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Abstract: The purpose of this study is to integrate the theoretical base of green purchasing by using the
signaling theory approach to green marketing. Since previous studies do not combine relevant factors
from the perspective of Signaling Theory and Attitude-Behavior-Context (ABC) Theory for green
purchase, this study attempts to examine the effects of green customer value and attitude towards
green products on green purchase intention. Moreover, it aims to identify the moderating effects
of green marketing and green psychological benefits on the relationships between customer value,
attitude, and green purchase intention. This study involved a survey that comprised 319 customers
with at least a year’s experience in buying green products in Cambodia. The findings empirically
revealed a significant and positive influence of green customer value on attitude towards green
products. Furthermore, both green customer value and attitudes towards green products have a
positive effect on green purchase intention. Green marketing (environmental advertising, and green
word-of-mouth) and green psychological benefits (warm glow, self-expressive benefits, and nature
experience) moderate the relationships between customer value, attitude towards the green product,
and green purchase intention. The results may be beneficial for managers and marketers to develop
appropriate green marketing strategies. They may also be helpful for academicians to conduct further
validations regarding the theoretical framework of green purchasing.

Keywords: attitude towards green product; green marketing; green customer value; green
psychological benefits; green purchase intention; Signaling Theory; ABC Theory

1. Introduction

With a huge apprehension of global warming and the increasing pressure of environmental
pollution, many organizations have engaged the way to become more socially responsible by developing
green products. Environmental management has become a primary concern for small and medium
enterprises businesses [1] The phenomena of green consumer behaviors have changed as a new
model for marketers and academicians [2,3]. The modern idea of green marketing has emerged as a
competitive tendency to grab and win customers’ attention in the marketplace.

Consequently, firms are paying more attention to the production of green products which will
not poison the environment and can be recycled or maintained using low-toxicity materials [4].
Comprehending consumers and developing green marketing strategies to entice targeted consumers
have become common research topics. Environmental concern has a substantial impact on people’s
behavior in environmentally related domains. Thus, the essential to produce green products has forced
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firms to concentrate more on environmental matters in their productions. Most previous studies tend
to use the Theory of Planned Behavior (TPB) to examine the motivation of green purchasing [5–7].
Consumer’s green value is also regarded as another important factor for attitude and intention towards
green purchasing. Kim and his colleagues [8] developed the Value-based Adoption Model (VAM)
to explain the effect of value on the intention of (green) purchasing. All of the above models did
not assess the impacts of environmental concerns, green marketing, green-word-of-mouth (GWOM),
and psychological benefits.

First of all, the concept of green marketing has become a rising force, creating a need for additional
efforts to promote eco-friendly products [9]. In the context of green marketing, advertisements
addressing environmental concerns are always very powerful to facilitate green purchasing [10].
GWOM has served as an unofficial message or supplementary recommendation that can bring a
higher degree of credibility towards green products, which can promote green consumption [11–13].
Green marketing is to create environmental awareness about the implication of global warming,
non-biodegradable solid waste, and damaging pollutants [14]. Green marketing actions through all
four Ps are to be shaded green purchasing [15]. Previous studies regarding this research issue are still
limited especially still in lack of empirical validation. This study asserts that green marketing, including
environmental advertisement and GWOM, would serve as moderators that, in the situation with higher
levels of green marketing activities, using environmental advertisement and GWOM, the influence of
green customer value and attitude towards green purchasing would be significantly higher.

In addition, based on the Signaling Theory and the Model of Symbolic and Conspicuous
Consumption, psychological benefits including warm glow, self-expressive benefit, and nature
experience can be critical for green purchasing [16]. People are more willing to pay money for green
purchasing if it can create a psychological benefit of warm glow and self-satisfaction due to the
pursuit of a positive emotional state to help others (or the earth) [17,18]. Psychological benefits
derived from self-expressive socially observable consumption can result in a high intention of green
purchasing [19,20]. Psychological benefits from nature experience, which evoked by advertising
included natural imagery could be very powerful to create emotional responses in terms of attitude
improvement [21], value formation [22]; and pro-environmental behavior [23]. Since previous studies
regarding the influence of psychological benefits on green purchasing are still limited, this study asserts
that in the situation with the high level of psychological benefits from the warm glow, self-expressive
benefits, and nature experience, the influence of green customer value and attitude towards green
purchasing would be significantly stronger.

Moreover, this study’s purpose is to explore the relationship between the signals, which are
unpredictable factors, and consumers’ attitude as a response to these signals. However, to explain the
complex phenomena of green marketing and green purchase, signaling theory is not sufficient, as it fails
to encompass consumers’ value perception and green psychological benefits. Thus, this study aims to
integrate both the signaling theory and Attitude-Behavior-Context (ABC) Theory. More specifically,
based on the signaling theory and ABC Theory, this study investigates the moderating effect of green
marketing and green psychological benefits on the relationship between customers’ attitudes towards
green products, customer value, and purchase intentions in the emerging economy of Cambodia.

2. Theoretical Background

2.1. Signaling Theory Approach to Green Marketing

Signaling Theory explores the spread of information from a person (sender) to another person
(receiver) [24]. From this theoretical background, many economists and marketers have applied
Signaling Theory to patterns within commerce and business. The signalers have information that
might be useful to receivers but is not available to them. This information plays an essential role in
the behavioral decision-making process. Information asymmetry has a critical impact on the quality
and intent of information transfer [25]. The receivers are uncertain about the characteristics, while the
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signalers have concerns about the behavioral intention of receivers. Firms, as signalers, try to signal
their quality to stakeholders, as receivers, which can affect the perception and behaviors of stakeholders.
Signaling, therefore, can lead to favorable outcomes such as investment or purchase [26]. Based on
the meaning of this theory, Signaling Theory is a good explanation for green marketing and green
purchase intention.

2.2. Attitude-Behavior-Context (ABC) Theory

This study also depends on the Attitude-Behavior-Context (ABC) Theory to well understand
the influence of consumers’ behaviors on green purchasing intentions [27]. This theory assumes
that people act consistently with their expectations from specific actions [28]. Therefore, the ABC
Theory provides a valuable framework for exploring how attitudes result in certain behaviors [29].
Although previous studies have evaluated the issues of green marketing and green purchase, for
instance, climate change, environmental issues, and social problems, from different perspectives, few
of them integrated theoretical concepts of ABC Theory to create a comprehensive research model.
Moreover, since the theoretical concepts of green purchase are limited, this study intends to adopt the
signaling theory and ABC theory to explain the phenomenon of green purchase behaviors. Therefore,
there are three significant issues to be clarified in this current study: (i) To examine the relationships
of customer values, attitude and green purchase intention; (ii) To test the moderating effect of green
marketing; and (iii) To test the moderating effects of green psychological benefits.

3. Literature Review and Hypotheses Development

3.1. The Relationship between Green Customer Values and Attitude towards Green Product

The relationship between customer perceived value and green purchase intention has been tested
and proven by several researchers, such as Eggert and Ulaga; Tam and Chen and Chang [30–32].
Previous studies on human values suggest that values are the guiding principle of judgment and
action [33]. These judgments and actions comprise conflicting motivation—for instance, personal
interest versus the welfare of others. Environmental awareness is a precondition for pro-environmental
for making decisions and actions [34]. Still, literature has frequently revealed that environmental
consciousness and attitudes are not always displayed in actual actions [35]. Previous researchers have
attempted to elucidate why consumers make particular choices and sought to find the relationships
among the values, attitudes, and behavioral intentions of consumers.

Moreover, a major driver of environmental purchasing intention is an environmental image [36].
Ledden et al. [37] indicated that the image denotes the advantages of a higher status that adds to the
general understanding of an organization in the psyches of its customers and in the broader social
setting. Reputational benefits are acknowledged on the more comprehensive supply chain by adding
to the customer’s abilities as a provide descending in the supply channel [38]. Environmental image is
measured to signify the consequence of the provider’s emphasis on ecologically oriented developments.
Saputra et al. [39] indicated that consumer repurchase intention is prejudiced by “consumer attitudes
towards green brands and the quality perceived by consumers in the green products they use”. Hence,
the hypothesis regarding customers’ environmental image is proposed as follows:

Hypothesis 1a (H1a). Green customer value, including perceived value and environmental image, is positively
associated with the attitude towards the green product.

3.2. The Relationship between Attitude towards Green Product and Green Purchase Intention

As one of the three conceptually independent determinants of intention in the Theory of Planned
Behavior, attitude towards a behavior refers to the level of one’s favorable or unfavorable assessment
of the action in question [40,41]. For instance, Panda et al. [42] determined that consumers’ purchasing
intentions are reliant on their environmental attitudes. Tsen et al. [43] argued that philosophy is
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among factors that play a prominent part in forecasting intentions of consumers who are willing to
pay more for green products. In their work, Huang et al. [44] showed that green brand attitudes
influence green purchase intentions. Additionally, Chekima et al. [45] indicated that attitude towards
the environment refers to an assessment of the environment carried out by consumers and valued
through their perceptions and desires to act. In the same vein, the concept of environment concern
on environmental attitude is one of the most significant factors to directly impact green purchase
intention [46,47]. Furthermore, Amoako et al. [48] demonstrated that there is a positive and significant
relationship between green attitude and purchasing behavior. Attitude thus has an exact part in the
choice to take a specific behavior, and this idea forms the basis of the next hypothesis:

Hypothesis 1b (H1b). Attitude towards the green product is positively associated with green purchase intention.

3.3. Green Customer Value and Green Purchase Intention

The typical green consumer will only buy environmentally friendly things. Green customer
denotes to the consumer of products which are environmentally valuable and recyclable [49,50].
Consumer decision is founded on partial evidence, perceived values of products that are represented
as a signal to their purchase intention [51–53]. Perceived value is related to consumer’s perception of
a product’s values [54–56]. According to Chen and Chang [32], green perceived value is an overall
assessment of a consumer’s actual income of a product or the service. It is also measured as one
of the emergent factors among green consumers [57]. Green purchase intention is an essential part
of the actual green purchasing customer’s behavior. It represents that he/she aims to purchase that
product if it is attractive and valuable to him/her [58]. Besides, as customer-centric environmentalism
is predominant, researchers suggest that the perceived green value of a customer acts as the main
character in buying behavior [59,60]. Hence:

Hypothesis 1c (H1c). Green customer value, including perceived value and environmental image, is positively
associated with green purchase intention.

3.4. The Moderating Effect of Green Marketing

Green marketing, which promotes products by using environmental claims, has become a
significant area of research. It is becoming more and more significant to reach sustainable growth
by sustaining a competitive benefit and making a positive brand image [61]. Other customers’
recommendations are probable to boost consumers to change their decision making [11]. Ahmad and
Ilkay [62] indicated that content marketing can affect consumers’ purchase intention in the context of
home appliances. Thus, green marketing strategies, for instance, environmental advertisements and
GWOM need to be focused on the companies. Fong [63] concluded that effective advertising plays as
a moderator towards the relationship between pricequality influential and purchasing intention of
recyclable products. The convincing advertising messages will accelerate the influence of customer
value and customer attitude on green purchase intention. Word-of-mouth (WOM) is a significant factor
for customers’ decision making, and a lot of companies adopt it as a current marketing approach [12].
Keller and Fay [13] proposed that positive WOM can carry a high degree of creditability. It means
that companies with well GWOM are more likely to succeed in forming the beliefs and attitudes of
consumers which enhances green purchasing intention [12]. Jaini et al. [64] argued that electronic
WOM plays a vital role as a moderator of the link between personal norm and green purchase intention.

Past studies have found that green advertising can impact and improve the attitudes of consumers
towards green purchasing. Haytko and Matulich [65] recognized different types of consumer responses
that express the viability of green advertising, including the willingness to pay the first-class price,
trust in the product quality and belief that it causes less harm, and loyalty. Kotler et al. [66] contended
that WOM is a vital marketing device that quickly transmits information of a brand among customers
at a very minimal cost. According to Lang and Hyde [67], customers perceive WOM as the most reliable
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and trustworthy communication tool compared to advertising and other traditional media, which is
stimulated through conventional communication tools. Herr et al. [68] stated that positive WOM
among customers can reinforce their trust and value and enhance the intention to purchase the products
as the information presented through WOM is likely to be more credible. Information transferred from
WOM may be more convinced, which can reinforce customer’s trust, value, and attitude, that further
result in higher green purchase intention. Consequently, GWOM may serve as an important moderator
that, when interacting with customer value and attitude, can significantly accelerate green purchase
intention. Thus:

Hypothesis 2 (H2). Green marketing including (a) environmental advertising and (b) GWOM will moderate
the effects of green customer value and attitude to green products on green purchase intention.

3.5. The Moderating Effects of Green Psychological Benefits

According to Sweeney and Webb [69], psychological benefits refer to “the feeling of trust or
confidence in the other party that results in greater peace of mind”. According to the Signaling Theory
and the Symbolic and Conspicuous Consumption Model, psychological benefits are originated from
self-expressive benefits [16]. Self-expressive benefits have major effect on green customer behavior [19].
People are willing to purchase eco-products or services which give them self-expressive benefits and/or
self-satisfaction [23,70], because a warm glow or a positive emotional state, is instigated by the pursuit
to help others voluntarily [18,71]. Therefore, following Signaling Theory, the marketer (signaler) can
send a message (regarding environmental concerns) to receiver to promote the attitudes and behavior
of customers toward green purchasing [24]. If the signal is strong enough which echoed by customers,
the level of customer’s self-expressive benefits may be amplified, then the influence of customer
attitudes towards green products on green purchasing intention will be strengthened.

In addition, Van der Linden [72] contented that an empathy-driven motivation has always caused
people to derive a sense of warm glow from helping others. While warm glow is always regarded as
an antecedent of pro-environmental behavior, it is also regarded as mediator that mediate the influence
of prior pro-environmental behavior on future pro-environmental behavior [73]. Vander Linder [72]
suggested that warm glow affect mostly drives low rather than high-cost sustainable behavior. However,
Hartmann et al. [73] suggested that warm glow may moderate customer’s future behavior intention.
This study thus asserts that warm glow my serve as a moderator that can accelerate the influence of
customer value and attitude on behavior intention toward green purchasing.

Furthermore, as people always want to be with nature in order to recover their physical and
mental health, nature experience becomes an important factor for psychological benefits, especially in
the context of environmental concerns and green purchasing [74]. People in a higher level of nature
experiences tend to develop a higher awareness of protecting the nature [75]. Such awareness plays an
important role for the formation of customer values and attitudes towards green product, which result
in pro-environmental behaviors. Andereck and Nyaupane [76] argued that, if a customer spends a
lot of time in a nature environment, they are more likely to feel that their quality of life is ensured.
Therefore, nature experience which can elicit environmental awareness and emotional well-being may
serve as a moderator that can strengthen the effect of customer values and attitudes towards green
products on green purchasing.

Positive emotional answers to marketing result in a different positive brand attitude, thus touching
the purpose to purchase [23,77]. Positive influence suggested by advertising-induced nature experiences
gives rise to brand attitude change that expands purchase intention [21]. Mayer et al. [22] recommended
that nature experiences play a significant part in the foundation of environmental values and attitudes,
thus positively touch pro-environmental behavior as well as green purchase intention. Thus:
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Hypothesis 3 (H3). Green psychological benefits of (a) warm glow, (b) self-expressive benefit, and (c) nature
experience moderate the effects of green customer value and attitude towards green product on purchasing
intention of green products.

4. Research Design and Methodology

4.1. Research Framework

The main purposes of this study are first to investigate the relationships among green customer
value, attitude towards green products, and green purchase intentions. It then evaluates the moderating
role of green marketing, including (a) environmental advertising and (b) GWOM, on green customer
value, attitude to green products, and green purchase intention. Finally, the moderating effects of the
green psychological benefits of (a) warm glow, (b) self-expressive benefit, and (c) nature experience
on green customer value, attitude towards green products, and purchasing intention are examined.
The research framework of this study is presented in Figure 1.

Figure 1. The research framework.

4.2. Constructs Measurement

In this study, five constructs were measured. The construct of green customer value consists
of two factors: perceived value and environmental image. The questionnaire items for perceived
values were adapted from Oskamp et al. [70] (5 items), and those for the environmental image were
adapted from Appolloni et al. [38] (5 items). Items on attitude towards green products were adapted
from Ajzen [78] and Ivancevich et al. [79] (5 items). The construct of green marketing consists of
two factors: environmental advertising and GWOM. Environmental advertising items were adapted
from Haytko and Matulich [65] and Tsen et al. [43] (6 items), and GWOM items were adapted from
Chen et al. [24] and Keller and Fay [13] (5 items). The construct of green psychology benefits consists of
three factors: warm glow, self-expressive, and nature experience. Warm glow items were adapted from
Clark et al. [80], Andreoni [81], and Menges et al. [82] (6 items); self-expressive benefits were adapted
from Aaker [16], Glazer and Konrad [83], and Hartmann and Apaolaza-Ibáñez [19] (6 items); and nature
experience items were adapted from Leather et al. [84] and Maller et al. [85] (6 items). Green purchase
intention items were adapted from Lai and Cheng [2], Chan [86], and Mostafa [50] (7 items). All items
were rated using a five-point Likert scale, from 1 (strongly disagree) to 5 (strongly agree).

4.3. Sampling and Data Collection

The survey, solely consisting of questionnaire items, was sent via online or offline addresses to
customers in Phnom Penh, Cambodia. The purposive sampling technique was used. Respondents
who had green product purchasing experience at least a year were invited as the qualified samples
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in this study. A total of 420 online and offline survey questionnaires were sent out to respondents
by using online platforms via e-mail, Facebook, LinkedIn, and postage mail. After two and a half
months, 339 valid questionnaires were collected, of which 319 were usable for further analysis. Among
these 319 respondents, 62.4% were female. The most common age group among respondents was
26–35 (46.1%), followed by those under 25 (41.7%). The majority of respondents—56.7%—had an
undergraduate level of education, and respondents were most often employed in the private sector,
at 35.7%.

5. Data Analysis and Results

This study utilized a statistically robust procedure to analyze the survey data with the support
of two software packages: SPSS (Version 21, IBM, Armonk, New York, NY, USA) and Smart PLS
(Version 3, SmartPLS GmbH, Ismaning, Germany). First, it relied on the coefficient of determination
(R2), which measures the amount of explained variance of each endogenous latent variable. Schroer
and Hertel [87] suggest that R2 values of more than 0.672 are substantial, deals starting at 0.33 are
described as moderate, and less than 0.19 is weak. Second, the average variance extracted (AVE) was
used to assess the convergent validity; the AVE should be higher than 0.5 to explain more than half of
its indicators’ clash [88]. Last, composite reliability (CR) should be higher than 0.6 to authorize that
the variance shared by the respective indicators is strong [80]. Cronbach’s alpha coefficient was also
used to confirm the internal consistency of the research items. All Cronbach’s alpha should be higher
than 0.7 [88].

As shown in Table 1, the coefficients of determination (R2) for the endogenous latent variables
are as follows: attitude towards the green product (0.445), perceived value (0.391), environmental
advertising (0.213), GWOM (0.39), warm glow (0.401), self-expressive benefits (0.413), nature
experience (0.453), and green purchase intentions (0.711). The AVEs of the constructs ranged from
0.567 to 0.758, values which are much higher than the recommended benchmark of 0.5. Moreover,
the AVE demonstrated acceptable reliability and convergent legitimacy of the research constructs.
The Cronbach’s alpha coefficients ranged from 0.728 to 0.894, fulfilling the criteria of 0.7 and confirming
the internal reliability of the measurement items. The CR coefficients ranged from 0.795 to 0.932,
values which are higher than the criteria of 0.6. Therefore, it can be determined that the reliability
and convergent validity of the research constructs are adequate, thus enabling us to proceed with an
assessment of the structural model.

Table 1. Evaluation of the measurement model (n = 319).

Construct AVE CR Cronbach’s Alpha (α) R2

Attitude towards green product 0.758 0.926 0.894 0.445

Green Customer Value

Perceived Value 0.600 0.885 0.733 0.391

Environment Image 0.577 0.820 0.728 -

Green Marketing

Environment Advertisement 0.730 0.915 0.877 0.213

GWOM 0.658 0.795 0.775 0.390

Green Psychological Benefits

Warm Glow 0.632 0.932 0.916 0.401

Self-expressive Benefits 0.567 0.867 0.810 0.413

Nature Experience 0.648 0.878 0.833 0.453

Green Purchase Intention 0.595 0.897 0.862 0.711

Note: The good-of-fitness = 0.491.
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Since the data on independent and dependent constructs were gathered from the same sample,
it could be subject to common method bias [89]. This study applied Harman’s single factor test [89,90],
which clarified only 23% of the variance (hence suggesting that common method bias is not an
important problem). Furthermore, the cumulative of all latent factors was 53.7%, further authorizing
the non-appearance of common method bias in this study.

5.1. Direct Effects

The structural model was adopted to examine the relationship between constructs using the
bootstrapping resampling technique. Following Hair et al.’s [91] recommendation, 5000 bootstrapping
sub-samples were created. Table 2 displays the analysis of the path coefficient for hypotheses testing.
In terms of the influence of green customer value on attitude towards the green product (H1a),
perceived value and environmental image both had a significant effect on attitude towards the green
product (β = 0.540, p < 0.00; β = 0.229, p < 0.00, respectively). Hence, H1a was supported. This finding
implies that green customer value, including perceived value and environmental image, has a positive
relationship with the attitude towards the green product.

Table 2. Results of direct effects.

Hypothesis Path Standardized
Estimate t-Value p-Value Remarks

H1a

Green customer value→ Attitude towards green products Supported
Perceived value→ Attitude towards

green products 0.540 25.291 ***

Environmental image→ Attitude
towards green products 0.229 10.237 ***

H1b
Attitude towards green products→ Green purchase intention Supported

0.124 5.809 ***

H1c

Green customer value→ Green purchase intention Supported
Perceived value→ Green purchase

intention 0.242 9.346 ***

Environmental image→ Green
purchase intention 0.326 14.157 ***

Notes: *** p < 0.001

In terms of the influence of attitude towards green product on green purchase intention (H1b),
attitude towards green product had a significant effect on green purchase intention (β = 0.124, p < 0.01).
Aligning with the study results of Maichum et al. [92], this finding suggested that attitude had the
most significant influence on consumers’ purchase intention. Therefore, H1b was supported. In terms
of the influence of green customer value on green purchase intention (H1c), both perceived value and
environmental image had a significant effect on green purchase intention (β = 0.242, p < 0.00; β = 0.326,
p < 0.00, respectively). This implies that perceived value and environmental image could generate
green purchase intention. Appolloni et al. [38] suggested that environmental image contributes to
the customer’s environmental standing downstream in the value chain, as the image is found to be
a strong predictor of customer perceived value and attitude towards such products [93]. Therefore,
green customer value, including perceived environmental value and perceived environmental image,
has a positive influence on green purchase intention. Thus, H1c was supported.

5.2. Analyzing the Moderating Effect of Green Marketing

To evaluate the moderating effects of green marketing, this study used the k-means method to
cluster the respondents into four groups for each green marketing variable. For instance, when using
environmental advertising (EAD) as the moderator, the respondents were divided into four groups
using EAD and attitude towards the green product (ATT) as the two-categorizing variables. As a
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result, the respondents were divided into four groups as follows: (1) High ATT/High EAD, (2) High
ATT/Low EAD, (3) Low ATT/High EAD, and (4) Low ATT/Low EAD. The ANOVA results, which were
used to compare the mean values of green purchase intention among these four groups, are shown in
Figures 2 and 3, Table 3. These results indicated that respondents with a higher level of exposure to such
environmental advertising and a higher positive attitude towards green product have more intention to
buy the green product (F = 18.131, p < 0.000) than the respondents who have a lower level of a positive
attitude towards green product and lower level of exposure to such environmental advertisement.

Figure 2. The role of green marketing (environmental advertisement) moderators. Notes: EAD:
environmental advertisements.

Figure 3. The role of green marketing (green world-of-mouth) moderators. Notes: GWOM:
green world-of-mouth.

As using the same categorizing method for another green marketing moderator, it could be
concluded from Figure 2 and Table 3 that the respondents with a higher positive attitude towards
green product which is encouraged by GWOM promotion have a higher level of intention to purchase
green product (F = 24.057, p < 0.000) compared to those with a less positive attitude towards green
product and a lower level of involvement by WOM promotion. These results are supported by
Blackwell et al. [94], who explained that green word of mouth and environmental advertising permit
consumers to be advocated green products; as a result, consumers pay attention, they understand the
benefits that products can bring them, and finally, this can lead to purchasing decision, as our results
suggested. Furthermore, Pirani and Secondi [95] suggested that “eco-friendly attitudes represent
the most consistent predictor of pro-environmental purchasing behavior”. Therefore, H2a and H2b
were supported.
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Table 3. The results of green purchase intention with green marketing moderators.

Name of Factor

Low Attitude towards Green
Product

High Attitude towards Green
Product F-Value (p) Duncan

1. Low EAD
(n = 14)

2. High EAD
(n = 24)

3. Low EAD
(n = 30)

4. High EAD
(n = 251)

Green Purchase Intention 21.887 25.990 22.9522 26.186 18.131
(0.000) 12, 34

Name of Factor

Low Attitude towards Green
Product

High Attitude towards Green
Product

F-Value (p) Duncan1. Low
GWOM
(n = 42)

2. High
GWOM
(n = 100)

3. Low
GWOM
(n = 48)

4. High
GWOM
(n = 129)

Green Purchase Intention 23.6973 24.5271 26.6815 26.9845 24.057
(0.000) 12, 34

Notes: EAD: environmental advertisements, GWOM: green world-of-mouth.

5.3. Analyzing the Moderating Effect of Green Psychological Benefit

To evaluate the moderating effects of green psychological benefit, this study used the k-means
method to cluster the respondents into four groups for each green psychological benefit variable.
For example, when using warm glow (WG) as the moderator, the respondents were divided into four
groups using WG and green customers’ perceived value (GCP) as the two-categorizing variables. As a
result, the respondents were divided into four groups as follows: (1) High GCP/High WG, (2) High
GCP/Low WG, (3) Low GCP/High WG, and (4) Low GCP/Low WG.

Hypothesis 3a proposes that the psychological benefit of warm glow positively moderates the
positive effect on purchase intention for a green product. Hypothesis 3b proposes that self-expressive
benefit strengthens the positive effect on green purchase intention. Hypothesis 3c suggests that the
psychological benefit of nature experience positively moderates the positive effect on green purchase
intention. As for Hypothesis 3a, the ANOVA results comparing the mean value of green purchase
intention are shown in Table 4 and Figures 4–6. These results indicated that those who perceived higher
warm glow and higher perceived value tended to have higher green purchase intention (F = 64.127,
p < 0.000) compared to those with a lower warm glow and lower perceived value. Respondents who
perceived higher self-expressive benefits and higher perceived value also tended to have a greater
intention to purchase green products (F = 73.959, p < 0.000) as opposed to those who has a lower
self-expressive benefit and lower perceived value.

Table 4. The results of green psychology benefits moderators.

Name of Factor

Low Green Customer’s
Perceived Value

High Green Customer’s
Perceived Value

F-Value (p) Duncan
1. Low WG

(n = 22)
2. High WG

(n = 40)
3. Low WG

(n = 24)
4. High WG

(n = 233)

Green Purchase Intention 20.564 22.957 25.1726 26.759 64.127
(0.000) 1, 2, 3, 4

Name of Factor

Low Green Customer’s
Perceived Value

High Green Customer’s
Perceived Value

F-Value (p) Duncan
1. Low SEB

(n = 27)
2. High SEB

(n = 41)
3. Low SEB

(n = 9)
4. High SEB

(n = 242)

Green Purchase Intention 19.751 24.317 25.571 26.649 73.959
(0.000) 1, 2, 34

Name of Factor

Low Green Perceived
Customer Value

High Green Perceived
Customer Value

F-Value (p) Duncan
1. Low NE

(n = 39)
2. High NE

(n = 29)
3. Low NE

(n = 28)
4. High NE

(n = 223)

Green Purchase Intention 21.080 24.418 24.969 26.817 66.329
(0.000) 1, 23, 4

Notes: WG: warm glow; SEB: self-expressive benefits; NE: nature experiences.
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Figure 4. The role of green psychological benefits (Warm Glow: WG) moderators. Notes: WG: Warm
Glow (green line: Low WG, red line: high WG).

Figure 5. The role of green psychological benefits (self-expressive benefits: SEB) moderators. Notes:
SEB: Self-expressive benefits (green line: Low SEB, red line: high SEB).

Figure 6. The role of green psychological benefits (nature experiences: NE) moderators. Notes: NE:
Nature experiences (green line: Low NE, red line: high NE).
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In addition, compared to those with lower nature experiences, respondents with higher nature
experience and higher perceived value tended to have a higher intention to purchase green products
(F = 66.329, p < 0.000). The results of this study align with those of Hartmann and Apaolaza [19].
The level of nature experiences reminded positively the intention to purchase a green product
through the values related to environmental conservation and general concern for the environment.
Yet, consumers may also involve in environmentally sound behavior to signal their altruism and
thus enhance status and reputation by showing their capacity [96,97]. Hence, H3a, H3b, and H3c
were supported.

6. Conclusions

Several conclusions may be drawn from the results of the study. First, consumers will perceive a
higher purchase intention towards green products if they perceive a higher value with a more positive
attitude towards green products. The study revealed that the green customer’s perceived value,
including environmental value and perceived environmental image, have significant and positive
influences on attitude towards the green product. Holbrook [98] suggested that a customer’s perceived
value can be a relativistic preference and experience depending on the individual, situation, or product.
According to the multidimensional approach, the perceived value represents the sum of the different
values which have effects in a particular situation. Previous study indicate that customers’ perceived
green value can result in a high level of environmental consciousness and a pro-environmental
attitude [99]. Perceived value also consists of “softer” elements, such as image benefit [37,100,101].
Customers with a positive perceived environmental image not only enhance their level of sustainable
green consumption intention, but also provide a good image to the society. Additionally, the study
results also align with those of Hänninen and Karjaluoto [55], who suggested that customer perceived
environmental values and perceived environmental image are the main dimensions impacting customer
attitude towards the green products. Consumers who owned a more positive environmental attitude
also rated environmental value and image strongly to the overall values of green purchase intention.

Second, the study examined the effects of moderators for the influence of attitude towards green
products on green purchase intention. Particularly, the green purchase intention is moderated by
the strong effect of the environmental advertisement on social media. The study results are in line
with those of previous studies. Saboo et al. [102] and Kao [103] found that environmental advertising
had a positive impact on consumer attitudes towards a green product, the brand advertised, and the
intention to buy the product mentioned in the advertisement. The results suggested that a person who
showed great emotional attachment to environmental well-being would be more likely to perform
more positive environmental actions. Chekima et al. [45] demonstrated that environmental advertising
tends to perform a high level of environmental responsibility by encouraging consumers to form a
stronger intention to buy green products. Furthermore, this study demonstrated that GWOM had a
significant moderating influence on green purchase intention. The more positive information customers
gained about the product from peers, the more likely they will hold to make a better product choice.
This proves to be a true and effective marketing strategy; for example, “80% of all buying decisions are
influenced by someone’s direct recommendations” [104]. Therefore, it is important for marketers to
pay more attention to GWOM to promote green purchase intention.

Lastly, green psychological benefits including warm glow, self-expressive benefit, and nature
experience are shown to have significant moderating effects on green purchasing behavior. Specifically,
respondents who perceived higher warm glow, self-expressive benefits, and nature experience tended
to have higher green purchase intention. The results aligned with Hartmann and Apaolaza [19] in that
warm glow arising from contribution to the improvement of the environmental common good increases
intention to purchase green products. Moreover, the higher level of nature experiences, the greater the
positive effects of customer’s values and attitudes on intention to purchase green products. Marketers
need to focus on values of customers, such as value related to environmental conservation and general
concern for the environment. Vlachos et al. [105] suggested that consumers who are emotionally
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attached to a specific brand (brand love and brand attachment) tended to be more committed to
repurchase and to recommend it to others. Individuals may also engage in environmentally sound
behavior to signal their altruism and thus enhance status and reputation by showing their capacity and
willingness to contribute to the common good [96]. Griskevicius et al. [97] demonstrated that status
motives lead consumers to choose green products over non-green alternatives. Similarly, Ahmad and
Thyagaraj [20] suggested that the greater the consumer’s desire for status and reputation, the higher
their intention to purchase a green product. Thus, consumers who have a higher self-expressive benefit
tended to focus more on the value of the green product, so when the value of the green product is high,
they will have higher green purchase intention [74,106].

7. Theoretical Implications

This study provided evidence that customer’s perceived environmental value and perceived
environmental image should be taken into consideration when conducting a targeted advertising
campaign. In addition, product types and perceived value were revealed to affect respondent’s
attitude towards green products and purchase intention. This result verified the signaling theory
approach to green marketing. This study aimed to apply the signaling theory to explain how green
advertising can reduce customer ambiguity. Based on the theory, green products can have a signaling
advantage. This advantage acts as an incentive for customers to pay a premium for environmentally
friendly products that can leave even out their price disadvantage [107]. Environmental advertising
plays an important role in marketing, and it carries the potential to influence consumers due to
emotional arousal, which can lead to green purchase intention. This study also utilized the GWOM
model [108,109] to explain the effects of the green brand product on purchase intention. As mentioned
by Chen et al. [12], previous research regarding consumer green purchase intention has focused on
verbal communication though WOM channels. Hence, GWOM can convey a consumer’s pleasant
experience through criticisms and gossip, such that when a consumer has a good experience with
green products, then they are willing to spread the word and recommend them to others. In addition,
this study found evidence that a high level of warm glow, self-expressive benefit, and nature experience
affects consumer purchase intention, as they engage in environmentally sound behavior to signal their
status motives, which lead consumers to choose green products over non-green alternatives.

8. Managerial Implications

Several managerial implications can be drawn from the results of this study. First, the findings
suggest that marketers should try to attract consumers’ attention towards green products using
infomercials and promotions as this could increase the consumer’s purchase intention for green
products, leading to green behavior performance. Such promotional advertisements could also
positively impact the level of environmental concern among Cambodian consumers, encouraging them
towards eco-friendly living. To increase consumers’ perceived value of green products, marketers
must highlight the function of such products, create a positive environmental image, and communicate
ecological value to the customers. Furthermore, the findings can enhance the understanding of
Cambodia customers’ green purchasing behaviors. Besides, the findings can help the marketers to
understand customers’ attitudes about environmental factors and their psychological benefits, which in
the future will help them to make better marketing plans and strategies according to customer needs.

Also, the study results indicated that self-expressive benefit is one of the most critical factors to
moderate the relationship between customer perceived value and purchase intention of green products.
Higher self-expressive benefit will strengthen the positive effect of the perceived value of the green
product on green purchase intention. Still, customers who identify a higher brand social responsibility
tended to focus on a higher level of green product branding. Thus, when the green brand positioning
is more focused, customers will have higher purchase intentions towards green products. Companies
also must pay greater attention to how to improve customers’ self-expressive benefits, as well as to
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enrich their environmental, social responsibility to customers which can further increase the influence
of attitude and perceived value on customer behavioral intentions.

The research model, as developed in this study, should provide an essential reference for
practitioners to develop a green marketing strategy. Specifically, marketers or managers should design
effective environmental advertising to increase the environmental image from the customer side and to
create a sense of the value of environmentally friendly consumption as part of their responsibility to
their environment. Furthermore, managers should have a better understanding of the moderating
effects of green marketing and psychological benefit and using that for designing marketing plans
and promotion strategies to achieve better performance. The findings also carry implications for
policymakers, who could develop marketing programs to enhance green purchase intention. With the
help of policy makers consumers will increase green purchase due to their worry about the deterioration
of the environment. Executives must pay attention to the influence of policy makers to elicit consumer’s
environmental concerns. To do so, firms may focus on public communication about environmental
issues. For example, government officials can make documentary films to convince consumers of
the importance and confront them with the practical problems of environmental issues, as well as
providing relevant recommendations and guidelines to follow. When consumers perceive a higher
degree of environmental concern, they will take a more positive attitude towards green products and
increase their intention to purchase green products.

9. Limitation and Future Research Directions

Although the study results are abundant, they also suffer from several limitations, which may
encourage further validation. First, as an empirical study purposive sampling is appropriate however,
the authors cannot refute the fact that 319 respondents are insufficient to represent the whole population
in Cambodia. Thus, the generalization of the study results should be cautious. Future research with a
more extensive and more diversified sample is needed. In addition, the research framework of this study
has integrated some different constructs and most of the measurement items are adopted from previous
literature, further studies can investigate this research issue using the same model as developed in
this study or with some extensions. Furthermore, the research samples in this paper included the
customers who had green product purchasing experience at least a year, online and offline. However,
the current research did not test the differences between the two groups of customers. Future research
can exploit this model and check the results for more motivating suggestions. A final limitation of
this study is that it considered green products in general rather than a specific green product brand;
thus, the conclusions could be different for diverse products. In consequence, further research should
propose and test models for numerous specific green products, such as green hotels, green restaurants,
green energy consumption, etc.
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