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The increase and development of the four-
wheeled vehicle automotive industry in Indonesia 
will indirectly make public interest in tire 
products higher. The aim of this study is to 
ascertain if cognitive dissonance, experiential risk, 
and green brand skepticism are related to green 
brand switching behavior on Bridgestone brand 
automobile tires. Green Brand Skepticism, Green 
Brand Experiential Risk, Green Brand Cognitive 
Dissonance, Green Brand Experiential Quality, 
Green Brand Experience, Green Brand 
Experiential Satisfaction, and Green Brand 
Switching Intentions to Green Brand Switching 
Behavior on Bridgestone brand automobile tires 
are the components utilized based on the research 
background. The path analysis that will be used 
by researchers is PLS. Model testing will use the 
bootstrapping method to be able to test the 
significance of the path from the independent 
variable to the dependent variable. The results of 
the study based on the path coefficient test show 
that there are four relationships between variables 
with p-values below <0.05, which means that the 
relationship between these variables has a positive 
and significant influence. Meanwhile, there are 
three relationships between variables with p-
values above <0.05, which means that the 
relationship between these variables does not 
have a positive influence 
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INTRODUCTION 
With the increase and development of the four-wheeled automotive 

industry in Indonesia, it will indirectly make people's interest in tyre products 
even higher, because tyres are one of the main components that make up the 
vehicle that plays a vital role so that it needs to be maintained and even replaced 
regularly. Each tyre manufacturer is required to be able to brand, develop, 
design, and implement appropriate marketing strategies in accordance with the 
current market situation and conditions. This is to make tyre manufacturers have 
a unique selling point as well as a competitive advantage in order to compete 
with competitors from other tyre manufacturers so as to benefit from the 
marketing activities carried out. One of the concerns and related to the current 
situation in marketing products is the Green Product, Green Marketing or Green 
Advertising strategy. 

Green Brand Experience Satisfaction, which describes the outcomes of 
consumers' overall assessment of the environment based on their experience 
purchasing Green Brand Products, is one of the related variables that exist in 
Green Marketing (Cheng, 2017). Satisfaction with the information's content and 
completeness If customers don't comprehend the information the product 
provides, they'll probably become more skeptical of it or Green Brand Doubt  
(Wu H. C., 2016). Green brand experiential risk is described as the anticipation of 
unfavorable outcomes for the risk of uncertainty or concern about whether the 
product will satisfy consumer expectations in terms of quality because of the high 
level of environmental awareness among consumers regarding environmental 
protection, performance, or environmental benefits promised and associated 
with the purchase (Rizwan, 2013). Green Brand Cognitive Dissonance provides 
an indication of reduced satisfaction after product purchase, Cognitive 
Dissonance is the psychological discomfort experienced by consumers after 
buying green products that do not match their expectations or environmental 
values, when consumers face less Cognitive Dissonance consumers will feel more 
satisfied (Shanin, 2014). Green Brand Experiential Satisfaction is influenced by 
Green Brand Experiential Quality (Wu, 2017). Green Brand Experience positively 
affects Green Brand Experiential Satisfaction (Keng, 2013). Green Brand 
Experiential Satisfaction or satisfaction has an inverse effect on switching 
intention or Green Brand Switching Intention, satisfied consumers are less likely 
to switch than dissatisfied consumers (Martins, 2013). Green Brand Switching 
Intention where consumers leave old products to be able to switch to other 
products based on environmental considerations or Green Brand Switching 
Behavior, switching intention or intention is also a predictor of switching 
behaviour (Lin C. N., 2017). Therefore, integrating green marketing techniques 
with consumer perspectives is a crucial study challenge. 

Based on the current situation where there is a global environmental crisis, 
consumers are increasingly aware of the products and services they consume for 
their impact on the environment, as stated in the following studies. Green Brand 
Experiential Risk, which refers to the risks faced by brands that seek to promote 
an environmentally friendly identity, Green Brand Cognitive Dissonance, which 
is the phenomenon of consumers experiencing a mismatch or feeling of 
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discomfort between their belief in the importance of environmental protection 
and products that are not in accordance with environmental values, and the 
Green Brand Experiential Quality concept, which refers to the quality of 
experience felt by consumers when interacting with brands, has a positive 
influence on Green Brand Switching Behaviour, which refers to consumer 
behaviour to switch from less environmentally friendly brands to more 
environmentally friendly brands (Wu H.-C., 2018). Given that automotive-
related use continues to dominate the transport sector, it is expected that we can 
consider various ways to reduce consumption. The various ways can be in the 
form of changes in transportation equipment, one of which is technology 
(Widodo, 2022), in this context of course is environmentally friendly tyres. 
Furthermore, by implementing a Green Marketing strategy in an organisation or 
business, it will provide a unique selling point and also a competitive advantage 
for the company. 
 
LITERATURE REVIEW 

 Green Brand Skepticism according to (Goh, 2016) has a negative impact 
on satisfaction obtained from an experience with an environmentally friendly 
product or brand. Consumers who are sceptical will tend to be more critical and 
feel less satisfied with the brand or product, especially if the brand's 
environmental impact claims do not match reality. Skepticism can also 
undermine trust which is an important element in achieving customer 
satisfaction. Meanwhile, in research (Leonidou, 2017) when Skepticism is low, 
consumers will be more likely to feel satisfied because they believe that the brand 
has a serious commitment to environmental sustainability. Meanwhile, when the 
sense of Skepticism is the opposite, namely consumers feel less satisfied. 
Skepticism does or results in a moderating relationship between green value and 
satisfaction. 
H1: Green Brand Skepticism is assumed to have a negative relationship with 
Green Brand Experiential Satisfaction. 

Green Brand Experiential Risk according to (Chen, 2013) in his research is 
the risk felt by a consumer while interacting with an environmentally friendly 
product or brand and has a negative impact on consumer satisfaction. Because 
consumers feel that the quality of the product does not match expectations. By 
not fulfilling environmentally friendly claims, of course, it can make consumers 
reduce trust and satisfaction with the perceived experience. Meanwhile, in 
research (Wu, 2016) high Experiential Risk for environmentally friendly products 
can have an impact on reducing overall satisfaction levels. Consumers who have 
anxiety or doubts about product performance or eco-friendly claims will feel less 
satisfied even though the product is of high quality. This reduction in satisfaction 
is due to a mismatch between expectations and perceptions of green brands or 
products. 
H2: Brand Experiential Risk is assumed to have a negative relationship with 
Green Brand Experiential Satisfaction. 

Green Brand Cognitive Dissonance according to (Chang, 2013) has a 
negative impact on Experiential Satisfaction because of the Cognitive Dissonance 
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that occurs for consumers when they feel that environmentally friendly products 
do not match environmental claims or expected standards. This can lead to 
decreased consumer satisfaction with the brand or product. When consumers do 
not feel a match between expectations for the environment and the real 
experience of the product, it will reduce the confidence of the consumers 
themselves. Meanwhile, in research (Cheng, 2017) Green Brand Cognitive 
Dissonance has a negative impact on Green Brand Experiential Satisfaction. 
Associated with dissonance arising from consumers' self towards the product, it 
will reduce consumer satisfaction. Fulfilment of failed environmental promises 
is the main factor that consumers tend to feel dissatisfied with the actual 
experience that has been felt. 
H3: Green Brand Cognitive Dissonance is assumed to have a negative 
relationship with Green Brand Experiential Satisfaction. 

Green Brand Experiential Quality according to (Wu, 2016) in his research is 
the discovery that the quality of the green product experience positively affects 
experience satisfaction. Consumers who have a pleasant experience and are 
consistent with environmentally friendly claims will tend to be more satisfied. 
Good quality of experience will increase trust which leads to increased 
satisfaction from consumers. Whereas in research (Chen, 2016) also conveyed 
similar results with Green Brand Experiential Quality playing an important role 
in building brand satisfaction. With the quality of good interactions between 
consumers and environmentally friendly products, and consistent with the 
product's commitment to the environment. This strengthens consumer 
confidence in green products, as well as increases overall consumer satisfaction 
with the green product or brand. 
H4: Green Brand Experiential Quality is assumed to have a positive relationship 
with Green Brand Experiential Satisfaction. 

Green Brand Experience according to (Brakus, 2009) has a positive impact 
with brand experience playing a major role in influencing consumer satisfaction. 
When consumers have a positive experience, satisfaction with the brand will 
increase. A good brand experience will encourage affection, commitment, and 
emotional attachment which will increase satisfaction with the experience. 
Meanwhile, in research (Wu, 2016) Green Brand Experience has the same impact, 
namely supporting a positive relationship. The consistent behaviour of an 
environmentally friendly product or brand gives a boost to a consumer's sense of 
satisfaction. This experience gives consumers confidence because expectations 
are answered from the actualisation of claims of environmentally friendly 
products or brands. 
H5: Green Brand Experience is assumed to have a positive relationship with 
Green Brand Experiential Satisfactions. 

According to Green Brand Experience Satisfaction (Wu, 2016) in his 
research plays an important role in reducing Green Brand Switching Intention. If 
consumers feel satisfaction with their experience, of course the intention to reach 
out to other brands or products will also tend to be low. The satisfaction felt by 
consumers will create loyalty to the green product itself. Whereas in research 
(Chen, 2016) also conveyed similar results, where satisfaction with 
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environmentally friendly products can suppress consumers' desire to switch to 
other products. This is due to consumers who feel that the green brand or product 
has successfully met consumer expectations regarding environmental quality, 
innovation, and emotional satisfaction. The conclusion is that positive 
experiences can create loyalty and reduce the desire to switch. 
H6: Green Brand Experiential Satisfaction is assumed to have a negative 
relationship with Green Brand Switching Intentions. 

Green Brand Switching Intention according to (Rizwan, 2014) significantly 
has a relationship with Green Brand Switching Intention. Consumers who have 
a strong desire to be able to switch tend to make it a real action. This is due to 
dissatisfaction or other factors that make the tendency to move to other 
environmentally friendly products or brands. Meanwhile, in research (Chen & 
Chang, 2014) Green Brand Switching Intentions have the same impact in the form 
of a positive correlation with Green Brand Switching Intention. When consumers 
feel that other environmentally friendly products or brands can fulfil their 
satisfaction related to environmental sustainability, consumers will switch. 
Intention or intention from within a consumer is the main factor that is strongest 
for switching behaviour. 
H7: Green Brand Switching Intention is assumed to have a positive relationship 
with Green Brand Switching Behaviour. 

The flow in the framework that describes the relationship and influence on 
the factors behind the formation of consumer decision making in switching to 
environmentally friendly products with the scope of Green Marketing. 
 

 
Figure 1. Conceptual Framework 

 
METHODOLOGY 
Method 

The method used in this research is using the survey method, where the 
author will distribute questionnaires with the aim of collecting data. The nature 
of this research is quantitative research. Quantitative research methods can be 
translated as research methods that are expressed or measured by numbers. 
According to (Sutama, 2023) quantitative research is closely related to various 
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social survey techniques such as structured interviews, content analysis, and 
formal statistical analysis. Associative quantitative research is research that asks 
about the relationship between two or more variables, this research is also based 
on the philosophy of positivism, used in conducting research on certain 
populations or samples, with the aim of testing predetermined hypotheses. 

This study's research design makes use of associative methodologies. 
Associative research is defined as a formulation of research topics that inquire 
about the relationship between two or more variables (Sugiyono, 2022). Green 
Brand Experiential Satisfaction (Y1), Green Brand Switching Intentions (Y2), and 
Green Brand Switching Behavior (Y3) on Bridgestone brand automobile tires are 
the dependent variables in this study, and the associative method is used to 
determine the degree of influence of the relationship between variable X 
(independent variable), which consists of Green Brand Skepticism (X1), Green 
Brand Experiential Risk (X2), Green Brand Cognitive Dissonance (X3), Green 
Brand Experiential Quality (X4), and Green Brand Experience (X5). 
Collection Processes  

The sample calculation in this study uses the Hair rule formula, an 
empirical method for determining a sufficient sample size in survey or 
experimental research (Hair J., 2019). Basically, this rule suggests that the number 
of samples selected in a study should at least exceed 30 to provide sufficiently 
reliable results. In this study using an accuracy level (α) of 5% and also a 
confidence level of 95% so as to obtain a value of Z = 1.96 (normal distribution 
table) and the value of e (error rate) is determined at 10%. The probability of the 
population not being taken and as a sample taken is 0.5% each. The results of the 
calculation using this formula obtained a minimum sample size of: 

 

 
Figure 2. Haire Rule Sample Formula 

 
By using this sampling technique, the number of research samples to be 

taken in this study is a minimum of 276 respondents and rounded up to 300 
respondents according to the results of calculations using the formula (Hair, 
2019). This research will take data on consumers who live in the Jakarta area 
because it is one of the regions with the most Bridgestone authorized outlets and 
the second largest number of private car ownership in Indonesia after East Java 
with a total of 3,586,023 units, as well as the Karawang and Bekasi areas because 
it is the place where there is a Bridgestone Tire Indonesia factory and the third 
largest number of private car ownership in West Java in Indonesia with 1,893,182 
units based on reports on the korlantas website (korlantas.polri.go.id, 2023). 
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Data Analysis Processes 
Outer Model 

Convergence measurement aims to show whether each question item or 
statement has a common dimension. Thus, only questionnaire items that have a 
high level of significance, which is twice as large as the standard error in 
measuring question items or statements in the research variables. According to 
(Ghozali, 2015) convergent validity can be said to be fulfilled when each variable 
has an average variance extracted (AVE) value above 0.5 with the loading value 
on each item also having a value of more than 0.5. This method is a way of 
assessing the validity of a question or statement item by looking at the average 
variance extracted (AVE) value. This method is the average percentage of 
variance extracted values between question items or statements and even 
indicators of a variable which is a summary of convergent validity indicators. For 
the fulfilment of good AVE requirements itself according to (Ghozali, 2015) if 
each individual question or statement item has an AVE value greater than 0.5. 
Inner Model 

Testing the inner model (inner relation, structural model, and substantive 
theory) using PLS by describing the relationship between latent variables based 
on substantive theory. According to (Ghozali, 2015) the first thing to do is to see 
and evaluate the R-square value for each dependent latent variable. Changes in 
the R-square value can be used to assess the effect of certain independent latent 
variables on the dependent variable, whether there is a substantive effect or not. 
Apart from looking at the R-square value, PLS (partial least square) also 
evaluates by looking at the Q-square predictive relevance of the constructive 
model. The Q-square value measures how well the observed values produced by 
the model as well as the parameter estimates. 
Hypothesis Testing 

Testing all hypotheses using full model SEM (structural equation 
modelling) analysis using SmartPLS. According to (Ghozali, 2015) The use of the 
full SEM model is not only to confirm the theory, but also to explain whether 
there is a relationship between latent variables. Hypothesis testing is done by 
looking at the calculation value on the path coefficient in testing the inner model. 
Testing of this hypothesis is said to be accepted if the t statistical value is greater 
than the t table value of 1.96 with a significant level of 5%, which states that if the 
t statistical value for each hypothesis is greater than the t table then the 
hypothesis is accepted or proven. 
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RESULT 
Outer Model  
 

 
Figure 3. SEM-PLS Algorythms 

 
Loading Factor 

The loading factor value for each indicator is a value that shows the 
contribution or even the influence of the indicator on the latent variable 
(construct) tested or measured in the reflective measurement model. According 
to (Hair, 2017) provides advice that the ideal loading factor value for reflective 
indicators is> 0.70 or more, this value means that the indicator has a strong 
relationship with the construct being tested or measured. Meanwhile, for values 
below 0.70, it is considered to be deleted, if other indicators in the latent variable 
(construct) have a higher loading factor. 
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Figure 4. Loading Factor Value 

 
Table 1. Loading Factor Test Results 
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Based on the figure and table above which shows that the 65 indicators or 
loading factor values are more than 0.70, it can be concluded that each indicator 
has a contribution and influence on the latent variable (construct) tested or 
measured in the reflective measurement model. 
Average Variance Extracted (AVE) 
 

Table 2. AVE Test Results 

 
 
Based on the table above, the average variance extracted (AVE) values 

obtained from the eight variables are all above 0.50, which indicates that the 
convergent validity is good because it can explain more than 50% of each 
indicator measured. 
Cross Loading 
 

Table 3. Cross Loading Test Results 
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Based on the table above, the cross loading value of each indicator has a 
higher correlation with the construct than with other constructs, thus the cross 
loading value illustrates the close relationship between the indicator and the 
latent variable (construct). 
Fornell-Larcker 
 

Table 4. Fornell-Larcker Test Results 

 
 

Based on the table above, latent variables have more correlation with each 
indicator than with other latent variables (construct), so this ensures that latent 
variables have more correlation with each indicator than with other latent 
variables (construct). 
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Heterotrait-Monotrait Ratio (HTMT) 
 

Table 5. HTMT Test Results 

 
 

Based on the table above, the HTMT value between indicators is below 
<0.90 so it can be concluded that the constructs in the model are truly different 
from each other and there are no problems in discriminant validity. 
Composite Reliability 
 

Table 6. Composite Reliability Test Results 

 
 

Based on the table above, the composite reliability value is above 0.70 so it 
can be concluded that the internal reliability of each indicator consistently reflects 
the construct. 
Cronbach’s Alpha 
 

Table 7. Cronbach’s Alpha Test Results 
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Based on the table above, the Cronbach's alpha value is above 0.60 so it can 
be concluded that the indicators are correlated and consistently measure a 
construct or variable. 
R-Squared (R2) 
 

Table 8. R-Squared Test Results 

 
 

Based on the table above, the R2 value for Green Brand Experiential 
Satisfaction is 65.6%, meaning that the ability of the independent variables, 
namely Green Brand Skepticism, Green Brand Experiential Risk, Green Brand 
Cognitive Dissonance, Green Brand Experiential Quality, and Green Brand 
Experience is 65.6%. The remaining 34.4% of the influence is explained by other 
variables outside those discussed in this study. 

Furthermore, the R2 value for Green Brand Switching Intention is 47.2%, 
meaning that the ability of the Green Brand Switching Behaviour variable is 
47.2%. The remaining 52.8% of the influence is explained by other variables 
outside those discussed in this study. Next, the R2 value for Green Brand 
Switching Behaviour is 21.8%, meaning that the ability of the Green Brand 
Experiential Satisfaction variable is 21.8%. The remaining 78.2% of the influence 
is explained by other variables outside those discussed in this study. 
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Predictive Relevance (Q2) 

 

Figure 5. Value of Predictive Relevance 

Based on the picture above, the Green Brand Experiential Satisfaction 
variable has a value> 0, namely 0.431. Then for the Green Brand Switching 
Intention variable has a value> 0, namely 0.313. As well as for the Green Brand 
Switching Behaviour variable has a value> 0, namely 0.161. So thus it can be 
concluded that the three dependent variables can predict the model well. 
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Path Coefficient 
 

 
Figure 6. Value of Path Coefficient 

 
Table 9. Value of Path Coefficient 

 
 

Based on the figure and table above which shows each path coefficient, 
there are four relationships between variables with p-values below <0.05, which 
means that the relationship between these variables has a positive and significant 
effect, namely: 

1. Green Brand Experience on Green Brand Experiential Satisfaction 
2. Green Brand Experiential Quality on Green Brand Experiential Satisfaction 
3. Green Brand Experiential Satisfaction on Green Brand Switching Intention 
4. Green Brand Switching Intention to Green Brand Switching Behaviour 
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Furthermore, based on the figure and table above, there are three 
relationships between variables with p-values above> 0.05, which means that the 
relationship between these variables does not have a positive influence, namely: 

1. Green Brand Cognitive Dissonance on Green Brand Experiential 
Satisfaction 

2. Green Brand Experiential Risk on Green Brand Experiential Satisfaction 
3. Green Brand Skepticism on Green Brand Experiential Satisfaction 

 
DISCUSSION 
Triangulation with Theory 

The results of this study indicate that Green Brand Switching Intention has 
a positive and significant relationship with Green Brand Switching Behaviour. 
This finding also supports the Theory of Planned Behavior (Ajzen, 1991), which 
asserts that intention to act is a strong predictor of the actual behaviour of a 
consumer. In the context of the object of this study, namely environmentally 
friendly tyres, a consumer's intention to switch to a more environmentally 
friendly product is influenced by the belief that the action is in line with the 
environmental values that the consumer holds. In addition, the result that Green 
Brand Experience has a positive effect on Green Brand Experiential Satisfaction 
is also supported by Customer Experience Management theory which states that 
a positive consumer experience with a brand can strengthen emotional 
satisfaction and loyal behaviour in that consumer. Previous research also 
explains that consistent green brand experiences can increase consumers' 
emotional satisfaction with the brand (Schmitt, 2012). In addition, research by 
(Chen, 2019) supports that positive green brand experiences can contribute to 
higher levels of satisfaction. This triangulation will certainly strengthen the 
argument that the consumer experience aspect is a very important foundation in 
sustainability-based marketing strategies. 
Multi Perspective Comparison 

The findings in this study are also in line with research (Rahardjo, 2022) 
which shows that green brand experience has an important role in influencing 
green brand satisfaction, especially in the Indonesian automotive market. 
However, the results of this study differ from research from (Johnson, 2020) 
which shows that in the United States market, regulatory factors and 
environmental policies have a more significant influence than brand experience 
in making green product purchasing decisions. This difference makes the 
importance of cultural as well as economic context in the study of consumer 
behaviour. From one of the previous studies, the Green Brand Skepticism 
variable, which did not have a significant effect on Green Brand Experiential 
Satisfaction, provided another insight. In research (Wang, 2021), Green Brand 
Skepticism often has more influence on purchase intention than experiential 
satisfaction. This perspective highlights that the elements of consumer scepticism 
are more complex, depending on the market and consumer perceptions of Green 
Brand claims. This is in contrast to the initial hypothesis that scepticism always 
has a negative impact on satisfaction. 
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Contextualisation of Findings 
The results of this study reflect a consumer's unique preference for eco-

friendly tyres. A respondent's low awareness of the term eco-friendly tyre is 
certainly a highlight as well as a challenge for consumer education. However, the 
concern for product usage experience shows the market potential for green 
product development as Bridgestone is doing. These results are relevant to 
consumer trends in developing countries, where purchasing decisions are often 
influenced by personal experience and social recommendations rather than 
technical information. One of the previous studies on the results showed a 
significant effect of Green Brand Switching Intention on Green Brand Switching 
Behaviour, where consumers who are increasingly environmentally conscious 
tend to be more loyal to brands with a commitment to sustainability. A study by 
(Nguyen, 2020) in the Southeast Asian market supports these findings, showing 
that brand switching intentions are often motivated by brand fit with consumers' 
personal values. This is related but different to the results obtained from this 
study. 
Critical Evaluation of Results 

The evaluation of the results in this study shows that although Green Brand 
Experience and Green Brand Experiential Quality have a positive and significant 
effect on Green Brand Experiential Satisfaction, other variables such as Green 
Brand Skepticism, Green Brand Experiential Risk, and Green Brand Cognitive 
Dissonance do not show any positive or significant influence. This may be due to 
consumers' lack of knowledge of green claims or skeptical perceptions of green 
initiatives that are not yet widespread, especially for car tyre products. In 
addition, the results in this study also suggest that psychological factors such as 
Cognitive Dissonance may require further measurement to identify their impact 
on green brand experience as it concerns the individual psychology of a 
consumer. In previous studies, for example, the insignificant results on the effect 
of Green Brand Experiential Risk on Green Brand Experiential Satisfaction may 
be due to low risk awareness in consumers, such as in research by (Li, 2022). So 
Green Brand Experiential Risk should be redefined to increase consumer 
awareness of the issue. 
Comprehensive Synthesis 

Overall, the results of this study show that consumer experience and brand 
quality play an important role in building Green Brand Experiential Satisfaction 
and Green Brand Switching Intention. However, Green Brand Skepticism and 
Green Brand Experiential Risk have not been the main influences in the context 
of the Indonesian market. This provides an opportunity to develop education-
based marketing strategies and improve the quality of green products to improve 
consumer perceptions. Future research is needed to explore the findings of this 
issue in other consumer segments or also in different market contexts. Previous 
research reinforces existing theory, as expressed in (Chen, 2013)'s study on Green 
Brand Equity that there are opportunities that can be explored again related to 
variables that have a major influence on consumer perceptions.. 
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CONCLUSIONS AND RECOMMENDATIONS 
The conclusions compared to the research hypothesis are as follows:  
H1. Green Brand Skepticism is assumed to have a negative relationship with 
Green Brand Experiential Satisfaction. 

Based on the results of the path analysis test (path coefficient), the 
relationship between variables with p-values is 0.325 or above> 0.05, which 
means that the relationship between Green Brand Skepticism and Green Brand 
Experiential Satisfaction does not have a positive influence, which means that the 
test results are in accordance with the hypothesis presented. 
H2. Green Brand Experiential Risk is assumed to have a negative relationship 
with Green Brand Experiential Satisfaction. 

Based on the results of the path analysis test (path coefficient), the 
relationship between variables with p-values is 0.789 or above> 0.05, which 
means that the relationship between Green Brand Experiential Risk and Green 
Brand Experiential Satisfaction does not have a positive influence, which means 
that the test results are in accordance with the hypothesis presented. 
H3. Green Brand Cognitive Dissonance is assumed to have a negative 
relationship with Green Brand Experiential Satisfaction. 

Based on the results of the path analysis test (path coefficient), the 
relationship between variables with p-values is 0.387 or above> 0.05, which 
means that the relationship between Green Brand Cognitive Dissonance and 
Green Brand Experiential Satisfaction does not have a positive influence, which 
means that the test results are in accordance with the hypothesis presented. 
H4. Green Brand Experiential Quality is assumed to have a positive relationship 
with Green Brand Experiential Satisfaction. 

Based on the results of the path analysis test (path coefficient), the 
relationship between variables with p-values is 0.000 or below <0.05, which 
means that the relationship between Green Brand Experiential Quality and Green 
Brand Experiential Satisfaction has a positive and significant influence, which 
means that the test results are in accordance with the hypothesis presented. 
H5. Green Brand Experience is assumed to have a positive relationship with 
Green Brand Experiential Satisfactions. 
 Based on the results of the path analysis test (path coefficient), the 
relationship between variables with p-values is 0.001 or below <0.05, which 
means that the relationship between Green Brand Experience and Green Brand 
Experiential Satisfaction has a positive and significant influence, which means 
that the test results are in accordance with the hypothesis presented. 
H6. Green Brand Experiential Satisfaction is assumed to have a negative 
relationship with Green Brand Switching Intentions. 

Based on the results of the path analysis test (path coefficient), the 
relationship between variables with p-values is 0.000 or below <0.05, which 
means that the relationship between Green Brand Experiential Satisfaction and 
Green Brand Switching Intentions has a positive and significant influence, which 
means that the test results are not in accordance with the hypothesis submitted. 
So it can be concluded that Green Brand Switching Intentions affect Green Brand 
Experiential Satisfaction. 
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H7. Green Brand Switching Intention is assumed to have a positive relationship 
with Green Brand Switching Behaviour. 

Based on the results of the path analysis test (path coefficient), the 
relationship between variables with p-values is 0.000 or below <0.05, which 
means that the relationship between Green Brand Switching Intention and Green 
Brand Switching Behaviour has a positive and significant influence, which means 
that the test results are in accordance with the hypothesis presented. 
Some suggestions and inputs given are as follows: 
Model Development 

For the development of future research models, it is recommended to be 
able to include other variables that are relevant to consumer behaviour when 
choosing environmentally friendly products. For example, regulatory factors, 
social sustainability awareness, or even government support for environmentally 
friendly products can enrich future research models. This kind of research will 
provide consumers with a broader understanding of how external factors affect 
the relationship between variables. 
Contribution to the Literature 

The results show that the variables Green Brand Skepticism, Experiential 
Risk, and Cognitive Dissonance have no influence on Green Brand Experiential 
Satisfaction. Other future research can further explore other factors that have the 
potential to influence satisfaction with experiences such as Environmental 
Concern or also Brand Trust. 
Other Approaches 

There are results in the study that show that Green Brand Experiential 
Satisfaction does not affect Switching Intention, which can open up research 
opportunities to explore other variables such as Price Sensitivity or Perceived 
Value. 
Model Complexity 

Future studies could test the relationship with moderating models such as 
demographic factors (such as age or education level) or others to provide more 
comprehensive insights. 
Theoretical Gaps 

This study identified several relevant theoretical gaps that can be used as a 
basis for future research. One of the main gaps is that the results of this study 
show an inconsistent relationship between Green Brand Experiential Satisfaction 
and Green Brand Switching Intention. This finding differs from the hypothesis 
that consumers' satisfaction with green brand experiences should reduce their 
intention to switch to other brands. This inconsistency provides future 
opportunities to be able to explore more deeply the various factors that might 
moderate the relationship, such as brand loyalty. 

The results of this study show that Experiential Risk does not have a 
significant effect on consumer satisfaction, this gap provides room for further 
study on how consumers access and manage risk in the context of green 
products. 

Finally, Green Brand Cognitive Dissonance, which is one of the variables in 
this study, shows an insignificant effect on experience satisfaction. However, 



Dabinda, Widodo, Hidayat 

20 
 

Green Brand Cognitive Dissonance remains an important concept that can 
influence consumer decision-making, especially in contexts where consumers' 
personal values potentially clash with factors such as price or accessibility of 
green products. Future studies could develop models to explore Green Brand 
Cognitive Dissonance in influencing consumer preferences for green products. 

The identification of this theoretical gap provides a great opportunity for 
other researchers in the future to develop more varied models, either by adding 
new variables, expanding the research context, or using more innovative research 
methods to strengthen understanding of green consumer behaviour. 
Suggestions for Bridgestone 

Education Programmes and Eco Campaigns, Bridgestone could conduct 
more intensive educational campaigns to increase consumer understanding of 
eco-friendly tyres, such as through social media, automotive seminars, or 
cooperation with vehicle communities. Campaigns focus on the environmental 
benefits, fuel efficiency, and long-term economic value of green products. 
Bridgestone can also develop loyalty programs such as providing customers with 
reward points for purchasing eco-friendly tyres that can be exchanged for other 
attractive offers such as discounts on service or future purchases. Furthermore, 
Bridgestone can also provide exclusive offers for loyal customers, such as access 
to test drive events or new product launches. 
 
FURTHER STUDY 
Methodological Suggestions 

To be able to improve the quality of future research, it is recommended to 
use mixed methods that combine quantitative and qualitative approaches. This 
method can provide more understanding related to the phenomenon under 
study. The quantitative approach will help in measuring the relationship 
between variables statistically, while the qualitative approach can help dig 
deeper into the perceptions, motivations, and experiences of a respondent. By 
using mixed methods, future research can overcome the methodological 
limitations of this study, such as limitations in explaining emotional or contextual 
factors that influence variables such as Green Brand Skepticism and Green Brand 
Experiential Satisfaction. 

Addition of New Variables and Development of Measurement Indicators. 
Future research can add several variables such as Environmental Commitment 
or others to be able to explore more deeply related to the driving factors of 
Switching Behaviour. In addition, to ensure the validity and reliability of research 
instruments, it is advisable to develop measurement indicators. For example, 
indicators related to Green Brand Skepticism can include dimensions of trust in 
marketing information and direct experience with green products. Meanwhile, 
there are also indicators of Green Brand Switching Behaviour that can be 
expanded by considering external factors such as the influence of promotions or 
third party recommendations. The addition of these indicators will provide a 
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diversity of measurement dimensions and allow for more in-depth analysis of 
the research variables. 
Identification of Moderator Variables 

Future research can identify and test potential moderator or mediator 
variables to strengthen the model concept. For example, Environmental 
Knowledge can be hypothesised as a moderator that strengthens the relationship 
between Green Brand Experiential Satisfaction and Green Brand Switching 
Intention. In addition, Brand Loyalty can also be tested as a mediator that 
explains the relationship between independent variables, such as Green Brand 
Skepticism or Green Brand Cognitive Dissonance, to Green Brand Switching 
Behaviour. This approach will certainly be able to deepen understanding both 
theoretically and applicatively in the context of environmentally friendly 
products. 
Cross-Industry Study 

Given that this study uses car tyres as the object of research, similar studies 
in other industries such as electric vehicles or environmentally friendly 
household products can help generalise the findings in this study. 
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