

environmental problem.  

 

 In addition, the research can give information to other researcher and can be 

used as guideline in their research. To the researcher this study will be given beneficial 

by provide a ton of information and detail about green practice among supermarket in 

Melaka. This research result and information can be used as reference to other 

researcher to produce new research in depth about relationship between green attribute 

and customer loyalty toward supermarket. 

 

 

 

 

 

 

 

 




