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Abstract: As environmental problems become more and more serious, customers are increasingly likely
to buy eco-friendly goods. However, many businesses want to attract them to buy products by
greenwashing. This research investigated the connection between greenwashing and green purchase
intention by the mediating impacts of green word of mouth and green perceived risk. This study employs
the questionnaire survey method to collect data from 556 participants who purchased energy-efficient
appliances in China. Through the analysis, we obtained the following conclusions. First, greenwashing
has a negative impact on green word of mouth. Second, greenwashing has a positive impact on green
perceived risk. Third, greenwashing has a negatively impacts on green purchase intentions. Fourth,
green word of mouth has a positive impact on green purchase intentions. Fifth, green perceived risk has
a negatively impacts on green purchase intentions. This research find that it is essential to reduce all
forms of misinformation and increase the reliability and credibility of green messages so that companies
can increase their customers' green purchase intentions. In addition, by engaging in green marketing,
businesses must prevent overpromising. Reducing greenwashing can improve green word of mouth and
reduce green perceived risk, eventually, green purchase intentions.
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A4S 2 AT

=5

[

1] W3
[Table 1] Questioner Table M

easures and References for the Current Study
EHEE AgAT

Words in the environmental aspects of energy-efficient electric appliances are
misleading.
Visuals or graphics in the environmental aspects of energy-efficient electric
appliances are deceiving.
Green claims for energy-efficient electric appliances are ambiguous or appear
A= unprovable. [27], [28], [29]
Energy-efficient electrical appliances misrepresents or inflates their green
performance.

Ay
o
of‘

Energy-efficient electric appliances omit or conceal crucial information, making
the green claim appear more credible than it actually is.

In the future, I will consider purchasing energy efficient electric appliances
because they produce less pollution.
a For health concerns, I will think about upgrading to environmentally friendly,
< energy efficient electric appliances. (2]

T = . ) . . .
Soon, I intend to get efficient energy efficient electric appliances.

I also advocate purchasing energy efficient electric appliances for others.

1 suggest energy-efficient electric appliances to others due to their positive
environmental image.
I would strongly suggest energy-efficient electric appliances to others due to
8 74 their environmental functionality [2]
= I would urge others to acquire energy-efficient electric appliances due to their
positive environmental impact.
I would recommend energy-efficient electric appliances to others due to their
environmental performance.
There is a possibility that the environmental performance of energy-efficient
electrical appliances will be flawed.
There is a danger that environmentally friendly, energy-efficient electrical
appliances will not function effectively.
o] = There is a possibility that the use of energy-efficient electrical appliances will
R A A% b havteya detrimental impac%}cl)n the environment. . (16, [30]
Utilizing energy-efficient electric appliances might harm my green image or
reputation.
I may be responsible for environmental penalties or damages if I utilize energy-
efficient electrical appliances.

4.1 A5 Z4TH

¥ A9 SPSS 263 AMOSE Fd HelHE EAslth. E¥ KMO #e
0.894(p<0.00), 2918 A Fk(Loading Factor)< 0.6 ©]%}, Cronbach’s a2} -4 41 ] A (Composite
Reliability)< 0.7 ©oldo= JAAHAT. WEEPGAHLS  Hd #4535 (Average Variance
Extraction)®] A<+ gkol A#AFe] #ud A1 fFasttl. =3 CMIN/DF= 1.226, CFI=
0.993, GFI= 0.97, TLI= 0.992, NFI= 0.966, IFI= 0.993, RMSEA= 0.02%2 YElHorm=g,

SARYS Agsich g Aves [ 2], w4 B dde [ 3% 2ok
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[3 2] A B e

[Table 2] Reliability and Validity

EZA = Q90AA 7+  AVE CR  Conbach'sa

2 941 0.756 0566  0.867 0.864
7 942 0.728
a7 9 i Rk 0.743
12 9A 0.789
o3 945 0.743

2@ o] 0.754 0562  0.837 0.836
13 a8 :rLuH,]L:_z 0.753
Fuj o & a3 Fuo = 0.761
SO R 0.731

19 ;Lxdl 0.808 0589 0851 0.85
e I T2 0.77
18 A3 0.763
18 A4 0.726

a3 9% A7h 0.735 0571 0870 0.865
a3 93 A7k 0.766
- jj o S 99 A7k 0.768
1 a2 98 4|74 0.778
a3 917 A2 0.73

Goodness-of-fit: CMIN/DF= 1.226, CFI= 0.993, GFI=0.97, TLI= 0.992,NFI= 0.966, IFI= 0.993,
RMSEA=0.02

[} 3] HHEIA

[Table 3] Discriminant Validity

W 1 2 3 4
1. 29 94 0.752
2. aRFo = <0355 0.750
3. a9 A -0.160 0272 0.767
4. 19 9 A2 0.441 -0.523 -0.246 0.756
* . )1ZHS AVE 3] AlE

42 FZRRY AZ

2 Ao AR B4 HPEE B, CMIN/DF= 1.334, GFI= 0.967, NFI= 0.962, IFI= 0.99,
TLI= 0.988, CFI= 0.99, RMSEA= 0.025% el Ax, 7Fd H1S AQesggde. 23
AL ad FA FoHAHZAT= -0.172, p<0.001) F-AHQ JTFES v A= Ho=
vebsth =4, 7FE H2w AEEAT. 27 94 29 97 A2 fFoi(AE 2 A=
0.445, p<0.001) =40 F&FS P A= A= VERTH A, 7Hd H3S AHE AT
" 91 o el o] fo)$h(H 2 A= -0.144, p<0.05) FA A FFE HA =
Aoz Yerwo UYA, 7Hd H4v= AGEHAY a™- FHE " ) SR
ol gh(d = A= 0.155, p<0.001) 5 ZAQ0 FIFS Vx= o= YRt oAA, 71
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Toll o gk ﬁiﬁ]“’?: -0.429, p<0.001)
Ao A= (R 49 2k

H5= AgsEodnt. 29 99 A4 2"
o2 UeRt 4=

i o,

[E 4] AREA A3

[Table 4] Structural Path

7 A= A% SE CR. p Va4AE A
4 94 - a9 $g Azt 0.445  0.066 8.662 0.000 2 e
a4 9 - - T+ -0.172  0.045 -3.466 0.000 A e
a9 98 - a9 A 9= -0.144  0.057 2.759 0.006 2 e
a9 A9 A — O™ Pl = 0429 0.047 7692 0.000 ey
i R A< e ncl i 0.155  0.055 3.382 0.000 ey
Model fit statistics

CMIN/DF= 1334, GFI= 0.967, NFI= 0.962, IFI=0.99, TLI= 0.988, CFI= 0.99, RMSEA= 0.025
(p<.01, ***p < 001)

, 19 98 A7 2 ad Fujele 1he] Ay #AE
S AFEste] il a3E B TH31] 95% e A1F]
H]i 2000702 F-EAER FES S=33ity Aol A
s B Bow Iy, wi) &zrt

5¢] A¥= 7o) &3 AR gk Al o] BEF 0s
&3k 28 Ao HHEIE -0.0290]2, ¥ A

[Table 5] Mediation Results

95% A= 73t
M A= As 22
Lower Upper

o I e R R L e A

S -0.208%#%* -0.289 -0.147 R b e
I8 - a9 FH - 2 ) 9= -0.029%* -0.066  -0.008 F5 wislas
(p <.01 ** *p < .001)
5. 48
AYATE B3 aARPel I dPel RAAA PP vtk Ao
gralzlon, aAdel ad FAd g Y Az vfaze B o
Folemel FFg wAE Ad @ wEes WAH ATe AP v glck o
el BT aRegel aw pulonel mAL 9%e dATey] 9% 2w
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