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THE EFFECTS OF ENTERPRISES GREEN
MARKETING ON PURCHASE INTENTION
OF CONSUMER-USING MORAL INTENSITY
AS MODERATING VARIABLES

Long-Chuan Lu, Chen-Yu Wang®, Shih-Chieh Chuang, Pei-1 Yu,
National Chung Cheng University, Department of Business Administration
Abstract

According to the Climate change serious of the global warming and PM2.5 cause
harm to health. It leads business circles to bear more social duty and carry out the idea
of ethics indirectly. This study was to discuss the relationship between customer's Green
Marketing, Moral Intensity and Purchase Intention, also the moderating effects between
green marketing and Purchase Intention under the moral intensity. In this study, totally
400 questionnaires were sent out and 361 valid ones were retrieved. Overall response
rate are 90.25%. The result shows that the influence of the green market to purchase
intention is significantly positive, the relationship between moral intensity and Purchase
Intention are significantly positive. There is no moderating effect between green
marketing and Purchase Intention under the moral intensity. This study builds the
structure of consumers' purchase intention about enterprises to promote green marketing
and moral intensity, It not only explain and predict the customer's purchase intention,
but also provide the reference of marketing strategy of green products.

keywords : green marketing, purchase intention, moral intensity.
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