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 The current paper was a quantitative study examining the mediating role of E-WOM when it comes 
to content marketing and its connection with green purchasing intentions in Jordan. The underpin-
ning theory in this study was the social communication (SC) theory. A survey questionnaire was 
used to collect relevant data, after being distributed to the general managers. Overall, 202 question-
naires were used in this paper's data analysis, and the outcomes were investigated through partial 
least squares structural equation modeling. The results of the analysis denoted that the E-WOM 
controlled the relationship of content marketing with green purchasing intentions. As a result, this 
paper offers practical findings that companies in Jordan could boost customer intention to purchase 
green products, by achieving word of mouth and presenting suitable marketing content. 
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1. Introduction 
 
Due to the worsening worldwide energy crisis and related environmental issues, the consumption of 'green' products has been 
a topic of great interest to society, both corporate and otherwise. The result is that consumers today have a growing need to 
find products which are more environmentally friendly (Chen et al., 2015; Goh & Balaji, 2016). During this search, consumers 
will look for related information and reviews of specific products before making any purchases. In addition to the traditional 
avenue of companies presenting advertising messages (Shukor, 2015), word-of-mouth (WOM) is a powerful way of spreading 
information, which in turn could assist consumers to make their decisions. When occurring on the internet, WOM is known 
as electronic word-of-mouth (E-WOM). E-WOM can disseminate positive as well as negative statements across the Web, 
which can be made by future, existing or past consumers of a product or service. In addition, E-WOM allows every consumer 
to have a voice, and provides them with the ability to share their experiences related to a product or service with people who 
are socially and geographically diverse (Zhang & Huang, 2018). During the Internet era, the methods and media of content 
marketing are much more varied. A prominent feature of online content marketing is that there is a consistent educational 
aspect, and there are consistently interesting presentations made through the Internet. This means that the cognitive require-
ments of the intended audience are lowered. Barber (2010) put forward the notion that researchers should look into the pur-
chase intentions of consumers when it comes to green products, and the limited environmental consciousness and sustainabil-
ity concerns in Jordan are easily noticed. It was considered that Jordan must deal with a number of problems related to sus-
tainable development, and its green initiation is still in its infancy (Alsmadi, 2007; Zu’bi et al, 2015).  
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In the work of Rehman and Dost (2013) and Chang (2015) it is stated that viral communication and word of mouth could 
potential increase insight into green purchase intentions, and boost outlooks on purchasing green products and purchase in-
tentions. Alsmadi (2007) also considered that media comments are powerful communication tools, which have greater capac-
ities to instigate change than traditional practices. Rahim et al. (2016) feel that E-WOM has the ability to affect the psychology 
or potential consumers at the pre-purchase stage for green products. Also, Majiti (2017) stated that content marketing could 
positively impact consumer E-WOM. Thus, this paper examines the effects of content marketing when it comes to raising 
green purchase intentions through EWOM. 

2. Literature review 

2.1 Content marketing 

Content marketing is sometimes referred to as advertorials, and involves advertisements through articles in a newspaper, 
magazine, or a website offering information about a product or service (Vinerean, 2017; Wixom & Todd, 2005). In most 
cases, brands pay publishers to produce this type of article, and marketers employ this method to share information about a 
product with their target consumers. Selecting appropriate media allows content marketing to be aimed at a particular group 
of people. An example of this is seen with content marketing in business newspapers, where a group of people with a clear 
interest in economics, markets or financial products will be targeted. In the case of brands, storytelling is an efficient way of 
connecting with target consumers, but this is not the case with traditional print advertising in magazines, newspapers or on 
websites through banner advertising. Content marketing most often gives a lot of details in its advertisements, and so con-
sumers have a deeper understanding of a product. The actual content is created by advertising agents or the actual firms, in 
most situations. Content marketing methods and media, due to the widespread use of the Internet, are highly varied. It is 
common to all online content marketing that there is an educational component, and there is a need to present this content in 
an interesting way across the Internet, which reduces the cognitive ability needed from the audience. Thus, traditional adver-
tisements are seen as less effective when compared with online content marketing (Sussman & Siegal, 2003; Bunpis & Haron 
2014; Xiao et al., 2019). In the work of Milhinhos (2015) it was shown that hiding content marketing, an action widely 
disapproved of, and the independence of news media have allowed people's trust to be earned. Certain content marketing, 
including blogger and Internet celebrity content, have boosted the perceived value of the fans to the products. Wang and Yang 
(2014) stated that customers can quickly gain valuable data regarding a product or service through content marketing posted 
on an e-commerce platform, meaning their shopping efforts are made much easier. In this paper, content marketing perception 
was evaluated through the work of Xiao et al. (2019), by familiarizing the consumer with the product, describing product 
benefits, and drawing in customer attention, with the intention being to develop powerful marketing content. 

2.2. Green purchase intention 

Overall, green products are shown to not cause as much harm to the natural environment or to human health as traditional 
products do. A green product is described as something which produces low pollution, saves on resources, and is recyclable 
(Speer, 2011). These products are known as ecological or environmentally friendly, and it is often found that these products 
involve recycling to some degree, less packaging than traditional products, or fewer toxic materials employed in production 
or packaging. These are all effective steps in limiting any negative effects on the surrounding natural environment. In general, 
it is considered that these green products are safer for the environment, and examples include green cars (e.g. hybrid cars), 
recycled products, energy-efficient electronics, organic tea and natural body care products. Purchase intention can be defined 
as the way a consumer chooses to buy products or services because they feel it fulfils their needs and is in line with their 
general outlook (Hasan & Mohammad, 2013). In turn, green purchase intention is described as the likelihood that a person 
specifically chooses a product with eco-friendly features over other traditional products, within their purchase considerations 
(Rahim et al, 2016). Green purchase intention is a necessary aspect of the actual green buying behavior of a consumer, and 
denotes that a customer aims to purchase a green product if it is attractive to them. 

2.3 E-word of mouth 

WOM is where marketing information is shared amongst consumers to the extent that it affects their behavior and attitude 
regarding a product or service (Huete-Alcocer, 2017). E-WOM costs of informal communication across the Internet aimed at 
consumers and linked with the usability or key properties of a product or service, or the brand behind them. The benefit of 
this tool is the fact that every single consumer can be involved, as anyone can share an experience online and post a review 
of a product for other users to read (Huete-Alcocer, 2017). As social media and digital channels expand, the power of EWOM 
has also increased exponentially, now having a worldwide influence. EWOM messages are shared rapidly between users 
across the Internet, and come in the form of online notifications, reviews, opinions and recommendations. These sources offer 
information for current, past and future consumers of a product or service. Companies also benefit from EWOM, as it allows 
for easier identification of customer. In addition, EWOM is an inexpensive way of communicating with potential customers. 
In most cases, EWOM is considered to be a trustworthy and robust source of information (Septiari, 2018). Consumer outlooks, 
opinions, purchasing decisions and post-use reviews can all be impacted by EWOM evaluation (Al-Debei, 2015). 

 



J. A. Al-Gasawneh and A. M. Al-Adamat / Management Science Letters 10 (2020) 1703

2.4. Research variables 

This paper employed the social communication (SC) theory in order to pinpoint the necessary research variables and research 
aim, which is described as the actions taken by the communicator to affect the actions of receiver parties (Hovland, 1948). 
The social communication theory was used in order to develop informative and interesting content marketing, which could 
then instigate WOM and thus change consumer intentions through purchasing intentions. 

2.4.1 Content marketing and purchase intention 

In the work of Ahmad and Ilkay (2019), the way that content marketing can affect consumers’ purchase intention and how 
this can be controlled by company marketers to stimulate new business in the context of home appliances. Their conclusion 
was that the content of marketing certainly impacted consumers’ purchase intentions. Bunpis and Haron (2014) showed that 
content marketing positively affected customer purchase intention and boosted awareness. These findings were echoed Mi-
lhinhos (2015) who found that content marketing changed the attitudes and purchase intentions of consumers. Based on earlier 
discussions on the study topic at hand, the following hypothesis is put forward: 

H1: Content marketing has a positive impact on green purchasing intentions. 

2.4.2 Content marketing and E-word of mouth 

In the study by  Megan   (2017), it was shown that content marketing strongly affected online word-of-mouth. This type of 
content allows EWOM to thrive through online sharing and discussion regarding a brand and its related products or services. 
A study by Majiti (2017) found that the overall research model denoted how a trustworthy communication partner was im-
portant in high social presence perception, alongside the use of a CHV and an avatar within content marketing. This clearly 
stimulated consumers' EWOM. Ramzan and Syed (2018) stated that content-based social media marketing was important 
when constructing customer loyalty and encouraging consumers to share content via EWOM. Therefore, based on earlier 
discussions, this study puts forward the following hypothesis: 

H2: Content marketing has a positive impact on E-word of mouth. 

2.4.3 E-word of mouth and green purchasing intention  

In the work of Li & Zhan, (2011), behavior willingness is defined as the intention to act prior to any results being presented, 
indicative of the consumer's general outlook in this respect. For consumers, the Internet is seen as a way to gather information, 
which is an important step in their decision process before making a purchase. At the moment, using online platforms allows 
consumers to share EWOM quickly and across a very large range. In the work of Chang (2015), viral communications were 
shown to have a clear impact on green purchase intentions. Yan, & Shah (2018) also showed that EWOM altered Consumer 
Purchase Intentions in the Fast-Causal Restaurant. Furthermore, Rahim et al (2016) showed that EWOM is critical when it 
comes to persuading consumer purchasing decisions related to green products. As a result, the current study puts forward the 
following hypothesis: 

H3:  E-word of mouth has a positive impact on green purchasing intention. 

2.4.5 E-word of mouth as mediation  

A study by Ngoma and Ntale (2019) showed that WOM was a binding of relationship marketing and customer loyalty. In 
addition, Septiari (2018) showed that EWOM mediated the relationship between Website Quality and Trust. This is similar 
to the findings of Rawal and Saavedra (2017) which also showed that word-of-mouth mediated the relationship between pre-
release studio actions (stars, production budget, and number of screens). Malik and Hadi (2019) investigated the mediating 
impacts of EWOM in relation to usefulness and online purchases, and it was shown that EWOM did had a mediating effect. 
Rahim (2016) analyzed EWOM review adoption of source credibility factors against green purchase intentions, as defined 
earlier, with similar results. Using the above findings and using the definition of mediator by Baron and Keny (1986), all 
variables can be used as mediation and can help establish the relationship between an independent variable and dependent 
variable. Also, this can apply to the link between independent variable and mediation, as well as the relationship between 
mediation and dependent variables. As a result of the earlier discussions regarding content variables and EWOM, as well as 
EWOM and green purchase intentions, the current study puts forward the following hypothesis:  

H4: E-word of mouth mediates the relationship between content marketing and green purchasing intention. 

3. Methodology 

This study is descriptive, which is a category of research defined as being able to describe a phenomenon or specific condition, 
depicting existing situation and allowing for a decision to be made. The basis of this type of research is to confirm a previously 
developed hypothesis which is related to existing situations. To collect enough suitable data to comprehend green marketing 
to the greatest extent, the sample of this study needed to consist of people over the age of 22, because this group of individuals 
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are aware of product purchase intentions and are free to make choices from the many available options. A self-administered 
online questionnaire was shared with citizens of Amman, the capital of Jordan through social media and emails. Amman was 
chosen since it is the capital of the country and is a busy hub of people and businesses. The questionnaire was made up of 15 
questions, separated into three sections. The first section was related to the independent variable (content marketing), the 
second section was about the mediator variable (electronic word of mouth) and dependent variable (green purchase intention), 
while in section 3, participants were queries socio-demographic characteristics. There were 5 Likert scales used in the ques-
tionnaire, to help establish accurate results. There were two key actions taken to ensure the validity and reliability of the 
questionnaire. Firstly, the survey was sent to academic experts (professors at universities) in order to receive feedback and 
make recommended changes. The second action was to test the internal consistency using the Cronbach alpha for the variables, 
which were content marketing 0.83; electronic word of mouth 0.74; and green purchase intention 0.73. After following these 
two actions, the instrument was confirmed as valid and reliable. The sample size is suggested to be in line with the power of 
analysis, which is the minimum number of samples based on the model's complexity. Following Green’s (1991) table and 
using 2 predictors from the research framework at medium effect size as suggested by Gefen et al. (2011), the minimum 
sample size for this paper was set as 74. The study by Hair (2010) suggests that, in order to gather accurate results, the sample 
size needs to exceed 100, which means that 300 questionnaires needed to be distributed overall. In Table 1, the study variables, 
item numbers and sources of adapted scales are shown. For the analysis of research data, PLS-SEM software was used. 

Table 1  
scales Used in Research 

No  Variable No of items  Reference  
1 content marketing (CM) 5 Xiao et al (2019)  
2 electronic word of mouth (E-WOM) 5 Septiari (2018); Al-Debei (2015) 
3 green purchase intention (GPI) 5 Rahim et al (2016) 

 

4. Results 

A total of 215 questionnaires were returned, with 13 questionnaires needing to be excluded because they were incomplete, 
leaving 202 usable questionnaires. 

4.1   CFA Model for Research Model 

In order to measure the 3 first-order constructs in (CM, E-WOM, GPI), 18 items were used. In the evaluation of the measure-
ment model of the research model, the study used the confirmatory factor analysis. In Fig. 1, the measurement model is 
presented. 

 

Fig. 1. The measurement model 

4.1.1   Convergent Validity 

In Table 2, the confirmatory factor analysis for the measurement’s models are seen. Also, the evaluation results of the stand-
ardized factor loadings of the model items can be seen. These show that the standardized factor loadings were all above 0.6, 
with loadings ranging from 0. 666 to 0. 925. In addition, the values of AVE for all constructs were between 0.622 and 0.740. 
The cut-off value was 0.5 based on the work of Hair et al. (2010), and all values were above this level. The values of composite 
reliability for all constructs were between 0.891 and 0.934, with these obtained values all being above the suggested value of 
0.7 for all constructs, as defined in (Hair et al., 2010; Fornell & Larcker, 1981). 
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Table 2  
The Result of Cronbach’s Alpha and Convergent Validity for the CFA Model on the Research Model 

Construct  Items Factor loading CR AVE 
CM CM 1 0.854 0.928 0.721 
  CM 2 0.77     
  CM 3 0.828     
  CM 4 0.925     
  CM5 0.860     
E-WOM E-WOM 1 0.825 0.934 0.740 
  E-WOM2 0.804     
  E-WOM 3 0.899     
  E-WOM 4 0.897     
  E-WOM 5 0.872     
GPI GPI 1 0.877 0.891 0.622 
  GPI 2 0.839     
  GPI 3 0. 778     
  GPI 4 0.767     
  GPI 5 0.666     

4.2   Discriminant validity 

The current study collected HTMT in order to establish the discriminant validity for the model as described in (Henseler, 
2015). 

Table 3  
The HTMT for constructs 

  CM E-WOM GPI 
CM       
E-WOM 0.641     
GPI 0.733 0.739   

 

Table 3 shows that all HTMT values of the constructs were under 0.90, being between 0.641 and 0.739. As a result, it is clear 
that every latent construct measurement was entirely discriminant against each other (Henseler et al., 2015). After investigat-
ing the convergent validity and discriminant validity of the measurement model, it is considered that the measurement scale 
used to evaluate the constructs and their relative items in the CFA model was fully reliable and valid. 

4.3   Hypothesized Direct Effects of the Constructs in Structural Model 

Table 4  
Hypothesized Direct Effects Structural Model 

Path St, β St. d R2 Q2 F2 VIF T-value P-value 
CM → GPI 0.416 0.155 0.551 0.301 0.239 1.612 2.690 0.007 

E-WOM→ GPI 0.409 0.163     0.231 1.856 2.514 0.012 
CM→ E-WOM 0.616 0.090 0.380   0.612 1 6.816 0.000 

 

In Table 4, the values of R2 for GPI, E-WOM are seen, which are 0.551 and 0.380 respectively. This shows that 55.1% of 
variations in GPI are made clear by the predictors (CM, E-WOM), while 38% of variations in E-WOM are made clear by 
their predictors (CM). The R² values meet the 0.19 cut off value, as suggested in the work of (Chin, 1998). The Q2 value for 
GPI of 0.301 was much higher than zero, denoting that there is a predictive relevance to the model analogous to the suggestions 
of (Chin, 2010; Cheung et al., 2010). The model shows a sufficient level of fit and substantial predictive relevance. Also, the 
VIF values were 1.612, 2.514 and 1, all of which were less than 5 (Hair et al., 2014). For predicting GPI, the p-value of CM 
and E-WOM were 0.007 and 0.012 respectively. For E-WOM predictive factors, the p-value of CM was 0.000, denoting that 
the chance of achieving prediction through absolute p-values are 0.01 and 0.05. Also, the path coefficient (S, B) values for 
(CM to GPI), (E-WOM to GPI), and CM to E-WOM were 0.416, 0.409 and 0.616 respectively. This shows that the relation-
ships are positive, and hypotheses H1, H2, H3 are supported.  

4.4   Indirect effect of the constructs 

Table 5 shows the outcomes of the bootstrapping, which show that the indirect effect of CM on GPI through E-WOM was 
positive and statistically significant at the 0.05 level; β = 0.252, T-value = 2.154, P-value = 0.030. The indirect effect of Boot 
CI Bias Corrected did not straddle a 0 in between, meaning that a mediation effect would be in place (Preacher & Hayes, 
2004, 2008); LL = 0.033, UL = 0.542. The results showed that the mediation effect was statistically significant, and so hy-
pothesis H4 was supported. 
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Table 5  
Results of Hypotheses Testing for the Mediation 

PATH SHAPE St. β St. d T values 2.50% 97.50% p-values 
 CM → E-WOM → GPI 0.252 0.117 2.154 0.033 0.542 0.030 

 
5. Discussion and Conclusion  
 

Continuing the work of earlier studies into the world of content marketing, EWOM and purchasing intentions, and the rela-
tionship of content marketing and consumer purchase intentions, the current study has supported hypotheses were analogous 
to the results of Yaqubi and Karaduman (2019). Specifically, effective and appropriate content marketing encourages con-
sumers in their green purchasing intentions. Also, similar to Ramzan and Syed (2018) regarding the importance of content-
based social media marketing when it comes to motivating consumers to share content through EWOM, the current study's 
H2 result showed that content marketing had a positive impact on EWOM. Thus, it can be said that effective and clear content 
marketing encourages online users or customers to undertake EWOM with their peers. By supporting H3, this study was in 
line with that of Rahim et al. (2016), where the effect of EWOM on GPI was positive. This allowed the current study to 
confirm that EWOM is a valuable part of drawing in consumers to purchase green products. This paper offers valuable con-
tributions with its use of social communication (SC) theory to analyze E-WOM as a mediator between content marketing and 
green purchasing intentions. The findings were additionally examined through the PLS 3 software suite. Lastly, hypothesis 
H4 was supported in this study, under which EWOM was shown to mediate the relationship between content marketing and 
green purchasing intentions. This denotes that clear and effective content marketing, involving suitably alluring content, can 
strongly encourage satisfied customers to share their positive experiences through EWOM, which in turn increases the interest 
of other customers towards green products. 

6. Future research  
This paper examined customers in Jordan, and on a smaller scale, companies can use these same approaches for their own 
customers. Future studies could confirm if other variables could be used to control the relationship between E-WOM and 
green purchasing intentions. As this study used a quantitative methodology, future studies could instead use the mixed 
methods approach for potentially superior insights. 
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