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Figure 1 Four Dimension Hypothesis
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Table 3 Results for Descriptive Statistics of Samples
it s HEVRA  HRIFRA BEIFRA BBRIFR4A it Bt/ %
B 41 54 45 66 206 51.500
5
@ 59 46 55 34 194 48.500
24 B BT 43 29 43 63 183 45.750
25 % ~34 % 45 66 56 36 203 50.750
S
358 ~44 % 5 3 0 0 8 2
45 B Rl b+ 2 2 1 1 6 1.500
E/ R RUT 11 14 3 5 33 8.250
KREHFHIR 6 17 6 19 48 12
= 3571
AF 50 36 33 48 167 41.750
ik w4 33 33 58 28 152 38
2200 oML 24 18 22 22 86 32.210
2 201 G ~4 400 75 25 32 12 18 87 32.584
HilkA
4 401 75 ~ 6 600 7T 15 22 9 11 57 21.348
6 601 oAl L 6 17 8 6 37 13.858
A3 AR AR A A AR AA BN, A BONH R HH 267,
R4 TEEANHEXRY
Table 4 Correlation Coefficients among Variables
HE  bfEE TEEE BRAIME 0 WBXEER  SABAE  FERHOHEW
TR ESE 3.445 1.085 1
R 3.735 1.026 0.742° 1
I 3E & 1] 3.496 1.084 0.756"° 0.752* 1
FEEAR 3.779 0. 848 0.571°° 0.560*" 0.621" 1
WHEMEMW  3.702  0.850 0.452°° 0.452°** 0.457** 0.534°* 1
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Figure 3 Mean Comparisons of Green Purchase Decision-making Process
under Different Green Emotional Appeals
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Table 5 Test Results for Effects of Different Green Emotional Appeals
on Green Purchase Decision-making Process
ITESEYE A EH ) 3 FE 1) ¥ {H
ESSENT PRI FEA R a =0.050 Ay 74 o =0.050 fyF4E a =0.050 {745
T4 1 THE I TH 1 THI THI THI
ERARYFR 100 2.990 3.305 2,960
PIIRFRR 100 3.254 3.525 3.493
HZiFR 100 3.760 4.045 3.765
BRIFER 100 3.775 4.065 3.765
Sig. 0.072 0.918 0.112 0. 885 1.000 0.152
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Table 6 Test Results for Effects of Green Emotional Appeals on Different Consumers

ERTERE SRR A a5 Mg EE FE BEWKT
R EW AREH 2.939 0. 858

ITESE BRePAE4 3.998 1.038  124.454 /T 0.001
o541 3.445 1.085

R G AR 3.291 0.959

BREPAE BAMNE RREPARH 4.221 0.866  103.012  /)F 0.001
Eogiis 3.735 1.026
Rk e A4 2.977 0.887

I L [a) SO A A 4.063 0.994 133.228  /MTF 0.001

e L4 3.496  1.084
TE R
YRR IR RE M E WA 3.046 0.968

JESE REROERL 3.881 1.038  69.282  /hF0.001
ol 3.445 1.085
U RINERUEN 3.327 0.972
R BAME  SEXERA 4.182 0.891  83.688 /7T 0.001
o] 3.735 1.026
RfFER Y WA 3.086 0.985
WSRER ERERMERA 3.944 1.009  73.856 /T 0.001
€ s 34 3.496 1.084
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Table 7 Test Results for Direct Effects of Green Emotional Appeals and Ads Attitude on Purchase Intention

fRRER i BERE FRER {8 BEMKF

545, 1 R SR — W 3 % 18] 0.111 0.090 1.232 0.219
A& - RIRR FEFRIOR—~ESE 0.506 0. 140 3.604 /F0.001
e AR W 3K R 16 0.758 0.044  17.159 /NF 0.001

B F R — 3K 0.230 0.117 1.966 0.051
B - BHLURR FEERIOR— &5 0.785 0.152 5.160 /T 0.001
T EBER LR 0.721 0.052  14.007 /NF0.001

G @RI R~ EE R 0.056 0.074 0.749 0.454
IE T ~ f & ERVRR BEFRR-TESE 0.646 0.104 6.226 /NF0.001

JE AT 0.748 0.034  21.786 /NF 0.001
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Table 8 Test Results for Indirect Effects of Green Emotional Appeals on Purchase Intention
( Taking Ads Attitude as the Mediator )

95% B {5 X6 999% & {7 X [&]
BATE SPHEE MR e EX FRiELR
T BB BB TR ]
B2 - iR 0.387 0.106 0.177 0.598 0.112 0.659
ML Em TESE BE - MIEK 0.563 0.117 0.346 0.801 0.275 0.872
T - AERERIER 0.486 0.081 0.652 0.332 0.706 0.285
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Table 9 Test Results for Direct Effects of Green Emotional Appeals and Perceived Value on Purchase Intention

R E Hiz BERE  ARMER z A BEHAKF

B RIFR— T EE R 0.130 0.097 1.338 0.182
A3 - IR SEFEFR—-BANHE 0.520 0.131 3.967 /IhF 0.001
M (T K 1 0.773 0.051  15.307 /INF 0.001

SRR R—~ WK & 0.210 0.114 1. 844 0.067
BB - ELURSR SemRIER—~ B E 0.760 0.145 5.259 /NF 0.001
A~ K 5 0.783 0.052  14.965 /DT 0.001

S Ul VTS Sud DS AL 0.084 0.032 2.587 0.010
I ~ 5 E & ERVF R G EFRSR—~ BN E 0.168 0.045 3.719 /IF0.001
REYE T 0.778 0.035  22.060 /NF 0.001
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Table 10 Test Results for Indirect Effects of Green Emotional Appeals on Purchase Intention
( Taking Perceived Value as the Mediator )

95% B {5 X[ 99% & {5 X ]
BRAAR Pk AL A R
TR LR TR LR
F1 3 - PRIRR 0.402 0.109  0.190  0.621 0.134 0. 685
WK R W - BRRTRR 0.598 0.120  0.365 0.836 0.295 0.924
Ef - AEEERFR  0.131 0.037 0.203 0. 060 0.228 0.036
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BB #7E0. 001 (9 (8 25 PR K | B 3%, R 7E B 3¢
- REKURRAMB B - B IR R4, G HRIFR
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28

3£ F Bootstraping 5 ) % 5, % B Uf 3R XF 19 3K & 1)
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{5 X 1] A £ 50, JB% 20 4 (8 %) g 32 3% 1) 149 (8] 122 2 1 78
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Table 11 Test Results for Moderating Effects of Green Involvement on
Green Emotional Appeals : Mediating Variables and Dependent Variable

I 45F 5 0 df W F{A B E KT
BEIEAR R 140. 107 7 20.015 23.816 /T 0.001
S afFRRR 26. 836 3 8.945 10. 644 /T 0.001
JEEE
SEH AR 92.739 1 92.739  110.349 /NF 0. 001
BEBRITR x 86 AR 2.224 3 0.741 0.882 0.450
1 IF AR 114,522 7 16.360  20.974 JINTF 0. 001
g RIRESR 26.435 3 8.812 11.297 /NF 0.001
BAIE
SEWARE 69,799 1 69,799 69,799 /NF 0. 001
GafFERR x G0 AE 1.522 3 0.507 0.651 0.583
e IF AR 146. 098 7 20. 871 25.343 JINTF 0.001
S i RISk 27.762 3 9.254 11.237 /NF 0.001
T 3K 1A
G AR 101.433 1 101.433  123.165 /NF 0. 001
GefF R x G0 AE 1,560 3 0.520 0.631 0.595
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Figure 4 Means of Variables
in Different Green Involvement Levels
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Table 12 Test Results for Moderating Effects of Green Involvement on
Mediating Variables and Dependent Variable

) 3K 1)
R R A3 PRl 4 RS A6
AR 0.756°"" 0.596""* 0.592***
A A 0.752*** 0.589** 0.607***
HEWAE 0.280**" 0.282** 0.291°" 0.290°""
JTEBE x SO ARK 0.033
A E < SR AR 0.126""
HEZEBR 0. 756 0. 791 0.791 0.752 0. 790 0. 800
HERZH R 0. 572 0. 625 0. 626 0. 566 0. 624 0. 639
R 0. 571 0.623 0. 623 0. 564 0. 622 0. 637
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F{H2E{L 532,183 55.893*** 1.150 518.037***  61.377°**  17.200***
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Figure 5 Moderating Effects of Green Involvement
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Table 13 Test Results for Moderating Effects of Confucian Values on
Green Emotional Appeals : Mediating Variables and Dependent Variable

I %457 77 0 df ¥ F{H BEHKF
B EA R 106. 875 7 15.268  16.502 /NF 0.001
5 YRR 35.230 3 11.743  12.693 /T 0.001
JEAE
& F Y (W 60.345 1 60.345  65.225 /NF 0.001
BT x B FEHEW 1.982 3 0.661 0.714 0.544
RIEFR A 111.842 7 15.977 20.306 JINF 0.001
15 BRIk 32.788 3 10.929  13.890 /7T 0.001
B A
fRFHrEW 63.430 1 63. 430 80.612 /NTF 0. 001
B EERITR x EEMEW 5.825 3 1.942 2.468 0.062
e IE AR R 112. 810 7 16.116  17.739  /NF0.001
SEFRFR 38.510 3 12.837 14,130 /T 0. 001
WSEEmE
e IRIER 68.711 1 68.711 75.634 /NF 0.001
3 A RITR < RFEMEW 1.294 3 0.431 0.475 0.700
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Figure 6 Means of Variables
in Different Confucian Values Levels




%548 B 4 2560 fi SRR X 4 £ 1 SE RS 3o AR A S W L, 51
R BRNEANPNEEEEREEXFNBTIRAEEBER
Table 14 Test Results for Moderating Effects of Confucian Values on
Mediating Variables and Dependent Variable
HWEEm
PAS 1 A7 BiR 8 iRy 4 R BERY 10
IEEE 0.756*"" 0.691** 0.689 """
RUHME 0,752 0.685""" 0.696"""
fEFANEW 0.145"" 0.144** 0.148°"" 0.138°""
TS x BRI EWR 0.019
R x BRI EW 0.121***
HERER 0. 756 0. 767 0. 768 0.752 0.763 0.773
HERBR 0.572 0. 589 0. 589 0. 566 0. 583 0. 597
PR R 0.571 0. 587 0. 586 0. 564 0. 581 0. 594
F{i 532,183 284.196%"" 189.266**" 518.037""" 277.355""" 195.865"""
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Figure 7 Moderating Effects of Confucian Values
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Mechanism of Green Emotional Appeals Impacting
on the Green Purchase Decision-making Process

WANG Jianming, WANG Congcong, WU Longchang
School of Business Administration, Zhejiang University of Finance and Economies, Hangzhou 310018, China

Abstract ; Advertisements urging people to make green purchases can be classified as either rational ( cognitive) appeals or emo-
tional ( affective) appeals, with the latter likely to have the greater influence on the green purchase decision-making process. It
is thus erucially important for the green appeals to pay close attention to the emotional needs of potential consumers and set great
store on the articulation of emotional appeals in green advertisements.

Based on theories of emotional behavior response and the purchase decision-making process, this paper proposes a theoreti-
cal model of “Green emotional appeal/internal and external situational variables/purchase decision-making process”. Taking the
purchase decision-making process of energy-saving and eco-friendly refrigerators as an example, the paper’s primary data is from
an online experiment involving 4 x2 X 2 Chinese experimental groups with a total of 400 participants to study the influence of dif-
ferent emotional appeals on green purchase decisions. Variance analysis and hierarchical regression models are used to explore
the difference between positive and negative emotional appeals, and measure the moderating effect of green involvement and Con-
fucian values.

The main findings are that positive emotional appeals ( positive energy) have a more pronounced influence on green purchase
decisions than negative emotional appeals ( negative energy). And the function of emotional appeals is unaffected by the psycho-
logical distance between consumers and emotional targets. That is, positive appeals to pride and admiration, or negative appeals
to guilt and disdain, have no significant impact. However, advertising attitude and perceived value can have a mediating effect,
with advertising attitude being more marked. Moreover, how much emotional appeals affect green purchase decisions depends on
the different situational characteristics of the consumers, with the effect being more significant for those with a high green involve-
ment and high Confucian values. However, green involvement and Confucian values have no moderating effect on the direct path
between the explanatory and result variables, but can significantly moderate the indirect path between perceived value and pur-
chase intention. These findings may help enterprises and government departments in their choice of green emotional appeal strate-
gies,

Keywords ; green emotional appeal; green purchase decision-making process; green involvement; Confucian values ; psychological

distance
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