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Abstract  :Recently a major boost up in consumers converting to green consumption has been observed due to accelerating sustainable development. 
Subsequently, the purpose of this study is to analyze the influence of consumption values on green purchase intentions with the mediating role of green 
trust that has remained unexplored and unversed in emerging economies like Pakistan. This study attempts to discuss the theory of consumption and 
evaluates the relationship between consumption values, green trust, green image, and purchase intentions. A quantitative research method was used. A 
questionnaire was used to survey 400 consumers to collect information. This study applied the structural equation model (SEM) using Smart PLS. The 
research reveals that emotional, functional, and social and price values have a significant impact on green trust and witnessed that green trust and 
green image are essential mediators between consumption values (emotional, price, function, and social) and green purchase intentions. Hence, this 
study implies that organizations must retain their green trust by making efforts to maintain consumption values that eventually would help organizations 
to leverage green purchase intentions.  
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———————————————————— 

 

1. INTRODUCTION 
Customers these days are becoming more ecologically 
aware. Consumers are now becoming very sensitive about 
the safety of the environment and their health. According to 
Canan & Ecevit, (2005) consumers want both things in one 
frame. Contrary, they are inclined towards innovation using 
the green product that includes organic food, hybrid 
vehicles, and energy-saving machines. Moreover, the 
demand for green things in the global markets has 
extended, and the consumers are headed for green things 
that are more secured and environmentally friendly. Thus, 
this natural green marketing has become important 
marketing for enterprises (Lampe & Gazda, 1995). 
According to Polonsky, (1995) the factors that include in 
green marketing are the process of production, goods, 
pricing, packaging, supply chain things, and promotional & 
advertising activities. Furthermore, the AMA (American 
Marketing Association) explained green marketing as 
marketing the products safely and in a secure environment 
(Yazdanifard & Mercy, 2011). Therefore, many scholars 
discussed the concept of green marketing with consumption 
value such as emotional value, functional value, price 
value, and social value. The concept of green advertising, 
green trust, green image, and green purchase intention in 
quite a different context. Similarly, Ramkissoon, Nunkoo, & 
Gursoy, (2009) examined the impact of consumption values 
on the image. But they used the destination image as the 
dependent variable. Using the image concerning 
destination is common, however, it is yet to know how the 
image in its relationship with consumption value when 
green marketing is involved. Correspondingly, Chen, 
(2010); Suki & Suki, (2017); Singhal & Malik, (2018) have 
used distinct mediating variables to examine their effects on 
purchase intention including green trust and green image 
as independent variables. Though, there haven’t been 
studies that used all these variables at the same time to 
understand how they affect green purchase intention. Past 
studies have used various theories including the SOR 
theory (Kreidler & Joseph‐Mathews, 2009), theory of 
consumption value (Wang, Han, Kuang, & Hu, 2018), and 
trust transfer theory (Bauman & Bachmann, 2017); 
however, they have not been used in context to green 
marketing thoroughly and neither has been used 
simultaneously in any research concerning the developing 

countries like Pakistan. Additionally, this research will 
evaluate the green purchase intention among the general 
consumers of Karachi, Pakistan so that the generalizability 
of the results can be maximized and a clearer picture 
regarding the mindset of the consumers on the 
environmental issue can be understood and in a more 
applicable sense. The current Study provides value to the 
field of sustainability. The new stance of green consumption 
and the combined viewpoint can be extremely constructive 
and valuable for sustainable growth. Moreover, this 
research is based on the developing country of Pakistan, 
which has steady economic growth at the cost of 
continuous worsening of the ecosystem. Addai-Poku, 
(1997); Christelis, (2013); Dubihlela & meshe, (2016); 
Lekhanya, (2014); Synodinos, (2014) reported that 
previously little work on green marketing has been 
observed in developing regions. The poor response of 
consumers to eco-friendly goods is not a consequence of 
the reluctance of consumers to act and adjust their actions 
to purchase green items, but instead, consumers are 
reluctant to modify their purchasing behavior, despite how 
"natural" goods have been sold and marketed (Rahbar & 
Wahid, 2011). This research has managerial implications 
that can be useful for traders to formulate their business 
strategies. 
 

2. LITERATURE REVIEW 
 
Theory of Consumption Value 
The theory of consumption value emphasizes on the 
consumption values and explain the reason as to why 
consumers buy or not buy or ―consumes or not consume‖ a 
certain product, or why consumers choose a product over 
other products, as well as why consumers choose a brand 
over other brands (Sheth, Newman, & Gross, 1991). The 
theory can be applied to choices that involve a wide range 
of products including non-durables, durables, industrial 
products, and services (Lin & Huang, 2012). There are 
certain types of values included in the theory of 
consumption value. The values include the functional value, 
price value, emotional value, and social value. The 
functional value of a brand or product can be defined as the 
utility that can be obtained from a product's capacity for 
utilities, functions, or their physical attributes (Zhang, Xiao, 
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Samaraweera, Lee, & Ahn, 2010). The social value of a 
brand or product can be defined as perceived utility 
obtained from being associated with the product with one or 
more certain social groups (Jones, 2017). The emotional 
value of a brand or product can be defined as the utility 
obtained from the product or brand's capacity to arouse 
feelings or affective states (Asshidin, Abidin, & Borhan, 
2016). The price value can be defined as the value of the 
product that the consumers perceive the product as having 
in contrast to the price they are paying for it (Terrill & 
Emslie, 2017). 
 
Trust Transfer Theory 
The trust transfer theory asserts that trust can be 
transferred by selling from the platform to the sellers. It is 
mainly used concerning marketing and e-commerce. Past 
researches have shown that the trust might transfer from 
one source to the other and can be transferred offline as 
well as online such as the transfer of trust from the public 
administration to the public and services (Belanche, Casaló, 
Flavián, & Schepers, 2014). Trust towards a bank operating 
offline as well as its banking services online (Lee, Kang, & 
McKnight, 2007). According to the theory of trust transfer, 
the transfer of trust occurs when ―the not known target has 
been perceived as being associated with the source of the 
trust that is transferred‖. Hence, it can be said that the 
transfer of trust is based on the cognitive processes where 
the perceived relationships among the sources of trust 
indicate transfer. Their perceptions of association among 
the sources are usually based on being similar, being close 
and common fate (Cao, Yu, Liu, Gong, & Adeel, 2018). For 
group members, the association among the groups and the 
members might depend on perceived ―entitativity,‖ that 
resulted from the interaction that involves groups like a 
sports team, business partnership establishment, and 
development of social network community (Zhao, Huang, & 
Su, 2019). 
 
Emotional value and green trust 
Emotional rewards include a good experience for 
consumers when they purchase or use a specific brand. 
They add wealth and depth to the brand owning and 
utilizing experience (S. N. Khan & Mohsin, 2017). The 
perceived value of the green product leads to positive 
emotions which explain increased trust in green products 
and purchase intentions. In other terms, if the customer has 
a desire for sustainable consumption, then he or she 
chooses green and fair trade goods (Gil & Jacob, 2018). 
Analogous to the functional value, green product emotional 
value relates to the expected economic usefulness of a 
commodity resulting from product characteristics such as 
longevity, efficiency, and quality (Lin, Lobo, & Leckie, 
2017a). These characteristics build consumer trust in green 
products. Therefore, the study hypothesized that: 

 
H1: Emotional value has a significant effect on green trust. 
 
Functional value and green trust 
Functional benefits are focused on a product feature that 
provides functional utility for the consumer (Zaidi, Yifei, 
Bhutto, Ali, & Alam, 2019). The aim is to choose practical 
advantages that have the biggest consumer effect and 
maintain a competitive role concerning competitors (Zulfikar 

& Mayvita, 2018). Moreover, Woo & Kim, (2019) found that 
consumers consider recycled goods price and standard. In 
reality, price and product quality are some of the most 
significant factors customers consider when buying green 
goods and it also affects their trust in green products. 
Therefore, the study proposed: 
 
H2: functional value has a significant effect on green trust. 
 
Price value and green trust 
Price value has been defined as consumer’s perspective 
regarding the product that their desired goals and feelings 
have been fulfilled by paying a certain amount of price for 
the particular product (Subawa, Widhiasthini, & Mimaki, 
2020). Similarly, Y.-S. Chen, Lin, & Weng, (2015); Zaidi et 
al., (2019) revealed that price value was significant towards 
green trust and consumers when consumers were getting 
their desired goals by paying a certain amount than it 
increased their green trust. Correspondingly, Su, Zhang, Li, 
& Li, (2018); Zulfikar & Mayvita, (2018) identified that the 
price value factor helped consumers in increasing their trust 
towards the green products and enhanced their 
relationship. Therefore, this study has hypothesized that: 
 
H3: Price value has a significant effect on green trust. 
 
Social value and green trust 
Social value is calculated on the imagery of the option 
profile. Social values, besides, are not simply an economic 
dimension and involve many principles such as dignity, 
rank, and popular sense of belonging (Altabbaa & Ors, 
2019). Likewise, social value is very important for the 
formulation and creation of attitudes to contribute to green 
buying behavior, as an individual has a very powerful 
influence on the degree of influence of relatives, peers, and 
social status (Lam et al., 2016).  Chuah, El-Manstrly, 
Tseng, & Ramayah, (2020) stated that if any of the 
relatives, friends, or peers are using the green product it will 
eventually increase the trust of an individual in green 
products. Therefore, the study hypothesizes: 
 
H4: Social value has a significant effect on green trust. 
 
Emotional value and green image 
The concept of emotional value refers to the feelings and 
such states that a particular brand or product has a high 
emotional meaning in their perspective and the product 
highly fulfills their desired goals (Arslanagic-Kalajdzic & 
Zabkar, 2017). Besides, S. N. Khan & Mohsin, (2017); J.-S. 
Lee, Hsu, Han, & Kim, (2010) stated that when a consumer 
was found having an emotional value regarding a particular 
product or was attached closely than it increased their 
perspective and green image towards it. Hence, this study 
has hypothesized that: 
 
H5: Emotional value has a significant effect on the green 
image. 
 
Functional value and green image 
The functional value is what determines the consumer's 
preference for the most part. This function relates to the 
perceived utility of a good or service to achieve functional or 
physical efficiency resulting from qualities such as 
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longevity, reliability, and price (Ismail, 2017). Lin, Lobo, & 
Leckie, (2017b) consider that certain customers worry 
about the deterioration of the ecosystem sufficiently that 
they can pay extra for green goods. Additionally, a report by 
Sangroya & Nayak, (2017) indicates that when purchasing 
recycled goods, customers contemplate the price and 
quality. The functional interest (price) impacts green goods 
purchasing and build a positive green image in the mind of 
consumers (J. Yang, Guan, Xia, Jin, & Li, 2018). Hence, the 
study proposed: 
H6: functional value has a significant effect on the green 
image. 
 
Price value and green image 
A customer can either be the ultimate user of the finished 
product, or a company that buys finished product 
components (J. Wang, Wang, Xue, Wang, & Li, 2018). This 
is the buyer who wants to fulfill a need or collection of 
requirements by purchasing a single product or group of 
products. The consumer also uses various measures to 
assess how much they are prepared to invest or the 
amount they can pay (Yin, Du, & Chen, 2020). According to 
Suhud & Willson, (2019) price justice of renewable goods 
raises the consumer's eco identity and purchasing 
intentions considerably. De Medeiros, Ribeiro, & 
Cortimiglia, (2016) found that customers' willingness to pay 
more for green goods has increased as the questions 
regarding sustainability issues have raised. Hence, the 
study hypothesized: 
 
H7: Price value has a significant effect on the green image. 
 
Social value and green image 
The Green Aspect raises social value understanding (Xie, 
Zhu, & Wang, 2019). According to Widyastuti, Said, 
Siswono, & Firmansyah, (2019) the green perceived value 
is most significant for green users. Many consumers care 
about their purchases, for them, the green products they 
buy must be accepted in their social environment (Boenigk 
& Möhlmann, 2016). If a company is inadequately 
implementing production activity against the society so 
there will exist a detrimental event such as conflict or 
disappointment (Mohd Suki, 2017). Thus the study 
hypothesized: 

 
H8: Social value has a significant effect on the green 
image. 
 
Green image and green purchase intentions  
The green image is explained as a set of perceptions 
regarding a brand in the mind of consumers which is linked 
with environmental commitment and concerns. Based on 
the perceptions of customers towards a store image, the 
formation of a green image can be derived. The green 
image can be demonstrated as a function of a salient green 
attribute (Jeong, et al., 2014). Perceptions of customers 
about the green image can be measured by green practices 
which are significant in evaluating the greenness of an 
organization. Green purchase intentions (GPIs) are 
explained as the willingness and capability of an individual 
to allocate preference to products that have eco-friendly 
features over traditional products (Rizwan, et al., 2014). As 
the green brand image is the set of perceptions in the mind 

of consumers related to the environmental commitments of 
a brand, and GPI is the ability to buy products having 
environmental-friendly features, this discussion led to the 
hypothesis:  
 
H9: Green image has a significant effect on green purchase 
intentions  
 
Green trust and green purchase intentions  
The trust exists when one of the parties has confidence in 
the integrity and reliability of the other party. Green trust is 
explained as a willingness to depend on the service, or a 
product based on the expectations and beliefs which result 
from its credibility, benevolence, and ability to improve 
environmental performance (Chen, 2010). Trust has also 
explained as the beliefs and expectations of customers that 
the brand is dependable and can be relied upon to deliver 
on its promise. Environmental awareness helps consumers 
to develop pro-environmental behaviors. Trust is a key 
predictor of the willingness of customers to purchase 
products (McKnight, et al., 2002). Trust also makes 
customers manage the perceived risks and this affects their 
purchase intentions. Research has demonstrated that the 
trust of consumers positively impacts their purchase 
intentions (Limbu, et al., 2012). Thus this discussion led to 
the hypothesis: 

 
H10: Green trust has a significant relation with green 
purchase intentions  
 
Emotional value, green purchase intention, and green 
trust 
The green purchase intention is based on the trading of 
harmless products that are considered eco-friendly (Y. K. 
Lee, 2017). Similarly, Choo & Park, (2013) the involvement 
of green trust helped in increasing the effect of emotional 
value towards green purchase intention. When consumers 
buy environment-friendly products then it increases their 
emotional value (Cho & Song, 2017). Consequently, it 
increases the purchasing power of such products mediating 
through green trust because consumer highly trusts on the 
consumption of that product that eventually increases the 
attitude (Wu, Cheng, & Ai, 2018). Hence, this study 
hypothesized that: 

 
H11: Emotional value has a significant effect on green 
purchase intention with the sequential mediation of green 
trust. 
 
Functional value, green purchase intention, and green 
trust 
The purchase intention is one of the most researched 
factors in the field of marketing with researchers constantly 
evaluating the factors that are significant in triggering the 
purchase intention (Nystrand & Olsen, 2020). Functional 
value can be said to have a significant relationship with the 
purchase intention as customers are likely to assess the 
functional value they achieve when they consume the 
product (Altaf, Perumal, & Hussin, 2017), however, when 
the environmental factor is involved, the trust towards the 
brand and the attitude of the customers also play an 
important part (S. N. Khan & Mohsin, 2017). The 
relationship between the functional value and purchase 
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intention has been found significant in various studies 
(Adhitiya & Astuti, 2019). Therefore, the study hypothesized 
that: 

 
H12: Functional value significantly affects the green 
purchase intention with the sequential mediation of green 
trust. 
 
Price value, green purchase intention, and green trust 
The price value of a brand or product seems to provide the 
perceptions to the customer regarding the value it provides 
(J. Wang et al., 2018). Customers tend to purchase 
products even at higher prices if it provides the value 
against the price they are paying (Jacobs, Petersen, 
Hörisch, & Battenfeld, 2018). The role of green trust 
however has to be kept into account as the customers that 
are concerned about the environment might pay more for 
the green products or brands (Yin et al., 2020). Studies 
have evaluated the relationship between the price value 
and green purchase intention (Lam et al., 2016). Hence the 
study hypothesized that 
 
H13: Price value significantly affects the green purchase 
intention with the sequential mediation of green trust. 
 
Social value, green purchase intention, and green trust 
Social value plays an important in the decision-making of a 
person (Altaf et al., 2017). It would make people take 
decisions or make purchases that might make them more 
acknowledged or appealing in their social surroundings 
(Chirumbolo, Leone, & Desimoni, 2016). It can be one of 
the main determinants when a person aims to purchase any 
brand or product as it helps them in becoming more 
acceptable in their surroundings (S. Yang, Jiménez, 
Hadjimarcou, & Frankwick, 2019). Involving the green factor 
in the model would mean the customers would use or 
purchase products that they perceive to be environment 
friendly so that they will be more acceptable socially. The 
role of green trust is also essential in the relationship (Ajitha 
& Sivakumar, 2017). Therefore, the research has 
hypothesized that: 
 
H14: Social value significantly affects the green purchase 
intention with the sequential mediation of green trust. 
 
Emotional value, green purchase intention, and green 
image 
The aspect of a green image refers to a perspective that 
such a brand or product provides proper environmental 
commitments that include all concerns (Ryu, Han, & Kim, 
2008) and positive environment feelings (J. Wang et al., 
2018). Moreover, Hunter, (2006) pointed out that when 
consumers engage in emotional value than it affects their 
green purchase intention because of green image and the 
consumer develops a positive feeling towards the product 
that eventually benefits the environment (Cheng & Lu, 
2013). So, this study hypothesized that: 

 
H15: Emotional value has a significant effect on green 
purchase intention with the sequential mediation of a green 
image. 
 
 

Functional value, green purchase intention, and green 
image 
The functionality of the product or brand can result in the 
customers purchasing or using them (Ahn & Back, 2019). 
The more the benefits and useful features the product 
provides the more likely the consumer intention to purchase 
them (Salehzadeh & Pool, 2017). The functional value can 
significantly increase the purchase intention of the 
consumers when the green factors such as image are 
included (Nabilla, 2019). Studies have found a significant 
relationship between functional value and green purchase 
intention (Han, Hwang, Lee, & Kim, 2019).  Hence, the 
study proposes the following hypothesis: 
 
H16: Functional value significantly affects the green 
purchase intention with the mediation of a green image. 
 
Price value, green purchase intention, and green image 
The aspect of price value had been defined as those 
products or services that had been based on a reasonable 
price, provides effective value, and be economical as well 
(Powers, Jack, & Choi, 2018). It has been identified that the 
presence of the green image helped the consumer in 
understanding the aspect of price value that it provides 
proper value (Lien, Wen, Huang, & Wu, 2015) and then as 
a result significantly affects towards green purchase 
intention (Chiang & Jang, 2007). Besides, price value 
means the consumer had been getting effective money for 
value services which helped in affecting green purchase 
intention by mediating through the green image (Jin, Lee, & 
Lee, 2015). So, this study hypothesized that: 
 
H17: Price value has a significant effect on green purchase 
intention with the sequential mediation of a green image. 
 
Social value, green purchase intention, and green 
image 
The basic concept of social value has been based on mixed 
feelings regarding a place that refers to high meaning and 
respect that can be important for culture or community 
(Dans & González, 2019). Also, the presence of the green 
image from the perspective of the consumer has been 
identified as necessary because it helped in developing a 
relationship between social value and green purchase 
intention (J. Kang & Schrier, 2011). Additionally, social 
value regarding a product might help in affecting green 
purchase intention because of mediation factors like green 
image (Kim, Sun, & Kim, 2013) because it provides 
environment-friendly aspects (Gärling, Fujii, Gärling, & 
Jakobsson, 2003). Therefore, this study hypothesized that: 
 
H18: Social value has a significant effect on green 
purchase intention with the sequential mediation of a green 
image. 
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Figure-01: Conceptual Framework 

 

3.METHODOLOGY 
 
Research Design  
The research design applied in this study is quantitative 
research. Quantitative research comprises the use of 
statistical, computational, and mathematical outcomes. 
Quantitative research tries to quantify the problem being 
studied. The quantitative result is associated with data that 
is numerical of which can be easily converted into numbers. 
Statistical techniques are used for analyzing and 
interpreting data (Saunders, et al., 2009). The deductive 
approach is used to study the impacts of consumption 
values on green purchase intentions and the mediating role 
of green trust and green image. Deductive reasoning 
comprises hypothesis development based on the current 
theory and then designed to test the hypothesis of the 
study. Deductive reasoning initiates from the specific and 
steps towards the general (Bell, et al., 2018). Thus, this 
study begins with a persuasive social theory and then tests 
its consequences with data. Therefore, deductive reasoning 
is applied to test whether consumption values have any 
impact on green purchase intentions and if green trust 
mediates the bond between the two variables.  
 
Data Collection 
In this research, data is collected from primary sources. A 
survey questionnaire was used for collecting primary and 
first-hand data. A questionnaire was used to survey and 
execute quantitative research to collect data. Some of the 
key benefits of using a survey are that they are 
inexpensive, efficient, and allowed us to collect data from 
potential respondents. The most significant part of the 
survey was creating questions that accurately measured 
the experiences, opinions, and behaviors of the 
participants. A close-ended questionnaire was developed in 
this research using a 5-point Likert scale to measure the 
attitudes and opinions of respondents about green 
purchase intentions. In close-ended questions, the choice 
of options was predefined and demonstrated the reaction of 
respondents to each question (Fisher & Buglear, 2010). In 
this study, a close-ended questionnaire was used with 
some demographic questions about the respondents and 
37 questions embraced different variables. In this research, 
the sample size of 400 was considered. The sample size 
included consumer’s genders, varying age groups, 
educational levels, monthly income, experiences, 

designations, and firm size. In this study, a convenience 
sampling method was used. Convenience sampling is a 
non-probability sampling approach in which the researcher 
approaches those participants who are easily accessible. It 
is the most commonly used sampling approach as it is fast, 
cost-effective, and uncomplicated (Bell, et al., 2018). Thus, 
in this research convenience sampling is applied to 
estimate the perceptions of consumers about green 
purchase intentions and the mediating role of green trust 
and green image.  
 
Empirical Analysis 
For analyzing data in this study, Smart PLS was used. As 
compared to other software, Smart PLS allows 
simultaneous testing of construct relationships with multiple 
variables. Reliability analysis was also used to evaluate the 
Cronbach-alpha values of each item through variance-
based structural equation modeling (SEM) to use the partial 
least squares path modeling approach for the outcomes.  
 

4. RESULTS AND FINDINGS 
Table-01 shows the demographics of the respondents. 
Most of the respondents who filled the questionnaire were 
females (53.6%) and only 45.7% were males. The people 
who filled the questionnaire belonged to different age 
brackets. Around 38.2% were below the age of 25, 32.5% 
were from 26-30 years, 24.1% were from 31-35 age groups 
and around 4.5% were above the age of 35 years. Most of 
the respondents who filled the questionnaire were 
graduates (38.2%) followed by under-graduates (32.8%), 
post-graduates (26.1%), and others (2.2%). The highest 
income of the respondent was more than 40,000 (41.9%) 
followed by less than 20,000 (31.8%), 30,000 – 40,000 
(23.1%) and 20,000 – 30,000 (2.5%). Around 35% of the 
respondents belonged to positions other than those 
mentioned. Around 41.9% were managers, 8.9% were 
assistant managers and 2.7% were executives. Most of the 
respondents belonged to a firm with less than 100 
employees (34.5%) followed by 36.2% with a size of 201-
300, 20.6% with a size of 101-200, and 7.9% with a firm 
size of more than 300 employees. Around 61.5% of the 
firms had an experience of 5-10 years, 31.5% had an 
experience of fewer than 5 years and 6.2% had an 
experience of 10-15 years.  

 
Table-01: Demographics of the Respondents 

Questions  Options Frequency Percentage  

Age 

Below 25 154 38.2% 

26-30 131 32.5% 

31-35 97 24.1% 

Above 35 18 4.5% 

Gender 
Male 184 45.7% 

Female 216 53.6% 

Educational 
Level 

Under-Gradates 132 32.8% 

Gradates 154 38.2% 

Post-Graduate 105 26.1% 

Others 9 2.2% 

Monthly Income 

Less than 20,000 128 31.8% 

20,000 – 30,000 10 2.5% 

30,000 – 40,000 93 23.1% 

More than 40,000 169 41.9% 

Position 

Assistant Manager 36 8.9% 

Executive  11 2.7% 

Manager 169 41.9% 

Others 141 35% 
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Firm Size 

Less than 100 139 34.5% 

101-200 83 20.6% 

201-300 146 36.2% 

More than 300 32 7.9% 

Firm Experience 

Less than 5 years 127 31.5% 

5-10 years 248 61.5% 

10-15 years 25 6.2% 

 
Blindfolding Test 
This research involved the application of SEM to confirm 
the adequacy of the constructs in the model. Smart PLS 
was applied for statistically examining the constructs. For 
the measurement model, all the latent constructs were filled 
by their respective measurement items. The figure below 
shows the blindfolding test which is a sample re-use 
approach that systematically deletes the data points and 
offers a prognosis of the original values. Figure-02 
illustrates price value, emotional value, functional value, 
and social value predict green image and green trust. Thus, 
green image and green trust, in turn, predict consumer’s 
green purchase intentions. 

 
 

Figure-02: Model of the study 
 

Reliability  
Cronbach’s Alpha was applied to measure the reliability of 
the instrument. A total of 7 constructs were used in this 
study. The values of Cronbach’s alpha were observed for 
all the constructs and they were found to be in the range of 
0.85 – 0.95 which is considered as ideal. All the alpha 
values satisfy the minimum requirement of 0.70. Similarly, 
the values of AVE have also exceeded 0.5 and are 
observed in the range of 0.63 and 0.87. Table-02 
demonstrates the reliability of the construct. 

 
Table-02: Reliability of the construct 

 

Construct 
Cronbach'

s Alpha 
rho_

A 

Composit
e 

Reliability 
AVE 

Indicator
s 

Green 
Trust 

0.875 0.890 0.914 0.726 

GT1 

GT2 

GT3 

GT4 

Emotional 
Value 

0.906 0.926 0.931 0.731 

EV1 

EV2 

EV3 

EV4 

EV5 

Functiona
l Value 

0.939 0.944 0.954 0.806 

FV1 

FV2 

FV3 

FV4 

FV5 

Green 
Image 

0.866 0.885 0.902 0.650 

GI1 

GI2 

GI3 

GI4 

GI5 

Green 
Purchase 

0.900 0.931 0.929 0.731 

GPI1 

GPI2 

GPI3 

GPI4 

GPI5 

Price 
Value 

0.946 0.947 0.959 0.824 

PV1 

PV2 

PV3 

PV4 

PV5 

Social 
Value 

0.865 0.891 0.909 0.718 

SV1 

SV2 

SV3 

SV4 

 
Table-03: Hypothesis Testing 

 

Hypothesis Path 
β-
value 

t-
value 

p-
value 

Status 

H1 
EV → Green 
Trust  

-0.05 0.43 0.666 Rejected 

H2 
FV → Green 
Trust  

0.09 0.58 0.375 Rejected 

H3 
PV → Green 
Trust  

0.50 4.11 0.000 Accepted 

H4 
SV → Green 
Trust  

0.44 2.67 0.008 Accepted 

H5 
EV → Green 
Image 

-0.29 1.91 0.056 Rejected  

H6 
FV → Green 
Image 

0.16 0.69 0.510 Rejected 

H7 
PV → Green 
Image 

0.14 0.56 0.573 Rejected 

H8 
SV → Green 
Image  

0.85 6.45 0.000 Accepted  

H9 

Green Trust 
→ Green 
Purchase 
Intentions 

0.84 7.97 0.000 Accepted 

H10 

Green Image 
→ Green 
Purchase 
Intentions  

0.05 0.43 0.661 Rejected 

 
Table-03 illustrates the hypothesis summary, t-values, and 
significant values. From a total of 10 hypotheses, only 4 
hypotheses were accepted and 6 were rejected. The 
hypothesis was accepted based on their t-values <2. The 
summary demonstrates that price value has a significant 
effect on green trust (β=0.50, p=0.00). The model also 
demonstrates that social value has a significant effect on 
green trust (β=0.44, p=0.00). This shows that the 
relationship between price values on green trust is stronger 
than social value. The model also demonstrated that social 
value has a significant effect on the green image (β=0.85, 
p=0.000). Moreover, there is also a significant relationship 
between green trust and green purchase intentions. Hence, 
green trust impacts the green purchase intentions of 
customers (β=0.84, p=0.000). 
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5. CONCLUSION 
This research tested the impact of different consumption 
values on green purchase intentions with the mediation of 
green trust, and green image. By collecting 400 
questionnaires from the consumer, it is concluded that price 
value is positively associated with green trust. Moreover, 
social value is also positively and significantly related to 
green trust. Though, there is no effect of emotional value 
and functional value on green trust. The study also 
demonstrates that social value has a significant effect on 
the green image. Similarly, there is also a significant 
association between green trust and green purchase 
intentions. This research contributed to literature in different 
ways such as this research recalled the idea of 
consumption theory to further broaden the literature 
available on green purchase intentions and to test if 
consumer values are beneficial to strengthen green trust 
and green image. Moreover, the novelty of this research is 
to explore the moderating role of green trust. Therefore, 
there are different implications to this study. The first 
implication is that the impact of values (price and social) on 
green trust and green image implies that product 
performance lies at the core in strengthening the trust of 
customers in green products. If organizations want to 
develop green trust among consumers, they must focus on 
the price and social aspects of the product. Social value 
has a significant impact on green trust which shows that 
organizations must grab the opportunity to focus on the 
social and environmental effects of their products to 
increase the trust of their potential consumers in green 
products. However, there is encloses a certain limitation. 
One of the limitations is that the research was conducted in 
Karachi city of Pakistan thus, its results cannot be 
generalized for other cities in Pakistan. Future research can 
be conducted considering other cities and add a cultural 
aspect to the model. Other variables can be added in future 
research such as green perceived risk and green word of 
mouth to evaluate consumer’s green purchase intentions. 
Moreover, this model can be applied to other products such 
as organic food items, soaps, detergents, and so on.  
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