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Abstract: Green product companies usually convey product performance in either ambiguous or
precise ways. Many studies have been conducted on the ambiguous and precise information pre-
sentation of traditional products, but few have examined which kind of information presentation
(ambiguous vs. precise) is better for presenting green products. This article conducted three ex-
periments with 484 participants to examine the influence of information presentation (ambiguous
vs. precise) of green products on consumers’ purchase intention. Results show that ambiguous
information presentation can increase more consumers’ purchase intention of green products than
precise information, and green trust plays a mediating effect. Furthermore, product type (durable
goods vs. fast-moving consumer goods [FMCG]) moderates the influence of information presentation
on consumers’ purchase intention. Specifically, for green durable goods, ambiguous information is
more likely to arouse consumers’ purchase intention than precise information presentation. For green
FMCG, precise information is more likely to promote consumers’ purchase intention than ambiguous
information presentation.

Keywords: information presentation; green durable goods; green FMCG; green trust; purchase intention

1. Introduction

When green product companies communicate information about the performance of
their products, they usually convey it in either ambiguous or precise presentation. For
example, a slogan of Wang Pin Xuan (a famous Chinese food brand) states that: “Taste
green, enjoy health and multiple nutrition at Wang Pin Xuan” and American cosmetics
brand Origins asserts that “Take the earth, regenerate the forest”. In contrast, Midea
(a famous Chinese air conditioner brand) highlights in precise information that: “Only
one kilowatt per night (eight hours),” and Tesla advertises that Model S reduced carbon
monoxide emissions by 1200 tons, hydrocarbon emissions by 120 tons, and nitrogen oxide
emissions by 72 tons. Accordingly, which information presentation mode (ambiguous vs.
precise) is more effective for introducing green products?

Information presentation can be divided into ambiguous presentation relating to
abstract features and precise presentation relating to detailed features of product technical
indicators [1]. Marketing literature mainly discussed these two information presentation
modes of traditional products from the perspectives of the information process [1–4],
image [5], number [6–8], and product name [9], ostensibly providing little insight into
the influence on green products. However, information presentation modes of green
products can significantly influence consumer behavior [10–12]. This article recognizes
this phenomenon in the information presentation of green products and investigates the
influence of information presentation modes (ambiguous vs. precise) of green products on
individuals’ behavior.

Compared with traditional products, green products cause less environmental pol-
lution and bring more benefits to humans [13] and generally contain more advanced
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technology and function [14]. Due to the poor professional knowledge and greenwash of
green products, it is hard for consumers to precisely understand this novel technology, such
as green manufacturing labels and certification [15,16], which sometimes causes consumers
to distrust the first time. On the contrary, the information about green products that high-
lights the green value but does not describe specific parameters can increase consumers’
positive evaluation of green products on the cognitive level [17]. Therefore, this article
proposes that compared with precise information presentation, ambiguous information
presentation could increase consumers’ purchase intention of green products.

In addition, green products have been categorized into durable goods or fast-moving
consumer goods (FMCG) depending on the length of time that consumers use them [18,19].
Generally, consumers buy green FMCG more frequently than green durable goods. The
repeated purchase of a product will increase consumers’ knowledge and familiarity with
the product [20], which leads to consumers’ trust in the products [21]. When consumers
have little information, ambiguous external clues such as brand image and value concepts
can help them make decisions [22]. If consumers perceive that the concept and image
conveyed by a product match their cognitive level, then their trust in the product will be
enhanced [23]. Zhou and Nakamoto [24] demonstrated that consumers with purchase
experience are willing to pay more attention to the uniqueness and innovation of products.
Thus, precise information such as specific parameters and technology of products can help
them distinguish differences among products. Therefore, the type of green product (durable
goods vs. FMCG) affects consumers’ perception of green product information presentation.
Specifically, for green durable goods, ambiguous information presentation can increase
consumers’ purchase intention. For green FMCG, precise information presentation can
increase consumers’ purchase intention.

This article makes three research contributions. First, it extends the research on infor-
mation presentation (ambiguous vs. precise) in green products and finds that ambiguous
information presentation can increase consumers’ purchase intention of green products
better than precise information presentation. Second, it enriches the research on green
product types (durable goods vs. FMCG) in the way of product information presentation
and proposes the influence of the matching effect of product types and information pre-
sentation on purchase intention. Third, it further explores the intermediary mechanism
of green trust and the influence mechanism of green product information presentation on
purchase intention.

2. Theories and Hypotheses
2.1. Information Presentation Modes

According to Action Identification Theory [25,26], any action can be identified from
a high level that pointed out why to do it (e.g., Wash the stains out of the clothes) and
a low level that pointed out how to do it (e.g., Put the clothes in the washing machine). In
the area of information presentation, Kim, et al. [1] divided information presentation into
the ambiguous presentation and precise presentation. Ambiguous information is abstract
information that usually expresses an overall evaluation of green value. It does not provide
a clear description of product details, which indicates why people use the product. Precise
presentation expresses specific information. It usually focuses on how the product achieves
its value goals through the presentation of specific technical indicators, which indicates
how people use the product.

Researchers have primarily examined how the information presentation modes (am-
biguous vs. precise) influence consumers’ purchase decisions of traditional products.
Wei [7] found the use of ambiguous digital information would make consumers feel that key
information is missing and retailers are shirking their responsibilities. Miller and Kahn [9]
found that ambiguous information like unusual color or flavor names makes consumers
search for much information about products, and this search process results in a positive at-
tribution. For precise information presentation, Xie and Kronrod [6] found that consumers
with different levels of skepticism could affect trust in digital precision. For example,
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consumers with high skepticism would question whether the specific values provided by
retailers were true. In addition, precise information may cause cognitive difficulties, but it
requires consumers to exert more effort to understand the information, which can improve
the attractiveness and persuasibility of products [1,27]. Van Rompay and Veltkamp [28]
discussed comprehensively the effect of ambiguous and precise information presentation
of traditional products and found that explicit information could increase brand perception.
Mishra, et al. [29] found that when reading ambiguous information, consumers are more
optimistic about outcomes post-action than pre-action, and this effect decreases when the
information becomes precise.

In the area of green products, different information presentation modes affect the
feelings and purchase behaviors of consumers [10,11]. However, how information pre-
sentation modes (ambiguous vs. precise) of green products affect consumers’ perceptions
and behaviors remains unclear. As such, this article focuses on the influence of infor-
mation presentation modes (ambiguous vs. precise) of green products on consumers’
purchase intention.

2.2. Green Products

To understand the influence of these two information presentation modes on green
products, it is essential to identify the definition and characteristics of green products.
Many scholars have made efforts to develop the definition in different aspects. From the
perspective of green materials and attributes, green products are defined as products that
are not harmful to the environment, are made of chemical components that cause less
pollution to the environment, and could be recycled [30]. Ottman, et al. [31] found that
green products reduce the use of environmental pollution and toxic materials. They prevent
the wastage of raw materials and achieve the purpose of protecting the environment by
saving resources. From the perspective of green certification, green products are defined as
products certified by authorities that do not contain toxic and harmful substances to the
environment and human body, and the certification process is green and pollution-free [32].
Above all, this article defines green products as products that not only have the functions
of traditional products but are less harmful to the environment and human health; hence,
they could usually be recycled.

2.3. Information Presentation of Green Products

Scholars examined the influence of different modes of information presentation on
consumer behaviors from the perspective of advertising appeal and visual presentation.
For example, Iyer and Banerjee [10] proposed that advertising information can be divided
into green appeal and economic appeal. Specifically, green appeal refers to highlighting
the information beneficial to the environment and health without economic information.
Economic appeal refers to the expression of product green information while emphasizing
information related to consumers’ practical interests, such as saving money and time.
Chang, et al. [11] found that the loss frame with low-level construal, as well as the gain
frame with high-level construal results in more purchase intention of green intention. Chen
and Chiu [33] proposed that environmentally conscious consumers who read abstract and
distant temporal messages will have a more positive brand attitude than those who read
concrete and proximal temporal messages. Da Luz, et al. [34] found that demarketing green
messages (i.e., encouraging consumers to decrease purchase behavior for protecting the
environment) make consumers show more brand attitude and purchase intention toward
luxury. Machova, et al. [35] found that if the harm to the environment is shown by videos,
pictures, or facts, consumers will be more likely to refuse this product. To the best of our
knowledge, little research examines which information presentation mode (ambiguous vs.
precise) is better for presenting green products to promote purchase intention.

Due to fewer details and descriptions than precise information, ambiguous informa-
tion can cause higher skepticism of traditional products [36]. However, this article proposes
that consumers may generate more trust in green products when information presentation
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is ambiguous. Generally, the mode of information presentation of green products could
affect consumers’ purchase intention [17]. Liu, et al. [37] proposed that consumers hold
a favorable attitude toward environmental protection. However, given that consumers are
often limited to environmental knowledge and lack trust, their cognitive attitude toward
green products may not necessarily transmit into purchase behavior. For example, because
of a lack of professional knowledge, precise information presentation of green products
will make it difficult for consumers to realize the environmental effort that green products
include [15]. Furthermore, the precise presentation of specific parameter labels of products
will lead to consumers’ skepticism, and consumers need to further verify their authenticity,
thus reducing their purchase intention [38]. In contrast, ambiguous information about
green products like environment protection ideas and appeals can improve consumers’
positive evaluation because this information is easy for consumers to perceive the green
value of green products, and thus increase purchase intention [39]. Therefore, the following
hypothesis is proposed:

H1. Ambiguous information presentation could increase consumers’ purchase intention for green
products better than precise information presentation.

2.4. Green Trust

Trust refers to consumers’ rational expectations and subjective perceptions of integrity,
goodwill, and ability [40,41]. Chen and Chang [16] defined green trust as consumers’ expec-
tation and judgment of the trustworthiness and goodwill of retailers to provide green prod-
ucts and services. Moreover, the trust could affect consumers’ purchase intention [42,43].
Consumers would have positive psychological expectations and predictions through trust.
If consumers have the purchase experience of the products, then the product performance
obtained by consumers will test their previous judgment, thus influencing the expectation
and judgment of the next purchase [44]. In addition, because some companies often use
greenwash information (i.e., exaggerate the environmental functionality of green products)
to mislead consumers, which has become a barrier to attracting consumers, how to improve
consumers’ green trust has become an important problem [16,45].

One of the main factors for consumers to generate green trust is whether they can
perceive the consistency of the environment-protection concept between the retailer and
their values. If the green values of consumers are highly consistent with those of retailers,
then consumers will generate green trust [46], while consumers who doubt the green
function and concept of environmental protection could have low green trust [47,48]; this
is because with the development of the green industry, some retailers may exaggerate the
green value of their products leading to distrust among consumers [46,49]. However, most
consumers lack professional knowledge and are unable to judge the quality and information
of green products, so distinguishing between true and false is even more difficult [50].
Hence, when presenting detailed information about green products, consumers will not
generate green trust because they lack professional knowledge and may not perceive
the green effort. When presenting an overall evaluation of green products, consumers’
perception of green value conveyed by the green products could be improved because
this information is generally easy to understand, thus enhancing the green trust in green
products [51]. Based on this argument, this article proposes the following hypothesis:

H2. Green trust mediates the influence of information presentation of green products on purchase
intention. Specifically, the ambiguous presentation could increase consumers’ green trust and lead
to more purchase intention better than a precise information presentation.

2.5. Product Types

According to the frequency of use of products, green products can be divided into
green durable goods and green FMCG [18]. Green durable goods are usually purchased
with low frequency and high unit prices. Green FMCG is usually purchased with high
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frequency, lower unit price, shorter use time, and even one-time consumption. There-
fore, consumers have a longer cycle to buy green durable goods than green FMCG.
Park and Lessig [20] found that consumers lack related knowledge about the products
when buying new products, but consumers will gain substantial experience and informa-
tion after the first purchase, which will also increase their familiarity with the products.
Product familiarity refers to consumers’ knowledge of a particular type of product or
service [52,53]. Therefore, consumers are usually more familiar with FMCG than durable
goods. Furthermore, prior experience of purchase is the basis of trust [54,55]. When con-
sumers are familiar with a product, they will trust the product because they can estimate
the future performance of the product based on their past purchase experience. This is,
trust is usually closely related to familiarity with a situation [21,56].

Accordingly, consumers have limited purchase experience with green durable goods,
which means that are usually unfamiliar with these products. If consumers have less
professional knowledge or access to information, then information asymmetry will arise
between consumers and retailers [57,58]. In this case, consumers need external clues, such
as value concepts and brand image, to help them make decisions because the consistency
of values between consumers and retailers can improve the green trust in products [47,48].
However, consumers who are more familiar with green products will be more interested in
the uniqueness and innovation of products; hence, they pay more attention to the specific
parameters and technologies of the products to distinguish them from other products [24].
Therefore, the precise information about green FMCG makes consumers understand the
technologies and other details of the green products and consequently believe the function
of products for environmental protection.

In summary, for green FMCG, retailers could provide consumers with precise informa-
tion, such as specific parameters and attributes of products, to help them distinguish green
products from other products because they are familiar with these products, while precise
information presentation can improve the green trust in products. For green durable goods,
retailers should provide ambiguous information such as product brand image or value
concept, to convey the value of the green products, because consumers are not familiar
with durable goods; whereas ambiguous information presentation can provide external
clues to improve consumers’ green trust. Based on this argument, this article proposes the
following hypothesis:

H3. The types of green products moderate the influence of information presentation on purchase
intention. Specifically, for green durable goods, ambiguous information presentation will increase
consumers’ purchase intention; whereas for green FMCG, precise information presentation will
increase consumers’ purchase intention.

3. Methodology

This article conducted three situational studies to examine whether consumers will
generate green trust from the ambiguous information presentation of green products (H2),
thereby increasing their purchase intention (H1). The type of product (durable goods vs.
FMCG) moderates the effect of information presentation mode (ambiguous vs. precise)
on purchase intention. Specifically, for green durable goods, ambiguous information
presentation will increase consumers’ purchase intention; whereas for green FMCG, precise
information presentation will increase consumers’ purchase intention (H3).

This article recruited 484 participants in these three studies, and all the participants
were told to join a survey about a new poster, which means that every participant did
not know the real purpose of these studies. In addition, to decrease the experimental
interference, every participant was recruited randomly.

3.1. Study 1

Study 1 aimed to examine the effect of information presentation mode (ambiguous
vs. precise) on purchase intention (H1 and H2). Specifically, ambiguous information about
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green products could lead to higher purchase intention than precise information, and green
trust plays the intermediary role.

3.1.1. Design and Participants

Study 1 adopted a single factor (information presentation: ambiguous vs. precise)
between-subjects design. This study was conducted at a square in a community in Southern
China and a total of 130 participants (66 female, Mage = 31.3, 54 of them have a bachelor’s
degree or above) were randomly recruited when they passed the square. Study 1 was con-
ducted from 16:30–18:00 for three days (from 4 May 2022 to 7 May 2022). Each participant
was given 5 CNY (about 0.74 USD) as a reward.

3.1.2. Procedures

Study 1 chose a refrigerator with an environmental attribute as a stimulus and asked
participants to read one of the 2 scenarios (ambiguous presentation group vs. precise
presentation group). Following the method of Morel and Kwakye [18], Study 1 introduced
the concept of green products to the participants (i.e., a green product is an eco-friendly
product that uses new manufacturing steps and recycling technology. It is less harmful
to the environment than traditional products; hence, they can reduce environmental pol-
lution). Participants were then asked to read the following scenarios and advertisement
pictures: “Responding to the recent call of protecting the environment, you are going to
buy a refrigerator with an environmental attribute on Taobao, an online shopping platform.
After browsing for some time, you focus on a refrigerator brand that is promoting their new
refrigerator with an environmental attribute”. Then, the participants read the information
about the refrigerator. The information read by the ambiguous presentation group is:
“Protect the earth, save the blue sky”. The precise presentation group read the following
description: “1 kWh every four days”. (See Figure 1).
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After reading, the participants were first asked whether the material of the refrigerator
characterizes a green product (0 = no, 1 = yes). Then, the participants were asked about their
perception of the precision degree of the information (I think the precision of the description
of this refrigerator was very ambiguous = 1, very precise = 7) as a manipulation check.
The authors asked them about their familiarity with the relevant technology mentioned
in the description (1 = very little, 7 = very much). In addition, participants were asked to
finish the purchase intention scale (e.g., the likelihood of buying this product was very
low = 1, very high = 7, Dodds, et al. [59]) and the green trust scale (e.g., the degree of the
environmental reputation of the product is generally sound, very low = 1, very high = 7,
Chen and Chang [16]). Finally, the participants reported demographic variables and were
asked if they knew the purpose of the study.
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3.1.3. Results and Discussion

Manipulation Check: The results showed that 127 participants chose “this refrigerator
is a green product” and 3 chose “this refrigerator is not a green product”; thus these
127 participants were included in the analysis process. Significant differences were present
in the ambiguous and precise presentation of information. The precision degree of the
precise group was significantly higher than that of the ambiguous group (Mprecise = 5.14,
SD = 1.11; Mambiguous = 4.60, SD = 1.28, F (1, 125) = 6.18, p = 0.014), and no significant
difference is found in the familiarity with relevant technologies between the two groups
(F (1, 125) = 0.026, p = 0.872). The manipulation of information presentation meets the needs
of the purpose of this study. In addition, none of the participants guessed the purpose of
the study.

Purchase Intention: one-way ANOVA was conducted for purchase intention, and the
results indicate that participants in the ambiguous group have higher purchase intention
than those in the precise group (Mambiguous = 5.15, SD = 1.05; Mprecise = 4.45, SD = 1.02;
F (1, 125) = 14.20, p < 0.001). The results indicate that ambiguous information presenta-
tion could increase consumers’ purchase intention for green products better than precise
information presentation. Thus, H1 is supported.

Mediating Analysis: a mediation analysis was further conducted through PROCESS
(Model 4, 5000 Bootstrapping, Hayes [60]). With purchase intention as the dependent
variable, information presentation modes as the independent variable, green trust as the
mediating variable, and sample size selected as,5000, under a 95% confidence interval, the
mediating effect analysis results show that the mediating effect of green trust on purchase
intention was significant (β = −0.31, SE = 0.28, LLCI = −0.5910, ULCI = −0.0417). Therefore,
H2 is supported.

The results of Study 1 supported H1 and H2. Ambiguous information presentation
increases higher purchase intention of green products more than precise information
presentation. In addition, green trust is the mediating variable of information presentation
on purchase intention. Study 1 did not consider the boundary condition of H1. Thus,
Study 2 will explore the moderating effect of the type of green product (i.e., FMCG and
durable goods), which is H3.

3.2. Study 2

Study 2 was conducted to verify the effect of information presentation modes of green
products on purchase intention and the moderating effect of product types (FMCG vs.
durable goods).

3.2.1. Design and Participants

Study 2 adopted 2 (information presentation: ambiguous vs. precise) × 2 (green prod-
uct type: FMCG vs. durable goods) between-subjects design. This study was conducted at
the gate of a community in Southern China and a total of 154 participants were randomly
recruited when they came in and out of the gate (72 female, Mage = 30.6, 66 of them have
a bachelor’s degree or above). Study 2 was conducted for four days from 11:30 to 13:00
(from 21 May 2022 to 24 May 2022). Each participant was given 5 CNY as a reward.

3.2.2. Procedures

First, participants were randomly read one of the 4 scenarios (ambiguous-durable,
ambiguous-FMCG, precise-durable, precise-FMCG), and the definitions of green products,
green durable goods, and FMCG were introduced to them. Then the participants read the
four scenarios, which were the same as those in Study 1. Next, the four groups read different
information about the refrigerator and recycled tissue. The scenarios of the refrigerator
group (precise-durable group and ambiguous-durable group) are the same as those in
Study 1. The ambiguous information presentation for recycled tissue (ambiguous-FMCG)
read the slogan: “Protect the earth, save the forest”. The description for the recycled
tissue-precise group (precise-FMCG) reads: “Tissue made by straw material” (See Figure 2).
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After reading the information, the participants were asked to answer questions similar to
Study 1. They were also asked whether they thought that the green refrigerator or green
tissue was a durable good or an FMCG (1 = FMCG, 7 = durable goods) as a manipulation
check. Finally, the participants reported their demographic variables.
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3.2.3. Results and Discussion

Manipulation Check: A total of 153 participants chose “this refrigerator/tissue is
a green product” and 1 participant chose “this refrigerator/tissue is not a green product”.
Therefore, using a refrigerator and recycled tissue as green products in this scenario is
appropriate, and 153 participants were included in the analysis process. The results of
one-way ANOVA show that the durability of the refrigerator (M = 5.53, SD = 1.14) is
significantly higher than that of recycled tissue (M = 4.73, SD = 1.71; F (1, 151) = 11.28,
p = 0.001). Therefore, the refrigerator and recycled tissue are suitable for this study as
durable goods and FMCG, respectively. The degree of precision of the precise group
was significantly higher than that of the ambiguous group (Mprecise = 3.79, SD = 1.45;
Mambiguous = 4.83, SD = 1.46, p < 0.001), and no significant difference was found in the
familiarity with relevant technologies among the four groups (F (1, 151) = 0.42, p = 0.520).
The manipulation of the information presentation meets the needs of the purpose of
this study.

Purchase Intention: The results of one-way ANOVA for purchase intention show
that precise information presentation leads to higher purchase intention than ambigu-
ous information presentation (Mambiguous = 4.58, SD = 0.99; Mprecise = 4.23, SD = 1.08;
F (1, 151) = 4.39, p = 0.038). Thus, H1 is supported.

To further test the moderating effect of product types, a 2 × 2 ANOVA was conducted
with the information presentation of product types and the interaction between them as
independent variables, and the purchase intention of green products as the dependent
variable. The results show a significant interaction effect of product type and information
presentation on purchase intention (F (1, 151) = 28.65, p < 0.001). The results of simple
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effect analysis showed that for the refrigerator (durable goods), the purchase intention of
the ambiguous presentation group (M = 4.95; SD = 1.04) is higher than that of the precise
presentation group (M = 3.73, SD = 0.95, F (1, 70) = 27.01, p < 0.001). For the green paper
(FMCG), the purchase intention of the precise presentation group (M = 4.70; SD = 0.98) is
higher than that of the ambiguous presentation group (M = 4.27, SD = 0.84, F (1, 79) = 4.53,
p = 0.036, as shown in Figure 3). Thus, H3 is supported.
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Study 2 verifies that ambiguous information presentation mode can increase pur-
chase intention of green products. But according to the results, this effect only exists in
green durable goods. When green products are FMCG, precise information presentation
mode can increase purchase intention. However, Study 2 used different stimuli materi-
als (i.e., refrigerators as durable goods and tissue as FMCG), and the different functions
and price levels of these two materials may influence the consumers’ perception of green
products. Therefore, Study 3 chose the materials of the same function and price.

3.3. Study 3

Study 3 was conducted to examine the moderating effect of green product types
(FMCG vs. durable goods) on information presentation and the moderated mediation effect
of green trust. Different from Study 2, this study chose glass cups as green durable goods
and paper cups as green FMCG, which have the same function and price for consumers.

3.3.1. Design and Participants

Study 3 adopted 2 (information presentation: ambiguous vs. precise) × 2 (green
product type: FMCG vs. durable goods) between-subjects design. The authors randomly
recruited 209 participants (112 female, Mage = 23.9, all participants are undergraduates)
from a university in Southern China and all participants are from four different elective
courses. Study 3 was conducted for 4 weekends before the elective courses began (from
14 May 2022 to 22 May 2022). Each participant was given 5 CNY as a reward.

3.3.2. Procedures

First, the participants were randomly read one of the 4 scenarios (ambiguous-durable,
ambiguous-FMCG, precise-durable, precise-FMCG), and the concepts of green durable
goods and FMCG were introduced to them. They were then asked to read the information
and pictures of two kinds of cups, one made of glass and the other made of paper. The
precise information about the paper cup (precise-FMCG) reads: “The paper cup is made
of bagasse and can be degraded in 60 days”. The ambiguous information (ambiguous-
FMCG) reads: “This paper cup is made of environmentally-friendly materials and can be
degraded in a short time”. The precise information for the glass cup (precise-durable) is:
“This glass cup is made of pyrex and does not contain toxic mercury”. The ambiguous
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information (ambiguous-durable) reads: “This glass cup is made of new materials and
does not contain poisonous substances” (See Figure 4). After reading, the participants were
asked to complete the green trust scale and related questions and scales used in Study 2.
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3.3.3. Results and Discussion

Manipulation Check: The results showed that 204 participants chose “this glass is
a green product” and 5 participants chose “this glass is not a green product”. Thus,
consumers think that the cup in the scenario is a green product, and 204 participants
were included in the analysis process. The results of one-way ANOVA show that the
durability of a glass cup (M = 5.81, SD = 1.04) is significantly higher than that of a paper
cup (M = 5.01, SD = 1.64; F (1, 202) = 17.33, p < 0.001). These two kinds of cups are suitable
as stimulants for durable goods and FMCG, respectively. The degree of precision of the
precise group was significantly higher than that of the ambiguous group (Mambiguous = 4.36,
SD = 1.53; Mprecise = 5.13, SD = 1.05, F (1, 202) = 17.62, p < 0.001), and no significant
difference was found in the familiarity with relevant technologies among the four groups
(F (1, 202) = 0.115, p = 0.793). Therefore, the manipulation of the information presentation
meets the need of the study.

Purchase Intention: one-way ANOVA was conducted for purchase intention, and
the results show that ambiguous information presentation leads to higher purchase inten-
tion than precise information presentation (Mambiguous = 5.15, SD = 0.87, Mprecise = 4.88,
SD = 0.92; F (1, 202) = 4.72, p = 0.031). Thus, H1 is supported.

To further test the moderating effect of product types, the authors took the information
presentation of the product types and the interaction between them as independent vari-
ables and the purchase intention of green products as the dependent variable. The results
showed a significant effect of product type and information presentation on purchase
intention (F (1, 202) = 23.75, p < 0.001). The results of simple effect analysis show that for
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glass cups (durable goods), the purchase intention of the ambiguous presentation group
(M = 5.43; SD = 1.01) is higher than the precise presentation group (M = 4.57, SD = 0.97,
F (1, 99) = 18.95, p < 0.001). For paper cups (FMCG), the purchase intention of the precise
presentation group (M = 5.19, SD = 0.75) is higher than that of the ambiguous presentation
group (M = 4.88; SD = 0.62, F (1, 101) = 5.01, p = 0.027, as shown in Figure 5). Thus, H3
is supported.
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Moderated Mediation Analysis: a moderated mediation analysis was further con-
ducted through PROCESS (Model 7, 5000 Bootstrapping [60]). With purchase intention
as the dependent variable and information presentation as the independent variable,
green product type as the moderating variable and green trust as the mediating vari-
able, the indirect effect of information presentation mode and product type on purchase
intention through the green trust was significant (β = −0.11, SE = 0.07, LLCI = −0.2842,
ULCI = −0.0028) and the direct effect was not significant (β = −0.33, SE = 0.10,
LLCI = −0.4793, ULCI = 0.0083, as shown in Figure 6).
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To increase the robustness and external validity four scenarios of Study 3 used the
same materials (cups), and it is proved that consumers have more purchase intention of
green products when the information was presented in ambiguous ways. Besides, Study 3
examined the moderating effect of green product type and the moderated mediation effect
of green trust.

4. Discussion

In this article, three studies were conducted to investigate the effect of information
presentation of green products on consumers’ purchase intention, and the internal psy-
chological mechanism and boundary conditions were analyzed. The results show that
information presentation mode (ambiguous vs. precise) affects consumers’ purchase inten-
tion. Specifically, ambiguous information about green products leads to higher purchase
intention than precise information, and the internal influence mechanism is green trust (H1
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and H2). In addition, product type moderates the effect of information presentation mode
on purchase intention. When green products are durable goods, ambiguous information
could increase purchase intention better than precise information; whereas when green
products are FMCG, precise information could increase purchase intention better than am-
biguous information (H3). The research conclusions not only enrich the previous research
on the information presentation of green products but also provide a practical guide for
information presentation in green product marketing.

4.1. Theoretical Contributions

First, this article enriches the research of the information presentation mode (am-
biguous vs. precise) to green products. The findings indicate that the use of ambiguous
information presentation of green products can increase purchase intention, thus enrich-
ing the research on the information persuasion of green products in the marketing field.
Scholars examined information persuasion from individual differences among consumers,
brand types, and source countries [61–63]. However, it remains unresearched about the
mode of information presentation (ambiguous vs. precise) of green products and which
information presentation mode is better for introducing green products. This article en-
riches the research on the information presentation of green products, which provided an
important supplement and expansion of previous research.

Second, this article extends green trust to the field of information presentation. Schol-
ars mostly consider the influence of green trust on purchase intention from the perspective
of consumers’ value. Li, et al. [64] found that consumers’ environmental values can increase
consumers’ purchase intention of green products through the intermediary role of green
trust. Khan and Mohsin [65] demonstrated that functional value, social value, and environ-
mental value positively affect consumers’ choice of green products, whereas conditional
value and epistemic value negatively affect consumers’ choices. This article further explores
the internal mechanism of green trust in the process of product information persuasion,
thus enriching the research on green trust in the field of marketing communication.

Finally, this study examines the moderating effect of information presentation and
product type on purchase intention through green trust. Generally, for traditional products,
consumers will consider more when choosing durable goods while considering less when
choosing FMCG [18]. According to elaboration likelihood mode (ELM), when choosing
products, consumers use the central route to make a series of serious attempts to evaluate
new information logically, whereas they use the peripheral route to associate products with
another thing, thus encompassing the emotional element [66]. Therefore, consumers may
need precise information about durable goods for central route persuasion and ambiguous
information about FMCG for the peripheral route. However, this article proposes that this
effect will be reversed for green products because many consumers may lack professional
knowledge of green products [15], which further enriched research in the field of green
information persuasion.

4.2. Practical Implications

The practical implications of this article indicate that ambiguous information about
green products could increase consumers’ purchase intention. However, if the green
product is FMCG, then precise information presentation increases consumers’ purchase
intention. Therefore, retailers could improve their business or marketing strategies by using
the best mode of information presentation (ambiguous vs. precise) by the product type
(durable goods vs. FMCG). On the one hand, retailers engaged in green production and
sales (e.g., an environment-friendly refrigerator [durable goods]), could use ambiguous
information presentation, weaken the relevant details and parameters to gain consumers’
trust and then increase consumers’ purchase intention. On the other hand, retailers should
design product information according to the type of green product. For green FMCG,
such as green laundry detergent and recycled tissue, the specific product parameters
and details should be described in as much detail as possible, and even the design and
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production process could be described. For green durable goods, such as green refrigerators
and air conditioners, retailers should weaken the description of their details and focus
on the ambiguous description of their characteristics and ideas. In this way, consumers
could develop more trust in their products which leads to higher purchase intention for
green products.

4.3. Limitations and Future Directions

In this article, three studies were designed to verify the hypothesis. However, some
limitations need to be further explored in the future. First, this research selected green
refrigerators and green recycled tissue as the stimuli materials in the studies. However,
these kinds of materials (environmental refrigerators and recycled tissue) could not rep-
resent all types of green products, such as green food (FMCG) or green air conditioning
(durable goods) [18]. In addition, although this article classifies green products into durable
goods and FMCG, the technical level and environmental efforts of green products are also
important for green products [67]. Future research could classify green products in terms
of other green attributes to examine the influence of information presentation of green
products on purchase intention.

Second, this article investigates the mediating role of green trust on the effect of infor-
mation presentation on the purchase intention of green products. According to previous
studies, perceived green value [66,68], advertising appeals [12,69], and green product
packaging [70], consumers’ knowledge [71] leads to influence on consumers’ purchase in-
tention. Therefore, future research could examine the effect of different mediating variables
on the purchase intention of green products.

Finally, this article excludes technology familiarity on the effect of information presen-
tation mode on purchase intention. However, some explanations may affect the purchase
intention of green products, such as the degree of favor perception of quality. Future
research could examine the influence of these kinds of factors on the purchase intention of
green products, which could lead to more robust findings.
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