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Abstract

Recent vears have spoited a magor boost in consumers wming 1o green consumption due
o escalating sustainable development. Following this, how consumption values, green
st and greenwash affect green purchade inrention rémain unexplored io smerging
coopnomy. Drawing on the theory of cousumption, this research examines the relationship
wmong consumprion values, green trust, and green purchase mtention. Furthermors, this
reseprch also assesses the moderating resulis of greenwash perception on the relationship
between comsumption vablies apd sreen frust m the context of Chion. Surveys. were
collected froem 207 Chinese organic food consumers a1 different shopping marts, This
reseprch appliss the strucroral equaticn model (5EM) bvusing Smart PLS 2.00 The smudy
reveals that funchenal value (gualityand priced, and social value have signihcant effects
ot green ust, Green frust proves 10 be a significant mediator between the consumption
values and green purchiase intention. Moreovar, greenwiash perceprions have 3 sipnificant
moderating cifcct on the relationship between consumphon values invobving funchional
value quality and epistemic value, and green oust, This study offers & new insight by
combining gresy wust and gresnwash percepiions with coosumption theorv. This smdy
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tirges firms o place atiention oo the gpreen tust throngh payving focius on relevant
constunprion values. which will blp them o leverage the gresn purchase mtenton.

Keywords: consumption values. green frust. greenwash perceptions, green purchase
wtention, sustamable consumnption.

L. Inmreduction

The recent environmental degradation bas piven rise to air and water pollution and has
endangered human life. Following thiz. proteciive emotions have been arousing amaong
modern copsumers wwards the sovironment (Bet. 19953, and they are more worried
about their sustaimable fture life (Khan & Molsin, 2017), Therefore, consumers are
inelined towards the use of the green product. ineluding organic food, hyvbrid cars. and
eneTEv-3aving appliances and the demand for green mems in the worldwide markers has
expitided, and the buvers are lean toward green iteins that are more secire and eco-
iriendly (Bhutio e al. 2019). In resposise, companies are also taking care of the
enviroamental-iriendly aspect of thewr peoduer a3 thewr corporate soctal responsiblite
(Trayver, 2009 and are moch ¢ager to adopd green strategies to market thewr green product
(Pane Haden et al. 20091 Sinee the factors that propel the green buying behavier is
fovnd to possess significant remifications whereas the past scholars agalyzed the green
mtention and buving bebavior i different exchanging markets, however the preater part
of the investipsions are idemtified with green buving behavier froan developed
economies (Hansen, 200%) and companng with Aslan risipg economies, there 15 a
shortage of research work abon) green purchase behavior m China, Tndia (Chan, 2001;
Wadav & Pathak: 20168) Similar to other Asian nations. China iz experiencing the high
fioroe risk of awr coptamination. bow-class woter and solid waste 13ses. (Khan & Chang.
2R Becemly, China is wvery serious. about ecological threat amd he critical
eovirciunental izsves are meking buze among the chinese companies and the preen
consmmers, However. due to the wereasingly competitive market. many enviromunental-
friendly claims made by the companies are deceptive and vague, Chinese consnmers are
faced o growing pereeption of greeswash, which is abour the fatse elaim of o Orm about
the envirommental-friendly nanwe of a produer (Dahl, 20001, Chiness consnmers are als
o corporate greemaashing, and as o consequence, the misleading green claims mflience
constumer not o buy the green products and thus are negatively affecting the green wost
(Zhang et al., 2088 In 2003, Chinese news agency INFZM snnounced the greenwashing
record and list, which disclosed the lack of trust caused by the greenwash (Dhuan & e,
2013} According to Thang ‘et al. (2018), 75% of 500 firms reveal their claims about
green anribures and policy and arcund 9%% of the firms with green claims deceive thewr
consmmers by performmg one of the “seven sins of greensastung” (Choies, 200100

Recent sudies have Tfocused on the tvpes. antecedents, and unpocts of greenwash, Ag
Zhang of al. (2018) showed the significant negative direct and wdmeet wmpact of
preenwash through green word of mouth (WOM) oo green purchase intention, Chen et al.
(201%) exprassed the negative infloence of gréenwash on gresn purchate mienfion and
indirect negative effect throngh green image of a brand and green brand lovalty on green
purchase imention. Chen and Chang (2013} pressnted direclt negative effect of
greenwash on the rust of green prodoct and confirmed that greenwash had o negamively
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mdirect impact on preen nist via consumer confision and consumer risk in the context of
green product. In facl. previous researches mainly examined the direer effeer of
greenwash on green purchase wiention or green wust and overlooked the probabalitv of
tnking greenwash perceptions as a moderator, Tp Gl new, oo earlier work has tested the
moderating effects of gresnwash perceplion from the perspective of consumer values and
their green wust. Therefore, &t is inperatve to eprich the lmeramure v thus direciion.
Widely acknowledged theary of consumption value is taken 50 1t helps to make a future
purchase decision. The theory hes been engaged and zpplisd it mere than 200
applicanions. and bas shown rebiable validine (Sheth er al., 19910 The: theory fonter
enlightens, predicts and supports in evalupting consumer behavior and tnderstanding
constuner-product choice. Mevertheless: it is not clesr how consumption wvalies
moderared by greenvash perceptions may afieer green purchasing mrennons, The present
research loaks 1o fill this gap,

Past researches acknowledeged that consumer wust plavs a major role wnfluence
purchasze intention of green product end is 4 deferminant of consumer buying intention
(5chlosser et al., 2006) Therefore, green trust defined as & willingness 1w depend on &
product or service based on the belief or eXpectation resuling from itz eredibaliny,
benevolence, and ability abour environmezntal performance” {Chen, 2000} 15 an ompomant
predictor of preen purchase intention. Thus, green st is a level of a keennsss 1o have
pasurance on the namrs friendliness aspect of a product. Few pnior studies shed light on
the impact of green trust on the relanionship betwesn perceived values, perceive risk
green lovalty, and green purchase intznton. (Wang et al, 2019) showed the pactial
mediating finchon of freen sl berween the associaton of green product knowledoe
nnd green purchass intention. Clien avd Chang (2012 examined the significant impact of
green wust on the bond betwsen green percetve value awd green purchaze intendion; also
on the relanopship of green perceive risk and oreen purchase intennon. (Chen o1 al.,
2015} descnbed the significant positive role of a product™s nature friendliness on green
trust, Konuk et al, (20155 put forward that green trust had a significant mediating effect
pmond green sausinetion and green purchaze intention. Chen (2013) delizeated dhat 1o
increase green [owalnys companies must swengthen their green ust oo eustomers, and
thus, green uwst positively influenced green lovally, Baitey, Mishra, and Tiamive (2016)
confirmed the wnpact of green wust oo the link betwesn gréen consumpiion values and
green brand purchase miention. Chenng et al. (2015} also demonswated green fmst as an
inportant mediator between green perceive value and gréen purchase intention. As Mom
previons researches aboul grean rust. we efplored the mediating mfluence of green rust
in the refationship berwesn conswmption valwes and green purchase intention, [n addition,
tlie green purchase imtention which iz a degree o which custoiners are eager 10 purchass
ecological likelv prodocts or services {Lyion & hMootgemery. 2015) has been explosed m
numierous setfings mcluding attitide, perceived readiness o be green, price faumess,
consmuption valugs, and eulture, Hsu et al (2017 elaimed that aniude bad & strong
mnfluence on purchase miention of gréen products. and county of origin also displaved
sirong mihrence among attitnde and green purchase mrention. Ards et al, (2018) pounted
out that the readiness to be green of consumers used (o affect significantly the
refationship berween amimde and green buving mientions. Iver ef al (2016} elucidated
that price faimess bad a wviel influence on the associanion between ecological
consclousitess and green purchaze ntention. Bong Ko and Jin (2017 believed that man-
B2
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patire orientation had positively infleenced the preen purchase mfention m the TTSA.
Avwuni and D (2016) professad tha social value and emonional values were sipnificantly
associated To the green purchase ntention smong different Chinese cities, We argua here
that green trust moderated by greenwashing perceplions have mfluence on green buving
mieniaon.,

In the light of previous research gaps, the cwrent emperical resarch 15 an efort to apply
tlie theory of consumption velues and inspect the effects of consumption valuss ou gresn
truzl i the Chinese context, Thi smdy o also hods the indiect relonon  anong
consnmption values and green parchase inrention through green tmst In addition, current
reseprely exploges the importance of consmuption walves on grees trust through the
inoderatng effacts of gresnwash pereéplion. This paper mirodoces an mfegratad reseanch
mode] and concentrates our attenions wowards the moderanng role of grecnwash.

This reszarch iz parformed 10 address the latest appeal for ressarch in green mackering
and ephance the preenwash perspective in relation to conswmption values. The paper
cointribmtes o explain the context by observing the hond between consnmption vales and
green wust. Major contributions itclnde the application of theory of consumption valu=s
and broaden the informetion on green purchase infention. This paper extends our
understanding as 1o how the greenwazh vsed to moderare the link between consumption
values and gresn tust. Secondly, there is no previons work sxamining the gresnwash as
maoderating role in relation with consumer values and green purchase intention. Thirdby, it
will nid Chinese companies o improve their product by idensifving affected consnmers’
value from gresnwash perceprions, To improve the green purchass intenfion of a
consimer. Chinese manufacturers must focus oo the functional <mlue guality and
epistemic values through e environnwent-fricndbr claims which can enhance the green
wust in the context of organic fxod. Fourthly. current ressarch also provides value to the
field of snstainability. The new oulook of the greenwash and the integmeted perspective
cann be highly beneficial -and valwable for sustainable development. Morcover, this
ressarch is bassd on the developing country of China, which has rapid sconomic growth
at the cost of continuous deteriomtion of the enviromment, The current smdy may assist in
designing role and regulations. This research haz manegerial implications for food
processing enterpeises i China and can be useful for wmarketers ro re-design their
Hsiness straregisg.

The structiire of this paper 15 as per the followmg; “Literatore Review and Hypothesis
Development™ followsd by the “Methodology and Data Analvsis™ which include
partecipants and procedurs, questionnaire development and results. Farther, “Discussion”™
section explains the results followed by a conclusion which melede theoretical
contribation, managsrial implications, ressarch limitation. and funire research dirsction.

L. Literature Review and Hypothesis Development

I Theary af Conummption Filie

Theory of Consumprion value has been extensively ackmowledged and urilized o predict

consiimer behavior, The theory of consumphion values was ivented by Sheth et al.

(1991) affer vam research in humam seiemce. pevebology. fnaneials and purchaser

ehavior, Sheth et al. (1991) established five Mmodamental facets of consumption valves
E29
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comprising fnctional valie, social value, conditional value, emotional value, and
episizmic value. These mdependent valies reapt in a different way o any choice
simanion. Pror researches have enlighrened the fuaction of consumpron valves in the
sphere of green purchase behavior, green choice behavior, ecological concerns and
purchase intention to buy green products. Gugkang et al (2014) utilized consumpiion
theary o investigate the influence on green purchass inrention m the confext of
Malaysian, found functional value poce, epistemie, conditional and emotional value 1o
have significant sffects on consumer intention to purchase green products. Avani and Do
(2016) mvestigared the consumpiion valves inflvence on green purchase intemtion of
voung adults on gensml green products s the comtext of Chinese and explored the
sipniffcant effects of social and emotional values and insignificant effecs of functional.
conditeegal and epistemic value on green purchase mrention. In line wark s trend. o
find ool the conswmer behavior and mtention, the current study ook previous reseirches
tir another siep and snggested theorsrical mode] 10 examine the effects of functional value
i bl qualire and pricel, social value and epistemic value are o green purchase mrention

through greenwash perceptions and preen trust on argame food Hems,
2.1 Consumprion Falues amd Green Truss

Functional value is associated 1o the “perceived utility acquired from-an altematve's
capacity for functional, wiilitacian or physical performance and was thonght to be
generated by a prodheet’s salient attributes” (Sheth et al., 19911, This gages the functionef
benefits of o product including price, quality, reliability, and durabiline 8z part of
consmner’s percsption (Sheth ec al., 1991), Green rust as chardcrerizad by (Chen, 20101
i5 an eagemess to rely wpan a product or service dependent on the conviction ar desire
resulting from its validity and ability aboue ecolegica] performance. Trust is a surcness
thar one would act 25 lkely on other (Hart & Saunders, 1997}, Howevar, trust develops
when the consumer has faith in relinbility and integritv of any manufacturer or service
provider. The favorable price-quality ratio of 8 produce will offer certain benefirs which
raised the buver’s perceived value (Marzler et al. 2007) and hence rezulied in hipher
trust, Munnukka (2008) found the positive influence of price satisfnction on the level of
trusr, Fromn the perspective of online refailing, consumers” willingness o give price
premium is grearsr for tristed e-tailers (Zhow e al. 2013). Beukel or al. (2016) resnfied
the positive influence of price faimess, relative price and price reliability oo consumer
trusr, According to Chang and Chen (2008), the consniner opiniona on the good class
product or brand expected to bald strong belief for thar product or brand, Chang and
Chen (2013) showed that the green perceived gquality and green trust has a strong
significant relationship in the context of Taiwan. Based on the indications of the above
soearia, we assume the following hypatheses.

#  Hy: Funenonal value quality has a posinive effect on green fmst,
F Hi: Functional value price has a positive effect on green trust.

Social wvalue i explained as the “perceived utility acquired from an altemative's
dssociation with one of more specific social groups was definad as social value, and it
was mensured through the product nszeciation wath various reference groups of
customers” (Sheth et al., 1991}, Social value is considered o be ane of the way of sl
image {Sweeney & Sourar, 2001 since a product has an influence on improving seli-
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irage (Finch, 2006), Theretore, indiviudal based perspective including the requirement
for unigqueness and selfexpressive benefits plaved a vital role in esublishing green
behavior (Afskar Jahanshahi & Jia. 2018), Chinese voungsters and adules prefer 1o vse
i triist i western clothing stuff as compared to Asian stuff as a sign of high self-states
and wealth (O'Cass & Sisheird, 2003). Hence, peer opinions. social associations, and
companzons (Jager. 2006 Kilbourne & Pickew. 20081 play a cenmal part n the practice
of making decisions (Sheth et al,, 19917 which 5 critically affected by the level of trust
(Delpado-Ballester & Munuerd-Alemdn, 2005). Soctal group impact g critical o
reducing disnust on green products (Khare & Paodey, 2017). Costa-Migeon er al, i2014)
showed the nfluence of social grovp on the acceptance of organic food, as the specific
group ussd o show their associztion with orpanic food. Ehare and Pandey (2007)
demonstrarad the significant posimve nfnenes of green peer INPECT oo percerved MBIl M
ofgame food, As China 5 a svinbal of collective society, tierefore sugeestions by the
peer opinion heve imperative effecrs. As a8 result. this research propossd the below
hypothesis

#  Hi: Social vaiue has a positive effect on green trust,

Epistemie value explamed as the “perceived wtility acguired from an abemative’s
CAPACITY 0 AT0USe CURICSIY, provide novelty, of satisfy a desire for Enowledge” (Sheth ot
al., 1991 It 15 o shopper cagerness o willingness to gain more knowledze abowt
products detail including its design and attcibites (Tanner & Walfing Kast, 2003}
Therefore. limited product information could result in risk perceived bv & customer which
would create mistmst Since Chen and Deng (20016) proved that product knowledze
significantly moderates the relationship of attitnde and subjective norms with green
purchase intention, therefore companies st bave 1o leasen human curiosiny and provide
grent details to increase consmmer trust (Abgrab et al., 2000: Chang & Chen. 2008}, In an
ooline market, the presence of rich nformation put forward an unpostant mack wlich
positively mereases custonter must (Oregg & Walczak 200100, Gracia and de Magistriz
(2008 poted the micrmation related to the argane food producis play o vital mle to
leverage its market demand as it ereases customer st towards organic food
According to Wang and Beanbazat (2016), the display of exact; accurars, neefinl and ample
information con lead to improving consumer trust. Zabaf and Hamzaomu Essoussi (2009)
proved that country of ariging product labeling, diswibution, and cedification are
posiively linked o consumer e, Thus, based on the above discussion, this smdy
propesed the following hypothesis:

F  H;: Epistsmic valus has a positive effzct oo green trust,
2.3 Moderaring Effect of Grestviash
2.1 L. Functional Value (Cralioy and Price ) and Green Trest

Gresnwash modarates the relationship between the Hmctional walue (quality and price)
ind green mist. Greenwash is broadly wiilized 1o desceribe the deceirful and misinforming
of a company abowt its prodisct to be green. susiainable or environment-friendiy (Pacgnel,
Benoli-Morean, & Larcenmeux, 20110 Magali and Vanessa Cuerel (20100 referved
greenwash as an meorposalion of wo communal bebavior: poor environmental
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performance and opblmistic communication related to green o pro-envicomnental
performance. Considering Ching, the bigoess emerging markes with the second larpes
economy, & majoriey of the Clunese copsumer pay special ocis on product price and
quality aspect. Since consumer Fnctional value is divvied up mie dual aspects, thal is,
price and quality (Swesney & Soutar, I001 ) therefore the consumers whi are ficinp
greenwash would feel pessimistie abouf the qualtine of the produer and would not be
satisfied for value for monev of o product which could result in reducing the trust.
However. in the absence of gresowash perception, a consumer would feel indifferent
abour qualicy claims and renain optimistic, Hence. the moderator role of greenwnsh
becomes vital to study as for how it modemies the associations of functional salue qualiiy
and fnetional walue price with green oozt Therefore. this paper hypothesized the
toblowing.

= HzGreenwash pusderates the selationship of functional valse quality and green trust.

»  HgGreenwash moderates the relationship of finctional valoe price and greéen s,
232 Socdal Walue and Green Trust

Gresnwash moderates the relationship between social value and green wust. With
mnereasing coviromnental coneerms and greater wae of green products, Chinese consuniers
are pradually becommg consciows and alert of the corporate reenvashing which s
affecung their purchasing decisions (Zhang et al.. 2018). Consumers when facing rsk
refated to the undesirable onteome would follow more peer or expert opiniens or follow
major 2ocial groups. The presemce of greenvwash percepiions in the mind of conmmuer
rigger the negatve WOM (Ramus & Montiel, 2005) and becomes a way of mistrust
(Lyon & Maxwell, 20011 which negatively influence the purchase decisions (Chen &
Deng, 2016 Leonidon et al., 20030 O the conwary. positive WOM would result in
strengthening - stromz green trust. Thus, greenwash perception among copsumer can
widely atfect their opmion which will further impact therr green st Above literamre Ler
us to assume the following hypothesis.

F Hr: Greenwash moderates the relationship of social value and green trst.

2.3.3, Greepwash moderates the relation between 2pistemic value and green wost

This hvpothesis 15 tuilr on the elaboration Lkelibood model (ELM) theory founded on
two romtes. In the centrel rowte, individuals build their ottitude depend on the shared
argumsnts while peripharal route relies on the information from & source (Huo 21 al.
2018). Since epistemic value refers (o the desire 1o gain produe! knowledge ineluding itz
chiarscteristics and faanwes, therefore consumers with more product information would
understand better abont the green peoduct and would rely on their sensible decizion
makimg rather followmng ther feelings. As Wang and W (200110 by using ELM theary
confirmed that conswmers with mote involvement of product possess good brand must
ind purclase mtention for rational appeal than tewards emotional appeal. The presence
of presnwash would do the task in the oppesits dirsction. Despite having detailed product
knowledge, consmmers barely trust jn product details because he or she would feel that
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the shared details are anly to attract the custamers. Therefore it is interesting to see how
preenwash will act a5 a moderator. Hence, corent study postulated the following

hvpothesis,

r  Hy: Greemwash moderates the relationship of epistemic valee amd green trust.
24 Green Trosl aed Green Prvcivse Deidentbon

As mndicated by Chen (20100, green purchase pxention expressed as “the likelihood that a
eonsimer wonld by a particular product resulting from his or her epvironmenral meeds,”
To the extent green consmmplion s the coucern, mmuy pror works bave depictad
pssocintions between trust of green products and purchase intention (Chen & Chang,
M013; Kang & Hur, 201 1), The empirical smady of Everard and Gallema (20051 presented
the pesitive relation of rust w oolme stoce and consumers” wiention o buy from an
onine stors. Lu et al, {20107 indicated a posttive relation of customer tmest and buying
intention, From online buying, Tee and Tii (2012) showed that perceirved fhirness wonld
fead 10 buildng srong coosumer st that would result w pher purchaze imleniiom.
Thus, clisatt trust is a detemninant factor of purchase mtention (van der Hedjden et al.,
2003h, Gil and Tacob (2018) showed that green trust significantly mediare the link
between green perceived quality and preen purchase mfenion. Tlus paper bvpothesizes
the optunistic influence of green trust oo greest purchase ntention: Hepcs, the following
hapothesis is proposed.

P g Green rrust has a pesilive mpact o0 green purchase mlentian.

Fuunctiomal Valtie
Gamliny [FVTH

Funcroiral Valus
Pracs (FVF)

Socin] Vil

il Pt ftention
! T (G0
‘_il'

——t  Sigullcal Fal m===s==  Noeuniion P
Figure 1: Cowceptual Maoadel

Tor address the research ofjectives, & concepiual model (see figure 11 is developed by
using the (Sheth et al, 1991 “theory of consumption value" predictors like functional
£33
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salue quality (FVO), funenonal value price (FVP), social value (SY) and epastenus value
(EPISV) on green rrust and green purchase mtention. In addition. the mediator role of
green trust o the assoctation among foar predictors and green purchase infention.
Moreover, the moderating role of greemwash petceptions m the relationship between
constunprion values (functional value quality and price. social value and epistemic value)
and green oust 13 also examuned,

X Methodology and Data Analysis
2 1. Particivgnrs amd Procodiires

This - study acquice a guantitabive way o examine the hypothesis which contams the
creation of organized. selfdirected questionnaire. Respondems were accosted in different
branches of Walmart and Camrefonr 11 Ching, where consumer like to purclase arganse
food and have knowledge about i, The questionnaires were randomly distributed 1o the
constumers. In total 212 guesionnaires were colleeted and afier initial scresning 207
were nsable responses and the remanurg five meomplete guestionnaires ware discarded.
showing 97% response mte. According o Roscoe (1975), a saitable number of the
questionnaires should be o betvween 30 1o 500

2.2 Oivestionmmive Developiiert
321 Questionnaire Design

The auilor wsed questionmaires 1o examune the opinlon of the respondents oo the
mtrodiuced hypotheses, The questionmaire stacted wath the aim of the reszarch and few
definitions, followsd by three sections. The first section consistd of knowledge and
expertence of orgamic food, Nemr seciton asked respondent about thewr conswmpnon
value, ther trust m orgamic foodstuf and their purchiase intention towards 11, The last
gegtion evaluated respondents” perecnal information including pender. education, age and
household imoome, The questionnaire followed 3-point likerm scale o evaluate the irems.
To wvoud misunderstanding, the questionnaires were translated into the Chinese languags.
Frofessor and lanpuage experts were consulied for this sk Once; the transiation was
fealized, and i was proof-read by experis. a wial st was perfonued 1o evade any
arbaginty, Corrections made by the experts were poted, and required actions were
implicated o complete the Onal verdion of the Chiness language questionmaire.

522 Measure

There were in total 27 it2ms for gaging all the variablss. Functicnal value (quality aond
price} and social value ftlems are all taken from Sweenev and Soutar {2000). Epistemnic
walue iwems are adepied from Mivschman (19800 and modified according ro organic food.
lems of green wost are bosrowed from Chen (20800 ind amended according 1o the
current study, Items of greenwash are edapted from Laufer {2003) and Chen and Chang
(2012, Finally, green purchase infention items are faken from Lai and Cheng (2016).
Appendix] containg the detail of all the items

4. Results
4.1 Descriptive Anelysis

The dempgrephic results are displaved in table 2 having 62% female participants and
38% mle panticipants. Around 58% (29% were oot snre, and 13% have no knowledge)
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of the respandents showed knowladge about the organic food and 72% {18% were naot
sire, 2nd 10% have no experience) had the experisnce o buy the organic food which
shows Wereasing environmental concerns among Chiness, 37% of the respondenis’ age
proup was from 21-30 vears which was the majority group, Thas i i evident that young
rilizens are more concern abour the green environment. followed 2056 of the age group in
between 31 10 40 wears. 30% of the paricipants had an educational level up w an
indergmduate depree, 27% of the respondent had anoually more than arcund 520,700
{ bl Q00 BB ).

Table 1° Pemographic Profile of Respondents

Frofile Calegory Yoage |
Male ig
Gregrder Fomale &3
18-20 I6
21-30 £8
Age Jl-40 20
41-50 4
Above 30 2
Undergraduate R
Education Master 12
Py 2

<5 8.640 (60,000 RMB) 6
=51 3824 (06,000 RMB) 2550

Anmzal Household Income “520736 (144,000 BAIB) 33
=207 36 (144,000 BABE) 26.50

Yes 58

Organic Food Knowledge Mo 13
Not 29

Yes T2

Crganic Food Buving Expsrience Mo 10
Not I8

411 Measurement Model

A dual step procedure was operated [0 exumine the data (Anderson & Gerbang, 1988). AL
inifial phase. confirmatory factor analysis (CFA) was apphied to test the relinbilicy of
variable towards hypothesized latent variable, The second siep contained the application
of strucmural equation modeling (SEM) to confirm the adequacy of the constniet of the
model, Smart PLS 2.0 software package was applied for statistical exnmination. For the
measurement of the model, all larent cousmuets were [filled by thelr r=spactive
measurement wems which make the model ready for correlation analvais (Anderson &
Gerbung, 19880,

Cronbach's alpha and compesite reliability were measured o calenlate the reliability of

the instrument. Tedal seven comstructs are spplied in this research. Cronbach's alphn
walues of all the consmroct observed to be o the range of 0.77-0,89. Tahle 3 presents all
the alpha values of the constroct wsed that sarisfy the minimum regquirement of .70
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Composite reliability as shown in lable 3 also satisfies with the mingmmum condition of
.70 ramging in between 087.0.92. Hence. the instrumenst iz currently reliable for
calenlation of latent consmuct,

Table 3: Cronbach’™ alpha (a), CR. AVE and SFL

Canstcts Ttens SFL Cronbach's o R AVE

FVvQl | 079

Funetional Value FvQ2 0.75
Cualiry FVQ3 0.82 051 0,88 .64

FVi4 (54

Fvpl 0n.s2

Functional Value FVE> 0,24
; 5 =
Price VES 021 (.82 (&S (b5

FvWp4 0,74

SVl 0,85

e 5v2 DE?
Social Value 5V | 0.1 6D 003 | 077

5Vd 088

EPISVI | 069

o EFISV2 | 0.79
Emstenue YValue p—— 078 055 0.60

EPISV4 | 081

Gl 0.5

Green Trst G12 0.54
T3 055 s 0ol .65

T4 0,77

als (580

GW |l 0,72

Taelii GW2 .90
Green Waszhing (.54 i, 80 073

GW3 0.al]

GPTH .74

Green Purchase GP[2 0.8l
’ .77 .80 ihas

Inrention P 089
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Table 2 represents the Ttem details with Cronbach’s alpha (o), Composite Reliahility
(CR), Average Variance Extract (AVE) and Standard Factor Loading (SFLp*
Crverall Model Fin 25(207) = 82247, p-< 0.401; NE1 = 0,72, SEME = .07

Table 3: Correlations Matrlx

Variables 1 2 3 4 5 & 7

1 | Punctonal Valoe Qualiy | 079

2 | Pucbonal Valoe Price G45= | 080

3 | Seeil_Valus B35% | 05ase | par

4 'Epiﬁ'l?‘.ll:'.{“_\.':l‘llha 1kl b QEgke 374 onTT

5 G:'d\:u_T:ruﬂ 0, S Q51 [ T L [ 0.8k

& E:'d\:u.l._'i'r'-a:-h RET] 0,08 (AR A QLS .55

ki G:rea:_hrr:hxﬂ_tmmtlm [ 3qee 0.1s= R Q4= 508 A2 0.5
Mlzan 385 3.22 ERL 365 17g 3.3 4.32
=0 Lo 130 [ Al el LU | LU

Mote: n =207, Bold figures which are loceied diagonally are the square root of AVE for
constructs * p = (.05, ** p= 001

Standardize factor loading of all the items ranges from 0.73 0 091 except an item wiich
was having value aroond 0.68. Therefore. the mems fulfilled die convergent wvalidire, In
pdddition, all the constructs elso satisfied the average vanance extracted ( AVE ) values fell
in the range of 0.60-0,81, clearing the least criterion of 0 50 (Fornell & Larcker, 19811
For discriminant walve wvalidiey, the square roor values of AVE should exceeds itz
correlotion  coctficients with other constmucts. Therefore. correlations matnix tekle 4
verified the discrimnant walidity ( Fornell & Tarcker, 19811,

Modeal fimess test and chi-square rest wers alse performed for CFA. The Chi-square
goodness of fit was 89247, Normed fit index (NFI) was 0,72, The standardszed roat
e squire residual (SRMR) is used 1o ensure o suitible uature of data, TF SEMR iz
hipher han the allowed Janr @ showed that something 13 mastaken or Towed with the
measurement aor struciigal model (Hu & Beatler, 1999 Thus, the overall model shoned
.07 SEME value wiich was well betow the specified ange,

The model proposed by (Fornell amd Laecker. [981) has been utilized 1o confism the
discruninan: validity in this research. As indicated by this model, an examiner initiaily
greate the comparison of the square root of the (AVE) of each constmoct with the shared
varancs berween, and if the squace rocd of Average Variance Extracted (AVE) is higher
than the shared variance betwesn coustructs, at that point the sxaminer can express the
discriminznt validity that exisrs. Table 4 speaks 1o the subtlatizs thar discriminant walidiny
i5 affirmed,

4.2 Strnetirad Mode!

Tabde 5 shows the strocmiral analvess for the direct relanons, As shown, functional valge
qualicy (b= 0.38, t= 7.93) and funchcnal value price (b= 0.28, = 5.45) showed positive
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and significant celation with the green trust, Therefore, Hy and Hy are aceepted. Socul
values (b= 0,17, 1= 2.39) exprescad positive and significant influsnee of green trust. Thus,
H: 15 accepred. Epistemic value (b= .06, = L.24) did not show signifiennt edect an
preen trust. Thus, Hy s rejected. Green rust (b= 033, 1= 30,29) showed the stromgest
direct significant effecr on green purchase intention (ses able 5) which s alipned wil
the findings of Chen and Chang (2012), Thus, Hy 13 acceprad.

Tatle 4: Model Estimation

Hypathesls | Hypothesdzed Path | Path Coell t-value Stalus
H; FVQ—GT 0.3% 785 Accepiad
H: FVP—{GT 0.24 543 Accepted
H; SV—GOT o.1T 139 Accepted
H, _EPISV—GT 0.06 1.24 Bejzcted
H; FYORGEW—GT - 16 2320 Accepted
Hg FVP*OGW—0GOT -k 05 1.24 E‘.c_i:m-rd
H- _SVHGW—GT 001 016 E=jsetad
H; EPTSVHEW —GT -3 246 Accepted
H GT—GPT 0,33 30,29 Accepted

Sobel 1edr was usad 10 analyze the medianing effects of green wust. Table 6 highliphis the
results of medignng effects. Gresnt tmat prove o be 3 sipuficant medidior berween
functional value (price and qualiy), social value and green porchase inteniion. Green
trust has a significant mediating influence berween finetional value price (2= 7.67. p=
(LU} and green purchase wteniion. Oreen srust alse has sigmificant results berween
functioaal valee quality (2 = 5.37, p = 0.00), social valoe (z = 238, p = 0.00) and green
purchase intention. Howevsr, green tmst has insignificsnt mediation =ffect amonp
epistemic valwe iz = 124, p= 0.21) and green purchase intention.,

Table 5 Sabel Test

Predictor | Mediatos Chitcome 7 value p value
FVQ GT GPL 147 0.00
FVP Gl GPL 537 0.00

5y GT GPL T.38 002
EPISY GT G I.24 0.2

Crresnwash ncts a3 a moderntor 1 the ourrent study, Table 5 disploved the resulis after
srructural analysis. Greenwash acts as 2 sipnificant moderator berween the  funcrional
valve quality (b= 0,160 =220} and green tust, Thus, Hs is accepted. Gresnwash also
significantly moderate the relationship of epistemic value and green trest (b= 026, =
2.66). Thus, HS iz also accepied. However, greenwash did not act 25 a significam
moderaror between functicoal valne price (b= 0,09, 1= 1 24} and green trust and social
value (b~ -0.01, t= 0.16) and green gust, Thus, Hy and H: are rejected.

A, Discussion

Albeit prior work has directed the negative influence of greenwashing on green trust or
green purchase intention. There has been limited research and a connection gap as how
greenwashing perception would affect the consmers” value, In today's world, where
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envicodinental concerms are mapudly evelving among the constmers, the reliability,
durability. and performance of the green product become a vital issue for the consumers:
The competitive marker where manufctorers are wng their best ro lessen the tume: o
mirket the product and to win the grester macket share, compaiies have staried 1o
perform gresmwash activities, which is pegatively affecting the oreen trust of the
congmmers through conswmer eontision and consumer perceived risk (Chen & Chang,
23 Considering the limited application of greenvazh as a moderator, this study
investigates the direct relation of constumpticn values and green wust and foeuses oo the
process and context as which relationship berween consumption value ( functional value
quality, hictional valne price, social vahie, and episternic value) and green trst woald
be moderated by greenwash that can influence preen purchese intention. Based oo the
bypotheses developad. the miluence of each vanable 1= measured by caloulanng the
standardized beta coefficient of sach predictor varable;, followings are some findings
fromm eurrent siudy.

The consumphion values which mvolve functional valoe (price and qualitvl and social
value are significantly positively related 10 green triisl, However, epistemic value does
oor dizplay sippuficant influence on green tmust. Functiooa] value price relayv on the
performance of the producs keeping i mind the cost-benefir rafio whereas functional
value quality rely on the expecisd performance of the produet (Lin & Huang, 2012).
Consumers assess o green product based on the price they pay for it Since high price ofa
green product against tradiflonal products is o sbhared concern for a worldwide green
consmmer (Minbashrazgah et al., 2007}, Chinese companies cin gain a suitable amount of
areer sl by aducating consumers 28 how the price of organie food comparable o non-
organic counterpart and mamtaming reasomable price-benefit ratio kesping the quality
standards constant, This act will boost the consumers” green trust as they will receive the
sarme quality of green producl compared to rmadinonal product which 3 a comunon
concerm for @ green product consumer. This finding also supports the past research
conducted a1 Hoog Fong on gresu produocts which also showed significan impaet of
areen percerved valoe (functional and performandea) oo green toust {Cheung et al, 2015).
O the other hand, companies must take care of social aspect of thewr product to obtain
green rust and o inereass green purchase intention, Due fo increasing naterial mfensive
lifsstvle (Verseapt e al., 2015). Chinege constmmers ace very mmch coacern about thesr
social image and social association that allow them to improse thewr social image. Hence,
social value fum out be important predictor of green wist, This result is similar to the
fndings m tering of brand unage on the consumers m the context of Taman (Chen,
2000y,

51 Gresmaach Moderation

This smdv elaborates the mndarstanding of preenwash as a moderating variable and
demonstrate that the pssociations mmong fnctiopal value quality and epistemic valie
with green rust are moderzied by gresnwash perceprion {zee 1able 5). Sines quality
gapect of a product 13 much more sensitive when ot comes o food and divectly related fo
humtan health, therefore health conscious consumers are bit skeptical about the oreanic
food claime. As the perceived personal benefits are more atisched with organic food
(Olson. 2017, therefore the presence of greenwash perceptions throvgh neganve WOM
L
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of any secidl network, would lét constiners to be cattious about the organic food. Henee,
green rust would ger hit as consumers feel mod 10 compromise on guality standards. This
result confirms the finding of Wang eral. (2019}, where consumers having crmical past
experence in termnes of goality off greéen prodioct possess lower preference or, i other
words, have low trust for green produsis. This could result in the reduction of green
purchase intention as consemer muoght wrn to wadimonal products. The function of
episteimic wliue is 1o arouse coriosity for knowledge among consumers. Girgenwnsh
activities make the copsnmer confitse and uncénain in their boying decision of presn
product (Pomernng & Johnson Lester, 2009, Our finding reveals thar the presence of
preenwwash perception would demoralize the consiimer about hiuving a gréen product and
lessen hic willingness 1o know mare about the product. Aceording 1o Wang & al. (2019,
green product kEnowledge significanly aifects green puwchase infennion vie Zreen wasi,
thuis it 15 uisperative to counter the effects of preenwash perception that hinder the inner
desire or curiosity of a consumer o geck novelly or knowledge of green product: This
resulf 13 line with past smdy whete gresawash vse 1o negatvely affect the preen umst
through green consumer confitsion (Chen & Chang, 2003), The relabionship between
gocial valus and presn st i= nol moderaied by greenwash perceprions. Since social
valve refers w assocanon of mdividuals with certam social class. Based on the wend and
fashion in society, Chinese people prefer to trust on majority of ther peer suggesiions
and purchase green product beeause they want 1o obiain social aceeptance. Thus, group
confornuty ameong Chmese play an unpoctant parm for purchass inrention (0 & Ploeges.
29 Tn order 1o improve oue’s secial mmage and o acgoire certiin social class,
greenwash perosption seemis o have some influsnee on Chinese consumers but not up w
significant fevel. This finding depicts that greenwashing still a relatvely new phenomena
among majority of Chinese constmers and they do not consider preenwashing as a majo
hurdle: Thus in Chiness sociery. social value considersd as a significant element in
promonng green purchasze mtention {Lin & Huang, 2012% This resul 15 i line with the
pasl study condweted in different eities of Cluna about the significant influsnee of social
value on green purchase mrention (Avwuni & Du. 2016). Contrary 1o our research
bypothesis. greenwash perception prove o be & non-significant moderator - bermesn
functioaal value prce asd greens trust. Though the result show a negative relationship,
howeewer it is not significant. Thus, despite the presence of gresnwash perceptions which
wsntficiently affeers the relationship. sonsumer aril believe that if they pay higher price
fior a green product they might oel benefits from e oreen product. This reflect the beliel
of Chinese consumers on high price produet.

523 Green Trase Medintion

The findings in rabls 6 present he mediatar role of gresn trust berwsen consumption
values and green purchase intention, which shows that green trust help to link the
functional and social values with green purchase infention. When a consumer achiove
moare functional expectation fom a gieen product (ncluding performancs and good
quality) and social association with the green product, the more they genemte green trust.
Thiz, green tnust act as mechanism fo improve Chinese consumers” parchase intention by
considering the prics, quality and social anaclunent factors of orgasic food as they are
much coneerns about the soctal image and quality espect of a produet, This finding abowt
the functional value is similar to the past stady where green st significantly mediate the
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bond between preen perceived value and green purchase intention m the Tidian eontext
(il & Jacoh. 2018). This developmeni of gresns trist increases the possibility of purchase
a3 weelk

. Conclusions

Based on the consumption theory, this study tested the influence of consumption values
on green st and testified the impact of moderating role of grecowazh perception on the
linkage betwesn consumption valnes wwl gresn st Through the collection of 207
questionnaires from consmmers at supermarkets like Walmart and Carefour, we conelude
thar functional value (quality and price) and social value are positivelv linked o green
trust while greenwash perceptions moderates the coonsction of consumesrs” functional
valve qualicy and épisremic value and gréen st

o f Thearetfconl cofribmion

Our contribution extends the literanire o following diree wavs, First, curreént paper recaps
the notion of theory of consumprion to widen the literanire on green markenng and o test
whicl consiuner value can be helpful to strengthen green trust. Secondly, there is no
previons work explorng the moderating role of greenwash with regard [0 congmner
values and green purchase mfention, this research studies the moderating role of
greenwaslh between (he consumplion valves and green wust, Thicdly, recognizing the
affected conspmers” value from preenwash activines. companied con mmpeove ther
product i the respected areas. Thus, this smdy spreads the research of consumption
theory, green trust and gresowashing.

6.2 Momaperial Implicarion

There are four practical mmpheations of this research. Fist, the significont effects of
funetional values (price and qualiny) on green trust infer that performance of the produes
15 the core principal 19 strengthening green trust. If company would lke 1o sugment the
preen tmist, compainies miusl be very accurate about thelr quality standards thronghout
their production depariment. which will ultimately lead to continnous improvernsnt o the
product performance, Secomd. social value also have signdficenr effects on green wust
which tnply that company mmst grab the opportuty 1o truly emphasize on the social
impact of their product 1o boost the green rust i consumers. In the &a of information
technelogy, people to people contact is not fesmicred o face to face comversatlom b
social followings are rapidly mereasmg throogh social media, Therebore, firms =hould
give more consideration o this increasing dependence on-social media in order 1o pain
more gresi uwst, Third, gresnwash perceptions moderates the connection of fiunctional
value quality and epistemic value on green trust, Compantes should deprecinte the
corporale greenwash activities that negatively affect their tustworthy relations with the
congmmers, Firms must ensure their customer aboui the aunthenncity of their claims
through effective marketing. Manuficturers should educate their consumers and enhance
their ability 1o identify green claims. By reducing the grésnwash activities related o
consuners’ ncuoial value qualltv and eplstemuc valve, compates could build strong
preen trust which will assist them with mereasmg the green porchase infention and the
profir sales. Fourth. since green consumption is a1 beginner fevel in China compare to
TWESL 1T 15 NeCEssary 1o promore greel awaleness, Crovernment ang COTPOrate 8070 ISt
§41
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it efforts o eradicate this comruption which is pollisting the green products” markel. This
srudy may help the food manufacierers and other siakebolders o perform the nesdful
ACTEONS

6.2 Eimitarion and Fuinre Resedrch

This research hes some restriction and limitations that shevld be considered while raking
the findings. First, generalizability of this study az it is condncted in China, Therefore, it
cinnot be gepzralizad to other pats of the woeld. Upcoming research can consider the
enlturel aspect of the other societies in to thia mode], Furthermore, this shidy tools organic
fiooed as their green product a5 food iz very conscions pan and dicectly related to kumean
health: therefore gresn st and gresnwash in this regard are of high agzaticn. Future
research can take this model to apply to other product caregonies. Variables like green
WOM. green perceived risk can be wiilized to examine e green purchase ingention.
Fumre researches mway take this model 1o apply oz a housebold item like washing
derergents; zoap and others a3 they are readily available and highly nzable,

EEFERENCES

Abarab. W j., Caldwell, H M., & Wamringion, T, B, (2000). Building Trust to Develop
Competitive Advanrage ln E.Business Relationzhips. Comperliveness Review, J0(2).
Lal-168.

Afshar Jahanshahi, A, & Jin, T (2008 Purchasing Green Products as a Means of
Expressing Consumers” Uniquenszss: Empincal Evidence from Peru and Bangladesh.
Ssramabiine J0, 117,

Anderson, 1 C. & Gerbing, D, W, (1988), Strecoieal equation modeling in praciice: A
review and recommended two-step approach. Povehological Bullerin 03031 411-423.

arli, D, Peng Tan, L. Thiptono, F, & Yaag, L. (2018} Exploring Consumers’ Purchase
Intention toward Green Products [moan Bmerging Marks: The Bole of Cousuniers
Perceived Readiness; frermariora Jowrmwd of Consumer Stiidies, 4840389401,

Awnng, T A, & Du, T (2006), Sustammable Consumphon in Chinese Ciies: Green
Purchasing Imentions of Young Adulis Based on the Theory of Consumnipion Walues.
Ssrminaklie Developaeny, 2020, L24=135,

Bailew, A, A, Mislwa, A, & Tiumive, M. F. (2016} GREEN consuuption values and
Indian comsursers’ response 0 macketng  commumcalions. Jour of Oolsumer
Mearketing, 33070, 563-5T3.

Bei. L. Simpson, E. (1995) The derenminines of consimers’ purchase decisions for
recwcled products: an application of acquisition-transaction wility theory, Advance
Censnmer, 23(1), 257-261,

Beukel. B. Hjorse. C. N, Gyau, A & Muonyi. S (2016). Price aisfucrion and
producer lovalow The role of mediators in fusiness to-business relatonships m Kenvan
mange supply chisin. British Food Joemd, TI865), 1067- 1084,

Bhutre, M. Y. Zeng F. Soomreo; YA & Khan M. AL (2019 Young Chinese
consnmer decision making in buying green products: An application of theory of planned

Bdl



Zaidi ef o,

behaviar with gender and price trnsparency Pakisian Jownal af Commerce and Social
Sefences (PICSS) 13(3), 599619,

Bong Ko, 5., & Jin. B. (2017}, Predictors of purchase intennion townrd green apparel
products; A cross-culbiural investigation in the TSA and China, Jonrne! of Faviion
Marketing and Amagemean: A Inrermations Jowrnal, 210E, T0-87

Chan, B ¥. K 20013 Determinants of Chinese consumers” green purchinse behavios
Pivehalogy & Maovkerfg, 75(4), 389413

Cheang, H, H. & Chen, % W, (2008). The unpact of online sfore epvironment cues on
purchase wtention: Trust and perceived risk o= o mediator, Grline Tyformaiion Reviiow
A006). BLE-B4].

Chang € H. & Chen, Y. S (2013} Towards green trust; The influences of green
perceived quality, preen perceived risk, and preen satisfaction. Mimessement Dcision,
JIC1), 63-32,

Chen, Y-85 (20100 The Drivers of Green Brand Equine: Groen Bramd Tmage, Groen
Sanistaction, and Green Trust, fuienal of Business Effdes, 83(7), 307-319.

Chen: ¥, 5. 420831, Towards green lovalnr deiving from green perceived vafue, green
satisfaction, and gresn st Sustaiiatle Develapmenr, 27057, 294-308

Chen. Y.-5., & Chang. C.-H (2012) Enhance green purchase mtentions: The oles of
green perceived valne, green perceived risk, and green wrust, Mowagement Decizion,
5%, 302.520,

Chen, ¥.-5., & Chang, C.-H. (2013). Greenwnsh and Green Trust The Mediation Effects

of Cireen Consmmer Confusion and Green Perccived Risk. Jommal of Business Erics,
TT4(3Y, AB9-500

Chen. K., & Deng. T, (2016 Research on the Green Porchase Intepnons from the
Ferspective of Product Enowledpe. Susteinnbilin &, 1-16.

Chen. ¥.-5. Huang A F Wang, T.-Y. & Chen. Y.-R 12018} Gresnwash and preen

purchase behaviour: the mediation of green brand image and zreen brand lownlte Faral
Cuicfity Mawagemesi & Business Excelfence, 29011 1-16,

Chen, Y.-5, Lin, C.-¥.. & Weng. C.-5 (2015), The Influence of Environmentnf
Fricodliness on Green Trust: The Mediation Effects of Gieeen Sansfaction and Green
Perceived Quality, Swstoimabiling 7(8), 10135-10157,

Chevng. R, Lam, A Y. C., & Lan, M. ML (2015} Drivers of green product adoption: the
rode of green percerved value, green frust and perceived gualive, Jourea af Glodad
Srholays af Markefing Scfence, 23(3), T32-245.

Choice, T, (2010 The Sins of Greenwashing: home and Family Edition. TenmaChoice
Group, Inc, Ontawa, Ountacio, Canada:

Coste-Migeon, S., fepeda, L., & Sineix, L. (2014). Exploring the social value of organic

food: a qualitative smdy i Frapee, Dwersational Joursal of Comsnmer Smidies, 383,
223237,

B4



Infivsnce of Coosumption Values on Green Purchase [ntention

Trahl, B (2010), Green Wishing, Enfrenmenta’ Health Perspectives, TTR06), A2d4a-
AZS52

Delgado-Ballester. E.. & Mumsera-Aleman, J. L, (20053, Does brand mmst marmer to brand
ety Sfoviriial of Product and Broed Mancgemens, 13030, 157196,

Dvan, K. & Jie, F. (2043} The greenwashing list [Online] Axmilable:
hitp:/ www,antzm.com/content/ 86026 (January 317, 2013}

Dvwver, B 1 (2009). "Keen to be green” organizations: a focused miles approach w
acconpmabilivy, Meonagement Decesian, 4774 120012146,

Everard, A., & Galletta, T F. (2005). How Presentation Flaws Affect Perczived Sie
Qualiry, Trust. and Intention 1o Purchase from an Culine Store. Jourmal of Manageeit
Infarmctiion Susiems, 2213, 55-95,

Finch 1, E. {2006). The Impact of Personal Consumption Values and Beliefe onn Organic
Food Purchiase Behavior, Jonraal of Food Prodicrs Markering, £1(4), 6376,

Fornell, C., & Tarcker, D, F. (1981} Evaluating Struciural Eguation Models with
Lrnobservable Variables and Measwrement Error. Joural of Morkerlng Retearcly, 1801),
3930,

Gil, M. T, & Facob, T (20181 The relationzhip between green perceived quality aad
green purchase mfsntion: 4 threg-path mediation approach nsing dreen satisferion iond
grevn sk, i S Business Inpovation and Resedirh, £5030. 3001-319,

Crracii, 4., & d= Magizwis, T. (2008), The demand for organic foods in the South of
Iizlv: A discrete choice model. Food Poficy, 2351, 356390,

Grreps, T, G, & Walceak, S, (2000), The relanaiship betvween website gaality, trust and
price premilms at online auctions. Efevironic Connrerce Researele 101, 125,

Gugkang, A 5., Sondoh. 5. L., & Tanakwpal, G H (2014). Coosumption Walees,
Eovironmeneal Concern, Atitsde and Purchase Imtemtion in the Comtexi of Green
Froducts, Tnternariona Jowrnal of Global Muwagenrent Srdies Professional, 5(1), 7392,
Hansen. M. G (2009), Environmental Engagement and Produce Enowledze among

Consumers of Elsctric Light Bulks in Albany, California. Consumer Emcironmenral
Erpcooinei,

Hart, P, & Saunders, C. (1997E Power and Trust; Critical Fastores i the Adoption and
Uge of Elsciric Data Interchangs. Oremwizarion Scichcd, 501k 2343,

Hirschman, E. €. (1980). Innovativeness, Wovelty Secking, and Conswner Creatiniiy,
Jonrnal of Consumer Research, 73, 253293,

Hsu, C..1., Chang. C.-¥.. & Yansritakml, €. (2007). Explering perchase intention of
green skincare: products vsing the theory of planned behavior: Testing the moderating
effects of country of arigin and price sensinvity. Jemrnal of Reforlifng ond- Cohsimer
Services, 34, 145-152,

Hu. L.t & Bentler. P. ML (1999), Cutoff criteria for Gt indexes in covarance structure
analysis: Conventional criteria versus new aliemanves. Stroeriral Eguaiion Modefing: A
Mufridiscipiivary Jonrnal, 6010, 1-55,

B4



Zaidi ef o,

Huo, .. Fhang, M. & Ma, F. (2008) Factors influencing people’s health knowledge
acopiioa m social media: The medibning effeet of wost and the moderating effes of
health threar. fabeary B Tech, 26010 129-151,

Tyer, P, Davarh, A, & Paswan, Al (20163 Green prodocts; Aliuism, economics, price
fairness and purchase intention, Secial Busiess, 01 1), 39-64,

Fager, W, (2006) Stimnlating the diffusion of photoveltaic svstemns: A behaviourat
perspective. Euergy Policy, 34147, 1935-1943

Eang. 5. & Hur, W.-M. (2011} Investiganng the Antecedents of Green Brand Equomy: A
Sustamable  Development  Perspective.  Corpovede Sociad Respomsibilite amd
Emvirarmnerdal Mesmgenteni, F9(3), 306316

Khan, 3. I.. & Chang, Y.-C. (2008). Environmental Challenges and Current Practices in
China—a Thorough Analysis Sussimabifity, 10, 1-20.
Khon, 5. M. & Mohsin, M. (20171, The power of emotional value; Exploring the effecis

of values on green product consumer choice behavior. fowmal of Cleaner Praducition,
150, 65-74

Ehare, A. & Pandev, 5. (20076 Role of green seif-idennity and pesr inflvence n
fostering  trust towards organic ood celailers. Totermatfonal Journad of Retar! &
Disnrilution Managemeil, 4509, 965900,

Kilboume, W.. & Pickert, G. (2008). How materalism affects environmental belicts.
coneern, and environmentally responsible behavior, Jowrw of Swsimess Resecrch, 67(9),
B83-593.

Komuk, F A, Rahman, 5 17, & Salo. J (2015) Antecedentz of green hehavioral
mitentions; & cross-countey smidy of Turkey. Finland and Pakistan. Srfernationy’ Jowrme
of Consumer Srudies, 39000, 386-506.

Lai, C. K. M, & Cheng, E. W, [, (2006}, Green purchase behavior of underzmdimie
spudents in Hong Kong. The Social Sefence Sourial, 5301 67746

Lanfer, W, 5. (2003}, Social Accounmbility and Corporate Greenwashing. Sommal of
Brisimess Fifricy, 43(3), 253.2461,

Lee, M., & Lii. Y. 3. {2012). The joint effects of compensation fremes and price levels an
service recovery of online pricing error. Miwaging Service Qualing A Tnrerncriomad
Sompnel 22019, 4-20

Leonidon, L. C. Ewxssova. O, Leonidou, €. M., & Charl S (2013) Business

Vnethicality as an Tmpediunent to Consumeer Trust: The Modeating Role of Demographic
and Cultural Characteristics. Jonmnal of Business Ethies, J12(3), 397415,

Lin, P-C.. & Hoang. Y -IH. (2012}, The mfluence factors on choice behavior reganding
preen products based on the theory of consumption values, Jorwnad af Cleaner
Produetion, 22010, L1-18.

Lu, ¥.. Zhao, L. & Weang. B. (2000}, From wirmal comumunity members o C2C e-
conrmercs buyers: Trust i virteal comunusines and its efect on constmers” purchass
intengion, Electroric Coimmerce Resegreh aid Apmiicarions, 904), 346-300),

Ed5



Infivsnce of Coosumption Values on Green Purchase [ntention

Lyea, T. P& Maxsell, J. W (200 1k Greenwash: Corparate Enviroaniental Dhsclosure
under Threat of Audit Sowenal of Econoinies & Mivisgemen! Siraregy. 201, 3-41

Lica. T. P. & Mootgomery, A W. (2005) The Means and End of Greenvwash
Organization & Caviromment, 28(2), 223.249,

Magali, A. I, & Vanesse Cuerel, B. (2001 ) The Dnivers of Greenwashing. Cafiformia
Moarezenent Review, 33(1), 64-87.

Marzler, 8., Renzl. B & Faullami B (2007 Dimensiong of price safisfaction: a
replicanon and extenston, Mmrermariomal Jonrma’ of Bonk Markering, J500), 304-405,

Minbasheazgah, M. M., Maleki. T.. & Toabis M. (2017} Green chicken purchase
behavior: the mederatng role of price trimsparemey. Adamogeimdil of Enwclroincitol
Curaline: Air Interianiona! Jomed, 2506 902916

Muonwmkka, 1. (2008), Custamers” purcliaze intentions as a reflection of price parception.
Jonrnal of Producr & Brand Manapeerneny, 17(3), 185106,

('Cass, AL, & Siahtin, ¥V, {20030 Tn search of status through brands Fom Westerd and
dvsian oriping: Exzmining the chanping face of fashion clothing consumption in Chinese
voung adults. Jowrma! of Retaifing and Consumer Semvices, J006) 505-515,

Disoi, B, L. (300 7k The rationglization and persistence of organic food beligh® o the face
of contrary evidence. Jowrne! of Clearrer Prodiuction, F40, 1007-1013.

Fane Haden, 5. 5., Ovler. T D, & Humphreys, T H. (20091, Historical, practical, and
theoretical parspectives onl green management: An sxplorarory analysis. Adumagement
Becisfon, 47(Th 1041-1055,

Parguel, B,, Benoit-Moceau, F., & Larcensux, F. (201 1 ). How sustaimabdlity catings tnight
deter ‘greenwashing™: a closer look at ethical corporaie commmunication. Jfowris? gf
Birsimess Enines, 10201, 15-28.

Pommering. A., & Johnsoo Lester, W (2009), Advertising corporate social responsibility
INilATIVES [0 COMITNnIcAle corporate mnags: nhibiting seepticisim o enhance persnasion.
Corpgrore Commurcarions: An birerariona o, L4051 420439,

O 3. & Plosger. A (2019%). Explaining consumers’ intentions towards purchaging grasn
food in Qmgdno, Chins: The amendment and extension of the theory of planned
behavior, Appetine, [33, 414472,

Ramus. C. A& Montiel I (2005). When Are Corporate Environmenial Policies a Form
of Gressowashing? Dusiness & Socien, 4H4L 377414

Roscoe, I T, (1975), Fundamental revearell starbaiics for the bebhutloral seiences (2nd od
ed.), New York: Holt, Rinehart and Winston.,
Schlosser, A B, White, T. B.. & Llowd, 5. M. €2006), Converting Web Site Visitors into

Buyers; How Weab Site Investivent Increasss Consmner Trusting Belisfe and Ooline
Purchase lntentions, Jonrnal of Marferine Fo(2) 133-148:

Sheth, T M., Newmii, B. T, & Gross, B, L. (1990 Why we buy what we ity A theory
of conswmprion values. Jerrmal of Buslresy Revertrel), 222, 159.1700

Sweeney. ). C.. & Soutar, G N, (2001). Conzumer perceived value: The development of
a muttiple item scale. Jonrned gf Redfailing, 7702, 203.220,
adh



Zaidi ef o,

Tanner, ., & Walling Kasg, 5 (2003), Promoting Suvstamable  Consumplion:
Determinants of Green Purchasss by Swise Consumers. Po'eholog: & Murkering, 20(10),
BEI-D02,

vai der Hedjden, H., Verhagen, T.. & Creamers, M. (2003), Understanding oiline
purchase infentidns: contribotions from technology and ol perspeclives. Eaopaon
Sonrnel af fifornation Svstens, £, 148,

Verpragr P. L. Dendler 1., De Joong, M, Manes, B & Zhang, 3 (2015}, Call for papers
for @ special volume on ~Transitions to sustainable consumption and production within
cities . Jowrral af Cleamer Prodpction, §7, 1-2.

Wang. W., & Benbasar. 1. (2016} Empirical Assessment of Altemasive Designg for
Enhancing Different Types of Tmsung Belwefs o Online Recommendation Agents.
Jonivne! gf Monogemeit Tyforarian Svdtems, 33(3), T4T75,

Wana. ¥, C. & Wi P. C. 5. (2081} The influences of electromic word-of-mouth
message appeal and message source credibility on brand amitude, Asia Pacific dawrmal gf
Morketing and Logisrics, 23(4), 448472,

Wang, H.. Ma, B.. & Bai, R. (2019}, How Does Green Product Knowledge Effectively
Promote Green Purchase Intention? Swsfainabilan, 11, 1-13.

Yadav, B, & Pathak G. 5. (2016} Young conswmers' mtention towards birving green
products in a developing naucn: Extending the theory of planned behawior. Jowrmal of
Cledier Prodictlon, 135, T32-T39,

Fahal M. & Hamzaoni Essousss. L (2009, Explorme the decision-making peocess of

C'anadian organic food comsumiers; Motreations and fust isswes. Omoiiarive Marfe?
Rezearcli: An Iitermationad Jovrnal 24 443430

Zhang, L.. Li, D., Ceo, C.. & Husng. §. (2018) The influence of greenwashing
perception on green purchasing imientionz: The mediating role of green word-of-mouth
and moderating role of green concem, Jowrie af Cleaner Praduction, 187, T40-730,

Zhow. X, Huang M. & Zhw H. (2013} The effects of wmformasion provision and
mteractivity on e-tailer websiles, Qnfine Tgrmtfon Review, 3706), 92 7-046.
Appendixl. Summary of Questionnaire Items
Items

EVOQL: The organic food las consisient quality,
_ﬁ’QE: The arganic food product s well made.

EWVi}3; The organic food has an acceptable standerd of quality,

EVee: The organic feod wonld performn cousistenily,

FVP1: The arganic food 15 reascnably priced.

FWP2: The organic food offers value for money

FVP3: The arzanic food {5 & good product for the price

FVP4: The crganic food would be economical.
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VI Buwing the arganie food would help me o feel acceptable

5V E}iﬂg the crpanic food wonld mmke 4 good Impression oo othier people

54 Buving the arganie food wonld give ird ovner socinl approval.

EPI31: Before buying the organic food. T would obiain substantial informasion aboud
the different makes and models of products

EPIS2: T wonld acquire a grear deal of information -abour the differeat makes and
madels betore buving the orgmnc food

EPIS3: T am willing to seck out novel mformation.

EFT154: T like to search for the new and different organic food tnfonoation,

G L You feel thar orsanic food®s enviconnwental reputation & generally reliable

GT2: You feel that orgamic tood's performeance is generally dependable

GT3: Yoo feef that organie Tood s envicommental claims are geperally mstwaorthy

GT4 Orgonic food’s enviconmentnl concem neets your expecialions.

GT5: Organic food keeps promizes and commitments for saviconmental protection,

G'W1; The organic food misleads with words regarding its environumental fegfures

W2 The argame food nusleads with visuals or graphics regacding it environmental
featres

W3 The organic food iz associated with an environmental friendly clamm thar is
VAZUE O Seemun gy ua-provable

GPLL: I am willing 7o by products that contaim no-of fewer chemucal meredients

GP1Z: T willing to buy products that are labeled as enviconmenially safe

GPT3: Tam walling vo buy organic products
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