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Abstract 

Purpose: The aim of this study is to construct a conceptual framework of external cues influencing 

Chinese online consumers' green consumption intentions, identifying the key external cues and 

mediating variables involved. 

Design/methodology/approach: This study used the literature review and logical deduction 

methods to construct a conceptual framework of external cues influencing Chinese online 

consumers' green consumption intention. 

Findings: This study constructs a conceptual framework based on the S-O-R model. It takes 

external cues (positive green eWOM, green certification, Country-of-origin green image, Product 

green information presentation formats) as the independent variable, perceived value, and 

perceived authenticity as the mediating variables in the framework to reflect the psychological 

changes of Chinese online consumers, and consumers’ intention to buy as the dependent variable 

to indicate consumers' convergent responses. 

Practical implications: The findings of this study provide valuable insights to e-commerce 

platforms and e-commerce sellers, enabling them to develop targeted online green marketing 

strategies. 

Originality/value: This study identifies positive green e-word of mouth, country-of-source green 

image, green certification, and green product information presentation formats as external cues 

and identifies perceived value and perceived authenticity as mediator variables to explore the 

influence of multiple external cues on online consumers' willingness to consume green in China. 
 

Keywords: Green consumption intention, Chinese online consumers, external cues 

 

Classification: Conceptual paper 

 

1. Introduction  

As industrialization and urbanization continue to surge, society faces mounting ecological 

challenges, encompassing pollution, resource depletion, and climate change (Jiang et al., 2024). 

These pressing global challenges have spurred the emergence of green consumption, wherein 

consumers are increasingly concerned about green products and services in their purchasing 

decisions (Sharma et al., 2022). Such choices consider not only personal benefits but also the 

broader impact on the environment and the well-being of future generations (Shiel et al., 2020). 
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Over the preceding decades, China, recognized as the world's largest emerging economy, has 

experienced an unparalleled surge in industrial and economic growth, albeit, regrettably, 

accompanied by significant environmental degradation and constraints on vital resources (Li et al., 

2022; Ma and Zhu, 2024). China has issued many relevant guidelines and specific programs to 

promote green living among its residents in recent years (Jiang and Gao, 2023). For example, a 

comprehensive promotion of green transformation across all aspects of consumption, including 

diet, clothing, housing, and transportation, is essential (NDRC, 2022). 

Green consumption represents a form of consumer behavior that is defined by its focus on 

conserving resources and prioritizing environmental protection. (De Silva et al., 2021; Naini et al., 

2024). While green consumption alone may not offer a definitive solution to environmental 

problems, shifts in consumer intentions within consumption patterns are integral to the pursuit of 

environmental sustainability (Singh and Pandey, 2018). Consumption intention, representing a 

consumer's subjective determination before making consumption decisions, holds substantial 

predictive power for actual consumption behaviors (Tong et al., 2023). 

As the leading global online retail market, China's online retail sector encompasses significant 

economic value and immense environmental importance. Since 2009, the scale of China's e-retail 

transactions has been increasing annually at an average rate of 41.38%, rising from USD 37.59 

billion to an astonishing USD 1,929.942 billion in 2022 (Figure 1). The scale of China's online 

shopper base has expanded from 89 million in 2009 to 884 million in 2023, showcasing the 

market's enormous potential (Figure 2). 
 

 
Source: China Statistical Yearbook (2010-2023) 

Figure 1 China E-tailing Market Size and Growth Rate (2009-2022) 

0

20

40

60

80

100

120

0

2000

4000

6000

8000

10000

12000

14000

16000

18000

20000

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

re
tu

rn
 r

at
e

(%
)

v
o
lu

m
e 

o
f 

tr
ad

e
(b

il
li

o
n

)

Year
volume of trade (billion) return rate



Global Business and Management Research: An International Journal 

Vol. 16, No. 4 (2024) 
 

 

79 
 

 

Source: CNNIC Statistical Surveys on Internet Development in China（2010-2024） 

Figure 2 China online shopping user scale and Growth rate (2009-2023) 
 

The concept of "green consumption" was originally introduced by the International Organization 

of Consumers (IOGC) in 1963, where it was framed within the context of consumers' 

environmental responsibility. This approach to consumption involves steering clear of products 

that cause environmental harm during their production, use, and disposal (Elkington and Hailes, 

1988). It centers on the principles of resource conservation and environmental stewardship (Yan 

et al., 2021).  

The convenience, extensive product range, and efficient logistics of e-commerce platforms lead 

60.78% of Chinese consumers to prefer purchasing low-carbon products from platforms like 

Jingdong, Taobao, and Jinduoduo, significantly outnumbering traditional retail and social e-

commerce platforms (Syntao, 2023). The growing dominance of e-commerce in consumer goods 

sales increasingly prompts a critical assessment of its green impacts (Kabaja et al., 2023).  

In China's e-commerce retail market, green consumption still faces a series of significant obstacles 

(MOFCOM, 2023). These barriers include limited consumer awareness of green products 

(CCICED, 2023), insufficient available information on green practices (iRsearch, 2023), and 

potentially higher costs associated with green goods (Huang et al., 2023). The level of green 

consumption awareness among Chinese online shoppers remains an area that requires significant 

improvement (MOFCOM, 2023). While the general public's awareness hovers around 50%, there 

is ample room for enhancement, particularly compared to the well-established eco-conscious 

consumer markets in Europe and the United States (Gao et al., 2022). 

Additionally, the fragmented nature of China's green standard certification system adds complexity 

to the expansion of green consumption in this rapidly developing market (Jiang and Gao, 2023). 

The "2023 China Sustainable Consumption Report" shows that "it is difficult to recognize whether 

a product is green or not" "the price is high," and "the choices of green products are limited" are 

the main reasons why Chinese consumers have not bought green products in the past two years 

(Syntao, 2023). 
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To address this, this research constructs a conceptual framework to explore how external cues 

influence Chinese online consumers' green consumption intentions, particularly within China’s 

rapidly expanding e-commerce context. The research is based on the Stimulus-Organism-

Response (S-O-R) model, selected for its effectiveness in revealing the psychological processes 

that drive consumer behavior, influencing green consumption intentions. Consumers rely on 

externalc cues as internal cues are not fully available in online shopping (Fei et al., 2021). 

Therefore, this study focuses on the influence of external cues. Based on the cues utilization theory, 

external cues are cues that do not belong to the product itself (Kukar-Kinney & Xia, 2017; L. Li 

et al., 2020). This study focuses on the effects of external cues such as positive green electronic 

word of mouth (eWOM), country-of-origin green image, and product green information 

presentation formats on Chinese online Consumers' green consumption intention. 
 

2. Literature Review  

2.1 Green consumption intention 

Green consumer behavior is defined as consumers' choices, preferences, purchase intentions, and 

willingness to buy products that are environmentally beneficial throughout their life cycle, or that 

mitigate environmental harm and reduce resource usage, as described by Tang et al. (2023). 

Additionally, it encompasses consumers' willingness to recommend such products to others (Tang 

et al., 2023).  

Academics have extensively explored the antecedent variables of green consumption willingness, 

mainly including the following ideas: first, portraying the characteristics of green consumers and 

exploring the psychological path of green consumption willingness formation (Barbarossa and De 

Pelsmacker, 2016; Confente et al., 2020; Dixon and Mikolon, 2021). Secondly, consumers are 

refined based on individual characteristics, and corporate marketing and social marketing 

strategies that can drive green consumption behavior are discussed (Costa Pinto et al., 2014; Sun 

et al., 2019; Wang et al., 2021). Third, some scholars explore the impacts of social norms (Roh et 

al., 2022), eco-labeling (Dekhili and Nguyen, 2021), media and advertisements (Testa et al., 2021; 

Zhao et al., 2024), environment (Chen and Lee, 2015). 

 

2.2 Country-of-origin image 

Country-of-origin image is defined as the perception or stereotype that consumers have in mind 

about products from a specific country. The country-of-origin image of a brand contributes to the 

positive or negative perception toward the brand (Roth and Romeo, 1992). For instance, products 

from developed countries are perceived to be of high quality, while those from developing 

countries are perceived to be of low quality (Lee and Nguyen, 2017). The stereotypes about foreign 

products are more likely to arise when the product is culturally distinct and involves a high level 

of consumer engagement (Luis-Alberto et al., 2021; Septianto et al., 2020). Therefore, country-of-

origin image can influence consumer behavioral intentions (Souiden et al., 2020). 

Consumers in developed and developing countries have different perceptions of product origin 

(Rashid and Byun, 2018). Consumers in developed countries often favor domestic products, driven 

by a belief in the superior quality of their country's goods and influenced by emotional factors such 

as national pride and ethnocentrism (Auger et al., 2010). 

However, consumers in developing countries tend to favor imported green products over local 

equivalents (Cakici and Shukla, 2017; Maruyama and Wu, 2014). Their preference is influenced 

more by personal factors such as income, gender, and product familiarity rather than emotional 

factors such as national pride or ethnocentrism (Achabou et al., 2023), which are more prevalent 
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among consumers in developed countries. This distinction underscores the complexity and 

variability of consumer behavior based on product origin and ecological considerations across 

different global contexts (Achabou et al., 2023). 

 

2.3 Electronic word of mouth 

Many scholars have carried out eWOM research, mainly focusing on the following aspects. The 

first aspect is the perspective of the disseminator of eWOM information. The credibility, 

relationship strength, and homogeneity of eWOM information sources affect the usefulness and 

attitudes of consumers to eWOM (Hussain et al., 2017; Kim et al., 2018). At the same time, 

Attribution Theory mediates the impact of review valence on perceived credibility (Chiou et al., 

2018; Remeir and Benkenstein, 2018). An important factor affecting eWOM communicators' 

credibility is the motivational attribution of the releasing information (Lee and Youn, 2009).  

Secondly, the impact of the characteristics of eWOM contents on recipients. The attributes of 

eWOM contents mainly include information quality, eWOM valence, completeness, and quantity  

(Nieto et al., 2017). The quality of eWOM has an essential impact on the usefulness of information 

(Jimenez and Mendoza, 2013; Jyh-Shen et al., 2018). The valence of eWOM significantly affects 

consumers' perceived reliability and willingness to shop (Lin and Xu, 2017). Still, the influence of 

the number of eWOM on sales is higher than eWOM valence (Rosario et al., 2016).  

Thirdly, the degree of response of recipients to eWOM will vary due to individual differences. 

Individuals' involvement in the product, their level of knowledge, the homogeneity between the 

senders and receivers, and the strength of the social relationship between the eWOM receiver and 

the senders will all have an impact on the effect of eWOM (Teng et al., 2014).  

 

2.4 Green certification 

Green certification, a pivotal strategy for sustainable development, has gained prominence as 

governments around the world emphasize green practices (Fan et al., 2022; Pretner et al., 2021). 

With a growing awareness of health and environmental concerns, consumers prefer products with 

green certification (Delmas and Gergaud, 2021). Many countries have implemented green 

certification programs to assist consumers in making informed, environmentally responsible 

choices, ensuring product quality and environmental friendliness (Luca et al., 2018). These 

programs also encourage corporate engagement in green product innovation (Shamsi and Siddiqui, 

2017; Karthik et al., 2018).  

Globally, there are over 460 green product labels related to green certification exist globally 

(Yokessa and Marette, 2019). Some of the government-supported entities are as follows: f the US 

Green Seal Certification, the EU Ecolabelling Committee, and Germany's Blue Angel Ecolabel 

(Gao et al., 2020). Green certification is crucial not only for promoting healthy, eco-friendly 

consumer choices (Wong & Lai, 2024) but also for preventing negative ecological and health 

impacts that can arise from non-compliant practices (Sarah, 2020). Green certification positively 

influences sales and facilitates the marketing of certified products (Li & He, 2024).  Thus, green 

certification is crucial for bridging green production and consumption. 

 

2.5 Product green information presentation formats 

How product details are shown on platforms like social media and websites is known as product 

information presentation (Fan et al., 2024). In the same way, green information presentation 

focuses on how environmentally related product details are displayed online. In online retail, 

displaying products effectively entices consumers to visit the website and helps them make 
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purchasing decisions without physically interacting with the product (Purohit and Srivastava, 

2001; Yoo and Kim, 2014). With the advancement of technology, online product information 

presentation can be presented using a variety of methods, mainly short video messages (Petit et 

al., 2019), image and text messages (Li et al., 2016), real-time video displays, etc. 

The environmental characteristics highlighted in product display details, such as images on e-

commerce platforms, have increasingly become a key element in boosting consumers' 

consumption intention (Ma et al., 2022). expanding the section dedicated to green information on 

the sales page and presenting details about the product's green production process through videos, 

images, and other visual means can effectively communicate these attributes to consumers (Roy 

et al., 2019). For products that are widely sold, sellers should focus on enhancing the depth and 

variety of green information presented on the product detail pages of e-commerce websites (Wu 

et al., 2024). Live streaming, as a video and audio form of product green information presentation, 

not only dynamically displays the green information of products, but also socially influences 

people's psychological behaviors, which promotes green consumption decisions in different 

categories displayed in live streaming (Huo et al., 2024). Compared with textual and pictorial 

information, live streaming provides an immediate display of product information, thus effectively 

conveying the green message of the product (Wu et al., 2024). 

 

2.6 Perceived authenticity 

Authenticity, meaning 'original' and 'real,' was first used in the museum, but there is no academic 

consensus on its connotations. Grayson et al. (2014) argue that authenticity consists of the 

following two types: indexical authenticity and iconographic authenticity. Authenticity 

encompasses both the objective properties of an item and the subjective evaluation of an item by 

an individual in a given situation (Kumar and Kaushal, 2021). Perceived authenticity, as mentioned 

in this study, refers to the consumer's subjective perception of a product or service in a particular 

problem. 

So far, some scholars have focused their research on perceived green product authenticity, and the 

academic community has yet to arrive at a unified definition of the concept of perceived green 

authenticity (Le et al., 2022). Green product authenticity into the following two parts (Wang et al., 

2023): first, objective authenticity, i.e., the actions of green products confer authenticity to their 

promises; second, constructed authenticity, i.e., the subjective judgment of consumers on whether 

the actual actions deliver on their promises, during which consumers can initially process 

information based on the information material they have, which inevitably carries their subjective 

colors (Pelet et al., 2020).  

 

2.7 Perceived value 

Perceived value has been a focal point of extensive research due to its widely acknowledged role 

as the primary determinant of consumers' purchase intentions (Khan and Mohsin, 2017). The 

concept of perceived value was initially introduced by Zeithaml (1988), who posited that it 

constitutes consumers' comprehensive evaluation of the equilibrium between the benefits and 

sacrifices associated with a product. Woodruff (1997) further refined this concept, defining 

perceived value as consumers' preferences and assessments of product attributes and performance. 

On the other hand, green perceived value extends this notion to encompass consumers' holistic 

evaluation of the balance between what they invest and gain from a product or service, considering 

their environmental goals, sustainability standards, and preference for green alternatives (Ariffin 

et al., 2016; Chen and Chang, 2012). As consumers are inherently value-driven, perceived value 
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shapes their purchase intentions. Understanding its role, businesses focus on enhancing perceived 

value as a key factor in shaping purchase intentions (Zhang et al., 2021).  

 

2.8 Gaps in previous studies 

Previous research studies have examined the antecedents of green consumption intention, 

particularly individual statistical characteristics, psychological mechanisms, and situational 

factors. Since online consumers heavily rely on external cues when making consumption decisions 

(Mavlanova et al., 2016), scholars have also carried out discussions in the green consumption 

research area, such as eWOM (Jaini et al., 2020), green certifications (Wang et al., 2018), country-

of-origin image (Achabou et al., 2023), and information presentations (Chen et al., 2024). 

Despite the rapid expansion of e-commerce in China, research on what drives the green 

consumption intentions of Chinese online consumers remains limited, indicating a need for further 

investigation. In response to this, this study combines the S-O-R model to explore how external 

cues like positive green electronic word of mouth, green certification, country of origin green 

image, and product green information presentation formats influence the green consumption 

intentions of online consumers in China's e-commerce space. 

 

3. Research Framework 

The S-O-R model is a classic model of responsive consumer behavior (Mehrahian and Russell, 

1974). This model provides a theoretical way for understanding how environmental stimuli evoke 

internal psychological states, subsequently driving behavioral outcomes. This study establishes a 

conceptual framework grounded in the S-O-R model to investigate the green consumption 

intentions of Chinese online consumers. 

Within this framework, external cues are designated as the Stimulus (S). These external cues serve 

as the initial triggers that influence consumers' psychological processes. The study's external cues 

contain positive green eWOM, green certification, country-of-origin green image, and product 

green information presentation formats. 

The framework's Organism (O) component is represented by perceived value and perceived 

authenticity. These mediating variables encapsulate consumers' internal cognitive and affective 

responses, reflecting their processing and interpretation of the external cues provided. 

In this framework, online consumers’ green consumption is behavior Response (R). This 

dependent variable signifies the consumers' resultant behavioral intention, indicating the extent to 

which the stimuli, mediated through perceived value and authenticity, culminate in green 

consumption intention. 
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Figure 3 Proposed Research Framework 

 

4. Development of Hypotheses 

4.1 Impact of Positive Green eWOM on Perceived Value 

Consumers are increasingly inclined to seek out objective information through eWOM (Filieri, 

2015). Green Ewom is an evaluation from a consumer or user group. It is often seen as a credible 

source of information without conflict of interest (D’Acunto et al., 2024). Positive green eWOM 

is an external stimulus by providing information highlighting a green product's attributes 

(D'Acunto et al., 2024).  

User-generated content is more trusted by consumers, making it a powerful cue in shaping their 

perceptions (Al-Gasawneh and Al-Adamat, 2020). Green goods' unique green value is also readily 

appreciated by consumers, who will be more likely to understand and accept the eWOM they 

receive (Alnoor et al., 2022). Therefore, hypotheses related to positive green eWOM and perceived 

value and are proposed. 

 

H1a： Positive green eWOM has a significant positive effect on perceived value. 

 

4.2 Impact of Positive Green eWOM on Perceived Authenticity 

In this conceptual framework, positive green eWOM is identified as the stimulus, acting as an 

external cue that provides consumer-generated information, which plays a key role in shaping 

consumers' perceptions of authenticity (Le et al., 2022). The credibility of this source largely 

removes consumer skepticism about a company's marketing message and enhances its perceived 

authenticity. 

Positive eWOM serves as social proof that accumulates a large amount of consistent positive 

feedback (Amblee and Bui, 2011). When consumers from the same source post consistently 

positive evaluations of a product's green attributes, other potential consumers believed that the 

product meets its green promises (D’Acunto et al., 2023), which may affect the perceived 

authenticity of the consumers.  

 



Global Business and Management Research: An International Journal 

Vol. 16, No. 4 (2024) 
 

 

85 
 

Finally, the response is reflected in consumers' intention to purchase, which is shaped by the 

stimuli through the mediating effect of perceived authenticity. Therefore, hypotheses related to 

positive green eWOM and perceived authenticity. 

 

H1b： Positive green eWOM has a significant positive effect on perceived authenticity. 

 

4.3 The effect of Country-of-origin green image on perceived value 

Country-of-origin image refers to a broad perception or stereotype that consumers hold about a 

nation, which significantly shapes their purchasing decisions (Kim et al., 2017). Consumers' 

perception of a country's image depends on their understanding of its economic, political, and 

environmental practices (Renko et al., 2017). Country-of-origin image provides a clue for 

consumers to evaluate green products.Consumers can judge the country-of-origin green image to 

evaluate the value of green products from this country (Chan, 2000).  
Consumer perceptions of green products are closely related to their experiences and understanding 

of the country-of-origin green image (El Moussawel and Dekhili, 2019). Due to the frequent 

skepticism surrounding green product claims, especially in e-commerce, the country-of-origin 

green image becomes important in influencing perceived value.  

 

H2a： Country-of-origin green image has a significant positive effect on perceived value. 

 

4.4 The effect of Country-of-origin green image on perceived authenticity 

The country-of-origin green image reflects consumers' overall perception of a nation regarding 

environmental protection and sustainable development, encompassing various dimensions such as 

policy attributes, social characteristics, and green product features (Dekhili et al., 2021). This 

perception serves as an informational cue that affects how consumers determine a product's 

attributes is the authenticity. Perceived authenticity is the subjective assessment of truthfulness 

and reliability (Liang et al., 2018). When selecting a product, consumers often use the country-of-

origin image to indicate its authenticity (Zhang and Merunka, 2015). The green image associated 

with a country can significantly influence consumers' trust in the environmental claims made by 

its products (Hsu et al., 2017). 

A positive country-of-origin green image can shape consumers' internal responses, leading them 

to view the green claims of products from that country as more credible (Götze and Brunner, 2020). 

This connection exists because a country's green image is often tied to sustainable development 

policies, environmental regulations, and product quality standards (Dekhili et al., 2021). 

 

H2b： Country-of-origin green image has a significant positive effect on perceived authenticity. 

 

4.5 The impact of green certification on perceived value 

Green certification is the recognition of a company's green practices by a third-party organization 

(Chi et al., 2022). Products with green certifications also tell consumers that a third-party 

organization has recognized the product's green features. Consumers may be more likely to trust 

information from independent and reliable organizations rather than in-house information (Wang 

et al., 2018). Green certification can reduce consumer concerns and increase the product's 

perceived value (Torma and Thøgersen, 2024). For instance, Chinese consumers perceive beef 

with green certifications to be of higher value and are more likely to pay extra for it (Fu et al., 
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2024). Green certification marks help consumers make environmentally responsible choices (Zhou 

et al., 2023). 

Consumers rely on extrinsic cues as intrinsic cues are not fully available in online shopping. As an 

extrinsic cue, green certification is online objective information about the characteristics of 

products displayed by online sellers, which impacts online consumers' internal assessment, 

particularly their perceived product value. These internal assessments shape their behavioral 

intention, specifically their intention to purchase green products. 

  

H3a： Green certification has a significant positive effect on consumers' perceived value. 

 

4.6 The impact of green certification on perceived authenticity 

As an important external cue, green certificates are issued by authoritative third-party 

organizations and can provide consumers with reliable information about the environmental 

performance of products (Wong and Lai, 2024). In cases where a product's green attributes are 

difficult to assess directly, consumers tend to rely on green certifications to determine the product's 

authenticity (Velasco et al., 2024). This reliance triggers internal processes, where green 

certification reduces the uncertainty caused by information asymmetry and enhances consumers' 

trust in the product's authenticity (Mota-Gutierrez et al., 2024). 

Although consumers have varying degrees of trust and willingness to purchase products with or 

without the green mark, this leads to consumers still having doubts about green certifications that 

a third party does not recognize, as some companies will use green statements of doubtful 

authenticity (Oh et al., 2020), or due to the unstandardized process of issuing green certificates by 

some organizations, which leads to consumers believing that green certification issued by some 

organizations. For example, authoritative green certification can change consumers' psychological 

perceptions and increase their desire to buy green appliances (Harun et al., 2022).  

 

H3b： Green certification has a significant positive effect on consumers' perceived authenticity. 

 

4.7 The Effect of Product Green Information Presentation formats on Perceived Value 

Product information presentation is a way for sellers to communicate the information about a 

product online, presented in one or more of the following fomats: text-based, image-based, video-

based, and so on (Fan et al., 2024). Effective product presentation can attract buyers' attention and 

speed up sellers' information processing (Cheng & Zhang, 2023). When the same physical products 

are presented in different ways or with different information richness, consumers' perception of 

product attributes is different (Wang et al., 2016). 

The richness of product information presentation affects consumers' engagement behavior (Choi 

et al., 2019). Product green information is part of green product information. The richness of its 

presentation may also be the consumer's perceived value. 

 

H4a： Richness of product green information presentation formats has a significant positive 

effect on consumers' perceived value. 

 

4.8 The Effect of Product Green Information Presentation formats on Perceived Authenticity 

With the progress of technology, there are more and more forms of online product information 

display, such as text, image, live broadcast and so on (Chesney et al., 2017). When online product 
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images were presented alongside structured textual information, online shoppers remembered the 

information better and perceived it as easier to memorize, thus improving the perceived 

authenticity of the information (Blanco et al., 2010). 

E-commerce platforms that incorporate diverse product presentation techniques and feature high-

caliber online reviews are more likely to enhance consumers' perceptions of the reliability of 

organic food information (Yue et al., 2017). The different product green information presentation 

formats can influence consumers' perceived authenticity level of green product information (Zhang 

et al., 2020). 

 

H4b： Richness of product green information presentation formats has a significant positive 

effect on consumers' perceived authenticity. 

 

4.9 The influence of Perceived Value on Green Consumption Intention 

Perceived value is defined as the consumer's assessment of the benefits and quality of a product in 

relation to its cost (Ng et al., 2024), and directly affects their online consumption intention (Zhang 

et al., 2021). Perceived value mainly includes economic, social, functional and social dimensions. 

(Nguyen et al., 2024). 

For example, diffrent dimmensions of green perceived value helps to increase consumers' green 

consumption intention (Roh et al., 2022) . Perceived functional value is an important factor 

affecting consumers' purchase intention of green cosmetics (Suphasomboon & 

Vassanadumrongdee, 2022). Perceived value is an influential factor that causes Chinese millennial 

consumers to purchase new energy vehicles (Lv et al., 2024) . 

 

H5a： Perceived value has a significant positive effect on green consumption intention. 

 

4.10 The Effect of Perceived Authenticity on Green Consumption Intention 

Since green product information, such as green certification and geographical indications, still 

needs to be standardized in China, and some merchants use false information, consumers have 

doubts about the authenticity of green product attributes. Meanwhile, consumers usually perceive 

the authenticity of product attributes based on the clues they receive, and the level of perceived 

authenticity directly affects their purchase intention (Das et al., 2022a; Guo et al., 2024). 

In online shopping, where consumers cannot physically interact with product attributes and 

functions, the degree of perceived authenticity becomes a significant determinant of their purchase 

intentions (Pelet et al., 2020). Thus, online consumers' higher perceived authenticity of a product's 

green attributes will also generate higher green purchase intention. Within this framework, 

perceived authenticity functions as a key internal factor, influencing how consumers evaluate the 

credibility of green product attributes, affecting their purchase intentions. 

 

H5b： Perceived authenticity has a significant positive effect on green consumption intention. 

 

5. Method 

This study employs a literature review and theoretical integration method to construct a conceptual 

framework exploring the impact of external cues on the intentions of Chinese consumers to 

consume green online. The study identified relevant literature by searching academic databases 

including Web of Science, Scopus and Science Direct. Literature related to green consumption 
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intention, electronic word-of-mouth (e-WOM), country-of-origin image, green certification, green 

product information display formats, perceived value, and perceived authenticity were highlighted 

for search and analysis. 

Then this study employs the S-O-R model to build a conceptual model suitable for China's e-

commerce scenario. Finally, this study analyzes the literature in conjunction with the literature and 

proposes some hypotheses. These hypotheses are intended to guide future empirical research and 

encourage empirical studies to test and refine the proposed conceptual framework.  

 

6. Conclusion 

By employing the S-O-R model, this study develops a conceptual framework to investigate the 

possibility that external cues such as positive green eWOM, country-of-origin green image, 

certifications, and green information display formats of products influence consumers' perceived 

value and authenticity, and thus their intention to engage in green practices. The study provides 

valuable insights into green consumer behavior in the online marketplace and lays the groundwork 

for future empirical research to investigate the possibility of external cues contributing to online 

green consumer intentions. 
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