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The Study of Green Perceived Value, Corporate Social
Responsibility and Conformity Effect Purchase Intention toward

Green Sneakers— A Case Study of Nike

Wen-Shin Huang, I-Ching Hsu, Cai-Wei Lin*, Wei-Kai Chen
Cheng-Jhen Lee

Department of Business Administration, Chaoyang University of Technology

Abstract

In recent years, excessive human exploitation has led to climate change and
global warming, making green consumption a global trend. Numerous enterprises
have embraced green production practices and integrated environmental protection
into their corporate social responsibility. This study investigates the impacts of
perceived green value, corporate social responsibility, and conformity behavior on
Taiwanese consumers' purchase intentions toward Nike's eco-friendly athletic shoes.
Through the online questionnaire survey, a total of 480 valid responses were collected
and analyzed using structural equation modeling via SmartPLS. The findings
revealed that perceived green value and brand image significantly influenced
purchase attitude, subsequently positively affecting purchase intention. Additionally,
perceived green value and corporate social responsibility positively influenced brand
image. However, corporate social responsibility and conformity behavior exhibited
no significant impact on purchase attitude, and brand image showed no significant
influence on purchase intention. Environmental consciousness was also found not to
have a moderating effect. Based on these findings, this study recommends that Nike
should enhance its environmental appeals and product design to strongly
communicate the eco-friendly features and positive benefits of its sustainable athletic
shoes, enabling consumers to deeply perceive and appreciate their green value.

Keywords: Green perceived value, CSR, Consumer conformity, Brand image,

Purchase intention
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