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ABSTRACT

Purpose of the study: Customers may perform a vital role in assisting fellow customers to purchase green
products. Accordingly, this study provides novel insight into factors that may affect customer’ continued green
helping behaviour directed towards fellow customers, who did not follow their initial recommendations about
green purchasing.

Design/methodology/approach: Guided by attribution theory and biological psychology research, a
quantitative regression model was explored, addressing the sequential relationships between controllability,
anger, and continued green helping behaviour, as well as the moderating role of sympathy. External values
were examined as a control variable. An online survey was conducted among a purposive sample, comprising
452 customers who had made a green purchase in the preceding twelve months and had assisted other
customers with green purchasing.

Findings: The research findings evidence that while customer emotions are relevant, decisions to engage in
continued green helping behaviours are more likely motivated by perceptions that fellow customers have control
over their purchase decisions and customer helpers’ external values.

Recommendations/value: The study advances knowledge of the application of the attribution theory in relation
to affecting continued green helping behaviour. Novel insight is obtained into the interrelationships between
selected factors affecting customers’ intentions to continue helping fellow customers who did not previously
apply their advice.

Managerial implications: The study provides guidance into the important role customers could play in assisting
fellow customers to engage in green purchasing behaviour and the extent to which marketers may be able to
influence these behaviours.
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1.  INTRODUCTION

Environmental preservation is undoubtedly imperative in the 21st century (Sana, 2020). The
global environment is characterised by rapid growth in world population, heightened air
pollution rates, and polluted groundwater. Procedures are necessary in manufacturing and
consumption to contribute to the preservation of Earth’s natural resources (Amoako et al.,
2022; Sana, 2020). It is imperative for marketers to engage in resource management practices
that will allow for the achievement of individual and organisational goals, and simultaneously

the preservation of natural resources (Nekmahmud & Fekete-Farkas, 2020).

Several organisations have been contributing to environmental preservation by selling green
products (Sana, 2020). Defined as “products which are used naturally, and which are made
from non-toxic, recycled materials, or with less packaging/eco-packaging” (Nekmahmud &
Fekete-Farkas, 2020), green products may include hybrid cars, soft drinks in recycled bottles,
and organic produce (Sana, 2020). Nevertheless, a major challenge faced by marketers is
that despite their green product offerings, customers do not always purchase green products
and not all green products are easily adopted. Underlying factors contributing to green product
resistance include tradition, image, being too expensive, and reduced quality (Sadiq et al.,
2021; Flores & Jansson, 2022). Additionally, it has been noted that organisations taking
advantage of environmental problems and who are insincere in their marketing efforts may
hinder consumer trust (Szabo & Webster, 2021).

Customers may assist in addressing these problems by talking with fellow customers about
green product purchasing and addressing their concerns. The notion of customers providing
help and support to fellow customers in the marketplace has been well acknowledged in
research (Yi & Gong, 2013; Kim & Yi, 2016; Le et al., 2022). Grounded in customer citizenship
literature, helping is perceived as voluntary and may include giving advice, sharing expertise,
and providing assistance (Abdou et al., 2022). Extant research further indicates that
informational interpersonal influence, including observation of other customers’ purchases and
receiving input from them, positively impacts green purchase intentions (Chang, 2015).
Factors, such as attitudes and desire to use the service, may positively contribute to customers

helping other customers in a green context (Hwang & Lyu, 2020). Previous research has also
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established that internal values, green attitudes and subjective norms may positively influence
green customer citizenship behaviours, such as helping other customers to make green
purchase decisions (Van Tonder et al., 2023). Additionally, affective commitment towards
fellow customers and general engagement in green helping activities seem to directly
influence customers’ intentions to continue helping other customers with green purchase
decisions (Van Tonder et al., 2022).

Nonetheless, despite these contributions, literature still lacks an advanced understanding of
the role of attribution theory in promoting continued green helping behaviour, directed towards
fellow customers who did not apply the initial advice provided. Individuals’ decisions to provide
help also appear to be a function of their emotions and the extent to which they believe other
individuals have control over the initial decision made. According to attribution theory (Kelley
& Michela, 1980; Weiner, 1980), the reason for an unfortunate event will influence potential
helpers’ responses. If the person requiring help could have controlled the situation and was
not acting responsibly, anger may follow and help may not be provided (DeMotta, 2021). Anger
concerns emotions directed towards other people and may transpire when another is blamed
for wrongdoings (Gistri et al., 2018; Kim & Yoon, 2020). Previous research has established
that anger may contribute to destructive types of behaviours, such as negative word of mouth
(Kim & Yoon, 2020). Hence, when customer helpers regard fellow customers they previously
helped as responsible for their poor decision-making practices (i.e., not purchasing green
products), they may refuse to continue helping these fellow customers, assisting them with
their green purchase decisions. If fellow customers could have controlled the situation (by
simply choosing more sustainable green alternatives), the customer helpers who previously
assisted fellow customers may become angry and refuse to offer fellow customers further help

with their green purchasing decisions.

However, the sequential relationships between controllability, anger, and continued green
helping could also be influenced by customer helpers’ feelings of sympathy towards fellow
customers who did not apply the advice. Traditional scholars profess sequential relationships
between perceptions of uncontrollable events, sympathy, and helping (Pilati et al., 2015). Yet,
in the context of this investigation, the interaction effect between sympathy and anger seems
likely, given that the fellow customers being helped with green purchasing are often known to
the customer helpers (i.e., friend or family member) and feelings of compassion and kindness
may be vested in these relationships. Extant literature further notes that sympathetic
individuals generally have a comprehension of others’ situations and may be emotionally

worried about their welfare (Kim & Yoon, 2020). Sympathy may contribute to lower levels of
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aggression towards other individuals (Harmon-Jones, 2004). Additionally, sympathy may
positively influence voluntary behaviours intended to advantage other individuals (Kim & Yoon,
2020). It is, therefore, likely that customer helpers who are angry with fellow customers who
did not apply their advice and could have controlled the situation may simultaneously have

feelings of sympathy towards these customers, which may reduce anger emotions.

Further knowledge of the above matters is important, as it may aid in providing a more
comprehensive understanding of customers’ continued green helping behaviours, especially
when the advice they initially provided about green product purchasing was not applied.
Subsequently, this investigation aims to revisit the attribution theory, to advance
understanding of continued green helping behaviour. Specifically, a regression model is
explored, addressing the sequential relationships between control, anger, and continued
green helping behaviour, as well as the moderating role of sympathy within the proposed

model.

External values were studied as a control variable, with possible effects on anger and
continued green helping behaviour. External values address matters, such as security, being
well respected, warm relationships with others and a sense of belonging (Limon et al., 2009).
Hence, it is plausible that customer helpers endorsing external values and seeking social
interactions and warm relationships with others may be less likely to hold feelings of anger
and may be more inclined to further engage with and assist fellow customers who did not
apply their advice about green product purchasing before. Continued green helping
behaviours may appeal to customer helpers, endorsing external values, providing an

opportunity to be helpful, and nurturing warm and meaningful relationships with others.

Theoretically, the study advances knowledge of the application of the attribution theory in
relation to affecting continued green helping behaviour. Novel insight is obtained into the
interrelationships between selected factors affecting customer helpers’ intentions to continue
helping fellow customers who did not previously apply their advice. Practically, the study
provides guidance into the important role customer helpers could play in assisting fellow
customers to engage in green purchasing behaviour and the extent to which marketers may

be able to influence these behaviours.

The theoretical framework is addressed next. Subsequently, the research methodology and

findings are outlined. To conclude, the study’s theoretical and practical implications are

delineated.
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2. THEORETICAL FRAMEWORK

2.1 Customer citizenship behaviour and continued green helping

Helping as a research construct is grounded in customer citizenship behaviour theory.
Customer citizenship behaviour is also referred to as “customer value creation behaviour”
(Gong & Yi, 2021:170), as it may afford extraordinary value to an organisation (Gong & Yi,
2021). Customer citizenship behaviour is not needed to ensure a successful product or service
delivery, but may produce benefits for an organisation (Liu et al., 2020), such as perceptions
of service quality (Gong & Yi, 2021). Typical customer citizenship behaviour actions may
include brand recommendations to other customers or customers providing feedback to

organisations that could aid in organisational survival and improvements (Liu et al., 2020).

Helping — another dimension of customer citizenship behaviour — relates to actions, such as
assisting other customers in acquiring products and educating them on correct service usage
(Liu et al., 2020). Helping fellow customers may contribute to them having a pleasant
encounter. Helping activities could include giving advice, sharing expertise, and providing
support (Gong & Yi, 2021). The help provided may be solicited by fellow customers or simply
be offered by helpers, without being asked by fellow customers for assistance (Kim & Yi,
2021). Helping is also not restricted to providing assistance prior to a transaction, but may
transpire during or after the transaction has been completed (Anaza, 2014). Hence, for this
study, continued green helping behaviour concerned customer helpers being willing to
continue providing assistance and guidance to fellow customers regarding green purchasing
decisions (Yi & Gong, 2013).

Of further importance is that customer helpers assist in diminishing purchase risk by
performing a social evaluator role and offering advice, know-how, and comradeship (Anaza,
2014). Customers helping other customers may produce benefits, such as intentions to remain
loyal to the organisation, perceiving the product offering to be of value, and avoidance of
service failures (Weretecki et al., 2021). Moreover, several factors have previously been
identified as promoting helping behaviour, including perceived usefulness, perceived ease of
use of technology, trust towards the retailer, and corporate image (Kim et al., 2020; Van
Tonder & Heymans 2020). However, as addressed earlier, the current research was interested
in factors motivating customers to continue helping fellow customers with green purchase

decisions, when their initial advice was not applied.
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2.2 The dimensions of attribution theory

Attribution theory addresses the controllability of events, as well as related emotions, including
anger and sympathy. Controllability specifically concerns the extent to which individuals could
be blamed for the undesirable event that occurred. A controllable cause relates to perceptions
— for instance, the individual “could have done otherwise” and hence is responsible for the
current situation (Rudolph et al., 2004:818). Controllability in this study was measured as the
fellow customer having had control over the eco-unfriendly purchase decision, could have

prevented it, and intentionally made the wrong purchase decision (Nikbin et al., 2016).

Anger develops if the need for help stems from an event that could have been controlled (e.g.,
refusal to perform a certain action) (Vargas, 2021). This emotion is experienced following
undesirable events and may lead to a consumer response (Antonetti, 2016). Anger can be
detected through non-verbal and verbal expressions (Antonetti, 2016). Verbal expressions of
anger measured in this study include feelings of irritation and aggravation towards fellow

customers who did not previously apply customer helpers’ advice (Reisenzein, 1986).

Sympathetic individuals are mindful of other individuals’ state of affairs (Kim & Yoon, 2020).
Sympathy concerns “an emotional response based on the apprehension of another’s state or
condition” (Eisenberg et al., 1988:237) and has also been described as feeling sorry for
another individual (Rudolph et al., 2004). Sympathy may lead to an emotional response,
attributed to the effort to feel like the other individual (Meyer et al., 2019), and was measured
in this study as relating to pity and concern for others (Reisenzein, 1986). Sympathy transpires
when the need for help originates from circumstances beyond an individual’s control (Vargas,
2021). Previous research has established positive links between sympathy and intentions to

recommend (Kim & Yoon, 2020).

2.3 Hypotheses development

The potential interrelationship between controllability, anger, helping and continued green
helping, is motivated by attribution theory. Described in literature as “the theory of motivation
and emotion” (Vargas, 2021:399), attribution theory concentrates on the rationale for certain
occurrences and the consequences thereof (Weiner, 2000). According to Weiner (1985, 1986,
1991), individuals will seek reasons why certain events transpire, which may affect emotions
and behaviour. For example, the extent to which it was possible to control for an undesirable
event may influence feelings of anger and subsequently helping behaviour (Vargas, 2021).
Several studies have found that emotions indirectly connect the attributions to behavioural
responses (Weiner, 1980; Betancourt & Blair, 1992; Graham et al., 1992; Vargas, 2021).

Previous research further noted sequential relationships between perceptions of
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controllability, anger, and negative word-of-mouth behaviours (Li et al., 2023), as well as help
refusal (DeMotta, 2021). This study proposed that the extent to which fellow customers could
have controlled the purchase event (controllability) influences customer helpers’ anger
towards fellow customers. In turn, anger towards fellow customers may negatively affect
customer helpers’ intentions to help fellow customers with green purchasing decisions in

future.

An interaction effect between sympathy and anger is also likely, given that the fellow customer
being helped with green purchasing is often known to the customer helper (i.e., friend or family
member) and feelings of compassion and kindness may be vested in these relationships.
Further support for a possible interaction effect can be found in a study conducted within the
field of biological psychology. Experimental research was performed to ascertain if feelings of
sympathy reduce aggression through a reduction of the relative left-frontal activity that is linked
to anger. Sympathetic feelings towards the other individuals were prompted, prior to the
respondents having to read insulting feedback from the other individuals with respect to an
essay the respondents wrote and that was marked by the other individuals. The biometric
research findings evidenced that feelings of sympathy may contribute to lower levels of angry
aggression towards other individuals (Harmon-Jones, 2004). Therefore, controllability’s
influence on anger is expected to be lower when sympathy towards fellow customers is high.
When fellow customers were in control of the situation and could have chosen a greener
alternative, customer helpers may feel less angry towards fellow customers, when they also

sympathise with fellow customers.

Last, some scholars additionally found direct effects between controllability and helping,
suggesting that in addition to the sequential effect between controllability, emotions, and
helping, decisions to help others may be a direct cause of the extent to which helpers simply
believed the people requiring help had control over the situation. Generally, the direct effect
between controllability and helping appears to be negative (Reisenzein, 1986; Pilati et al.,
2015). Therefore, there is a possibility that controllability may also negatively impact continued

green helping behaviour directly. Hence, it is hypothesised that:
H1:  Controllability positively and significantly influences anger towards fellow customers.

H2:  Anger towards fellow customers negatively and significantly influences continued

green helping behaviour.

H3:  Sympathy towards fellow customers moderates the effect of controllability on anger

towards fellow customers.
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H4:  Controllability negatively and significantly influences continued green helping

behaviour.

2.4 The controlling effect of external values

As addressed earlier, external values were selected as a control variable within the proposed
model. Values concern preferred end states or ways of doing things (Rokeach, 1973) attained
conceptually (Li & Cai, 2012). Extant literature describes values as “culturally rooted desires”
or an “abstract form of social cognition” that impacts human behaviour (Li & Cai, 2012). Values
are important, as they tend to be stable over time (Li & Cai, 2012) and have been shown to
be efficient predictors of consumer behaviour. Typically, values serve as a reference point to
reach a decision (Falke et al., 2022). Values may aid in directing behaviour or assisting
individuals in assessing themselves (Sagovnovié & Kovagi¢, 2023). Contrasting with needs
that may disappear, once fulfilled, values are more enduring in nature (Limon et al., 2009).
Values, associated with “what people consider important”, are also a different form of
personality traits, denoting “what people are like” (Schwartz, 2012:16-17). Values are more

enduring than attitudes and may precede attitudinal developments (Lee & Lyu, 2016).

While several value classification systems have been proposed before, this study supports
the work of Kahle (1983), whose list of values is widely accepted among scholars. This list
represents different types of personal values that individuals may endorse (Webb & Wong,
2014). Specifically, nine values can be grouped into three broad categories: internal values
(self-fulfilment, a sense of accomplishment, and self-respect), external values (being well
respected, having a sense of belonging, security, and warm relationships with others), and fun
and enjoyment values (fun and enjoyment in life and excitement) (Limon et al., 2009). These
groups of values are significant, considering that it is possible to classify respondents based
on an assessment of only nine values. According to Falke et al. (2020), the values may be
more relevant to consumers, compared to other value classification systems, such as the

Schwartz (1992) norm-activation theory and Rokeach (1973) value systems.

Central to the external values dimension that is of interest to this study is that the values are
met through other human beings (Gurel-Atay et al., 2021) and/or require other people’s
judgements or views (Weretecki et al., 2021). For example, being well respected underscores
admiration and recognition from other individuals. Security concerns safety and being shielded
from assault. A sense of belonging addresses acceptance by others and being needed by
stakeholders in an individual’s social circle. Warm relationships with others underscore

companionship and close relationships (Limon et al., 2009).
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Considering these underlying premises of external values, it seems further likely that external
values may negatively impact customer helpers’ anger towards fellow customers who did not
apply their advice about green purchasing. Customers seeking admiration and recognition
from others, wanting to be shielded from assault, as well as wanting to be needed and
accepted by others and benefit from close relationships may feel less aggravated and irritated
with fellow customers who ignored their advice. Extant research confirms that forgiveness is

related to greater relationship fulfilment and consistency (Cao et al., 2021).

Similarly, green helping behaviours may appeal to customer helpers, endorsing external
values, providing an opportunity to be helpful, and nurturing warm and meaningful
relationships with others, hence allowing external value fulfilment. Further support for the
relationship between external values and continued green helping can be found in previous
studies that identified external values as having a positive impact on motives for connecting
with people (Sagovnovié & Kovacié, 2023). Moreover, previous research found a positive
relationship between individuals seeking warm relationships with others and their altruistic
behaviours (Webb & Wong, 2014). It has also been found that external values may positively
impact behavioural intentions, including positive recommendations to others, exposure
encouragement, and lauding of the offering’s attributes (Li et al., 2016). Figure 1 presents an

outline of the research model investigated.
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Figure 1: Research model
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Source: Own compilation
3. METHODOLOGY

3.1 Sampling method and data collection

This research studied factors affecting continued green helping behaviour. The target
population was customers aged 18 years and older who had made a green purchase the year
before and had assisted other customers with green purchasing. The framed target population
ensured that the respondents had insight into green purchasing and could relate to their
experiences in assisting others with green purchasing. Extant research denotes that within a
green context, adult respondents may be more apt in participating in difficult decision-making
(Sheng et al., 2019).

Applying a purposive sampling method, three screening questions were employed to ensure
the database only included respondents from the specified target population. The respondents
had to indicate that they adhere to the minimum age requirement of exceeding 18 years,
purchased green products in the preceding year and helped another customer, providing
advice about green purchasing. Only respondents adhering to these criteria were further
researched. An accredited research agency in South Africa assisted with data collection. The
agency panel members were invited to participate in the self-completion online survey via
email. In addressing the survey questions, the respondents were requested to consider a

familiar person they previously helped with green purchasing and who disregarded their
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advice. Data analysis was conducted from the Excel spreadsheet that was provided by the
research agency, which excluded all respondents’ contact information. The survey was
accompanied by a cover letter, informing the respondents about participation being voluntary
and confidential, the expected completion time of the survey, secured data storage and the
contact details of the principal researcher. The respondents were also informed about the
intention of the study and had to give their permission for their data may be analysed

accordingly.

All surveys completed (452) were deemed adequate for inclusion in the database. Moreover,
the database comprised a good balance of male (54.2%) and female (45.4%) respondents,
with two respondents not selecting their gender. Overall the respondents who participated in
the study could be categorised into four different age categories, ranging from 18 to 26 years
(2.2%), 27 to 35 years (9.7%), 36 to 47 years (26.5%), 48 to 66 years (48.5%) and 67 years
and older (13.1%). The majority of the respondents worked for an organisation full-time or had

their own business (71.7%).

3.2 Measurement and analysis

All measurement scales employed were previously validated. Four items were adopted from
Limon et al. (2009) to measure external values on a five-point Likert-type scale, varying from
“Not important”(1) to “Extremely important”(5). Controllability, anger, sympathy, and further
helping were measured on a five-point Likert-type scale, where 1 represented “Not at all” and
5 represented “Very much”. Perceptions of fellow customer controllability were measured
using three items from Nikbin et al. (2016). Anger and sympathy towards fellow customers
were measured using measurement scales adapted from Reisenzein (1986), which each
included three items. Further helping behaviour was measured using the four-item helping
scale of Yi and Gong (2013), which was adapted to measure further helping in relation to

green purchasing. The scale items are listed in the Appendix.

Using Mplus 8.8 and the maximum likelihood estimation method (Byrne, 2001), a
measurement model including the five constructs of the study was compiled to assess
construct validity and reliability. Subsequently, factor scores of the validated measurement
model were saved, which served as input in the measurement of Model 7 of the Hayes (2013)

Process macro applied in RStudio (RStudio Team, 2020).
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4. DISCUSSION

41 Measurement model

All scale items obtained significant loadings and were above the acceptable level of 0.5,
except for one item from the controllability factor (Con_3) and one item from the external
values factor (Evalue_4), which only obtained factor loadings greater than 0.4. Factor loadings
above 0.4 are still deemed stable (Guadagnoli & Velicer, 1988) and could be maintained in
the model. However, a closer inspection of the results evidenced that while Con_3 was not
problematic, Evalue_4 contributed to a much lower average variance extracted (AVE) value

of 0.41, suggesting a lack of convergent validity.

Table 1 presents the results of the confirmatory factor analysis that was conducted, excluding
Evalue_4. In the revised measurement model, all factor loadings remained significant at
p < 0.001 and exceeded 0.5, except for Con_3 which obtained a factor loading of 0.43. This
stable factor loading was maintained in the revised model, considering the associated AVE
value of 0.52 for controllability (see Table 2). As further denoted by Table 2, anger, sympathy,
and further helping obtained AVE values above 0.5. The AVE value of external values
improved to 0.49, which was deemed acceptable, considering it was close to 0.5 and the
composite reliability (CR) value for this construct was 0.74 (refer to Table 1). Convergent
validity of a construct with an AVE value not exceeding 0.5 is still regarded as acceptable if
the CR value is more than 0.6 (Fornell & Larcker, 1981; Shrestha, 2021). The CR values of
the remaining four constructs exceeded 0.7. Considering the above and the recommendations
of Hair et al. (2019), the findings presented in Tables 1 and 2 provide confirmation of

convergent validity and reliability with respect to all constructs investigated.

Table 1: Assessment of latent variables

Variable items Std. factor loading Std. error of loading CR
Controllability
Con_1 0.83 0.035 0.75
Con_2 0.82 0.035
Con_3 0.43 0.044

| Anger
Ang_1 0.83 0.019 0.90
Ang_2 0.87 0.016
Ang_3 0.90 0.015
Sympathy
Symp_1 0.75 0.025 0.82
Symp_2 0.90 0.023
Symp_3 0.67 0.033
Continued green helping
Chelp_1 0.86 0.016 0.94
Chelp_2 0.92 0.012
Chelp_3 0.90 0.012
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Chelp_4 | 0.91 0.012 |

External values

Evalue_1 0.77 0.034 0.74
Evalue_2 0.71 0.035

Evalue_3 0.60 0.039

Notes: Con = controllability; Ang = anger; Symp = sympathy; Chelp = continued green helping; Evalue = external
values; CR = composite reliability. All factors loaded significantly at p < 0.001.

Source: Own compilation

Furthermore, Table 2 shows that in relation to all construct pairs measured, the shared
variance among the constructs is always lower than their individual AVE values. Hence,

discriminant validity was confirmed (Hair et al., 2019).

Table 2: Latent factor correlation matrix with average variance extracted on the diagonal in
brackets
Variable 1 2 3 4 5
1. Controllability (0.52)
2. Anger 0.23 (0.75)
3. Sympathy 0.24 0.41 (0.61)
4. Continued green helping 0.40 0.23 0.37 (0.81)
5. External values 0.31 0.16 0.31 0.51 (0.49)

Notes: All correlations are statistically significant at p < 0.001.

Source: Own compilation

The revised measurement model further presented acceptable measurement model fit
indices, confirming construct validity (Hair et al., 2019) — x?(94) = 361.751; (x*df = 3.85);
comparative fit index = 0.94; Tucker-Lewis index =0.92; root mean square error of

approximation = 0.079.

4.2 Hypotheses assessment

Table 3 presents the results of the research model investigated.

Table 3: Regression results
Variable (Model 7)
Stage 1 (Anger)
Coefficient SE. t p Cl (low) Cl (high)
Controllability 0.17 0.05 343 0.001 0.073 0.269
Sympathy 0.45 0.05 9.10 0.001 0.353 0.547
Controllability*Sympathy 0.00 0.05 0.04 0.965 -0.089 0.093
External values -0.03 0.07 -0.47 0.636 -0.175 0.107
Stage 2 (Continued green helping)
Coefficient S.E. t p Cl (low) Cl (high)
Controllability 0.24 0.04 6.14 0.001 0.166 0.322
Anger 0.08 0.03 2.42 0.016 0.016 0.150
External values 0.65 0.05 11.92 0.001 0.539 0.752
Source: Own compilation
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Model 7 of the Hayes (2013) Process macro in RStudio was tested to assess the hypotheses
formulated as well as the impact of the control variable (external values). The factor scores
obtained from the revised measurement model served as input in the analysis. As depicted by
Table 3, the relationship between external values and anger was not significant (-0.03
p > 0.001). Assessment of the relationship between external values and continued green
helping produced the largest coefficient (0.65, p<0.001). The relationship between
controllability and anger was positive and significant (H1: 0.17 p <0.001). Also, the
relationship between anger and continued green helping behaviour (H2: 0.08 p < 0.05) and
the relationship between controllability and continued green helping (H4: 0.24 p < 0.001) were
both positive and significant. Hence, H71 was supported. H2 and H4 were not supported. Even
though the relationships are significant, negative effect sizes were expected. Overall, the

regressions that were significant were all positive and ranged between 0.08 and 0.65.

Furthermore, sympathy did not act as a moderator in the proposed model. It is evident from
Table 3 that the cross-product term between controllability and sympathy for anger was not

significant (p = 0.965). Hence, H3 was not supported.

Figure 2 presents a summary of the regression results obtained.

Figure 2: Regression results
Anger
H1: 017
H2: 0.08*
H3: 0.00
-0.03
H4: 0.24** Continued
Controllability green helping
behaviour
0.65**
External
yelues Statistically significant at:
*p < 0.05; **p < 0.001
Source: Own compilation
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5. THEORETICAL IMPLICATIONS

This study set out to advance understanding of continued green helping behaviour, by
revisiting the attribution theory. Many organisations sell green products to aid in preserving
natural resources (Sana, 2020). Customer helpers may play a vital role in assisting fellow
customers in purchasing these green products and addressing their concerns (Yi & Gong,
2013; Kim & Yi, 2016; Le et al., 2022). A greater understanding is needed of the factors that
may affect continued green customer helping behaviour towards fellow customers who did not
apply the initial green purchase advice provided. Guided by attribution theory (Kelley &
Michela, 1980; Weiner, 1980) and related contributions (Harmon-Jones, 2004), a regression
model was explored, addressing the sequential relationships between controllability, anger,

and continued green helping behaviour, as well as the moderating role of sympathy.

Overall, the findings provide novel insight into factors that may affect continued green helping
behaviour. In relation to the sequential relationships between controllability, anger, and
continued green helping behaviour, it was established that controllability has a positive, though
weak, impact on anger (coefficient = 0.17, p < 0.001). A further interesting observation is that,
contrasting with expectations, anger does not seem to reduce intentions of continued green
helping behaviour, but instead has a small positive impact on the further helping behaviours
(coefficient = 0.08, p <0.05). Therefore, when customer helpers perceive that fellow
customers could have controlled the poor purchase decision made, this may have a marginal
effect on their feelings of anger towards fellow customers who did not apply their advice. These
feelings of anger may stimulate some intentions to further help fellow customers with green
purchasing decisions, although the effect is very small. These findings are in direct contrast to
the expectation of the attribution theory, as addressed earlier. A plausible explanation for this
occurrence is the importance of environmental preservation in the 215 century (Sana, 2020).
The anger felt by customer helpers may, against the background of a need for environmental
preservation, rather translate into continued green helping behaviours to assist in ensuring
fellow customers perceived to be in control of their purchase decisions engage in green
purchasing behaviour going forward. However, considering the small effect size obtained,
anger may not make a meaningful difference in influencing continued green helping

behaviours.

Beyond the sequential relationship investigated, it seems that customer helpers may also
directly provide further help to fellow customers they believe are in control of their purchase
decisions. This relationship is important, as the direct effect between controllability and

continued green helping seems to be relatively strong (coefficient = 0.24, p < 0.001). These
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findings also contrast earlier studies that denoted negative direct effects between
controllability and helping (Reisenzein, 1986; Pilati et al., 2015). The results may again be
attributed to the research context of the study investigated. Against the background of the
need for environmental preservation, customer helpers, believing fellow customers are in
control of their purchase decisions, could decide to provide further help to promote green
purchasing among fellow customers they believe are capable of making better purchase
decisions. Subsequently, a further implication of the research findings is that decisions to
engage in continued green helping behaviour in a green context are not always attributed to
felt emotions, but may also be impacted by a more objective and rationalised path, stemming
from customer helpers’ views of fellow customers and the extent to which they are in control

of and capable of making more responsible purchase decisions.

Contrasting with the findings of Harmon-Jones (2004), this study did not find sympathy to lead
to reduced feelings of anger. Again, it is plausible that in the context of the current
investigation, the need for environmental preservation and the importance of all customers
engaging in sustainable behaviours may have contributed to sympathy not affecting customer
helpers’ feeling of anger towards fellow customers who did not apply their initial advice about

green purchasing.

With respect to the control variable, it is important to point out that external values did not
seem to affect anger towards fellow customers but, interestingly, had the strongest effect on
continued green helping behaviours (coefficient = 0.65, p < 0.001). This finding is significant
for several reasons. A novel perspective is provided on the relationship between values and
continued green helping behaviour. Aligned to expectations, customers seeking
companionship, recognition, and acceptance by others (Limon et al., 2009) may engage in
further helping behaviours with respect to green purchasing, even though fellow customers
did not apply their initial advice. Customer helpers endorsing external values may, therefore
perceive further engagements of helping behaviour as an opportunity to connect with other
individuals, allowing external value fulfilment and to have meaningful relationships with other
individuals. This finding is further important as values tend to be stable over time (Li & Cai,
2012) and may be a more reliable predictor of continued green helping behaviour than

controllability over the long term.
6. MANAGERIAL IMPLICATIONS

The research findings evidence that customer helpers have the potential to assist in promoting

green purchasing behaviour among fellow customers and may persist in performing these
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behaviours even though the initial advice about green purchasing was not applied. Customer
helpers could make a valuable contribution, facilitating green purchasing behaviours and
addressing lingering concerns of fellow customers as well as unresolved issues they may have

about green purchasing.

Moreover, while customer emotions, such as anger, may have a small positive influence on
continued green helping behaviours, decisions to engage in further helping behaviours (when
the initial green advice was not applied) are more likely motivated by perceptions that fellow
customers have control over their purchase decisions (they could have made a more
responsible product choice) as well as customer helpers’ external values, directing further
engagement and helping behaviours. Consequently, for green retailers and marketers to
facilitate further conversations and helping behaviours among customers, it could be useful to

focus on perceptions of controllability and fellow customers’ external values.

Various initiatives could be employed to ensure sufficient information is available that will
enable customers to make responsible product selections and enhance perceptions of
controllability. For example, informative product labels that are simple to read and understand
could assist with easily distinguishing between environmentally sustainable and unsustainable
products, thus limiting confusion and miscommunication being used as an excuse for poor
product selections. Cross-channel communication, including radio, print, websites, interactive
apps, and even chatbots, may further assist in educating customers about green products and
the options available. Product trials and useful tips on social media platforms could also assist

in this regard.

Additionally, further initiatives to engage in green helping behaviours may appeal to customer
helpers, endorsing external values, providing an opportunity to be helpful, and nurturing warm
and meaningful relationships with others. Hence, forums could be used to create a green
customer community and facilitate discussions about more appropriate green product
selections. Roadshows, promotions, and new product launches may also be useful in
stimulating conversations within the customer helpers’ social circle, providing opportunities for

assistance and help regarding more responsible purchase decisions.
7. LIMITATIONS AND DIRECTIONS FOR FURTHER RESEARCH

Environmental preservation is crucial in the 21st century. Accordingly, the current research
provides insight into factors that may affect customer helpers’ willingness to continue helping
fellow customers who previously ignored their advice about green purchasing. Future research

may want to extend the proposed model by examining the role of other values in influencing
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continued green helping behaviours. It is also unclear if customer helpers may want to
continue providing help if their advice is continuously ignored by fellow customers. A
longitudinal study could provide clarity on this matter. A cross-border multicultural study is
needed to validate the research model and to determine if help concerning green purchasing
decisions would be more readily offered in developing countries as opposed to developed
countries. Further insight is also needed into the conversations between customers and the
level of advice (autonomous or dependency) customer helpers provide to fellow customers
about green purchasing (Kim & Yi, 2016). For example, are fellow customers merely being
helped to make responsible product selections in a given situation or are they being guided to
independently make responsible purchase decisions in future across a broad spectrum of
product categories? It could also be interesting to assess differences in helping behaviours

across various green product categories.
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APPENDIX

Controllability (Nikbin et al., 2016)

Con_1: Had control over the eco-unfriendly purchase decision
Con_2: Could have prevented the eco-unfriendly purchase decision
Con_3: Intended to make the eco-unfriendly purchase decision

Anger (Reisenzein, 1986)
Ang_1:Anger
Ang_2:Irritation

Ang_3:Aggravation

Sympathy (Reisenzein, 1986)

Symp_1: Sympathy
Symp_2: Pity
Symp_3: Concern

Continued green helping behaviour (Yi & Gong, 2013)

Chelp_1: Assist this person if he/she needs help with green purchasing decisions.

Chelp_2: Help this person if he/she seems to have problems with green purchase
decisions

Chelp_3: Teach this person about green purchase decisions

Chelp_4: Give advice to this person about green purchase decisions

External values (Limon et al., 2009)

Evalue_1: Sense of belonging

Evalue_2: Warm relationships with others

Evalue_3: Being well respected

Evalue_4: Security
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