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Figure 1 Stimuli with Different Product Density of Energy Saving Bulb (Study 1a)
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Figure 2 Stimuli with Different Product Density of Energy Saving Bulb (Study 1b)
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Figure 3 Stimuli with Different Product Density of Laundry Detergent (Study 2)
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Influence of Green Product Density on Purchase Intention

LIANG Shichang', ZHANG Min', CHU Yuxuan', CHANG Yaping’
1 School of Business, Guangxi University, Nanning 530004, China
2 School of Management, Huazhong University of Science & Technology, Wuhan 430074, China

Abstract: Given the context of green marketing, the spatial rational placement of products has become an important source of
consumer purchase cues. For the consumers who prefer green products, they often consider various product factors to meet
their purchase needs. However, the existing literature studying the spatial clues mainly focuses on traditional products, but
there is little literature exploring the effect of product density as a consideration on individuals’ green consumption behaviors.
In addition, with the continuous development of green consumption, it is becoming more and more important to continue to ex-
plore how to improve consumers’ green purchase behaviors. Spatial clues may play a vital role in consumers’ purchase decision-
making. Therefore, this study examined the effect of green product density on purchase intention.

From the perspective of spatial clues, the research explored the impact of green product density on consumers’ purchase
intention, introducing products’ identity signaling attributes as the moderating variable into analyzing process. Spss 26.0 soft-
ware was used for one-way ANOVA to verify the main effect of green product density on consumers’ purchase intention. Pro-
cess 3.0 plug-in was used for bootstrap analysis to test the mediating effect of green value. In addition, two-way ANOVA was
used to test the moderating effect of products’ identity signaling attributes.

The results show that high density of green products could lead to more purchase intention than the low density of green
products and green value plays an intermediary role in the influence of green product density on consumers’ purchase intention.
Meanwhile, products’ identity signaling attributes moderate the impact of green product density on consumers’ purchase inten-
tion. Specifically, for the green products with identity signaling attributes, compared with high product density, low green
product density can increase consumers’ purchase intention. For the green products without identity signaling attributes, com-
pared with low product density, high green product density can increase consumers’ purchase intention.

From the perspective of spatial clues, the research conclusion has theoretical significance by expanding the research of
product density in the field of green products in existing research. Meanwhile, the research results also provide decision sug-
gestions for businesses or marketers to improve consumers’ green purchasing behaviors by making use of product placement.

Keywords: green products; product density; green value; identity signaling attributes; purchase intention
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