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Green loglstlc policy and corporate association relationship:
The moderating role of customer voluntary simplicity lifestyles
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Abstract

In this study we reviewed relevant literatures
and built a conceptual model on corporate
association. Based on the theory of psychological
distance and information process theory we argue
that different level of consumer’s voluntary
simplicity  lifestyles  will ~moderate the
relationship between consumers perceived green
logistic and corporate association. In addition,

we argue that the relationship between consumers’

perceived green logistic value and corporate
social responsibility association is stronger in the
group of consumers with high voluntary
simplicity lifestyles. However, the relationship
between perceived green logistic value and
corporate ability association is weaker.

Keywords Green logistic ~ Corporate
association ~ Voluntary simplicity lifestyles
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