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ABSTRACT

1.INTRODUCTION

Medicinal plants have a long history in therapy and are currently
regarded as one of the primary foundations of treatment in both
developing and developed countries (Ekor, 2014). Some researchers
even argue that the medicines of the 21st century should be derived
from plants, viewing them as the solution to future medical
challenges (Aghdaie & Zardini, 2014). In recent years, medicinal
plants, as a category of green products, have received significant
attention globally due to their compatibility with the human body,
reduced side effects, and endorsement by the World Health
Organization as a key component of therapy in the 21st century.
Furthermore, medicinal plants represent a substantial portion of
global trade, earning the title of “green gold” (Moladoost &
Shahmoradi, 2020). However, despite the country's favorable
climatic conditions, the marketing of these products is
predominantly conducted in a traditional manner, lacking well-
known and reliable brands.
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Consequently, this study aims to develop a model for assessing
green brand equity in the medicinal plant sector, as one of the
primary challenges in branding these products is the absence of a
comprehensive model for evaluating green brand equity in this field.
Thus, the main question of the current research is: What are the
dimensions and components of the evaluation model for the green
brand equity of products from the Medicinal Plants Research
Institute, and how are they interconnected?

2.MATERIALS AND METHODS

The purpose of the current research is to conduct applied research
in the field of medicinal plants, utilizing a mixed-exploratory method
to identify the components and dimensions of the evaluation model
of green brand equity. This is necessary due to the absence of a
specific framework for assessing the brand equity of medicinal
plants, which the researcher aims to establish. The classification
model represents a type of exploratory design, where the
qualitative stage focuses on identifying and classifying the
components of the construct, while the quantitative stage is
conducted to evaluate these results more accurately using statistical
methods (Tashakkori & Teddlie, 2010). The qualitative phase begins
with a systematic approach to identify and validate sources and
components of the model, followed by the quantitative phase,
which employs exploratory factor analysis to present a more precise
and abstract classification of the findings from the previous stage.

3.RESULTS AND DISCUSSION

The results indicate that the three primary dimensions of the proposed
model are as follows:

* The adaptive or judgmental dimension is related to customers'
judgment and comparison of the green brand, which arise from the
comparison of performance and expectations. The components of
this dimension include green brand perceived quality (GBPQ), green
brand perceived value (GBPV), green brand satisfaction (GBS), and
green brand credibility (GBC).



e The cognitive or experiential dimension is related to the
customer’s knowledge and

perceptions of the green brand, the perception of which the
subjective aspect is preferred. The components of this dimension
are green brand awareness (GBAW), green brand associations

(GBAC), and green brand image (GBI).

e The relational or reactive dimension is related to customer
interactions with the green brand, an interaction that leads to a
favorable customer response. The components related to this
dimension of the proposed model are green marketing (GM), green
brand trust (GBT), and green brand loyalty (GBL).

4.CONCLUSION

In this study, a three-dimensional model has been developed that is
not only comprehensive but also demonstrates good validity and
reliability. The proposed model comprises three main abstract
components, each containing related sub-components. In other
words, the sub-components are interconnected in a hierarchical
manner rather than being separate entities. For the adaptive or
judgmental dimension of the green brand, the sub-component of
GBPQ has an effect on the GBPV (Hue & Oanh, 2023), and the GBPV
is also effective on GBS (Hue & Oanh, 2023), and finally, GBS is also
beneficial for GBC (Shams et al., 2020; Bougoure et al., 2016). Also,
for the cognitive or experiential dimension of the green brand, the
component of GBAW affects GBAC (Brochado & Oliveira, 2018;
Severi & Ling, 2013), and GBAC also affect the GBI (Uggla, 2004).
Finally, for the components in the relational or reactive dimension of
the green brand, GM is effective in gaining GBT (Nguyen-Viet, 2023;
Widyastuti et al., 2019; Kurniawan, 2014), and GBT also has an
effective role in GBL (Nguyen-Viet, 2023; Martinez, 2015).

Overall, the research presents significant scientific and operational
advancements in the branding of medicinal plants, as it adopts a
hybrid approach and offers a distinct classification of the
components of green brand equity. This model not only considers
consumers but also acknowledges the role of employees in
establishing green brand equity. Also, while supporting the previous



studies, it proposes a more comprehensive model to evaluate the
green brand equity in the field of medicinal plants.

Keywords: Green Brand Equity, Medicinal Plants, Medicinal
Plants Research Institute.
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