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Preface 
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Abstract 

The purpose of this study is to investigate how different degrees of feminine communication 

can have an impact on purchase intention for green products and whether this can be 

mediated by perceived effectiveness. The thesis addresses femininity as a potential barrier 

for green consumption, and seeks to eliminate this barrier by using masculine 

communication to enhance a preference for green products. An artificial field experiment is 

conducted to gather primary data for the analysis.  The study aims to explain how different 

degrees of feminine communication presented on a drain opener would impact the purchase 

intention towards a green product. The model seeks to explain whether this causal 

relationship is mediated by perceived effectiveness, and if this indirect relationship is 

moderated by gender. An indirect effect was found between highly masculine 

communication and feminine communication, through perceived effectiveness, affecting the 

purchase intention for the green product. The study did not succeed to manipulate the stimuli 

presented to being sufficiently different in perceived femininity, and cannot determine 

whether the findings exist as a result of different degrees of femininity.  

 

Keywords: Green Products, Environmentally Friendly, Greenness, Feminine 

Communication, Masculine Communication, Effectiveness, Gender, Brand Gender, Green 

Product Attributes.  
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1. Introduction 

1.1 Background 

“I want you to panic, I want you to feel the fear I feel every day. And then I want you 

to act, I want you to act as if you would in a crisis. I want you to act as if the house 

was on fire, because it is.” (Thunberg, 2019) 

 

This was the words of Greta Thunberg, a 16-year-old environmental activist, speaking to a 

room full of global leaders at the World Economic Forum in Davos, urging them to take 

action towards the ongoing environmental challenges before it is too late (Thunberg, 2019). 

She is not alone with her concerns for the environment. In 2015 the sustainable development 

goals (SDGs) were established and adopted by all United Nation member states to stimulate 

action towards 2030 in areas identified with critical importance for humans and the planet 

(Sustainable Development Goals, 2019).  

 

“Ensure sustainable consumption and production patterns” (SDG 12) is one out of 17 

Sustainable Development Goals. One of the targets related to the goal emphasizes the need 

for a substantial reduction of waste generation through reduction, recycling and reuse by 

2030 (UnitedNations, 2018). One of the most critical and complex challenges faced by 

humanity today is the fact that economic growth depends on an increase in resource usage 

(UnitedNations, 2019). This increases the importance of shifting onto sustainable production 

and consumption by “doing more and better with less" (UnitedNations, 2019). Utilization of 

resources requires guidelines for a major change in social and physical infrastructure and 

markets. A transformation of current business practices in global value chains are therefore 

required by companies and manufacturers. This places further requirements on companies 

dealing with consumer goods (UnitedNations, 2019). 

 

Sustainability is increasingly seen as a competitive advantage, and companies are forced to 

adapt and change their businesses accordingly (Nidumolu, Prahalad, & Rangaswami, 2009). 

To be able to get the necessary momentum and solve the sustainability problems of today, 

there is a great need of fundamental business model innovations (Jørgensen & Pedersen, 
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2018). Comprehensive changes need to be done to existing business models, and there is 

need of knowledge to support such changes (Jørgensen & Pedersen, 2018). Companies that 

early addresses and develop their competence in this field will have an important advantage 

in the coming years (Nidumolu et al., 2009). An increased focus is needed in all parts of the 

supply chain, from the producer to the final consumer. This will include raising awareness 

and educating consumers through creating standards and labeling products, making it 

accessible and beneficial for consumers to make sustainable choices (UnitedNations, 2019). 

 

An increased engagement from green consumers is important for motivating the green 

industry (Peattie & Peattie, 2009). Despite of an increased focus on sustainable consumption, 

barriers to green consumption still exist (Gleim, Smith, Andrews, & Cronin Jr, 2013). There 

is also an indication of a value-action gap, where consumers claim to be concerned with the 

environment, but does not follow through with action (Sachdeva, Jordan, & Mazar, 2015).  

 

Women tend to be more engaged with environmentally friendly products than men (Brough, 

Gal, Isaac, Ma, & Wilkie, 2016), and green products are shown to be associated with 

femininity (Huang & Wan, 2015). If this results in men avoiding purchasing green products, 

potentially half the population are excluded as green consumers. Further exploration of how 

to market and communicate green products is therefore an important matter towards reaching 

all consumers. The environmental challenges depend on a contribution from all people in 

order to reach the sustainable development goals, and preventing the crisis young Thunberg 

addresses.  

 

Accordingly, this association between greenness and femininity indicates a barrier for green 

consumption that has to be addressed. Brough et al. (2016) suggest that more men may be 

willing to take pro-environmental choices if the feminine associations attached to green 

products and actions were altered. Hence, exploring different ways of communicating green 

products to reduce barriers for green consumption is important, in order to encourage a shift 

towards environmentally friendly consumption for all consumers. 
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1.2 Purpose 

The purpose of this thesis is to explore how different degrees of femininity in communication 

of a product’s green attributes influence consumers’ perception and thus the purchase 

intention for such products. This insight into consumer behavior can further be used by 

companies and marketers to understand how communication of a product can increase the 

purchase intentions toward green consumption, and thus contribute to a shift towards more 

people choosing green products. 

 

Previous research has revealed different barriers for purchasing environmentally friendly 

products. One of the main barriers is that consumers assume that the green product will not 

perform as well as a non-green product (Gleim et al., 2013), thus leading to a supposition 

that green products have a lower perceived effectiveness. Green behavior is often associated 

with femininity (Brough et al., 2016; Shang & Peloza, 2016), and there is a marketing 

tendency that green products aim towards women, which might affect the purchase patterns 

for consumers to differ across gender. This makes it interesting to explore whether a change 

in communication of a product’s green attributes could lead to the perception of the product 

being perceived as less feminine, through directing the communication to utilize more 

masculine centered communication. Further, it is interesting to see whether this could affect 

purchase intention across gender and thus, promote a higher consume of green products. 

This leads to the proposed research question for our thesis:  

 

RQ: Do different degrees of feminine communication of a green product affect the purchase 

intention towards the product, and is this mediated by the perceived effectiveness of the 

product. 
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1.3 Structure 

To answer the research question, chapter 2 will present existing theory within the field, 

building up to the hypotheses of the study. This leads to the presentation of the proposed 

research model in chapter 3. The conceptual framework for the study will be presented in 

chapter 4, explaining the concepts and terminology used throughout the thesis. Further, the 

basis for developing the concept for different degrees of femininity in communication for 

green products will be introduced, as this is not an already established concept.  

 

An artificial field experiment was conducted to collect primary data. The outlining of the 

experimental design for our main study will be described in chapter 5. A pretest 

investigating the assumptions derived from the theory will then be conducted, and the results 

arising from the pretest will be presented prior to the main study. The main survey and 

measures used to collect data, followed by the statistical analysis, is presented at the end of 

chapter 5. The results deriving from the statistical analyses will then be addressed in chapter 

6.   

 

For the final part of our thesis, a summary and discussion based on the results arising from 

the survey will be presented in chapter 7, followed by a general discussion. The study’s 

limitations are addressed in chapter 8, as well as implications and suggestions for further 

research discovered through our research process. This adds up to the presentation of the 

final conclusion for our thesis. 
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2. Theory and Proposed Hypotheses 

Environmental Friendliness 
The foundation of this research is green consumer behavior, and addresses barriers for 

purchasing environmentally friendly products. Research shows that the impact of green 

marketing plays an important part in increasing sustainable consumption and behavior 

(Peattie & Peattie, 2009). Green marketing can be described as “a strategic effort made by 

firms to provide customers with environment-friendly merchandise” (Lu, Bock, & Joseph, 

2013, p. 3). 

 

An increased engagement from green consumers does play an important part in motivating 

the green industry (Peattie & Peattie, 2009). Lu et al. (2013) designates green consumers as 

being the force behind the green industry. Banerjee et al (1995) defines a green consumer as 

an individual who adopts attitudes and behaviors that minimize adverse effects on the 

environment (Banerjee, Gulas, & Iyer, 1995). The consumers’ concern for the environment 

is what drives their values, lifestyle, and further the consumption of green products (Lu et 

al., 2013). Prototypical behavior of a green consumer includes actions such as buying 

organic products, purchase appliances with energy star labelling and taking shorter showers 

(Sachdeva et al., 2015, p. 60). A green product is defined as a product produced with 

concern for the physical environment (Shrum, McCarty, & Lowrey, 1995). The descriptive 

features that characterizes a product, both green and non-green, are called attributes (Keller, 

1993, p. 4). These attributes can be described as both product-related and non-product-

related. Product-related attributes includes the physical composition, such as the ingredients 

necessary to function. Non-product-related attributes are the external aspects such as price 

information, packaging or product appearance, user imagery and usage imagery (Keller, 

1993, p. 4). 

 

Brand Personality 
Brand personality is a construct in consumer behavior and is defined as “the set of human 

characteristics associated with a brand” (Aaker, 1997, p. 347). Customers tend to 

anthropomorphize their products, which means giving objects characteristics that are 

humanlike (Epley, Waytz, & Cacioppo, 2007). In relation to this, the personality traits of the 
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consumers of a brand, can be transferred to the brand itself (McCracken (1989) as cited in 

Aaker, 1997). This causes the appearance of a brand or a product to being of great 

importance for the interpretation of the product by the consumer. Brand design elements are 

important factors to this interpretation, and include names, signs and symbols that identify 

the brand as well as differentiate it from other brands (Walsh, Page Winterich, & Mittal, 

2010; Batra et al., 1993 as cited in Lieven, Grohmann, Herrmann, Landwehr, & Van 

Tilburg, 2015). Our possessions can even be seen as an extension of ourselves (Belk, 1988), 

which might cause consumers tending toward products that are in line with their own 

identity. It is therefore important for marketers to pay attention and be familiar with their 

customers, by adapting their marketing accordingly to further stimulate the consumer's 

purchase intention. Purchase intention is defined as a consumer’s tendency to buying or take 

an action in relation to a purchase (Handayani, 2017, p. 27). 

 

Brand Gender and Marketing 
A brand’s personality can also include demographic characteristics such as gender (Levy, 

(1959) as cited in Aaker, 1997, p. 348), leading to that one brand may be perceived as more 

feminine or masculine than another brand. Brand gender is defined as “the set of human 

personality traits associated with masculinity and femininity applicable and relevant to 

brands” (Grohmann, 2009, p. 106). Accordingly, brand preferences are driven by congruence 

between a brand’s masculinity or femininity and the consumer’s gender (Lieven et al., 2015). 

Brand gender is both theoretically and managerially important because it influences 

consumers attitude and purchase intention in relation to the brand (Grohmann, 2009). 

 

Several studies explore the effect manipulating the physical brand design elements, such as 

shape, color and materials of a product, has on the consumer’s perceived femininity and 

masculinity of a brand (Brough et al., 2016; Lieven, Grohmann, Herrmann, Landwehr, & 

Van Tilburg, 2014; Tilburg, Lieven, Herrmann, & Townsend, 2015). However, studies 

exploring linguistic manipulations are scarce; Manipulation of the underlying meanings and 

perceptions on linguistic appearance in communication of a product’s attributes, is not a 

heavily researched topic. Neither how this can affect whether a brand or a specific product 

will be perceived as more or less feminine or masculine. This presents a gap in the literature.  
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Marketing of green products today has a tendency to aim towards women, and often target 

product areas such as cleaning, family health, laundry and domestic maintenance where 

woman often are more involved than men (Brough et al., 2016, p. 568). By manipulating 

communication of the attributes on a green product towards a more linguistically masculine 

version, we aim is to investigate whether this will influence consumers’ purchase intention 

for green products. Based on the theoretical framework presented, we suggest that 

communicating a green products attributes as more masculine will increase consumers’ 

purchase intention, and present the following theoretical proposition:  

 

Consumers have a higher purchase intention for a green product when the green 

attributes are communicated through masculine communication than when the green 

attributes are communicated through feminine communication.  

 

To investigate the theoretical proposition, we divide it into a set of hypotheses based on the 

different stimuli the respondents will be presented to during the field experiment. Since 

masculine communication is not a set concept within green marketing, it can vary in degree 

of masculinity of the message communicated. Therefore, two different degrees of 

masculinity are included, adding nuances to the comparison of conditions. The first set of 

hypotheses is hereby presented:  

 

H1a: Consumers have a higher purchase intention for the green product with 

highly masculine communication than for the green product with feminine 

communication 

 

H1b: Consumers have a higher purchase intention for the green product with 

moderately masculine communication than for the green product with feminine 

communication 

 

H1c: Consumers have a higher purchase intention for the green product with 

highly masculine communication than for the green product with moderately 

masculine communication  
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Barriers of Green Consumption 
Despite the fact that many consumers generally hold a positive attitude towards green 

products, only a fraction actually purchase such products (Joshi & Rahman, 2015). Research 

identifies several barriers to consumption of green products (Gabler, Butler, & Adams, 2013; 

Gleim et al., 2013). Gleim et al. (2013) examined factors associated with non-green 

purchasing behavior and identified eight main barriers to green consumption: Price, quality, 

expertise, trust, availability, apathy, brand loyalty and a miscellaneous category. Quality is a 

central barrier, indicating that green products are inferior to non-green products (Gleim et al., 

2013). This is the most mentioned barrier besides the largely researched barrier price (Gleim 

et al., 2013; Narula & Desore, 2016). Research indicates that when a product is 

communicated as sustainable, it is often perceived as less strong than a non-green product 

(Luchs, Naylor, Irwin, & Raghunathan, 2010), thus leading it to being perceived as less 

effective compared to a non-green product. Newman, Gorlin, & Dhar (2014) discovered in 

their study that purchase intention is higher if the green attributes of a product are added 

unintentionally by the company, instead of when the attributes are added intentionally (Lu et 

al., 2013; Newman et al., 2014). This could mean that consumers do not trust that the green 

product possesses the same amount of quality as the non-green product, when the green 

attribute is empathized as intended by the producers. This can also be a reason for the 

consumers’ assumption that perceived quality is reduced in green products compared to non-

green products (Gleim et al., 2013). Several studies also confirm that consumers often 

associate ethicality in products with gentleness-related attributes and therefore perceive those 

products as being weak or implying that it would not “get the job done” (Luchs et al., 2010, 

pp. 19-20), indicating a lack of effectiveness.  

 

To investigate whether the different degrees of feminine communication on a green product 

affects perceived effectiveness and further, the consumers’ purchase intention for the 

product. We therefore include perceived effectiveness as a mediator in our research model 

and present the following set of hypotheses: 

 

H2a:     The effect postulated in H1a is mediated by perceived effectiveness. 

H2b:     The effect postulated in H1b is mediated by perceived effectiveness. 

H2c:     The effect postulated in H1c is mediated by perceived effectiveness.  
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Effectiveness as an attribute of a product can have a varying degree of importance, and we 

found it interesting to investigate whether differences can be found across gender. Findings 

from Brough et al. (2016) identifies masculine branding as a managerially relevant barrier 

which suggests that men may be more willing to take pro-environmental choices if the 

feminine associations attached to environmentally friendly products and actions were altered 

(Brough et al., 2016). Based on this reasoning, one could assume that men’s willingness to 

buy a green product would increase if the product is perceived as less feminine. It is 

accordingly interesting to see whether our model can reveal some gender differences on 

purchase intention through perceived effectiveness. Hence, gender is included as a 

moderator to our research model, and a third set of hypotheses is presented:  

 

H3a:     The effect postulated in H2a is moderated by gender 

H3b:     The effect postulated in H2b is moderated by gender. 

H3c:     The effect postulated in H2c is moderated by gender.  

 

To answer the hypotheses, an artificial field experiment was carried out, where the 

respondents of the study were exposed to different degrees of feminine communication on a 

green product stimulus. Further information regarding the conceptual framework will be 

described in chapter 4; Conceptual Framework, after presenting the research model of this 

thesis. 
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3. Proposed Reseach Model 

Based on the hypotheses described, we present the moderated mediation model for our thesis 

(Hayes, 2018), seeking to explain the relationship between the different degrees of feminine 

communication and purchase intention for a green product. We predict that the different 

degrees of femininity in communication will affect the purchase intention for a green 

product differently, and that perceived effectiveness have an impact on this relationship. We 

predict that when the association between greenness and femininity is weakened, through 

higher degree of masculine communication, this will affect the perception of effectiveness 

for a green product, and thus lead to a higher purchase intention for a green product. We 

therefore propose perceived effectiveness as the mediator of the model. Accordingly, we 

believe that this relationship is conditioned by gender, revealing differences in perceived 

effectiveness across male and female respondents. Therefore, we propose gender as the 

moderator in the model. The proposed research model is illustrated in Figure 3.1.  

 
Figure 3.1: Model of Moderated Mediation 

 

A moderated mediation model is a mediation model which includes a moderation on the 

indirect effect (X on Y through M). The indirect effect of X is conditional on W through 

moderation of X → M and effected by W (Hayes, 2018). The statistical model (Figure 3.2) 

explains the relationships of the model through several distinct pathways. The c’ pathway 

represents the direct effect of X on Y, and the conditional indirect effect of X on Y through 
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1M is (a1i+ a3iW)bi. Together this adds up to the total effect of the model, c. A statistical 

diagram of the proposed moderating mediation model is presented below. 

   

  
Figure 3.2: Statistical Diagram of Model for Moderated Mediation (Hayes, 2018) 

 

Hence, we want to discover whether there exists a causal relationship between the 

independent variable on the purchase intention, and further whether this relationship can be 

explained through the perceived degree of effectiveness of the independent variable 

condition. Through the moderated mediation model, we test whether there are significant 

gender differences on the perceived effectiveness of the manipulations on the indirect 

relationship.  
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4. Conseptual Framework 

In this chapter the conceptual framework and underlying terminology used throughout the 

thesis will be presented. The main concepts build on previous master theses (Bjorvatn & 

Bjarnadottir, 2018; Handeland & Skogholt, 2018; Jerndahl & Næss, 2018) written within the 

research collaboration between Orkla and Centre of Innovation (CSI) at Norwegian School 

of Economics (NHH) named “Circular Economy and Green Consumer Behavior”. First, we 

will present the different concepts; green product attributes, strong product category and 

choice of product for manipulation. Secondly, as there is no existing framework for different 

degrees of feminine communication, we will briefly explore this field and present the basis 

for developing the concept; Degrees of Feminine Communication of Green Products.  

 

4.1 Green Product Attributes 

The focus on green products as well as communication of their environmentally friendly 

attributes are central in the previous master theses written within the project and will further 

be the basis for this study. While Bjorvatn & Bjarnadottir (2018) compared products with 

100% natural ingredients and 100% recycled materials, Jerndahl & Næss (2018) chose to 

continue with only the green product-related attribute and investigate differences when 

communicating this green attribute implicitly and explicitly. For this study, we will further 

look into how the green attributes can be perceived differently when containing different 

degrees of feminine communication. The green attributes communicated will be extended to 

include both material of packaging and product content. Consequently, this thesis will 

investigate the communication of both product-related and non-product-related green 

attributes resulting in a “complete” green product. To describe the green attributes of a 

product we will use the terms “environmental friendliness” and “greenness” of a product 

interchangeably throughout the thesis, due to both being terms used in prior research in this 

field (Bjorvatn & Bjarnadottir, 2018; Brough et al., 2016; Gleim et al., 2013; Jerndahl & 

Næss, 2018). 
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4.2  Strong Product Category and Drain Opener 

Products can be described as holding “strong” or “gentle” attributes (Luchs et al., 2010). 

Handeland & Skogholt (2018) and Bjorvatn & Bjarnadottir (2018) introduced and 

investigated both the strong and gentle product category of products in their studies, where a 

body lotion was used to represent the gentle product category and a drain opener for the 

strong product category. Several studies argue that green attributes are valued more within a 

gentle product, than within a strong product (Bjorvatn & Bjarnadottir, 2018; Luchs et al., 

2010). For further investigation of whether different degrees of feminine communication can 

change the customers perception of a green product, we found it most interesting to 

investigate how a change in feminine communication will affect a product that holds 

“strong” characteristics. Effectiveness is a key attribute of a drain opener, and we predict that 

manipulating the product with more masculine communication will have a greater effect 

within this product category. A drain opener is also already established as a product within 

the strong product category in the prior thesis, and will therefore represent the product for 

manipulation in this thesis. 

 

4.3 Degree of Feminine Communication of Green Products 

To gain insight into how masculine centered communication can make a difference in the 

customers’ purchase intention for a green product, a new framework of concepts was 

needed. The development of this concept builds on previous studies, mainly researched by 

Brough et al. (2016). The aim is to develop a set of informational cues that can distinguish 

the communication of the green attributes to being perceived as more masculine than the 

communication used in marketing of green products today. A closer look into words that 

might characterizes masculine perception was needed and we seek to apply this to be the 

communication of green products in our study.  

4.3.1 Theory of Green Masculine Communication 

A study done by Brough et al. (2016) investigated green consumption related to gender 

differences in environmental concerns and found a change in perception when manipulating 
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the linguistic meaning behind the textual information, in addition to a change in the design. 

A logo was made in two versions; one communicating “wilderness”, and one communicating 

“nature”. “Wilderness” was made to refer to a more masculine version appealing to 

stereotypical male traits (Brough et al., 2016; Zuckerman & Kuhlman, 2000). The 

respondents in the study reported that the masculine-branded design made them feel more 

masculine than the conventionally branded design (Brough et al., 2016, p. 577). A similar 

study investigated how customers perceived different ads for a car (Brough et al., 2016). The 

respondents were assigned to one of two ads showing either a car named “2015 BMW i3 

Eco-Friendly Model” or a “2015 BMW i3 Protection model”. The results indicated that the 

masculine centered branding that referred to the word “Protection” instead of “Eco-friendly” 

significantly increased men's preference for the green car (Brough et al., 2016, p. 578). This 

substantiate that the words building on male centered communication and masculinity was 

favorably desired. 

 

In addition to the literature findings on masculine words and male perceptions in marketing, 

existing products aiming at men such as Nivea, Gillette, Asan and L'oreal typically uses 

expressions and synonyms for strength and numeric references in the exploitation of their 

products. There is also found a tendency that these products’ labels contain descriptions of 

the technology used in the products. Terms such as action, technology, new formula was 

common when investigating these products (Nivea, 2019).  

 

This theory gives ground to developing the stimuli used in the experiment towards making 

them perceived as more masculine. Based on this section, we will in the next section present 

the outcome through a set of informational cues. 

 

4.4 Development of Concepts 

This section describes the process behind the development of the concept describing 

different degrees of feminine communication of green attributes. Building on theory 

presented, the informational cues containing different degrees of feminine communication 

will be presented. The informational cues will include a tagline and three statements adding 

up to the textual communication that is presented on the label of the manipulated products. A 

simple illustration is presented in Table B.2 (Appendix B). All informational cues are 



 25 

presented in Norwegian and are therefore translated, therefore some variations in interpreting 

the words from Norwegian to English could arise. The following two sections will present 

the different degrees of communication as respectively feminine communication and 

masculine communication. The informational cues presented are further tested for perceived 

femininity in a pretest presented in section 5.2 to be able to substantiate these assumptions. 

All cues including the Norwegian translation are presented in Appendix B. 

4.4.1 Feminine Communication of Green Products 

The feminine informational cues are all based on information existing on green products in 

the Norwegian homecare market. The following statements are therefore developed to mimic 

informational cues existing today. The feminine statements mainly derives from textual 

information presented on products from the Rema Koin AS product series “Organic Circle” 

and the Lilleborg AS product series “Klar” (Klar, 2019; Kolonial.no, 2019). The feminine 

informational cues presented are directly translated to “Natural consideration”, 

“Consideration for nature”, “Carefully chosen ingredients” and “Reused material”.  

4.4.2 Masculine Communication of Green Products 

The masculine informational cues are all based on linguistic manipulation of the existing 

feminine informational cues presented in section 4.4.1, and the theory of green masculine 

communication discussed in section 4.3.1. The statements are translated from Norwegian 

and do not necessarily contain the exact same meaning when translated due to the words’ 

connotations being different when translated. In the process of developing the masculine 

informational cues there was of great importance to change them into being perceived as less 

feminine in a way that preserve the equal communication of the green attributes. This is 

therefore carefully considered when developing the informational cues, although it is not 

possible to remove all possible interpretations. The masculine informational cues are 

“Protecting nature”, “Green rawness”, “Protecting nature”, “New technological formula” and 

“Recycled material”.  
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5. Experimental Design 

This chapter describes the research design and methods used to answer the research question 

of our study. First, the experimental design and setting of our study will be presented. Then, 

the pretest is laid out, resulting in a presentation of the study’s chosen stimuli, where the 

manipulations the respondents were exposed to are presented. The survey and measures used 

to collect the data in the main study are then laid out, including the sampling- and 

recruitment procedure and a description of the execution of the experiment.  

 

5.1 Research Design  

To answer the research question, an artificial field experiment was conducted in which the 

respondents were exposed to the study’s manipulation. Research shows that respondents 

tend to give better answers when exposed to visual and physical product material (Klatzky, 

Lederman, & Reed, 1987). The respondents were set to answer a survey regarding their 

interpretation on these manipulations. In an artificial field experiment, the respondents were 

exposed to a manipulation in an artificial, non-realistic context (Harrison & List, 2004). 

Field experiments are often more generalizable to a population than laboratory experiments, 

as they are more closely linked to real life surroundings as opposed to a lab where the 

artificial environments can have an impact on the study's external validity (Saunders, Lewis, 

& Thornhill, 2016). However, the field setting might represent an enlarged threat to the 

internal validity, given that the researchers cannot control for all external influence on the 

respondents (Saunders et al., 2016). In addition to rating the manipulated products, a 

practical test was included where the respondents were asked to pour an estimated amount 

from the manipulated product provided. This can contribute to make the setting seem less 

artificial and was done knowing that one of the disadvantages with artificial experiments is 

that they are less realistic than natural field experiments.  

 

Our study can be defined as a mixed-model design, with a combination of between-subject 

and within-subject factors (Kherad-Pajouh & Renaud, 2015). There are both advantages and 

disadvantages using mixed model design. The main advantage of these types of designs is 

that fewer subjects are required, which makes an efficient use of the subjects, and is known 
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for having more statistical power i.e. due to less error variance (Kherad-Pajouh & Renaud, 

2015). The main disadvantage of these types of designs is that the models are more complex 

than non-repeated measure designs, as there may exist associations between observations 

obtained from the same respondent that need to be taken into account (Kherad-Pajouh & 

Renaud, 2015). The study contains three between-subject factors, where the respondents are 

presented to only one of three stimuli. The independent between-subject variable is the 

degree of femininity in communication of the product and consists of three levels: feminine, 

highly masculine and moderately masculine. The study’s within-subjects factor differs in 

level of greenness of the product, and is represented by two categories: product with green 

attributes and a non-green baseline. Our design is thus a 2x3 factorial design, and the 

between- and within-subject factors are illustrated in matrix form in Table 5.1.  

 

 
Table 5.1: Table of Between - and Within Subjects Factors 

 

5.2  Pretest 

Since there is lack of existing research addressing gender centered communication in 

marketing of green products, the purpose of the pretest was to support the informational cues 

developed in the conceptual framework. This was done to see whether the statements match 

our assumptions regarding their degree of perceived femininity, and to identify if the 

informational cues developed were distinctly different from each other, substantiating that 

they were applicable as stimuli for the main survey.  

 

Based on the proposed literature, we will differ between three degrees of feminine 

communication: feminine communication, highly masculine communication and moderately 
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masculine communication. We expect significant differences within the different degrees of 

feminine communication and predict that feminine communication > moderately masculine 

communication > highly masculine communication on the scale of perceived femininity. All 

informational cues are presented along with a Norwegian translation in Appendix B. 

5.2.1 Pretest Method 

The survey used in the pretest was distributed through the personal networks of the 

researchers to reach out to a varying group of respondents, adding up to a sample consisting 

of 40 people. A convenience sample was used since the survey is only a pretest for our main 

study. The main focus of the pretest was to explore whether the informational cues were in 

line with our assumptions, and would change how the respondents perceived the green 

products in regard to femininity. The pretest survey was conducted in Norwegian to make 

sure that the respondents interpreted the information correctly. The following statements are 

therefore translated into English. The interpretation of the different translations may 

therefore vary. The questionnaire for the pretest is presented in full in Appendix A.  

 

A three-minute-long online survey was conducted using the software Qualtrics. The 

respondents were asked to imagine a context where purchasing a drain opener and were 

asked to rate a set of statements presented on a 10-point Likert scale, from “very feminine” 

to “very masculine”. The questions were built on a questionnaire developed by Lieven et al. 

(2015). The 10-point scale was used to identify the marginal differences in how the 

informational cues were rated in regards of femininity, which was central to distinguish 

between the different degrees of perceived masculinity and femininity (Saunders et al., 2016, 

p. 458). 

5.2.2 Results from the Pretest 

The data from the pretest contained 14 men (35 %) and 25 women (62.5 %) and one who did 

not answer (2.5%). Analyzing and interpreting the data collected, we sought to find a 

significant difference between the perceived femininity of the different informational cues to 

find variations in degrees of femininity.  
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We used one-way ANOVA to compare the means of the informational cues. First, the mean 

differences of perceived femininity/masculinity between the taglines were tested, which will 

be the “headlines” of the product labels. Then the mean differences were compared for all 

informational cues, which are represented by the tagline and three statements regarding the 

green attributes of the products. The results when comparing the taglines and informational 

cues for the feminine communication, highly masculine communication and moderately 

masculine communication will are presented below.  

 

Taglines 
A one-way ANOVA was conducted to test the set of taglines for mean differences, looking 

at the differences in perceived femininity between feminine communication (M = 2.80, SD = 

1.22), highly masculine communication (M = 7.18, SD = 1.58) and moderately masculine 

communication (M = 5.03, SD = 1.74). The scores were statistically significantly different 

between the taglines at the 95% level, F (2, 117) = 81., p < .001. The mean differences are 

presented in Table 5.2.  

 

 
Table 5.2: Table of Mean Differences: Taglines 

 

The results presented in the table discover significant differences between all three taglines 

within degree of perceived femininity at the 99% level in the assumed direction.  

 

Informational Cues 
A one-way ANOVA was conducted to test the set of informational cues for mean 

differences, looking at the differences in perceived femininity between feminine 

communication (M = 14.64, SD = 3.25), highly masculine communication (M = 24.69, SD = 

4.23) and moderately masculine communication (M = 22.49, SD = 4.52). The femininity 

score was statistically significantly different between the groups at the 95% level, F (2, 114) 
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= 66.818, p < .001. The mean differences between the informational cues are presented in 

Table 5.3. Deriving from the table, the informational cues are significantly different from 

each at the 95% level in the assumed direction. 

 

 
Table 5.3: Table of Mean Differences: Informational Cues 

 

Based on these results, the assumptions regarding differences in perceived femininity 

between the informational cues were confirmed, and further used to develop the stimuli for 

our main study. The three green products will therefore respectively be referred to as; 

feminine communication, highly masculine communication and moderately masculine 

communication. 

 

Feminine communication includes the informational cues perceived as most feminine. 

Highly masculine communication includes of the informational cues perceived as most 

masculine. Moderately masculine communication includes informational cues that was 

perceived as less masculine than the masculine informational cues but less feminine than the 

feminine informational cues. All three products with the presented informational cues are 

presented more thoroughly in 5.3.2 Visualization of Products.  

 

5.3 Stimuli  

Based on the results deriving from the pretest, the informational cues make the basis for the 

stimuli presented in this section. These were made to represent different degrees of 

femininity in the communication of a products’ green attributes, and were developed to be 

the manipulated products given to the respondents. The three mock-up products used in the 

artificial field experiment will be described and visualized in the following section.  
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5.3.1  Products 

A mock-up of a product series called SERA was used as the stimuli given to the respondents. 

SERA is a made-up brand developed in prior master theses within the research project 

“Circular Economy and Green Consumer Behavior”. The products were neutrally designed 

to represent a standard drain opener, to prevent influencing the participants in favoring any 

existing brand based on inherent associations. The product’s standard design includes a 

picture of a drain, the product title “drain opener” and the text “opens clogged pipes” to add 

credibility to the products. The survey introduction included information about the products 

being in development and therefore could be perceived as unfinished.  

 

In addition to the described standard product design, the green products were manipulated 

with a tagline and three statements describing the products’ green attributes (Illustrated in 

Appendix B). There were in total three different green products manipulated with different 

informational cues, all presenting the product as an environmentally friendly option. The 

cues on the different manipulations are indented to be equal in regard to informational value 

but will differ in word usage and interpretation regarding femininity to create a difference in 

how the product is perceived. All information on the product is presented in Norwegian, as 

this was considered to be most responsive for the Norwegian participants of the study. The 

informational used are therefore hereby translated to English. All three products are 

presented in the following section, and a list including the Norwegian translation is presented 

in Appendix B. 

 

Non-Green Product: Baseline 
The baseline of our study present a non-green standard SERA drain opener with no added 

informational cues, and is used as a reference component as a part of the within-subject 

design, when comparing the between-subject manipulated green products. Illustration 

follows in section 5.3.2, Illustration 5.1.  

  

Green Product with Feminine Communication 
The first green product was created to represent a typical environmentally friendly product. 

The informational cues include a tagline, “naturlig omtanke” which can be translated to 

“natural consideration”. The three statements, “omtanke for naturen”, “nøye utvalgte 
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ingredienser” and “gjenbrukt materiale” can be translated to “care for the nature”, “carefully 

chosen ingredients and “reused materials”. All information that is presented exists on 

products in the Norwegian home-care market, and was through the pretest scored by the 

respondents as words with feminine associations. Illustration follows in section 5.3.2, 

Illustration 5.2.  

  

Green Product with Highly Masculine Communication 
The second green product was modified to present informational cues focusing on masculine 

associations. The informational cues include a tagline, “grønn råskap” and three statements, 

“beskytter naturen”, “ny teknologisk formel” and “resirkulert materiale”. This can be 

translated to “green wildness”, “protect the nature” “new technological formula” and 

“recycled materials”. The statements were pretested and scored as the least feminine 

associated statements when compared in the pretest. Illustration follows in section 5.3.2, 

Illustration 5.3.  

 

Green Product with Moderately Masculine Communication  
The third green product is also modified to present informational cues focusing on masculine 

associations. The product includes the same masculine statements as the product with highly 

masculine communication but with a different tagline. The tagline “beskytter naturen” can be 

translated to “protect the nature”. The informational cues were scored as less masculine than 

for the product with highly masculine communication and more masculine than the product 

with feminine communication. The green product with moderately masculine communication 

was included to add nuances to the experiment and be able to distinguish possible arising 

differences. Illustration follows in section 5.3.2, Illustration 5.4. 

 

5.3.2 Visualisation of Products 

The manipulated products and labels used in the study are illustrated below: 
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Illustration 5.1: Baseline: The Non-Green Product 

 
Illustration 5.2: The Green Product with Feminine Communication 

 
Illustration 5.3: The Green Product with Highly Masculine Communication 
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Illustration 5.4: The Green Product with Moderately Masculine Communication 

 

 

 

Table 5.4: Table of Translations of Informational Cues presented on Products 
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5.3.3 Treatments 

For the artificial field experiment, the manipulated products were presented for the 

respondents to evaluate. Each respondent was presented to three boxes and randomly 

assigned to open one of them. Each box contained a non-green baseline product and one out 

of the three manipulated green products. The product combinations for the respective boxes 

are presented below: 

 

Box A contained the feminine green product and a non-green baseline product. A 

visualization of the product combination in box A is presented in illustration 5.5: 

 
Illustration 5.5: Visualization of Box A with Feminine Communication 

 

 

 

 

 

 

 

 

 

 



 36 

Box B contained the highly masculine green product and the non-green baseline product. A 

visualization of the product combination is presented in illustration 5.6: 

 

 
Illustration 5.6: Visualization of Box B with Highly Masculine Communication 

 

Box C contained the moderately masculine product and the non-green baseline product. A 

visualization of the product combination in box C is presented in illustration 5.7: 

 
Illustration 5.7: Visualization of Box C with Moderately Masculine Communication 
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5.4 Survey and Measures  

The stimuli presented was evaluated by the respondents using a questionnaire developed in 

the software Qualtrics. The questionnaire duration was approximately ten minutes and 

consisted of 33 question. The survey was conducted in Norwegian due to it being the 

respondents’ native language. Hence, the following descriptions and measures are hereby 

translated. The questionnaire is presented in full in Appendix D. 

 

The questions were designed to gain information on the respondents’ opinions regarding the 

manipulated products presented. The respondents were asked to rate the purchase intention, 

perceived femininity and perceived effectiveness of the product, as well as how 

environmentally friendly the product appeared. General questions were included, addressing 

the attitudes and opinions of the respondents regarding their commitment for the 

environment, and the importance of different factors when choosing a drain opener. These 

questions were included as control variables. In addition, questions regarding the 

respondent’s demographics was included to gain insight into the composition of the sample.  

 

The questions in the questionnaire were reported using a Likert Scale. This method is well 

suited as it allows the opinions and perspectives of the respondents to be presented in a 

quantitative form, which can be processed statistically (Beech, 2015, p. 101). The design of 

the survey originates from previous questionnaires developed within this research project, in 

line with the studies of Bjorvatn & Bjarnadottir (2018) and Jerndahl & Næss (2018). The 

questionnaire is altered with some variations to make it better suit the study's research 

question, as well as some adjustments in the construction of the questions. The advantage of 

building on the existing questions and well-established measures is to increase the internal 

validity of the study (Saunders et al., 2016). To avoid major errors in the study, a pilot 

survey was carried out prior to launching the survey, strengthening the internal validity of 

the study (Saunders et al., 2016). Questions with ambiguous communication were then 

adjusted to prevent incorrect interpretations of the questions.  

 

On the first page of the survey the respondent was presented with information regarding the 

structure of the survey. All respondents were assured their answers would be completely 

anonymous, and treated confidentially. After reading the introduction, the respondents were 
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asked to confirm voluntary participation in the study before they were randomly assigned to 

one of the three boxes; A, B or C. After confirming the assigned box, the respondents were 

provided with information on how to interpret the products, as well as how to carry out the 

survey. The text emphasized to only open the assigned box, as well as closely study the 

products and have them present during the completion of the survey. The respondents were 

asked to imagine purchasing the products presented. The randomization function in Qualtrics 

was used to randomly assign the respondents to their respective box. This was done to 

control for and reduce the possible effects of a planned intervention and further eliminate 

threats to internal validity (Saunders et al., 2016).  

 

The first part of the questionnaire was included in order to get an understanding of the 

purchase intention for the respective products assigned to the respondents. As purchase 

intention is the dependent variable of the study, this question was asked in the beginning to 

prevent respondents modifying their answers with the latter questions. The respondents were 

asked how likely they were to purchase the respective drain openers presented, on a scale 

from “very unlikely” to “very likely”. This question derives from research from Newman et 

al. (2014). The respondents were also asked to choose their preferred product which is 

anchored from Luchs et al. (2010) research, with an absolute choice between the non-green 

baseline and the green product. As this question gives less statistical freedom, it will not be 

used as a main construct.  A free text question was also included where the respondents were 

asked to specify the reason for their choice.  

 

The second part of the questionnaire addresses how the respondents perceived the 

environmental friendliness of the products, as this is a central topic within the study. The 

respondents were asked to what extent they perceived the products as environmentally 

friendly. The respondents answered this question for both products presented; “to what 

extent do you believe that the product is an environmentally friendly product”. The question 

was based on the studies of Gershoff & Frels (2015) and the respondents answered on a 7-

point Likert scale from “to a very small extent” to “to a very large extent”.  

 

Further, the respondents were asked to rate the perceived femininity of the products to 

substantiate whether the respondents actually perceived the different stimuli as representing 

different degrees of femininity. The respondents were asked how feminine the products were 

perceived on a 7-point Likert scale from “not feminine at all” to “very feminine”. The 
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question is derived from a study developed by Lieven et al. (2015), but modified to a non-

bipolar scale.  

 

To investigate the mediating effect on how the respondents perceived the effectiveness of the 

products, a question on perceived effectiveness was included. The question is based on the 

framework developed by Newman et al. (2014).The respondents were asked how effective 

they perceived the products as well as how they would rate the products’ ability to unclog 

clogged pipes”. The effectiveness was rated on a scale from “very ineffective” to “very 

effective”. As many people also see it important that a drain opener is gentle to your pipes, a 

question for gentleness was conducted on the same basis as for perceived effectiveness.  

 

To control for variables that might disturb our results, several control variables were 

included. The questions were answered on a 7-point Likert scale from “to a very little 

extent” to “to a very large extent” and included a series of claims. The claims mainly 

focused on the respondents’ personal environmentally consciousness and criteria considered 

in a purchasing decision of a drain opener. Among these were claims such as “I see myself 

as an environmentally conscious person” and “I am willing to sacrifice quality for 

environmental friendliness”. To understand what the respondents defined as important 

aspects when purchasing a drain opener, the respondents were asked to rate the importance 

of different qualities such as “price”, “gentleness”, “recommendation by others” and 

“effectiveness of a drain opener”. These questions were in line with previous research within 

this project Jerndahl & Næss (2018) and the respondents answered on a 7 - point Likert scale 

from “to a very little extent” to “to a very large extent”.  

 

It is important to understand the sample and assess whether the data is representative for the 

population (Saunders et al., 2016, p. 445). Therefore, a section of demographics was 

included to get an understanding of the obtained sample’s composition. These questions 

included gender, age, education and occupation, as well as a question regarding perceived 

gender identity on a 7-point Likert scale from “very feminine” to “very masculine”.  

 

For the last part of the survey a practical test was included to get a practical measure on the 

perceived effectiveness of the manipulated product. The respondents were instructed to pour 

the amount they believed was needed to open a completely clogged drain of their assigned 

green drain opener, into a measuring cup. The variable was named estimated amount. The 
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respondents were asked to register the amount on a measuring scale from 0 to 500 ml. The 

purpose of this practical test was to discover the true amount the respondents found 

necessary, to see whether the respondents subconsciously perceived the product’s 

effectiveness differently than stated in the effectiveness question. To prevent any bias, the 

respondents were told that this already had been tested in a laboratory, and that there was a 

correct amount to be guessed. An incentive of winning a cinema gift card was added for one 

respondent that managed to guess the correct amount. The procedure derives from research 

done by Lin & Chang (2012). The complete overview of the measures is shown in the table 

below.  

 
Table 5.5: Overview of Constructs and Measures 

5.4.1 Sampling and Recruitment  

As this study seeks to explore Norwegian consumers, this will accordingly be the relevant 

population. The experiment was conducted at a shopping mall in Bergen, Norway. This was 

done to get a sample representative for the average population, which we argue a shopping 

mall would provide. The sample consisted of 280 respondents, all completing the whole 

survey with no non-response errors for the main constructs. There were 113 men (40 %) and 

167 women (60 %) completing the survey, and the respondents were quite evenly distributed 

in age from 13 to 80 years old (M = 39.40 years). The respondents varied in both occupation, 

educational level and income and we argue the sample provide a good representative of the 

population. The complete list of respondent demographics is represented in full in Table 5.6.  
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Table 5.6: Demographics 

5.4.2 Procedure 

The artificial field experiment was conducted over three days, Thursday 21st of March, 

Friday 22nd and Saturday 23rd of March, at Åsane Storsenter in Bergen, Norway. Since this 

master thesis builds on prior theses within a research project, the infrastructure had already 

been tested and was therefore easily transferable to this project. This provided us with a 

well-established and consistent framework to help us carry out the study.  

 

The experiment was conducted next to one of the main entrances at the shopping mall. Five 

stalls were set up in which the respondents could participate in the study. The survey was 

conducted on varying days of the week and at different hours of the days. This was done to 

ensure the respondents represented a varied selection of age, gender and life situation, to 

give a fair representation of the average population, aiming to strengthen the study's external 

validity. The stalls were placed with sufficient space in between, to make sure all 

respondents were separated. Each stall was installed with three boxes with the letters A, B 

and C. The stalls were also installed with laptops to complete the survey in addition to a 

measuring cup for the experiment’s practical test.  

 

In the experiment area, a roll-up with the logo of Norwegian School of Economics and 

printed posters with the text “Help us with our master thesis, receive a gift card” was set up. 

This was done to add credibility to our study, as well as to attract potential respondents. All 

people passing the stand were asked to participate to the survey, and thus had the same 

probability of being chosen, strengthening the external validity of the study. After consenting 
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to participate in the study, each respondent got a short run-through with information on how 

to complete the survey. The importance of only opening the assigned box was emphasized, 

in addition to the importance of reading all information provided. The respondents were 

encouraged to contact us for any questions or technical problems occurring during the 

experiment. After completing the survey, each respondent received a gift card of 75 NOK as 

a gift for completing the survey.  

 

5.5 Statistical Analysis 

In this chapter, the analyses used to answer our hypotheses will be presented. First, a one-

way ANOVA is conducted to test the direct effect on our hypotheses. Then, a simple 

mediation model is presented to test the second set of hypotheses, followed by a moderated 

mediation analysis to test our last set of hypotheses. Control variables used in the study is 

thereafter presented. At the end of this chapter, a test of assumptions for the characteristics 

of the data collected is presented, assessing possible violations that could lead to changes in 

the conclusion of the research or interpretation of the results.  

5.5.1 Direct Effects 

To test our first set of hypotheses, H1a, H1b and H1c, a one-way ANOVA was conducted. This 

test is used to determine whether there are any statistically significant differences between 

the means of two or more independent groups (LaerdStatistics, 2017). The test was 

conducted to determine if purchase intention for a green product varies when the green 

attributes were communicated through different degrees of feminine communication, highly 

masculine communication and moderately masculine communication. The result of this test 

determines whether there is a significant difference in the mean score across the three groups 

(Pallant, 2013). A post-hoc test will be conducted, using Least Significant Difference (LSD) 

to pairwise compare the groups for mean differences in the ANOVA. Although Tukey HSD 

(Honestly Significant Difference) is recognized as a stricter post-hoc test, we have chosen to 

use LSD post-hoc test throughout the analyses based on the connection to the mediation 

model presented. 
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5.5.2 Simple Mediation Analysis 

For our second set of hypotheses, H2a, H2b and H2c a simple mediation model was done to 

investigate how the causal variable X influences Y indirectly, rather than the direct causal 

relationship between X and Y (Hayes, 2018). The mediation model seeks to explain the 

relationship between an independent variable (X) and a dependent variable (Y) through a 

third variable, known as the mediating variable of the model (M). The SPSS macro, 

PROCESS by (Hayes, 2018), was used to carry out this analysis. To investigate the direct, 

indirect and total effect for X on Y through M, Model 4 in the PROCESS macro was used. 

The macro uses bootstrapping to test if these effects exists, and the indirect effect of the 

model is significant when the bootstrap interval does not include zero (Hayes, 2018). We 

want to investigate if some of the effect on purchase intention (the dependent variable) from 

the degree of femininity in the communication of a green product (the independent variable) 

can be explained through the perceived effectiveness of the product (the mediator). There are 

two pathways the independent variable X can influence the dependent variable Y; directly, 

or indirectly through a mediator M. In our model we tested how purchase intention (Y) was 

affected by the variation of different types of stimuli, feminine communication, highly 

masculine communication or moderate masculine communication (X), and how perceived 

effectiveness (M) mediated these relationships. 

5.5.3 Moderated Mediation Analysis 

To test our third set of hypotheses we wanted to investigate whether the degree of femininity 

in communication of a green product has an impact on purchase intention through perceived 

effectiveness, and whether this relation is moderated by gender. To test the hypotheses H3a, 

H3b and H3c, a moderated mediation model was conducted (Hayes, 2018). This test was 

conducted by using Model 7 in the PROCESS macro for SPSS. Model 7 in PROCESS tests 

the conditional direct and indirect effects of the independent variable on the dependent 

variable. The test further provides a moderated mediation index that tests the moderation of 

the indirect effect (Hayes, 2018). The macro uses bootstrapping confidence intervals to test 

whether the effect (presented in the simple mediation model) is moderated by gender. The 

moderation on the indirect effect is statistically significant when the bootstrap interval does 

not include zero (Hayes, 2018). Since this thesis addresses differences in perceived 

femininity, we want to address and explore any gender differences between the different 
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degrees of femininity in communication and perceived effectiveness. As addressed earlier in 

the thesis, research shows that men and women have different attitudes towards 

environmental issues and green consumerism. It is therefore interesting to explore these 

differences, and further look into what the effect gender might present in the model. 

5.5.4 Control Variables 

A set of control variables in the analysis was included, and kept constant to avoid them 

influencing the relationship between the independent and the dependent variable (Saunders 

et al., 2016). A Spearman's correlation analysis was conducted to measure the strength and 

direction in the linear relationship between each control variable and the dependent variable, 

strengthening internal validity of the study (LaerdStatistics, 2018; Saunders et al., 2016). 

The value rs indicates the correlation coefficient which can be any value between +1 and -1, 

where +1 indicates a perfect positive correlation and -1 indicates a perfect negative 

correlation, while 0 represent no correlation between the variables (LaerdStatistics, 2018; 

Saunders et al., 2016). The control variables were based on the respondent’s perceptions of 

themselves related to environmental issues, as well as their rated importance of different 

drain opener attributes. The control variables are presented in Table 5.5.  

5.5.5 Test of Assumptions 

For the following analyses, we are going to use several statistical tests including a paired t-

test as well as an analyses of variances (ANOVA). These tests have some general 

assumptions that must be present in order to trust the analyses (Pallant, 2013, p. 213), and 

will be discussed in the following section.  

Level of Measurement 

The parametric approaches assume that the dependent variable is measured using a 

continuous scale. The dependent variable presented in our research model is “Purchase 

intention for buying a green product”, and was answered using a 7-point Likert scale, which 

is a discrete scale. Previous research publications, such as Lieven et al. (2015), show that it is 

possible to use variables on ordinal levels. The assumption regarding level of measurement 

is thereby argued to be met.  
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Independence of Observation 

To fulfill the requirements of independence of observation, all respondents must be 

independent of each other, thus not be influenced by any other respondent (Pallant, 2013, p. 

213). To ensure independence of observation, we made sure that there was no relationship of 

interaction between the respondents during the survey (LaerdStatistics, 2017). When 

collecting the data, each stall where the respondents were placed, had sufficient space in 

between to prevent interaction among the responders. When collecting the data, it was also 

emphasized to each respondent not to open any of the other boxes than the one randomly 

assigned to them. The data collected is therefore argued to be independent of observation.  

Normal Distribution 

To measure the assumption of normal distribution, we tested kurtosis and skewness for each 

of the independent variable categories on the dependent variable purchase intention. The 

skewness variable indicates how the symmetry of the distribution lies, and the kurtosis gives 

an indication on how peaked the distribution is (Pallant, 2013, p. 59). If the value is 0 it 

means the distribution is perfectly normal. Positive values of kurtosis indicate a peaked 

distribution, clustered in the center, while negative kurtosis values indicate a rather flat 

distribution (Pallant, 2013, p. 59). The data is assumed to be approximately normally 

distributed when the skewness and the kurtosis lies within -2 and +2 (Khan, 2015). There are 

no violations of this criteria on the variables, and it can therefore be argued that the 

assumption of normal distribution is met. The full table containing skewness and kurtosis of 

the variables is presented in Table E.1 (Appendix E). 

Homogeneity of Variance 

This assumption has to be met in order to ensure that the population variance for each group 

of the independent variable is the same (LaerdStatistics, 2017). The sample sizes of each 

independent variable category are approximately equal to each other, for box A (n = 96), box 

B (n = 94) and box C (n = 90). To calculate the homogeneity of variance, Levene's test of 

equality of variances is conducted while doing a one-way ANOVA. The tests are presented 

in Table F.1 (Appendix F), and shows that the Levene’s score for all the variables is greater 

than .05, indicating that it is not significant. One can therefore argue that the assumption of 

homogeneity of variance is met (Pallant, 2013, pp. 214-215). 
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6. Results 

In this chapter the results from this study´s analyses will be presented. First, we will look 

into the descriptive statistics to get an overview of information emerging from the data set. 

The main constructs will be analyzed both between- and within subjects to build ground for 

the main analyses. The constructs that will be addressed are; greenness, femininity, 

effectiveness, gentleness and purchase intention. These main results will then be presented to 

answer the hypotheses of the study. We address the direct effects through a one-way 

ANOVA, followed by the indirect effects from the mediation analysis and the conditional 

effects from the moderated mediation analysis. Finally, an analysis of control variables is 

presented, followed by the additional findings emerging from the dataset. 

 

6.1 Descriptive Statistics  

Through the descriptive statistics the main constructs will be presented; perceived greenness, 

perceived femininity, perceived effectiveness and perceived gentleness of the product, 

followed by briefly addressing the purchase intention and choice of product variables. The 

results are gathered through our experimental survey, and presents a foundation for further 

statistical tests. First, a t-test comparing the manipulated green product relative to the non-

green baseline was conducted. Then, a one-way ANOVA was done to compare the green 

products across the boxes. To combine both factors, a two-way repeated measures ANOVA 

was done to visually present the within- and between-factor connections (Figures 6.1-6.4). 

All descriptive statistics are presented in Table E.1 (Appendix E).  

Perceived Greenness of the Product 

This project seeks to understand the differences in how environmentally perceived products 

can be manipulated to be appealing to a greater part of the population. Therefore, it was 

important to get an understanding of to what extent the products were perceived as 

environmentally friendly. To investigate the difference in perceived environmental 

friendliness of the products, a paired t-test was conducted to look at the differences within 

each box, to investigate if the green product actually was perceived as more environmentally 
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friendly than the non-green product. Box A with feminine communication: Respondents 

rated the non-green baseline (M = 2.41, SD = 1.26) lower on environmental friendliness than 

the green product (M = 5.03, SD = 1.50), a statistically significant mean decrease of -2.625, 

95% CI [-3.047, -2.203], t(95) = -12.343, p < .001, d = -1.26. Box B, with masculine 

communication: Respondents rated the non-green baseline (M =2.53 , SD = 1.57) lower on 

environmental friendliness than the green product (M = 4.70, SD = 1.70), a statistically 

significant mean decrease of -2.170 , 95% CI [-2.639, -1.701], t(93) = -9.192, p < .001, d = -

0.95. Box C with moderately masculine communication: Respondents rated the non-green 

baseline (M = 2.50, SD = 1.40) lower on environmental friendliness than the green product 

(M = 4.94, SD = 1.49), a statistically significant mean decrease of -2.444 , 95% CI [-2.926, -

1.963], t(89) = -10.089, p < .001, d = -1.06. As expected the results showed a statistically 

significant difference in each of the three boxes, stating that all three green products were 

perceived as more environmentally friendly than the non-green baseline product.  

 

By conducting a one-way ANOVA with a post-hoc test, the differences in perceived 

environmental friendliness between the green products of the groups; feminine 

communication (M = 5.03, SD = 1.50), highly masculine communication (M = 4.70, SD = 

1.70) and moderately masculine communication (M = 4.94, SD = 1.49) are investigated. 

There were no significant differences between the green products, F(2,277) = .202, p = .817. 

LSD post-hoc analysis shows that there were no statistically significant pairwise group 

differences. The results show that all the three green products are seen as more 

environmentally friendly than the non-green baseline product. There is no significant 

difference between the different green products. The differences in perceived greenness 

between the green products relative to the baseline are illustrated in Figure 6.1: 
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Figure 6.1: Perceived Greenness 

 

Perceived Femininity of the Product 
As addressed in the literature review, environmentally friendly products are often perceived 

as being more feminine than non-environmentally friendly products (Brough et al., 2016; 

Huang & Wan, 2015). A central concern when developing the different stimuli was that the 

different manipulated green products were perceived as distinctly different in terms of 

perceived femininity.  

 

A one-way ANOVA with an LSD post-hoc test was done to investigate the difference 

between the manipulated products. The differences between the green manipulated products 

in relation to perceived femininity between the green products of the groups feminine 

communication (M = 2.58, SD = 1.53), highly masculine communication (M = 2.37, SD = 

1.41) and moderately masculine communication (M = 2.39, SD = 1.54), revealed no 

statistically significant differences between the groups, F(2, 277) = .586, p = .557. An LSD 

post-hoc analysis was done as a follow up and shows no statistically significant pairwise 

group differences (Table E.2, Appendix E). 

 

The lack of significant difference in perceived femininity between the different 

manipulations conflict with the original assumptions. The pretest discovered that the highly 
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masculine and moderately masculine informational cues were perceived as significantly 

more masculine than the feminine statements. However, there is no significant difference 

between the green products (containing the same informational cues) for the main study. 

When looking into the mean differences, the mean score for the product with feminine 

communication is rated higher than the product with highly masculine communication and 

moderately masculine communication. We will throughout the thesis continue to use the 

green product names; feminine communication, highly masculine communication and 

moderately masculine communication, as descriptions for the manipulations. However, we 

emphasize that there are no significant results dividing the green products in perceived 

femininity and, thus, any potential findings cannot be explained by a difference in degree of 

feminine communication. The differences in perceived femininity between the green 

products relative to the baseline are illustrated in Figure 6.2: 

 

 

Figure 6.2: Perceived Femininity 

Perceived Effectiveness of the Product 
Effectiveness is seen as an important factor when purchasing a “strong” product such as a 

drain opener.  One of the main barriers to green consumption discovered in the theory 

presented was the assumption that environmentally friendly products does not hold the same 

quality as non-environmentally friendly products (Brough et al., 2016; Luchs et al., 2010). 
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Further we want to investigate whether a change in degree of feminine communication will 

have an impact on the perceived effectiveness of the product.  

 

By doing a one-way ANOVA with a post-hoc test, the study addresses the differences in 

perceived effectiveness between the green products of the groups feminine communication 

(M = 4.32, SD = 1.36), highly masculine communication (M = 4.76, SD = 1.34) and 

moderately masculine communication (M = 4.43, SD = 1.29), there are no significant 

differences between the groups at the 95% level, F(2, 277) = 2.692, p = .069. LSD post-hoc 

analysis shows that there was a statistically significant mean difference at the .05 level 

between the feminine communication and highly masculine communication (MD = -.432, p = 

.03). This states that the respondents rate the perceived effectiveness of the feminine 

communication 0.432 units lower than when presented with highly masculine 

communication (Table E.2, Appendix E).  

 

A paired t-test was done to investigate if the green products within the different boxes were 

perceived as more or less effective than the non-green products. Box A with feminine 

communication: Respondents rated the non-green baseline (M = 4.31, SD = 1.61) lower on 

perceived effectiveness than the green product (M = 4.32, SD = 1.36), a mean decrease of -

0.010, 95% CI [-.351, .331], t(95) = -.061, p = .952, d = -.01 which means this is not 

statistically significant. Box B with highly masculine communication: Respondents rated the 

non-green baseline (M =4.14 , SD = 1.62) lower on perceived effectiveness than the green 

product (M = 4.76, SD = 1.34), a statistically significant mean decrease of -.617, 95% CI [-

.971, -.263], t(93) = -3.459, p = .001, d = -0.36. Box C, with moderately masculine 

communication: Respondents rated the non-green baseline (M = 4.03, SD = 1.35) lower on 

perceived effectiveness than the green product (M = 4.43, SD = 1.29), a statistically 

significant mean decrease of -.400, 95% CI [-.693, -.107], t(89) = -2.717, p = .008, d = -0.29.  

 

From these results, no statistically significant difference was found between the green and 

non-green product in perceived effectiveness when presented to the green product with 

feminine communication. However, for the moderately masculine and highly masculine 

communication, significant differences in perceived effectiveness were found between the 

green and non-green product, but in the opposite direction of the predictions. This is 

inconsistent with the literature, where green products often are perceived as being less 
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effective than non-green products (Gleim et al., 2013). The differences in perceived 

effectiveness between the green products relative to the baseline are illustrated in Figure 6.3: 

 

Figure 6.3: Perceived Effectiveness 

 

Perceived Gentleness of the Products 
In addition to effectiveness, another important factor when purchasing a drain opener is that 

the pipes do not get damaged using the product, and gentleness is thus an important factor. It 

is therefore interesting to find out whether perceived gentleness is rated differently across the 

manipulated green products and if the degree of femininity in communication affects the 

respondents’ perception. We predicted that the feminine communicated drain opener would 

be perceived as more gentle than the highly masculine and moderately masculine drain 

openers. 

 

By doing a one-way ANOVA with a post-hoc test the differences in perceived gentleness 

between the green products of the groups: feminine communication (M = 4.81, SD = 1.45), 

highly masculine communication (M = 4.37, SD = 1.59) and moderately masculine 

communication (M = 4.79, SD = 1.35) were investigated. There were no significant 

differences between the groups at the 95% level, F (2, 277) = 2.675, p = .071. LSD post-hoc 

analysis shows that there was a statistically significant mean difference at the .05 level 



 52 

between the feminine communication and highly masculine communication (MD = .440, p = 

.04). This states that the respondents rate the perceived gentleness of the feminine 

communication 0.440 units higher than when presented with highly masculine 

communication (Table E.2, Appendix E).  

 

To investigate the difference in perceived gentleness between the green and non-green 

product within each box, a paired t-test was done. Box A with feminine communication: 

Respondents rated the non-green baseline (M = 2.27, SD = 1.18) lower on perceived 

gentleness than the green product (M = 4.81, SD = 1.45), a statistically significant mean 

decrease of -2.094, 95% CI [-2.477, -1.710], t(95) = -10.841, p < .001, d = -1.11. Box B with 

masculine communication: Respondents rated the non-green baseline (M =2.86 , SD = 1.26) 

lower on perceived gentleness than the green product (M = 4.37, SD = 1.59), a statistically 

significant mean decrease of -1.511, 95% CI [-1.910, -1.111], t(93) = -7.512, p < .001, d = -

.77. Box C with moderately masculine communication: Respondents rated the non-green 

baseline (M = 2,76, SD = 1.25) lower on perceived gentleness than the green product (M = 

4.79, SD = 1.35), a statistically significant mean decrease of -2.033, 95% CI [-2.434, -1.633], 

t(89) = -10.096, p < .001, d = -1.06.  

 

All of the manipulated green products were significantly perceived as more gentle when 

compared to the non-green baseline. The green product with feminine communication was 

perceived as significantly more gentle than the product with highly masculine 

communication. The differences in perceived gentleness between the green products relative 

to the baseline are illustrated in Figure 6.4: 
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Figure 6.4: Perceived Gentleness  

 
Purchase Intention for the Products 
A simple introduction of the variables purchase intention and choice will briefly be 

presented in this section. Since the purchase intention is the dependent variable of our study, 

it will be further addressed in the main analysis. Deriving from the dataset, the respondents 

seem to prefer the green product (n = 245) when compared to the non-green baseline (n = 

35) regardless of the degree of femininity in communication (Figure 6.5). The findings show 

marginal differences in purchase intention between the different green stimuli (Figure 6.6). 

 

  
Figure 6.5: Choice   Figure 6.6: Mean Scores of Purchase Intention
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When asking the respondent to elaborate the reason for the choice of product between the 

green and non-green baseline, we discovered that many answered that they chose the green 

product because there was a larger amount of information provided on the label (Figure 6.7), 

compared to the non-green baseline. The choice variable will be further addressed in the 

limitation section, and the purchase intention will be addressed in the following sections as 

the dependent variable of our study.  

 

  
Figure 6.7: Reason for Choice 

 

6.2 Direct Effects 

A one-way analysis of variance (ANOVA) was conducted to answer the first set of 

hypotheses:  

 

H1a: Consumers have a higher purchase intention for the green product with 

highly masculine communication than for the green product with feminine 

communication 

 

H1b: Consumers have a higher purchase intention for the green product with 

moderately masculine communication than for the green product with feminine 

communication 
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H1c: Consumers have a higher purchase intention for the green product with 

highly masculine communication than for the green product with moderately 

masculine communication  

 

The analysis was conducted to determine if purchase intention for a green product was 

different when the green attributes were communicated through different degrees of 

femininity. The conditions compared were feminine communication (M = 5.33, SD = 

1.61), highly masculine communication (M = 5.38, SD = 1.65) and moderately masculine 

communication (M = 5.69, SD = 1.59). The ANOVA revealed no statistically significant 

differences between the groups at the p < .05 in purchase intention between the three green 

manipulations: F (2, 277) = 1.297, p = .275. The effect size, calculated using eta squared, 

was .009. Post-hoc comparison using the LSD test indicated that the mean differences when 

comparing the groups pairwise, there were no statistically significant differences between the 

groups in purchase intention. Thus, there is no support for H1a, H1b or H1c. The results are 

presented in Table G.1 (Appendix G).   

 

6.3 Mediating Effects 

A simple mediation analysis was conducted to answer the second set of hypotheses: 

 

H2a:  The effect postulated in H1a is mediated by perceived effectiveness 

 

H2b:  The effect postulated in H1b is mediated by perceived effectiveness 

 

H2c:  The effect postulated in H1c is mediated by perceived effectiveness 

 

The hypotheses were based upon the main effects regarding purchase intention from the first 

set of hypotheses. The results from the ANOVA did not lend support for any of the direct 

effects, but we will argue that the hypotheses of H2 still can be supported by detecting a 

statistically significant indirect effect. This means that the indirect effect on purchase 

intention through perceived effectiveness can be present even in the absence of the direct 

relationship between X and Y. Hayes (2009) argues that there could be lack of a total effect 
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due to several paths of influence working in opposite directions, and therefore are cancelling 

each other out, and that some of these may not be a part of the proposed research model. 

This can be one of the reasons to finding a significant indirect effect while the total effect is 

non-significant (Hayes, 2009).  

 

In the mediation analysis, for H2a, the conditions feminine communication vs. highly 

masculine communication on purchase intention through perceived effectiveness were tested. 

A significant indirect effect was found through perceived effectiveness (effect = .239, 95% 

BootCI = {.022, .504}). There was no support for the direct effect (c’ = -.190, p = .377) nor 

the total effect (c = .050, p = .834). This indicates a complete mediated model (Table H.1, 

Appendix H). The results indicate that the participants who were exposed to the green drain 

opener with the feminine communication on average rated their purchase intention .239 units 

lower than the respondents exposed to the green drain opener with highly masculine 

communication, when looking at the relation through perceived effectiveness. This supports 

that there is a mediating effect on perceived effectiveness, thus hypothesis H2a is supported. 

  

For hypothesis H2b, the conditions feminine communication vs. moderately masculine 

communication on purchase intention through perceived effectiveness were tested. The 

results showed no significant effects for the indirect effect (effect = .058, 95% BootCI = {-

.144, .271}), nor for the direct effect (c’ = .298, p = .163) or total effect (c = .356, p = .132) 

of our model (Table H.1, Appendix H). This lends to no support for H2b. The postulation that 

moderately masculine communication gives a larger impact on purchase intention than 

feminine communication through perceived effectiveness is not supported.  

  

Further, for hypothesis H2c, the conditions highly masculine communication vs. moderately 

masculine communication on purchase intention through perceived effectiveness. There was 

no significant indirect effect (effect = -.155, 95% BootCI = {-.357, .029}), nor did we find a 

significant total effect (c = .306, p = .203) in the model (Table H.1, Appendix H). There was 

a significant direct effect (c’ = 0,461, p = .040), however there are no mediating effects 

discovered. There is therefore no support for hypothesis H2c. Thus, the postulation that highly 

masculine communication gives a larger impact on purchase intention than moderately 

masculine communication through perceived effectiveness is not supported. 
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The detailed process adding up to the model is presented in Figure 6.8. The mediation model 

presents two distinct pathways. The first pathway is the direct effect (c’) which is the 

independent variable represented by the different degrees of feminine communication on 

purchase intention. The second pathway represents the indirect effect (ab) of the degree of 

feminine communication through the mediator perceived effectiveness to the dependent 

variable purchase intention. From Figure 6.8 we find that feminine communication is 

perceived to be less effective than highly masculine communication (a = .432*) and that 

perceived effectiveness has a significant effect on purchase intention (b = .553**). When 

looking at the differences between feminine communication and moderately masculine 

communication (a = .110) and between highly masculine communication and moderately 

masculine communication (a = -.322), no significant mean differences were found between 

the groups in perceived effectiveness. Figure 6.8 shows that perceived effectiveness has a 

significant effect on purchase intention (b) at the p < .01 level in all of the three groups. 

 

Despite of the lack of significant findings on the main effect in H1a, we argue that hypothesis 

H2a is supported by the significant indirect effect presented above. There is no support for H2b 

or H2c.  

 
 

  

Figure 6.8: Detailed Process of the Simple Mediation Model 
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6.4 Moderated Mediation Effect 

A moderated mediation analysis was conducted to answer the final set of hypotheses:  

 

H3a:  The effect postulated in H2a is moderated by gender 

 

H3b:  The effect postulated in H2b is moderated by gender 

 

H3c:  The effect postulated in H2c is moderated by gender 

 

The aim is to investigate whether gender, as a moderator, has an impact on the relationship 

described in the simple mediating model presented in the last section. Results from the three 

hypotheses are presented in Figure 6.9.  

 

First, we tested if gender moderates the conditions feminine communication vs. highly 

masculine communication on the purchase intention through perceived effectiveness.  There 

were no significant findings supporting the moderated mediation model (Index = -.112, 95% 

BootCI = {-.527, .319}), and thus, hypothesis H3a is not supported. Further, the test shows 

that there is a significant conditional indirect effect for women (effect = .293, 95% BootCI = 

{.008, .612}). The conditional indirect effect was not significant for men (effect = .182, 95% 

BootCI = {-.140, .571}). This indicates that women tend to perceive a green product with 

highly masculine communication as more effective than when presented with feminine 

communication, but since there is no statistically significant effect between woman and men, 

there is no support for the hypothesis (Table I.1, Appendix I). Looking at the detailed model 

of results (Figure 6.9), neither degree of femininity in communication on perceived 

effectiveness (a1), gender on perceived effectiveness (a2) nor the interaction of gender and 

degree of femininity in communication (a3) were significant. Perceived effectiveness on 

purchase intention is significant (b = .553**) as presented in the results of the simple 

mediation analysis.  

 

Secondly, we tested if gender moderates the conditions feminine communication vs. 

moderately communication on the purchase intention through perceived effectiveness. There 

were no significant findings supporting the moderated mediation model (Index = .003, 95% 
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BootCI = {-.390, .421}), and thus, hypothesis H3b is not supported. When investigating the 

detailed model of results (Figure 6.9), neither degree of femininity in communication on 

perceived effectiveness (a1), gender on perceived effectiveness (a2) nor the interaction of 

gender and degree of femininity in communication (a3) were significant. Perceived 

effectiveness on purchase intention is significant (b = .526**) as presented in the results of 

the simple mediation analysis. Further, the test shows that there are no significant 

conditional indirect effects neither for women (effect = .055, 95% BootCI = {-.207, .323}) 

nor for men (effect = .058, 95% BootCI = {-.245, .393}) (Table I.1, Appendix I). The 

conditions feminine communication vs. moderately communication show no significant 

results on the conditional indirect effect of gender.  

 

Finally, we tested if gender moderates the conditions highly masculine communication vs. 

moderately masculine communication on the purchase intention through perceived 

effectiveness. Again, there were no significant findings supporting the moderated mediation 

model (Index = .100, 95% BootCI = {-.275, .479}), and hypothesis H3c is not supported. 

Further, when looking at the detailed model of results (figure 6.9), neither degree of 

femininity in communication on perceived effectiveness (a1), gender on perceived 

effectiveness (a2) nor the interaction of gender and degree of femininity in communication 

(a3) were significant. Perceived effectiveness on purchase intention is again significant (b = 

.482**) as presented in the results of the simple mediation analysis. Further, the test shows 

that there are no significant conditional indirect effects neither for women (effect = -.205, 

95% BootCI = {-.472, .037}) nor for men (effect = -.105, 95% BootCI = {.402, .177}) 

(Table I.1, Appendix I). The conditions highly masculine communication vs. moderately 

masculine communication show no significant results on the conditional indirect effect of 

gender.  
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Figure 6.9: Detailed Process of the Moderated Mediation Model 

6.5 Control Variables 

A Spearman’s correlation was done to test for the different control variables on the 

dependent variable purchase intention.  

 
Table 6.1: Spearman Correlation Between the Control Variables and Purchase Intention 
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The results from the analysis shows a weak positive correlation between importance and 

purchase intention, rs (278) = .202, p = .001 as well as a weak positive correlation between 

environmentally conscious and purchase intention, rs (278) = .219, p < .001. This indicates 

that consumers that find it important to buy green products, and consumers that believe they 

are environmentally conscious, will have a higher purchase intention for a green drain 

opener. A weak positive correlation was also found between guilt and purchase intention, rs 

(278) = .217, p < .001. This finding indicates that people that feels guilt over choosing the 

least environmentally friendly alternative also have a higher purchase intention for the green 

drain opener. A minimal positive correlation between recycle and purchase intention was 

found, rs (278) = .159, p = .008. This indicates that consumers that report that they recycle 

also tend to have a higher purchase intention for the green drain opener.  

 

When controlling for the variables for the rated importance of different drain opener 

attributes we found a minimal positive correlation between importance of recommendation 

from others and purchase intention, rs (273) = .125, p = .038 and a minimal positive 

correlation between gentleness on pipes and purchase intention, rs (274) = .149, p = .013. A 

weak positive correlation was also found, between importance of environmental friendliness 

and purchase intention, rs (277) = .266, p < .001. This indicates that consumers rating that 

environmental friendliness is an important attribute when purchasing a drain opener also 

tend to have a higher purchase intention for the green alternative. 

 

6.6 Additional Findings  

When conducting the experiment, a large amount of data was gathered, and several relations 

have not been addressed through our research question or hypotheses. Therefore, some 

additional findings arising from the dataset will be presented. These include a practical test 

of effectiveness which is done to further investigate the underlying perceptions of 

effectiveness. We will also introduce perceived gentleness as a proposed mediator for the 

simple mediation model, to see whether an indirect effect is found on purchase intention. We 

emphasize that these analyzes are of an exploratory nature as they are not related to the main 

research question of our study.  



 62 

6.6.1 Practical Test of Perceived Effectiveness 

A practical test was included in the survey to substantiate the results from perceived 

effectiveness, which is a central part of the thesis. The practical test builds on the research of 

(Lin & Chang, 2012), which found that consumers used a larger amount when exposed to a 

green product that when exposed to a non-green product. They point out that this most likely 

was done to compensate for the supposedly reduced effect of the green product (Lin & 

Chang, 2012). We want to see whether this logic is transferable to our study. More 

specifically, whether the estimated amount differs with different degrees of femininity in the 

communication of a green drain opener and thus, if there can be found differences in 

perceived effectiveness across the green products. 

 

To answer this question, a one-way ANOVA was conducted with an LSD post-hoc test. The 

differences in estimated amount (based on the poured amount of the respondents in the 

practical test) was tested for mean differences. Between the green products of feminine 

communication (M = 149.93, SD = 106,90), highly masculine communication (M = 121.40, 

SD = 81.94) and moderately masculine communication (M = 135,97, SD = 108.22), there are 

no significant difference across these three groups at the 95% level, F(2, 277) = 1.945, p = 

.145. However, the post-hoc analysis shows that there was a statistically significant mean 

difference at the .05 level between the feminine communication and highly masculine 

communication in estimated amount. This states that when the respondent is presented with a 

green product with feminine communication, the respondents on average pours 28.52 ml 

more drain opener into the measuring cup than when presented with highly masculine 

communication (MD = 28.52, p = .05). This corresponds with our suppositions based on 

theory and previous reasoning, and can indicate that respondents have less faith in the 

product with feminine communication than the product with masculine communication, and 

therefore feel the need to use a larger amount of the product to compensate. The results are 

presented in full in Table J.1 (Appendix J). 

6.6.2 Perceived Gentleness as a Mediator 

Luchs et al. (2010) states that the green attributes of a product are positively associated with 

gentleness-related attributes, and negatively associated with strength-related attributes. As 

expected importance of effectiveness (M = 5.87, SD = 1.12) scored high on importance when 
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buying a drain opener, however that importance of gentleness (M = 5.90, SD = 1.18) was 

also a highly valued factor when comparing the means of importance when buying a drain 

opener. The numbers can be found in Table E.1 (Appendix E). When addressing the 

different attributes of importance in a purchase decision of a drain opener, the respondents 

rate the importance of effectiveness and gentleness very similar, indicating that both 

phenomena are important to the consumers. The positive effect of a product’s greenness on 

consumer preference is reduced when strength-related attributes are valued (Luchs et al., 

2010). This can result in a preference for non-green products. Conversely, preference for 

green products increases when gentleness-related attributes are valued. It was therefore 

interesting to further investigate this gentleness-effectiveness connection. 

 

A simple mediation analysis was conducted with perceived gentleness as the mediator to see 

if it can lead to higher purchase intention for the green products. We chose to only look at 

the connection between the green products with the feminine communication and the highly 

masculine communication, because this was the only significant indirect effect present for 

the connection with perceived effectiveness as the mediator. The simple mediation model is 

presented below: 

  
Figure 6.10: Simple Mediation Model: Perceived Gentleness 

 

Through the mediating analysis, the conditions feminine communication vs. highly 

masculine communication on the purchase intention through perceived gentleness was tested 

for. A significant indirect effect (effect = -.151, 95% BootCI = {-.335, -.001}) was found. 
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There was no support for the direct effect (c’ = .200, p = .380) or the total effect (c = .050, 

p = .834) of our model, indicating a complete mediated model (Table J.2, Appendix J). From 

Figure 6.11 we find that feminine communication is perceived to be more gentle than highly 

masculine communication (a = -.440*) and that perceived gentleness has a significant effect 

on purchase intention (b = .342**). This indicates that the participants that were exposed to 

the green drain opener with the feminine communication were on average .151 units higher 

in rating of their purchase intention then those who received the product with the highly 

masculine communication, through the perceived gentleness.  

 

 
Figure 6.11: Detailed Process of the Simple Mediation Model: Perceived Gentleness 
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7. Summary of Results and Discussion 

In this chapter we will discuss the results of our study. In the first section, the results of the 

statistical analyzes are summarized and discussed. A general discussion based on overall 

findings of our study is thereafter presented, providing possible explanations for the findings 

and assessing possible factors that might have an impact on the findings before a conclusion 

is drawn in chapter 8. 

 

 
Table 7.1: Overview of Hypotheses and Results from the Study 
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7.1 Discussion of Results 

7.1.1 Direct Effects 

The results deriving from the analysis showed that masculine communication of green 

attributes of a drain opener did not result in a higher purchase intention than when these 

attributes were communicated with feminine communication. There was no significant effect 

between the different degrees of feminine communication and thus, no support for 

hypothesis; H1a, H1bor H1c. The lack of significant findings may derive from that the 

manipulations did not manage to significantly differ in regards of perceived femininity. This 

can be a reason for why the stimuli did not give a sufficient difference and hence, did not 

affect the purchase intention of the green drain openers as expected. Therefore, research is 

still needed in this field to succeed to manipulate the stimuli as significantly different in 

masculinity and femininity and draw further conclusions.  

7.1.2 Mediating Effects 

When investigating how perceived effectiveness mediated the relation of the different 

degrees of feminine communication on purchase intention, no significant total effects were 

discovered. A significant indirect effect was found between feminine communication vs. 

highly masculine communication on purchase intention through perceived effectiveness. This 

indicates a complete mediation model, which means the effect on purchase intention is 

explained by the change in perceived effectiveness and thus gives support for H2a. Further, 

there was no significant indirect effect when comparing feminine communication vs. 

moderately masculine communication, nor for highly masculine communication vs. 

moderately masculine communication and further there was no support for H2b and H2c. 

  

When investigating the detailed connection behind the mediation model, the analysis shows 

that the perceived effectiveness of a green product is higher when the green attributes of the 

products are communicated through highly masculine communication than when they are 

communicated through feminine communication, which is consistent with our prior 

assumptions. This could indicate that a higher degree of masculinity in communication 

increases the respondents perceived effectiveness of a product and thus, the purchase 

intention. In addition, the analysis show that perceived effectiveness generally has a 
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significant positive effect on purchase intention, which shows that when a drain opener is 

perceived as effective, this leads to an increased purchase intention, which is consistent with 

prior research. 

  

However, as emphasized earlier, there was not found a significant difference between the 

degrees of femininity in communication, which prevent us to draw conclusions based on the 

actual perceived femininity of the products.  This can be one the reasons for the lack of 

findings for the H2b and H2c, due to the manipulations of the communication of the 

masculinity/femininity not being adequately extreme. There were only differences found 

when looking at the most differentiated manipulations, the moderately masculine 

communication did not present any differences when compared to the other manipulations 

with supports the theory that the manipulations did not succeed in being adequately extreme. 

7.1.3 Moderating Mediation Effects 

To test for the interference of gender as a moderator in our mediation model, a moderated 

mediation analysis was conducted. No significant effects were found when investigating if 

gender moderates the relationship of purchase intention through perceived effectiveness, 

thus leading to no support for H3a, H3b or H3c. This was expected since the second set of 

hypotheses was not supported when testing for the simple mediating analysis. Further, we 

found that the conditional indirect effect was significant for women when investigated within 

the conditions of feminine communication vs. highly masculine communication. This 

indicates that women perceived the green drain opener with highly masculine 

communication as more effective than the green drain opener with feminine communication. 

This was an unexpected finding since prior research show that when manipulating a product 

to be perceived as more masculine, this mainly affected men (Brough et al., 2016). This is 

accordingly interesting, and may enlarge the opportunity deriving from understanding the 

connections between green products and effectiveness, and leads to an increased interest in 

further research for these connections.  
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7.1.4 Control Variables 

The correlation analysis found several significant correlations between the variable tested 

for, and the purchase intention. The correlations were only weak and minimal positively 

correlated connections, and no strong correlations were identified. This indicates that the 

connections found do not give an alternative explanation to change in purchase intention. 

The highest correlation found was between importance of environmental friendliness and 

purchase intention, which is an expected finding since rating environmental friendliness as 

an important attribute would also imply a higher purchase intention for a green drain opener. 

This reasoning would also apply to the other control variables since the questions asked are 

regarding the respondents’ focus on environmental friendliness, and purchasing the green 

drain opener is an environmentally friendly choice.  

 

7.1.5  Additional Findings 

7.1.5.1 Practical Test of Perceived Effectiveness 
Interpreting the results from the ANOVA for the practical test, the findings revealed that 

respondents seem to compensate when using the green product with feminine 

communication. The findings show a statistically significant difference between the product 

with feminine communication vs. highly masculine communication. This indicates that 

respondents seem to have less faith in the feminine version of the product than when 

presented to the most masculine version and therefore feel the need to use more of the 

product to compensate. This support the findings from the respondents reported perceived 

effectiveness. The respondents exposed to the highly masculine manipulation both rated and 

acted differently that those exposed to the feminine manipulation, thus indicating a perceived 

difference between the two products. Although, we are not able to pinpoint the exact reason 

for this connection.   

7.1.5.2 Gentleness as a Mediator 
Gentleness is found as an important attribute for the respondents when purchasing a drain 

opener, and it was therefore interesting to see how perceived gentleness mediated the 

connection between degree of feminine communication and purchase intention for a green 

drain opener. Interpreting the additional findings from the simple mediation model, a 

significant indirect effect on purchase intention through perceived gentleness is found when 
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comparing the products; feminine communication and highly masculine communication. This 

indicates that the green product with feminine communication (vs. highly masculine 

communication) score higher on gentleness which again decreases the meditation effect on 

purchase intention. Again, a difference is found between the most differentiated 

manipulations, indicating a that the feminine manipulation is perceived as more gentle than 

the highly masculine manipulation, which is consistent with the assumptions from the prior 

findings.   

7.2 General Discussion 

The purpose of the thesis was to investigate the impact of different degrees of femininity in 

communication of a product’s green attributes and how these influence consumers’ purchase 

intention through perceived effectiveness. The research question composed was:  

 

RQ: Do different degrees of feminine communication of a green product affect the purchase 

intention towards the product, and is this mediated by the perceived effectiveness of the 

product. 

 

The results revealed that difference in the presented manipulations did not affect the 

purchase intention of the green product. The analysis did however indicate that there was 

differences between the most differentiated green products in perceived effectiveness. An 

indirect effect between the feminine and the highly masculine manipulations of feminine 

communication, stating that a more masculine communication increases the purchase 

intention for a green product, through perceived effectiveness. This indicate that the 

difference in communication has an effect on the perceived effectiveness of the product, thus 

leading to a higher purchase intention for the masculine product. A moderating effect was 

also found suggesting a difference for woman in this relation, although no significant 

difference between the genders was found. Thus, leading to the understanding that for 

women, the product with highly masculine communication (vs. feminine communication) 

leads to a higher perceived effectiveness of the product. This is interesting since most 

literature only can report positive findings for men when manipulating a product design to a 

more masculine version. 
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As mentioned throughout the thesis, it is important to emphasize that the different 

manipulations did not significantly differ in regard to perceived femininity. This further 

make us unable to conclude that any of the hypotheses are a result of a difference in 

perceived femininity of the manipulations. We suspect one of the reasons for these results, 

was that the stimuli were not distinctly differentiated when presented on the label of the 

drain opener. One reason for this could be that the manipulations fell through in the 

experimental setting when labelled on a real product, and thus lost the isolated significant 

differences found in the pretest. Looking beyond the lack of major findings from the main 

analysis we will look closer into the descriptive and additional findings in our analysis that 

might contribute to reveal possible links for further understanding the connections proposed. 

 

One of the most interesting findings was found when comparing the green products in regard 

to perceived effectiveness. We found that both masculine green products are perceived as 

more effective compared to their non-green baseline. As discussed earlier this may be caused 

by the within-subject factors not containing an equal amount of information, and that the 

respondents therefore perceived the green product as the most effective. On the other hand, 

the feminine communicated product was rated as nearly identical in perceived effectiveness 

compared to the non-green baseline. This may cause an indication that the two masculine 

manipulations were perceived as more effective, although the respondents did not admit to 

having a more masculine perception towards these. A possible reason for this is that the 

respondents subconsciously sense a difference between the different manipulations, although 

they are not able to distinctly differ when explicitly asked in a survey. 

 

This connection can also be found when investigating the results from the practical test of 

perceived effectiveness, in the additional findings. When further investigating the post hoc 

test, the results revealed that the respondents exposed to the feminine version significantly 

used more of the product content than those exposed to the highly masculine communicated 

version. This could indicate that there is an existing, underlying perception that the product 

with feminine communication is less able to “get the job done”, and that a larger amount of 

the product content is needed. When further looking at the model with gentleness as a 

mediator, a difference is found between the same variables indicating a perceived difference. 

Thus, the most differentiated models do manage to express differences in both perceived 

gentleness and effectiveness, although we are not able to pinpoint what the underlying 

factors for what the differences are caused by. One possible reason could be that there exists 
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a difference between the respondents underlying perceptions and what actually the rate when 

exposed to a question. This could indicate that consumers are not always able to 

communicate their underlying perceptions. A different reason for the lack of difference 

between the manipulations could be that there is some other existing factor present that is not 

explicitly tested for. 

 

The mediation model did however reveal the connection that perceived effectiveness is 

positively affecting the purchase intention. This leads to the connection that effectiveness 

seems to be an important factor for the consumers’ purchase intention. A change to 

manipulating green products to be perceived as more effective could therefore be one of the 

factors that could increase the purchase intention for green products and is still an important 

factor to further explore.  
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8. Conclusion and Implications 

The first section of this final chapter will present a review of the study’s limitations by 

addressing the validity and reliability. Then, the implications of the study will be presented 

adding up to a suggestion of directions for further research, before drawing a conclusion 

based on the general discussion of our thesis. 

 

8.1 Limitations 

Possible limitations related to the study are here identified, regarding the sample, 

questionnaire and how the field experiment setting was carried out. Validity will be the main 

focus of discussion for this thesis and both validity and reliability are addressed continuously 

throughout the thesis. However, the main limitations will be discussed in this section. 

Addressing validity and reliability is important in order to reduce the possibility that the 

results and drawn conclusions are wrong (Saunders et al., 2016). This is especially important 

when gathering primary data (Beech, 2015, p. 91). 

 

The validity of a study addresses whether one measures what actually is intended to be 

measured (Saunders et al., 2016). Measurement validity addresses to what extent the scales 

and measuring instruments presented actually measures the phenomenon intended (Saunders 

et al., 2016). Measures, scales and constructs are based on prior research, strengthening the 

construct validity of the study (Saunders et al., 2016). 

 

One of the main limitations of this study is that the stimuli manipulated in our main survey 

did not sufficiently differ in perceived femininity. Despite the fact that the informational 

cues differed significantly within the pretest, there were only discovered minor, non-

significant, differences in the main survey (however in the presumed direction). It seems like 

the green associations of the complete label on the drain opener overwrite the masculine 

associations, which lead to the stimuli not being manipulated sufficiently in the matter 

intended. Consequently, this prevents us from drawing conclusions based on femininity of 
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the manipulated green products in the results of the main questionnaire. This could be a 

threat to the measurement validity of the study. 

 

A problem arising during the experiment was that the non-green baseline was not 

manipulated to contain any additional text, resulting in a difference in amount of 

communication delivered between the green- and the non-green product. It is natural to 

assume that a product containing a lot of information on its product’s attributes would be 

preferable compared to a product containing close to no information. From the results of the 

questionnaire, 24.6 % of the respondents answered the reason for choosing the green product 

was due to the product label containing more information (all reasons are presented in figure 

6.7). Thus, this might lead to the respondents favoring the green product when rating the 

purchase intention. This could be a threat to the validity of our study. 

 

Internal validity addresses whether the causal relationships between two variables is 

accurately demonstrated through the research (Saunders et al., 2016). Our study addresses 

internal validity by testing for control variables, where only weak correlations were 

discovered. However, it is not possible to control for all possible effects, and there might be 

other confounding variables affecting the relationship which are not tested for, which could 

be a threat to the internal validity.  

 

In the time around the conduction of the field experiment, there had been a great amount of 

media coverage regarding the climate debate, much due to an ongoing international school 

strike for climate (NRK, 2019). This event could pose a threat to the internal validity of the 

study, and may lead to the respondents reporting different answers than they would under 

“normal” circumstances. This has led to an increased environmental awareness and, further, 

an increased focus on making environmentally conscious choices as a consumer. Whether 

these attitudes are permanent or transient, or even affect the result of this study, is uncertain 

and difficult to measure. However, one can draw lines to this being one of the reasons to the 

large proportion of respondents choosing the green option, regardless of which stimuli they 

were presented to. 

 

To be able to transfer the findings of the study into other settings or groups, one must ensure 

external validity. External validity addresses whether the results can be generalized, in other 

words, whether the sample is representative of an entire population (Saunders et al., 2016). 
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The study received relatively many respondents (n = 280), and used both within- and 

between subjects, which implies a need for fewer respondents than with a between-subjects 

design. Tabachnick & Fidell as cited in Pallant, (2010) suggest that a sample of over 200 

observations is adequate for this type of study. The sample consisted of 40% males (n = 113) 

and 60% females (n = 167). The gender distribution in the sample was not optimal, but 

adequate. The age of the respondents was quite evenly distributed between 13 and 80 years 

(M = 39.40 years). One can therefore argue that the sample could be recognized as 

generalizable, which strengthen the external validity of the study. 

 

Reliability assesses whether the results of a study would be the same if the same survey had 

been performed at another point of time or by other researchers (Saunders et al., 2016). The 

study was developed and analyzed by two researchers which helps strengthen the internal 

reliability of the study. Since it reduces the researcher error, which is “any factor which 

alters the researcher’s interpretation” (Saunders et al., 2016, p. 203) and researcher bias 

“Any factor which includes bias in the researcher’s recording of responses” (Saunders et al., 

2016, p. 203). During the experiment we had to interact with the respondents in order to 

guide them through the experiment. Her lies a risk of influencing the respondents' response, 

known as respondent bias (Saunders et al., 2016). To avoid this bias, we made sure to 

provide the same line of information to all respondents, keeping the interaction as neutral 

and similar as possible. The study was conducted in a busy shopping center, where people 

tend to be in a hurry at certain hours of the day. In order to reduce the chance of participant 

errors, which are factors that can alter the way the respondent performs (Saunders et al., 

2016, p. 203), the data was collected over three days and on different hours during the day, 

to avoid times when people would normally be in a hurry.  

 

8.2 Implications 

This master thesis cannot assert contributing to theory within feminine communication, but 

do contribute with some insight in the field of green consumerism and consumer preferences. 

 

Due to few significant findings deriving from our data, the results may not be able to give a 

concrete course of direction for actions to be taken for Orkla, or for marketers in general. 
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However, our findings can be a contribution, knowing that there are barriers preventing 

consumers to purchase green products, while simultaneously having positive attitudes 

towards them. This can further be used by companies to understand how communication of a 

product can increase purchase intentions towards green consumption, and thus contribute to 

a shift towards choosing green products. 

 

We see that it is important for consumers that the products they purchase are effective. A 

connection between purchase intention and perceived effectiveness of the drain opener is 

found. Our thesis discusses the perceived effectiveness of a green product, and whether the 

perceived femininity of the communication alters this. Therefore, it is important to further 

investigate how green products are communicated and whether another form of gender 

related communication can have an impact on the perceived effectiveness. A shift towards a 

greater focus on the product's attributes related to effectiveness rather than the green- and 

gender related attributes, might positively increase the perception of a green product within 

the “strong” product category. 

 

Lu et al. (2013) designates the green consumers as being the force behind the green industry. 

There are indicators pointing towards consumers being increasingly concerned with 

environment. Both due to the increased focus towards the climate and shown in our findings 

where most respondents preferred the green product over the non-green product. 

Consequently, this might increase the willingness among consumers toward a greener 

consumption pattern. It is accordingly important for marketers to closely monitor changes in 

consumer preferences, and adjust their marketing thereafter. It is hereby important to take 

this into account when developing new promotional strategies for green products.  

 

8.3 Further Research 

Deriving from our research we find that effectiveness as a barrier to green consumption is 

still an important area for further exploration. New ways of communicating a product as both 

green and effective are therefore still needed. 
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Since this thesis did not manage to sufficiently change the perceived femininity, we would 

encourage researchers to further investigate this matter. Due to time constraints of a master 

thesis, we have been unable to go as deep into the researched material of femininity and 

masculinity as we would like to. The manipulations of our study may have suffered from 

this, and would have benefitted from being developed and enhanced further. Therefore, we 

would recommend for further research to explore this topic through a more comprehensive 

study containing more resources and an extended time frame. 

 

Knowing that distinctly feminine and distinctly masculine marketed products are more 

attractive (Luchs et al., 2010), this may be a topic for further exploration. To differentiate the 

green products into products containing more stereotypical masculine and feminine 

communication, would be an interesting approach. In our study there was of great 

importance that the products contained the same information, to be able to extract what 

factors of manipulation that led to potential changes. This issue might have a different 

solution. It would be possible to investigate more “extreme” versions of the manipulations, 

creating a more distinct difference. Prior research shows that a product’s attributes should 

focus more on the effectiveness of the product and less on the environmental friendliness 

since this often implies that there is a lower effectiveness (Newman et al., 2014). Although, 

due to an increased focus for the environment, this could also reduce the likelihood of 

choosing the product. It would therefore be interesting to research the implications of a shift 

in communication. Hence, towards focusing on effectiveness of the product attributes in 

favor to the greenness, and how this will further affect the purchase intention for green 

products. It is accordingly interesting to investigate whether this will differ between men and 

women.  

 

This study explored the differences in communication for the strong product category, where 

environmental friendliness is not necessarily seen as an asset (Luchs et al., 2010). The 

impact of manipulating products to be perceived as more masculine within the “gentle 

product category” would also be interesting to explore, due to the environmental friendliness 

to a larger extent is seen as an asset. This to see whether a change in gendered 

communication affect the perceived effectiveness of the product, and if the connection will 

change the perceived greenness, resulting in a lower purchase intention. 
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8.4 Conclusion 

As Greta Thunberg expressed in her speech, we have to act fast. Companies need to take 

responsibility and action through making their business models sustainable for the future 

generations. An increased focus towards environmental issues increases the importance of 

companies adapting sustainable production to meet the demands of both society and their 

customers, which creates great opportunities for exploring this further. Companies need to 

act, in order to meet the demands for tomorrow and to reach the Sustainable Development 

Goals by 2030. An increased focus in all parts of the supply chain is therefore needed, from 

the producer to the final consumer. It is essential for companies to understand their 

customers’ preferences and behavior and exploring this further to expand today’s targeted 

group of consumers. 

 

The purpose of the thesis was to explore how different degrees of femininity in 

communication of a product’s green attributes could influence consumers’ perception of 

green products, and lead to an increased purchase intention. This is done by investigating 

how more masculine centered communication can have an impact on increasing purchase 

intention towards green consumption, and if this could alter the perceived effectiveness of 

the green product, possibly reducing the quality barrier. The results showed no significant 

differences in purchase intention when exposed to different degrees of feminine 

communication of the green drain opener, and only for the most differentiated versions did it 

influence the perceived effectiveness between the products. There were no findings in regard 

to gender differences in perceived effectiveness of the product between men and women. 

The findings indicate that there might be another underlying factor, or that the degrees of 

gendered communication need to be distinctly differentiated, to provide a difference in 

purchase intention for the green product.  

 

In conclusion, the results disprove that the difference of communication of the manipulated 

products impacts purchase intention for a green product. Although the findings give no basis 

to establish whether this is due to degree of femininity or not. A study with a more dominant 

difference in gendered communication is needed to reveal the total connection. Overall the 

study has contributed with researching the connection between femininity in communication 

and effectiveness of a green product, although no direct connections were found. Further 
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investigation is therefore needed to explore the connections between gendered 

communication, perceived effectiveness and greenness to uncover the underlying factors 

eliminating the barriers for green consumption.  
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10. Appendices 

Appendix A: Pretest Questionnaire 
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Appendix B: Concepts 

Table B.1: Taglines and Statement for Stimuli 

 

 

Table B.2: Simple Illustration of Manipulation Build Up 
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Appendix C: Pretest Results 

Table C.1: Means of the Taglines: Perceived Femininity 

 

 
 
Note: See Table B.1 (Appendix B) for the taglines translated from Norwegian.  
 

Table C.2: Means of Informational Cues: Perceived Femininity 

 
 
Note: The table shows mean scores of the informational cues, which consist of the tagline and the statements 
summarized to represent the total communication of the stimuli. See table B.1 (Appendix B). 
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Appendix D: Questionnaire 
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Appendix E: Descriptive Statistics 

Table E.1: Descriptive Statistics for Dependent Variable, Mediator 
and Control Variables 

 
 Note: Values in bold are violations of the normality assumption.  

Table E.2: Pairwise Comparisons (I-J) for Descriptive 
Measurement, One-Way ANOVA 

 
Note: Values with * are significant at the .05 level 
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Appendix F: Test of Assumptions 

Table F.1: Test for Homogeneity of Variance, One-Way ANOVA 

 

 

 

 

Appendix G: Results - Direct Effects 

Table G.1: One-Way ANOVA  

 
Note: Values in bold are significant at the .05 level 
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Appendix H: Results - Mediating Effects 

Table H.1: Simple Mediation Model Analysis 

 

 
Note: Values in bold are significant at the .05 level 
 

 
Appendix I: Results - Moderated Mediation Effects 

Table I.1: Moderated Mediation Model Analysis 

 
Note: Values in bold are significant at the .05 level 
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Appendix J: Additional Findings 

Table J.1: Practical Test of Perceived Effectiveness, One-Way 
ANOVA 

 
Note: Values in bold are significant at the .05 level 
 

Table J.2: Perceived Gentleness, Simple Mediation Model Analysis 

Note: Values in bold are significant at the .05 level 
 

 


