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Abstract

This study examines the mediating role of Green Product Image (GPI) in the relationship
between Country Image antecedents — namely: Affective Country Image (ACI) and
Cognitive Country Image (CCI) — and consumer Willingness to Buy (WTB), with a
particular focus on Italian food products among Indian consumers. The analysis, which
was conducted using structural equation modelling (SEM) on data from 175 respondents,
revealed that GPI significantly mediates the relationship between ACI, CCI, and WTB, with
a stronger mediation effect observed for ACI. Additionally, the findings indicate that ACI
exerts a more pronounced influence on GPI in comparison to CCI. Furthermore, the results
demonstrate that GPI has a substantial direct impact on WTB, highlighting its central role
in transforming favourable country image perceptions into consumer purchase intentions.
This study contributes to the existing literature by elucidating the way in which perceptions
of a country's environmental image impact consumer behaviour. From a managerial
perspective, the findings indicate that companies should prioritise both the emotional
appeal and environmental attributes of their products in their marketing strategies. It is
recommended that future studies investigate these relationships in cross-cultural contexts
with larger and more diverse samples to further validate the results.

Keywords: Green Product Image (GPI), Affective Country Image (ACI), Cognitive Country
Image (CCI), Willingness to Buy (WTB), Structural Equation Modelling (SEM), Consumer
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1. Introduction

In recent years, there has been an increase in consumer awareness of the ecological
implications of their purchasing decisions (Zhang & Dong, 2020). An enhanced
sustainability awareness and psychological factors have been identified as key drivers
behind this change, leading to a stronger emphasis on eco-friendly products (Viet et al.,
2023; Areola et al., 2022). The growing focus on sustainability is having a significant
impact on industries such as fashion and food, where consumers are increasingly inclined
to purchase products that have been certified as environmentally friendly and sustainable
(Mota-Gutierrez, 2024). Consequently, very recently the concept of Green Product Image
(GPI) has started to emerge in the context of international marketing. GPI emphasises the
environmental image associated with products originating from a particular country
(Thegersen & Pedersen, 2021).

The Country Image (Col) has been demonstrated to exert a considerable influence over
consumer perceptions and purchasing behaviours. This may be categorised into two distinct
levels: firstly, the macro-level, representing the overall perception of a country; and
secondly, the micro-level, pertaining to the perceptions associated with specific product
categories. Research findings indicate a significant interplay between these two dimensions
in shaping purchase intentions, particularly across different product types (Almousa et al.,
2018; Jin et al., 2018).

The Product Country Image (PCol) has been identified as a pivotal factor in international
marketing, with the capacity to significantly influence consumer perceptions and
behaviours (Kurmangali, 2019). As defined by Yang (2017), PCol can be described as
consumers' evaluation of the country where a product is manufactured or designed. It is a
multifaceted construct that encompasses both recognition and perception of a country's
products (Lin et al., 2019). The influence of PCol on consumer purchase decisions is
evidenced by its capacity to shape brand evaluation, commitment, and general impressions
(Oduro, 2023).

Building on the increasing sensitiveness to green issues by the society as a whole, an
increasing number of businesses are starting using the GPI in their marketing strategies,
with a particular focus on emphasising environmental sustainability in their branding and
communication efforts. This includes the promotion of eco-friendly practices, renewable
sourcing, and sustainable production methods to improve their GPI (Wu et al., 2019). But
only recently a few empirical studies have demonstrated the existence of a positive
relationship between GPI and purchase intentions, particularly among consumers who are
environmentally conscious (Lee, 2020). This highlights the significance of integrating GPI
into marketing strategies.

Furthermore, the effect of GPI can have an impact on brand image and purchase intentions.
The available evidence suggests that Col has a significant impact on the formation of brand
images, thereby underscoring the pivotal role of GPI in influencing consumer perceptions
(Hién et al., 2020). Additionally, the alignment of core brand image characteristics with the



country image has been shown to enhance brand equity indicators, thus indicating potential
benefits of incorporating GPI into brand strategies (Mariutti et al., 2017).

Despite the growing interest in environmental sustainability, there is a paucity of studies
that have focused on the concept of GPI, as Lee (2020) observed. While the Green Country
Image (GCol) has been linked to consumer trust and loyalty, GPI has not been explored to
the same extent. For example, it is important to emphasise the significance of consumer-
based green brand equity, which is closely associated with GCol. This reflects the growing
consumer awareness of environmental issues (Khandelwal et al., 2019). This suggests that
GCol has been the subject of greater investigation than GPI, which has not been as carefully
integrated into international marketing studies. Hence, the principal objective of this study
is to examine the role of GPI as a mediator in the relationship between the main traditional
antecedents of Col — namely: Affective Country Image (ACI), Cognitive Country Image
(CCI) — and Willingness to Buy (WTB). To the best of our knowledge, no studies have
explored the role of GPI as a mediator, and this study aims to contribute to the existing body
of knowledge concerning sustainable consumption in the field of international marketing.
The structure of this paper is as follows: the second section presents the conceptual
framework and explains the research hypotheses. The third section provides a detailed
explanation of the methodology of the study. The fourth section presents and analyses the
research findings. The fifth section interprets the findings in the context of the existing
literature and discusses both theoretical and managerial implications. Finally, the sixth
section presents the conclusions, addresses the limitations of the study and suggests
directions for future research.

2. Conceptual Framework and Hypotheses
2.1 Green Country Image and Green Product Image

To ensure clarity, it is necessary to differentiate between the concept of GPI from the
concept of GCol. Both are fundamental to the comprehension of consumer behaviour and
international marketing strategies; however, they represent distinct aspects of
environmental perception in the context of country and product origin.

The concept of the GCol refers to a nation's perceived and actual commitment to
environmental concerns, sustainability practices, and eco-friendly initiatives. This image
plays a significant role in influencing consumer behaviour, attracting investments, and
enhancing a country's overall competitiveness (Rodiyah, 2023). The GCol represents an
extension of the larger concept of Col, which includes the general perceptions related to the
people, culture, and development standards of a country (Kurmangali, 2019; Lin et al.,
2019). Conversely, the GPI is concerned with the environmental image associated with
products originating from a particular country (Thegersen & Pedersen, 2021). The concept
of GPI is derived from the concept of the PCol, which concerns consumers' evaluations of
products based on their country of origin (Yang, 2017). The GPI places particular emphasis



on the environmental practices and sustainability credentials of the products originated in a
certain country, with a direct impact on consumer trust and purchase intentions (Kanwal,
2024; Feng, 2023).

2.2 The role of the Affective and Cognitive Country Image

Roth and Diamantopoulos (2009) highlight that the construct of Col is constituted by two
essential elements: (1) the cognitive component, which encompasses consumers' beliefs
about a country's attributes, such as its technological competence and environmental
responsibility; and (2) the affective component, which reflects the emotional connections
and values that consumers associate with the country. These dimensions are of significant
importance in influencing consumer behaviour and informing international branding
strategies. The extant literature demonstrates that the cognitive and affective dimensions of
Col significantly impact consumer perceptions of product quality, trust, and purchase
intentions. For example, Kang and Kim (2018) demonstrate how both cognitive beliefs and
emotional associations with a country can significantly impact consumer willingness to
purchase foreign products. Further studies across a range of industries, including tourism
(Lietal., 2014), electronics (Magnusson et al., 2014) and food products (Zilaie et al., 2016),
have demonstrated that these Col dimensions exert a significant influence on consumer
preferences. Given their centrality in evaluating Col, these components provide an optimal
point of departure for exploring the related concept of GPI.

2.3 Conceptual model and research hypotheses

A positive ACI is of vital importance in enhancing the credibility and appeal of green
initiatives and products originating from a certain country. The influence of environmental
value and emotions on pro-environmental behaviour has been highlighted in numerous
studies (Li et al., 2022). Moreover, it has been demonstrated that emotions play a relevant
role in the relationship between individuals' intentions for pro-environmental collective
actions (Aguilar-Luzon, 2023). These findings highlight the significant relationship
between emotional perceptions and environmental behaviours and attitudes. The impact of
green branding strategies on consumer behaviour has also been the subject of considerable
investigation. Extant literature indicates that green branding can enhance consumers'
willingness to pay (WTP) premiums for eco-friendly products, reflecting a positive
relationship between green brand equity and consumer behaviour (Akturan, 2020). The
establishment of an eco-friendly brand image is of critical importance for the enhancement
of brand credibility, the improvement of perceived quality, and the reduction of perceived
risk, all of which exert a positive influence on consumer behaviour (Akturan, 2018).
However, only recently international marketing has started to consider environmental
issues. Therefore, based on the preceding evidence, we propose the following hypothesis:



H1: Affective Country Image (ACI) positively impacts on Green Product Image (GPI).

Similarly, a robust CCI has the potential to reinforce the GCol by fostering consumer trust.
Feng (2023) emphasises that a country's competence and commitment to environmental
responsibility are crucial in maintaining consumer trust, even in challenging contexts such
as food safety incidents. It can be posited that positive cognitive evaluations of a country's
environmental policies and practices can enhance its green image, which in turn can result
in higher levels of consumer trust and purchase intentions (Lee, 2020). Further support for
this proposition is provided by Kock et al. (2019) and Papadimitriou et al. (2015), who
demonstrate that strong cognitive images have a positive effect on overall consumer
perceptions and behaviours, thereby facilitating the development of a positive green image.
In light of the above, we put forward the following hypothesis:

H2: Cognitive Country Image (CCI) positively impacts on Green Product Image (GPI).

The influence of GCol on consumer WTB has been documented in academic literature. A
favourable green image of a country has been demonstrated to significantly enhance
consumer trust, perceived product quality and brand loyalty, all of which are critical drivers
of purchase intentions (Feng et al., 2021). The advantages of a robust green brand image,
when combined with elevated brand loyalty, exert a particularly powerful influence on
consumer purchase intentions (Burhanudin, 2023; Rudzewicz & Strychalska-Rudzewicz,
2021). Furthermore, green marketing initiatives that emphasise sustainability assist in
consolidating consumer trust, thereby reinforcing purchase intentions (Patidar, 2023).
However, the role of the green image of the products originated from a country lacks
significant evidence. In light of the aforementioned evidence, we propose to explore its role
as follows:

H3: Green Product Image (GPI) positively impacts on Willingness to Buy (WTB).

Despite extensive research on Col, the products ecological dimension has often been
overlooked (Lee, 2020). In light of the intricate and evolving nature of this construct within
the domain of international marketing, it is fundamental to investigate the function of GPI
as a mediator in the relationship between Col components and consumer purchase
intentions. In order to address this gap in the literature, we postulate the following
hypotheses:

H4a: Green Product Image (GPI) mediates the effect of Affective Country Image (ACI) on
Willingness to Buy (WTB).

H4b: Green Product Image (GPI) mediates the effect of Cognitive Country Image (CCI) on
Willingness to Buy (WTB).



Figure 1 illustrates the theoretical model and the framework for the empirical analysis.

Figure 1. The conceptual model of the study.
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3. Methodology

3.1 Data Collection and Sample

This study analyses the perception of Italian food products among Indian consumers. Italy
is internationally renowned for its high-quality food industry. In recent years, economic
interactions between Italy and India have intensified, as evidenced by high-level visits and
robust political ties (Obiettivo India, 2022). Although Italian food products currently
constitute a relatively minor component of India's food imports, their influence is rapidly
expanding.

Concurrently, there is a growing awareness among Indian consumers of environmental
issues and an increasing interest in sustainable consumption (Biswas & Roy, 2015; Jaiswal
& Kant, 2018).

The primary data for this study were collected via an online questionnaire administered via
Google Forms. The survey was conducted with a sample of Indian consumers during May
and June 2023. The data were collected using popular social media platforms, such as
Instagram and Facebook, thanks to the support of a colleague based in an Indian University.
In recent years, the utilisation of social networks as a means of reaching the designated
target audience has become a prevalent practice in consumer behaviour, as outlined by Ploll
and Stern (2020).



The survey was conducted in English, a language with a high level of usage and
comprehension across India. A total of 175 completed questionnaires were included in the
final analysis. A comprehensive demographic profile of the sample is presented in Table 1.

Table 1. Description of the socio-demographic characteristics of the sample

Variable Name Variables N %
Gender
Male 80 45.7
Female 95 54.3
Age
18-24 37 21.1
25-35 43 24.6
36-50 42 24.0
51-65 38 21.7
>65 15 8.6
Education
High School 10 5.7
Bachelor’s Degree 90 51.4
Master’s Degree 48 274
Post Graduate Degree 27 154
Employment
Full-time worker 77 44,0
Part-time worker 34 194
Student 34 19.4
Household 7 4.0
Retiree 17 9.7
Unemployed 6 3.4
Religion
Hinduism 119 68.0
Christianity 7 4.0
Islam 40 22.9
Sikhism 5 2.9
Atheo 1 0.6
Agnostic 2 1.1
None 1 0.6
Family Member
1 member 2 1.1
2 members 9 5.1
3 members 51 29.1
4 members 64 36.6
5 or more 50 28.6

The sample is composed of 175 participants, with a moderately higher proportion of females
(54.3%) compared to males (45.7%). This distribution aligns with trends observed in



consumer behaviour research, wherein women are frequently identified as the primary Food
shoppers (De Canio & Martinelli, 2020; Hong et al., 2020).

The age distribution is quite balanced, with the slightly largest age groups being 25-35
years (24.6%) and 36-50 years (24.0%), followed by 18-24 years (21.1%), 51-65 years
(21.7%), and a smaller proportion of individuals aged 65 and above (8.6%).

The level of education is notably high, with 51.4% of the population holding a bachelor’s
degree, 27.4% a master’s degree, and 15.4% a postgraduate degree. A mere 5.7% of the
sample completed high school. There is a considerable body of evidence to suggest that
higher educational levels are often associated with greater environmental consciousness and
more informed purchasing decisions (Branddo & Miranda, 2022; Bucur, 2023).

The employment status of the respondents was found to be diverse, with 44.0% indicating
that they were employed on a full-time basis, 19.4% stating that they were employed on a
part-time basis, and 19.4% indicating that they were students. The remaining respondents
were either retired (9.7%), homemakers (4.0%), or unemployed (3.4%).

Most respondents identified as Hindu (68.0%), followed by Islamic (22.9%), Christians
(4.0%), and other religions, including Sikhism (2.9%). A small percentage of respondents
indicated that they are atheists (0.6%), agnostics (1.1%), or that they do not adhere to any
religious affiliation (0.6%).

The size of the household in which the respondents reside varies, with the majority of
respondents living in households comprising three to five members. The data indicates that
36.6% of respondents reside in households comprising four members, 29.1% in households
with three members, and 28.6% in households with five or more members. The remaining
6.2% of the sample comprises smaller households of one or two members.

3.2 Measures of the structured questionnaire

The measurement items were derived from the existing literature and adapted to align with
the context of this study. The items were measured using a 7-point Likert scale, ranging
from “strongly disagree = 1” to “strongly agree = 7”. All constructs were measured with
three items, as detailed in Table 2.



Table 2. Items and factor loadings

Latent
Constructs

Items

Standardised
Factor
Loadings

t-value

Willingness to
Buy (WTB)

1. Could you please rate your level of
agreement with the following statement: [ am
willing to buy Made in Italy food products
while shopping

0.789

12.90

2. Could you please rate your level of
agreement with the following statement: Next
time I’ll go shopping for food, I intend to buy
food products Made in Italy

0.967

17.84

3. Could you please rate your level of
agreement with the following statement: I’'m
keen in buying food products produced in Italy
in the future

1.00

N/A

Green Product
Image (GPI)

1. Could you please rate your level of
agreement with the following statement: I
think Italian food products are environmentally
friendly

0.957

17.74

2. Could you please rate your level of
agreement with the following statement: I
consider Italian foods as produced in a way
respectful of the environment

1.00

N/A

3. Could you please rate the following
statement: [ believe that foods produced in
Italy are greener

0.846

15.25

Cognitive
Country
Image (CCI)

1. Could you please rate your level of
agreement with the following statement: Italy
offers high standards of living

1.00

N/A

2. Could you please rate your level of
agreement with the following statement: Italy
has a welfare system

0.899

14.87

3. Could you please rate your level of
agreement with the following statement:
Literacy rate is high in Italy

0.791

13.05

Affective
Country
Image (ACI)

1. What’s your perception about Italian people?
Are they trustworthy?

1.00

N/A

2. What’s your perception about Italian people?
Are they hard-working?

0.957

15.28

3. What’s your perception about Italian people?
Are they likable?

0.758

13.81




The table presents the standardised factor loadings and their t-values for each indicator
associated with the latent constructs of the structural model. The indicators selected for each
construct are the most representative and relevant, which ensures both parsimony and
predictive accuracy. This selection is in accordance with the recommendations of Hair et al.
(2010), who suggest that a limited but representative number of indicators enhances model
reliability without compromising its effectiveness.

Factor loadings serve to measure the strength of the relationship between each observed
indicator and the respective latent construct. In our model, certain indicators were assigned
a value of 1 — the items are in bold on the table with the t-value omitted — to establish a
scale for the respective constructs. In Structural Equation Modeling (SEM), both the factor
loadings and the variances of the latent variables are initially unknown. In order to solve
the model and ensure it is identified, at least one parameter must be fixed for each latent
variable. One common approach is to fix a single factor loading to 1 for each latent variable.
This allows the remaining parameters to be estimated in relation to this fixed value, thus
ensuring that the model can be properly estimated (Klein & Moosbrugger, 2000). In order
to define the scale of the latent constructs and to ensure that the model is statistically
identifiable, this method is standard practice in SEM, without it, the model could have
multiple equivalent solutions, leading to ambiguous results (Muthén, 2002). Fixing a
loading at 1 allows for meaningful interpretation of other loadings and variances within the
model (Graves & Merkle, 2021).

The standardised loadings and t-values in the model provide evidence of robust convergent
validity and internal reliability. With loadings starting from 0.758 and t-values significantly
exceeding the critical value of 1.96, the model evinces a robust relationship between the
items and their corresponding latent constructs. As posited by Hair et al. (2010), loadings
exceeding 0.70 are indicative of an excellent fit. The fact that all loadings in the model
surpass this value provides strong evidence that the items accurately measure their intended
constructs. Furthermore, the high t-values provide additional evidence for the statistical
significance of these relationships, thereby reinforcing the model's robustness (Byrne,
2016).

3.3 Measurement Model Fit

The empirical analysis was conducted using the Lisrel 8.80 software (Joreskog and S6rbom,
20006).

The robustness of the structural model can be evaluated through the application of a number
of key fit indices, in addition to the interpretability of the parameter estimates. The model,
with some factor loadings fixed at 1, displays notable robustness for several reasons. The
Chi-Square to degrees of freedom ratio (Chi-Square/df) is 2.117, which indicates a good
model fit. Aratio of less than 3 is typically regarded as a robust indicator of model adequacy,
indicating that the model does not overfit the data (Kline, 2018). The Root Mean Square
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Error of Approximation (RMSEA) is 0.075. A value of less than 0.08 for the RMSEA
indicates that the approximation error is reasonable. This implies that the model fits the data
closely in relation to its complexity (Browne & Cudeck, 1992). This indicates that the model
exhibits a balance between fit and parsimony, avoiding unnecessary complexity. In terms
of the Goodness of Fit Index (GFI) and the Adjusted Goodness of Fit Index (AGFI), the
respective values are 0.916 and 0.864. A GFI value exceeding 0.9 is indicative of an optimal
fit, while an AGFI approaching 0.9 provides further evidence of the adequacy of the model
(Joreskog & Sorbom, 1981). The Comparative Fit Index (CFI) exhibits a high level of fit,
approaching a perfect score of 0.984. A CFI value approaching 1.00 is regarded as excellent,
indicating that the model exhibits an excellent fit in comparison to a null model (Hu &
Bentler, 1999). Furthermore, the Standardized Root Mean Square Residual (SRMR) is
0.041, which is below the threshold of 0.08, indicating minimal discrepancies between the
observed data and the model's predictions (Hu & Bentler, 1999). Table 3 presents the
goodness-of-fit indices of the model.

Table 3. Summary of the model fit indices

Fit Index Value | Interpretation

Chi-Square / df | 2.117 | Good fit (acceptable < 3)
RMSEA 0.075 | Good fit (acceptable < 0.08)
GFI 0.916 | Good fit (= 0.9)

AGFI 0.864 | Acceptable fit (close to 0.9)
CF1 0.984 | Excellent fit (close to 1)
SRMR 0.041 | Excellent fit (< 0.05)

Table 4 presents the values for Average Variance Extracted (AVE), Composite Reliability
(CR), Cronbach's alpha (CRA) and the correlation matrix for the analysed constructs. The
bolded diagonal entries represent the square root of the AVE for each construct and are
higher than the off-diagonal correlation values, indicating strong discriminant validity.

Table 4. AVE, CR, CRA and Correlation Matrix

Latent Construct | AVE CR | CRA | Villigness GPI Cognitive | Affective
Willigness 0.855 | 0.946 | 0.895 0.924 0.834 0.538 0.662
GPI 0.876 | 0.955 | 0.909 0.834 0.936 0.659 0.758
Cognitive 0.968 | 0.989 | 0.890 0.538 0.659 0.984 0.789
Affective 0.784 | 0.914 | 0.895 0.662 0.758 0.789 0.886

As posited by Fornell and Larcker (1981), discriminant validity is defined as a construct
being established when the square root of the average variance extracted (AVE) for that
construct exceeds the correlations between that construct and all others. As demonstrated,
all values in bold (the square root of the AVE) satisfy this criterion, confirming the model's
discriminant validity. Moreover, all AVE values exceed 0.5, and all CR values are above
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0.7, reinforcing the model's convergent validity (Fornell & Larcker, 1981). The calculated
CRA values indicate a high level of internal consistency across all constructs. Each
construct exceeds the commonly accepted threshold of 0.70, indicating that the scales
employed are both reliable and well-designed for measuring their respective constructs
(Henseler et al., 2014).

4. Results of the structural model

A structural model was developed for the purpose of evaluating the relationships among
ACI, CCI, GPI and WTB. The model examines both the direct effects between the variables
and the mediating role of GPI in the relationships between ACI, CCI, and WTB. The results
demonstrate a robust predictive capacity for the intention to buy products associated with a
GPI, with an R? value of 0.669 for WTB and 0.443 for GPI. These findings indicate that the
latent variables ACI and CCI account for a notable proportion of the variance in GPI, which
in turn explains a considerable amount of the variance in WTB.

Figure 2 illustrates the structural model results and the relationships between the latent
constructs.

Figure 2. Structural model results and paths among latent constructs
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Note: *p < 0.05, **p < 0.01, ***p < 0.001

The results provide support for the first three hypotheses posited by the model. The ACI
has a significant positive effect on the GPI [H1: § =0.397, t =4.05], confirming that positive
emotions associated with a country positively influence the ecological perception of its
products. Similarly, CCI has a significant positive effect on GPI [H2: = 0.262, t = 2.97],
indicating that rational knowledge and beliefs about a country enhance the perception of its
products' sustainability.
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Furthermore, GPI has a significant positive effect on the WIB [H3: f = 0.815, t = 9.75].
This finding confirms the hypothesis that a sustainable and green perception of a Col
increases consumer propensity to buy products from that country.

The analysis confirmed the full mediator role of the GPI in the relationships between ACI,
CCI, and WTB. This conclusion is drawn from the observation that the direct effects of ACI
and CCI on WTB are not statistically significant (f = -0.025, t-value = -0.289 for ACI; =
0.007, t-value = 0.075 for CCI), whereas the indirect effects through GPI are significant.
In accordance with the framework established by Baron and Kenny (1986), full mediation
is defined as a situation in which the direct effect of the independent variable on the
dependent variable becomes non-significant when the mediator is included in the model.
This outcome indicates that the mediator fully explains the relationship between the
independent and dependent variables. Furthermore, when the indirect effect is found to be
statistically significant, while the direct effect is not, this represents evidence of indirect-
only mediation or full mediation, as defined by Hair et al. (2021). This is in alignment with
the proposed theoretical model.

Therefore, the GPI acts as a mediator in the relationship between the ACI and the WTB
[H4a: indirect p = 0.323, t = 3.73]. This indicates that a positive affective perception of a
country enhances interest in purchasing products through the lens of sustainability. The
mediating effect of GPI between CCI and WTB is also positive and significant [H4b:
indirect § = 0.214, t = 2.85], indicating that cognitive beliefs about a country enhance the
perception of sustainability, which in turn increases the WTB. However, the mediated effect
of CCI on WTB is weaker than that of ACI, suggesting that emotions play a more prominent
role than rational beliefs in determining the WTB of sustainable products. Table 5 shows
the relationships and the levels of significance of the structural model.

Table 5: Summary of relationships and significance levels of the structural model

Relation i} t-value | Significance Level | Hypothesis
H1: ACI — GPI 0.397 4.05 ***p <0.001 Accepted
H2: CCI — GPI 0.262 2.97 **p <0.01 Accepted
H3: GPI - WTB 0.815 9.75 **%p <0.001 Accepted
H4a: ACI - GPI - WTB | 0.323 3.73 **%p < 0.001 Accepted
H4b: CCI - GPI - WTB | 0.214 2.85 **p < 0.005 Accepted

Note: *p < 0.05, **p < 0.01, ***p < 0.001
5. Discussion
The present study has confirmed that both ACI and CCI exert a significant influence on the

formation of a GPI, which in turn exerts a strong impact on consumer WTB. The results
demonstrate that the GPI fully mediates the relationship between WTB and ACI and CClI,
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highlighting the distinct roles that emotions and rational beliefs play in the formation of
consumer intentions.

The study makes a contribution to the existing literature by demonstrating the asymmetry
between cognitive and affective country images in their impact on purchase intentions. The
significant impact of ACI on GPI provides additional evidence in support of the notion that
emotional associations are a key determinant of consumer perceptions and behaviour (Li et
al., 2014). The observed substantial mediation of GPI between ACI and WTB is consistent
with the theoretical proposition that affective responses are a central driver of consumer
loyalty and the promotion of sustainable practices (Hartmann & Apaolaza-Ibafiez, 2012).
In comparative terms, while CCI exerts a positive effect on GPIL, its influence is less
pronounced. This finding is in accordance with previous research which has indicated that
cognitive evaluations, such as product knowledge, frequently play a secondary role in
consumer decision-making processes when compared to affective factors (Diamantopoulos
et al., 2003). The weaker mediation of GPI between CCI and WTB indicates that, although
rational assessments are significant, emotional considerations frequently have a greater
influence, particularly in the context of sustainability (Wang et al., 2012). These findings
contribute to the theoretical framework of consumer behaviour by demonstrating how Col
operates through both emotional and rational pathways, with GPI serving as a significant
mediator that directs these influences into sustainable consumption patterns.

From a managerial perspective, these findings provide clear guidance for enhancing the
marketing attractiveness of sustainable products. Considering the significant influence of
ACI on GPI and WTB, it is recommended that marketers adopt strategies that facilitate the
development and communication of robust emotional connections with consumers. For
example, the use of storytelling that is aligned with consumers' environmental values has
been demonstrated to enhance the perceived sustainability of products (Qalati et al., 2024).
While knowledge of a country's sustainability practices is beneficial, it should be integrated
with affective marketing strategies to achieve the greatest possible effectiveness (Jo, 2024).
Moreover, the significant function of GPI as a mediator underscores the necessity for
organisations to emphasise their environmentally friendly credentials in their PCol
branding. This not only serves to reinforce consumer perceptions but also meets the growing
demand for transparency and authenticity in sustainability claims (Qalati et al., 2024). It is
therefore recommended that marketers adopt a dual approach, combining online and offline
strategies that emphasise eco-friendly attributes relative also to the Col of the products with
consumer engagement initiatives that promote responsible consumption (Qalati et al.,
2024).

6. Conclusion, limitations and future research
This study offers significant insights into the intricate dynamics of Col within the greater

context of consumer behaviour, particularly when environmental image represents a pivotal
consideration. By examining the relationship between ACI, CCI, GPI and WTB, this
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research contributes to the growing body of literature on international marketing and
sustainable consumer behaviour. The findings indicate that both the affective and cognitive
components play a significant role in influencing consumer perceptions when a country's
green and sustainable image is associated with a specific product. In this vein, the study
emphasises the significant mediating function of GPI in influencing consumer WTB.

It is important to acknowledge the limitations of this study, despite the valuable insights it
offers. Firstly, the sample size was relatively modest and comprised primarily of well-
educated consumers. As a result, the findings are not necessarily representative of the
broader population of the country under investigation. For future research, it would be
beneficial to increase the sample size and diversify it in terms of demographics in order to
obtain a more comprehensive understanding of the phenomenon

Moreover, it should be noted that the research was conducted within the context of a single
country, with a focus on Italian foods. Given that consumer perceptions of GPI can differ
based on cultural and national contexts, it would be beneficial for future research to extend
the study to other countries and consumer nationalities. An investigation of this nature
would serve to validate the robustness of the model and to explore cross-cultural differences
in GPI effects.

Additionally, while the study integrated the affective and cognitive components of Col,
future research may benefit from incorporating additional constructs that have been
traditionally used in international marketing literature. For example, incorporating
measures of consumer ethnocentrism and country familiarity could provide a more
differentiated understanding of how GPI influences consumer behaviour in different
contexts, while inserting control variables related to demographics could extend our
understanding.

Last but not least, the next step of our work will be aimed at catching the impact of GCol
together with that of GPIL.
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