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ABSTRACT  

This study aimed to test the impact of green brand attachment (emotional and personal) on 

purchasing decision, and the moderating role of perceived risk. According to the nature of 

this study, it depended on descriptive approach, as well as using a questionnaire to gather 

the primary data, whereas (300) questionnaires were distributed to a convenience non-

probability sample of students of the Master of Business Administration at the Sudan 

University of Science and Technology, University of El Nileen, and University of National 

Rabat, achieving a response rate of (86%). Hypotheses were tested using path analysis 

through using SPSS program. The study found that there is a positive relationship between 

brand attachment and the purchasing decision; also, the perceived green risk moderated the 

relationship between brand attachment and the purchasing decision. Based on these results, 

the study presented theoretical and managerial implications  .  

( Leonidos et al, 

Kim and Han, 2009
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2x /df ≤3.00 0.000 0.000 

GFI ≥0.90 1.000 1.000 

AGFI ≥0.80 _____ _____ 

NFA ≥0.90 1.000 1.000 
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Pearson Correlation
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.70 1.87 

.77 2.30 

1.05 2.50 
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Estimate S.E. C.R. P 

 330. 974. 054. 052. الارتباط_الشخصي ---> القرار_الشرائى_الاخضر

 *** 4.945 110. 545. الخطر_المدرك_الاخضر ---> القرار_الشرائى_الاخضر

ر_الشرائى_الاخضرالقرا  304. 1.028- 025. 026.- الخطر_المدرك*الارتباط_الشخصي ---> 

 467. 727. 051. 037. الارتباط_العاطفي ---> القرار_الشرائى_الاخضر

 *** 4.431 121. 537. الخطر_المدرك_الاخضر ---> القرار_الشرائى_الاخضر

 713. 367.- 021. 008.- _العاطفيالخطر_المدرك*الارتباط ---> القرار_الشرائى_الاخضر
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