E-Commerce Letters FL-TR55PFig, 2025, 14(5), 1650-1660 Hans i
Published Online May 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1451446

SErrmSERE—H T HEENIERER
Ak
—FaBRAMENPNTER

¥R Lk
L REFEH R, LI 87T

Wk H i 20254F4H6H; A HEB: 20254F4H18H; KA HB: 202545722 H

HE

FRWE HFR B EAEANGR AN, AR RE NGRS, CRAEESOHRNERTER. R
B B RE T B B X R 7 AT ME AL IR R W ST R B R B R 7 i B IR — BUE IR,
EEER RO M EWRO—B S TRE. B, KNGO RIEREEHRA L,
ETREIIBSL, FIW T RO R SHR— B R E WL BB, CEESHA SRR, Mt
THRE™BEIORAE SRR, F—BERTTSBRHEREEERRNEIRE, HPReBsm
PHEEBIPMER . Mo, FEBURE RS IR TR O R SR — B SR OB E R, BFARLS
W R R A RIRLEHMR, REFOTRFERRAFEEEERNL.

XK ia
SO, WRACEH, —Bt, B3N, SORAHE

Research on the Impact of Consistency
between Green Products and Games on
Consumer Purchase Intention

—The Mediating Role of Green Perceived Value

Wenxin Zheng

School of Management, Jiangsu University, Zhenjiang Jiangsu

Received: Apr. 6%, 2025; accepted: Apr. 18%", 2025; published: May 22", 2025

EF|H: BIR. ST SR — B 2 5 SRR AR A AU ], B R 4518, 2025, 14(5): 1650-1660.
DOI: 10.12677/ecl.2025.1451446


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1451446
https://doi.org/10.12677/ecl.2025.1451446
https://www.hanspub.org/

I

Abstract

Gamification marketing combines interactivity and entertainment, and can enhance consumer ex-
perience perception, making it an effective means to promote green consumption. Whether gamifi-
cation marketing can effectively evaluate the value of green products and increase consumer will-
ingness to purchase is influenced by the consistency between green products and games, but previ-
ous studies have not paid attention to the consistency between green products and games. There-
fore, from the perspective of gamified marketing of green products, this article explores the impact
of consistency between green products and games on consumer purchase intention based on the
priming effect. The article found through two experiments that compared to low consistency de-
signs for green products and games, high consistency designs stimulate consumers to have a more
positive purchasing intention, with green perceived value playing a mediating role. In addition, en-
vironmental sensitivity can regulate the impact of consistency between green products and games
on the perceived value of green. The research conclusion has important reference significance for
improving the gamification marketing effect of green products and promoting green sustainable
development.
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Figure 1. Research model
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Table 5. The moderating effect of environmental sensitivity on the mediating effect of perceived green value
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