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Abstract

The coronavirus pandemic has changed people’s diets and consumption structures. In
recent years, the increasingly serious food safety and environmental problems have also
made people gradually increase their awareness of green food. However, the proportion
of green food consumption in the Chinese market is still insufficient, which seriously
threatens society's sustainable development. The present research aims to explore the
most significant factors (attitude, eWOM, and consumer perceived CSR) that influence
consumers’ green food purchase intention in the Chinese context. Moreover, the
mediating role of customer satisfaction and the moderating role of advertising are also
examined. This study uses quantitative methods. Data is collected from Chinese
consumers in the 25-45 age group who live in Shandong province of China via random
sampling. SPSS and Smart-PLS are used to analyze the data and answer research
questions. This study has specific theoretical and empirical significance in promoting
the healthy development of China’s green food market in the future.
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Introduction
The idea of this study was initiated when the researcher found that COVID-19 has
significantly influenced how people consume goods and services. Several changes in
consumption patterns have emerged as various countries declared the pandemic over. In this
scenario, the pandemic has heightened awareness about people’s health and hygiene to give
them a new understanding of and attention to the concept of ‘green food’. Reviewing the
related literature from different countries found that according to the data, global consumers'
consumption of green food has increased significantly compared with the pre-COVID-19
period (Sun et al. 2021; Hu et al. 2022). Consumers are now more concerned about their
well-being and the safety of the products they use. The present research aims to investigate
by taking customer satisfaction as the mediating role and advertising as the moderating role
to work out how the factors of ‘green food’ purchase (consumer attitude towards green food,
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eWOM, and consumer perceived CSR) can affect the purchasing intentions in Shandong,
China.

Figure 1 shows the Global Mean Temperature Difference from 1850-1900, which
indicates the trend of global climate warming. As the global climate changes frequently and
abnormal appearances cause severe disasters, consumers’ environmental awareness needs to
increase. A notice on the United Nations official website (2023) declares that using chemical
fertilizers is one of the significant causes of global warming in the human food system. Green
farming often uses regenerative farming techniques to reduce the need for chemical
fertilizers, which can also provide benefits such as reduced greenhouse gas emissions,
improved land health, and increased nutrient content in food. By eating organic food,
individuals can reduce their carbon footprint by up to 0.9 tons per year.
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Figure 1: Global Mean Temperature Difference from 1850-1900 (World
Meteorological Organization, 2022)

Green marketing research began in the 1980s and is dedicated to studying strategies on how
to increase consumers’ attention to green products. Through the growing popularity of this
type of research, 92% of European multinational companies have changed their products to
respond to growing concerns about environmental pollution (Odiah and Linus, 2017). Since
then, green marketing research has made significant progress in Western countries.
Consumers in developed countries such as the United States and Western Europe are more
concerned about environmental issues. According to research conducted over the past
decade, consumers are aware and ready to spend more to “go green”. In particular, the green
food market has enormous development potential because the sales of green food are
increasing year by year (Rustagi and Prakash, 2022). Figure 2 shows that starting in 2022,
the global green food packaging market is expected to reach US$692.84 billion by 2029
(Data Bridge, 2021).
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Figure 2: Global Green Food Packaging Market 2022 to 2029 (Data Bridge, 2021)

The concept of green food in China originated in the late 1980s, which means
uncontaminated, safe, nutritious, and high-quality food produced by professional and
sustainable producers. At that time, the Chinese government realized the need to implement
an initiative against the excessive use of chemical inputs that heavily harm the environment.
Chinese officials developed the Chinese Ecological Agriculture (CEA) to solve this problem
(Hassan et al., 2019). In 1990, the Chinese government established the Green Food
Development Center (CGFDC) under the Ministry of Agriculture to launch the certification
and management of green food. It primarily refers to the range of agricultural plants, raw
materials, value-added processed products, and condiments (Xu et al., 2020). According to
the principles of CGFDC, the entire industry chain, including the production, processing,
packing, storage, and transportation of green food, must have standard protocols and strict
regulations.

With the transformation of the economy from high-speed growth to high-quality
development, residents’ living standards have been further improved, which makes people’s
requirements and recognition for the quality of food consumption continue to increase. The
residents’ insufficient consumption of green food seriously threatens the sustainable
development of society. For example, compared to other developed countries, the
consumption of organic food in China accounted for only 8.3% of global organic food
consumption (Willer and Lernoud, 2020). The per capita consumption of organic food is
only 5.8 euros, less than half of the global per capita consumption (Xing et al., 2022). The
fast-growing development of green food formed a major practical gap in which to construct
this study. Understanding the factors influencing Chinese consumers’ purchasing intentions
toward green food is now very meaningful for various stakeholders, including consumers,
producers (farmers, suppliers, distributors, retailers, etc.), and policymakers.

In addition, the exposure of various food safety incidents in China has further aroused
people’s attention, food safety has become a significant concern tied to the national economy
and the well-being of the people. The green food industry in China has undergone a swift
growth over the last decade. Currently, over 25% of all agricultural products and 90% of
agricultural exports meet at least one standard, whether it be hazard-free, green, or organic.
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Although the majority of green products were initially directed towards export, the surge in
domestic demand has surpassed that of international markets. This shift is attributed to
escalating concerns about food safety and the expanding middle class domestically. This
means that the domestic demand potential for green food remains largely unmet. Although
more than 50% of Chinese respondents in a recent survey expressed a positive view of green
food, only 10% said they regularly buy green food due to the higher prices (Leggett, 2020).
Limited production causes high industrial costs, influencing the consumers’ low actual
demand, and then purchase intention is affected. China’s green food market flourishes
slowly, even if it has potential for growth. Those issues formed a significant industrial gap
in which to construct this study.

There is limited research on green food in the Chinese context, which has formed a
gap (Arli et al., 2018; Putten et al., 2019; Vera-Martinez, 2022). The lack of research in the
previous literature to investigate the mediating role of customer satisfaction on the
relationship between the factors of green purchase and purchasing intentions is another
problem. The role of satisfaction can be examined in a few studies that have shown an
influence on consumer satisfaction and brand loyalty. (Hwang et al., 2021; Ali et al., 2021;
Rao et al., 2021). Furthermore, the lack of research on advertising as a moderator is the most
important motivation for conducting this research (Jiang et al., 2023; Leong and Mariadass,
2019).

Research Questions and Objectives

The general objective of this study is to investigate the most significant factors of green
purchases that influence consumer purchasing intentions and enhance the borders of
understanding about consumers’ green food purchasing intentions in the Chinese context.
Regarding the identified gaps in the practice, industry, and theory, the following research
questions and research objectives can be listed for the present study:

Research Questions:

I: What are the most significant factors of green purchases influencing consumers’
purchasing intentions in the green food market in Shandong, China?

2: What is the relationship between attitude, eWOM, and consumer perceived CSR with
purchasing intentions in the green food market in Shandong, China?

3: Is there a direct relationship between advertising and purchasing intentions in the green
food market in Shandong, China?

4: Does customer satisfaction mediate the relationship between factors of green purchase
and consumer purchasing intentions in the green food market in Shandong, China?

5: Does advertising moderate the relationship between factors of green purchase and
consumer purchasing intentions in the green food market in Shandong, China?

Research Objectives:

1: To determine the factors of green purchases influencing consumers’ purchasing intentions
in the green food market in Shandong, China.

2: To examine the significance of the relationship between attitude, eWOM, and consumer
perceived CSR with purchasing intentions in the green food market in Shandong, China.

3: To investigate the direct relationship between advertising and purchasing intentions in the
green food market in Shandong, China.
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4: To determine the mediating effect of consumer satisfaction on the relationship between
factors of green purchase and consumer purchasing intentions in the green food market in
Shandong, China.

5: To investigate the moderating influence of advertising on the relationship between factors
of green purchase and consumer purchasing intentions in the green food market in Shandong,
China.

Significance and Scope of the Study

The research findings will help stakeholders better understand consumer psychology to
formulate more effective and reasonable marketing mechanisms. It also can fill the practices’
gaps in the Chinese green food context, especially in Shandong province. Moreover, it
contributes to solving the problem in the green food market, where consumers’
environmental awareness and demand are gradually increasing. However, their actual
intention and behavior to purchase green food are insufficient. Furthermore, this study forms
and verifies a new idea for the theoretical framework by extending the existing theories of
Theory of Planned Behavior, Social Exchange Theory and Social Identity Theory.

Therefore, this study can help researchers in related fields understand how to predict
consumers’ purchase intention for green food through consumer attitude, eWOM and
consumer perceived CSR. In order to further understand the relationship between green
purchase factors and consumer purchase intentions, this study also explores the mediating
effect of customer satisfaction and the moderating role of the relationship between green
purchase factors and consumer purchase intentions. This research can bring direct and
indirect inspiration for economic improvement towards China’s green industry and provide
new advantages for environmental protection and sustainable development.

The study scope should randomly select consumers from different demographical
ranges within Shandong Province, China (Chen et al., 2024). However, the research will not
look into the actual purchase behavior or consumption patterns of green food products.
Instead, it will focus on understanding the factors that shape consumers’ intentions to
purchase them. The respondents’ citizenship should be Chinese at the age of 25-45 because
this study only aims to assess the purchase intention of adults who can purchase and the
potential acceptance of emerging products, and minors are not considered.

Literature Review

Consumer Purchase Intention

Research on the factors that influence consumer purchase intentions has evolved over the
years, and many views on this topic remain vague and controversial, with a serious lack of
understanding. Through reviewing a large amount of literature, it found that many factors
influence consumer purchase intention, and different scholars have different opinions on the
research conclusion. Research by Leong and Mariadass (2019) shows that factors such as
willingness to pay, green advertising, and trust have a significant impact on the purchase
intention of green food. Maichum et al. (2017) indicate that environmental awareness,
environmental knowledge, and environmental attitude significantly positively impact the
purchase intention of young consumers aged 19-29 in Thailand toward green products.
Suphasomboon and Vassanadumrongdee (2022) take green cosmetics as the research object
and believe that consumers show a strong interest in green cosmetics with natural ingredients
and sustainable packaging. However, there is still a gap between consumers’ knowledge of
green cosmetics and the form of the consumer market, and they maintain a neutral attitude
toward green cosmetics.
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However, the study by Putten et al. (2019) shows that consumers’ environmental attitudes
had an insignificant relationship to intent to purchase green food products in Malaysia. Based
on Huang et al.’s (2023) study, which surveyed 305 Ant Forest green app users to investigate
the relationship between gamification, perceived enjoyment and sustainable consumption
while observing the moderating effect of green advertising. The findings indicate that green
advertising does not moderate gamification experience or perceived enjoyment. Therefore,
it can be seen that there are divergent opinions on the research, and different results have
been drawn from scholars based on specific locations and market backgrounds. Therefore,
the issues in investigating the factors influencing consumer purchase intention in this
research are very worthy of exploration.

Consumers’ Attitude

Buss and Craik (1983) defined attitude as “the comprehensive evaluation of object cognition,
emotion and information behavior”. From the perspective of previous studies, the
inconsistency of attitudes and behaviors is mainly from the dimensions of demographic
characteristics, green cognition (environmental knowledge), and personality dimension
(value orientation, environmental responsibility, etc.). Qi (2021) confirmed that the price
attribute and sensory attraction of green food will have an impact on consumers’ utilitarian
attitude and hedonistic attitudes, and then affect their purchasing behavior. Costa et al.
(2021) evaluated consumer attitudes towards green products and their purchasing decisions.
The result shows that brand and gender differences have a low link with green consumer
behaviors, price, quality and marketing have a relatively significant positive correlation.
However, according to the study by Putten et al. (2019), it shows that consumers’
environmental attitudes had an insignificant relationship to intent to purchase green food
products in Malaysia.

Concerning the earlier literature discussion and align with research objective (2), the
hypothesis is proposed as:

HI: Consumers’ attitudes towards green food influence their purchasing intentions
significantly.

e¢WOM Literature Discussion

eWOM is any positive or negative statement about a product or company made by potential,
actual or former customers to other consumers and relevant agencies through internet
communication (Pedersen et al., 2014). Gu and Yin (2023) used the psychological perception
of consumers as the mediating role to work out the relationship between eWOM and
consumers’ purchasing intention for sports consumption in the Yangtze River Delta region.
The result shows that the quality of eWOM and positive reviews have a significant negative
impact on the intentions of customers’ willingness to buy. In contrast, the dispersion degree
of eWOM has a significant negative impact on consumers’ willingness to consume. Keller
and Fay (2012) found that positive reviews from others result in higher levels of trust, so
consumers are more likely to make a purchase decision when they hear positive feedback on
a product or service. Rahman et al. (2020) revealed that eWOM has a significant positive
effect on online purchase intention (OPI). This study suggests that online sellers can
prioritize eWOM to maximize the product's sales rate, that would affect customer purchasing
intent.
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Positive reviews help build corporate reputation, increase customer loyalty, and build brand
equity among consumers. Positive eWOM is important to the hotel industry (Cardona et al.,
2018). However, Zayed et al.’s (2022) research used an online questionnaire to collect data
from 363 Egyptian consumers. Research has found that consumer attitudes and
environmental concerns affect consumers’ purchase intention for organic food. eWOM,
subjective norms, perceived behavioral control and health awareness have no impact on
consumers’ purchase intention.

Concerning the earlier literature discussion and aligning with research objective (2) the
present research objective, the hypothesis is proposed as follow:

H2: eWOM influences consumers’ green food purchasing intentions significantly.
Consumer Perceived CSR

Perceived CSR refers to the perception of stakeholders regarding the companies’ strategies
and operating practices on the well-being of all its key stakeholders as well as the natural
environment (Waddock, 2004). Corporate social responsibility (CSR) has primarily been
treated as a corporate issue. The majority of the literature on this topic takes a management
perspective, which indicates that companies can best respond to specific demands of
primarily external stakeholders, which CSR initiatives enhance corporate performance, and
what motivates companies to become engaged in CSR (Basu & Palazzo, 2008).

Ali et al. examined the role of perceived CSR in deriving customer loyalty by
exploring the direct and mediated effects of corporate reputation and customer satisfaction
in Pakistan’s food chains. It tested 322 respondents, and the results revealed a significant
positive impact of perceived CSR on customer loyalty, corporate reputation, and customer
satisfaction. Further, customer satisfaction and corporate reputation appeared to mediate the
relationship between perceived CSR and customer loyalty (Ali et al., 2021). Agrawal and
Gupta explored that when a consumer evaluates a brand for self-consumption, one can
assume that the perceived CSR of the firm will influence their evaluation (Agrawal and
Gupta, 2018).

However, Vera-Martinez et al. suggest that the three aforementioned components do
not equally attract customers and do not necessarily consider such efforts when evaluating
if they would like to choose the final purchasing decisions with 521 respondents in Mexico
(Vera-Martinez et al., 2022). The results show that only economic and social dimensions
affect variables related to brand perceptions (Vera-Martinez et al., 2022). Curras-Pérez et
al.’s study assessed that all three components were found to tend to affect perceived
emotional value. However, only the social dimension was likely to affect perceived social
value (Curras-Pérez et al., 2018).

Concerning the earlier literature discussion and aligning with research objective (2), the
present research objective, the hypothesis is proposed as:

H3: Consumers’ perceived CSR influences the purchasing intentions significantly.

Customer Satisfaction

The role of customer satisfaction demonstrates the impression of increased customer
engagement and loyalty with the company or particular brand, which means that higher
levels of customer satisfaction may lead to continuing relationships with businesses,
especially in the food industry. Satisfaction is a crucial predictor of customers’ purchasing
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intentions and helps managers seek existing customers’ recommendations to re-visit the
outlet (Shao et al., 2019; Guo et al., 2024). Lee et al. indicated that website design, perceived
usefulness, and customer satisfaction positively affect purchase intention for e-commerce
platforms in Uzbekistan. That means customers who are more satisfied with an e-commerce
retailer’s performance are more likely to have purchase intentions and actual purchases (Lee
et al.,, 2022). Febrian and Fadly investigate the fact that customer satisfaction has a
significant effect on eWOM and purchase intentions through e-commerce in Indonesia
(Febrian and Fadly, 2021). At the same time, Ur Rehman et al. (2019) determined that
customer satisfaction significantly mediates between celebrity endorsement, brand equity,
corporate social responsibility, and online purchase intention in Pakistan. Hospitality
organizations make great endeavors to expand the number of repeat visitors by creating
client loyalty. One of the primary considerations that influence the making of client loyalty
is the satisfaction of clients, which is the aftereffect of perceived service quality (Tekin and
Kalkan, 2017). Sadia stated that customer purchasing intentions significantly increase when
customers are satisfied with the quality of e-banking services in Qatar (Sadia, 2020).

Concerning the earlier literature discussion and aligning with research objectives (3 and 4),
the present research objective, the hypothesis is proposed as follows:

H4: Customer satisfaction influences consumers’ green food purchasing intentions
significantly.

H5: Advertising influences consumers’ green food purchasing intentions significantly.

H6: Customer satisfaction mediates the relationship between attitude and consumers’
purchasing intentions towards green food.

H7: Customer satisfaction mediates the relationship between electronic word of mouth
(eWOM) and consumers’ purchasing intentions towards green food.

HS. Customer satisfaction mediates the relationship between consumers' perceived CSR and
purchasing intentions towards green food.

Role of Advertising

Stadlthanner et al. explore that advertising may stimulate people’s perceptions and lead them
to make different decisions. Green advertising can increase the knowledge of green products
and the green concern of consumers (Stadlthanner et al., 2022). Chekima et al. (2015) found
that environmental advertising positively moderates green purchase intention in Malaysia.
Hussain et al. (2020) explored that green advertisements could increase green purchase
behaviors in Karachi. Leong and Mariadass (2019) investigate the significant impact of
factors such as willingness to pay, green advertising, and trust on the purchase intention of
green food among university students in Malaysia. In addition, Huang et al. (2023)
investigated that green advertising does not moderate gamification experience or perceived
enjoyment but moderates perceived enjoyment and sustainable consumption among Chinese
youth.

Concerning the earlier literature discussion and aligning with research objective (5), the
hypothesis is proposed as follows:

HY9. Advertising plays a moderating role between consumer attitude and consumers’
purchasing intentions towards green food.
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HI0. Advertising plays a moderating role between eWOM and consumers’ purchasing
intentions towards green food.

HI1. Advertising plays a moderating role between consumer perceived CSR and consumers’
purchasing intentions towards green food.
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Satisfaction

]
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Figure 3: Research Framework

Methodology

Research Paradigm

A research paradigm is the fundamental belief system that guides researchers in determining
the choice of methods (Guba and Lincoln, 1994). After reviewing the literature's definition
and in-depth social science assumption, positivism is the research paradigm that best fits the
present study (Sun, Soh, Mohammadi et al., 2022). Since the primary purpose of the present
study is to investigate the relationship between six research variables extracted from the
relevant literature review, positivist researchers prefer precise quantitative data and use
experimental, survey and statistical analysis methods (Zhou, Mohammadi et al., 2022). The
advantage of quantitative research is to seek rigorous measurement tools and “objective”
research methods to test hypotheses by analysing measurement data, making the results more
accurate and convincing. Quantitative research is most appropriate if this kind of research
tests a theory or model to understand the relationship between various variables (Guba and
Lincoln, 1994). Therefore, the present research uses a quantitative methodology to achieve
the study's objectives.

The research questions are well-addressed to explain consumers’ green attitude,
eWOM, consumer perceived CSR, customer satisfaction, green advertising and consumer
purchasing intention in the context of the green food market in China. To achieve the
research purpose, the questionnaire measurement was adapted and modified based on
previous sources, and a Likert scale was adopted, ranging from one (strongly disagree) to
five (strongly agree). The collected data will be analyzed statistically through SPSS and
Smart-PLS modeling to test the relationship between each hypothesis.
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Population and Sampling Technique

According to Statista (2023) data from the seventh census of Shandong Province, the number
of people aged 25-45 among the total population of 101.5275 million in Shandong Province
is approximately 29.25 million, which constitutes the study population of this study. The
sample size was determined using the statistical formula of Kreicie and Morgan (1970).
Academics and researchers adopt this sample size determination table, which facilitates the
researcher in determining the sample size for research purposes.

Where:

S = Sample size

X2 =The table value of chi-square for 1 degree of freedom at 0.05% confidence level (3.841)
N = Population size

P = Population proportion (0.5)

d = Degree of accuracy expressed as a proportion (0.05)

S=3.841(29,250,000) (0.5) (1-0.5) + [(0.05)2(29,250,000-1) +(3.841) (0.5) (1-0.5)]
S=28,087,312.5+73,125.96

S=384

After the calculation, the results show that the number of respondents required for this study
is 384 to reach 95%of the confidence interval. In fact, according to Krejcie and Morgan
(1970), since the study population and sample frame exceed 1 million people, a sample size
higher than 384 will not be affected (Xu et al., 2023). A larger sample size reduces the
possibility of sampling error, enhances the findings, and facilitates the generalization of the
findings in the population (Sekaran and Bougie, 2010).

Measurement

This questionnaire uses multi-item scales to measure the primary constructs. These scales
were adopted from previous studies and modified in this study. Multi-item scale
measurements provide a more comprehensive understanding and insight. This helps reveal
connections and interactions between scales, improving accuracy and reliability (Yang et al.,
2022). Except for personal characteristics and “yes or no” questions, other questions were
formulated on a 5-point Likert scale, ranging from 1 (“strongly disagree”) to 5 (“strongly
agree”).

Consumer Purchase Intention: This study adopted the consumer purchase intention scale
studied by Chen et al. (2018), Goh and Balaji (2016) and He et al. (2019). This research
designed five statements to measure Purchase Intention (PI): (1) I plan to buy green food in
the future; (2) I would recommend my friends to buy green food; (3) I am happy to purchase
green food because they are environmentally friendly; (4) I would purchase green food
products even if [ have to pay more; (5) If I have encountered the sale of green food, I would
consider buying some.

Consumer Attitude: This research used the scale applied by Chen et al. (2018) and Kim and
Han (2010) to measure consumers’ attitudes towards green food. Some items were modified
to fit the purposes of our study. This paper will use the following seven items developed on
the scale to measure the relationship between consumers’ attitudes towards green food and
consumer purchase intention: (1) I prefer purchasing green food over conventional food; (2)
I think purchasing green food is good for me; (3) Green products can save energy and
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electricity and this is important to me; (4) I think green products that can reduce
environmental damage are essential; (5) I think the health benefits of buying green food are
justified; (6) I feel good when I encourage everyone to eat green food to save water resources;
(7) I do not mind paying higher prices for green food.

eWOM: The measurement for eWOM items was sorting out and screening from the existing
literature, and the high-reliability scale used in the research by Jasarai et al. (2022) and
Sosanuy et al. (2021) was selected for the measurement of eWOM. After considering the
current research background, unsuitable items were deleted and the final scale suitable for
this study was obtained: (1) Recommendations regarding green food on social media are
useful to me; (2) Recommendations regarding green food on social media influence my
choice; (3) I will decide to purchase green food based on a recommendation I received on
social media; (4) If I don’t read consumers’ online product reviews when I buy a product or
brand, I may worry about my decision; (5) I often read other consumers’ online product
reviews to make sure I buy the right product; (6) I frequently gather information from online
consumers’ product reviews before I buy a particular product or brand.

Consumer Perceived CSR: This study also plans to apply the Alvarado-Herrera et al.’s
(2017) study and derive four items with modifications to fit the current research context: (1)
I think green food try to maintain a competitive pricing policy; (2) I think green food
constantly seeks to improve the quality of the product it offers; (3) If I heard the company
respects an ethical code of conduct with its customers and employees, I will happy to
consider of buying green food; (4) I will be interested with the green company if I know that
tries to protect the environment.

Customer Satisfaction.: Customer satisfaction (CS) with green food means that consumers
are happy with the environmental protection effects of food brands, products and services,
or think that the quality of their goods or services is reliable and friendly. Chen et al. (2015)
used the measurement scale of customer satisfaction in the organic food market, after
considering the actual research background of this study and the overall scientific nature of
the questionnaire, some items were deleted and summarized. Finally, the 4 items developed
by the following scale will be used to measure consumer satisfaction with green food and
consumer satisfaction: (1) Consumers feel happy with their decision to choose green food
because of its commitment to the environment; (2) Consumers are satisfied with the decision
to buy the green food; (3) Consumers feel the supply chain of green food is contributing to
preserving the environment when buying green food; (4) Environmental performance
satisfaction, that is, consumers are satisfied with the environmental performance provided
by green food.

Advertising: This research will use three items adapted from Rizwan’s (2014) measurement
scale of green advertising and two items from Kim and Cha (2021) to measure the
relationship between green advertising and consumer purchase intention: (1) There is a green
advertisement to increase knowledge about green food; (2) Feel comfortable with green
product advertising; (3) Green food advertisement guides consumers in deciding to buy
products; (4) I think the green advertising expresses the true nature of the product; (5) I think
green food advertising is interesting.
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Data Analysis

To determine the content validity of the questionnaire items, a pilot study with a sample size
of 30 people was initially necessary before distributing the final questionnaire. This
circumstance guarantees the reliability and validity of the survey. Another essential step of
data analysis is choosing the appropriate tools for analysing the complicated data sets.

SPSS (Statistical Package for the Social Sciences) can provide a range of functions
for analyzing descriptive data to develop graphs and charts. It has been widely used in social
science research since the 1980s and is a popular and trusted software by many scholars
(Mohammadi, 2019). Smart-PLS is a software package for Structural Equation Modeling
(SEM). It has received extensive attention in recent literature because it can be faster to
execute and easier to understand and interpret, especially when verifying mediation and
moderating effects.

The choice of analytical method was determined based on the research objectives.
Each technique has different uses in statistical analysis. This study uses SPSS for preliminary
analysis of the data sets such as descriptive data analysis, reliability test, validity test and
normality test. It offers multiple methods for handling missing values, including deletion,
imputation, and replacement with alternative values (Mohammadi et al., 2021). Intelligent
PLS is used for more advanced analysis, such as structural equations to predict and explain
the relationships between target variables.

Conclusion and Future Recommendation

Consumer purchase intention has been marked as a crucial topic in social and scientific
management. In the specific context of this study, an in-depth study is conducted on the
purchase intention of green food by examining the impact of factors of green purchase
(consumer attitude, eWOM, consumer perceived CSR) on consumer purchase intention. In
addition, it also adds customer satisfaction as a mediator and advertising as a moderator to
construct a new model. The results can further provide a new perspective on environmental
protection and sustainable development and a new approach to solving the existing problem
of people’s livelihood and well-being.

Due to this research being limited to the scope within China (specifically Shandong
Province) in the 25-45 age group, different age socio-demographic groups in other countries
or regions can be used in future studies to provide more general results. Besides, this study
only considered the impact of three green purchasing factors as independent variables
(consumer attitude, eWOM, consumer perceived CSR) on consumer purchase intention,
including two additional variables: customer satisfaction and advertising. Future
recommended that other variables that may affect consumers’ purchase intention of green
food should be taken into consideration as much as possible. Additionally, this study focused
on the general concept of green food, whereas previous research has shown that consumer
behavior differs when it comes to specific types of products or services. Therefore, future
researchers could try to test the effectiveness of this model in other industries.

This study was conducted according to the ethical guidelines of the Institutional
Review Board (IRB). Participants were informed of the study's purpose and parameters and
assured of confidentiality and anonymity. All subjects gave informed consent before filling
out the questionnaire. Data collected from participants is kept strictly confidential and will
be used for research purposes only.
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